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Abstract 
The evolution of globalization and technology have changed the playground for international 
business and made it possible for smaller businesses to compete internationally among large 
and capital intensive companies. Markets become increasingly alike with converging product 
preferences and changing the world into one large integrated marketplace easily accessible 
for firms of all sizes. Recent research in the field of International Business has shed light on 
small firms that rapidly become international market players, called “born globals” (BGs). 
These firms’ behavior contradicting traditional theory, such as the Uppsala Model, which 
propose that internationalization is an incremental process where firms must gain market 
knowledge and psychical distance to markets to internationalize. The Uppsala Model 
describes internationalization as a relatively resource-demanding process. However, the BGs 
most often have scarce resources, but still manages to enter several markets simultaneously.  
 
Previous studies have focused on manufacturing exporting BGs when investigate this 
relatively new phenomenon. Yet, little light is shed on BG service firms and their 
internationalization. The purpose of this study is to investigate the facilitating factors of 
resource-scarce Internet-based service BGs’ internationalization and barriers connected to it. 
Thus, this study aims to fill the research field of BG Internet-based service firms with more 
empirical data. The research questions are formulated as followed: 
	

RQ1: What important factors enable internationalization for Swedish born global 
Internet-based service firms? 
  
RQ2: Do the perceived barriers to internationalization for SMEs apply to Swedish 
born global Internet-based service firms, or are there other barriers present in their 
internationalization? 

As a theoretical framework, the researchers have combined three main theories, explicitly the 
Resource-Based View, Dynamic Capabilities and Business Models. Further, SMEs’ perceived 
barriers to internationalization are included in the theoretical framework as a sub-theory, to 
investigate if those barriers apply to BG Internet-based service firms. The researchers have 
performed a qualitative exploratory multiple-case study including six Swedish companies. 
The empirical data acquired is presented in a case-by-case structure relating back to the 
theoretical framework. The data has further been analyzed in a thematic way based on 
theories using the cross-case analysis technique.  
 
From the study, the researchers have found that the most important factors enabling 
internationalization for Swedish BG Internet-based service firms are an internationally 
standardized business model, human capital, and the level of dynamic capabilities. Regarding 
SME’s perceived barriers to internationalization, no clear pattern was found regarding the 
sample firms’ perceived barriers to internationalization. Which implies that more research is 
needed in this area. 
 
Keywords: International Business, International Entrepreneurship, Born Global Firms, 
Resource-Based View, Dynamic Capabilities, Business Models, Internationalization, Barriers 
to Internationalization, Internet-Based Service Firms.  
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Abbreviations and Key Definitions	
To clarify some of the concepts that will be used in this thesis, short definitions of the main 
concepts are found below. 
  
Born Global (BG): “A young entrepreneurial company that initiates international business 
activity very early in its evolution, moving rapidly into foreign markets” (Cavusgil et al., 
2012, p. 13). 
  
International Business: “Performance of trade and investment activities by firms across 
national borders” (Cavusgil et al., 2012, p. 4). 
  
International Entrepreneurship: "A combination of innovative, proactive and risk-seeking 
behavior that crosses national borders and is intended to create value in organizations" 
(Oviatt & McDougall, 2000, p. 903). 
  
Small and Medium-size Enterprise (SME): “Non-subsidiary, independent firms which 
employ fewer than a given number of employees. This number varies across national 
statistical systems. The most frequent upper limit is 250 employees. Small firms are generally 
those with fewer than 50 employees, while micro-enterprises have at most ten, or in some 
cases five, workers. Financial assets are also used to define SMEs. In the European Union, 
SMEs must have an annual turnover of EUR 40 million or less” (OECD, 2000, p. 2). 
  
Multinational Enterprise (MNE): “A large company with substantial resources that 
performs various business activities through a network of subsidiaries and affiliates 
located in multiple countries” (Cavusgil et al., 2012, p. 4). 
  
Start-up: “A start-up is a young company that is just beginning to develop. Start-ups are 
usually small and initially financed and operated by a handful of founders or one individual. 
These companies offer a product or service that is not currently being offered elsewhere in 
the market, or that the founders believe is being offered in an inferior manner” (Fontinelle, 
n.d.). 
  
Competitive Advantage: “Distinctive assets or competencies of a firm that are difficult for 
competitors to imitate and are typically derived from specific knowledge, capabilities, skills, 
or superior strategies” (Cavusgil et al., 2012, p. 143). 
 
Resource-Based View (RBV): A theory that states that “the competitive advantage and 
superior performance of an organization are explained by the distinctiveness of its 
capabilities [and resources]” (Johnson, 2014, p. 70). 
  
Dynamic Capabilities: “The firm's ability to integrate, build, and reconfigure internal and 
external competences to address rapidly changing environments. Dynamic capabilities thus 
reflect an organization's ability to achieve new and innovative forms of competitive 
advantage given path dependencies and market positions” (Teece et al, 1997, p. 516). 
 
Business Model: There is no explicit definition of what a business model is, however, Teece 
(2010, p. 172) states: “the essence of a business model is in defining the manner by which the 
enterprise delivers value to customers, entices customers to pay for value, and converts those 
payments to profit”. 
  



Minimum Viable Product (MVP): A product (or service) a firm uses as a market entry tool, 
which is developed with just enough features to please early adopters. This MVP is then 
developed and changed based on the inputs from the early adopters (Blank, 2013) 
 
Bootstrap: “Bootstrap is a situation in which an entrepreneur starts a company with little 
capital. An individual is said to be bootstrapping when he or she attempts to found and build 
a company from personal finances or from the operating revenues of the new company” 
(Investopedia, n.d.). 
 
Information Technology (IT): The science and process of using resources related to 
information. It usually refers to computer systems and their ability to store and send 
information (Cavusgil et al. 2012, p. 41). 
 
Cloud-Based Firm: A firm that provides services or applications in the cloud to its users 
(Talia, 2013). 
	
Software-as-a-Service (SaaS): “A software distribution model in which a third-party 
provider hosts applications and makes them available to customers over the Internet” 
(Rouse, 2016). 
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1. Introduction 
Born global is a term used for entrepreneurial firms that are becoming global market players 
early on after their founding. It is a concept that counters previous studies in international 
business, which states that companies go through an incremental process before becoming 
global actors. Moreover, this type of firms tends to grow very fast even though they most 
often have limited resources, which further contradicts traditional theories. In this chapter, a 
background understanding of the new playground for international business will be 
presented, along with the birth of the concept of born global firms. In addition, a discussion 
of the current research gap in the field will be established. Thereafter, the purpose and 
research question will be given. Finally, the chapter ends with an outline of the delimitations 
within this research. 
 
1.1 Problem Background 
Internationalization is a process described by traditional theories as an incremental and highly 
resource-consuming activity carried out by multinational enterprises (MNEs) (Johanson & 
Vahlne, 1977; Tikkanen, 1998; Vernon, 1966; 1971; 1979). However, due to the evolution of 
globalization and technology, the playbook for international business has been rewritten. 
Both trends have created shrinking geographical and cultural distances, as well as more 
effective and cheaper activities in R&D, production, marketing, and sales (Rennie, 1993, p. 
48). Therefore, in today’s economy, it’s possible for smaller businesses to compete 
internationally among large and capital intensive corporations. Historically, true international 
business facilitators have been arising from technological advances, and can be identified in 
information technology, communication, transportation, and manufacturing (Rennie, 1993, p. 
49). For example, Cairncross (1995) made a survey about telecommunication, where she 
explains the death of distance emerging from the new global world and the technological 
progress. Firms profit from this by sourcing inputs from around the globe more efficiently 
while markets traditionally viewed as psychically distant become increasingly alike with 
converging product preferences. In turn, changing the world into one large integrated 
marketplace easily accessible for firms of all sizes. 
 
Thanks to satellites, wireless technology, and the Internet, internationalization has become 
viable to virtually every firm, independent of their size and capital density. By combining the 
functions of laptops with traditional telecommunication, people can access each other from 
wherever in the world at any point in time. This new cross-border interaction of people has 
simplified firms’ international operations drastically. Through services like Skype and 
FaceTime people can interact both by voice and video using a live webcam without a direct 
charge (Skype, 2017; Ritchie, 2016). This can be contrasted with the price of a 3-minute 
phone call between New York and London. In the 1980’s this call cost about $6 USD and 
around $3000 USD in the 30’s (Cavusgil et al., 2012, p. 41). Bank transactions have also 
become less expensive, less complicated and time-consuming in the modern economy. In 
addition, small firms can get easier access to funding due to today’s integrated financial 
markets (Cavusgil & Knight, 1996, p. 21). 
 
All different means of transportation have also been through a journey of efficiency. For 
example, the capacity of a typical ocean-going freighter has doubled since the 80’s (Cavusgil 
et. al, 2012, p. 43). This type of development provides enhanced means of worldwide 
transportation, in terms of regularity, dependability, and prices for both goods and people 
(Cavusgil & Knight, 1996, p. 21). Clearly, this also facilitates express delivery service 
companies like DHL, UPS, and FedEx to connect the buyer with the supplier regardless of 
geographical origins.  
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To summarize the discussion on globalization and technological advancements, it can be said 
that these above-mentioned advancements have revolutionized the field of international 
business since the psychical distance is now shorter than ever before. In the past, the 
perception was that only large capital and knowledge intensive corporations had access to 
foreign markets, and therefore, small start-up businesses were left out of the theories. 
Traditional models and theories about firm’s internationalization describe an expensive and 
slow process, due to high levels of uncertainty and risk, with the lack of knowledge about 
foreign markets (Johanson & Vahlne, 1977, p. 27-28) as well as insufficient finances (Bilkey, 
1978, p. 35).  
  
One of the most cited traditional models is the Uppsala Model, developed in 1977, which 
discusses the effect of psychical distance and market knowledge in internationalization 
(Johanson & Vahlne, 1977). It states that a firm goes through certain steps in its 
internationalization process and that firms start exporting to countries that have the closest 
psychical distance to their home market. By psychical distance, it is meant how similar the 
importing country is to the exporting firms in terms of language, culture, business climate et 
cetera (Johanson & Wiedersheim-Paul, 1975, p. 308-309). However, in the world of today, 
internationalization is not necessarily an incremental process limited to only large and 
capital-intensive companies. The aforementioned technology advancements have decreased 
barriers, which enable entrepreneurial firms to become global actors from inception despite 
scarcity of resources (Halldin, 2012, p. 9). Due to this, old theories of internationalization, 
such as the previously mentioned Uppsala Model, are no longer strong representatives that 
explain internationalization in today’s modern society (Gabrielsson & Kirpalani, 2012, p. 6).  
  
Instead, more recent research in international business has shed light on small 
internationalizing firms that bypass the incremental internationalization process proposed by 
the Uppsala Model. These firms focus on international markets shortly after birth and tend to 
view the world as one large marketplace (Cavusgil & Knight, 2004, p. 125). These small 
rapidly internationalized firms have been named “born globals” (hereafter referred to as 
BGs). These firms internationalize early after inception despite having scarce resources, and 
it is not rare for BGs to enter several markets simultaneously within few years of inception 
(Oviatt & McDougall, 1994, p. 49).  Most often these firms have been studied under the field 
of international entrepreneurship, which tends to focus on the orientation and characteristics 
of the entrepreneur when studying the behavior of BGs (Jones & Coviello, 2005, p. 287).  
  
Per previous literature, the rise of BGs can be derived from an interrelation between three 
important factors; new market conditions, technological advancements, and more 
sophisticated competence of people, especially including the founder/entrepreneur of the BG 
(Madsen & Servais, 1997, p. 565). Further, the emergence of niche markets and increased 
specialization is another driver of internationalization of small firms; the home markets are 
simply not large enough to cover a sustainable income over time. Moreover, statistical 
evidence has been found regarding the relationship between home market size and the 
development of BGs; evidence shows that if the size of the home market is large, this will 
decrease the likeliness for new ventures to become BG. Hence, the smaller the home market, 
the larger the likeliness for new ventures to become BGs (Fan & Phan, 2007, p. 1126). 
Researchers have also found that adaptability is favorable over the amount of resources in 
internationalization for BGs. The capacity to adapt is commonly referred to as dynamic 
capabilities (Teece et al. 1997, p. 515). 
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A Swedish study by Halldin (2012, p. 29-31) found that BGs employ more people, have 
higher turnover, profit and productivity five years after inception than firms that are not 
international. Therefore, as markets are becoming more global and interconnected it is vital to 
create home country environments that allow new firms to grow and become competitive on 
the global market. This is especially critical for small economies dependent on small 
entrepreneurial firms. Sweden can proudly present several successful BGs from the recent 
decade, like iZettle, Klarna, Spotify, and Happy Socks (Blomén, 2008; Wågström, 2009). 
Furthermore, the exported goods and services corresponded to 45% of Sweden's total GDP in 
2014 (Regeringskansliet, 2015, p. 2), thus pointing out the importance of international trade. 
Regeringskansliet (2015, p. 7) also highlights that small and medium enterprises (hereafter 
referred to as SMEs) are Sweden’s future export successes and major creators of new jobs. 
This is also emphasized by Rennie (1993, p. 47) who states that: “Born global firms are the 
most extreme example of the potential significance of small and medium-sized enterprises for 
a nation’s export growth”. 
 
Hedlund & Kvernerland (1985, p. 56) discovered exporting patterns among Swedish firms to 
diverge from the Uppsala-model already in the 80’s. They identified changing environmental 
conditions, like increased similarities among industrialized countries, to be one explanation 
of this new way of entering foreign markets (Hedlund & Kvernerland, 1985, p. 57). 
Nevertheless, Halldin (2012, p. 15-16) claims that Swedish BGs only constitute a small 
percentage of the total new manufacturing enterprises in Sweden and not more than half a 
percentage of the total knowledge-based service firms. Due to this, Swedish politicians and 
policy makers have recently become aware of the impact BGs have on the Swedish economy. 
The recent export strategy, published by Regeringskansliet (2015, p. 23) highlights the 
importance of supporting BGs and providing appropriate procedures to intensify their 
competitiveness since the growth and internationalization of these firms are important for the 
Swedish welfare system. 
 
1.2 Research Problem and Gap 
Traditionally, the international trade of services has been limited compared to manufacturing 
trade (National Board of Trade Sweden, n.d.). Nevertheless, due to technology developments 
(particularly in digitalization) there has been a large increase in cross-border transactions of 
services. The technology developments have made it possible for more and smaller 
companies to trade internationally, through Internet sites and digital marketplaces. Hence, the 
international service trade has increased significantly in recent decades. The fact is that the 
service trade is now growing at a larger pace than trade in goods (National Board of Trade 
Sweden, n.d.). 
  
In a study about Swedish BGs, Halldin (2012, p. 19) found that the growth of Swedish 
service firms is increasing at an astonishing rate compared to manufacturing firms. In figure 1 
below, the growth of new Swedish companies within three sectors are displayed. The x-axis 
represents the number of new firms in Sweden, and the y-axis represents years. The small-
dotted line at the bottom represents manufacturing companies, the big-dotted line represents 
knowledge-intensive business companies (KIBS), and the solid line represents service 
companies in general. Here, one should mention that KIBS-firms also are service firms, 
however they are niched to the SIC-codes 72-73 (SIC 1  72: “Computer consultants and 

																																																								
1SIC:	Standard	Industrial	Classification	(SIC)	codes	are	numerical	codes	used	to	identify	what	kind	of	
industry	a	firm	is	acting	in	(Siccode.com,	2017).	
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computer service bureaus”, SIC 73: “Research and Development”, SIC 74: “Other business 
services”) (Halldin, 2012, p. 18). 
 

 
Figure 1. Number of New Firms Founded in Sweden Divided in Sectors  
Source: Halldin (2012, p. 19) 
 
It must be emphasized that the research on BGs has primarily directed focus towards 
manufacturing firms. The empirical literature on BG firms has been largely focused on 
qualitative case-studies on the manufacturing sector, see Rialp et al. (2005) for a review. To 
date, there are few BG research papers that are investigating the behavior of service firms 
(Gabrielsson & Kirpalani, 2012, p. 121). Gabrielsson & Kirpalani (2012, p. 105) state that 
very little of the BG research has been focused on the Internet and how BGs could take 
advantage of it. The authors (2012, p. 121) declare that more research is needed on how BGs 
can benefit from the Internet. Also, there will be more service-oriented BGs emerging in 
today’s globalized and technological world, therefore more research is needed on service 
companies (Gabrielsson & Kirpalani, 2012, p. 121). Thus, we believe that there is a research 
gap concerning Internet-based service firms, i.e. service firms that use and capitalize on the 
Internet as a platform for their business. 
 
Additionally, the concept of BGs is a line of research that is in an early stage of development, 
with no uniform definition and research findings are sometimes contradictory. Several studies 
have been conducted on the topic of BGs, but it is still considered a rather new concept in 
international business (Cavusgil et al., 2012, p. 66). There are many unexplored issues and a 
theoretical base is still absent. Hence, even though prior research has been undertaken 
regarding BGs and their internationalization process, further research is still suggested 
(Brennan & Garvey, 2009, p. 131). 
 
1.3 Theoretical Reasoning 
Many scholars have interested themselves in the relationship between BG’s resources and its 
effect on their internationalization process. Other fields of interest have been how a firm’s 
resources lead to the establishment of competitive advantage (Cavusgil & Knight, 2009; 
Verma, 2010). To explain this relationship, the Resource-Based View (RBV) has been used 
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by many researchers (Peng, 2001; Verma, 2010). It’s a perspective stating that the 
competitive advantage of a firm is found in its internal resources, rather than in its external 
environment as opposed to other theories such as e.g. Porter’s Five Forces (Johnson et al., 
2014, p. 80 & 41). Therefore, small firms are highly reliant on its capabilities to turn its 
resources into a competitive advantage; if a firm can do so it facilitates its chances on 
competing on a global market.  
 
More recently, the concept of dynamic capabilities and business models have been used to 
complement the resource-based view of internationalization (Weerawardena et al., 2007; 
Bouncken et al., 2015). Dynamic capabilities are an organization’s ability to readjust its 
strategy to changing environments (Teece et al, 1997, p. 516). The business model is 
basically defining how the firm is creating and delivering value to customers and how the 
firm captures some of that value through the bundling of the organization’s resources (Teece, 
2010, p. 173). 
  
Moreover, there are several perceived barriers to internationalization for SMEs, such as e.g. 
high transportation costs and difficulties to find and identify business opportunities abroad 
(OECD, 2009, p. 8). Since the Internet-based service firms provide their services through the 
Internet, barriers such as the ones previously mentioned are most likely not evident for this 
type of firms. Thus, we believe that there is an existing research gap concerning BG Internet-
based service firms and their internationalization process and barriers connected to it. 
Because these firms are important to small economies like Sweden, it’s valuable to update the 
current research about this specific topic. Increasing the knowledge about these firms’ 
barriers to internationalization can create a facilitating environment for new small firms 
wanting to become BGs. Therefore, we will investigate the internationalization of Swedish 
BG Internet-based service firms using the RBV, dynamic capabilities, and business model 
view in this thesis. These theories will be discussed in-depth in the theoretical framework. 
  
1.4 Thesis Purpose & Research Questions 
As discussed in the problem background, the world is getting more and more globalized each 
day. Due to this, theories concerning international business are quickly becoming outdated. 
Developments in technology have facilitated the process of small companies to become large 
actors on a global market. Through the Internet, companies get access to customers and 
suppliers all over the world. Platforms such as social media, email and online video-call 
services are further helping companies to reach customers at low costs. Due to these 
facilitators, companies that are global from inception are a natural part of today’s business 
environment.  
 
The purpose of this thesis is to fill the research gap regarding the internationalization of 
Swedish BG Internet-based service firms and barriers connected to this process. We aim to 
gain insight into how Swedish BG Internet-based service firms with limited resources, 
manage to take their business internationally in such a fast manner. BGs are important for 
small countries such as Sweden, since they produce job opportunities and build relationships 
with other countries. Therefore, it is important to expand the knowledge about them. 
 
Moreover, we have niched the study to focus on the type of service firms that provide an 
Internet-based service, since the research on these types of firms is limited. We aim to 
understand what factors enable internationalization for these firms and if the perceived 
barriers to international trade for SMEs apply to this type of firms. We hope to generate 
further knowledge regarding this type of BG on both a practical and theoretical basis, which 
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will be further explained in 1.5 and 1.6. Based on this, the research questions are formulated 
as follows: 
  

RQ1: What important factors enable internationalization for Swedish born global 
Internet-based service firms? 
  
RQ2: Do the perceived barriers to internationalization for SMEs apply to Swedish 
born global Internet-based service firms, or are there other barriers present in their 
internationalization? 
 

1.5 Theoretical Contributions 
The theoretical contribution of this study is to complement the previous studies done on 
Swedish BGs, with a focus on Internet-based service firms. We hope that this will help 
researchers and students in the field of international business to understand what factors 
enable these industry-specific BGs path to become global players and gain competitive 
advantage. Additionally, we aim to expand the understanding of barriers to 
internationalization for this type of firms. 
 
One major distinctive aspect of our study is that it has explored very young BGs (the oldest 
founded in 2012). The clear majority of previous studies on BGs have been conducted on 
firms older than the firms in our sample. Therefore, we hope to contribute with new 
theoretical understanding of BGs by basing our research on a very young sample. Because 
these firms operate in highly dynamic environments, a lot can happen in just a few years. 
Thus, it’s important to keep the studies of these firms updated. 
 
1.6 Practical & Societal Contributions 
By conducting this study, we wish to expand the knowledge of what factors are important for 
these firms’ internationalization. The practical contribution can help management teams in 
new BG Internet-based service firms to recognize factors that can enable their company to 
take steps toward international success. Moreover, by investigating if the perceived barriers 
to internationalization for SMEs are applicable to BGs (or if they perceive other barriers to 
internationalization), we aim to help decision-makers to comprehend more about what 
barriers are present for these firms. By having this information, decision-makers can get a 
better understanding of what policies are needed to facilitate the international expansion of 
these firms even further. 
 
1.7 Delimitations 
In this study, we have decided to limit our samples to only include Swedish Internet-based 
service companies. One reason for this is that we wanted to conduct physical interviews in 
first hand, and it would be difficult and time-consuming for us to travel to other countries for 
data collection. Additionally, this type of firms fill an important purpose for the Swedish 
economy, and we believe that it’s important to study them specifically. 
 
Another delimitation is that the firms included in our sample are all five years old or younger. 
The reasoning behind this decision is that we wanted to have a similar range in the age of the 
firms included in the study. Firms can differ a lot due to their age and gained experiences. 
Therefore, we did not want the firm age to differ significantly between our samples. Another 
limitation that is present, as mentioned earlier, is that we have niched the study to only focus 
on the type of service firms that provide an Internet-based service (and therefore, no 
customized consulting services), since the existent research on this type of firms are limited. 
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It currently exists several operational definitions considering what constitutes a BG. A 
common empirical definition is that a firm must have at least 25% of its turnover from a 
foreign country (Cavusgil & Knight, 1996; Knight et al. 2004). This criterion must have been 
fulfilled within three years from founding (Knight et al., 2004; Zhou et al., 2010). Further, the 
exporting turnover must be originating from a minimum of three foreign countries. More 
operational definitions will be mentioned in chapter 2.1. Nevertheless, since the above-
mentioned criteria are commonly used by other researchers, we believe that they are relevant 
to our study. Therefore, this thesis will only include companies that fulfill the above-
mentioned criteria.	 	
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2. Theoretical Framework 
This chapter will present the theoretical framework used as a foundation for our thesis. First, 
we will discuss the concept of BGs and its history. Second, we will discuss the construct of 
competitive advantage and how it relates to BGs rapid internationalization. Then the theories 
chosen to be explored regarding BGs internationalization will be presented. These theories 
revolve around the concept of how to generate competitive advantage. Third, we will present 
the current views of SMEs barriers to internationalization. Finally, we will discuss the 
chosen theories and present a conceptual framework. 
 
2.1 Born Globals 
Internationalization is a topic that has been shaping the business arena since 1960’s 
(Abrahamsson, 2016, p. 1). Most theories on the topic try to explain the process and 
motivation behind a firm’s decisions to expand their operations to other countries (Morgan & 
Katsikeas, 1997). One of the most famous and discussed theory is the previously mentioned 
Uppsala Model, which states that internationalization is an incremental process. The model 
was developed in 1977 by the researchers Johanson and Vahlne at Uppsala University in 
Sweden. It describes the internationalization process of a firm to be slow and gradual. The 
researchers claimed that companies begin their international presence in psychically close 
markets due to the similarities in language, culture, industrial development, business 
environment and political climate. To initially entering markets that are psychically similar to 
the home country limits risks and enables preparation for further international expansion 
according to the model (Johanson & Vahlne, 1977, p. 26-27). The main concept behind this 
model is that firms accumulate experiential market knowledge through their operations, 
which leads to reduced uncertainty and increased commitment to expand to physically close 
markets (Johanson & Vahlne, 1977, p. 25). This theory was limited to mostly explaining the 
internationalization process made by multinational enterprises (MNEs). 
 
Another theory on internationalization is the Network Model, which expands the Uppsala 
Model by adding the element of cooperative networking as a crucial factor affecting a firm’s 
internationalization (Johanson & Mattsson, 1988). In addition, Abrahamsson (2016, p. 1) 
mentions the existence of innovation-related models from the 70’s, trying to explain firm’s 
internationalization on the base of manager’s alertness to export opportunities and that they 
chose what country to export to, based on previous positive experiences from those markets. 
However, in the 80’s and 90’s scholars recognized that these traditional models had some 
shortcomings, since they could not explain the new rapid internationalization process 
conducted by SMEs that were evolving due to lower trade barriers, increased competition, 
and rapid technological development (Andersson, 2011, p. 627). 
 
Instead, new theories on this subject were needed, and the pioneers were Rennie (1993) and 
Oviatt & McDougall (1994). Rennie’s study was published by McKinsey & Company in 
Australia, where he discovered the existence of small firms that make foreign sales from 
inception, contradicting the traditional models of internationalization. In 1994, Oviatt and 
McDougall, displayed that traditional theory of incremental internationalization processes 
cannot explain the internationalization pattern behind some firms (Andersson, 2011, p. 631). 
Instead, they coined a new definition for this type of firm behavior: “a business organization 
that, from inception, seeks to derive significant competitive advantage from the use of 
resources and the sale of outputs in multiple countries” (Oviatt & McDougall, 1994, p. 49). 
Tabares et al. (2015, p. 155) noted that this trend has been studied under the field of 
international entrepreneurship under the following terms: international new ventures, global 
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start-ups, born-global firms or instant internationals. Born Globals is, however, the most 
accepted term (Cavusgil & Knight, 2009).  
 
International entrepreneurship is defined as "a combination of innovative, proactive and risk-
seeking behavior that crosses national borders and is intended to create value in 
organizations" (Oviatt & McDougall, 2000, p. 903). Plenty of researchers within this field 
have tried to explain the factors affecting organizations’ internationalization. Some examples 
of factors are the innovative, networking, and financing capabilities of the firm, along with 
the founders and their expertise (Laanti et al, 2007). In addition, the network has been of 
special interest, where scholars have focused on the social capital of the entrepreneur or the 
entrepreneurial team and its involvement in gaining the right resources for rapid 
internationalization (Coviello, 2006; Gabrielsson & Sepulveda, 2013). 
 
The explanation for the emergence of BGs can be traced back to several different reasons. 
There are three factors explaining how newly founded firms manage to take their business 
international and forego the traditional steps to cross-border trade. Those are commonly 
environmental, organizational and managerial factors (Gabrielsson & Kirpalani, 2012, p. 20-
25). Environmental factors are elements that can be found in the external environment of the 
BG. For example, global organizations such as the World Trade Organization, region-specific 
administrations like European Union and different types of cross-border trade agreements 
have exploded in numbers the last decades and enables many types of collaborations among 
nations that BGs have thrived on (Gabrielsson & Kirpalani, 2012, p. 22). There has also been 
a worldwide convergence of consumer tastes and needs due to rising disposable incomes and 
increased consumer mobility. Uniformity in demand creates profitable business opportunities 
even in niche segments due to scalability if firms enter multiple countries simultaneously. 
Most BGs adopt niche strategies to a large extent, which is made possible through unique 
product/service characteristics, superior design, high-quality focus or other highly specialized 
competence (Gabrielsson & Kirpalani, 2012, p. 23). Finally, advancements in production, 
transportation and communication technologies also facilitates the global playground for 
SMEs (Gabrielsson & Kirpalani, 2012, p. 22). 
 
The organizational culture of a firm can determine to what extent it may go international or 
not. Characteristics that drive firms to become BGs are pro-activeness, risk-taking, 
innovativeness and flexibility, usually referred to entrepreneurial orientation within the field 
of management (Miller, 1982, p. 771). An organizational culture that facilitates these four 
behaviors within the company will increase the likeliness of global success. Additionally, 
networking ability with international stakeholders such as customers, distributors, funders 
and agents is also a vital part of foreign expansion (Gabrielsson & Kirpalani, 2012, p. 24).  
 
The behavior of the entrepreneur/manager of a firm is a large driver for the existence of BGs. 
To create a BG, the manager must have a global mindset and the inclination to vision 
strategic objectives in foreign markets. Researchers have found that managers who have 
studied abroad, lived in foreign countries and speak multiple languages are more prone to 
present these types of behaviors (Gabrielsson & Kirpalani, 2012, p. 25). 
 
There are several characteristics that make a BG different from “normal” SMEs and MNEs. 
In traditional theory, firms view international markets with great uncertainty. This is not true 
for BGs. Madsen & Servais (1997, p. 568-569) found that BGs typically have lower 
perception of uncertainty with regards to international markets. BGs are unarguably most 
frequently located in high-tech and software businesses (Preece et al., 1999; Bell, 1995; Falay 
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et al., 2007; Gabrielsson et al., 2008). Therefore, BGs are repeatedly found in areas with 
groundbreaking designs, knowledge-intensive services, and sophisticated systems. However, 
BGs are also found in traditional food, apparel, shoes, furniture and other low-tech industries 
to (Gabrielsson et al. 2008).  
 
Through an extensive literature review, Altshuler (2012, p. 32-35) identifies several attributes 
concerning BGs: 
●      A large portion of BGs are technology-based 
●      A large portion of BGs operates in business-to-business (B2B) markets 
●      They pursue niche market strategies 
●      They are highly networked 
●      They are flexible and lack deeply rooted administrative routines 
●      They are characterized by an international marketing orientation 
●      Decisive role of the entrepreneur 

Nevertheless, all these attributes are not valid for every BG. Zara, for example, is a BG 
business-to-customer retailer, selling clothes and accessories and is not technology-based. 
However, the retailer has included technological elements in its business model and is data-
driven in decision-making. For example, it uses inputs from what its customer searches for 
online when deciding what products to produce (Appelstein, 2016). 
 
BGs often lack resources, Knight et al. (2004) describes them as new firms with limited 
financial capital, human resources, and office facilities. Despite their limited resources, BGs 
are portrayed with a strong eagerness to quickly internationalize to several markets 
worldwide simultaneously because of their ability to view international markets as an 
opportunity bank (Madsen & Servais, 1997, p. 567). Acquiring unique resources tend to be a 
common strategy among BGs to compensate for their scarcity in essential resources 
(Cavusgil & Knight, 2004, p. 129). Unique resources that BGs typically attribute are a small 
but highly skilled workforce, possession of in-house technology and niche-market products 
(Madsen & Servais, 1997, p. 564; Rennie, 1993, p. 48-50). Due to the resource scarcity, 
Oviatt & McDougall (1994) argue that BGs rely on alternative governance structures, like 
licensing, franchising or networking, which enable them to be internationally present without 
owning their assets. Oviatt & McDougall (1994, p. 60) found evidence that BGs control 
rather than own assets. 
 
Gabrielsson & Kirpalani (2012, p. 59) found several international market entry modes for 
BGs with resource constraints. The most-relevant were to channel the product/service 
throughout its own international distribution network, alliance with a large independent 
licensing or distribution partner or gradually create international involvement through 
agents/distributors in individual countries. Franchising to partners in individual markets or 
setting up sales subsidiaries in individual markets are also common ways to enter foreign 
markets for BGs. 
 
There are numerous of operational definitions regarding what criteria to include when 
studying BGs. Some of the most common are summarized in the table below. For this study, 
we have decided to conceptualize our operational definition as follows: a BG have at least 
25% of its revenue from export and this criterion must have been realized within three years 
from founding (Cavusgil & Knight, 1996; Knight et al. 2004; Zhou et al., 2010). Moreover, 
the BG revenue must be originating from a minimum of three foreign countries. 
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Table 1. The Most Common Operational Definitions of Born Globals 

 
Source: Own elaboration based on Luostarinen & Gabrielsson (2012, p. 3) 
 
2.2 Important Factors Enabling the Rapid Internationalization of Born Globals 
A very important part of strategic management in the last few decades have been revolving 
around the topic of how a firm can gain and sustain competitive advantage (Barney, 1991, p. 
99). Competitive advantage is in the simplest form the power a firm has over its competitors 
due to its superior value creation (Johnson et al., 2014, p. 8). If a firm can achieve sustainable 
competitive advantage it can reap economic rents and/or above average returns (Wójcik, 
2015, p. 87). Stemming from this topic, two perspectives of the firm have been born, an 
external and an internal. The external perspective directs attention on how industry conditions 
affect a firm’s competitiveness. While the internal perspective focuses attention on how the 
firm’s internal resources affect its competitiveness. 
  
The framework below summarizes the opposite views and the connection between them. It 
proposes that firms should use their internal strengths to respond to external opportunities. 
Firms should also counteract external threats and try to adjust and balance their internal 
weaknesses. By using these strategies, firms should be able to obtain competitive sustainable 
advantage (Barney, 1991, p. 99). 
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Figure 2. The Relationship Between Traditional “Strengths-Weaknesses-Opportunities-
Threats” Analysis, The Resource-based model, and Models of Industry Attractiveness 
Source: Own elaboration based on Barney (1991, p. 100) 
  
Nevertheless, even though this framework has been used since the 1960’s, researchers tend to 
isolate the internal and external perspective and used them independent of each other 
(Barney, 1991, p. 100). Two common theories that analyze the firm from the two opposite 
perspectives are Porter’s Five Forces and the Resource-Based View. 
  
Porter’s Five Forces focuses on a set of external competitive forces in the firm’s environment 
(e.g. industry conditions and level of competition) and how the firm should respond 
strategically to these forces to become competitive (Johnson et al., 2014, p. 41). While the 
RBV argues that competitive advantage is achieved through the internal resources of the 
company (Wernerfelt, 1984, p. 171). This view is a counterweight to Porter’s Five Forces, 
since it could be that within the same industry (with the same level of competitive forces), 
some firms could be extremely successful and other ones were not. This raised the question 
whether the ability to create competitive advantage should be explained from an internal 
perspective, rather than through an external perspective. 
  
The RBV has received some critique for not involving the external environment and for not 
taking account for the deterioration of the value of resources over time in its analysis of 
firms’ strategic positions. Due to the highly dynamic business environment of today, it’s rare 
for companies to create sustainable competitive advantage. Hence, transient advantage is the 
new norm for firms of today (McGrath, 2013, p. 2). Therefore, firms will not enjoy their 
competitive advantage at the same rate as they could a decade ago. Subsequently, firms must 
be highly responsive to changes in their environment to be able to compete (McGrath, 2013, 
p. 1). A common explanation of BGs international success is their capacity to create 
competitive advantage in these dynamic environments (Rennie, 1993, p. 48). Therefore, firms 
need to constantly adapt to the environment to be competitive (Wójcik, 2015, p. 101), which 
firms do through their dynamic capabilities. Thus, the dynamic capabilities perspective of 
competitive advantage emerged as an extension to RBV, and aims to fill the gap of how firms 
can manage to stay competitive despite changes in their external environment (Barreto, 2010, 
p. 258).  
 
The role of the business model is another, and newer, perspective on the early 
internationalization of BGs. Business models have been acknowledged to be a driver of 
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firm’s internationalization by many scholars. Rask (2014, p. 158) claims that business model 
innovation can explain the rapid internationalization of BGs, and the findings of Sleuwaegen 
& Onkelinx (2014) also present proof about the importance of dynamic business models to 
succeed in the global arena. Furthermore, Abrahamsson (2016, p. v) finds in his doctoral 
dissertation that the business model is a crucial tool for market entry for BGs. Moreover, his 
findings stress that BGs must have a dynamic business model to survive. Therefore, we use 
the business model in this thesis to further complement the theories of RBV and dynamic 
capabilities. 
  
In this thesis, we take the internal view (i.e. the resource-based view) on how BGs create 
competitive advantage. However, we have decided to complement the RBV, since it does not 
take the external environment into consideration as displayed by the critique against it. 
Therefore, we also use the dynamic capabilities and the business model perspective as 
additional explanatory theories of competitive advantage in this thesis. These perspectives 
take the external environment in consideration, but from an internal perspective. All these 
theories will be discussed in-depth below. 
 
2.2.1 The Resource-Based View (RBV) 
The RBV and its connection to competitive advantage was first established in 1959 by Edith 
Penrose (Penrose, 1959). However, external environmental theories (i.e., Porter’s Five 
Forces) gained larger traction during this time, and it wasn’t until 1984 the RBV got a more 
solid foundation through the work of Birger Wernerfelt (1984). In his article, Wernerfelt 
explores how firms use their internal resources to create competitive advantage. Another 
researcher who has expanded the RBV is Jay Barney (1991). He discusses that the RBV is 
based on two alternative assumptions when generating sustainable competitive advantage. 
First, firms within an industry are heterogeneous because they have (or have access to) 
different resources. Second, resources are not fully mobile. Hence, heterogeneity between 
firms can last for a long time (Barney, 1991, p. 101). This implies that to identify what 
creates a competitive advantage, one must look at the resources a firm has. 
  
The basics of RBV states that the main sustainable competitive capabilities of a firm are 
found in the internal environment of the firm and lies within the firm’s tangible and 
intangible resources and capabilities. This is the reason why firms operating in the same 
industry perform differently (Barney, 1991). According to Barney (1991, p. 101), firm 
resources include “all assets, capabilities, organizational processes, firm attributes, 
information, knowledge etc. controlled by a firm that enable the firm to conceive and 
implement strategies that improve its efficiency and effectiveness”. Tangible resources are the 
types of fixed and current assets an organization has, such as financial capital, a production 
plant, equipment, machinery, raw material et cetera. While intangible assets are assets that 
are somewhat immune to replication since their value are complex and embedded within the 
firm (Tabares et al., 2015, p. 157). Examples are human capital, brand recognition, and 
patents et cetera. Due to BG’s young age, they often lack tangible assets and must rely on 
their intangible assets (Cavusgil & Knight, 2004, p. 127). 
  
Since BGs most often suffer from scarce resources they tend to seek alternative governance 
structures, for example through having access to resources rather than owning them 
themselves (Oviatt & McDougall, 1994, p. 54-55). By doing this, they moderate their limited 
financial resources and create a more flexible organizational structure. Apple is a good 
example of a BG that does not own a lot of tangible resources themselves, but has access to 
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plenty through proactive networking with its external partners, which also has been a reason 
for its major success (Montgomerie & Roscoe, 2013, p. 297) 
  
Amit & Schoemaker (1993, p. 35) states that one must distinguish between resources and 
capabilities. Capabilities are defined as the firm’s capacity to effectively deploy resources. 
Thus, the firm’s capabilities are born through the combination of their intellectual capital and 
the interplay between individuals and organizational processes (Amit & Schoemaker, 1993, 
p. 35). This means that capabilities are established through the transfer of information 
embedded within the firm. Makadok (2001, p. 389) states that organizational capabilities are 
something that should be built within the organization through routines, processes, and 
organizational culture. Thus, capabilities cannot be bought, transferred or acquired as easily 
as standalone resources. Due to this, capabilities must be assumed as unique firm-specific 
combinations of resources that constantly are being transformed (Wójcik, 2015, p. 88). 
  
Several researchers have divided resources into various types of categories to get an overview 
of firms’ important resources. For example, Barney (1991, p. 101), divides resources into the 
following categories: physical capital, human capital, and organizational capital resources. 
While Greene & Brown (1997, p. 163) divides resources into: human, social, physical, 
organizational, and financial resources. In this thesis, we have decided to describe only 
financial resources regarding tangible assets. The reason for this is that other tangible 
resources, and aspects such as production plants and machinery are not as important for BGs 
due to the alternative governance mechanism previously mentioned. Regarding intangible 
assets, we use the categorization made by Tabares et al. (2015, p.157). In their paper, they 
name intangible resources “intellectual capital” and divide them into three components; 
human, structural, and relational capital. These types of components will be explained more 
in-depth below. 
  
Tangible Resources 
  
Financial Capital 
One of the most obvious tangible resources for a firm is financial capital, which is considered 
to have an important relation with the international development of BGs (Gabrielsson et al., 
2008, p. 400). Financial capital is both important when starting up a company, and when the 
firm starts to scale. For the scale, firms often acquire external capital from business angels or 
venture capitalists. However, not all firms decide to acquire or manage to attract this type of 
financing. But those who do often experience more rapid internationalization due to both 
larger financial capital and advice from their investors (Gabrielsson et al., 2004, p. 601). 
  
Intangible Resources 
  
Human Capital 
Human capital is the resources a firm has in form of its founders and employees, their know-
how, expertise, experience, intelligence et cetera (Barney, 1991, p. 101). In the context of 
small companies, the entrepreneur him/herself is considered by many scholars to be a highly 
important part of the firm’s human capital. For example, Andersson et al. (2015, p. 30) finds 
numerous success factors of BGs internationalization after an in-depth literature review. 
Several of these success factors had to do with the entrepreneur and his/her: international 
vision, international experience, international knowledge, working experience, education, 
ability, and cognition. 
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Another concept that has been discussed is entrepreneurial alertness, which is about an 
individual’s ability to identify and act upon opportunities (Ardichvili et al., 2003, p. 113). 
The higher level of alertness an individual possesses, the more likely it is that he/she will 
recognize an opportunity for entrepreneurial action. One important factor that affects 
entrepreneurial alertness is prior knowledge. Since all individuals do not have the capacity to 
discover entrepreneurial opportunities, Shane (2000, p. 465) argues that this must be due to 
the previous knowledge the entrepreneur has. If the entrepreneur has specific knowledge 
regarding customer problems and how to serve markets, the entrepreneur will be more likely 
to recognize an opportunity than an individual without this knowledge (Ardichvili et al., 
2003, p. 113). Thus, these findings are also in line with Andersson’s (2015, p. 30) findings 
that the entrepreneur’s working experience, prior knowledge, ability and cognition are 
important. Hence, this discussion displays the importance of the entrepreneur, since the 
entrepreneurial alertness is affected by factors of the individual. 
  
The entrepreneurial team is another topic of interest that has been studied recently. It refers to 
two (or more persons) who are involved in a venture, and have a financial interest in the 
venture’s future performance. These persons are also accountable for the venture’s success 
and hold executive responsibility for it (Schjoedt & Kraus, 2009, p. 515). The concept of the 
entrepreneurial team emphasizes the connection between shared commitment and firm 
performance. If a team consists of two or more people, it will arguably have more human and 
social capital available from inception, thus further increasing firm performance. 
Additionally, it is often easier for entrepreneurial teams to attract capital. The reason for this 
is that venture capitalists prefer to invest in teams rather than in individual entrepreneurs due 
to the lower risk this brings (Schjoedt & Kraus, 2009, p. 514). 
  
Another more recent study conducted by Kumar (2013), focuses on the human capital 
provided by employees. He states that an entrepreneur or an entrepreneurial team alone 
doesn’t hold all the knowledge needed to succeed. Thus, a start-up needs to recruit 
knowledgeable employees and build a competitive team. He discusses that current studies on 
BGs assume that specific human capital is always available in the market for entrepreneurs to 
recruit, and that this seems to be an overly optimistic assumption. Especially when recruiting 
for roles in high-tech start-ups (Kumar, 2013, p. 24). 
   
Structural Capital 
Tabares et al. (2015) divides the structural capital into two categories: organizational and 
technological capital. The organizational capital concerns the firm’s culture, internal 
organizational structures and management styles (Tabares et al, 2015, p. 157). Technological 
capital, on the other hand, involves research and development processes, product technology 
and regulatory protection such as copyrights and trademarks, patents and trade secrets as well 
as technological supervision and competitive intelligence projects. 
 
Cavusgil & Knight (2004, p. 127) declare that it is important for BGs to have an innovative 
organizational culture and well-developed organizational capabilities. Through these factors, 
the young firm can acquire knowledge and create superior performance. Young firms are 
more flexible than large firms and does not have deeply rooted administrative routines 
(Cavusgil & Knight, 2004, p. 136). This helps these firms to have a free flow of information 
in their organizations, which boosts collaboration. Moreover, organizational learning is 
highly important for BGs. Since these types of firms often operate on niche markets, 
specialized knowledge is needed (Madsen & Servais, 1997; Weerawardena et al., 2007). 
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Which suggests that these firms must have distinctive learning capabilities (Weerawardena et 
al., 2007, p. 300). 
 
Relational Capital 
Relational capital is the relationship a firm has with its stakeholders. Stakeholders range from 
a firm’s inner organizational clients, shareholders, employees, customers, suppliers, 
distribution channel agents, business partners, competitors, private and public institutions, 
social networks and media (Tabares et al., 2015, p. 157). The relational capital is connected 
to a firm’s network, and the importance of networking is something that has been widely 
researched in relation to BGs internationalization. Oviatt & McDougall (1994) found in their 
study that BGs involvement in networking speeded up their internationalization since it 
helped the firms to get market access and financing. Thus, a firm’s network is an important 
intangible resource for firm growth. 
  
Another point of view is that BGs might not have any existing network to begin with. Thus, it 
must build it from scratch to facilitate internationalization (Loane & Bell, 2006, p. 479). 
Previous studies have emphasized the opportunity for SMEs to establish relationships with 
large MNEs, since these large firms can provide the small SME with legitimacy. However, 
this will generate an asymmetric relationship since the larger firm (most often) has more 
resources and power than the smaller firm. Thus, the larger firm can try to control or lock-in 
the smaller firm into its value chain (Bengtsson & Johansson, 2012, p. 402). To avoid this 
scenario, the smaller firm must have well-thought strategies at hand. Two ways of doing this 
is through being agile and flexible. By being agile, the small firm can shape or reconstruct 
relationships at a fast pace. Through being flexible, the small firm can manage several 
relationships at the same time even though there might be some conflicts present within the 
network (Bengtsson & Johansson, 2012, p. 415). This relates to a firm’s dynamic capabilities. 
  
Born Globals and the Resource-Based View 
Connecting RBV with BGs, it is a perspective that highlights a BGs unique resources as 
facilitating factors for its internationalization (Bouncken et al., 2015, p. 248). If a firm has 
valuable resources, such as founders with relevant experience and know-how, unique product 
technology and great network access it can help the BG to internationalize rapidly. Moreover, 
OECD 2  (2009, p. 10) finds that one of the biggest obstacles for small firms when 
internationalizing is scarce resources, which further emphasizes the importance of a firm’s 
resources when becoming global. 
 
Oviatt & McDougall (1994, p. 57) states that BGs seek to gain competitive advantage 
internationally by their use of their resources. One can argue that the previously mentioned 
theories such as the Uppsala Model and the Network model have their roots in the RBV. The 
key resource in the Uppsala Model is knowledge and in the Network model it is the firm’s 
relationships. While various key factors in the BG perspective, by previous studies mentioned 
above, are found to be the entrepreneur itself, the entrepreneurial team, et cetera. Therefore, 
the firm’s resources are important to look at when explaining the BG phenomenon. In the 
table below, we have summarized the resources mentioned in this section. 
 

																																																								
2	OECD: Organization for Economic Co-operation and Development	
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Table 2. Resources Importance for BGs’ Internationalization 

Source: Own elaboration based on the theory presented in the section above 

2.2.2 Dynamic Capabilities 
As mentioned in section 2.2, dynamic capabilities is an extension of the RBV, and helps to 
explain how firms adapt to changes in their environment. Dynamic capabilities are basically a 
firm’s ability to restructure its resource base and build new competences to suit changes in 
the environment (Teece et al., 1997, 516). The core of dynamic capabilities is found in the 
tacit knowledge within the firm and the leadership from senior management. Firms that 
display great dynamic capabilities have the ability to learn and to adjust (Teece et al., 1997, 
p. 524). Moreover, dynamic capabilities are different from the firm’s ordinary capabilities. 
Ordinary capabilities refer to a firm’s ability to perform regular tasks within the firm and 
produce the current services or/and products. While dynamic capabilities are the foundation 
of the firm’s ability to meet changes in the environment and stay competitive. Hence, a firm 
with only ordinary capabilities may experience success in short term, but it cannot prosper 
forever without dynamic capabilities (Teece, 2009, p. x). 
  
Through an extensive literature review, Abrahamsson (2016, p. 29) finds that scholars have 
credited several other benefits for firms with dynamic capabilities than just competitive 
advantage. Some of the other benefits are that they facilitate aspects such as: restructure 
industry relationships, foster and facilitate innovation, new business strategies, business 
models and value creation, and entering international markets. As well as financial gains like 
increased venture capital capitalization, and improved stock market post-initial public 
offering performance by the ability of dynamic capabilities to swiftly navigate through 
weaknesses and threats to the firm. 
  
Barreto (2010, p. 271) discusses that measuring dynamic capabilities empirically is quite hard 
since it involves tacit processes embedded in firms. However, from reviewing other scholars 
work, Abrahamsson (2016, p. 29) finds that some elements that have been studied to measure 
the dynamic capabilities firms possess are: new product development, human capital of 
founders/top management teams, creation of new customer relationships and alliance 
management, mitigation of risk factors in management and products, changes in ways of 
doing business and business processes, and finally, innovation/disruptiveness. 
  
Teece (2007, p. 1319) states that there are three generic types of dynamic capabilities: 
sensing, seizing, and reconfiguring. Sensing means that firms should regularly scan its 
environment and search for new opportunities and threats in other markets and technologies. 
This is normally done through R&D and customer research (Teece, 2007, p. 1322). Seizing 



	

	 18	

suggests that once a firm has sensed an opportunity, it should develop new products or 
services that meet customer or market needs (Teece, 2007, p. 1326). To do this the firm must 
reconfigure its organizational capabilities to suit the new products or services needed. This 
might have to be done through investing in new technologies, human capital and change the 
business model et cetera (Teece, 2007, p. 1333-1334). 
  
Born Globals and Dynamic Capabilities 
The connection between dynamic capabilities and BGs is a topic that has gained more 
interest among researchers during the last decade. Previous research on dynamic capabilities 
have given empirical evidence that these types of capabilities are more important for firms 
acting in dynamic markets (Schilke, 2013, p.197). Dynamic markets are environments where 
fast changes occur very often, and firms should adapt to these to stay competitive (Eisenhardt 
& Martin, 2000 p. 1117). Cavusgil & Knight (2004, p. 136) argues that these types of 
environments have emerged in response to the increasing globalization. Decreasing 
transaction costs due to the opening of borders and communication platforms such as the 
Internet makes the society progress at a much faster pace than before. One can argue that 
dynamic capabilities are important for BGs because they tend to act in industries that are 
highly dynamic (Monferrer et al, 2012, p. 19). Rennie (1993, p. 48) also describe BGs as 
firms that capitalize on the dynamic environment. 
 
Furthermore, Monferrer et al. (2012, p. 30) concludes that it is fundamental for BGs to have 
dynamic capabilities to adapt to new market demands and stay competitive. Firms that 
possess dynamic capabilities tend to be highly entrepreneurial, and shape business 
ecosystems through innovation and collaboration with external partners (Teece, 2007, p. 
1321), a reasoning that matches the BG behavior. As previously mentioned, BGs often have 
low hierarchy in their organizations and few administrative routines (Cavusgil & Knight, 
2004, p. 136). Therefore, they are more flexible than larger firms and can adapt easier to 
changes in the environment. 
 
2.2.3 Business Model 
A relatively new explanation of BGs rapid internationalization is found in the concept of 
business models (Bouncken et al., 2015). Currently, there is no unified and explicit definition 
of what a business model is, and different researchers use different terminology. However, 
the core of the researchers’ perspectives is very similar. Teece (2010, p. 172) makes a 
descriptive definition of what a business model involves: “the essence of a business model is 
in defining the manner by which the enterprise delivers value to customers, entices customers 
to pay for value, and converts those payments to profit”. In other words, the firm’s business 
model is an explanation of how business should create, deliver and capture value (Ritala et. 
al, 2014, p. 236). 
  
The value creation aspect of a business model deals with how value is created to customers. It 
concerns the capabilities an organization has to create value, e.g. processes, staff, 
partnerships and technology (Clauss, 2016, p. 15). The value delivery aspect of a business 
model deals with how value is delivered to customers, e.g. through the distribution of the 
provided service or product. The value delivery often takes place in a value network, which 
can include suppliers, partners, distribution channels, and other types of alliances that extend 
the company’s own resources (Shafer et al., 2005, p. 202). The value capture aspect of a 
business model deals with how the firm can capture some of the value created and delivered 
to the customers, e.g. through its revenue model and cost structures (Clauss, 2016, p. 15). 
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A business model itself can be a source of competitive advantage. To achieve this, the 
business model must be inimitable regarding intellectual property protection, or that it 
involves complex processes or network relationships that are hard for competitors to copy 
(Teece, 2010, p. 192). Moreover, Teece (2010, p. 174) argues that exceptional technology 
and products, a great team, and excellent leadership are not enough to generate competitive 
advantage by. Instead, resources must be complemented and put together in a competitive 
business model. Thus, the business model perspective of competitive advantage implies that 
it’s not the resources themselves that make the firm competitive, but rather how the resources 
are put together. 
  
Additionally, it is important for firms that they have a well thought out business model from 
inception, since decisions made early on will highly affect the company in the long run. This 
is because once the business model is established it is often hard to dramatically change it 
(Teece, 2010, p. 181). Therefore, it is crucial to have employed a sustainable business model 
at inception to stay alive. However, the right business model is rarely developed through the 
first try. Due to this, entrepreneurs and management teams need to be able to learn and adjust 
its business model, which is most often what leads to success (Teece, 2010, p. 187). The 
learning and adjusting process of business model creation is consistent with the lean start-up 
thinking from Silicon Valley. It emphasizes a continuous business model generation process 
by making prototypes and entering the market through minimum viable products (MVPs), 
and then collecting customer feedback and change the MVP based on it (Blank, 2013). 
  
It can be argued that the business model is extra important for start-ups, since those firms 
need to be distinctive to enter the market, due to severe competition from already existing 
companies. The business model is also important to attract valuable partnerships. For 
example, if a start-up does not have an appealing business model, it will struggle to attract 
external financing and business partners (such as vendors, distributors, et cetera). Therefore, 
without a competitive model, it will be hard for start-ups to establish themselves on a new 
market and become successful (Teece, 2010, p. 191). 
 
As mentioned earlier, we’re living in a fast changing digitalized and global world with low 
entry barriers. Due to this, competition is greater than ever, and sustainable competitive 
advantage is rare (McGrath, 2013). Therefore, a firm needs to act quickly in response to 
changes in its environment and constantly evaluate its business model and strategies to 
perform better than its competitors and have a more attractive value proposition for its 
customers (Teece, 2010, p. 187). Accordingly, executives need to constantly question status 
quo, leave their comfort zone and act on changing environments to innovate and sustain a 
competitive business model (Laudien & Daxböck, 2016, p. 9). Therefore, firms need to have 
dynamic capabilities, which could help the firm to adapt its business model to its dynamic 
environment. This displays the interrelatedness of firms’ dynamic capabilities and their 
business model, and that it is important for firms to have dynamic business models. 
  
Linking this business model discussion back to the RBV and dynamic capabilities, the 
business model could be seen as an intangible asset for the firm, which should be constantly 
modified through the firm’s dynamic capabilities to suit the changing environment 
(Abrahamsson, 2016, p. 24). Moreover, the business model can create competitive advantage 
for the firm. However, the advantage is most often transient, since business models are 
relatively transparent. Therefore, they can be replicable by other entrants or competitors in 
the market (Teece 2010). Thus, this highlights the importance of having firm-specific 
resources and capabilities that competitors cannot imitate so easily. 
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The Functions of the Business Model 
To make the purpose of the business model more explicit, we included the functions of the 
business model as proposed by Chesbrough & Rosenblom (2002, p. 533-534). These 
propositions are mainly for high-tech companies, since a few of the propositions concern 
technology. Considering that our sample are Internet-based firms, these propositions are 
relevant to our sample. 
 
Table 3. The Functions of a Business Model 

 
Source: Own elaboration on Chesbrough & Rosenblom (2002, p. 533-534) 
  
Born Globals and the Business Model 
The role of the business model is a newer perspective on reasons for early 
internationalization of BGs. Dunford et al. (2010, p. 669) explain quick international 
expansion of firms through replicating their business models and applying it in many 
different markets simultaneously, and adapting the business model to suit local preferences. 
There are, however, few studies that test this approach with BGs. Hennart (2014, p. 132) 
suggests that further investigation is required to acquire a full understanding of how business 
models explain internationalization processes of BGs. 
 
Hennart (2014, p.117) also argues that the reason why BGs can go global is due to the 
choices made in their business model. He is skeptical to the focus previous studies have put 
on the international experience and knowledge of the entrepreneurs as an explanation of the 
BGs (Hennart, 2014, p.129). Further, he states that it might be the case that a company with 
founders who has international experience internationalize faster than a company that does 
not have any international experience. However, he does not believe that the international 
experience is a necessity for fast internationalization (Hennart, 2014, p. 132). Instead, he 
argues that by selling niche products or services at low cost and delivery methods, these firms 
can reach customers all over the world no matter the previous international experience or 
knowledge by the entrepreneur. Moreover, he argues that the importance of networks for BGs 
that are selling niche products might not be as crucial as researchers previously have thought, 
since consumers of niche products often seek dealers themselves (Hennart, 2014, p.129). 
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Based on these arguments, he requests more research on the topic of business models and 
their connection to BGs rapid internationalization. 
 
2.3 Barriers to Internationalization for SMEs 
Traditional barriers for SME internationalization are often summarized to internal and 
external barriers (Leonidou, 1994, p. 283). Internal barriers refer to informational, functional, 
and marketing aspects. While the external barriers refer to procedural, governmental, task, 
and environmental aspects. These barriers can hamper the international development of 
SMEs. According to Achtenhagen (2011, p. 12), these types of barriers are related to the 
scarce resource base of SMEs and includes financial, operational, logistical and learning 
resources. On the next page is a table that summarizes the findings from OECD’s research of 
what SMEs themselves consider to be barriers to internationalization. 
  
Table 4. SME Barriers to Internationalization 

 
Source: Own elaboration based on OECD (2009, p. 8) 
 
Achtenhagen also states that internationally active SMEs (e.g. BGs) can conquer these types 
of barriers through differentiation and entrepreneurial capabilities (Achtenhagen, 2011, p. 
12). Cavusgil & Knight (2004, p. 136) found that BGs often dispel the traditional barriers of 
international business through the absence of administrative heritage. Thus, due to the 
characteristics of BGs, we will examine if the barriers in the table above really matter to our 
sample, or if there are some other barriers that are more relevant to these firms. 
 
2.4 Choice of Theories 
Our theoretical framework put an emphasis on the internal perspective of firms’ 
internationalization and generation of competitive advantage. Competitive advantage can also 
be studied from an external perspective as mentioned earlier, but we will have an internal 
perspective on internationalization in this study. The reason for this is that almost all 
privately held firms are affected by globalization to some degree, but not all of them manage 
to become international players. Therefore, we agree with scholars that argue that the internal 
resources and competencies of firms must be the reason for why some firms manage to 
become global and others do not. As this chapter has displayed, there are a lot of factors that 
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can influence the BGs ability to internationalize. Looking at all these factors and their 
complexity, it is our belief that it is relevant to study which factors are the most crucial for 
Swedish BG Internet-based service firms. 
  
To conclude, Rialp et al. (2005) made a literature review on previous research (conducted 
between 1993-2003) concerning factors affecting BGs internationalization. They found the 
factors in the table below to have the largest effect on the BG phenomenon. Looking at these 
findings, it is confirmed that a BG’s resources, dynamic capabilities and business model play 
an important role in its internationalization. 
 
 Table 5. Factors Affecting BGs’ Internationalization According to Previous Studies 

 
Source: Own elaboration based on Rialp et al. (2005, p. 160) 
 
2.5 Conceptual Framework 
All these above-mentioned theories can and have been used to explain competitive advantage 
and the internationalization process of BGs. As one understands, these theories are aligned 
whereas the RBV is the foundation, and the dynamic capabilities and business model 
perspectives are used to expand the RBV and fill the gaps that the RBV is not able to explain. 
To make the relationships between the theories clearer, we have made a conceptual 
framework (see figure 3 on the next page). In which we have included the theories and how 
they relate to each other based on the discussion in the theoretical framework. 
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Figure 3. Conceptual Framework  
Source: Own elaboration based on the theoretical framework 
  
Through this framework, it is seen that BGs’ internationalization is affected by both their 
internal and external environment. Regarding the internal environment, the framework 
suggests that the firm’s resources help to firm to generate competitive advantage. Concerning 
the external environment, this framework does not claim that competitive forces in the 
external environment (such as e.g. customer power, as proposed by Porter’s Five Forces) is 
what creates competitive advantage. Instead, this framework suggests that competitive 
advantage is generated by how the firm responds to changes in the external environment 
through its level of dynamic capabilities (which help adjusting the firm’s offering to suit 
changes in the environment). Moreover, the business model is a mediating construct affected 
by both the internal and external environment. The business model bundles the internal 
resources of the firm into a competitive value proposition, and through constant evaluation of 
external changes (made possible by the firm’s dynamic capabilities), the business model is 
reconfigured to stay competitive. Finally, these processes together create competitive 
advantage used to overcome barriers to internationalization.  
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3. Methodology 
This section presents the methodological points of reference as the basis for the study. First, 
the authors’ prior understanding of the research topic is presented. Second, the research 
philosophy, approach, and design guiding this study is discussed. Third, the process of the 
collection of primary data is presented. Fourth, we discuss the chosen analysis method and 
display the sources of literature used for this study. Finally, the chapter ends with a 
discussion concerning method criticism and justifications for our methodological choices. 
 
3.1 Preconception 
Bryman & Bell (2011, p. 30) states that researchers’ frame of reference (i.e. their prior 
experiences, knowledge, and values) will certainly influence researchers’ processing of 
information. This means that authors’ preconception of the research subject will most likely 
impact the subjectivity of the study. Therefore, the pre-understanding of the authors is of 
importance because it can affect the research in detrimental ways (Tufford & Newman, 2010, 
p. 80). Therefore, it is necessary that a detailed description of our pre-understanding of the 
research topic and our experience is presented. 
  
Both of us are students at Umeå School of Business & Economics, where we have studied 
international business on bachelor level. During the bachelor level studies, we have 
encountered the concept of BGs and internationalization, and gained theoretical knowledge 
of the research topic. Which in turn, has influenced our choice of research topic, since we 
found it highly interesting. On master level, one of us has studied Business Development and 
Internationalization and the other one of us studied Finance. Additionally, both of us went 
abroad on an exchange semester in the U.S. and Singapore respectively. We strive for an 
international career, and therefore, the research topic is something we have developed an 
interest for even outside of the university. However, neither of us have practical knowledge 
in the research field. 
  
Due to the information stated above, we acknowledge that there is a risk that our own interest 
in the subject and our theoretical knowledge gained through our studies will affect our 
subjectivity. However, our hope is that our preconceptions will contribute positively to the 
study, rather than affect it negatively. A better understanding of the research topic can help to 
create a deeper understanding of a particular phenomenon. To limit the issue of subjectivity 
in our thesis, the above-mentioned discussion of our preconceptions will be kept in mind 
when conducting our research. 
 
3.2 Research Philosophy 
There are two major research philosophical topics researchers need to be aware of when 
conducting research: epistemology and ontology. Epistemology refers to the theory of 
knowledge, while ontology refers to the perception of reality (Saunders et al., 2007, p. 102-
108). 
 
3.2.1 Epistemological Standpoint 
There are two dominant epistemological standpoints that researchers much decide on when 
conducting research: interpretivism and positivism (Saunders et al., 2007, p. 113). Howe 
(1988, p. 13) argues that an interpretivist cannot exclude human beliefs, values, interests, et 
cetera, while conducting research. This is something we agree with, we believe that the 
human factor is highly important in research settings. Saunders et al. (2007, p. 103) describes 
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the positivist philosophy to often require a methodology that is highly structured, as the 
ambition is to replicate and generate statistically generalizable conclusions.  
 
With an emphasis on quantifiable observations and statistical analysis, the positivism 
philosophy is not in line with this study. Thus, our epistemological standpoint is in line with 
the interpretivist point of view, which is concerned with understanding human behavior, 
rather than to explain it (Bryman & Bell, 2011, p. 16; Saunders et al., 2007, p. 106). We 
believe that the world of business and management is too complex to be covered in law-like 
generalization theory testing. If you would approach our research topic with a positivist mind 
you would lose insights into the complexity, which is the main interest of our study. By 
studying BGs, we need to study the entrepreneurs behind the scenes, who are the ones 
making decisions. By studying people rather than objects, we are required to have an 
interpretivist philosophy (Saunders et al., 2007, p. 106).  
 
3.2.2 Ontological Standpoint 
As mentioned previously, the purpose of this study is to investigate the facilitating factors of 
resource-scarce Internet-based service BGs’ internationalization and barriers connected to it. 
We want to understand how these factors affect the firms and the people working in them, 
which means that we will base our study on the interviewees' own personal opinions. 
Because of this, our ontological standpoint is subjectivism, and more specifically social 
constructivism, which states that institutions such as organizations and culture are not given, 
but dependent on social actors (Bryman & Bell, 2011, p. 22). Saunders et al. (2007, p. 108) 
mention this ontological philosophy to follow the interpretivist position. Our role as 
researchers is to seek understanding of the reality of the social actors we are studying. The 
subjectivist approach enables us to make sense of their underlying motives, actions and 
intentions (Saunders et al., 2007, p. 109). We don’t believe that the BGs we study exists 
external to social actors, which would be the case under the research philosophy of 
objectivism (Saunders et al., 2007, p. 108). Rather, the entrepreneurs are socially constructing 
the BGs that are being studied.  
 
3.3 Research Approach 
When conducting research, there are two different kind of approaches to take in 
consideration: inductive and deductive (Bryman & Bell, 2011, p.11). When using the 
inductive approach, the researcher uses gathered data to formulate and build new theories 
(Bryman & Bell, 2011, p.11). The deductive approach is more rooted in theory, and used 
when the researcher wants to empirically test theory through hypothesis-testing (Bryman & 
Bell, 2011, p.11). For this study, we have chosen to follow the inductive research approach, 
which is in line with our research philosophy of interpretivism and subjectivism (Saunders et 
al., 2007, p. 117). The reason for why we have chosen this approach is that there is not a vast 
amount on studies that have been conducted on this topic. Therefore, existing theories need to 
be expanded rather than tested. Moreover, the goal of this research is not to explain causal 
relationships between variables, nor to draw generalizable conclusions, which often drives a 
deductive research approach (Saunders et al., 2007, p. 117-118). 
 
One major advantage of theory-building case research is that researchers get the freedom to 
adjust the study during the data collection process (Eisenhardt, 1989, p. 537). Researchers in 
theory-building studies are aiming to understand each case individually and in-depth rather 
than to generate statistical evidence for a set of observations (Eisenhardt, 1989, p. 539). 
Therefore, it is legitimate to modify as well as add data collection methods in theory-building 
studies during the lifespan of the study. Theory-building studies give room for flexibility and 
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if researchers are given the opportunity to gather new data that would generate findings that 
is likely to better ground the theory, or even give new theoretical contributions, it makes 
sense to exploit those opportunities (Eisenhardt, 1989, p. 539).  
 
3.4 Research Strategy 
One of the most important choices is a researcher makes is whether the research will be of 
qualitative or quantitative character. The qualitative research method is subjective and often 
conducted to dive deeper into the research problem and is concerned with words rather than 
numbers (Bryman & Bell, 2011, p. 26). On the other hand, the quantitative research method 
is objective and are more focused on numbers and to statistically generalize findings to a 
wider population (Bryman & Bell, 2011, p. 386). Collis & Hussey (2014) stress that the 
choice of method is a vital tool to reach the objective of the research. As we explained in the 
previous section, we have an inductive research approach and we aim to expand theories 
rather than test them. Therefore, we have chosen to conduct this research based on the 
qualitative research method, instead of the quantitative research method. We believe that we 
will be able to generate more in-depth understanding of the phenomena, and its underlying 
processes, by collecting data in a qualitative manner. The reason for why we want to conduct 
qualitative research is because it is in line with our research philosophy: we believe that the 
true sources of data are embedded within social constructs. Therefore, we want to interact 
with humans rather than numbers when collecting our data. 
  
3.5 Research Design 
Researchers must make several decisions regarding the design of their studies. The design is 
an overall plan for how the study will be conducted (Denzin & Lincoln, 2014, p. 29). Several 
research designs can be adopted to try to answer the research question. The design choices 
should however be aligned with the research approach and philosophy. As we are performing 
an inductive approach this has been taken into consideration. 
 
An important part of the research design is the time horizon of the study. There are two main 
time frames a researcher can choose from: longitudinal and cross-sectional (Saunders et al., 
2009, p. 155). A longitudinal research examines a subject in over a period of time, while a 
cross-sectional research examines a subject in a snapshot in time. Because there is no time-
frame allowing for conducting a longitudinal case-study, this study is a cross-sectional study.  
 
The researcher must also decide if the study is of exploratory, explanatory or descriptive 
character. In an exploratory study, the researcher aims to clarify an issue of which he/she is 
unsure of its origin (Saunders et al., 2012, p. 171). The quality of this type of study relies on 
the research participants and their knowledge regarding the research topic (Saunders et al., 
2012, p. 171). An explanatory study, on the other hand, concentrates on statistical inference 
and the relationship between variables (Saunders et al., 2012, p. 172). Lastly, a descriptive 
study is used to describe the profile of persons, events or situations. It’s often used to expand 
exploratory or explanatory research (Saunders et al., 2009, p. 140).  
 
The aspiration of this study is to seek new insights and shed new light on the BG research 
field with our focus on Internet-based service firms. We seek to understand how these 
resource-scarce Swedish service BGs succeeds with their internationalization, and what 
barriers they encounter in this process. To the best of our knowledge, there is no other study 
that has investigated this area before. Thus, there is limited theory explaining this 
phenomenon. This means that our study is of exploratory nature since we want to expand the 
knowledge within this topic and create a basis from which further research can be embarked 
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upon, rather than to draw statistically generalizable conclusions (Saunders et al., 2007, p. 
133). In addition, Doz (2011, p. 584) states that qualitative, exploratory research is well-
suited for the field of international business. This is because it is a dynamic field where new 
interesting observations appear rapidly. Consequently, collecting data through qualitative, 
exploratory research help researchers evaluate to which extent new topics are worthy of 
academic research. Due to this, we highly believe that our research strategy and design  
choices are reasonable for our field of study. 
 
3.6 Collection of Primary Data 
 
3.5.1 Multiple Case-Studies 
In this study, the primary data are collected from qualitative multiple case-studies. Many 
scholars label case studies as a tool that provides a deep and descriptive understanding of 
samples (Eisenhardt & Graebner, 2007, p. 25; Creswell, 2013, p. 104-105; Merriam, 2009, p. 
43-44; Saunders et al., 2012, p. 179). In case studies the researchers can attain a picture of 
why their sample cases made some decisions, how they made them, the consequences and 
finally the results from the decisions (Yin, 2009, p. 17). Case studies are normally carried out 
through non-standardized interviews that are analyzed qualitatively (Saunders et al., 2007, p. 
313). It is further claimed that in an exploratory study, like this one, in-depth interviews are 
helpful to get a better understanding of a phenomenon and to derive new conclusions.  
 
It is common with some suspicion towards case studies due to the “unscientific” feel of them 
(Saunders et al, 2007, p. 139). Bryman & Bell (2011, p. 408-409) declare that one major 
obstacle of case studies are their insufficiency to provide significant bases for generalization. 
Our study, with six case-studies of BGs will not be representative for Sweden’s entire BG 
population. Therefore, we will not be able to statistically generalize the attained findings to 
the whole population. However, following our research philosophy and approach, we 
distinguish between generalization to a wider population and generalization to theory, and 
argue for the latter. Case studies are debated in favor for when researchers explore existing 
theory and aim to expand it, which we intend to do through our inductive approach. 
Therefore, the generalizability of this study will be embedded in the theoretical framework 
and the comparison of findings between the case companies. Yin (2009, p. 38) argues in 
favor for such analytic generalization in multiple case-study research strategy. Thus, 
qualitative case studies were a suitable option for our thesis. 
	
3.5.2 Semi-Structured Interviews 
Some common ways to collect data for qualitative case-studies are through participant 
observations, focus groups, and in-depth interviews (Bryman & Bell, 2011, p. 389). The data 
collection in qualitative research occurs very closely to the reality that is being studied, which 
enables the analysis to be centered on events in their natural environment (Miles & 
Huberman, 1994). To provide empirical evidence for our research, in-depth interviews are 
chosen to collect primary data. Interviews can be structured, unstructured or semi-structured. 
In structured interviews, a set of questions are predetermined and standardized to collect 
quantifiable data (Saunders et al., 2007, p. 312). Unstructured interviews are used when the 
researcher explores a general area and questions cannot be prepared in advance (Saunders et 
al., 2007, p. 312). Finally, the semi-structured interview method provides a mix of the 
structured and unstructured interview methods, in which the researcher follows an interview 
guide that ensures that the same types of questions are asked to all samples (Bryman & Bell, 
2011, p.467). At the same time, the researcher has the autonomy to go off script and depart 
from the interview guide if the interviewee him/herself raises an interesting subject. 



	

	 28	

 
For this study, we have chosen to use semi-structured interviews. To generate findings that 
are in line with the purpose of the study, we need to understand the reasons for the decisions 
that our research participants have taken (Saunders et al., 2007, p. 315). This can only be 
done through semi-structured qualitative interviews, because that enables interviewees to 
explain their responses. Moreover, the questions we need to ask our interviewees are complex 
and open-ended, making semi-structured interviews the appropriate tool (Saunders et al., 
2007, p. 316). Because of the complexity in the phenomena that we study, it is a necessity to 
gather deep and descriptive data, which would be impossible through surveys with pre-
determined and closed-end questions. Researchers can also produce exploratory answers 
through interviewing “experts” in the subject (Saunders et al., 2007, p. 133). In our case, the 
entrepreneurs behind the BGs are the experts, and we would not have gotten the in-depth 
answers needed to answer our research questions from them with a standardized interview. 
We believe that interviews are more appropriate for our study than standardized 
questionnaires, since interviews produces richer data. Therefore, we believe that we will be 
able to gain a richer understanding by conducting interviews with decision-makers at our 
chosen case firms. The interviews allow us to find potential underlying phenomena that are 
not possible to identify through a quantitative method.	
	
3.5.3 Interview Guide 
In this study, we will investigate BG Internet-based service firms, and we have the resource-
based view, dynamic capabilities, business models, and barriers to internationalization as a 
theoretical base. To lead our respondents in the right direction, we need to have some 
predetermined questions. Therefore, an interview guide was developed with all questions 
rooted in the theoretical framework aiming to help us answer the research questions (see 
Appendix 1). The same interview guide was used in all interviews. However, we still want to 
be flexible and adjust our questions to each respondent depending on the flow of the 
conversation.  
	
3.5.4 Sample Size 
The number of cases to include in a case-study has been discussed among scholars. Creswell 
(2013, p. 157) claims that between four to five are enough to identify themes of the 
individual cases, as well as between the them through a cross-case analysis. Moreover, 
Mintzberg (1979, p. 585) states that the sample size itself is not what is important. Instead, 
what is important is the researcher’s ability to collect data in a systematic and focused 
manner. It is necessary to have enough cases so that it is possible to compare the empirical 
findings between the cases. The sample size also relies upon what the researchers aspires to 
find out and if the researchers aim to generalize the findings to a wider population or not 
(Saunders et al, 2012, p. 283). Because we have an inductive research approach in this study, 
we are not aiming to test theory and statistically generalize the results to a large population. 
Rather, we are aiming to generalize our findings across our sample firms and contribute to 
theory formation. To be able to do so we need to get a deeper understanding of the factors 
affecting Internet-based service BG’s internationalization process and barriers connected to 
it. Therefore, the quantity of the samples is not what is important. Rather, the quality of the 
cases chosen is of crucial importance.  
 
For this study, we started interviewing four companies, after which some patterns were 
found. Then we complemented the first four interviews by interviewing two more case firms. 
After those interviews our initial patterns were confirmed. Therefore, we had collected an 
enough amount of data to be able to perform an in-depth cross-case analysis. Consequently, 
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the amount of cases included in this study has been reliant upon the relevance of the collected 
data, rather than the quantity of cases.  
 
3.5.5 Sample Criteria 
The sample criteria used for this study goes in line with our chosen operational definition of a 
BG (see 2.1). Based on previous research mentioned in the theoretical framework, our 
definition became that for a firm to be considered a BG, it must have: 
●      A minimum of 25% revenues from foreign markets. 
●      Revenue from a minimum of three different foreign markets. 
●      The criteria above should have been realized in less than 3 years from founding. 

Thus, these criteria were followed when our sampling process of case firms started. Of 
course, the case firms also needed to be service firms. 
 
3.5.6 Sampling Method 
The total population of interest in this study is every Internet-based service BG currently 
operating in Sweden. Due to the chosen research approach, and time and budget constraints it 
would be unrealistic to interview the entire population. Therefore, we required a sample of 
our population. However, there is no existent objective database or similar that can produce 
information about which firms are BGs or not (e.g. through displaying information regarding 
what ratio a company has concerning its national versus international sales, and from what 
year they started exporting). Meaning, that there is no sampling frame available for the 
specific sample we need for our study. A sampling frame is a list of all samples within an 
entire population (Bryman & Bell, 2011, p. 176). Therefore, we needed to choose our sample 
based on our own knowledge and network. Which means that the sampling method chosen 
for our study was non-probability sampling. 
 
A non-probability sample is chosen based on the subjective knowledge of the researcher, 
rather than through random selection (Palinkas et al., 2015, p. 534). To contrast, probability 
sampling is a sampling method where the whole population has a probability of being 
included in the research sample (Kothari, 2004, p. 15). This method is used when the 
researchers aim to draw generalizable conclusions about the whole population from the 
sample (Bryman & Bell, 2011, p. 185). As we have already mentioned, we are not aiming to 
draw generalizable conclusions about a wider population from our sample, instead we aim to 
generate theories. Because the findings of this study intend to extend theory on Internet-based 
BGs, the sample is chosen to reflect certain characteristics, and therefore our sample is not 
random. 
 
Non-probability sampling is frequently used in case studies that give a range of alternative 
techniques to select samples based on researchers’ subjective judgment (Saunders et al., 
2007, p. 226). The type of non-probability sample used for this study was purposive sampling 
and snowball sampling. Purposive sampling is a sample made with a purpose in mind. This 
type of sampling method is used when the authors select samples they view as representable 
for the population (Kothari, 2004, p. 15). Snowball sampling is conducted when the 
researcher asks individuals with similar characteristics as the cases of interest for the study if 
they can refer to other cases of relevance (Palinkas et al., 2015, p. 535). Snowball sampling 
was executed through asking individuals in our network with entrepreneurial connections if 
they could refer us to firms that fitted our sample criteria. We are aware that these types of 
sampling methods have a low likelihood of collecting samples that are representative of a 
wider population, since it is not random sampling (Saunders et al, 2009, p. 236). 
Nevertheless, Eisenhardt (1989, p. 537) states that “random selection is neither necessary 
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nor preferable” in a qualitative case-study. The reason for this is that in case studies the 
focus is on the actual case, and the in-depth information gained from it (Saunders et al, 2009, 
p. 236). Therefore, we argue that our sampling method is reasonable for our study. 
 
3.5.7 Sample Selection 
The sample selection began with collecting several potential samples through our own 
knowledge about Swedish service-firms that quickly has become international players. 
Thereafter, we asked entrepreneurs in our personal and professional network if they knew 
about any firm that could fulfill our sample criteria. Through this initial sampling, we got 
approximately 15 potential samples that could meet our sample criteria. To expand this initial 
sample, we conducted a search for BG service firms online. First, we made a Google search 
to find SMEs in Sweden that was classified as BGs. From the Born Global Program (a 
Swedish initiative to accelerate the development for ambitious Swedish start-ups) a sample of 
approximately 50 start-ups was found (Born Global, n.d.). Second, we used the Swedish 
news site “Breakit” to find SMEs in Sweden classified as service firms. Breakit writes about 
tech and start-ups, and have a database where one can search for firms, thus we considered 
them to be a good source for finding interesting samples. From Breakit a sample of 
approximately 30 service firms was found (Breakit, n.d.). In the next step, the database 
Retriever was used to categorize the sample firms into their respective industries, using SIC-
codes. In total, our initial purposively chosen sample consisted of approximately 95 firms. 
 
3.5.8 Sample Access 
To get access to our samples, a first stage e-mail was sent out to the initial sample totaling 
around 95 firms. In this email, we presented some information about the topic of the study 
and ourselves. However, we kept the information of our study quite general, to not steer the 
respondent's mind into what kind of questions we might ask during an interview. The reason 
for this is because we wanted the respondents to answer the questions as truthfully as possible 
and did not want them to be able to prepare their answers. We also needed to confirm that 
these firms fitted into our criteria of being a BG. Therefore, we asked some controlling 
questions based on our criteria to confirm that they fulfilled the necessary measures. 
 
3.5.9 Interview Participants 
From the initial sample of approximately 95 firms, we got a response from around 30 firms. 
Of which, 22 did not fit the sampling criteria or did not want to participate in the study. Thus, 
we had a sample of eight BGs to interview. As already mentioned, we started to interview 
four of these eight companies, and then these initial cases were complemented with two more 
cases. After these interviews, we had found patterns and had enough relevant and interesting 
data to conduct a cross-case analysis. Therefore, there was no need to interview all eight 
firms. Meaning that we have a sample of six relevant cases in this study. These cases 
represent Internet-based service BGs, summarized in table 6. 
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Table 6. Interview Participants 

 
 
These firms are all very young, and several of them say that they feel vulnerable due to their 
age. Therefore, several of our case firms wanted to be anonymous. Some of our case firms 
also mentioned that they feel that information about firms in Sweden is too open in 
comparison to other countries. One of our interviewees stated: “When competing 
internationally, our competitors can find out more about us than we can find out about them. 
Which feels very vulnerable. There will be an uneven distribution of information. It's 
dangerous. Another thing is if you are looking for capital. For example, if a big international 
investment company compare us and a competitor in the United States, the competitor can 
foul play more than we can because everything must be so official here in Sweden”. 
Moreover, many of the competitors to our case firms are American firms backed with 
extensive venture capital from Silicon Valley. Meaning that those competitive firms do have 
more financial resources than many of our case firms. We made all the cases anonymous 
because of this, and each case will be referred to with a Greek letter pseudonym. Further, all 
information displayed about the case firms in this thesis is cross-checked and approved by 
our interviewees. 
 
3.5.10 Interview Procedure 
Four of six interviews were conducted physically at the interviewee's office, while the 
remaining two were conducted through telephone. The reason why the last two were 
conducted via telephone is that the interviewee companies are located in geographical 
locations that we could not travel to at the time of the interviews. Saunders et al. (2012, p. 
386) discuss that the location of the interview might affect the data collected. Ideally, the 
interview should be located in a place where the interviewee would not be disturbed and 
where he/she feels comfortable. In the case of our interviews, all face-to-face interviews were 
held at the interviewee’s office. Both because it is a natural setting for the interviewee and 
also due to the interviewees themselves proposed that it should be held at their offices. 
 
All interviews were audio recorded in this study. Saunders et al. (2012, p. 396) argues that it 
is advantageous to record qualitative interviews. The reason for this is that the researchers 
can re-listen and transcribe the interview after it has been held. It also enables the researchers 
to use quotes from the interviewee when presenting the empirical findings. To use 
interviewee quotes improves the quality and reliability of the study, because it allows the 
reader to review the collected data for themselves (Saunders et al., 2012, p. 193). Thus, in 
this study all interviews were transcribed after the interview was conducted. Furthermore, all 
interviews were held in Swedish. Some of the participants wished to have the interviews in 
Swedish, therefore we decided to hold all interviews in Swedish. Because of this, we had to 
translate the transcriptions into English (since this report is written in English). Due to this, 
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some possible quality issues might be present in this study. This will be discussed in section 7 
(Quality Criteria). 
 
After all interviews had been conducted and transcribed, we saw a need to ask follow-up 
questions to some of the interviewed companies. Therefore, we contacted those companies to 
hold a follow-up interview with them via telephone. In the table below, more information 
concerning the conducted interviews are displayed. 
 
Table 7. Information Concerning the Conducted Interviews 

 
 
3.7 Analysis Method 
Analyzing data from non-probability sampling focuses on the quality of the theoretical 
inferences rather than quantity (Saunders et al., 2007, p. 227). There are several techniques to 
analyze data in a qualitative research. Some frequently used techniques are cross-case 
analysis, pattern matching, time-series analysis, logic models and explanation building (Yin, 
2009, p. 136). In this study, we have chosen to analyze our collected data through a cross-
case analysis, which is when each case is compared to each other to generate new knowledge 
(Yin, 2009, p. 156). The reason why this analysis method was chosen is because we have 
done a multiple case-study and we want to compare the cases and find patterns that are 
existent among all cases. Yin (2009, p. 156) states that cross-case analysis is a favorable 
analysis technique when a study includes two or more cases. 
  
To be able to perform the cross-case analysis, we coded the transcribed interviews. This 
means that we put a label on some pieces of data, which groups the fragments of data into 
categories (Charmaz, 2006, p. 43). In our case, we color-coded the data in the transcripts into 
different colors based on which categories the data belonged to (with categories, we refer to 
the theories used for this research). For example, all data connected to RBV was coded red, 
and all data connected to dynamic capabilities was coded blue. Doing this enabled us to make 
a cross-case analysis where we compared the different categories between the cases to find 
similar or deviant patterns. 
 
3.8 Choice of Literature 
The main source of secondary data in this study have been retrieved from peer-reviewed 
academic articles. The articles were collected primarily from Umeå University library’s 
database, which is linked to databases such as Business Source Premier (EBSCO), Emerald 
Journal and Online Library. Sources such as Google Scholar was also used to collect relevant 
articles. Some keywords used for finding articles were: born global firms, international 
entrepreneurship, the resource-based view, dynamic capabilities, business models, 
internationalization barriers et cetera. In cases where we could not found sufficient 
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information in academic articles books were used, which were borrowed from Umeå 
University’s library or literature used in previous courses. 
 
To a very limited extent, information from websites was used when collecting information 
for this study. To the largest possible degree, we have chosen websites that can be considered 
legitimate. Examples are the websites of Harvard Business Review and the National Trade 
Board of Sweden. However, two websites are of less credible character: imore.com and 
searchcloudcomputing.techtarget.com. These websites have been used because we were 
unable to find the information they referred to in any academic article or text book. Because 
only two of all references used in this thesis can be considered less credible, we don’t believe 
that it affects the thesis in any harmful way. 
 
Furthermore, some research reports were also used in this study, from sources like 
Entreprenörskapsforum and OECD. Entreprenörskapsforum is a Swedish independent 
research foundation that conducts policy-related research to encourage better 
entrepreneurship, innovation, entrepreneurship, renewal and growth (Entreprenörskapsforum, 
n.d.). OECD is an abbreviation for “Organization for Economic Co-operation and 
Development”, which is an organization working to stimulate policies for increasing the 
economic welfare among citizens of the world (OECD, n.d.). 
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4. Empirical Findings 
This chapter provides a detailed review of the findings from our semi-structured interviews 
with the six case BGs. First, background information concerning each BG case will be 
presented with a description of its business and each interviewee. Second, findings regarding 
how the respective case company relates to the three main theories used in this thesis: RBV, 
dynamic capabilities and business models will be presented. Thirdly, barriers to 
internationalization that the firms have had in relation to the perceived SME barriers will be 
displayed. Finally, main findings from each case will be summarized in the end of each case 
presentation. 
 
In the table below specific characteristics about each case company are displayed. As 
discussed in the previous chapter, each case firm in this study will remain confidential and 
referred to with a Greek letter pseudonym. Moreover, from our empirical data, we found that 
all the case firms are cloud-based, which means that the firms provide services or 
applications in the cloud to its users (Talia, 2013). 
 
Table 8. Information Concerning the Case Firms 

 
* = Paying customer from this amount of countries. 
 
4.1 Case Alpha 
 
4.1.1 Background Information 
Alpha is a company that provides a social media app targeting sport, available for 
smartphones. The company was founded in 2015 by two friends and the app was released in 
January 2016 along with the Handball League Championship in Poland. The app is a 
combination between a community for anyone who loves sports, a marketing space for 
athletes to build their brand, as well as a database for elite clubs to search for and recruit 
future players. Today, Alpha has six employees, and users from 105 countries. 
 
One of the founders, the chief executive officer (CEO) comes from a professional career in 
handball, where he identified a gap in the market and the business idea that gave ground to 
Alpha. Our interviewee has the role of COO and ensures that the day-to-day operations 
works. It is common to tackle all sorts of different task when working in a start-up and he is 
also in charge for Alpha’s rights issue and finding investors. He handles much of the partner 
relationships and other types of collaborations of different forms. Before founding Alpha, our 
interviewee studied business administration prior to a long career within multinational 
companies in different leadership roles. 
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Alpha’s internationalization basically began from day one, the COO explains: “A good way 
to get things done is to set a release date, so we decided that we would release Alpha at the 
same time as the European Championships in Poland summer of 2016”. This led to that six 
of the players in the males’ national handball team and one from the ladies’ national team 
signed up user accounts with Alpha. Those who signed up were international stars, which led 
to attention of the app among other sports athletes. Suddenly Alpha witnessed how the app 
was downloaded from multiple countries around Europe. Athlete after athlete from all over 
the world then started demanding Alpha’s service and to be part of the community. The COO 
says: “It was like a domino effect. It's a small world, it does not matter if you play football, 
you will have an eye on your competitors and teammates. They have met in lots of different 
contexts, and follow each other”. 
 
4.1.2 Resource-Based View 
 
Financial Resources 
Alpha is financed with both external and internal capital, and it claims that financial 
resources have been crucial for them to expand internationally. The COO even highlights that 
proper funding is one major challenge for them to expand their business. He says that when 
you want to operate in foreign countries the same way as you do in Sweden, it will be more 
expensive. Furthermore, the COO states: “We have seven superstars in handball that have 
invested a little money in the platform. We also have some football players, and we will have 
some hockey players who have invested in it before we release hockey. I believe that this is 
an important part, because the athletes really feel that they take part of the success they 
create as shareholders”. 
 
Human Resources 
When asked what resources were important to start-up and scale the company, the COO 
states that the founders’ prior professional experience has played a vital role for the 
successful development of the firm. The CEO’s experience from an international athlete 
career brought invaluable industry knowledge, as well as passion and a driving force for the 
value that the business creates for its segment. The COO’s prior management and business 
development experience has been helpful when developing the business and the business 
model. The COO also states that he believes that his prior experience as an employee has 
been very important when starting up this company. Without that experience, he says the he 
would not be as comfortable negotiating with investors for example. 
 
The employees that have entered the company since the foundation is referred to as key 
components for Alpha’s achievement. The COO says: “A team got a lot of different roles 
ranging from a materialist to Zlatan and everyone must do their part for it to be good”. The 
IT-manager has had a central role, making sure that they have a great and stable app, as well 
as contributing with extensive technological knowledge. The firm also has a Player Council 
Manager, which is referred to a very important resource of the firm. Our interviewee 
mentions that ideally, they would like to have a Player Council Manager in each country to 
get more local anchoring. 
 
Relational Resources 
The COO states that his and the CEO’s network preceding the launch of Alpha made it 
possible for them to acquire key athletes in the beginning, which in turn led to the domino 
effect of the international expansion. He also says that the firm’s network is a combination of 
private and professional contacts, also in terms of finding investors. Through their network, 
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they managed to enter some important markets: “I have a little over 1,600 contacts on 
LinkedIn or something. It was important that I know as many people as I do, of course. It is a 
great advantage that I can pick up the phone and book meetings with important athletes. For 
example, I have an appointment booked on Friday with John Guidetti, to ensure that he start 
using our service when we launch football. I will also call Henke Lundqvist and book a lunch 
with him this summer. So, then we will have a big name such as Henke Lundqvist for hockey. 
So, our network has clearly been an advantage. We also have our Players Council Manager 
with his international network of handball, and our CTO with his contacts in the technology 
sector as well”. Our interviewee says that without their wide network they would have had to 
process country by country to expand internationally. 
 
Organizational Resources 
When asked what sort of organizational structure Alpha has, the interviewee answers: “We 
strive for having a flat organizational structure, but to be entirely sure you should ask the 
employees about it”. This reply points toward a flat structure and he often talk in terms of 
teams and that everyone in the team are equally important and has his or her special skills 
that is necessary for the whole team to succeed. He mentions the importance of delegating 
responsibility as much as possible, to make the employees feel important to the company. 
 
Technological Resources 
The greater part of Alpha’s technological resources has been outsourced to a development 
team in an Eastern European country. Instead of tying up capital by recruiting an in-house 
team of developers and programmers, Alpha has decided to purchase the service from an 
external part based on its own demand. It works very closely and collaboratively with the 
development team and their up-to-date knowledge of the industry is truly a great resource for 
Alpha. “It's nice that our developers are sitting right there and being told what to do, and 
can be up-to-date with the latest technologies. They are used to build internationally based 
apps and have very good English understanding and they also have a sales manager who 
grew up in Uppsala, which facilitates our contact further”. 

4.1.3 Dynamic Capabilities 
Alpha displays well-developed dynamic capabilities: “We are always trying to manage our 
own work in the same way as we do with the app, i. e. being agile. We work in short sprints 
that are two weeks, where we set goals for each person in the team. In the end of each sprint, 
we have a meeting and evaluate what everyone have done. The key is to work in short time 
periods and catch a retrospective to know what is already working and what to improve. We 
are constantly trying to improve both ourselves and the business”, the COO says. 
 
To make sure that they are up-to-date with market changes, Alpha has developed a feedback 
function in the app. In which, it’s possible for users to give inputs of changes they want to see 
in the app. The COO says that this type of feedback is very important and that Alpha acts on 
the feedback. The firm view their users as its main source of information for future 
development: “We want to interact as much as possible with our users, getting them to tell us 
what they want us to do next, and what they feel are the most important features. We can 
have an idea about it, but at the of the day it is the users that will use the app, and therefore 
we want to listen to them”. 
 
4.1.4 Business Model 
Alpha creates value for several stakeholders through its multi-sided business model, with 
both standardized and customized elements. On one side, there is the athletes that the whole 
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platform is built around, as well as their followers and fans. On the other side, there are 
companies and institutes that sells services or products they want to market to Alpha’s niche 
segment. The firm also attains large amount of data that are being sold to firms that want 
more information about the segment. For example, sports clubs can use the app as one global 
database of potential future players. Moreover, one main success factor of Alpha can be 
derived to the firm’s network. The COO states that all the sports contacts that they have has 
made it possible for Alpha to market itself as a market leader. Thanks to the firm’s network, 
the value of the business has been delivered by word-of-mouth, which created the previously 
mentioned domino effect among users.  
 
Through Alpha’s platform, athletes get to build their brand at a relevant online forum. Then, 
their fans get a free scene to follow them. This part is standardized in the sense that the 
service is the same for every “non-athlete” user, which get to follow the content produced by 
the athletes for free. Nevertheless, the service provided to athletes are customized. The COO 
states: “As we get more sports into the app, we will launch something that we call 
marketplaces. This is a service for the athletes, in the form of capital advisors, insurance 
advisors and job brokers. To launch this, I need capital advisors who work in all the 
countries in which we operate, so it's a natural requirement for us not only having Swedish 
advisors and brokers, but also international actors”. He also says: “It is a mutual value-
based business model where we bring value to the users in terms of the services that we build 
into the platform, and they contribute value to us through the content they create”. 
 
Alpha’s income streams come from four sources. One of them are licenses sold to trainers, 
agents and clubs. The license provides access to a search function in Alpha’s database. To 
retrieve information from this function, customers need to pay a transfer fee, which is the 
second income stream. Another income stream comes from ad-revenues: “[…] then there is 
advertising, where you can put your logo on a player's profile and pay a penny for it. We've 
also got live updated results inside the app where we sell ad space”. The final income stream 
is from the market places that also generate ad revenues. The firm have some other income 
streams in the pipeline, which are resource-intensive to set up. Therefore, the firm will wait a 
bit with launching those. 
 
Furthermore, as stated above, Alpha develop its service closely together with its users, “We 
do surveys four times a year where users can come with their inputs. That makes them feel 
important and that they are actually involved in building this”. Which display that customer 
collaboration is an important part of value creation and delivery for Alpha. Finally, the COO 
says that the business model has been important for their internationalization, the platform 
needs a global feed for it to work and scale to a profitable business. 
 
4.1.5 Barriers to Internationalization 
Alpha has experienced several of SME’s perceived barriers to internationalization: shortage 
of working capital to finance exports, inability to contact potential overseas customers, 
inadequate quantity of and/or untrained personnel for internationalization, and lack of home 
government assistance/incentives. Language barriers have also been something that hinders 
Alpha from reaching out to some foreign users: “We have users in 105 countries and not 
everybody speaks English. Today there is no translation function in any social platform that's 
good enough. If you translate a Spanish post on Instagram it's bad. So, we talk very much 
about translation when we meet with our developers and how we can make it good”. 
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4.1.6 Summary Case Alpha 
To summarize, Alpha operates in a niche segment and has a business model with both 
standardized and customized elements. Due to this, the previous experience and knowledge 
of the founders and employees have been very important in the firm’s internationalization 
since some local customizations have been needed to scale the firm. Financial capital was 
also a very important resource for Alpha, because its business model is complex and multi-
sided. To build the platform and take in knowledge regarding the local customization have 
been reliant upon financial capital. The network has been a crucial resource for the firm, 
enabling its international success. Through relationships with major sports stars, the firm has 
achieved to generate a large word-of-mouth effect. Without the network, the firm would not 
have been able to internationalize as quickly as it has done. Furthermore, another success 
factor is that the industry itself is global; sport is popular all over the world, which also 
enabled the international success. Their service is mainly developed with inputs from its 
users/customer, and the firm is agile in its way of working. For further international 
expansion, Alpha wants to create more local presence in key markets through Player Council 
Managers, as well as making the online service available in more foreign languages. This 
displays a need for local anchoring. 
 
4.2 Case Beta 
 
4.2.1 Background Information 
Beta is a IT-security service company that analyzes websites from a hacker’s perspective and 
report back to its customers about vulnerability findings. Beta detects critical security issues 
for other companies’ websites before “bad” hackers do. The founders have a background in 
professional hacking from a proactive well-intended purpose. They were all friends from 
school and had a reciprocal interest in the Internet and how it is constructed. They spent years 
of programming and discovered a passion for web security and finding ways to incorporate 
security into developers’ daily workflow without it being too complicated. So, in 2013, they 
established Beta built on the idea to package and commercialize a hacker’s scanning service, 
to help other firms improve their own IT-security. Now, the service is used by well-known 
businesses worldwide, they have had sign-ups from almost every country in the world, except 
from seven countries (i.e. North Korea and some countries in Africa), and paying customers 
from around 50 nations. Today, Beta has 25 employees from eleven different nationalities. 
  
The interviewee currently works as chief information officer (CIO) at Beta. He was 
headhunted into the company in 2015, for his long and solid experience from the IT-industry. 
His task was (and is) to scale up the firm and reach higher market potential. He is responsible 
for the daily operational activities and the long-term strategy around the service. He is mostly 
involved in the work concerning the technical aspect of Beta. His professional background 
has progressed from developing code, to the development of teams, to finally developing 
businesses. 
  
Beta’s internationalization began from day one, and it has never felt like a national company 
that has any restrictions to geographical borders: “Our business model is based on the fact 
that anyone can use our service. For example, we have a non-profit license where individuals 
can use it as well. In order to scale enough to earn enough money, we must be able to scale 
internationally. Customers of big sizes will eventually end in Sweden. We have not reached 
that ceiling yet, but it feels natural to plan globally from the beginning already”. Their first 
client was a large company from abroad and from there on, customers from all over the world 
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kept demanding the service. Our interviewee also states that Internet is global and the IT-
security industry sees no national borders. 
 
4.2.2 Resource-Based View 
 
Financial Resources 
Beta is financed with venture capital from Finland and Germany, and it has received capital 
from some angel investors as well. Beta claims that the investors’ capital have been an 
important base to stand on, the CIO explains: “The capital was important to us because it 
enabled us to go from four founders to start recruiting people to be the team we are today”. 
Moreover, the geographical origins of the investors created a natural decision for Beta to 
commit local marketing efforts in those particular markets. 
 
Human Resources 
The CIO describes how the founders’ professional expertise and experience from the hacking 
sphere is the main driver of the development and expansion of the business. This together 
with his own experience of business and team development made it possible to achieve the 
rapid growth Beta are facing today. The same goes for the founders, it is their competencies 
that matter for the scale up, rather than international experience or networks: “We had to 
scale up the technology team in order to get this solid growth. Another really important 
resource for us is those that we call security researchers, those are the ones who provide us 
with vulnerabilities. It's been internally our own people for a long time, but we also have a 
part in our platform now that we call a crowdsourcing platform. It is a community connected 
to us. Today, I think they are around 75 security researchers that we have handpicked, which 
provide us with vulnerabilities, from which we then build modules and use in our service”. 
The CIO also says that Beta’s vision is to be solely financed through internal funds from next 
year and onwards, which is entirely due to human capital of the team: “We will manage to be 
financed by internal capital in year three because of the team we have built. So, without 
pointing out a specific individual, it's human capital that is the most important thing for us”. 
  
Clearly the human capital in Beta is the most important factor of international scale up: 
“Without our founders, we would not have been the same kind of company that we are today. 
They are not exchangeable, they are doing an extremely important job”. The CIO also thinks 
that a diverse international team is crucial to be a global success: “We are 25 employees 
consisting of 11 different nationalities. And that's something we have deliberately focused on, 
we want to be a company that consists of different types of people”. 
 
Relational Resources 
The network has not been so important in acquiring new customers, but it has been an 
important part for the firm to recruit new employees and investors: “The founders’ network 
was very focused on the hacking world, and that's why they chosen to recruit a CEO with a 
background from McKinsey. They wanted his business network and his business experience 
to get in touch with investors etc. That has been an important part of the company being 
where we are today. Also, my experience has brought a large network, which has led us to 
make recruitments and grow in a way that we could not do otherwise“. The CIO continues: 
“We have chosen to recruit people who have brought big networks to those positions where it 
has been important and needed. If we look at our sales director, he has been working with 
advertising agencies before, so he brought in that whole network and experience”. 
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Organizational Resources 
Our interviewee describes the organizational structure to be “[...] an extremely flat culture. I 
think we have a culture that often leads to discussion and dialogue. For better or for worse. 
We are very open to all questions in everything, which means that some things that may not 
need a discussion develops into a discussion. But I think it's important that we let it be like 
that, to have opinions about things even if you may not have the mandate to make decisions 
within that area”. 
 
The organization is divided into two teams, one working with sales and marketing and the 
other working with technology. Lately, the company has been growing fast in terms of 
employees, so sub-teams have formed within the two major teams. The CIO describes the 
decision-making process: “There is no team leader within the groups, there is no leadership 
role, everybody has the same influence and control. But I have the main responsibility for the 
tech team”. He states that both he and the CEO intend to not build a hierarchal model, even 
though they notice that some employees from other cultures than the Swedish demands that 
type of leadership. But they still believe it is important for the employees to have courage to 
make own decisions. 
 
He also states that the language used within the company is English, even though the firm is 
located in Sweden: “We have large enterprises that use our product. Which means that we 
always speak English within the company, even though we are a Swedish company. All our 
documentation has always been written in English and our communication externally has 
always been written in English et cetera. So, we started to be an international company from 
the beginning, it was always a natural step”. Further, our interviewee says that he aims to 
have people in the company that are of different nationalities: “We believe we build a better 
company and a better product if we consist of different types of nationalities. It's quite nice 
when we have a Spanish customer calling into the support and we can speak Spanish”. 
 
Technological Resources 
Beta has chosen to place its cloud infrastructure on Ireland, which has affected some of the 
business with American clients but overall, that decision works when having an international 
business. Our interviewee explains that all their technology-decisions have been based on an 
international mind-set: “The technical choices that we have made have always been 
international. We have chosen to use Amazon as a partner, instead of using Swedish 
suppliers”. The technological knowledge and experience that the founders and the staff have 
brought into the firm has been essential to build their service. Further, the interviewee 
mentions: “The most important thing is that our product is up-to-date, and that is what our 
crowdsourcing community constantly works on”. Beta also works with interaction with their 
users by gathering feedback: “This allows us to make our product a bit finer every time we 
get feedback”. 
 
4.2.3 Dynamic Capabilities 
One of Beta’s competitive advantages is that they are highly dynamic. The CIO states “Our 
great advantage, is that we can release things extremely fast. In any case, we can do it within 
a couple of hours. But in some cases, we can of course do it even faster than that. If you 
compare us with the classic products where you need to download, install, and run, they are 
very much unlike us. We get information about vulnerabilities straight from our 
crowdsourcing network and can build a module that we directly can send out to our 
customers”. To keep up with market changes and be dynamic, Beta measures everything: 
“We measure our traffic, but before everything user behavior. To see what happens if we 
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change things: do we get more or less users by making a change? Or if we move the start 
button, what happens then? We also continuously scan how our competitors work”. 
 
4.2.4 Business Model 
Beta has an extremely simple business model where customers sign up, enter their website’s 
URL, click on “start” and then Beta will start hacking them. After the hacking has been 
conducted, Beta leave a report with the vulnerabilities the customer might have. This helps 
them to proactively solve their IT-security before being hacked by “real” hackers. The 
business model is based on continuous use. Today Beta has a called pay-as-you-grow 
subscription model. This is however not the optimal solution for all the customers, “[...]	 for 
our enterprise customers, the subscription pricing model does not work as well and we are 
now looking at the scalability of this. We have run this price model for a year and a half. But 
we find it difficult to properly capitalize on the larger enterprise companies because they 
need help with other things. We help them with these things today, but we have not found a 
good way to charge for that service yet”. Therefore, the CIO says Beta will continue to 
innovate its business model: “It's probably not the last time we will change our business 
model, we always try to find ways that fit our customers the best”. 
 
The service is standardized, and nothing is performed manually, which has been one major 
success factor regarding the international scalability. “Our service is completely international 
throughout. There is nothing in our service that would make it national or limited to a 
particular territory”. The CIO also says: “The business model has been manageable in all 
countries. At the beginning when we started, we had a business model called pay-what-you-
want. It intended to see how much people were willing to pay for our service. Now we have 
found a pricing model that works, where we see that just enough customers run our service”. 
Beta has decided to use credit cards as a primary payment method, as it is the best solution to 
fit a global segment. 
 
Beta states that the hardest part with value delivery is making customers understand why they 
should use the service. To respond to this, the firm works heavily with creating awareness 
and educating the market. Which is done through content marketing, and mainly blog posts: 
“Those blog posts are extremely technical, they are in detail about data as well. There is an 
extremely great interest in those types of technical reports. And it becomes a form of 
awareness about us as a company and what kind of competence we have as well”. 
 
4.2.5 Barriers to Internationalization 
Beta have had some trouble contacting potential overseas customers and experience a lack of 
managerial time to deal with their internationalization. Inadequate quantity of personnel for 
internationalization and lack of home government assistance/incentives have also been 
barriers to internationalization. They would like to have more manpower with local market 
knowledge in their scale up. Another barrier is that customers must be educated about the 
advantages of using the product. 
 
4.2.6 Summary Case Beta 
Beta’s business model is globally standardized, the level of customization depends on the 
size of the customer rather than national origins. Which has been one of the key factors to the 
international scalability the firm has experienced. The firm use English in all internal and 
external communications to suit every country. It has had requests from different markets to 
nationalize its offer, specifically with a language adaptation. But it does not add enough value 
in terms of the time input it would require, therefore such adaptations have not been made. 
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Beta has a technological advanced audience where users often have high English 
understanding. 
 
The main resource of the firm is its human capital, the founders’ specialized knowledge and 
expertise have been crucial and is a huge competitive advantage of the firm. Its employees 
from various national backgrounds and the crowdsourcing network has also been essential. 
Further, the networks of the firm’s employees and founders have played an important role for 
recruitment of new team members. Some barriers that the firm has encountered is that the 
market must be educated by its service, and Beta meets this barrier with content marketing. 
During the two past years, Beta has changed its value capturing three times, trying to match 
market requests. The dynamic capabilities of the firm with the continuous innovation and 
development of new security modules, have also been important for the firm’s main 
competitive advantages. Beta shows a flat organizational structure where the employees are 
given much responsibility. 
 
4.3 Case Gamma 
 
4.3.1 Background Information 
Gamma, founded in 2012, is a data software firm providing professional, fully maintained, 
open source software hosting services. The firm provides four services and is the world-
leader in one of them. That service is based on open source software (OSS), and is a message 
broker that receives and delivers messages from and to developers’ applications. Gamma 
enables developers to focus on the core part of their applications, instead of managing and 
maintaining servers and queueing infrastructure, like updates and mirroring of clusters. 
Today it has nine employees currently working at different time zones around the world with 
customers from around 50 countries. 
 
The interviewee is the CEO, sole owner and founder of the company. He has been into 
computers since he was little and has a Master of Science degree in IT. Before starting 
Gamma, he had an IT-consulting firm together with his father. He experienced that the 
consulting business was hard to scale and began to look for another kind of business idea, 
with more possibilities to reach scalability. Through his consulting work, he found a gap in 
the market and acted on this opportunity by launching Gamma.  
 
The founder of Gamma explains that its internationalization begun at the same time as the 
service went online. Customers from all over the world signed up to use the service, and the 
founder has never thought of geographical borders, neither concerning customers or 
workplaces for the employees. The one thing he mentions to be affecting the 
internationalization per se is the time difference between time zones. It requires a physical 
person to provide customer support, which can be difficult sometimes when customers are 
located in various time zones. 
 
4.3.2 Resource-Based View 
 
Financial Resources 
Gamma has been self-supporting on internal funds since day one, and attained positive cash 
flow in its second operating month. The CEO says: “Capital was never a problem for us, it's 
very cheap to start an IT-company, you only need a computer and Internet connection. If you 
know programming you can create things yourself, and then you can create value”. Thus, 
Gamma has not been reliant on external funds for financing its international scale. Moreover, 
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the CEO states that he worked heavily with bootstrapping (and still does) when launching the 
firm. He did not take any unnecessary financial risks: “This type of business is of very low-
risk and very simple. I did not need any capital to start this. You do not have to buy servers if 
you do not have customers, because it's in the cloud. And because you pay per hour, you do 
not have to sign up for one year, or buy hardware. So, it was just my own time that I 
sacrificed when starting the company”. 
 
Human Resources 
In the case of Gamma, the entrepreneur’s driving force for building a business has been 
essential for the foundation and expansion of the firm: “I was actively looking for a gap in 
the market. Already at the university, I had a focus on becoming an entrepreneur. I did my 
degree project about lean start-up, so the mindset has always been there. I've always been 
looking for some scalable business”. His experience and professional knowledge have 
definitely contributed as well, as our interviewee explains: “It has been an advantage that I 
could do both deep technical things and that I can throw up some stuff on the website. It's 
good to be a bit multi-knowledgeable and not be too nerdy in details”. Further, the founder 
did not have any international experience before starting the business. When asked about if 
he thinks that some international experience would have been useful for him in some stages 
of the business development, he states that he does not think so, since his business is 100% 
reliant on the Internet, which is global and has no borders. 
 
As Gamma grew, the founder saw the need for more team members to meet the increasing 
customer demand. However, he also states: “We need to build a good product by automating 
things. So, it's about doing everything in a scalable way, not just hiring away problems”. 
Nevertheless, to be able to build a good product he says that human capital is crucial: “The 
first five hires were only developers, they are essential. Development skills are a huge thing 
for this company, and I would say that human capital is the most important thing for us. We 
now have about 1,500 paying customers around the world in all time zones. So, the staff is 
extremely important, partly for the support, but also to be able to develop and make the 
service better”. 
 
Relational Resources 
Gamma does not have extensive physical relational resources, at least not any that has 
facilitated their international expansion: “My network certainly has not affected our 
internationalization. I did not know anyone when I launched this service and started selling. I 
did not need to know anyone either. I have not sold anything through contacts or anything. 
So, theoretically anyone could have started this. And I have barely received any new contacts 
through the suppliers or so either”. Nevertheless, the founder’s personal network has been 
important when he started recruiting others into the firm. All his employees have been hired 
through personal contacts. 
 
Moreover, the founder has been reliant upon services provided by other firms when 
launching the firm. He integrated the service with a marketplace for developers when 
initiating the service: “There are different marketplaces online that collect and display 
different types of server services, which developers can use to find the services they need. So, 
one of those marketplaces was my first market channel from which I gained my first 
customers”. Further, he states that the type of service Gamma provides would not be possible 
without cloud suppliers such as Amazon or Microsoft Azure. However, he did not need any 
personal contact with either them or the marketplace to launch the service, he simply just 
bought the services provided by them on demand. 
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Organizational Resources 
The founder of Gamma describes the organizational structure to be flat so far. He allows 
everyone to work wherever they want in the world. He sees this as a good thing for the 
company: “Customers do not expect us to meet them face-to-face or anything. They just 
expect us to provide customer support. That's why it's a good thing if the staff are traveling 
and located in different time zones”. Gamma also arranges “work-aways” a few times a year 
where they all met up somewhere in the world and work together. The interviewee says: 
“Often when we hire someone new, we go somewhere together to create a team feeling and 
give that person an introduction to the company”. The team at Gamma mainly uses digital 
tools to communicate, i. e. Slack and Skype. Further, the founder highlights that the staff 
takes a lot of individual responsibility: “The staff can take their own decisions, they can 
choose themselves what they want to work with et cetera”. 
 
Technological Resources 
As previously mentioned, Gamma bases its services on OSS. When the founder talks about 
the technology behind its world-leading service, he says: “This service is based on open 
source software, which means that it is open to download and install freely, you can also 
modify it [the OSS] and make it better. Basically, everyone can do it. Then the team behind 
the software decide if they want to accept the modification or not. If they do, they then 
distribute the change to anyone using this software”. This means that Gamma did not have to 
develop the technology behind the service itself and that the software was already “accepted” 
by the market: “If we had developed our very own server, then we had to sell the software 
itself as well. Now it was already sold, we only fix services around it that makes it easier to 
use it”. Nevertheless, product development is very important to Gamma and the founder 
states that he and his team works continuously with providing better services than its 
competitors. 
 
4.3.3 Dynamic Capabilities 
Gamma displays strong dynamic capabilities, the founder says: “It's really important for us to 
be up-to-date of what the developers [customers] want. What the techniques they want to 
work with et cetera. So, for us it's really important to be at the forefront there”. Thus, the 
firm works intensively with responding to changes in its environment to meet customer 
demand. “Five years in the software industry is like stone age, it is constantly changing and 
we need to keep up. It’s important to track trends in the market, even though it may be the 
hardest part. And then you must evaluate if your organization can handle that type of change. 
So far for us, it has been quite easy to handle the changes because the market has not 
changed that much, since we were first to market. However, we have been able to answer 
very quickly to the few changes that have been spotted”. 
 
4.3.4 Business Model 
The firm has a very standardized business model, the CEO explains why: “It was easy to 
begin with one standardized business model, and it worked well. People in this industry work 
homogeneously all over the world, they speak English, they are familiar with the payment 
method and the service does not need to be adapted to different markets. Therefore, the 
global market for this type of product is a very homogenous market, if you can sell it in 
Sweden, you can sell it to the whole world”. 
 
Regarding the main value created to customers, the CEO states: “Customers do not need to 
consider the operation of their servers. They do not need in-house skills to run them and they 
do not need to have people on call if a server goes down or if there is any problem with it 



	

	 45	

since we provide 24/7 support”. Because of this, firms can automate procedures that 
previously required manual support. Thus, firms can save time and money by outsourcing 
this procedure to Gamma. 
 
There are different packages with different types of capacity that customers can choose from 
when they start using Gamma’s services. After the customer has chosen a package, they pay a 
prorated monthly fee. Which means that the customers pay for the service the month after 
they have used it. Thus, it’s a monthly subscription service. The founder says that it is quite 
standard in this industry to have this model. Gamma also offers a freemium alternative, 
which independent developers or companies who wants to try out the service can use. 
 
Gamma was first-to-market with its service. Therefore, it has enjoyed word-of-mouth: “We 
have never made any real sales activities, people have found us in other ways. I think much is 
due to word-of-mouth - people are talking. We have been nominated in this niche, today we 
are the largest in the world”. Nevertheless, he also states that some customers do not 
understand why they should use the service. Therefore, content marketing is important and 
the firm produces technical blog posts to educate the market and build credibility. Gamma 
also has a special strategy regarding its customer acquisition: “We want many small 
customers instead of getting big contracts. The problem with a few big contracts is that those 
customers get much more to say at times, and you must make custom solutions that do not 
work for a larger market. Then you put a lot of resources in it and then it will be a type of 
consultant business, which I do not want to be involved in”. 
 
Regarding the go-to-market plan, the firm started off with a very simple product and have 
constantly added services to adapt to the demand they have been receiving from the market: 
“The first year, I was by myself and I focused on getting profitable as soon as possible. I did 
a very MVP-thing, where I launched a simple website and made an integration with the 
marketplace. I put together something that did not actually work so well, but people could 
order and buy it. It was like a prototype. After six months, I saw that people were prepared to 
pay for this”. The changes Gamma has done concerning its service have often been related to 
standardizing new features, which enables the firm to act even quicker on further changes in 
the market. 
 
4.3.5 Barriers to Internationalization 
Gamma has not experienced any of the SME’s perceived barriers to internationalization. The 
founder says that none of the mentioned barriers is applicable to the firm, because the 
Internet is global and all services Gamma provides is Internet-based. 
 
4.3.6 Summary Case Gamma 
In the case of Gamma, financial capital was not important. Instead, the founder used lean 
start-up methodology and introduced a MVP to the market, which he constantly pivoted 
based on customer feedback, which helped him to keep the costs down. The founder also 
focused heavily on bootstrapping, which means that he wanted to finance the business with 
internal funds. Therefore, he was very cost-focused when launching Gamma. 
 
The most important resource for Gamma has been human capital. Both in the form of the 
ability and cognition of the entrepreneur, but also the human capital of the employees. The 
network has not been important in the case of scaling and acquiring customers. The founder 
says that anybody with technical knowledge could have launched a business similar to 
Gamma due to today’s business environment with open technologies and cloud services. 
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Nevertheless, the network was important for Gamma when recruiting new employees. The 
firm generated awareness and competitive advantage due to first-mover advantage. However, 
our interviewee says that the market still needs to be educated regarding the advantages of 
running Gamma’s services. Therefore, the company focuses a lot on content marketing and 
technical blog posts to build trust and credibility in the market. 
 
Finally, dynamic capabilities are very important for the company. The founder says that 
developments in the technology industry happens at a very rapid pace. Therefore, firms 
operating in this sector need to constantly progress to stay competitive. Consequently, 
Gamma scans the market regularly to check what developers are looking for and makes sure 
that it can meet their expectations. Further, the business model is standardized and 
internationally scalable, no customization is done to customers. Which the founder also 
believes has been an important success factor for Gamma’s rapid international scale up. 
 
4.4 Case Delta 
 
4.4.1 Background Information 
Delta sells a property management system for the hospitality industry. Its primary market is 
small hotels and hostels, who often uses old booking systems. Delta provides a newer, 
modern cloud-based booking system that saves time for the hotel staff. The service helps the 
customers with administrative tasks and to automate tedious chores. The company was 
founded in 2015 by the current CEO and chief technology officer (CTO). The company has a 
total of nine people employed today, and the development team are spread around various 
locations around the world.  
 
The interviewee is the CEO and co-founder of Delta. He is a serial-entrepreneur and has a 
history of managing a hostel prior to founding this company. Due to trouble finding a good 
booking system for the hostel, he co-jointly started up an automated booking system. After a 
couple of years, he took the experience and learning he acquired from running the hostel into 
building Delta. He also has a long professional career from the communication industry and 
has been starting up more than a handful of own businesses since he was a teenager. 
 
Delta intended to become a global player from inception, simply because the Swedish market 
is far too small for its service. The founders felt the need to reach a larger population to scale 
up and create a sustainable profitable business. The go-to-market plan consisted of 
telemarketing to potential customers in Sweden and abroad.  
 
4.4.2 Resource-Based View 
  
Financial Resources 
Delta is funded by both internal and external capital. The CEO says that financial capital is 
important for the firm: “Financial capital is everything, you must always weigh every bet of 
each penny and see if you will get it back. You need money and a good team”. Thus, capital 
was an important resource for Delta’s internationalization. However, the CEO does not think 
that the investors have had an important role in the internationalization in any other ways 
than by providing cash. 
 
Human Resources 
Our interviewee states that the human capital of the entrepreneurial team has been the most 
important resource for Delta: “The resources in the form of people are the most important. 
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The competence of me and my colleagues. In my case, it is also the experience of the industry 
and how to run a hostel that is important. Even though he believes that his prior industry 
experience does matter, he would not express it as a competitive advantage, rather as a 
prerequisite to succeed in building up the company. He also adds that the core team has been 
the most important human resource: “I would not say that the staff resources outside the core 
team have been important for internationalization, but it may be in the future”. 
 
Relational Resources 
The CEO’s previous experience from running businesses includes one business that had a 
strong international focus, in which he built an international network. He believes that the 
network is important for internationalization: “I think for the first steps in 
internationalization, the network is hugely important, depending on what product you have. If 
you have a general consumer product, or a network service that you sell to individual 
customers then a network may not be very important. But even large companies like UBER, 
for example, have a team that goes out when they start out in a new market that recruit 
drivers, just like starting a regular business. So, it's not unimportant with a network, even if 
you have a digital business model. The first 50-100 customers are hard to get if you do not 
have any "boots on the ground”. Through the CEO’s professional network, Delta received a 
large international client: “The reason that we went international early is that I have done 
business internationally previously. Therefore, I have a network of international contacts, 
and through one of those contacts I received a large customer for Delta”. 
 
Organizational Resources 
The founder says that they have a non-hierarchical organizational structure: “In terms of 
leadership, I try to get employees motivated to take initiative and lead their own area”. This 
is something that he thinks works well with people who have an inner drive, but worse with 
people who need a lot of input in their work. He emphasizes that he wants employees to be 
driven and that it’s important to be transparent: “I think that one should manage its own area 
in the company. I also try to be very transparent with problems that arise so that we can 
come up with solutions together”. 
 
Technological Resources 
The CEO explains that the firm acts in an industry with a high level of competitiveness: “It's 
an industry where there are many competitors that deliver about the same thing, so it's not 
that we have a unique technology that we can patent and say that we are the best”. 
Nevertheless, the CEO says that it’s very important to have a great system with several 
technological advancements to facilitate for customers. The service has been developed to a 
large extent from when it was launched up until today, so product development is important 
for Delta. 
 
4.4.3 Dynamic Capabilities 
The CEO argues that Delta’s main competitive advantage is that it is a highly dynamic 
company: “We are still a small company and can therefore make changes very rapidly. We 
can quickly reset from today to tomorrow and change direction. Which is both a strength and 
a weakness. But I see it as an advantage, I would say that our small size and that we are 
dynamic are our greatest competitive advantage”. Further, Delta is keeping track of what 
competitors are doing to always be up-to-date about the latest industry news: “We monitor 
relevant industry media online to see what competitors are doing, and see what's happening 
in the product area of our segment and trying to find ideas that match it”.  
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4.4.4 Business Model 
The main idea of the service Delta provides is that customers will save time, which will 
convert into monetary savings (due to the fact the customers can cut down on staff et cetera 
by using the service). To use the service, which includes customer service, Delta charges its 
customers with a starting fee and then a monthly fee/license, which depends on the size of the 
facility. Thus, Delta is using a subscription model. It is not the cheapest service on the 
market, but not the most expensive either: “We would like to say that we are an affordable 
premium option, but to be honest, it's a bit of a cheaper product and not an enterprise 
product”. 
 
Currently, Delta’s business model is not fully standardized. The CEO explains that customers 
need onboarding help when they start using Delta’s service. Which demands a lot of 
resources from Delta: “We try to develop a self-selling service, that customers themselves 
can start up, like many other cloud services. However, today, we need to provide customers 
with some support at the beginning by phone. If we can automate this process, then the 
probability is significantly greater that we can sell in other markets at a much faster pace”. 
 
Regarding their go-to-market plan, Delta started with launching a simple version and began 
to listen to customers’ inputs, and further developed the service. The CEO says: “The 
development is constantly ongoing, the service was sellable and useable, but it has far from 
all the features that everyone wanted, so it's a very big difference of the service today and 
how it looked when we launched on the market”. Further, he says that Delta went into ten 
different markets initially, which he does not believe was the right move: “You need to 
choose markets more strategically than what we did the first year. Maybe not enter too many 
new markets at the same, and enter just one market at a time. If you get a big fortune in a big 
market, you get resources that you can use to enter more markets, and thus it becomes 
scalable. But scaling from zero to ten markets and taking solid shares in each of those is 
difficult”. 
 
He says that the main reason why it’s hard to scale in many countries is the fact that the 
service needs some local customizations: “The hotel industry does not look the same in all 
countries. So, we have encountered problems with our system, that it did not have support for 
all the laws and regulations in these different markets. So, we must adapt to all laws and 
rules in each market we are present in”. The CEO also explains that a huge barrier the firm 
encounters is that the target segment in other countries are not as mature as it is in Sweden: 
“In Sweden, most of our target market have discovered that it is best to run a hotel via a 
computer and not through pen and paper. But it is far from all countries that have 
understood this. A lot of individuals see a computer system like an obstacle rather than an 
aid. So that's a huge challenge, which is very hard for us to influence”. Our interviewee 
thinks it is hard to approach this issue. He says that Delta can write blog posts concerning 
why it is good to use a cloud-based booking system. But at the same time, he mentions that 
their website does not generate enough relevant traffic because the target group are not 
online, looking for information regarding this type of booking system. 
 
Further, the CEO states the firm has not developed a fully working marketing strategy yet: 
“We need a marketing channel and a sales strategy that works in the market we are 
targeting”. Delta started with telemarketing to reach customers in foreign markets. The CEO 
explains that this was a strategy that worked well in small scale, but in a larger scale it was 
unfortunately not as successful. Today, Delta have switched to an online marketing strategy: 
“We've built a feed so that we can run marketing through Google or Facebook, for example” 
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and through the online marketing Delta identifies leads and target those. But the segment it is 
targeting is not very Internet-savvy, and will therefore not be fully reached through online 
marketing. Delta is in a development phase and still making changes to its strategy. Now, 
Delta is trying to approach more organization sales, i.e. contacting umbrella organizations 
with several daughter companies, to become a preferred partner of those. 
 
4.4.5 Barriers to Internationalization 
Delta has experienced that the language and culture differences in some markets make it 
difficult or sometimes impossible to understand and communicate with customers. The CEO 
also mentions that they have encountered problems with laws and regulations, taxes, et 
cetera. Further, he says that there has been a lack of managerial time to deal with 
internationalization and inadequate quantity of personnel for internationalization. Delta also 
has had difficulty in matching foreign competitors’ prices. The CEO stresses that the main 
barrier still is the market fit and that the main market is not mature enough: ”Large parts of 
the market are not ready to be digitized yet. We had hoped it would happen just when we 
started Delta, but that's not always the case". 
 
4.4.6 Summary Case Delta 
To summarize the case of Delta, external financial capital has been important and something 
that the company has been reliant upon. The most important resource has been the human 
capital of the core team. The interviewee had prior experience from working in the hotel 
industry and a profound entrepreneurial background. The other co-founder had extensive 
knowledge from programming and developing software, which has been important when 
building the platform. The CEO also had international experience from previous firms, which 
has been a facilitating factor for Delta, but not crucial for Delta’s existence. Additionally, the 
network has been important for the firm’s internationalization. The CEO says that his 
international network was one of the reasons that Delta went international, and that it 
acquired one large customer through his network. The main competitive advantage of the 
firm is that it is highly dynamic and can change path fast depending on changes in the 
environment. Delta tries to stay up-to-date with what competitors are doing and adapt their 
product according to the customers’ needs. 
 
Regarding Delta’s go-to-market plan, it launched a simple version (not a typical MVP 
though, because it already had a developed platform from the CEO’s previous hostel firm) 
and then changed the product based on customer inputs and market needs. One large issue for 
Delta has been that it is hard to standardize the product entirely, since different markets have 
different needs due to local rules and laws in each market. Accordingly, the business model 
has both standardized and customized elements. The CEO also says that another large barrier 
is that the market is immature and do not understand the advantages with using the product. 
Thus, the firm has struggled with finding the perfect marketing mix and what sales and 
promotion that serves the market the best. Therefore, this is something the firm works 
constantly with. Because of this, the CEO thinks that Delta should have planned its market 
entry more strategically. Rather than entering ten markets simultaneously, the CEO thinks it 
would have been better if they entered one market at a time. 
 
4.5 Case Epsilon 
	
4.5.1 Background Information 
Epsilon is providing a professional media planning software created specifically for 
advertisers and agencies. The service offers a comprehensive overview of firms’ marketing 
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activities, campaign plans, and annually summaries in one place. It can be used as a project 
management tool for marketers, where the marketer can plan and manage their marketing and 
analyze what activities gives the best effect. Existing solutions on the market are 
“homemade” Excel sheets. 
 
One of Epsilon’s four founders, currently acting as chief marketing officer (CMO) was the 
one who identified the business idea and took initiative to start the firm. He has a Master of 
Science degree in Business Administration and Economics, and has held several marketing 
manager positions at large multinational firms. During his period as an employee he felt 
frustrated about the ineffective media planning tools he was forced to use. He believed there 
should be a better way to keep track of all marketing spending and a better way to control it 
as well. Along this line, the idea of Epsilon was born. 
 
Epsilon was founded in 2013, unfortunately without major success. After more market 
research, and customer collaboration, the founders rebuilt the service and relaunched in 2015 
with greater success. Epsilon began to collect revenues from over 90 countries in early 2016. 
The CMO explains: “Because Sweden is such a small country and we have a very niched 
service that are cloud-based, we certainly did not focus on Sweden. On the contrary, we 
focused on reaching the entire global market directly”. Today, the firm has four people 
employed, which are the co-founders. 
 
4.5.2 Resource-Based View 
 
Financial Resources 
Epsilon is mostly financed through internal funds, and it has focused on bootstrapping. But it 
had to take in some external financing last year. The CMO explains that when they applied 
for venture capital it was important to get the right type of investors: “It was important that 
the investors could give something more than just money, and be a source of industry 
information or similar key resources”. 
 
Human Resources 
As stated previously, our interviewee has worked as a marketing manager, which was where 
he came up with the business idea and gained important working experience. He also had 
some international experience before launching Epsilon, which the other founders did not 
have. He says that his international experience has been facilitating, but not crucial: “It's 
clear that my international knowledge definitely has helped. We could have done this without 
it too, but it would probably have been more difficult.” 
 
The CMO claims that the entrepreneurial team has been the most important resource for the 
business to scale up and become international. The competencies of each co-founder 
complement the team. He also states that it has been beneficial for Epsilon to consist of an 
entrepreneurial team rather than just one entrepreneur: “I don’t recommend anyone to start a 
business on their own. The reason is that you will come a lot longer faster if you are with 
someone else. It's all about having people that you can talk to and discuss ideas with, and 
support each other. One person does not have all competencies needed. You should have 
another person that complements you. That's where I've had the luck to find the right people. 
We are different in both skills and soft values”. In addition, he mentions that it would been 
good to have someone in the team that had done something similar before: “It would have 
been great if we have had a person who had done this thing before acting as a knowledge 
bank”. 
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Relational Resources 
Our interviewee acknowledges that his prior international experience contributed with a 
network that helped Epsilon to expand internationally. The CMO describes the relational 
resources connected to Epsilon as: ”My professional network from working as a marketing 
manager has helped me to build up relationships with agencies that are our customers today. 
So, my network has been great and enabled us to scale up, internationally as well”. 
However, he also says an international network is not necessary when launching a software-
as-a-service (SaaS) product. It makes it easier, but it is possible to launch a SaaS-product 
without an international network. 
 
Organizational Resources 
Epsilon tries to keep a simple organizational structure so it can make decisions and 
implement them fast: “We are such a small company, so we are not hierarchical or anything. 
We try to have a flat culture with freedom under responsibility. We must have an agile way of 
working to succeed today. I would say that we are a very modern organization”. 
 
Technological Resources 
The firm works intensively with research and development: “We are testing lots of tools that 
can help us scale up and make things more efficient, we try to live as we learn”. The firm 
embraces changes in the market. It develops and optimizes the product to suit market changes 
and customer demands. The founder says: “It's extremely hard to protect yourself with 
patents or copyrights and such things, you need to be first to market. Therefore, to protect 
ourselves we try to always be one step ahead by constantly develop our product and make 
sure that we are appealing to the markets we have today”. 
 
4.5.3 Dynamic Capabilities 
Epsilon is very dynamic and constantly develops its service and improving its offer: ”We're 
agile and tries to adapt to changes in the market. It is a constant change, we are not just 
watching and watching, we are constantly developing. We work close with our customers and 
develop the product in different ways to make it as competitive as possible and create as 
much value as we can for our customers”. By doing this, Epsilon makes sure to always be 
up-to-date with providing its customers with an appealing offering. 
 
4.5.4 Business Model 
Epsilon firm has a standardized business model, which looks the same everywhere in the 
world. Our interviewee highlights that different markets have some local preferences and that 
market prices differ around the world, but that is nothing that they actively have chosen to 
adapt to. Its customers pay a subscription fee per month. The CMO says: “That type of value 
capture is actually the one which scales the best. Enterprise customer takes longer time to get 
in, but once you get them, it's always a pleasure”. 
  
Regarding Epsilon’s go-to-market plan, the CMO states: “We worked with a MVP in the 
beginning, but it’s not as simple as to create a button that the customer can press play and 
test. We cannot just publish a button and ask the market what it thinks about the service we 
have. A lot must be done before you can launch a MVP. So, we had to build quite a lot before 
we could get feedback. But our offer is completely developed and based on needs from 
marketing managers around the globe”. 
  
Concerning marketing, the CMO says: ”We have customers from Australia to California. It's 
great fun, but we do not advertise very much in Australia because it's hard to provide 



	

	 52	

customer support to those companies due to the time difference. So, we adjust our marketing 
in the sense that we don’t advertise in every country. We’re not using very different 
marketing methods across countries”. Even though Epsilon provides the most modern tool 
for marketers today, the CMO states that its greatest challenge is to make customers 
understand the advantages of using the service: “To use our service, our customers have to 
make a change in how they are working today. Which is a challenge you should not 
underestimate”. Thus, Epsilon works with content marketing to educate the market about the 
advantages with using its service. 
 
4.5.5 Barriers to Internationalization 
Regarding the perceived barriers for SME’s to internationalization, Epsilon expresses that it 
can be difficult to contact potential customers overseas, obtain reliable foreign representation, 
and that it perceives a lack of home-country governmental assistance. In addition to these 
barriers, the CMO says that time zones and language barriers are always something one must 
tackle when doing business in foreign countries. 
 
4.5.6 Summary Case Epsilon 
Epsilon is mainly financed through internal capital, and does not emphasize investors’ role in 
its road to internationalization. The most important resource has been the human resources of 
the entrepreneurial team. The CMO stresses that it has been imperative to share the 
responsibilities and bring in different skills to make the firm more dynamic. Additionally, the 
CMO’s prior professional experience have played a key role in the global expansion of the 
firm. He also mentions that it would have been beneficial to have a person in the team who 
has done an entrepreneurial journey similar to the one Epsilon is doing right now. Regarding 
the founders’ international knowledge and network, he says that it has been facilitating but 
not a necessity for the firm’s international scale up.  
 
Epsilon has a flat organizational structure and works a lot with research and development 
trying to protect itself from competitors by always providing the best possible service. With a 
standardized business model, Epsilon has managed to expand globally in a rapid pace. The 
service has constantly been developed with the inputs from the market and Epsilon’s users, 
and many changes have been made to the service since inception. Large enterprise customers 
are viewed as harder to profit on as quickly as compared with smaller customers, since that 
segment often requires some customization.  
 
4.6 Case Zeta 
 
4.6.1 Background Information 
Zeta provides a global marketplace for athletes who want to find new exciting races and for 
race organizers who want to reach out to new contestants. The platform promotes running 
events all around the world and works as a search engine to find events like half, full and 
ultra-marathons. In addition to the search engine, Zeta sells tickets and other products to help 
athletes connect with likeminded individuals and create their own “race bucket list” and store 
old results. 
  
The departing point of Zeta was when our interviewee was unable to find a decent service to 
discover new long distance races. Today, she leads the team with a shared goal to offer a 
global marketplace for sport events. She has a Master of Science degree in Business 
Administration and Economics. Prior to Zeta, she led digital transformation initiatives for 
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many internationally well-known brands. She also has previous experiences of founding 
start-ups. 
  
The service was launched in early 2016 and became global from the start, the founder 
explains: “There is a concept called "born global", meaning that you start something that is 
global, or international, from start. And that is what we have tried to do. We realized quite 
quickly that Sweden is a too small market for us”. She describes the internationalization 
process: “We started with markets that we thought would be relatively easy to get into. So, 
we started with European countries. They are easier partly because of the time aspect, that 
we can call or contact them on regular working hours in Europe. And the other is that they 
know about Sweden. When we instead turn to, for example, Chinese or Japanese organizers 
then there is a lot to explain, they may not even know about Stockholm or Sweden. There are 
simply more things to explain, plus the language barriers. In Europe, you can usually do well 
in English and maybe you can have someone in the team who speaks another language, 
French or so, and then you often can handle it”. As of now, Zeta’s website has viewers from 
almost all the world's countries and consists of a five-man team of different nationalities, 
working from different countries.  
 
4.6.2 Resource-Based View 
 
Financial Resources 
Zeta received both financial assistance and assistance related to knowledge from an 
accelerator in Stockholm early upon its founding. Our interviewee urge the significance of 
that help: “The accelerator has been the most important thing for us to start this company, it 
helped us very much for the first six months. I would almost say that it is thanks to them that 
we exist. They provided us with financial capital, networks and business advice”. 
  
Human Resources 
As mentioned above, Zeta’s team members come from different countries. Our interviewee 
has worked in several international teams earlier, and she knew that if she were to start 
something, it would be something that was international from inception: “I don’t just want to 
work in the Nordic countries or Sweden, it's not that exciting for me. So, I've wanted it to be a 
global service. I have both pushed for it and tried to recruit the people who share the same 
philosophy”. Furthermore, she has had a solid career within international business 
development: “I have been a consultant for many years. As a management consultant, I have 
worked in many different countries with international clients. So, yes. Throughout this 
career, it was natural to work in mixed teams and travel a lot and design a lot of global 
products all the time. And before that, I worked on the Australian export council, so it has 
also been a lot about getting Swedish companies to grow internationally. So that has always 
been a basis in my career”. 
 
She insists that an international team is crucial for Zeta’s international success: “We wanted 
to test internationally directly. And that's why we've hired internationally, I've wanted a team 
that's very mixed from different countries with different angles of view and have a very 
dynamic team”. She continues to disclose that as a Swedish person you may not know how 
your service is perceived in, for example, Asia or the United States. By having a dynamic 
team with several different nationalities, Zeta can get valuable insights when designing and 
formulating the customer offering. 
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The founder wish that it would be easier to recruit people on a more flexible notice than it is 
now possible in Sweden: “It would have been good to have a little more manpower, more 
staff, especially flexible workers, like trainees and short-term staff. With whom you can be 
more flexible and use what you need for the moment”. She debates that this is not really a 
possibility in Sweden now: “There are changes all the time that we have to act on and 
everything requires different things. Sometimes it requires very heavy technical skills, and 
sometimes it requires legal assistance and sometimes a slight push in the marketing budget is 
needed. We want to be able to match the staff with those things better”. 
 
Relational Resources 
Our interviewee says that her and her husband’s network have been really important both for 
recruiting and for favors: “If you need "this kind of person" or you need "this", then we have 
started asking the one we know who has it. And if that has not worked out, then we have tried 
to get help from the accelerator or the investor. It might be 50-50, 50% are our old network 
and 50% are new contacts we have received thanks to the accelerator or the start-up 
community we are part of”. 
 
Organizational Resources 
The CEO explains the organizational culture to be informal, but disciplined: “We demand a 
combination of the two. We are open to new ideas and talk about things, but you must still be 
disciplined to do things so you do not just get stuck, everyone must deliver. So, great 
discipline is one thing, and then everyone is curious and really driven by making an awesome 
product. We all want to talk to customers and find out how we can develop this to make it 
amazing for our customers”. She continues with explaining that when Zeta took in external 
capital, the decision making process changed a bit: ”It has become a bit more complicated 
when we received new owners. Before that, me and the other two co-founders made all the 
decisions. Which we still do, but now we have to check things with our investors and listen to 
their input as well”. 
 
She describes the organizational structure to be hierarchical and why it is required: “I think 
it's necessary. Otherwise it will be too fragmented. It is not possible to both be very scattered 
as a team and very creative. I think it will be too fragmented if you do not have it 
hierarchical. If there is no one who decides then, you will be jumping in too many different 
directions. So, it is important that we who lead the company have a very clear plan of what 
we want and share it with the others”. 
 
Technological Resources 
Zeta has two full-time developers that works with developing the service. The CEO also says 
that Zeta is using services provided by other firms, rather than develop them themselves: 
“For example, if we want to add a module that allows us to send text messages to all runners, 
then we buy that service instead of spending time developing it ourselves. So, our platform is 
a combination of what we have developed ourselves and of-the-shelves products provided by 
others”. She also emphasizes that the developers are extremely important to the company: 
“Without them, there would be no company. They are the key in the company”.  
 
4.6.3 Dynamic Capabilities 
The CEO states that Zeta is very dynamic and acts rapidly upon changes in the market: “We 
are really trying to keep an eye on changes and respond to them. As we are a small team, we 
are agile and quickly create things according to market needs. I think we are really good at 
meeting changes and embracing them rather than thinking about it as a problem”. She 
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continues: “Let's say that we hear about a change on Monday, then we can change our 
development and marketing during the week and maybe launch something on Friday. If it is a 
big change, say legal, if all similar services need to implement a new legal database in the 
future, ok, it will take more time. But if we talk about market changes, then I would say we 
can react very quickly”. 
 
Additionally, all changes are based on customer demands: “The development of the service is 
driven totally by customers' wishes, I would say. So, we develop nothing that we have not had 
a question about. Instead of spending several years developing something and realizing that 
you have lots of features not being used. We started by launching something very simple. And 
then the service developed from that. So, all new features we add, we make after 
conversations with customers. That way you do the right things all the time, and don’t waste 
time on unnecessary stuff”. 
 
4.6.4 Business Model 
Zeta creates value to race organizers by helping them to reach a new global audience. The 
customers are other businesses, but the firm’s main user is the individual racer. It is a 
standardized cloud service that can be customized on the demand from customers, but all the 
customers get access to the same features. Zeta simplify the booking process for the racers as 
well as making it safe. With Zeta’s service, the organizers can administer everything that 
concern their race, and the runners can access a community where they get in contact with 
other runners.  The value capture occurs through commission on all sales from race 
organizers. 
 
Our interviewee stress that a business model must be very easy to understand for it to work 
internationally: “It must be something that a child can understand. Because we target so 
many different countries and different people, it must be simple”. She continues to emphasize 
that the business model needs to be the same everywhere when a company reaches out to 
many different countries simultaneously: “You can vary your marketing, sales and a lot of 
different things, but you cannot vary too much of the product and the business model, it gets 
too confusing”. 
 
As of now, Zeta’s marketing has been standardized across countries, but that's something it 
wants to change in the future. Now it is mostly using social media marketing, but ahead, the 
founder believes Zeta needs to aim for more local organizations, industry newspapers, et 
cetera. The founder thinks that the long-term strategy is to localize the marketing efforts: “If 
you turn to a very Internet-savvy audience, then I think it's enough to have digital campaigns 
and so on. It can be very standardized across the world. But our target audience is usually 
not very Internet-savvy. And then you need to be a little more local and a bit more relevant to 
them”. 
 
The CEO explains Zeta’s sales strategy: “In terms of sales, we need to be much more local. 
It’s a difficult area. When we sell, we aim at organizers one and one. So, we call and talk to 
the organizers. And then I would like to see that we had more international agents perhaps, 
as we would use. Now we only have two people in Sweden who are sitting and calling”. Zeta 
would like to have local staff on the ground who can make the sales instead of two persons 
from Sweden making the calls. A local salesperson will have a better connection to the 
different countries: “We have a very big market, many customers we could process. And it 
may be easier to have local people who can go and visit them and so on. Right now, we 



	

	 56	

cannot afford to do that. And it's hard too, with such a small team to cover all the ten 
thousand customers that we potentially could target”. 
 
She says that it is a challenge to scale up internationally when you need a local contact: 
“Some countries require more local anchoring, such as being able to speak the language”. 
Zeta still has a very personal sales strategy even though they are a digital service: “It is a 
challenge the way we have to contact our customer, talk to them on the phone and so on”. In 
countries such as France and Italy, language is a huge barrier. Therefore, Zeta needs a team 
that can handle several languages. However, that is expensive. The CEO says: “That's why 
we've looked at an agent model and to utilize people locally, who are not employed but who 
can help us grow.” 
 
4.6.5 Barriers to Internationalization 
Regarding the perceived SME barriers to internationalization, Zeta has encountered five of 
them. Our interviewee claims they have had a shortage of working capital to finance the 
internationalization of Zeta, and to obtain reliable foreign representation. Additionally, lack 
of managerial time to deal with internationalization and inadequate quantity of personnel are 
also referred to as hinders for a global scale up. Finally, the CEO experience a lack of home 
government assistance. 
 
4.6.6 Summary Case Zeta 
To summarize Case Zeta, the most important resource for the scale of the company has been 
the assistance in form of capital and professional advice and access to networks through the 
accelerator. Moreover, the human capital in the firm has been key to the international scale. 
The developers’ technical skills have been the foundation of the firm and crucial for 
expansion. The background of the entrepreneur has contributed to both the decision to go 
global from inception as well as the realization of it. As a leader of the firm, our interviewee 
has intentionally recruited a team with various nationalities, to acquire local market 
knowledge. The organizational culture is informal, but shaped to be towards a traditional 
hierarchical structure. The CEO explains that it is necessary when you have a dynamic and 
multi-national team scattered all over the world. 
  
Zeta is working hard with identifying market changes and can act quickly on minor to 
medium changes. However, the CEO states that more flexible employee contracts would suit 
them to better handle changes in the external environment. The service is completely formed 
by customers’ and users’ requests, and many updates have been made to the service since it 
was launched. The service is standardized and every customer gets the same deal. To scale 
up, Zeta wish to have more local staff with “boots on the ground” to close the sales deals. She 
believes that their sales require face-to-face meetings where the staff can be present and 
speak the same language as customers. 



	

	 57	

5. Analysis 
The purpose of this chapter is to interpret and analyze the collected empirical data through a 
cross-case analysis. The empirical findings from each case will be cross-examined and 
contrasted with each other to find overall patterns.  This chapter has the same thematic 
structure as our theoretical framework, and the findings will be related to the theoretical 
framework. By doing so, potential connections and departures between the empirical findings 
and theory will be revealed. 	
 
5.1 Resource-Based View 
As mentioned in the theoretical framework, unique or valuable resources are often an 
explanation to the rapid internationalization of BGs. From our empirical data, we can see that 
it is often more than one resource that is important for firms’ internationalization. We have 
tried to interpret what resources have been the most important across firms, by identifying 
what patterns are existing among the firms. 
  
Financial Resources 
Gabrielsson et al (2008, p. 400) mentioned that one of the most obvious tangible resources 
for a firm is financial capital. Most firms in this study confirmed this and stated that financial 
capital was a necessary resource to internationalization, except for Gamma. The financial 
capital has been important both in the beginning when they started up their companies, and to 
continue to grow and scale up. Every BG were financed by venture capitalists or business 
angels (except Gamma). Gabrielsson et al. (2004, p. 601) states that firms acquiring venture 
capital experience more rapid internationalization. This is confirmed by our findings, since 
all firms except Gamma received that type of financing and have experienced rapid 
internationalization.  
 
Gamma’s founder stated that it did not need to have external capital due to the low costs of 
running an IT-company. Because of his programming skills, he could run the business on his 
own, starting small and then scale the company at the pace his operating revenues increased. 
Thus, he managed to bootstrap his business, and therefore financial capital was not a crucial 
factor for the firm. 
  
Human Resources 
Andersson et al. (2015, p. 30) finds several success factors of BGs internationalization that 
has to do with the entrepreneur and his/her: international vision, international experience, 
international knowledge, working experience, education, ability, and cognition. These 
success factors partly coincide with our findings. 
  
An international vision has been visible in all our interviewees, they view the Swedish market 
as too small for their niche ideas and have had the aim for a global market from day one. 
Thus, the international vision has been an important resource for all firms. Regarding the 
importance of the interviewees’ international knowledge and experience, it has been of 
various importance across the firms. The entrepreneur's international experience and 
knowledge has been important for Alpha, Delta, and Zeta. The other interviewees who had 
international knowledge and experience, believe that their international experience has been 
facilitating, but not crucial. 
 
Every entrepreneur behind the BGs in this study came up with their business ideas because of 
prior working experience. Alpha’s co-founder had been a handball pro himself and believed 
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that there was no forum for athletes to build their brands and too little support for athletes 
when their sport career ends. Regarding Beta, the founders found the gap in the market when 
they were hacking and decided to launch their service. The founder of Gamma identified the 
gap in the market when he was working as a consultant and saw that the type of service his 
firm now provides was requested, but not available in the market. One of Epsilon’s co-
founders worked as a marketing manager and was frustrated regarding the outdated solutions 
for media planning. Delta’s founders had crucial knowledge and experience about both 
building a business and about the hostel/hotel industry it currently operates in. The 
entrepreneur’s prior experience in Zeta was focused on international consulting in SMEs. Her 
knowledge and experienced gained from that had a positive impact on the foundation of Zeta. 
  
Therefore, the entrepreneur's working experience have played a crucial role for them all. 
Through their previous positions, they gained industry knowledge expertise which helped 
them to identify gaps in the market. This can be related to entrepreneurial alertness, which 
has to do with individual’s ability to identify and act upon opportunities (Ardichvili et al., 
2003, p. 113). Hence, the higher level of alertness an individual possesses, the more likely the 
chance is that the individual will recognize an opportunity for entrepreneurial action. 
Andersson (2015, p. 30) also found that the entrepreneur’s working experience, prior 
knowledge, ability and cognition is important for the alertness, which our findings confirm. 
  
Regarding education, our empirical data display that it was not very important for the actual 
internationalization of the firms. Rather, the education of our interviewees was what led them 
to their working experience, which later played an important role in identifying the gap in the 
market. Further, not all founders of our case companies had advanced level studies, it was 
only Alpha, Gamma, Epsilon, and Zeta that had this. One of our interviewees stated that there 
are several clever individuals with high university degrees working in companies today that 
spot market gaps, but not all of them decides to act on their ideas. Thus, the entrepreneurial 
ability and cognition is more important than the actual education. 
  
Each company has started up their business together with others, except Gamma. Schjoedt & 
Kraus (2009, p. 515) refers to the concept of an entrepreneurial team and emphasizes the 
connection between shared commitment and firm performance. They claim that if a team 
consists of two or more people, it will arguably have more human and social capital available 
from inception, thus further increasing firm performance. Our findings confirm this. Epsilon 
expressly said that it is essential to start a firm together with someone else. He referred to the 
shared responsibility and that different competencies complement each other. The other BGs 
also talks much about the entrepreneurial team as the foundation for all the decisions made 
and that they can discuss ideas. Delta argues that the human resources of the entrepreneurial 
team has been the most important for the international scale up. Nevertheless, Gamma 
deviates from the norm, mainly because of the founder’s ability the run the business on his 
own. 
  
Kumar (2013) focuses on the human capital provided by employees. Every firm, besides 
Delta and Epsilon, refers to the employee team/s to be the most significant factor enabling 
internationalization scale up. Epsilon does not have any regular employees so far (only co-
founders), this can therefore come to change in the future if they hire staff. Alpha refers to the 
employees as key components. Beta talks about their employee team as the reason for their 
fast growth, and states that it is the competencies of humans that matter for the scale up, 
rather than international experience or networks. Gamma said that what makes the company 
successful is the human capital of the developers. Zeta insists that an international team is 
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crucial for a business’s international success. This shows that an entrepreneur or an 
entrepreneurial team alone does not hold always all the knowledge needed to succeed. Kumar 
(2013) states that human capital is important for knowledge intensive firms, which is 
confirmed by our empirical findings. 

Organizational Resources 
Our findings about the BGs organizational resources corresponds well with the findings of 
Cavusgil & Knight (2004, p. 127), which argues that it is important for BGs to have an 
innovative organizational culture and well-developed organizational capabilities. Alpha, 
Beta, Gamma and Zeta talk a lot about how their informal and flat culture opens to discussion 
and foster creativity to take own initiatives and to question status-quo by innovation. Through 
these factors, the young firms nurture knowledge and create superior performance (Cavusgil 
& Knight, 2004, p. 136). The informal internal structure helps these firms to have a free flow 
of information in their organizations, which boosts collaboration. Madsen & Servais (1997) 
and Weerawardena et al. (2007) argued that distinctive learning capabilities are highly 
important for BGs, since they often operate in niche markets. Our case companies are 
extremely niched and interact closely with users and customers to develop and learn about 
their respective target segments. 
  
Miller (1982, p. 771) identified that pro-activeness, risk-taking, innovativeness and flexibility 
within a firm can determine the degree of internationalization. The BGs in this study have 
shown evidence of being more flexible than their larger competitors, and they do not have 
deeply rooted administrative routines, also in line with arguments of Cavusgil & Knight 
(2004, p. 136). All firms, except Zeta, has flat organizational structures. The firms explain 
that a flat structure is important to generate effectiveness in decision-making processes. Zeta 
has a more hierarchical structure and claims it to be important when having a dynamic 
international team, whereas Gamma who also has its team spread across the world says the 
complete opposite. An explanation for this can be that Gamma’s employees are nationally 
homogeneous, whereas Zeta’s team consists of different nationalities.   

Technological Resources 
Technological capital involves research and development processes, product technology and 
regulatory protection such as copyrights and trademarks, patents and trade secrets as well as 
technological supervision and competitive intelligence projects (Tabares et al, 2015, p. 157). 
Every firm works exceptionally much with research and development through interaction 
with their users and customers. Because of the Internet, they manage to have real time 
connection and synergy with customers. Therefore, they can develop their services in line 
with their customers’ demands. Further, the product technology is extremely important for 
the cases in this study, they build their offer and value in the cloud. Regulatory protection is 
not important, however. The Internet is constantly changing and none of the respondents 
experience the need to have regulatory protection. Rather, they express the importance of 
being first to market and keep offering the best value to customers through adjusting their 
services according to changes in consumer behavior, demand and markets. 

Relational Resources 
The firms’ networks have been of more or less importance for all companies in this case 
study, except for Gamma. The founder of Gamma stated the only network important for his 
firm was his private one, which enabled him to recruit new employees. Oviatt & McDougall 
(1994) found that BGs involvement in networking speeded up their internationalization, since 
it helped the firms to get market access and financing. This is something that our cases 
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certainly confirmed. Alpha’s COO said that his and the CEO’s network preceding the launch 
of Alpha made it possible for them to acquire key athletes in the beginning, which in turn led 
to the domino effect of the international expansion. Through their network, they manage to 
enter important markets. He also said that the network was a crucial resource, without it, the 
firm would have to expand in one market at a time. Beta’s network has been an important 
part for the firm to recruit new employees and investors, but not so important in acquiring 
new customers. The CEO of Delta claims he has been able to capitalize on his previous 
international network. Similarly, prior international experience contributed with a network 
that facilitated Epsilon’s internationalization. Loane & Bell (2006, p. 479) disputes that BGs 
might not have any existing network to begin with and must build it from scratch to facilitate 
internationalization. Accordingly, findings were provided by the founder of Zeta who said 
that when she founded the company and was part of an accelerator, it helped her to establish 
a new network which she did not have before. Furthermore, Bengtsson & Johansson (2012, p. 
402) emphasized the opportunity for SMEs to establish relationships with large MNEs, since 
large firms can provide the small SME with legitimacy. However, this is nothing that the 
respondents in this study has shown signs of doing. They rather express a willingness to stay 
under the radar from MNEs, so they avoid being outperformed by them.	
 
5.2 Dynamic Capabilities 
Through our empirical data, we found indication for Cavusgil & Knight’s (2004, p. 136) 
arguments that dynamic environments have emerged in response to the increasing 
globalization to be true. All BGs in this study emphasize that they need to monitor and 
regularly adapt to a constantly changing world to stay competitive on the global arena. All 
our case firms show evidence of having dynamic capabilities, because it is the foundation of 
firms’ ability to meet changes in the environment and stay competitive on a global arena. For 
example, Gamma said that five years on the Internet is like the Stone Age, and that it 
constantly needs to develop its services due to this. The finding that dynamic capabilities are 
important for BGs because these firms operate in a highly dynamic environment, corresponds 
with the claims of Monferrer et al. (2012, p. 19). Furthermore, Wójcik (2015, p. 101) stated 
that firms need to constantly adapt to the environment to be competitive, which was 
confirmed by all firms. Regulatory protection or other ways of protecting themselves to stay 
competitive are not viewed as the best way to go. Rather, to stay competitive, the firms aim 
for being first to market and being first to identify and act on consumer and market changes. 
  
As mentioned in the theoretical framework, Teece (2007, p. 1322-1333) displays that there 
are three generic dynamic capabilities of firms: sensing, seizing, and reconfiguring. Our case 
firms display well-developed capabilities in all these categories. Regarding sensing, which 
concerns scanning the environment for new opportunities and threats, all companies work 
actively to regularly monitor this. Every firm performs R&D and customer research by 
talking to their users/customers (not necessarily the same thing) in real time online. They are 
also tracking consumer behavior through website traffic, or collecting customer feedback 
through surveys. By doing so, they receive quick answers about their services, which they 
can respond to on a short notice due to their organizational structures and capabilities. 
  
Seizing means that once an opportunity or threat is discovered, the firm must act on this. All 
firms could adapt to changes very quickly. Most of the firms can meet changes within one 
week. Teece (2007, p. 1321) reasoning about firms that possess dynamic capabilities tend to 
be highly entrepreneurial, and shape business ecosystems through innovation and 
collaboration with external partners, matches the BG’s behavior in this study. All BGs work 
closely with external parties to constantly develop their businesses. Alpha uses surveys, Beta 
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tracks traffic and study consumer behavior on changes to their own website, Gamma receives 
a lot of feedback through their customer support channel and Delta asks customers directly 
and collects opinions. Epsilon also collaborates directly with customers and try to develop on 
the requests of them, finally Zeta’s online platform generates feedback from their users as 
well. 
 
Reconfiguring refers to that the firm needs make sure that its organizational capabilities suit 
the discovered change in the market. Our case firms meet changes primarily through making 
changes to business model elements such as marketing and sales strategies or their provided 
service. In the long run, the firms invest in more human capital to meet the demand from their 
respective market. Also, some firms constantly moved towards further standardization of 
their service in the long run development. Our case firms’ dynamic capabilities are 
summarized in the table below. 
  
Table 9. Case Firms’ Dynamic Capabilities 

 
 
We found that our case BGs had flat hierarchical structures in their organizations (with 
exception for Zeta) and few administrative routines, corresponding with the claims of 
Cavusgil & Knight (2004, p. 136). This can absolutely be an explanation to why these firms 
manage to be more flexible and can adapt easier to changes in the environment than their 
larger competitors. Regarding Zeta, we believe that the founder’s previous working 
experience may affect her way of structuring the business. She has experience from 
hierarchical organizations with positive associations to international business success. This 
can be the reason why she has chosen to run her own business with a more hierarchical 
structure than the other firms. 
 
To conclude, Rennie (1993, p. 48) describe BGs as firms that capitalize on the dynamic 
environment. This is something that applies to all the cases in this study, because they 
constantly scan the market to find new demands to meet. Being agile and dynamic is 
considered as one of their main competitive advantage, because larger firms that they 
compete with tend to be less dynamic and get outrun by the BGs. 
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5.3 Business Models 
Firm’s business models are a newer explanation for BGs rapid internationalization 
(Bouncken et al., 2015). One scholar that is skeptical towards the old studies that claims that 
international knowledge and experience is important is Hennart (2014). Instead, he argues 
that choices taken in the business model is what affects BGs internationalization. Our 
empirical data gives strong support for these claims. All firms are acting in industries which 
are global by themselves: sport, IT-security, IT-s, web-based booking systems, and web-
based programs. Therefore, by being cloud-based our case firms can reach the global market 
from inception. 
  
All our case firms have standardized business models. However, the level of standardization 
varies across the firms. Three of the firms have fully standardized business models (Beta, 
Gamma, Epsilon), which means that they do not customize anything based on the markets 
they are present in (such as their service, sales, marketing et cetera). While the other three 
firms have standardized business models with customized elements (Alpha, Delta, Zeta). In 
the table below, the business models of the cases in our study is summarized. 
  
Table 10. Case Firms’ Business Models 

 
 
Alpha has a complex business model with four revenue streams, and customizes the 
marketplace towards its athlete users. Delta must customize some elements of its service to 
suit the various markets it is present in due to local laws and regulations as well as local 
customer preferences. Moreover, Delta states that their segment is not very Internet-savvy, 
which requires an active sales process from their side. For example, it has used door-to-door 
knocking and telemarketing, and made around 50 000 calls to possible customers within their 
first eight months. The same is true for Zeta, because their customers are not very Internet-
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savvy either, the firm has a sales team that calls potential customers. The firms with fully 
standardized models do not work with direct selling in that sense, because their target 
segments are more Internet-savvy. 
 
It was also seen that some resources that traditionally have been identified as important for 
BGs, were not important for the firms with fully standardized business models. Because their 
customers all over the globe have a homogenous behavior and demand the same type of 
service, international experience and knowledge are less important to them. This finding is 
consistent with the arguments of Hennart (2014, p. 126), who states that buyers of niche 
products have homogeneous taste, which enables a fast scale up. However, they all have 
experienced that when acquiring large enterprise customers, some elements of customization 
is needed. Which they felt was an issue, since they had not developed an optimal way of 
capturing value from enterprise customers just yet. All cases said that it is easy to scale on 
regular subscriptions, but harder to scale on enterprise subscriptions. Still, some cases viewed 
enterprise customers as great opportunities for future revenues, but only if they could manage 
to capture value from them in a more efficient way than they do now.  
 
On the contrary, international knowledge and experience was important for the firms with 
elements of customization in their business model. The reason for this is that the 
customization itself requires knowledge concerning specific markets. Delta, for example, acts 
in an industry that has different laws and regulations across countries. Therefore, knowledge 
and networks is more important for firms acting markets which need some customization, 
than for firms operating in markets where they can fully standardize their business model.  
 
All firms have very dynamic business models, and the case firms states that it is highly 
important for them to adapt to changes in their environment to stay competitive. As 
mentioned in the section about dynamic capabilities, all firms said that their greatest 
competitive advantage is the fact that they are such small companies, which facilitates their 
decision-making and helps them to rapidly adapt to changes in their environments. The 
importance of having dynamic business models is a finding which goes in line with the 
findings of several scholars (Sleuwaegen & Onkelinx, 2014; Rask, 2014; Abrahamsson, 
2016). 
 
Gabrielsson & Kirpalani (2012, p. 59) found that common international market entry modes 
for BGs was to alliance with a large independent licensing or distribution partner, franchising 
to international partners, setting up sales subsidiaries in foreign markets, or to gradually 
create international involvement through agents/distributors in individual countries. These 
market entry modes were not relevant to any of our case firms. Instead, most the case firms 
used MVPs as a market entry tool, and constantly developed their offering based on early 
adopters’ inputs. This is similar to the arguments by Blank (2013), who displays that the 
learning and adjusting process of business model creation emphasizes a continuous business 
model generation process by making prototypes, minimum viable products (MVPs) and then 
collecting customer feedback (Blank, 2013). Furthermore, this was true when the product was 
established on the market as well. Almost all case companies stated that they collect customer 
feedback and develop their product together with their customers. They stated that it was 
necessary to do so both to stay competitive, but also to make sure to not waste time and 
resources on producing something which their customers do not demand. Thus, customer 
collaboration is highly important for BG firms. 
 



	

	 64	

Another finding was that several of the case companies (Beta, Gamma, Delta, Epsilon) 
needed to educate their markets of the advantages of using their services. This was often done 
through content marketing. The reason why this was needed was that the firms provides such 
“revolutionary” technology so their target segments was too immature for their services, or 
needed a push to understand why they should use them. This finding is opposite to the 
arguments of Hennart (2014, p. 126), who states that firms acting in niche markets does not 
need to educate their customers because the customers tend to be knowledgeable and have 
specific tastes. 
 
To summarize, our findings indicate that the chosen business model is what determines the 
importance of resources. Linking the business model to the RBV and dynamic capabilities, 
the business model itself could be seen as an intangible asset for the firm, which should be 
constantly modified through the firm’s dynamic capabilities to suit the changing environment 
(Abrahamsson, 2016, p. 24). According to Teece (2010, p. 192) a business model alone can 
be a source of competitive advantage, but only if it is inimitable. It could be in regards to 
intellectual property protection or that it involves complex processes or network relationships 
that are hard for competitors to copy. Regarding our empirical data, it is not intellectual 
property that makes a business model inimitable. Rather, it is the firm’s unique human capital 
and ability to constantly change its offering to suit customer needs. Further, as our empirical 
data implies, it is not the resources themselves that make a business inimitable and 
competitive, but rather how the resources are put together in the business model.		
 
Dunford et al. (2010, p. 669) claims that the best solution for firms’ international expansion is 
to replicate their business model and apply it to many different markets simultaneously, and 
make customization to local preferences. However, in the case of this study, we could see 
that it was less resource-demanding for the firms with fully standardized business models to 
scale in many markets simultaneously. Almost all interviewees referred to a fully 
standardized business model to be one of the main success factors of their international 
scalability. Delta, which is the least international firm, stated that to scale up more globally, 
they need to figure out a better way to standardize their business model.  
 
5.4 Barriers to Internationalization for Born Global Service Firms 
Our findings regarding the BGs’ barriers to internationalization generated various results 
across our case companies. Our expectation was that the barriers for firms with fully 
standardized models (Beta, Gamma, Epsilon) would be similar, and that the barriers for the 
firms with standardized models with customized elements (Alpha, Delta, Zeta) would be 
similar. However, this is not the case. In table 11, on the next page, it is seen that the 
perceived barriers to internationalization varies heavily across our case companies, and that 
no clear pattern is seen. 
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Table 11. Findings Concerning Born Global Service Firms’ Barriers to Internationalization	

 
 
There are no clear pattern or obvious connections regarding interviewees’ own perceived 
barriers either. In addition to the traditional SME barriers highlighted in red, Alpha 
experienced language barriers. Beta experienced a lack of manpower in general to be a hinder 
to scale up internationally, because human capital requires quite extensive financial capital. 
Gamma experienced no barriers to internationalization at all, and says that the reason for this 
is that the Internet is global and its customers has homogenous taste. Delta wants to have 
local staff on the ground in the markets they are present in, this is however seen as a quite 
large obstacle for rapid internationalization. Epsilon said that it would be great to have 
language skills of the markets it is present in. Finally, Zeta said that it does not dare to enter 
the most competitive markets because of the risk of being spotted by large capital intensive 
competitors that can outperform them. It also experiences language barriers in some markets. 
These various results imply that more research should be conducted on what type of barriers 
to internationalization BGs perceive. 
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6. Conclusion & Discussion 
In this chapter, we will tie together the entire study by presenting our main research findings, 
and finally answering the study’s research questions. Followed by a declaration of our 
theoretical and practical contributions. Lastly, suggestions for future research are presented. 
 
6.1 Main Research Findings 
This study was conducted to explore what factors are important for enabling 
internationalization for Swedish BG Internet-based service firms. As well as to investigate if 
the perceived barriers to internationalization for SMEs applies to these firms. To fulfill this 
purpose, we conducted a qualitative case study with six firms. Based on the analysis we have 
derived to these main findings: 
 
Resource-Based View 

• The founders have front edge competence and knowledge in their respective area, 
which enabled them to identify a gap in the market and subsequently launch their 
firms. International experience of the entrepreneurs seemed to play a less important 
role, those who mentioned international experience referred to the network it brought 
rather than knowledge. 
 

• Financial capital was highly important for all firms’ internationalization, except for 
Gamma, which in turn had focused heavily on bootstrapping.   
 

• All firms identified human capital as the most important resource. Technology and 
programming knowledge was also mentioned as a key factor to success. 
 

• The relational resources play an important role for all the BGs in some sense or 
another.  

  
Dynamic Capabilities 

• All companies have well-developed dynamic capabilities and work closely with users 
and customers to identify changes in the market and in consumer behavior. They all 
showed an ability to respond to changes within days or weeks and the firms explain 
this as something mandatory to be, and stay, competitive. 

 
Business Models 

• Our main finding is that the business model controls everything. What resources are 
important are based on whether the firm has a fully standardized or partly customized 
model. Fully standardized models do not need resources such as international 
knowledge and experience, while customized models do. However, all interviewees 
mentioned that customization is often needed to large customers, regardless of the 
business model. The business model also must be highly dynamic to stay competitive, 
and all firms display well-developed dynamic capabilities. 

 
• The service provided by every case firm is cloud-based, which in turn makes it global. 

This has been the number one reason for all the BGs to not restrict themselves to 
geographical areas. 

 
• All firms in this study have standardized business models (more or less), which 

enabled their rapid international scale up. 
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• Some firms expressed willingness to get more local anchoring when they grow 

internationally to provide better customer support in terms of language and time 
zones. 
 

• Every case firm in this study used some sort of MVP as a market entry tool in their 
go-to-market plan, and developed their service together with their customers by 
interacting with them online. 
 

• Several of our cases stated that they need to educate their target markets about their 
products due to immature markets or revolutionary technologies. This was often done 
through content marketing. 

  
Barriers to Internationalization  

• The traditional barriers to internationalization for SMEs does not fully apply to the 
BGs in this study. The findings are randomly scattered and no pattern or conclusions 
can be drawn from them, which indicates that more research is needed in this area. 

  
6.2 Concluding Discussion 
The main findings of our research lead us to finally being able to answer the research 
questions of this study. 
  
6.2.1 Findings Related to Research Question 1 
RQ1: What important factors enable internationalization for Swedish born global Internet-
based service firms? 

  
The important factors enabling internationalization for Swedish BG Internet-based service 
firms are the formation of the business model, the level of dynamic capabilities and human 
resources (both in the form of the entrepreneur, the entrepreneurial team, and employees), 
and financial capital. The business model should be standardized to suit many countries 
simultaneously, and the firm must be able to spot and act on market changes quickly because 
of an extremely dynamic environment on the Internet. Based on these findings, we have 
revised our conceptual framework, which is displayed in figure 4 on the next page. 
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Figure 4. Revised Conceptual Framework.  
Source: Own elaboration based on the empirical data and analysis 
 
The business model controls the ability of rapid international scaling, and the type of business 
model chosen affects what internal resources are important for internationalization, which in 
turn affects the firm’s ability to create competitive advantage. Further, BGs must act on 
changes in its external environment and be highly dynamic. Thus, dynamic capabilities are of 
crucial importance for the BG firm. Once a firm has an internationally viable business model, 
that is matched with the right internal resources and dynamic capabilities, it can manage to 
cross the barriers to internationalization through competitive advantage, and become 
classified as a born global firm.  
  
6.2.2 Findings Related to Research Question 2 
RQ2: Does the traditional barriers to internationalization apply to Swedish born global 
Internet-based service firms, or are there other barriers present in their internationalization? 
  
Our findings regarding this research question generated a scattered result. Most firms were 
affected to some of the perceived barriers. However, far from all the barriers applied to these 
firms. Furthermore, no clear pattern could be discovered across the firms. Other barriers 
identified were general lack of manpower, immature markets, inadequate local language 
skills and the small size of the own firm. These findings mean that the perceived barriers to 
internationalization for SMEs does not fully apply to BG Internet-based service firms and 
that more research is needed in this field. 
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6.3 Fulfillment of Alleged Contributions 
 
6.3.1 Theoretical Contributions 
By exploring what factors are important to BG Internet-based service firms, an area which 
has not been extensively covered prior to this study, this study adds to the existing literature 
in several ways. First, it fills the gap about these firms to some extent, we have displayed that 
the human capital, dynamic capabilities, and level of standardization of the business model is 
the most important factors of these firms. Additionally, this study emphasizes the importance 
of the business model in internationalization, and that the formation of the business model is 
what enables the BG firm to become international rapidly. Therefore, our study confirms the 
arguments of many scholars to make more studies regarding the role of the business model in 
internationalization (Hennart, 2014; Bouncken et al, 2015, Abrahamsson, 2016). 
Furthermore, in this study, we have covered three large theories and have actively chosen to 
have a broader theoretical frame to understand how the theories are connected from a holistic 
perspective. Therefore, our findings give a better understanding on the connection between 
the resource-based view, dynamic capabilities, and business models in relation to BGs’ 
internationalization. Finally, we hope that following studies will be able to shed even more 
light on the business models’ connection to BGs’ rapid internationalization. Moreover, our 
findings concerning the barriers to internationalization did not generate a generalizable result. 
However, the findings indicate that more research is needed about this topic. 
 
6.3.2 Practical & Societal Contributions 
Our practical contribution with this study is that it gives entrepreneurs and/or leaders of 
newly founded Internet-based service firms in Sweden a better understanding of what factors 
are important for rapid internationalization, and how to stay competitive. We hope that they 
will take part of our findings and integrate the findings into their own way of running their 
start-ups. For example, our finding that suggest that BGs’ business models should be 
standardized to succeed globally quickly, should be of interest to entrepreneurs. Moreover, 
our findings regarding the importance of BGs’ to have dynamic capabilities goes in line with 
the findings of previous research, and should be incorporated by entrepreneurs. We believe 
that these findings can support business founders in deciding how to allocate resources, and 
acquire dynamic capabilities as well as to design a global suitable business model. However, 
we were not able to find a pattern regarding the barriers to internationalization BGs perceive. 
Nevertheless, we could display that all the perceived barriers to internationalization for SMEs 
don’t apply to BGs. Because of our scattered result, we can conclude that more research is 
needed in this area to help policy-makers create a better business environment for these types 
of firms. 
 
6.4 Recommendations for Future Research 
Based on the main empirical findings and our conclusions, we propose future research in the 
following areas: 

• Our main finding is that the BG business model itself is what decides the resources 
important to BGs, which contradicts traditional theories. Therefore, more research on 
the explanation of BGs internationalization in relation to their business models should 
be conducted. 
 

• To confirm if our findings regarding that firms with fully standardized business 
models do not need resources such as international experience and knowledge are true 
are true for a wider population, a quantitative study with a larger sample should be 
conducted. 
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• Our findings regarding the perceived barriers to internationalization for SMEs 

generated an ambiguous result. Most firms were affected to some of the perceived 
barriers. However, far from all the barriers applied to these firms. None of the barriers 
was existent for Gamma, for example. Thus, we recommend conducting more 
research in this area to understand what barriers these firms have in their 
internationalization. This research is important for decision-makers to have as a 
groundwork when making facilitating policies for BG firms. 

 
• A similar study could be conducted in countries very different to Sweden to see if it 

would generate a similar result. A proposal is to hand out an identical study in some 
of the BRIC-countries (Brazil, Russia, India, and China) to see if the same results are 
found in those countries. 

 
• Several of our case firms are Software-as-a-Service firms, which is a rapidly 

increasing field of business (Casey & Hagen, 2015). Therefore, we believe that it 
would be fruitful to conduct more research on these types of firms. 
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7. Quality Criteria 
There are two criteria that researchers must consider when analyzing results from qualitative 
research: authenticity and trustworthiness (Bryman & Bell, 2011; Tobin & Begley, 2004). 
Authenticity refers to if the research is genuine and represents what it is supposed to 
represent (Tobin & Begley, 2004, p. 392). A study is considered trustworthy when there is 
evidence for the empirical findings, and when arguments based on these findings are strong 
(Bryman & Bell, 2011, p. 395). These criteria have been considered when collecting and 
interpreting data throughout this study. In this section, our report will be discussed in 
relation to these criteria. 
 
7.1 Authenticity 
The authenticity of research is comprised of five sub-criteria: fairness, ontological 
authenticity, educative authenticity, catalytic authenticity, and tactical authenticity (Bryman 
& Bell, 201, p. 398-399). Fairness concerns if the research has represented different 
viewpoints of members in the social setting of the research sample (Bryman & Bell, p. 398, 
2011). 
  
Bryman & Bell (2011, p. 399) describes ontological authenticity to be when the research help 
members of the social setting to achieve a more comprehensive understanding of their 
environment. The educative authenticity is supposed to help the members to acknowledge the 
perspectives of other members in the social setting. The catalytic authenticity refers to if the 
research has given the members an incentive to change. Finally, tactical authenticity refers to 
the actual impact on the members’ likeliness to change and if the study has helped them to 
make the necessary changes implied by the study (Bryman & Bell, 2011, p. 399). In the case 
of this study, we claim that fairness is the only relevant criterion of these criteria. The reason 
for this is that the other criteria are more related of how the study has affected the 
participants, and their willingness to change. Which is not the purpose of this study. 
  
In this study, we have only interviewed one person from each firm, which might have 
affected the result. If we had interviewed more individuals in the firms, there is a possibility 
that we had received other answers. However, we still believe that the person we have 
interviewed was the best interviewee since they had been involved in taking all the executive 
decision for their respective firm from the beginning. The only interviewee that had not been 
in the firm from inception was the CIO of Beta, but he was very knowledgeable regarding the 
internationalization and decisions before he was recruited into the firm. Therefore, he could 
provide us with important information even though he had not been in the firm from the 
outset. 
 
7.2 Trustworthiness 
Trustworthiness is comprised by four sub-criteria: transferability, credibility, dependability, 
and confirmability (Eriksson & Kovalainen, 2008, p. 294). 
  
7.2.1 Credibility 
Credibility indicates if the researchers have measured what they actually set out to measure, 
and the degree of confidence others can have on the research findings (Graneheim & 
Lundman, 2004, p. 109; Eriksson & Kovalainen, 2008, p. 294). Because data from case 
studies can be interpreted in several ways, scholars argue that it is important to validate 
empirical findings with the interviewees (Riege, 2003, p. 81; Shenton, 2014, p. 68). This was 
especially important in our case since the interviews were held in Swedish and then translated 



	

	 72	

into English. Thus, the translation of the interviews could represent a barrier to credibility. To 
limit this potential issue, we were very accurate when translating the interviews. The 
empirical findings for each case company were also sent out to the respective interviewee, to 
get confirmation from the interviewees that we had made the right interpretations of their 
statements. By doing this, we got our respondents validation that our empirical findings were 
correct and that nothing were taken out of context. 
  
Moreover, researchers should incorporate tactics to ensure that the interviewees answer 
truthfully in interviews (Shenton, 2004, p. 66). As mentioned previously, we had some 
interviewees who wanted to be anonymous in the study and because of this we decided to 
make all case firms anonymous in this study. Our hope is that the confidentiality encouraged 
our respondents to answer our questions truthfully. Additionally, we made it clear for each 
interviewee that he/she could withdraw from the interview at any point. Meaning that 
interviewees hopefully felt comfortable with refraining from answering a specific question 
instead of fabricating an answer. 
  
7.2.2 Transferability 
The transferability of qualitative research refers to if the findings can be applicable to other 
settings (Shenton, 2004, p. 69; Cope, 2014, p. 89). The ambition of this study has not been to 
generalize our findings to a wider population, as discussed throughout the report. Instead, the 
purpose is to generalize our findings to the chosen theories and within the sample cases.  
 
To give readers a chance of comparing the findings of a study with those they have seen in 
other reports or cases, researchers must provide readers with a proper understanding of the 
phenomenon that are being researched (Shenton, 2014, p. 70). In this report, we have given a 
solid theoretical framework and explained the phenomenon of BGs in-depth. Thus, it is our 
hope that readers will have a good understanding of the topic while reading this thesis. 
Further, Shenton (2014, p. 70) states that researchers should provide solid background 
information concerning the following issues to aid the transferability of research: 

• The number of organizations taking part in the study and where they are based; 
• Any restrictions in the type of people who contributed data; 
• The number of participants involved in the fieldwork; 
• The data collection methods that were employed; 
• The number and length of the data collection sessions; 
• The time period over which the data was collected. 

 
The reason for why these things should be provided is that it gives the reader an 
understanding of the context of the study, which in turn can help the reader decide if the 
findings are transferable to other settings (Shenton, 2014, p. 70). Throughout our thesis, all 
these aspects are discussed. We believe that we give the reader a good foundation to decide if 
he/she thinks that the results of the study are transferable. Furthermore, Graneheim & 
Lundman (2004, p. 110) states that using quotations when displaying empirical findings in 
qualitative studies gives the reader an opportunity to analyze and interpret the findings of the 
research themselves. Thus, doing so is supposed to increase a study’s transferability. This is 
also something that we have done in our thesis, quotations from the collected raw data was 
used heavily in our empirical findings-chapter. Therefore, even if our aim wasn’t to 
generalize our findings to a wider population, we have given the reader an opportunity to 
decide for him/herself if the results can be transferable.	
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7.2.3 Dependability 
Dependability refers to the extent that the study could be replicated by other researchers and 
generate similar findings (Shenton, 2014, p. 71). Researchers should provide the readers with 
in-depth information of the whole research process. In the methodology chapter, we have 
given detailed information regarding the whole research process. Which includes everything 
from our scientific method decisions such as our epistemological and ontological views, to 
our practical method choices such as our sampling and analysis method. The interview guide 
used in all interviews is also provided, so other researchers could use the same questions as 
we did if performing a replicating study. However, since we used semi-structured interviews, 
all questions asked and topics covered during our interviews cannot be found in the interview 
guide. Therefore, there is a risk that other researchers would not have asked entirely the same 
questions as we did, and because of that, not receive the same answers as we did. However, 
all interviews have been both been audio recorded and transcribed. Thus, looking at the 
transcriptions, others could easily replicate the study.	
 
7.2.4 Confirmability 
Confirmability refers to how much researcher bias has affected the study, which means to 
what extent the researcher’s own motivations and opinions have affected the study (Shenton, 
2014, p. 72). In this study, we have discussed our own preconceptions in section 3.1 to 
display our own relation with the topic. Since both of us have an interest in the topic from 
before, we have been careful when compiling the findings. All findings are based on 
empirical data, and was analyzed cautiously through a cross-case analysis. Moreover, as 
previously mentioned, we have used many quotations from respondents in the empirical 
chapter. Which displays the interviewees own statements, rather than our interpretations. 
During the analysis, we were deliberate that the inferences made was based on the empirical 
data, rather than our own judgement. Furthermore, the recorded data, transcriptions et cetera 
will be kept safe until the thesis has been accepted, since it might be needed for quality 
checking by the examiner (Riege, 2003, p. 83). 
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8. Ethical & Societal Considerations 
In this final chapter, we state what type of ethical and societal considerations have been 
taken in this research. 
  
Researchers must consider ethics when conducting research (Saunders et al., 2009, p. 183). 
Ethics refer to the suitability of the researcher’s behavior in connection to the participants of 
the study. According to Saunders et al. (2009, p. 185), there is several ethical issues 
researchers must consider when conducting a study: 

• Privacy of possible and actual participants 
• Voluntary nature of participation and the right to withdraw partially or completely 

from the process 
• Consent and possible deception of participants 
• Maintenance of the confidentiality of data provided by individuals or identifiable 

participants and their anonymity 
• Reactions of participants to the way in which you seek to collect data, including 

embarrassment, stress, discomfort, pain and harm 
  
We have taken ethical considerations throughout the whole research process. In the first 
contact with our interviewees they were informed about both the objective and intention 
behind our research. Further, Yin (2014, p. 78) states that researchers can be ethical in a case 
study by providing the interviewees with a consent form with information regarding their 
voluntary participation, ability to end the interview at any time, refuse from answering 
particular questions and that their confidentiality and privacy are cared for. Before each 
session our interviewees were given a consent form with information regarding the interview, 
and the fact that they could withdraw or refuse to respond to any question at any time (more 
details can be found in Appendix 1). Because the research concerns the internal factors and 
structures of the internationalization for BGs, some information disclosed was of sensitive 
character. To facilitate a generation of honest and deep answers from the interviewees, we 
tried to create a secure environment to make the interviewees feel comfortable telling us 
sensitive information. Moreover, we made sure to stay neutral and not reacting with neither 
positive nor negative reactions during the interview session. By doing this, we created an 
opportunity for the interviewees to feel secure about their involvement in the study and 
letting them be in charge. 
  
Common ethical dilemmas in qualitative studies arise in the data collection and from the 
distribution of findings (Merriam, 2009, p. 230). As mentioned throughout the report, great 
caution has been taken to keep the research participants anonymous. The name of the 
interviewees and their respective firm have been coded in all our transcriptions, and their 
actual names are not stated anywhere. We respect the fact that these firms don’t want to state 
their names explicitly in this research. By excluding the companies names we have removed 
the risk that they will be searchable by name, and it should not be possible for external parts 
to abuse the company-specific information in our report. Further, we have refrained from 
publishing sensitive information about our respondents’ customers’ names and prices. Which 
may be of interest to competitors, and might have a negative impact on our respondents due 
to this. Additionally, as mentioned in section 3.5.7, all information displayed about the case 
firms in this thesis is cross-checked and approved by our interviewees. 
  
In this case study, we have followed the thesis manual and the expected learning outcomes in 
accordance with the requirements for a degree project at the Umeå School of Business and 
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Economics. By this we have actively avoided plagiarism through using correct referencing 
and making sure to cite other scholars in a proper manner, not taking their findings out of its 
context or changing its meanings. 
  
We have tried our best to act in an objective way during the full execution of our study to 
stay consistent with the ethical considerations. Because our study involves real human 
beings, we see a great importance of always staying ethical towards our interviewees. Yin 
(2014, p. 77) mentions that the ethical considerations is of extraordinary importance when 
your study includes human subjects. In the interviews, we ask very personal and intimate 
questions about their way of running their businesses, so it has been very important for us to 
respect and protect their answers.  
  
To get a study that is ethically accepted, researchers must act in a trustful way and promote 
accuracy throughout the entire research process. They must also promote objectivity by not 
misrepresenting data and findings (Saunders et al., 2012, p. 231). In this study, we have tried 
to overcome this as much as possible by transcribing all interviews and sending the empirical 
findings in every case company to the respective interviewee for confirmation that our 
interpretations was correct. This helped us to reduce the risk of biases, misinterpretation and 
misrepresentation of data. Hence, we have really tried to present the empirical findings in an 
accurate way. However, there will always be subjective elements in a qualitative research, 
meaning the that researchers’ subjective judgments and values will influence the study to 
some extent. Our values and thoughts will of course be evident in the analysis and the 
conclusion section even though we have tried to be as objective as possible.  
  
This study concerns globalization, which is a subject that highly affects all members of the 
society in various ways. As mentioned in the problem background, exporting firms employ 
more people, have higher turnover, profit and productivity five years after inception than 
other types of companies. Which mean that BGs are an important part of the Swedish 
economy. Therefore, by conducting this study we provide knowledge that can contribute to 
the Swedish society’s socioeconomic progress, if entrepreneurs and policymakers act upon 
our results.  
 
In this thesis, all participating companies and interviewees are kept anonymous. However, as 
a reader, one might figure out which company is hiding behind the Greek letter, as the case 
companies are so niched and alone in what they do. Therefore, one potential negative impact 
that could arise from this study is if someone wish to abuse the information about our case 
companies. Nevertheless, the society can benefit from our study by knowing inside 
information about international start-ups and their internal resources, capabilities and 
business models. It could trigger readers to start similar businesses and enter the market, 
which would have a positive impact on the society as a whole. 
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Appendix 
 
Appendix 1. Interview Consent Form - English/Swedish 

 
ENGLISH 
 
Consent for Participation in Interview 
I accept my participation in this study conducted by M.Sc International Business & 
Economics students Anna Burman and Ida Stjernström. I understand that the study is 
designed to gather information about the internationalization of small businesses. 
  
● Topics that will be discussed are the company's resources, business model, 

competitive advantages and how these relate to your international presence. 
  
● My participation in this study is voluntary. If I feel uncomfortable in any way during 

the interview session, I have the right to avoid answering the question or terminating 
the interview. 

  
● The interview will take about 1 hour and will be recorded. Audio recording will be 

used for analysis purposes and treated confidentially. After the audio recording has 
been analyzed, it will be deleted. 

  
● I understand that my participation is anonymous and that my (and my company) name 

will not be mentioned in the study. 
  
● I feel confident in my participation in the study and all my questions have been 

answered. 
  
● I have the opportunity to request a summary of the study results (earliest in June). 

  
● I will receive a copy of this consent form by email. 

  
  
Name of participation: 
Signature: 
Date: 
  
-------------------------------------------------- 
We have explained the project and the consequences of being interviewed to the interviewee 
and believe that he/she understands the meaning of his/her participation. 
                                                                                                                                        
Name of interviewers: 
Signature: 
Date: 
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SWEDISH 
 
Samtycke för deltagande i intervju 
Jag godkänner mitt deltagande i denna studie utförd av M.Sc International Business & 
Economics-studenterna Anna Burman och Ida Stjernström. Jag förstår att studien är utformat 
för att samla information gällande internationalisering av små företag. Ämnen som kommer 
att diskuteras är företagets resurser, affärsmodell, konkurrensfördelar och hur dessa hänger 
ihop med er internationella närvaro. 

  
● Mitt deltagande i denna studie är frivillig. Om jag känner mig obekväm på något sätt 

under intervjusessionen, har jag rätt att undvika att besvara frågan eller att avsluta 
intervjun. 
  

● Intervjun kommer att ta cirka 1 timme och kommer att bli inspelad. Ljudupptagningen 
kommer att användas i analyste och behandlas konfidentiellt. Efter att 
ljudupptagningen blivit analyserad kommer den att raderas. 

  
● Jag förstår att mitt deltagande är anonymt och att mitt (och mitt företags) namn inte 

kommer att nämnas i studien. 
  
● Jag känner mig trygg i mitt deltagande i studien och alla mina eventuella frågor har 

blivit besvarade. 
  
● Jag har möjlighet att begära ut en sammanfattning på studiens resultat (tidigast i 

juni). 
  
● Jag kommer att få en kopia av detta medgivande via email. 

  
  
Namn på deltagande: 
Signatur: 
Datum: 

  
------------------------------------------------------------- 
Vi har förklarat projektet och konsekvenserna av att intervjuas för att den intervjuade och tror 
att hen förstår innebörden av sin delaktighet. 
                                                                                                                                        
  
Namn på intervjuare: 
Signatur: 
Datum:       
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Appendix 2. Interview Guide - English/Swedish 
 

ENGLISH 
 
Theme 1: Introduction 
● Can you introduce yourself: who you are and your background? 
● What is your role in the company? 
● Can you briefly describe the company? 
● How long has the company been existing? 
● What is your international presence today? 

  
Theme 2: Resource-Based View 
● From your point of view, what resources were most important to start up the 

company? Follow-up question: Why was this important? 
  
Financial capital 
● How are the firm funded? External / internal capital? 
● What role does financing play in your internationalization? 

  
Human capital 
● What role have the know-how and expertise of your staff played for the firm’s 

internationalization? 
● How has your own role as an entrepreneur influenced the firm’s internationalization? 

Follow-up question: Do you think your international experience / vision / background 
/ education etc. was a necessity for the firm's internationalization? 

  
Organizational Capital 
● What does your organizational structure look like? → corporate culture, leadership 

style, etc.? 
● How has this affected your internationalization? 

  
Technological capital 
● How have technological resources such as R&D and product technology influenced 

your internationalization? 
● Do you have any patents, copyrights etc that are important for protecting your 

intellectual property? 
  
Relational capital 
● What does your network look like? (Personal network, customers, resellers, partners, 

competitors, etc., personal vs. professional network) 
● How has the firm’s network affected your internationalization? Follow-up question: 

Would internationalization been possible without your network? 
● Do you have any thoughtful strategy about acquiring customers? (For example, go for 

large enterprises or build a customer base with smaller companies?) 
  
● In your internationalization process, were there resources you did not have but felt 

that you needed to succeed better? 
● Which of the company's resources we discussed has been most important in the firm’s 

internationalization process? 
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Theme 3: Dynamic Capabilities 
● How do you spot changes in the market? 
● How do you deal with market changes? (e.g. develop new products, changes business 

model, acquires new partners, etc.). 
● Has your business model changed anything since you started the company? 

 
Theme 4: Business Model 
  
Value Creation 
● What value is created for the customer through your service? 

  
Value Delivery 
● From what channels can a customer buy your product? 
● How do you market yourself today and show your value to the customer? 
● Do you customize your marketing mix for different countries? 
● How did your go-to-market plan look like? (For example, MVP, develop product with 

customer, standardized service) 
  
Value Capture 
● What does your payment model look like? 

  
● Do you customize your business model based on the different countries in which you 

operate? 
● What role do you think your business model has in the firm’s internationalization? 

  
Theme 5: Barriers to internationalization 
● What challenges do you think of when scaling up your internationalization / business? 

  
Discuss around the barriers below: 
1. Shortage of working capital to finance exports 
2. Identifying foreign business opportunities 
3. Limited information to locate/analyze markets 
4. Inability to contact potential overseas customers 
5. Obtaining reliable foreign representation 
6. Lack of managerial time to deal with internationalization 
7. Inadequate quantity of and/or untrained personnel for internationalization 
8. Difficulty in matching competitors’ prices 
9. Lack of home government assistance/incentives 
10. Excessive transportation costs 
  
Follow-up question: If you have not experienced these barriers, have you experienced any 
others? 
  
Theme 6: Competitive Advantage 
● What competitive advantages do you have towards your competitors? 
● What do you think these competitive advantages are due to? 
● How have these competitive advantages influenced your internationalization? 
● What will you do to maintain these competitive advantages in the future? 
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Theme 7: Conclusion 
● In conclusion, what would you say are the main factors that made it possible for you 

to become international based on the discussion we had today? 
 
SWEDISH 

 
Tema 1: Inledning 
● Kan du presentera dig själv: vem du är och din bakgrund? 
● Vad är din roll på företaget? 
● Kan du kort beskriva företaget? 
● Hur länge har företaget funnits? 
● Hur ser er internationella närvaro ut i dagsläget? 

  
Tema 2: Resource-Based View 
● Från din synvinkel, vilka resurser var viktigast för att kunna starta upp företaget? 

Följdfråga: Varför var denna viktig? 
  

Financial capital 
● Hur är ni finansierade? Externt/internt kapital? 
● Vilken roll spelar finansiering i er internationalisering? 

  
Human capital 
● På vilket sätt har personalens know-how och expertis spelat roll för er 

internationalisering? 
● Hur har din egen roll som entreprenör påverkat er internationalisering? Följdfråga: 

Tror du att din internationella erfarenhet/vision/bakgrund/utbildning mm var en 
nödvändighet för företagets internationalisering? 

  
Organizational capital 
● Hur ser er organisationsstruktur ut? → företagskultur, ledarskapsstil mm? 
● Hur har detta påverkat er internationalisering? 

  
Technological capital 
● Hur har teknologiska resurser såsom R&D och produktteknologi påverkat er 

internationalisering? 
● Har ni några patent, copyrights etc som är viktiga för att skydda ert intellectual 

property? 
  

Relational capital 
● Hur ser ert nätverk ut? (Personligt, kunder, återförsäljare, partners, konkurrenter mm 

à Personligt vs. professionellt nätverk) 
● Hur har ert nätverk påverkat er internationalisering? Följdfråga: hade 

internationaliseringen varit möjlig utan ert nätverk? 
● Har ni någon uttänkt strategi kring kunder? (Tex. gå på dom stora jättarna eller bygga 

upp en kundbas med mindre företag?) 
 

● I er internationaliseringsprocess, fanns det resurser som ni inte hade men kände att ni 
hade behövt för att lyckas bättre? 

● Vilka av företagets resurser som vi diskuterat har varit viktigast i er 
internationaliseringsprocess? 
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Tema 3: Dynamic Capabilities 
● Hur bemöter ni förändringar i marknaden? (Tex. tar fram nya produkter, ändrar 

affärsmodellen, skaffar nya partners mm.) 
● Har er affärsmodell ändrats något sen ni startade företaget? 

  
Tema 4: Business Model 

  
Value Creation 
● Vilket värde skapas åt kunden genom er tjänst? 
  
Value Delivery 
● Genom vilka kanaler kan en kund köpa er produkt? 
● Hur marknadsför ni er idag och visar ert värde åt kunden? 
● Anpassar ni er marketing mix efter olika länder? 
● Hur såg er go-to-market plan ut? (Tex. MVP, utveckla produkten tillsammans med 

kunden, standardiserad tjänst) 
  

Value Capture 
● Hur ser er betalningsmodell ut?  

    
● Anpassar ni er affärsmodell något utifrån de olika länder ni är verksamma i? 
● Vilken roll tror du att er affärsmodell har i er internationalisering? 

  
Tema 5: Barriärer för internationalisering 
● Vilka utmaningar ser ni i att skala upp er internationalisering/verksamheten? 

  
Diskutera kring barriärerna nedan: 
1.     Brist på kapital för att finansiera exportverksamhet 
2.     Svårigheter att identifiera affärsmöjligheter på utlandsmarknader 
3.     Begränsad information om hur man kan analysera/lokalisera marknader 
4.     Svårt att nå potentiella kunder på utländska marknader 
5.     Svårt att hitta en pålitlig representant utomlands 
6.     Svårt att få ledningens tid att räcka till för att fokusera på internationalisering 
7. Otillräckligt med personal eller för oerfaren personal för att kunna hantera 

internationaliseringen 
8.     Svårigheter att matcha konkurrenternas prisbild 
9.     Brist på stöd från myndigheter i hemlandet 
10.  Höga transportkostnader 

  
● Följdfråga: om ni inte upplevt dessa barriärer, har ni upplevt några andra? 

  
Tema 6: Competitive Advantage 
● Vad har ni för konkurrensfördelar gentemot era konkurrenter? 
● Vad tror du att dessa konkurrensfördelar beror på? 
● Hur har dessa konkurrensfördelar påverkat er internationalisering? 
● Hur ska ni göra för att behålla dessa konkurrensfördelar i framtiden? 
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Tema 7: Avslutning 
● Avslutningsvis, vad skulle du säga är de främsta faktorerna till att ni lyckades bli 

internationella utifrån den diskussion vi haft idag? 
 
	
 
 
 
	


