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Abstract

Purpose - The aim of this paper is to increase the understanding of foreign market entry 

among SMEs. The model of a French established company entering the Scandinavian market 

supports this research.

Theoretical Framework - The entry modes, the Small and Medium-sized Enterprises (SMEs), 

the standardization or adaptation dilemma of the products are presented. The entry  modes are 

crucial to analyze the way corporations choose to enter a foreign country. As the case study 

used is a French SME, it  is necessary to include their advantages and disadvantages. 

Standardization or adaptation are related to the chosen entry mode and the chosen market.

Methodology  - Theory  supported by  a case study: the French company Krampouz entering 

and expanding the Scandinavian market  of cooking equipment. A number of business 

research methods are used in this thesis, such as a semi-structured interview with the 

company itself, a self-completion questionnaire with potential retailers and a secondary data 

analysis. 

Empirical Investigation - The information collected about Krampouz through the interview 

and the secondary data are split into the company background and its export strategy. Then 

the relevant data from the Scandinavian retailers are included. Finally  information about the 

Single European Market and the International Commercial Terms (Incoterms) are combined 

to narrow down the trends of export.

Findings - Entering the Scandinavian market as an European SME has to be pursued through 

exporting. Direct export appears to be the most relevant method to make business for SMEs 

in Scandinavia.

Paper type - research paper: bachelor thesis

Key words - SME, entry mode, export
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!"  Introduction

!"!" Background

The increasing growth and changes in the international markets over the past years have 

made international marketing and international strategy a particular importance for 

companies of all sizes (Albaum and Duerr, 2008). This internationalization process can be 

seen in the increasing establishment of foreign subsidiaries, international joint ventures, 

licensing agreements, international trade and many other events (Johanson et  al., 2007). 

Several factors encourage companies to go international: increasing opportunities to enter 

new markets as goods, services, technologies and ideas transfer more easily across national 

barriers; international trade usually brings substantial additional profits; costs of research and 

development of new products cannot be recovered if they are not sold internationally and due 

to the reduction of formal and informal barriers to trade, the opportunity  to gain market 

shares is continuously  increasing (Albaum and Duerr, 2008; Johnson et al., 2008). According 

to Dunning (1993), a firm location’s choice depends on the firm’s ability to create and sustain 

income-generating advantages over its competitors; therefore, firms will "seek to site their 

value-added activities at the most profitable point in space" (Dunning, 2001, pp. 177). 

Indeed, then firms can determine the most profitable places for their activities as they  take 

into account location advantages, ownership  advantages and internationalization or efficiency 

advantages (Brouthers et al., 2009).

Many theories have already been proposed to explain the attractiveness of 

internationalization, its process and the actions companies should take to establish themselves 

on foreign markets. However these theories are usually  based on large multinational 

enterprises (Gankema et al., 2000). On the other hand, few studies have been focused on 

Small and Medium-Size Enterprises, also called SMEs. According to the European 

Commission, a company  including only one or two employees are considered Small 

Enterprise, and a company consisting of up to 249 employees is considered to be Medium- 

Sized (Loecher, 2000). Due to their smaller size, these companies cannot apply  the same 

strategies as their multinational counterparts due to the difference in resources available, 

experience and network; however, contrary to the large corporations that currently  dominate 

the market, they  are less likely to get confused in bureaucratic inertia or dampen potential 
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creators’ incentive to be creative. In other words, in order to compete, SMEs try to be 

innovative and flexible to the market environment (Acs et al., 1996).

Krampouz is a French SME of thirty-nine employees, specialized in the manufacturing of 

cooking devices for both professionals and individuals. It places itself on the market of crepe-

maker and waffle-maker, plancha, cooking stone as well as work tops and emphasizes the 

quality and reliability of its devices, due to a generous policy of investment in research and 

development. Krampouz has made it to the international market, where the company  achieves 

nearly 30% of its total turnover in 128 countries (EzineArticles.com; Krampouz.com 1). In 

this competitive environment, it would be expected of Krampouz to diversify  their entry 

mode and international strategy in each different market. Surprisingly, it  is not the case, 

according to Frédéric Le Bris, export department manager of Krampouz, the company enters 

each new market using the same criteria, mode of operation and strategy.

!"#" Problem Discussion

Numerous theoretical and empirical researches have focused on the process of 

internationalization, as this subject finds a general acceptance in literature (Leonidou and 

Katsikeas, 1996). The studies carried out have enabled the development of economic theories 

on monopolistic competition, location, transaction costs and more recently on behavioral 

approaches (Johanson et al., 2007). In overall, the internationalization process can be 

described as a gradual development taking place in several, distinct stages based on export 

intensity, distribution, market selection and global orientation (Øystein et al., 2002); in other 

words as "a gradual acquisition, integration and use of knowledge about foreign markets and 

operation and a […] successively  increasing commitment to foreign markets" (Johanson et 

al., 1977, pp. 36). According to several authors such as Bilkey and Thesar (1977), Cavusgil 

(1980) and Reid (1981), the internationalization process follows a series of five stages: 

domestic marketing, where the firm is only considering the domestic market; pre-export, 

where the firm starts looking for information and evaluates its export abilities; experimental 

involvement as it starts exporting on a small basis; active involvement where it  undergoes a 

systematic effort to increase sales and therefore develop  a suitable organizational structure; 

committed involvement, when the firm is heavily dependent on foreign exports and activities. 
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To go international means to adopt a specific international strategy between simple export, 

multidomestic, complex export and global strategy. This has to be done by  analyzing 

information from a particular framework composed by the international drivers and the 

sources of competitive advantage. According to Yip (2003), the direction of these trends are 

known as "internationalization drivers" which will influence the path that the development of 

the international strategy should follow. Moreover, it  is crucial to know where the 

competitive advantage of a company  comes from (Kogut, 1985). This source can be national, 

based on the company's home country and international, based on the value network overseas 

(Johnson et al., 2008). Once the strategic orientation is decided, as the figure 1 shows, the 

company has to determine the market selection and the mode of entry.

Figure 1. International strategy framework

Source: Johnson et al. (2008). 'Exploring corporate strategy: text and cases', 8th ed. Harlow: Financial Times 

Prentice Hall, London.

There has been many studies into this area, even though they are limited in their application 

as they tend to focus more on multinational corporations than on Small and Medium-sized 

Enterprises (SMEs). Indeed, corporations are in the media spotlight regarding current 

discussions about multinational company  mergers, global player philosophy, shareholder 

value management, and design of macroeconomic finance and employee policies (Loecher, 

2000). On the other hand, the field of small and medium-sized companies has surprisingly 

been neglected over the years: it is relevant to bear in mind that the SME is the most familiar 

type of company worldwide (99% of companies in the European Union) and that nowadays 
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multinational corporations also began as small businesses (Acs et al., 1996; Loecher, 2000). 

For decades, multinational companies have dominated the international market, as SME were 

not able to cope with two key factors of the international market environment: property  rights 

and barriers of entry (Acs et al., 1996). However, studies about them going international are 

likely to grow in importance as entering market is increasingly attractive since goods, 

services, technologies and ideas are moving more easily across national barriers (Albaum and 

Duerr, 2008).

Indeed, in contrast with their multinational counterparts, small and medium-sized companies 

only can have limited operation abroad as the barriers to entry are, as a rule, higher for small 

companies than for large corporations. These barriers can be natural: different legal system, 

language and culture make international business risky for SMEs (Acs et al., 1996). 

Moreover, small companies are less able to take multidomestic approaches than bigger firms, 

as they  often lack the sufficient scale in their operation worldwide (Øystein et al., 2002). 

Therefore the market selection and the choice of entry  mode for the targeted area are crucial 

for a SME when it is expanding its activity  internationally. In the case of the French company 

Krampouz, their next target is the Scandinavian market: there is a certain number of 

advantages to it, for example it is mainly being part of a free trade area - the Single European 

Market - that would make the market penetration easier, the presence of a strong and stable 

market and a certain cultural similarities concerning the products sold (Golob and Podnar, 

2005; Mu!etescu et al., 2008). This case study  is one example of the internationalization of a 

SME through the Scandinavian market in cooking equipment, which can be extended in some 

points to broad European SMEs.

!"#" Purpose

The aim of this paper is to increase the understanding of foreign market entry among SMEs. 

The model of a French established company entering the Scandinavian market supports this 

research. 

$%&'()*+) ) ) ) ) ) ) ) ) ) ) )))))))))))))))))#,-,.-!!

/-.0



!"#" Research Question

What entry mode European SMEs could adopt to expand a market in Scandinavia?

!"$" Delimitations

The first delimitation concerned the international strategy  process. Once a company knows its 

advantages and what push it toward international expansion, it  has to choose a particular 

market to enter, geographically speaking. This paper is going deeper and is only focused on 

what is following this choice: the mode of entry  to this selected market. Even though market 

selection and mode of entries are closely  intertwined, this paper is focused on how to enter 

and expand a foreign market for a Small and Medium-sized Enterprise (SME). 

Indeed the researches are limited to smaller companies, without regard to larger corporations 

and multinationals. However that does not mean that theories from the international business 

framework and global trade are not used. Finally, the thesis is focused on SMEs through the 

adaptation of global theories.

Another delimitation concerning the researches is the fact that the theory is supported by  only 

one case study: a French SME. However this company is kept all along the thesis as a main 

guideline in order to explain how to enter and expand a market abroad, what are the 

advantages and barriers for them, how to select retailers and what entry  mode suits the best in 

this case. As Krampouz already selected their market, the study will be based on the entry 

modes that are likely to be used to handle their market penetration and expansion.

Finally, the so-called expansion is limited to the Scandinavian market by  the study of 

Swedish, Danish and Norwegian potential retailers that a SME as Krampouz could use. 

Focused on the European Single Market and more precisely the North, the different culture 

and language delimitations changed the way of doing business for a company becoming an 

international player.

%&'()*+#* * * * * * * * * * * *****************,-.-$.!!

/.$0



!" Theoretical Framework

There are attractive and repulsive aspects that need to be analyzed through various analytical 

tools that help to know the market and competitive characteristics (Ghauri et al., 2006). The 

PESL framework, standing for Political, Economic, Social and Legal environmental 

influences, analyzes the broad macro environment of a company (Johnson et al., 2008). The 

CAGE framework identifying the country's attractiveness defined by  their Cultural, 

Administrative, Geographic and Economic distances (Ghemawat, 2007) is explained deeply 

in the Appendix 1. The Porter's five forces is another tool presented in the Appendix 2 that 

looks at the competitiveness of a market through the threat of entry, the rivalry  among 

existing competitors, the threat of substitute products or services, the bargaining power of 

customers, the bargaining power of suppliers (Porter, 1980; Porter 1990). Those three 

analytical tools helped the companies to select  a market, then they have to select an entry 

mode.

!"#" International Market Entry Modes 

When a corporation intends to enter the international market, it must be concerned about the 

entry  mode, which illustrates the measures that a company takes to enter a new country  or 

market. International market entry  mode is about the different solutions the company can take 

to deliver its products, technology, management methods, human resources and monetary 

capital into new targeting country or market (Albaum and Duerr, 2008). For multinational 

corporations, different kinds of entry  mode indicate dissimilar levels of control, commitment, 

involvement and risk. There are the export mode, the licensing, the contract manufacturing, 

the joint ventures and the foreign direct investments. (Albaum and Duerr, 2008)

The export mode explained below, seems to be the most uncomplicated and easiest trading 

behavior to deliver products or technology to foreign countries. This method can help  the 

corporation to penetrate directly and quickly  into global markets with less investment (Root, 

1994). It can also help companies achieve regional advantages and economies of scale. 

Indeed, corporation can receive feedback directly  and rapidly. However sometimes some 

customs and non-tariff barriers may affect the exporting, which usually leads to an increase 
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on the cost  and finally induce the company to lose competitive advantages. (Albaum and 

Duerr, 2008) Finally, the second part is related to the other entry modes.

!"#"#" Exporting

Exporting entry mode means that products of a corporation are manufactured in domestic 

country  and then delivered to international market through a specific channel. This is a 

traditional method to enter international market, which is also the most universal way. In fact, 

there are two forms of exporting entry  mode: direct  export and indirect export  entry mode 

(Ghauri et al., 2000).

!"#"#"#" Direct Export

Direct exporting entry mode means that the corporation directly  sells the products to foreign 

buyers without domestic intermediary. It can make corporation grasp  the foreign market 

trends and adapt rapidly, which will finally establish an excellent reputation into the 

international market (Root, 1994). This entry mode also enhances the control of corporation 

over the flow and price of products. However, this will demand for additional specialized 

agents and staff, which will increase the operating costs (De Burca et al., 2004). There are 

five forms of direct exporting entry mode:

First, the home country based department. Those corporations who want to export direct to 

foreign countries will have to build up some sort of export department or division in the 

home country $which will be responsible for the direct export work (Albaum and Duerr, 

2008). It may be a separate export department in charge of all exporting and relevant jobs. 

After development, it has the possibilities to become the sales subsidiary. (Katsikea and 

Morgan, 2003)

Secondly, the foreign sales branch, divided into two types: distributors and agents. The 

former directly  buys the products from corporations and hold the ownership of products 

(Albaum and Duerr, 2008).  The latter sells and markets the products instead of corporations 

in the international market. This exporting method can make company penetrate into 
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international market without acknowledging the market very  well. (Leonidou and Katsikeas, 

1996) 

Then, there is the storage or warehouse that is a necessary and profitable component for a 

foreign sales branch. It  can provide a lot of convenience for their customers and keep the 

abundant provision for the potential increasing market volume. (Leonidou and Katsikeas, 

1996)

The foreign sales subsidiary  is a marketing subsidiary  established in foreign country and 

responsible for the marketing in foreign markets. Owing to its foreign incorporation and 

domicile, foreign sales subsidiary has much more autonomy in operating marketing business. 

(Root, 1994)

Finally, the traveling salesperson is always the employee of home-country corporations. They 

are sent out by company to go aboard to conduct a business in foreign markets. (Root, 1994; 

Albaum and Duerr, 2008)

!"#"#"!" Indirect Export

Indirect exporting entry mode means to sell products to domestic exporters or export agents. 

There are two sorts of independent wholesalers: the home-country based merchants which 

could be an export merchant, a trading company or an export desk jobber and the home-

country  based agents which could be an export  commission house, a confirming house, a 

resident buyer, a broker, an export management company or a manufacturer’s export agent 

(Albaum and Duerr, 2008). The difference between the both is the degree of ownership  of 

products, in which merchants hold the ownership, however agents do not. Indirect exporting 

can take advantage of the marketing channels and experience of exporters and exporting 

agents so that the corporation can rapidly penetrate into an international market (Leonidou et 

al., 2002). However the corporation loses the control of the flow of products and cannot 

acknowledge the international market information, which makes the corporation dependent to 

exporters, and it loses the opportunity  to learn from an international market experience 

(Albaum and Duerr, 2008).
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!"#"!" Other Entry Modes

There are three other existing entry modes: licensing, contract manufacturing and joint 

venture. Licensing is a term of trade that the licensor sells the technology to the licensee 

through licensing agreements in which include the right to use the manufacturing, processing, 

trademark, patents, technical assistance and so forth, given by  the licensor. It is the best way 

to avoid the restrictions from importing countries. (De Burca et al., 2004) Contract 

manufacturing maintains that corporation empowers manufacturing company  established in 

foreign country and the corporation is just responsible for the marketing (Ghauri et al., 2000). 

Joint venture means that a new company is created between a national corporation and a 

corporation forms another country, which will lead to profit and risk sharing (Johansson et 

al., 2000).

!"!"  Small and Medium-sized Enterprise: SME

Once the market and the way  to enter it has been chosen through a specific entry mode, there 

are several differences between a large corporations and small companies. Actually there are 

some strengthens and weaknesses related to the size of the enterprise, when it comes to 

choose an entry mode. SME is an acronym for Small and Medium-sized Enterprises. The 

criterions for measuring the SME are diverse. Most countries consider the quantity  of staff, 

while some consider market share as the standard for distinguishing the SME (Knight, 2001; 

De Burca et al., 2004). According to the European Commission, the standard definition of 

SMEs in Europe is: 0-9 employees is micro-sized, 10-49 is small and 50-249 is medium-sized 

(Loecher, 2000). 

Small and Medium-sized Enterprises play an essential role in the development of the 

economy because they are a major source of entrepreneurial skills, innovations and 

employment in a country’s economic activities (Johansson et  al., 2000; De BurcaDe Burca et 

al., 2004). Although they lack the capabilities, market power and other resources that 

multinational companies have, due to their smaller size, SMEs are the engines of national and 

global growth (Acs et al., 1996). Moreover, they are likely to play an important role when 

they  will evolve in the future, as it is relevant to bear in mind that  nowadays large 

multinational companies began as SMEs themselves (Acs et al., 1996). Advantages and 
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disadvantages of SMEs are different from other companies. The next part develops these 

aspects while the second part is focused on the process of going international with a SME.

!"!"#"  Advantages and Disadvantages of SMEs

Due to their relatively small sizes, SMEs present disadvantages when compared to their 

larger counterparts, as a they have to conduct business with a limited number of employees, 

resources and capabilities and usually have to face higher barriers, which is inconvenient to 

control their overseas’ activities (Acs et  al., 1996; Johansson et  al., 2000). The main 

disadvantage of SMEs is that they have lesser access to capital than larger firms, which lead 

to a lesser capacity in acquiring information and establishing reputation as these two 

activities are costly and subject to various environmental hazards (Acs et al., 1996). 

Moreover the lack of workforce with administrative, operation and marketing skills reduces 

the access to the market and may force the SMEs to begin with small scale production, which 

in turn will generate low income and profit from the innovation they might have undertaken 

(Acs et al., 1996; De Burca et al., 2004). 

However these disadvantages in production, finance, management, experience and resources 

define the competitive advantage that SMEs should strive for: innovation and the protection 

of property rights (Acs et al., 1996). According to Porter (1990), the ability  to innovate may 

be the most important source of competitive advantage. The innovation is the fundamental 

force behind a sustain improvement, as the continual development of new ideas sustains the 

growth of economies (Acs et al., 1996; De Burca et al., 2004). SMEs cannot compete with 

multinationals as equals; therefore innovation is the key of success, as it temporarily  provides 

monopolies until someone duplicate the innovation. The innovation also provides substantial 

incomes to be invested for further innovations (Acs et al., 1996). However, at first sight, 

larger companies, with access to high funds would be expected to innovate more, as they 

have the capacity to do so. However, the other advantage that SMEs have over larger 

companies concerns the protection of property rights. An innovator in a large firm has very 

few of them, as the innovation belongs to the firm, not its creator. Moreover some firms do 

not attach enough importance in talented persons, and the manager cannot adopt others’ 

opinion. Those circumstances will cause the loss of talents, losing the ability to create their 
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own features and eventually  be washed out by the competition (Rees et al., 2010). The 

consequence is that it reduces the potential creative employee’s incentives to work hard for 

the company (Acs et  al., 1996). On the other hand, thanks to fewer staff, an innovator can 

reap  the fruits of his labor as his property rights are better respected, and thus the innovation 

belongs to its creator, generating incentive for future innovations.

As mentioned above, innovation is the main competitive advantage of SMEs and their key to 

success, as it  enables them to achieve temporary monopolies (Acs et al., 1996). Therefore, it 

is logical that their capacity  to innovate is of the utmost importance and an important part of 

the resources of the company are allocated to research and development. This competitive 

advantage that SMEs have to maintain defines the requirements for the internationalization of 

small and medium-sized enterprises, as well as the prerequisite for expansion strategies and 

entry  modes (De Burca et al., 2004). However, it can also act as a double edge sword: the 

internationalization process may dampen the innovative capacities of a SME as the resources 

allocated to innovation are invested elsewhere to sustain an expansion abroad. In order to 

keep  their competitive advantage, the choice of strategies to go international and entry modes 

are more restricted: SMEs have to select the easiest entry mode to implement, as well as the 

one that is the less likely  to dampen their research and development (Acs et al., 1996; De 

Burca et al., 2004).

Despite the key advantages over their larger counterparts (innovation and property rights 

protection), SMEs have other advantages in the modern competition. As the employee’s 

number is small, the management decision-making power is centralized to the manager, 

which can make the decision rapidly  and directly convey to all the staff and carry out quickly 

(De Burca et al., 2004).  Another reason is because they are close to the market and 

consumers, a SME enjoys a flexible mechanism and a quick response; those two factors 

combined are likely to trigger a promptly reaction to the demand of consumers and satisfy 

their needs as quick as possible (Knight, 2001).
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!"!"!" Internationalization of SMEs

In regard of SMEs going international, it is important to bear in mind that they cannot apply 

the same strategy as larger firms, due to their smaller size and the lack of capabilities, market 

power and other resources (Knight, 2001). Therefore, the barriers of entry for SMEs are 

systematically  higher than for large firms as it is more expensive and complex for a SME to 

go abroad. The first element to take into consideration is that all SMEs are not meant to 

expand internationally, mainly  for two reasons: they are applying a niche strategy, which will 

provide a secured position on the market without innovation needed and that will be hard to 

take down; the second on concerns the lack of competitive advantage that would justify 

international expansion (Acs et al., 1996; Johnson et al., 2008). Considering the reasons why 

some SMEs will not go international, those expanding abroad are usually more profitable 

than those who are not because they conduct more research and development; therefore they 

produce more patented products (Acs et al., 1996; Knight, 2001).

The success of SMEs in globalization is mainly due to the formulation and implementation of 

export strategies in order to respond to the challenges and opportunities posed by  the business 

environment over the long and short term (Knight, 2001). Moreover, an entrepreneurial 

posture, in contrary to a passive attitude, is necessary in an uncertain and complex 

environment, as SMEs do not have the same resources as traditional multinationals abroad. 

An entrepreneurial approach may foster research and development, innovations and 

technology acquisition that enable the firm to pursue further innovations and respond to 

changing conditions (Knight, 2001). However, international expansion by smaller firms are 

more likely  to fail, as SMEs face higher barriers than larger firms, leading them on the path 

of export, which can be considered as an initial step toward expansion (Acs et al., 1996).

According to a study realized in 1977 by Bilkey and Tesar on the export behavior of smaller-

sized manufacturing firms in Wisconsin, one of the most important element of whether or not 

those firms underwent internationalization and export, is the receipt or non-receipt of an 

unsolicited initial export order. Answering this demand, and what the result is, triggers the 

decision to continue exporting or to stay focused on domestic market. Another important 

element in the internationalization through exporting for SMEs is the quality and dynamism 

of management and their willingness to experiment new methods and to take risks. (Bilkey 
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and Tesar, 1977). Moreover, according to Bilkey and Tesar (1977), in order to improve the 

chances of success on international market, SMEs are more likely  to focus on 

psychologically close countries, which share a rather similar way  of life, culture, language or 

financial system.

!"#" Standardization versus Adaptation

Companies entering international markets usually encounter the dilemma of choosing 

between the standardization and the adaptation of their products and strategies in the new 

market. Some companies have a liking in standardization thanks to the cost savings generated 

by scale economies, while others choose adaptation in consequence to the rapid reaction to 

the customers’ satisfaction (Albaum and Duerr, 2008).

It is obvious that these two ways when entering or developing markets present both 

advantages and disadvantages. The advantages of a standardization strategy can be explained 

by the cost reduction generated and the improved quality resulting from the process (Ghauri 

et al., 2000). The standardization can generate scale economies so that the cost of 

manufacturing products is reduced. The long-term standard producing activities can enhance 

the productivities of producing products and then make more profit. In a certain production 

range, the fixed cost won’t change a lot, while more products will share the fixed cost, which 

will finally  reduce the average cost of products (Johansson et al., 2000). The standardization 

reduces the cost of R&D new products but concerns more about the function of product itself. 

In addition, improved qualities can be inserted into the products, which will bring consumers 

more convenience. Producers try their best to maintain the durability and reliability  of 

production (Johansson et al., 2000).

A strategy based on adaptation, less based on price and quality  strategy, is focused on 

customer satisfaction and the ability  to adapt quickly to government regulation. Indeed, The 

customers in different markets have various demands for products, which needs producers 

modify  their product to meet consumers’ requirement (Johansson et al., 2000). Adaptation 

makes products manufactured under the needs of consumers. With adaptation, companies can 

be well welcomed rapidly by local consumers in foreign market. Government regulations 

$%&'()*+) ) ) ) ) ) ) ) ) ) ) )))))))))))))))))#,-,.-//

/0-.!



always become the barriers of entering international markets of manufacturers. Through 

adaptation, producers make their products accord with the regulations and requirements of 

governments. (Czinkota et al., 2007)
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!" Method

!"#" Business Research Methods

!"#"#" The Case Study Design

A research design is chosen according to what has to be studied. Actually  it depends on the 

aim of the research and the nature of the phenomenon. The results have to be reliable, valid 

and replicable. A research design gives a manner to collect and analyze data through one or 

many research methods. According to Bryman and Bell (2007) there are five major research 

designs: experimental, cross-sectional, longitudinal, the comparative and case study designs. 

All of them have advantages and disadvantages regarding to the purpose of this paper. It  is 

developed in the Table 1 below.

Table 1. Research Designs

Advantages Disadvantages

Research 
Designs

Experimental
Causal connection between 
variables
Valid

Require several studies to 
compare each other

Research 
Designs

Cross-sectional
Connection between two or 
more variables.

Limited (no causality)
More than one case required at 
one single point of time

Research 
Designs Longitudinal Understanding of changes Less reliable

Time cost

Research 
Designs

Comparative Give important insights More than one case required
Time cost

Research 
Designs

Case Study Focus on processes
What, How and Why?

Difficult to generalize
No analytical standard procedure

Source: Bryman and Bell (2007)

As the purpose of this paper is the understanding of foreign market entry  among SMEs, the 

research design has to be focused on the process. How the companies enter a market? The 

Case study design allows the possibility of studying one foreign company entering the 

Scandinavian market. The difficulty  to generalize this unique example to other SMEs can be 

alienated by using structured method of analysis. There is possibility to inquire into 

unexpected results and to make potential new discoveries.
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In order to find answers to the research question and to give support to the theory, there is a 

need for detailed information that a case study  can provide. Indeed, examining a single 

company allows an intensive analysis of the study. Qualitative and quantitative research 

methods can be used in the case study design. The different methods to collect data are 

structured interview, unstructured interview, semi-structured interview, focus group, self-

completion questionnaire, structured observation, unstructured observation, participant 

observation, non-participant observation and secondary data analysis (Bryman and Bell, 

2007).

Considered that in this paper, the data come from a case study  design, the French company 

Krampouz is the company  that is studied. Already strongly established in the French market 

in the industry of producing cooking equipment for individuals and professionals, it has 

recently  started to enter the Scandinavian market. The understanding of how this SME 

handles its contracts with retailers and how they exported their products abroad are a critical 

support to the researches.

!"#"$" The Semi-Structured Interview

All the research methods can be used in the case study design, it is also possible to use 

several of them. The more amounts of data are collected, the better it is to find answers. 

However the methods of observation are not suitable in this case as, it requires a lot of time. 

One of the methods chosen is interviewing. As the purpose of this paper is to find answers it 

needs open questions so the structured interview does not fit. Nevertheless, it is also not 

recommended to use an unstructured interview because it still needs precise answers. 

However a compromise between the both methods is the semi-structured interview, giving 

primary data and input. According to Bryman and Bell (2007), the semi-structured interview 

is referring to a broad context in which general questions are asked with latitude, without 

precise schedule. It allows the interviewer to follow the lead of the respondent, but still 

giving the direction of the interview. 

First of all, it  was decided to ask the company by e-mail if the export manager would agree to 

answer a few general questions related to the company. Once he gave his agreement, there 
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was a short discussion on Skype (free software allowing to make a video-call through an 

Internet connection) where we explained the aim of our thesis and if he would agree to have a 

longer interview in France. 

Finally, he answered more precise questions through a face-to-face interview in France. 

According to Bryman and Bell (2007), it  is composed of a series of general questions in the 

subject area but without a precise order, allowing the interviewer to react on the answers, to 

go deeper. This interview with Frédéric Le Bris, the export manager of Krampouz permitted 

to gather information about practical facts. 

The questions asked to M. Frédéric Le Bris, export  manager of Krampouz, are explained in 

the Appendix 3. As the questions are based on the theory, it allows finding answers to the 

research question. The interview lasted 55 minutes, the April 11th 2011 in the office of 

Krampouz in Pluguffan, France. In order to analyze the answers, it was tape-recorded and 

field notes were taken.

!"#"!" Self-Completion Questionnaire 

The case study design allowing to use several methods to collect data and as Krampouz 

already found some retailers that could be interested in their range of products, a survey sent 

to these prospects was conducted. The company based their researches on retailers in the field 

of cooking equipment for professionals in Denmark, Norway, Sweden and Finland. They sell 

products as fridges, barbecues, toasters, slicing machines, etc. Their clients are restaurants, 

cafes, canteen or institutions. Among all these prospects, we chose a few of them to ask them 

some questions based on a qualitative approach, in order to collect primary data.

First of all, in order to obtain relevant empirical data to the study, a careful selection of 

companies had to be made. As far as sampling goes, several criteria have to be matched: 

identify the population, develop a sampling frame and select a sample. The population is "the 

universe of units from which the sample is to be selected" (Bryman and Bell, 2007, pp. 182): 

the population was composed of all retailers present in the Scandinavian market, as it  was 
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wanted to have their point of view vis-à-vis their suppliers, whether they were SMEs or 

corporations, and what advantages and drawbacks from doing business with both of them. 

The second step was to develop a sampling frame which a listing of the different units of a 

population from which we would select or sample (Bryman and Bell, 2007). As Krampouz 

already gave a listing of retailers based on the Scandinavian market, the research of the 

different retailers was easier. Nevertheless, this list has been narrowed down so that it  was 

focused on a lesser number of companies. Several criteria were required for a retailer to be 

selected for this data collection; therefore all companies’ websites were visited, looking for 

information such as number of employees, number of products distributed, if it was also 

producing products, if it was only for professionals or individuals too, etc. 

In the end, criteria to select the sample selection were: retailers for professionals; more than 

two hundred products offered; around fifty suppliers or more; website and availability of a 

manager to send the survey to. Selecting only  retailers for professional was because they 

were more likely to have information about doing business with SMEs, both as suppliers and 

customers. The choice of a high range of products and a high number of suppliers for several 

reasons: more customers are likely to be trading with the retailer and the more suppliers they 

have, the more likely they are to be of different type (SMEs and bigger firms). Therefore, the 

retailer would be able to answer questions concerning the advantage of SMEs, as client and 

partner. The result of this prospection gave around 20 retailers.

After this sample selection, an e-mail was sent to the CEO, sales manager or whoever 

concerned person found on their website, asking them if they were willing to answer a short 

questionnaire. There was also another reason why only 20 retailers were selected: the time 

resource. It is true that with a larger size of sample, the precision is more accurate than with a 

lower number (Bryman and Bell, 2007). However, focusing on a larger number of companies 

in this research might have proven too much time consuming, a resource that was lacking.

Although twenty requests were sent, only eight companies were willing to answer the self-

completion questionnaire. The questions asked in this survey are explained in the Appendix 

4. With their answers, only the relevant information for the researches was kept. The result of 

this selection work is presented in the empirical findings.
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!"#"$" Secondary Data Analysis

Giving what have been already studied and the researches that have been made, the fact  not 

to go through the process of data collection itself is a way to gain time and directly access the 

results. A secondary analysis offers quality data, easily  available for the researchers in order 

to complete the primary  data collected through the semi-structured interview of the export 

manager of Krampouz and the self-completion questionnaire of the retailers.

The researches has been conducted to gather information concerning the Single European 

Market from the European Commission documents, and official websites, about the 

International Commercial Terms from the International Chamber of Commerce and broadly 

data about Krampouz and its competitors from newspapers and the official company website. 

These secondary data are presented in the empirical findings.

!"%" Analyzing The Data

Combining the theoretical framework with the empirical data is the method of analysis and to 

find answer of the research question. The way the findings will be analyzed has to be thought 

before starting the collection. That allows focusing on what is to be found. Then the data 

from the company Krampouz, the retailers and the information found on secondary  data has 

been combined together in two different main parts: the competitive advantage of the SMEs 

and the entry modes. The answers given by the interviewed retailers appear to be relevant in 

this research, as it  gives away the reasons why retailers enjoy doing business with SMEs. 

These chapters are based on the theories elaborated before. All findings or theoretical parts 

that appeared useless have been deleted from the paper.

!"!" Source Criticism

Before starting researches, a literature review of what have been already  done in the subject 

area eliminated the risk of making useless research. It also suggested deeper research 

question. Thanks to this review we found specific materials in the field of 

internationalization, giving us the required resources to find answers. The literature used 

came from books and articles available at Linnaeus University’s Library or in online 
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databases such Libris, LibHub, Emerald, EBSChost, etc. All these references have been 

reviewed so we could take the best  from them and combine them together with the data 

collected.

In the field of enter and expand a market, the books of Porter (1980) and Porter (1990) cover 

deeply the area. Even if they are getting old, the theory explained is still relevant. Concerning 

the marketing management, Albaum and Duerr (2008) develop all entry  modes and give 

plenty of references to continue the research in other recent scientific articles and books. 

Johnson, Scholes and Whittington (2008) give a global starting reference to go deeper in 

international strategies. Although our subject is focused on small companies, we can use 

several theories from global companies, actually all multinational companies began small as 

well.

Ghauri and Cateora (2006) underline the attractive and repulsive aspects of market 

characteristics and present the different entry modes available. They  are used in parallel with 

Johansson (2000) and the authors Czinkota and Ronkainen (2007) on the standardization or 

adaptation dilemma by exposing both advantages and disadvantages of the strategies. Finally, 

De Burca, Richard and Linden (2004) and Johansson (2000) define what the SMEs are, 

explain the role of SMEs in countries economic activities and in their development as well as 

the main competitive advantage of small and medium-sized enterprise. As the topic of this 

research focuses on how a SME can expand abroad, these theories will enable to deduce the 

most beneficial entry mode for SME in a new market.

According to our topic, three main theories were listed out  including entry mode, SMEs, 

standardization and adaptation. In the entry  mode, a few scientific articles such as Leonidou 

and Katsikeas (1996) and Katsikea and Morgan (2003) are regarded as the basis. In the 

SMEs, the main theory is base on Acs et al. (1996) and Knight (2001). From these scientific 

articles, it is easier to conclude definition and application of different sorts of entry mode, 

what SME is and the advantages and disadvantages of SMEs. To confirm their reliability, it  is 

necessary to search their professor identity and find the original published journal. 
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Business Research Methods by Bryman and Bell (2007) is deeply  used in the methodology. It 

gives an overview of all the research designs and methods that  can be chose. All of them are 

compared to each other and that gave support to base our researches on the right methods of 

data collection. The book also helped to give a red threat all along the thesis by  giving a 

structure to follow.

Concerning the sources of empirical data, there are some facts that could have been better. 

Indeed the case study  of Krampouz allowed to make an semi-structure interview. It has been 

done quite early in the research process of the thesis so some questions asked appeared to be 

irrelevant for the analysis. Furthermore, on 20 questionnaires, only eight answers were 

received, making more difficult to generalize the findings. If the time frame of the researches 

could have been longer, it  would permit to use several case studies of companies coming 

from different countries and different activity  sector in Europe, in contrary  to only one 

French company in the cooking equipment sector. That would have make the researches 

easier to generalize and more relevant. 
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!" Empirical Investigation 

!"#" The Company Krampouz

!"#"#" Background 

The "Crêpe" is a traditional food of France, which has received warm welcome all over the 

world. Krampouz is a company producing crepe-makers created by  Jean-Marie Bosser in 

1949. Its range of product is divided into two significant branches, one focusing on cooking 

equipment for professional such as restaurant owners or hotels and the other more focused on 

family range (Krampouz.com 2). Moreover, there are fourteen different products in each both 

ranges (Krampouz.com 1; Quimper.maville.com). The company is located in Pluguffan, 

France, which is the home region of crepes. 

In 2006, Serge Kergoat takes over the company. He decided to benefit from the technical 

quality, accuracy  and reliability that made the brand famous, into a new strategic 

development direction: "Krampouz must apply to multiple products its professional know-

how of high-quality cooking. My objective is to move from a product logic to a market logic" 

said M. Kergoat. In other words, the organization industrial, commercial and administrative is 

adapted to the demands of French and international markets, in accordance with the company 

values. (Dossier de Presse 2010)

Nowadays, they offer a wide range of cooking equipment to make pancakes, waffles, blinis, 

ice cream wafers, galettes, bricks and tacos. The reliability of their cooking equipment has 

made the company to satisfy the expectations of users all over the world (Krampouz.com 1). 

Sticking to its principles, the continuous research and development in the performance of 

cooking equipment has enable Krampouz to expand and become one of the leading 

companies worldwide in the cooking equipment sector (EzineArticles.com). 

!"#"$" The Company Operations

The best sellers of Krampouz are the crepe-maker and the waffle-maker for professionals (Le 

Telegramme.com). To order it, the potential clients make a selection of products from the 

website and contact  the company through fax, e-mails with a request of estimation 

(Krampouz.com 1). Indeed, the shipment costs differ depending on where the customer 
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comes from. Krampouz helps the client in his choice with the professional and technical 

knowledge needed. They  treat the request from a marketing and commercial point of view. 

Frederic Le Bris, export department manager at Krampouz, insists: "it must have a contact 

between the client and our commercial service before he pays and we send the products".

In 2010, 28% of the turnover is made by exports in 138 countries with only  10% of 

individual equipment (Krampouz.com 1). M. Le Bris, adds: "The exports represent an 

important part of our turnover today but we want to make it grow". Krampouz made a total 

turnover of 8,6 million Euros in 2010, in other words an increase of 11% compared to the 

previous year (M. Le Bris; Le Telegramme.com). Previously expected in 2013 but now in 

2011, the company’s objective is to increase its profit  up to 10 million Euros and to achieve it 

by increasing its exports abroad from 30% to 70% of the turnover but without forgetting its 

national customers (Dossier de Presse 2010; Uimmbretagne.fr).

!"#"$" The Structure

Kamprouz is still a Small and Medium-sized Enterprise (SME) with only  39 employees 

(Uimmbretagne.fr). However, there are only  a few companies having the same structure as 

Krampouz, specialized in cooking equipment by hubs. "Krampouz is specialized in cooking 

equipment of precision while the competitors are really  specialized in only one type of 

equipment as the waffle maker for example" explains the export manager. From another hand 

there are other competitors producing a very wide range of products in the Hotel-Restaurant-

Catering (HORECA) sector from the cooking equipment for cold and warm food, for 

individuals, or as simple as accessories of cooking. (Le Telegramme.com; Osha.europa.eu)

The cornerstone of the exportation strategy  of Krampouz was to enhance the R&D 

department with a significant funding to generate innovation on the equipment. It leads to an 

access on new markets or to enlarge existing markets. M. Le Bris confirms: "it is really the 

innovation that strengthens our international positions". Fifty new products have been created 

between 2006 and 2009(Dossier de Presse 2010). This strategy allows the company  to 

allocate more resources to the development of higher performances and reliability on its 

products. According to M. Le Bris, the international strategy of the company  is to be present 
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in as many markets as possible. Moreover, on each market, the objective is to avoid having 

an exclusive retailer: therefore they always look for numerous partners in every market 

entered. They are mainly targeting retailers and trading companies having a customer service 

department. The main focus of Krampouz is to look for import permits. (M. Le Bris)

!"#" Exporting Products

!"#"$" Krampouz on the Scandinavian Market

Historically, Krampouz has been contacted by Scandinavian retailers through international 

exhibitions and that leaded to a few sales of professional products. However it is really weak. 

Krampouz only looks for retailers that have a customer service that can take care of deficient 

products and reparation. Therefore they understood Scandinavia as a growing market with a 

constant demand and they started to focus more on it. As M. Le Bris said for example "we 

know that there is already an existing market in Norway because the crepe is a traditional 

food and there are also traditional crepe makers". They only choose to enter a market where 

there is already a tradition of waffle, crepe, or panini-sandwich and if these products are 

available in takeaway (Ouest-France.fr). 

According to M. Le Bris, another reason why to export within Scandinavia is that the market 

is mature, the products are known for years as the crepe and the waffle for example. 

Krampouz is clearly positioned on European products and that is why they are strong on this 

market because they innovate on these common products (Ouest-France.fr). It is for the same 

reason that they are present in the United States as American food and European gastronomy 

share common roots (Dossier de Presse 2010). However they do not try to enter a country 

where the crepe or waffle is unknown. As M. Le Bris said for example, "in Mexico, the 

waffle is not really  important but Mexicans know the crepe and eat  it in all its forms so, on 

the crepe point-of-view, we have interests to focus on this market, but not for the waffle. It 

might come later with the influence coming from USA and Europe".

As a SME Krampouz does not have enough resources to have a communication policy 

sufficient to popularize a product, their main criteria of selection concerning which market to 

enter or not is where there is already knowledge their range of products. M. Le Bris took the 
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example of Sweden: "they  are already familiar with takeaway paninis so we assume the 

market is open and we do not need to make the product known".

There is a lack of information concerning competitors, however they are used to trade in 

English in all countries and they all speak good English in the Scandinavian market. 

Although, according to M. Le Bris, Krampouz wants the importer to promote the product in 

the native language because as the company does not  wish to make translation mistakes and 

therefore miss marketing advantages for the product. 

The retailers came to Krampouz through trade shows and Internet where they could see the 

range of products and make their choice. Therefore the first  contact with Scandinavia came 

from spontaneous demand and they did not prospect in a proactive way, although they know 

that a potential market  exists through the demands issued (M. Le Bris). Even if there could be 

barriers to entry, Krampouz apparently  does not expect retaliation from already-established 

companies because the products proposed are different from those already  present on the 

market.

!"#"#" The Export Strategy of a SME

For new markets as Scandinavia, Krampouz is likely to adopt a global export mode for all 

these countries through a buyer who is a pole importer-retailer, for both individuals and 

professionals. That means the buyer should import the product at his expense and then he 

presents the product whether in stores or on Internet or even both, with marketing field agents 

implementing the Krampouz offer (a selection of the most common products on the 

international market). 

Therefore, first  of all they  sell the products through the International Commercial Terms 

(Incoterm) ExWorks to a retailer, helping him in the first steps of the shipping logistics and 

the customer services. They advise him on the spare parts he needs and how much of them 

related to which products he bought. Second of all, they listen to his requests to enlarge or 

reduce his range of products, in order to guide him to a better performance in his specific 

country. For the product  promotion, Krampouz then advises the retailer on a selection of the 
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products range that fits his needs and they help  him to constitute his catalog whether on 

Internet or in paper, by providing him graphics and other essential elements. They also give 

the products arguments, conventional and easy  to understand about the advantages of the 

products, but still with language issues which he has to take care of from an English version. 

From a legal point of view, Krampouz is not responsible for anything, thanks to the export 

contract (ExWorks). However; according to M. Le Bris they are concerned by  an informal 

commercial liability. They provide a maximum of services to the retailer to transport the 

products in the best conditions, even if he is fully responsible to buy a specific insurance 

from the carrier. For close European countries as Scandinavia, Krampouz uses the road. It is a 

conventional logistic with big delivery companies as DHL. However, they exceptionally use 

planes for long distances. M. Le Bris confirms: "We advise on specific aspect of the delivery 

because we are used to this process of cooperation with retailers".

Even though Krampouz targets markets that share similar knowledge of the products, the 

issue of standardization and adaptation arises as all countries do not share the same standards, 

whether it is in electrical requirements, information level (language and amount of 

information) or safety (M. Le Bris; Dossiers de Presse 2010). Most of the raw materials come 

from the European Union; nevertheless, they also have a few specific components coming 

from outside Europe. Krampouz usually  enters a market with premium prices (Ouest-

France.fr). This position even for a SME allows competing on all markets. They produce 

luxury-cooking equipment so they have a different strategy than competitors with a low-price 

strategy (Dossier de Presse 2010). However the electricity standard is different in several 

countries. Therefore the products are evaluated and modified through a change of electric 

components and protection systems, but still staying in the same quality and the same legal 

standards of certification of the different markets. 

!"#" The Scandinavian Retailers

Among a database composed by  more than fifty potential retailers in Scandinavia and 

Finland, we selected around twenty companies in Denmark, Norway and Sweden and we 

asked them few questions by e-mail. We received eight answered questionnaires and the 
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following data come from these retailers, about the suppliers' selection, the products' import 

and the shipment logistics. 

!"#"$" Selecting Suppliers

In Scandinavia, there are numerous retailing companies of cooking equipment for 

professionals. This is due to the number of consumers. Actually  these retailers are quite old as 

H.W. Larsen with its 76 years of experience and 11.000 customers. More than five  

companies interviewed confirm that  they will not buy a product to a manufacturer if there is 

no demand from the customer, however they still accept to be contacted to determine if a 

partnership could be engaged.

A retailer with an offer from 500 to 1500 products can have from 50 to 500 different 

suppliers and there are big corporations as well as SMEs. There are a few differences 

between those two. First  of all, the corporations often take in charge the after-sales services if 

needed while the SMEs ask the retailer to take care of it. Then, they prefer to make business 

with small companies because they "keep ownership and control of the products thanks to a 

more personal contact with the supplier" says the purchase manager of H.W. Larsen.

!"#"%" Importing Products

Regarding to the European Union, it  is much easier to trade with a company within the Single 

European Market because "it is more simple and takes less paperwork" says a Danish retailer. 

Moreover all interviewed companies confirm that they prefer to pay a little bit  more for 

European products than Asian products for example, because the quality has to be reliable.

Concerning the entry modes, there is no specificity. For each retailer, the mode of entry varies 

from one supplier to another. However there is a trend for export modes. Salespersons as well 

as agents can contact these retailers, depending on each supplier. Finally they prefer to buy 

directly to the manufacturer than to buy products to another retailer.
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Although the trade area is the European market, there are different electrical components or 

safety  norms for example, from one country  to another. When there is a need for adaptation 

of the products, the retailers do not take the responsibility. In other words they buy the 

products already adapted from the manufacturers.

Once the retailers bought the products to the manufacturers, they  can choose their own price. 

The exporter is not longer in charge of the promotion of the product either. In other words the 

importer takes care of the advertising and fixes the product price he wants for the final 

customers.

!"#"#" Shipment Logistics

The ownership of the responsibility during the shipment of the products from the 

manufacturer to the importer's warehouse is defined by  fixed contract either by  the exporter 

or importer. Usually  it is quite the same for all shipments as both parts are used to it. Most of 

the retailers interviewed pay the shipment and insure it, with the help of the exporter.

When the retailer ships the products to the final client, he is legally  responsible for it, since he 

bought the product's ownership  to the manufacturer. There is a new contract signed between 

the sales manager and the final customer.

!"!" Export in the European Union

Even if this topic focuses on how small and medium-sized enterprises can enter foreign 

market in general, this study takes place in the Single European Market. Therefore it is 

important to understand what the Single European Market is and the possible advantages that 

could benefit the SMEs. Also, exporting requires means of transportation for the goods; 

therefore close attention is given to the different export contracts that exist and the 

obligations and responsibilities that might come with them. The following information about 

the Single European Market and the International Commercial Terms were found in official 

documents and websites.
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!"!"#" The Single European Market

The Single European Market is a single business environment regrouping several countries 

sharing a similar western culture, but with their own particularities, languages, way of life 

and history, harmonized with a single currency (Euro), possessing coordinated economic 

policies and homogeneous business practices. This organization is watched by  the 

Competition policy applied by the European Commission, supported by the European 

Parliament and the European Court of Justice (Europa.eu; Traitederome.fr).

However the Single European Market is different from other free trade areas, such as 

NAFTA (North America Free Trade Area), MERCOSUR (Mercado Común del Sur) or 

ASEAN (Association of South-East Asian Nations). The reason lies in its objective, as well 

as in the political dimension of its institutions. The objective of the European market and the 

Competition policy  is to avoid national protectionism by reducing government aids into 

regional and national companies, and to forge and protect competition, market integration and 

harmonization (Europa.eu; Traitederome.fr; Tutor2u.net). 

The Single European Market makes it easier to make business abroad from one member 

country  to another one inside the borders of the European Union. Indeed, even if a company 

is only trading within these borders, it is still doing it internationally as the EU is a union of 

member states, each of them possessing their own particularities, strength, weaknesses, 

opportunities and threats (Europa.eu; Traitederome.fr).

There are advantages to do business inside the EU for SMEs: first of all, it is an environment 

where there exist different levels of competition and where knowing, benchmarking and other 

marketing tools can be used to share the way to achieve successful business (Tutor2u.net). 

Secondly, the distribution channels are easier to handle thanks to the removal of state 

imposed barriers (since 1968) and harmonization of the International Commercial Terms 

(Incoterms): it enables the development of a distribution channel of quality (Tutor2u.net). 

Finally, one of the aspects why the European Union is attractive for SMEs to go international 

is the law enforcement that protects the Single market against business practices that would 

threaten or go against the European Union principles. As the European Commission regards 
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competition as a factor of integration, it  has developed the Competitive policy to counter 

certain commercial activities and practices (Traitederome.fr; Tutor2u.net). Therefore, there 

are law enforcements against vertical agreements between firms (territorial restriction, resale 

price maintenance, restriction imposed by producers on their own suppliers), against 

horizontal agreements between competitors (fixing prices, limit or control production, share 

market agreements), against  abuse of dominance, government aids, etc. The purpose of these 

law enforcements is to guarantee the free movement of goods between states members and to 

avoid the control of economies concentration into the hands of a few actors (Europa.eu; 

Traitederome.fr).

!"!"#" International Commercial Terms for Export Contracts

However, even if there is certain homogeneity of products and behaviors, European countries 

are often reluctant to accept other countries standards, which can be problematic especially 

since each country has its own particularities, such as export conditions (Europe.eu). The use 

of Incoterms as export contracts is often used to ease misinterpretations.

Incoterms are an acronym for "International Commercial Terms" and are a set of international 

rules enacted by the International Chamber of Commerce in order to harmonize the 

interpretation of the most commonly used trade terms. In order to achieve their goal, the 

Incoterms are using a single term to define a whole set of norms accepted both by buyers and 

sellers, which can be interpreted in the same way  by anyone (Otal.com). They are frequently 

used in international contracts, where their goal is to reduce confusion over the interpretation 

of shipping terms by pointing out who is responsible for the goods and risks inherent to 

transportation at any point of the shipping process (Itintl.com 1). In other word, both parties 

in supply chain management use them as insurance as they  divide responsibility between 

buyer and seller, and to which extent their responsibility  goes. These standardized contracts 

enable to avoid issues in a trading operation. However, the Incoterms are not mandatory and 

their use depends on the competences of the company (Scribd.com). Indeed, even though 

they  are extremely handy and widely  used, they cannot be used for every type of contract. In 

a contract, the Incoterms state exactly  when the shipper unloads and releases obligation and 

when the carrier takes over for transportation and insurance; but  the Incoterms do not outline 
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a transfer of ownership  or title to goods. In this case, the Incoterms cannot be used to settle 

disputes around payment or ownership of the goods (Itintl.com 1).

The eleven existing Incoterms represented in the Appendix 6, can be divided into two 

categories according to their mode of transportation: maritime and the other modes of 

transportation. The maritime transportation is composed of four Incoterms: CIF (Cost, 

Freight and Insurance), where the title and risk pass to the buyer when delivered on board the 

ship by the seller who pays transportation and insurance cost to destination port; CFR (Cost 

and Freight) which is the same as for CIF but the cost of insurance is covered by the buyer; 

FOB (Free on Board) where the title and risk pass to buyer including payment of all 

transportation and insurance cost, once delivered on board the ship by the seller and FAS 

(Free Alongside Ship) where the title and risk pass to buyer including payment of all 

transportation and insurance cost once delivered alongside ship by the seller. The export 

clearance obligation rests with the seller. (Itintl.com 2; Otal.com)

On the other hand, the seven remaining Incoterms are used for all the other modes of 

transport: EXW (Ex Works) where the title and risk pass to buyer including payment of all 

transportation and insurance cost from the seller’s door; FCA (Free Carrier) where the title 

and risk pass to buyer including transportation and insurance cost when the seller delivers 

goods cleared for export  to the carrier. Seller is obligated to load the goods on the buyer’s 

collecting vehicle and it is the Buyer’s obligation to receive the Seller’s arriving vehicle 

unloaded; CIP (Carriage and Insurance Paid to) where the title and risk pass to the buyer 

when delivered to carrier by seller who pays transportation and insurance cost to destination; 

CPT (Carriage Paid To) which is the same as CIP, except that the buyer carries the cost of 

insurance; DDP (Delivered Duty Paid) where the title and risk pass to buyer when seller 

delivers goods to named destination point cleared for import; DAP (Delivered at Place) 

where the seller delivers the goods when they are placed at the disposal of the buyer on the 

arriving means of transport ready for unloading at the named place of destination and DAT 

(Delivered at Terminal) where the seller delivers when the goods, once unloaded from the 

arriving means of transport, are placed at the disposal of the buyer at a named terminal at the 

named port or place of destination (Itintl.com 2; Otal.com).
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5. Analysis

In the analytical part, the theoretical chapter is combined with the empirical investigation in 

order to be able to answer the research question through the interpretation of these data. The 

case study of the French company Krampouz gives support to the theories developed in two 

different part: the competitive advantage of Small and Medium-sized Enterprises (SMEs) and 

the entry modes.

5.1. The Small and Medium-Sized Enterprises (SMEs)

5.1.1. Their Disadvantages

Small and medium-sized enterprises usually  faces many  challenges when going international, 

mainly due to the lack of resources, capabilities and a limited number of staff which will 

most likely limit their activities abroad (Acs et al., 1996; De Burca et al., 2004). Actually the 

main disadvantage is their lesser access to capital than larger firms, which means that they 

have less access to acquiring information and forging reputation than larger firms. Therefore, 

the barriers of entry for SMEs are systematically higher than for large firms as it  is more 

expensive and complex for a SME to go abroad (Acs et al., 1996). These disadvantages force 

SMEs to change or adopt  new strategies concerning their activity and their strategy. 

Krampouz is an SME although its undeniable success as the company exports in 138 

countries and therefore is at a disadvantage concerning larger competitors. In order to 

compete with them, their range of product and manufacturing is narrowed down to a special 

range of cooking equipment (crepe-maker, waffle-maker, panini-maker) in order to find a 

competitive advantage through higher quality.

Moreover as a SME, Krampouz faces higher barriers in entering new markets, as the 

company does not have the resources to elaborate an efficient marketing policy  to make their 

products known in a new market. This lack of resource also narrows down their market, as 

Krampouz only focuses on markets where there is already knowledge about crepe, waffle and 

panini as a cultural patrimony; the presence of such knowledge is likely to reduce the costs of 

establishing a reputation, since the products are already known. Actually, even if Krampouz 

is used to make business in English, it is not the native language of the final customers so it  is 
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a disadvantage. The company relies on the retailer to communicate the right information 

about the product, without loosing specific characteristics in translation mistakes.

The last disadvantage that can affect  an exporting SME is the different export contracts that 

can be chosen. Due to their lack of resources, they  can usually  pick only  a certain number of 

different contracts, but not all. A SME like Krampouz faces multiple challenges from a global 

economy with numerous competitors, most of them usually  being larger than them. Although 

the company has to confront a certain number of disadvantages, those result from the 

difference of access to capital, fewer resources, capabilities and administrative and operative 

staff. Even successful international SMEs do not have the necessary  resources to compete 

head on with large companies. However, it does not mean that they cannot compete at all; 

they  have to adopt new strategies or adapt the existing ones, as well as focus on their strong 

points to find their competitive advantages.

5.1.2. Their Competitive Advantages

As expressed earlier, the disadvantages that SMEs often face against  large competitors is due 

to the difference of resources available and access to capital. However in light of these 

conditions, SMEs can define their competitive advantage: innovation. Indeed, an innovation 

is likely to provide a temporary  monopole until one of the competitors adapts or enhances the 

current product as well: a strategy based on innovation is therefore more likely  to strengthen 

both domestic and international position. Also, according to Porter (1990), the capacity to 

innovate is perhaps the most important competitive advantage a company should strive for. In 

the case of Krampouz, the company  does not  have the necessary  resources, capabilities and 

staff to compete directly against its larger competitors, whether it is on domestic or foreign 

markets. Therefore, the cornerstone of their exportation strategy was to enhance the research 

and development to generate innovation. Focusing on innovation as a strategy allows 

Krampouz to allocate more resources to the development of higher performances and 

reliability  on its products. In other words, innovation enables the development of new product 

or the performance of existing one, allowing competing with fewer resources. Moreover, 

innovations foster the internationalization of SMEs, as they will have to find new markets to 

sell their products in order to absorb the cost of research and development. The profit 
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generated from these international ventures will in turn be invested to research new 

innovations in order to keep a competitive edge. Krampouz, stuck to its principles of quality 

and reliability  of its products through continuous research and development, has expanded 

through international exports and has become on the leading companies in their sector of 

activities.

Another competitive advantage lays on the high quality  of the equipments produced by 

Krampouz. Indeed, the products exported are not in the same part of the market than the 

competitors. The company produces cooking equipment as luxury  products for professional 

while the competitors focus on a low prices. Therefore the price strategy is different as it 

targets different customers. The premium price strategy that Krampouz uses avoids certain 

retaliation from existing companies and allows to compete on different foreign markets, due 

to their high-quality products.

In addition, it is important to bear in mind that all SMEs are not meant to go international. 

Indeed, even if SMEs stand for more than 90% of all companies worldwide, a very  few of 

them go international, and even less succeed in the internationalization process. SMEs can 

actually prefer to stay on their domestic market because they already  have an advantage there 

thanks to a niche strategy or because they do not have the competitive advantage that would 

justify  an expansion abroad yet. Considering these reasons, it appears that SMEs going 

international are more profitable than those who do not, as they are pulled by the perspective 

of new opportunities for their products, which have to be improved through constant  research 

and development. However, even if a SME innovates, this does not mean that it  will go 

international: a factor has to act  as a trigger to launch the internationalization process. 

According to the study made by Bilkey and Tesar (1977), international exporting companies 

usually  started because they  were willing to answer to an unsolicited demand. This 

willingness to take risks and the entrepreneurial behavior of the management is therefore of 

crucial importance in the internationalization process and exports. In the case of Krampouz 

entering the Scandinavian market, at first, the company did not have clear goals concerning 

the area. However the company  was contacted by Scandinavian retailers through 

international exhibitions and that leaded to a few sales of professional products. Although 

they  did not investigate further the market, they knew that a potential market existed in 
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Scandinavia. Thus, there was an opportunity to successfully  export their products thanks to 

the different  advantages they had: the market is mature and stable, there is a constant 

demand, it is located in the Single European Market, Krampouz has the reliability of the 

cooking equipment and entrepreneurial management.

5.2. Choice of an Entry Mode

5.2.1. Exporting

Several entry modes can be selected for a new market, mainly  depending on the means of the 

company entering, their policy and the legal constraints of the targeted market. Entering 

companies have the choice between exporting, licensing, manufacturing contracts, joint 

ventures or foreign investment. These are the classical approaches that a company can 

undertake. However, SMEs, in contrast to large firms, cannot afford to choose a complex and 

expansive mode of entry. That is why the export is usually used by  SMEs, as it is a relatively 

uncomplicated and easier trading behavior to deliver products to foreign markets. Exporting 

appears to be the key to future expansion for SMEs, as it enables to enter quickly and directly 

a market with a minimum investment. As the main competitive advantages of SMEs is their 

capacity to innovate, it requires an entry mode that  does not consume too much of their 

resources so they can focus on research and development.

Export as an entry mode is divided into two different strategies: direct export and indirect 

export. Direct export is the most casual type of export: a seller transferring directly his 

product’s ownership to the buyer, without handing over the ownership  to an eventual 

intermediary if the company uses one. The reverse happens in indirect  export where the seller 

gives the ownership  of his products to an intermediary  who will carry  the goods to the buyer. 

In the case of Krampouz, the company is using a direct export entry mode, and is using the 

same for all their operations. 

For a SME like Krampouz, direct export can be considered as the best  as it allows a tighter 

control over the flow of products exported, but most of all, it allows the company to grasp the 

trend and adapt rapidly on the market. Direct  export allowed Krampouz to keep an eye on the 

transportation of their products without the interference of outside actors, besides their 

!"#$%&'(& & & & & & & & & & & &&&&&&&&&&&&&&&&&)*+*,+--

).+,/



buyers. Moreover, as Krampouz lacks the resources to establish an efficient communication 

policy, they  heavily  rest on the retailer to make the necessary promotion. This direct contact 

with the retailers gives the opportunity to influence to some extend the pricing of their 

products on the market targeted.

Direct export  also presents an advantage to exporting SMEs as they are in direct contact with 

their customers. This allows them to directly cooperate in the transportation process and 

directly  define the responsibilities and obligations of both parts during the export process. 

The direct contact between the seller and the buyer enable them to select an export contract 

for transportation, the Incoterms. These contracts will delimit the legal responsibilities and 

obligations during the transportation process, and also the eventual sanctions in case one of 

the parties does not respect them. Krampouz usually  uses an ExWork contract, which appears 

to be the most used by SMEs according to the Scandinavian retailers as the transportation 

costs and responsibility lies with the buyer. In this case, Krampouz transfers the ownership of 

its products to the retailers once the products are off the factory. It presents a remarkable 

advantage for a SME because if something goes wrong during the transportation process, 

they  are neither legally nor financially responsible. However, in order to provide a 

sustainable cooperation between the two parties, as direct export allows a more direct 

communication between parties, legal and financial responsibilities are not enough. This is 

where an entrepreneurial management can make the difference: in the case of Krampouz, the 

company is concerned by an informal commercial liability  and they  provide as much service 

as possible to their customer to transport the products in the best conditions. Thus, only 

respecting the legal and financial roles in the export contracts is the basis for a successful 

export but it is not enough. Offering help and advices in addition to the contract, especially if 

the company  has no obligation to do so, may  increase and sustain durable relationship 

between the parties.

A SME using direct export as entry mode for new markets also has to make a choice 

depending of the level of establishment in the targeted markets. They usually have to make a 

decision between having a home based department, a foreign sales branch composed of 

distributors and agents, establishing storage warehouses, a sales subsidiary or using traveling 

salespersons. It is important to bear in mind the limited amount of resources that SMEs can 

!"#$%&'(& & & & & & & & & & & &&&&&&&&&&&&&&&&&)*+*,+--

(*+,.



invest in exporting, therefore if a SME as Krampouz is exporting in a lot of countries, 

establishing warehouses or foreign subsidiaries in all of them would be to expensive. In order 

to keep their competitive advantage by constant investment in innovation, exporting SMEs 

have to select the most efficient form of direct  entry  mode, which requires the less 

investment. Krampouz is exporting into 138 countries, indeed warehouses and subsidiaries 

appear too expensive. Therefore a home based department, a foreign sales branch or traveling 

sales person are the three forms this SME should pick if they intend to export in abroad. 

Krampouz therefore developed an export department and field agents to export and help  the 

promotion of their products. This strategy has its advantages: the whole department deals 

only with export, which allows a tighter control over the international activity, as it  is 

separated from the domestic activities. Indeed, even if Krampouz exports abroad, its main 

benefits come from its domestic market (70% of the total turnover): if international activities 

and domestic activities are not separated, mistakes could occur and damage the relation 

between retailers and the SME. Krampouz also uses foreign sales branches in the countries 

targeted, using marketing field agents to help the promotion of their product  through retailers. 

Although the ownership of the goods does not belong to Krampouz anymore, offering 

advices and services for the promotion of the product is essential, first to make sure the 

products are promoted correctly  and penetrate the market without fully acknowledging it. 

Krampouz thus bases its export strategy on a home based export  department, complemented 

with marketing field agents, the latter will eventually receive feedback from their customers 

and the products flaws that need to be studied and countered.

5.2.2. Adaptation and Standardization Dilemma

The identification of flaws of the products leads to the question of whether adapt the products 

exported to the market, or rather offer standardized products. SMEs are usually tempted by 

standardization as it reduces the costs of production the cost of research and development of 

new products since all products are similar. This strategy  is very attractive because it is based 

on a price strategy: SMEs usually have to face higher barriers, mainly due to the fact that 

they  do not have access to as much capital as their large competitors do. Thus, keeping 

exporting at lower costs is usually  the competitive advantage SME should strive for. On the 

other hand, a strategy is based on customer satisfaction as well as on the respect of certain 
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market standard. In this case, the producer need to adapt its product to the market, which can 

lead to higher costs in the production and research development. However, it appears that a 

strategy based on customer satisfaction is more likely to be sustainable than a price strategy 

over the long term. Krampouz is manufacturing its own brand and exporting cooking 

equipment, therefore, they also face the dilemma of adaptation or standardization. As a result, 

Krampouz is focused on standardization for several reasons: they export to similar countries, 

sharing a relatively  close culture and standards and also for the economies of scales and the 

reduction of production costs driven from it. However, some adaptations are needed in order 

to export their product in the 138 countries they already entered: it mainly  deals with 

electrical standards, protection and information standards. It appears that a successful export 

strategy for SMEs would be based on both standardization and adaptation: mainly based on 

standardization to benefit from the cost reductions and supported by minor adaptation to 

respect the requirements of governments. 

5.2.3. SMEs exporting in the Single European Market

The location of the SME and where it is exporting is of crucial importance to determine the 

advantage of the company. In the case of Krampouz, the SME is based on the Single 

European Market, a free trade area regrouping several countries members of the European 

Union, sharing a similar culture but still remaining independents. A SME located inside a free 

trade area and exporting inside is more likely to succeed its expansion than a SME from 

outside the area, in this case the Single European Market. This area presents certain 

advantages for SMEs: a similar western culture, way  of life, history and homogeneous 

business practices. Several factors can also make easier the export for SMEs, mainly  due to 

the removal of states imposed barriers and the harmonization of Incoterms. These two aspects 

appear to enable companies to secure a tighter control over the export  and transportation 

channels and to cause a greater attractiveness in expansion for SMEs, as national barriers and 

bureaucracy  inertia has been removed. Moreover, exporting in the Single European Market is 

also attractive thanks to the protection of competition by the European Commission to 

regulate the markets: as a consequence it  appears that exporting SMEs, even though they can 

expect retaliation in entering a new market, are protected from abuse of dominance and 

control of economies concentration from large firms. Krampouz focuses on the Scandinavian 
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market for several of the reasons above. As a part of the Single European Market, 

Scandinavian countries all share the same regulation, which makes it easier to penetrate each 

market with the same entry mode, Incoterm and strategy. Furthermore, because the 

Scandinavian inhabitants are already  familiar with the crepes, waffles and paninis that 

Krampouz provides cooking equipment to, it is another attractive aspect for exporting in 

these markets. 
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6. Conclusions

According to the theoretical framework and the empirical investigation conducted, the choice 

of entry mode that a SME has to make is mainly based on its financial capabilities. To the 

contrary of large multinational firms, SMEs lack resources, market  power, administrative and 

operation staff. Therefore, in order to compete against such odds, SMEs focus on their 

competitive advantage: investment in research and development to create innovation, and 

thus temporary  monopolies. An important part of their resources goes into these investments, 

thus the cost of their entry mode should not dampen their research and development 

investments. Exporting SMEs have no other choice than to choose the most cost effective and 

easier to handle entry mode, which is Export.

Export is the simplest, inexpensive and traditional entry  mode used in internationalization. 

By exporting, a SME has already chosen its entry mode; however it has to define how it 

wants to export its products, through direct or indirect exports. However, it is likely that 

direct export is more profitable, as a direct contact with their customers allows the SME to 

develop a sustainable relationship with importers and a better acknowledgement of the 

market through the importers’ experience.

Direct Export enables a SME to negotiate directly  with importers regarding the export 

contracts and which Incoterms to use. The choice of an Incoterm is similar to the choice of 

entry  mode, mainly based on financial capabilities, in addition to the liability  in case a 

problem occurs. A SME is therefore most likely to choose the export contract that suits the 

company the best, in other words the cheapest and with the less liabilities. Exporting with an 

ExWork contracts appears to be the most beneficial for a SME as the transportation costs and 

the importer handles the legal responsibilities. However, even if the exporting SME is not 

legally  involved with transportation, additional services and advices in order to help the 

importer in its distribution channel are an informal commercial responsibility that the SME 

has to undertake. It is likely  to develop a beneficial relationship  with the importer and a 

competitive advantage in the distribution process.

Therefore, a SME entry mode for Scandinavia should be export, and depending on the 

financial capabilities, strategy  and policy of the company, direct export appears to be the 
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most beneficial. Several reasons push toward exporting. First of all, as a part  of the Single 

European Market, it is easier to export inside the borders of this free trade area thanks to the 

removal of states imposed barriers and European Commission protects the SMEs from 

retaliation and abuse of dominance. Moreover, thanks to a high quality network of roads, 

ports and airports, it is easier to handle the transportation process inside the Single European 

Market. A SME exporting in the Scandinavian market should adopt a direct export  strategy, 

so it  can be beneficial from the experience of the local importers, it can acknowledge the 

market better and it can adapt their product if the environment requires so.

7. Reflections

The whole theoretical framework is supported by the case study of a French SME. How this 

company should enter the Scandinavian market is analyzed through researches about entry 

modes, the European market, and the competitive advantages of SMEs. If the time resource 

was not missing, it would have been more relevant to analyze more SMEs entering 

Scandinavia in different markets and not only  one company  in the cooking equipment sector. 

It is easier and more pertinent to make deep  researches with several case studies, but in 

different sectors in order to generalize what have been found. This study of entering the 

Scandinavian market can be even more precise by  focusing the researches on only one 

country. 

Actually the research quality of this study is really determined by the relevance, validity and 

the reliability  of the data collected. As the empirical investigation is based on several sources 

concerning Krampouz, and several companies concerning the retailers' data, it  gives relevant 

answers to the research question. In this research, retailers have been sent a questionnaire in 

order to understand why they  were interested in doing business with small and medium-sized 

companies. The limited number of answers received enabled to draw some conclusions 

concerning SMEs in general, but especially Krampouz and how they can enter new markets. 

However, still due to the limited answer, a more general conclusion cannot be drawn for all 

SMEs: further research will have to be made to develop the topic of the internationalization 

of SMEs. Moreover, retailers can also prove to be worthy of research concerning their link 

with small and medium-size: future researches could be made on the factor that will lead 
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SMEs to choose a retailer instead of another and the reasons why, such as good relationships, 

costs of shelf space and so on.

Moreover, several other topics concerning the internationalization of SMEs may be worth 

researching. It  would be important for example to study how SMEs select  their markets, with 

which analytical tools and why. Another topic of research focused on their supply  chain 

management could be worth mentioning, as SMEs have still to maintain their competitive 

advantage, allocate resources to market selection, entry  mode and still have to find a way to 

provide a transportation of quality and reliability. Finally, the topic that could be analyzed 

would be the entry  mode besides export that SMEs can use and how they can use them: this 

topic could lead to the relationship  between SMEs and larger firms and eventually how they 

can cooperate.
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Appendix 1: The CAGE framework.

CAGE Cultural Distance Administrative 
Distance Geographic Distance Economic Distance

Bilateral 
(Country-

pairs)

- Different languages
- Different ethnicities; 

lack of connective 
ethnic or social 
networks

- Different religions
- Lack of trust
- Different values, 

norms and 
dispositions

- Lack of colonial ties
- Lack of shared 

regional trading bloc
- Lack of common 

currency
- Political Hostility

- Physical distance
- Lack of land border
- Differences in time 

zones
- Differences in 

climates and disease 
environments

- Rich-poor differences
- Other differences in 

cost or quality of:
- Natural resources
- Human resources
- Financial 

resources
- Infrastructure
- Information

Unilateral 
(Countries)

- Insularity
- Traditionalism

- Non-market or closed 
economy

- Extent of home bias
- Lack of membership 

in international 
organizations

- Weak institutions; 
corruption

- Landlocked 
geography

- Lack of internal 
navigability

- Geographic size
- Geographic 

remoteness
- Weak of 

transportation or 
communication links

- Economic size
- Low per-capita 

income

Source: Ghemawat, P. (2007). 'Redefining global strategy: crossing borders in a world where differences still 

matter', Boston: Harvard Business School Press
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Appendix 2. The Porter's five forces.

Source: Porter, M. E. (1980), 'Competitive strategy: Techniques for Analyzing Industries and Competitors', The 

Free Press, New York.
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Appendix 3: Questions asked during the interview

Questions of the interview Operationalization
The Scandinavian MarketThe Scandinavian Market

Why Krampouz chose to enter the 

Scandinavian market?

This question focuses on the market selection 

made by the company, and especially  why  an 

already mature market rather than a new or 

developing one.

Do you only enter markets where the final 

product is already known (crêpes, waffles)?

This question also focuses on market 

selection, and the criteria used by the 

company in the choice of the mode of entry.

Within the Scandinavian market, what are 

your strengths and weaknesses?

As the company already selected the market 

for their expansion, this question focuses on 

the perceived strength and weaknesses and the 

possible opportunities and threat the company 

notices, on the Scandinavian market but  also 

as a SME.

What are the barriers of entry to the 

Scandinavian market?

This question highlights the threats menacing 

the company entry strategy, as there are about 

to enter the Scandinavian market.

As a new entrant, do you expect retaliation 

from the already-established companies?

Being a new competitor and because of being 

a SME, it  may expect some retaliation from 

well-implanted competitors. This question 

stresses out if the company is expecting any 

and how they intend to counter it.
The ExportThe Export

What is your entry mode?

As every country is different, the mode of 

entry  should differ from one to another. On the 

other hand, it is also relevant to enter market 

with the same strategy or guideline over and 

over again. This question focuses on whether 

a SME should use the same or a different 

entry mode in new markets.
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Questions of the interview Operationalization

What are your responsibilities vis-à-vis 

products during the shipment?

Exporting means transportation, which also 

leads to a potential risk, which is the product 

being damaged for example. Therefore, the 

question refers to the responsibility of the 

exporter when it comes to shipping.

What is your shipping mode for 

Scandinavia?

As transport contracts exist according to the 

different modes of transportation, this 

question focuses on the most practical mode 

of transportation for a SME to use, depending 

on the distance.

How long is the shipping delay within 

Europe?

This question stresses the importance of quick 

delivery as possibly being a competitive 

advantage for a SME.

What are the advantages to trade within the 

European Union?

As the study takes place inside the EU, this 

question focuses on the reasons why 

expanding in Europe is desirable and what 

advantages exists there compare to outside the 

EU.
The products componentsThe products components

Where do your raw materials and other 

production resources come from?

This question do not really focuses on where 

does the raw materials come from, but where 

there inputs. This question deals with the 

manufacturing place of the products, whether 

it is located in a low-cost labor force country 

or in the domestic country.

How do you manage the promotion of you 

products in the retailers?

As promotion will influence the perception of 

final customers toward the company’s 

products, this questions relates to the 

responsibility of promotion relying on if it is 

whether the producer or the retailer.
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Questions of the interview Operationalization

What is your pricing strategy?

As SME usually  export, they often do not 

retain ownership on their own products and 

the price requested for the final customer. So 

this question focuses on what role the 

manufacturer has on pricing strategy.

Is there an adaptation of your products when 

you export them?

This question stresses the topic of adaptation 

versus standardization of products when 

entering a new market. As SMEs usually lack 

resources to adapt their products, this 

questions focuses on whether SMEs should 

adapt in their products if it  is affordable, or 

whether look in another direction by keeping 

standardized products.
The companyThe company

Which product is your best-seller abroad?

The best-seller product of the company can 

give a good overview of the existing 

competitive advantages.

How do you privilege the contact with the 

customers?

As there is a lot of merchandises and money 

engaged in the market, the contact with 

customer is crucial. However, as SMEs mainly 

export to retailers, this question stresses the 

necessity of being in direct contact with the 

final customer.

What is your turnover in 2010?
The total turnover indicates if the company 

has been successful or not.

What is the share of exports in your turnover?

The share of exports in the total turnover 

indicates to which extent the company is 

focused internationally, which can lead to the 

topic of whether staying on the domestic 

market or expanding abroad.
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Questions Operationalization

What are the differences in the structure of 

the company between you and your 

competitors?

This question focuses on the competitive 

advantages of the company compared to 

bigger competitors in term of structure, which 

can also be related to other competitive 

a d v a n t a g e s o f S M E s c o m p a r e d t o 

corporations.

Did you change your strategy to go 

international?

The fact of expanding on different countries 

usually  calls for different export strategies. 

However, as SMEs lack the resources to 

implement expensive ones, they  may focus on 

one specifically.
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Appendix 4: Questionnaire sent to potential retailers.

Questions Operationalization
Partners and SuppliersPartners and Suppliers

How did you select your suppliers?

This question deals with the market selection 

issue of internationalization, as well as with 

the mode of entry, as a company  will choose a 

supplier or partner that suits its entry strategy.

How did you approach them or how did they 

approach you?

It is related to the need to know if the 

company purposefully  focused on a particular 

market, or if it was accidental (e.g. a number 

of demand from a market attract the attention 

over new opportunities).

Do you usually work with large corporations 

or do you do business with Small and 

Medium-sized Enterprises (SMEs)? Why?

As this topic deals with how SME can enter 

new markets, this question focuses on the 

reasons why retailers would work with SME 

rather than corporations. 

Do you take care of the after-sale service by 

yourself or are you transferring the 

responsibility to the supplier?

As SMEs often lack of resources and 

experience that corporations usually  have, it is 

relevant to know if after the product is sold, 

the services provided are either taken care by 

the retailer or the provider.

Thanks to the European common market, are 

foreign suppliers from this area more 

attractive to you than others? Why?

As this thesis is set on the Scandinavian 

market (part of the EU), and in a free trade 

area, it is crucial to understand if the SMEs 

from this area are more attractive than others.
SME and Entry ModesSME and Entry Modes

What kind of entry mode did suppliers use to 

enter your market (exports, licensing, 

manufacturing contract, etc.)?

As this paper focuses on export, this question 

would enable us to find out  which mode of 

entry is preferred by retailers.

Do you usually import products from 

abroad, or do you prefer to focus on local 

suppliers?

Based on the issue of expected retaliation 

from local competitors as a barrier of entry, 

this question provides data on the competition 

on the market and the main problems that 

might arise. 
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Questions Operationalization

According to you, what is the difference 

between doing business with a SME (a 

family business for example) and with a 

large firm?

The SMEs going international is the topic of 

the paper, answering this question gives the 

r e t a i l e r ’s po in t o f v i ew abou t t he 

particularities of doing business with SMEs 

and their requirements. 

In order to access your market, are 

adaptations needed for your foreign 

suppliers’ products (electrical components, 

safety, etc.)?

This question brings out the topic of 

adaptation and standardization in the mode of 

entry; it gives data on whether SMEs should 

adapt their product if they  can or whether they 

should choose a market  that will not require 

adaptation of products.
Supply chain managementSupply chain management

When you are importing products from 

abroad, how do you handle the logistics?

Considering export, SMEs usually have less 

experience and resources than corporations, it 

is important to understand how both parties 

handle logistics, as it can also be an 

competitive advantage for SMEs.

Who is in charge of transportation?

This question relates to the role of the partners 

in the transport of products between two 

countries. It  stresses the issue of who should 

be directing the whole supply chain process.

Who is legally responsible for transport?

Considering the various contracts already 

existing for transport, this question focuses on 

the problem of who is responsible in case 

something goes wrong and how it can answer 

to this crisis.
Price and promotion strategyPrice and promotion strategy

What is your price strategy with suppliers 

concerning the price range of their products?

As there are different strategies at the export, 

this question relates to the ownership  of the 

products being delivered and how to handle 

their promotion, especially  since SMEs need a 

good promotion and price strategy  in order not 

to suffer if it is badly handled.
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Questions Operationalization

Do you have agreements with your suppliers 

for the selling price or do you decide by 

yourself?

This question focuses on the price that should 

be put on the product to be sold to the final 

customer, after the supplier sells it to the 

retailer.

Who is in charge of the product promotion; 

your company, your partner/supplier or 

both?

As SMEs often sell their product to retailers 

so they do not have to take care of the 

promotion to the final customers, their 

reputation will suffer if the promotion is not 

correctly  handled. Therefore, it  stresses the 

topic of who should be in charge of the 

product promotion.
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Appendix 5: Source criticism about main scientific articles.

"The Internationalization of Small and Medium-Sized Enterprises: A Policy Perspective": 

This article was written by Zoltan J. Acs, professor at the university of Maltimore; Randall 

Morck, professor at the university of Alberta; J. Myles Shaver, professor at New York 

University  and Bernard Yeung, professor at the university of Michigan. It  was published in 

the Small Business Economics journal in 1996. We have chosen this article because it 

highlights the fact that small and medium-sized enterprises face several difficulties when 

entering new marketing that multinationals do not  usually  face; it  then emphasizes the 

reasons why it is so and how small and medium-sized companies can overcome these 

barriers.

"The Export Behaviour of Smaller-Sized Wisconsin Manufacturing Firms": This article was 

written by Warren J. Bilkey, professor at the university of Wisonsin-Madison and George 

Tesar, professor at Georgetown University. It was published in 1977 in the Journal of 

International Business Studies. This article has been picked up as the authors, along with 

other, propose a theory that small and medium-sized enterprises tend to follow a trend when 

they  have to deal with developing an export strategy, usually including a series of steps. 

Although it is quite an old paper, it has been used in later work by Cavusgil S. T. and Reid.

"International market selection and subsidiary  performance: A neural network approach": 

This article was written by Lance Eliot Brouthers, professor at Kennesaw State University; 

Somnath Mukhopadhyay, professor at the university of Texas at El Paso; Timothy J. 

Wilkinson, professor at Montana State University  and Keith D. Brouthers, professor at  the 

King College London. This article was published in the Journal of World Business in 2009. 

This article has been picked up to give us what  firms in general have to take into account to 

determine the most profitable location for their activities abroad.

"The internationalization process of small and medium-sized enterprises: An evaluation of 

stage theory". This article was written by H. G. J. Gankema, Dialoog Management Partner in 

Netherlands, Henoch R. Snuif, professor of University  Of Groningen and Peter S. Zwart, 

professor at University Of Groningen. This article was published in Journal of Small 

Business Management in 2000. This article was chosen because it highlights the was written 
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attractiveness and process of small and medium-size enterprises going international. In 

contrast, it concludes the advantages of large or multinational enterprises.

"SME internationalization and performance: Growth vs. profitability". This article was 

written by Jane W. Lu, Assistant Professor in School of Business at  Singapore Management 

University  and Paul W. Beamish, Director of Asian Management Institute in Ivey Business 

School at University  of Western Ontario. This article was published in the Journal of 

International entrepreneurship in 2006. This article was chosen because it focuses on the 

internationalization process of small and medium-sized enterprises and suggests the 

weakness and strength of SMEs. 

"The Internationalization Process of the Firm: A Model of Knowledge Development and 

Increasing Foreign Market Commitment" and "The Mechanism of Internationalisation". 

These two articles were written by Johanson Jan, emeritus professor in the centre of 

International Business Studies at the University of Uppsala and Vahlne Jan-Erik, professor in 

School of Business, Economics and Law at the University of Gothenbury. The first article 

was published in the Journal of International Business Studies in 1977 and the second one in 

International Marketing Review in 2007. We chose both these articles because the first 

highlights some theories and models on how firms experience the internationalization 

process, while the second shade light upon the reasons why internationalization is attractive 

for firms and how this process works.

"Exploring export sales management practices in small and medium-sized firms". This article 

was written by Evangelia Katsikea, assistant Professor at the Department of Marketing and 

Communication of the Athens University  of Economics and Business and Robert E. Morgan, 

doctor of Marketing and Strategic Management Department in School of Management and 

Business at the University  of Wales at Aberystwyth. This article was published in the 

Industrial Marketing Management journal in 2002. This article was chosen because it 

highlights how the small and medium-sized enterprises manage the sales in the exporting 

stage and how to choose the exporting strategy. 

"Designing global strategies: comparative and competitive value added chains". This article 
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by Bruce Kogut, the Sanford C. Bernstein & Co. Professor of Leadership  and Ethics and 

director of the Sanford C. Bernstein Centre for Leadership and Ethics at Columbia Business 

School. This article was published by Sloan Management Review in 1985. This article was 

chosen because it highlights how the value-added chain can be used to analyse sources of 

international strategic advantages and comparative advantages and how enterprises manage 

their international strategy. 

"Building successful export business relationships, a behavioral perspective": This article was 

written by  Leonidas C. Leonidou, professor of marketing at the university of Cyprus; 

Constantine  S. Katsikeas, Sir Julian  Hodge  Chair  in Marketing and  International  Business 

at Cardiff Business School and by John Hadjimarcou, associate professor  of marketing at the 

University  of Texas  at El  Paso. It  was published in the Journal of International in 2002. We 

have chosen this article as it presents the expected behavior for companies to manage a 

successful export strategy.

"The export  development process: an integrative review of empirical models". This article 

was written by Leonidas C. Leonidou, professor at School of Economics and Management at 

the University of Cyprus and Constantine S. Katsikeas, professor and the Arnold Ziff 

Research Chair in Marketing and International Management at Leeds University Business 

School. This article was published in the Journal of International Business Studies in 1996. 

We choose this article because it lists the different mode of exports and highlights the 

characteristics, being advantages or drawbacks, of the different models.

"Small and Medium-sized Enterprises – delimitation and the European definition in the area 

of industrial business". This article was written by Ulrich Loecher, a doctoral student in 

Hilchenbach, Germany. This article was published in Journal of European Business Review 

in 2000. Although this article was written by a doctoral student, we consider it scientific as it 

gives the limits to what firm can be consider a small and medium-sized enterprise according 

to their sector, as well as their legal and competitive advantages and drawbacks.

"The role of the competition policy in forging the European Common Market".  This article 

was written by Radu-Cristian Musetescu, Alina Dima, Cristian Paun, and the three authors 
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are all doctors in the Department of International Business and Economics at Bucharest 

Academy of Economic Studies. This article was published in the Romanian Journal of 

European Affairs in 2008. We chose this article because it  introduces how the European free 

trade area can be attractive for companies and how small and medium-sized enterprises are 

protected from the actions of bigger competitors.

"Born global or gradual global?  Examining the export behavior of small and medium-sized 

enterprises". This article was written by  Øystein Moen, professor at the Norwegian 

University  of Science and Technology  and Per Servais, associate professor in the Department 

of Marketing & Management at the University of Southern Denmark. This article was 

published in the Journal of International Marketing in 2002. This article was chosen as it 

focuses on the issue of the internationalization process for small and medium-sized 

enterprises, and especially on what export strategy they tend to focus on to go global.

 

"Innovation Roles in SME Internationalization". This article was written by  Rees Murray, 

faculty of Business and Enterprise at Swinburne University of Technology and Edwards Ron, 

Associate Professor in the Department of Management in Business & Economics at Monash 

University. This article was published in the International Conference on Management 

Science & Engineering in 2010. We chose this article as it highlights the difference between 

small and medium-sized companies and corporations, as well as their weaknesses in 

competing against  them. In other words, the explanation of their weaknesses can be used as a 

counter example to define SMEs advantages or at least to avoid the actions that leads to 

disadvantage.
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Appendix 6: The Incoterms.

Source: Logwin-logistics.com
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