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Abstract 
 
E-commerce is an arguably new way of trading goods or services for monetary values 
through electronic means. It has increased in volume over the past years and it is not 
predicted to stop increasing in Sweden. The Swedish market holds a substantial amount 
of internet users who are in fact e-consumers. The European Union has taken a series of 
measures to harmonize the legislation regarding e-commerce in order to increase cross 
border e-commerce between the member states. The authors aimed to investigate the 
effect of the Swedish legislation on foreign companies’ establishment process on the 
Swedish e-commerce market. In order to achieve this, two in-depth interviews were 
conducted, one with a lawyer with considerable competence regarding e-commerce and 
the other one was in association with our case study on a French company that recently 
entered the Swedish e-commerce market. The research resulted in the notion that the 
Swedish legislation does differ from the European legal standards and that foreign ECCs 
have to adapt to the Swedish legislation. Another important finding is that European 
legislation is different between nations due to the variations in the interpretations of the 
same law text incorporated into the national legislations in the member states of the 
European Union. The resource based model of entry was also re-interpreted to facilitate 
the internationalization process of the companies. 
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1 Introduction 

The aim of the first chapter is to provide the reader with a background of the research 
topic, introduce the problem and present the purpose of the research. 

 

1.1 Background 
 
Electronic commerce, hereafter called e-commerce, is a manner of trade in which the 
usage of a computer is vital (Boss and Winn, 1997). E-commerce is a relatively new and 
fast developing phenomenon which has been growing steadily over the years and is 
predicted to continue growing in the foreseeable future (Ecommerce Europe, 2015). 
Companies must be present through several channels in order to be present where the 
consumers are, mostly by adapting to a mixture of said channels (Rigby, 2011). Out of 
the 818 million people living in Europe, 564 million use the internet and 331 million 
people are e-shoppers (Ecommerce Europe, 2015). Therefore, it is necessary to have 
online presence for companies in order to reach those customers. 
 
Furthermore, internationalization by the mean of engaging in e-commerce may be 
successful without a large capital investment and without in-depth activities in the foreign 
market (Foscht et.al, 2006). Therefore, managers in some parts of the world might find it 
appealing as a strategy. Falk and Hagsten (2015) state that firms with established e-sales 
systems are lowering their transaction costs in their globalization strategy due to the fact 
that it partially diminishes the distance barriers. Entering a market by online based means 
implies a lesser need for intermediates (Falk and Hagsten, 2015; Foscht et.al 2006). 
 
The European Union is regulating the European e-commerce market by imposing and 
controlling the member states legislation.  Companies and other actors on a member state 
e-commerce market fall under the member state jurisdiction. However, the member state 
is a part of the European Union, which is a supranational organization, so directives and 
regulations of European standard must also be complied with. Regulations and directives 
from the European Union are to be incorporated in the member state’s national legislation 
(European Commission, the Lisbon treaty, 2007). Therefore, the European legislation is 
a part of the member state legislation, apart from in areas where the European Union have 
no legislative power over the member state, such as: taxation, schooling, welfare, etc. 
 
However, the European Union was founded as a trade federation and trade continues to 
be at its core until today. This implies that member states and members of the European 
Union as well as the EEA (European Economic Area) enjoy benefits such as lower 
barriers to trade between the member states. The European Commission launched a 
project called “Digital Single Market” as recently as the year 2014. This project aims to 
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promote cross-borders digital commerce (President Juncker’s Political guidelines, 2014). 
Despite of few barriers to trade, the majority of purchases online are made domestically 
(European Commission, Digital Single Market Fact Sheet, 2015; e-barometern, Svensk 
Digital Handel, 2016). 
 
Moreover, the authors of the thesis considered the Swedish online market as it is quite 
digitalized. The Swedish market for e-commerce is expanding when it comes to most 
industries and the e-commerce market is increasing in its profitability every year. (e-
barometern, 2016; Svenskarna och Internet, 2016). Out of the Swedish population, 91% 
use the internet and the daily usage of the internet is increasing (Svenskarna och Internet, 
2016). It is well-known that Swedish customers, coming from one of the most digitally 
advanced countries in the world, quickly adapt and purchase new digital services and 
technologies. For example, Sweden was the second country in Europe after the United 
Kingdom in which the streaming service Netflix decided to enter (e-barometern 
årsrapport, 2016). The Swedish legal framework has laws that are of importance to actors 
in the e-commerce market, yet it is important to keep in mind that there is no single law 
that an e-commerce company should abide but rather an array of different laws for the 
various aspects of their business operations. As the Swedish e-commerce market is still 
growing, it is of interest to see to what extent the laws impact foreign actors’ 
establishment process on the Swedish e-commerce market. 
 

1.2 Problem 
 
To begin with, the Internet has increased in its importance as another way to manage a 
company's strategy (Pezderka and Sinkovics, 2011 citing Ching and Ellis, 2004 and 
Porter, 2001). Internationalization through the internet could be considered as a shortcut 
to reach previously distant markets (Sinkovics and Penz, 2005; Yamin and Sinkovics, 
2006). To better illustrate the usage of the internet as a tool for internationalization, one 
can refer to Yamin and Sinkovics’ definition of “online internationalization [they refer 
to] the conduct of business transactions across national boundaries, where the ‘crossing’ 
of national boundaries takes place in the virtual rather than the real or spatial domain” 
(2006, p.340). 
  
Naturally, there has been a lot of research done on entry modes since it is pivotal to the 
internationalization of companies (Morschett et. al, 2010; Canabal and White, 2008). 
Plenty of theories have been developed, yet the most well-known model with a significant 
amount of empirical research must be the Uppsala Model, created by Vahlne and 
Johanson (Foscht et.al, 2006). However, Ekeledo and Sivakumar’s resource based model 
of entry mode has a focus on the individual firm of any size in any industry and assumes 
imperfect competition (2004). Therefore, Ekeledo and Sivakumar’s model was selected 
as it could be adapted to e-commerce companies and the importance of the legislation of 
the host country can be clarified in the model. Two in-depth interviews were conducted 
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in order to obtain data on the implications of the Swedish legislation for e-commerce 
companies from within the European Union that enter the Swedish online market. By re-
interpreting the resource-based model of entry modes, this thesis will provide the 
academic world with another version of this model which emphasizes the role that 
legislation has on internationalization and the practitioners of e-commerce with a tool that 
they can use in their internationalization process.   
  
Furthermore, the legal system is a component to consider when engaging in the 
international market selection process, as well as the political environment and other 
factors (Dow, 2000; Kwon and Konopa, 1993 citing Dunning, 1980; Goodnow, 1985; 
Goodnow and Hansz, 1972; Root, 1987). Not only it is a factor, but it has been found to 
be a risk factor, as it is hard for e-commerce companies who internationalize to monitor 
and comply to several nation’s laws (Pezderka and Sinkovics, 2011). Ambiguous legal 
systems are even harder for a company to comply with so it constitutes even more of a 
risk (Scott, 2004). The European Union has imposed directives and regulations upon its 
member states to harmonize their respective legislative systems and thus lower the 
uncertainty for companies from within the internal market (Gaston-Breton and Martín 
Martín, 2011).    
  
As the Swedish e-commerce market is expanding, thus becoming more profitable, in 
almost all industries, this market could provide a huge opportunity for companies who 
have a digital business model (e-barometern, 2016). However, the Swedish legal system 
has jurisdiction over parts of the Swedish e-commerce market. These laws differ from the 
laws on e-commerce shared with other member states of the European Union, for example 
in the case of the principle of the establishment state and the Swedish laws that disregard 
this principle which will later be discussed. 
 

1.3 Purpose 
 
The main focus of the thesis is the effect of the Swedish legislation on foreign companies’ 
establishment process on the Swedish e-commerce market. The authors also recognize 
the other factors influencing this process such as consumer purchasing power. However, 
legislation is often neglected as a risk factor when entering a new market. By studying 
how foreign companies from within the European Union adjust to the Swedish legislation, 
the importance of legislation as a factor to consider when entering a new market will be 
highlighted. The foreign companies can be active in any industry, yet the authors of the 
thesis have focused on B2C-companies as there is a different legislative framework 
designed to protect Swedish consumers. 
 
As all countries will have to digitalize in the near future, this thesis aims to contribute to 
the field of e-commerce legislation inside the European Union. To obtain data, two in-
depth interviews were conducted. The two interviewees have different perspectives on 
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the Swedish e-commerce laws and how foreign companies adjust to them as one interview 
was conducted with a lawyer specializing on the implications of Swedish legislation for 
foreign e-commerce companies and the other interview was done with the Omni-channel 
manager at Decathlon Sweden. Decathlon Sweden is a sporting goods retailer company 
of French origin that entered the Swedish online market in 2012. As they are a B2C 
company from within the European Union that has entered the Swedish online market 
rather recently, they fit the authors’ research purpose. Thus, the authors of the thesis have 
done a case on Decathlon Sweden’s entry into the Swedish online market. The company 
is considered to have entered the Swedish e-commerce market if it uses Swedish as a 
language or language option, displays prices in SEK or has the domain .se on its website. 
  
The model that will be most extensively discussed in connection to the research is the 
resource based model of entry mode developed by Ekeledo and Sivakumar in 2004. This 
model is most suitable to our research as it considers the resources of the firm, of any size 
and in any industry, and the factors of the home and host country, in which legislation is 
included. It also assumes that there is no perfect competition in the market which is the 
reality faced by many e-commerce companies in the market in which they are operating. 
Furthermore, the relevance and applicability of the Uppsala model for e-commerce 
companies will also be discussed in connection to the research. 
 

1.4 Research question 
 
How does the Swedish legislation impact foreign ECCs’ establishment process on the 
Swedish e-commerce market? 
 

1.5 Delimitation of purpose 
 
The purpose of this thesis is limited as it does not take into consideration all types of 
industries and companies operating in Sweden. The authors have chosen to exclude 
companies such as the B2B-firms. Additionally, this thesis does not examine the complete 
legislative framework established by the European Union but rather focuses on laws 
influencing the Swedish e-commerce market. This is mainly due to the narrow timeframe 
but it provides an opportunity for future research. 
 
Moreover, the authors have some experience in law studies but are majoring in Business 
Administration, not in law studies, which implies that understanding the implications of 
the Swedish laws may require more time for the authors than for law students and 
practicing lawyers. 
 
Another possible limitation is that of language barriers and possible translation errors. As 
the authors have conducted parts of the data collection in another language, translation 
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into English had to be made. This means that some of the findings may have been 
compromised due to this fact that the results needed to be converted into English. 
Furthermore, the English language is not the mother tongue of neither of the authors so it 
is possible that minor misunderstandings have taken place when investigating the 
previous research as well as interpreting the results. 
 

1.6 Definitions 
 
Business-to-business (B2B) 
Business-to-business refers to a situation where a business accomplishes a commercial 
transaction with another business (Mani Singh Chauhan and Anbalagan, 2014). 
 
Business-to-consumer (B2C) 
Business-to-consumer refers to a situation where a business accomplishes a financial 
transaction or online sale between a business and a consumer (Mani Singh Chauhan and 
Anbalagan, 2014). 
 
Cross border e-commerce 
The percentage of e-commerce purchased at foreign sites (Ecommerce Europe Report 
2015). 
 
E-commerce 
“E-commerce is the process by which people use electronic means to do business or to 
do other economic activities. It is the process whereby traditional trade is carried out by 
electronic methods” (Qin, Chang, Li, & Li, 2014, p. 3). 
 
E-commerce company (ECC) 
E-commerce company; company that operates through e-commerce (Ecommerce Europe 
Report 2015). 
 
Entry modes 
According to Sharma and Erramilli, entry modes is defined as a structural agreement that 
allows a firm to implement its product market strategy in a host country either by carrying 
out only the marketing operations (i.e., via export modes), or both production and 
marketing operations there by itself or in partnership with others (contractual modes, joint 
ventures, wholly owned operations (2004, p. 2). 
 
European Economic Area (EEA) 
The Agreement on the European Economic Area, which entered into force on 1 January 
1994, brings together the European Union Member States and the three EEA EFTA States 
- Iceland, Liechtenstein and Norway - in a single market, referred to as the "Internal 
Market". (European Free Trade Association website). 
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European Union (EU) 
The European Union is a group of European countries that participates in the world 
economy as one economic unit and partially operates under one official currency, the 
euro. The European Union’s goal is to create a barrier-free trade zone and to enhance 
economic wealth by creating more efficiency within its marketplace. (europa.eu, 2016) 
 
Market place 
Online platform on which companies (and consumers) sell goods and/or services 
(Ecommerce Europe Report 2015). 
 
Multinational Business Enterprise 
A company with operations in several markets or catering several markets. 
 
Online buyer (or e-shopper, E-buyer) 
An individual who regularly buy or order goods or services through the Internet. 
(Ecommerce Europe Report 2015) 
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2 Frame of reference 

This chapter aims to provide the reader with information regarding e-commerce and the 
legislations related to this phenomenon on both the European Union level as well as the 
Swedish level. It also provides the reader with relevant theories and highlights the 
theoretical gap as well as how it will be filled. 

 

2.1 Brief background on the field of entry mode research 
 
Entry modes is the one of the most researched topics within international management 
(Canabal and White, 2008, Morschett et.al, 2010). Canabal and White (2008) as well as 
Morschett et.al (2010) have made meta-analyses to sum up decades of research on the 
topic. It is not surprising that entry modes are of such interest to researches as Morschett 
et.al as well as Ekeledo and Sivakumar argue that it is in fact one of the most important 
decisions in the internationalization process (2010, 2004). 
  
However, the results from the large body of research is diverse, making it hard for 
managers to gain clear information on what tactics to use (Ekeledo and Sivakumar, 2004). 
Another important aspect to this field is the fact that previous studies have mostly focused 
on manufacturing firms with a traditional business model (Morschett et.al, 2010). Foscht 
et.al argued that e-commerce companies (ECCs) are in fact not following the traditional 
business model (2006). Not to forget, the trade costs associated with crossing language 
barriers inside the European Union is also an important factor to take into account for 
online trade (Martens, 2013).  It has also been argued that there is little research on how 
ECCs internationalize (Luo, Zhao and Du, 2005). 
 

2.2 E-commerce in general 
 
Firstly, according to E-commerce Europe (2015), e-commerce may be perceived as any 
business to consumer (B2C) contract regarding the sale of products or services fully or 
partly concluded by a technique for distance communication, such as a computer, a phone 
or a tablet. 
  
Due to the modern day technology, distance is no longer an obstacle when it comes to 
international promotion of products and services for ECCs. Even if there are laws 
regulating e-commerce on a national level, a company is able to be global from the 
beginning and can possibly avoid some steps of entry-mode selection (Ekeledo & 
Sivakumar, 2004). It also permits to the company to bypass the need to involve 
themselves in important and irrevocable foreign direct investments (FDI), resulting in a 
smaller sunk investment proportion of company’s international market expansion 
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(Petersen et al., 2002). However, obstacles for ECCs do exist, such as the trust issues that 
consumers might have towards different aspects of the ECCs business especially 
regarding how sensitive data, such as credit card information, address and other personal 
details, is handled. Lovelock & Ure (2002) found that governments are also concerned 
with e-commerce. For example, they are concerned about legal issues of copyright, 
infrastructure and the protection of privacy (Lovelock & Ure, 2002). The concern 
regarding the copyright is dealt with by the European Union as paragraph three of Article 
3 of the Electronic Commerce Directive states that a host country can reject the principle 
of the establishment state on issues regarding copyrights as well as other factors such as 
industry protection (European Union, 2000). How the nations decide to reject an ECC to 
operate in a nation depends on their national preferences for their legislation. The 
differences in legislation due to different values are real, for example, the laws on 
personal privacy are much stricter in the European Union compared to the United States 
(Scott, 2004). 
  
Furthermore, Berman et al. (2013) found that one possible remedy for trust issues between 
the company and the customer is to use multi-channel retailing where firms have both a 
strategy for store location as well as for e-commerce. Physical stores enable customers to 
see, touch, feel and try the products. In addition to that, buying from a physical store 
enables the customers to avoid shipping costs and delivery times. Having both options 
add convenience to customers resulting in more value for them. In addition to these 
findings, Berman et al. (2013) also argue that e-commerce can be used to sell and deliver 
products in geographic areas where no store is present. For example, in Belgium, Apple 
established only one Apple Store in the city of Brussels but through its website 
www.apple.be, customers are able to buy and receive products to any city without needing 
to go physically to Brussels (Apple, 2016). 
  
The Swedish e-commerce market consists of Swedish residents who are quick to adapt to 
the new digital environment, a strong economy and lastly a history of distance selling. 
This combination creates a unique e-commerce environment (Postnord, 2016). The 
population of Sweden is approximately around 9,9 million people (Statistical Central 
Bureau, 2016). It is estimated that Sweden has, out of its population, 7,4 million people 
using the internet and 5,9 million of the population are e-shoppers (E-commerce Europe, 
2015). In 2014, the total B2C e-commerce of goods and services represented in Sweden 
8,9 billion Euros with an average spending per e-shopper evaluated to 1504 Euros per 
year (E-commerce Europe, 2015). The forecast for 2015 was around 9,5 billion Euros in 
turnover for e-commerce of goods and services and it is expected to increase even more 
in 2016 (Ecommerce Europe, 2015). 
  
Compared to traditional shopping in physical stores, the two main advantages of e-
commerce are argued to be time saving – no movement towards a physical store required 
– as well as the perception of time – where customers have the possibility to access online 
shopping at any time (Lovelock & Ure, 2002). The abundance and freedom of choice as 
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well as the possibility to customize a product or service which had a personal touch are 
also factors increasing the popularity of e-commerce (Postnord, 2015). 
 

2.3 Legislation in the European Union and Sweden 
 
Unfortunately, according to E-commerce Europe (2015), ECCs often face complications 
when participating in cross-border trade due to barriers such as legal uncertainty 
regarding altered laws, taxation and payment systems. The cost of delivery to certain 
countries can also be a problem. As a result, the European Union has created common 
laws regarding e-commerce for its member states, including Sweden, in order to break 
down these barriers and stimulate additional growth of the e-commerce sector for the 
European market. (Magnusson Sjöberg, 2011). This project is called “Digital Single 
Market”. 
 

2.3.1 Digital Single Market 
 
The Digital Single Market-initiative is a project which aims to encourage cross-border e-
commerce within the European Union, thus increasing the economic growth, number of 
jobs and the level of innovation within the internal market (Plesea Doru, Maiorescu and 
Cîrstea, 2014). The European Commission aims to do this by improving the access to 
goods and services that can be bought online, improving the digital network and making 
the internal digital economy reach its full potential (European Commission, 2015). An 
example of the steps that have been taken to improve the European digital environment 
is the regulation that eliminates the roaming taxes which is to take place on the 15th of 
June 2017. Yet, the fragmentation of the European Law on e-commerce has been 
recognized as an issue for the Digital Single Market (Plesea Doru, Maiorescu and Cîrstea, 
2014; European Commission, 2015). 
 

2.3.2 The principle of the establishment state 
 
When investigating the European Union’s laws concerning e-commerce, the Electronic 
Commerce Directive, 2000/31/EG was implemented in 2000 to accommodate a 
framework for the e-commerce in markets within the European Union and it could be 
considered as the foundation of modern European e-commerce legislation (European 
Commission, 2015). The aim of this directive is to set up legal assurance for both 
consumers and firms active on the e-market. The principle of the establishment state is 
formed in Article 3 of the Electronic Commerce Directive, 2000/31/EG. This principle 
ensures that e-commerce is subjected to the law of the member state in which the ECC is 
established. While doing a cross-border purchase, it leads consumers to accept national 
laws from the country where the product is being purchased from (European Commission, 
2015; Magnusson Sjöberg, 2011). 
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That being said, the national legislations regarding e-commerce inside the European 
Union are still not harmonized as there are exceptions from this principle in the Swedish 
legislation where the Consumers purchase law (1990:932) entails that if it is a Swedish 
customer making the purchase then Swedish law is to be applied to the case 
(Riksdagen.se, 2016). In addition to this, in cases of cross-border conflict brought on by 
an unresolved issue concerning e-commerce, there is little precedent court decisions 
(Magnusson Sjöberg, 2011). 
 
In table 1, the principle of the establishment state is presented to the left whilst deviations 
from it in the Swedish legislation is shown to the right. The conflict lies in the sense that 
the principle states that if the ECC follows the laws in the state of establishment, that is 
enough to engage in e-commerce in other markets whilst the Swedish laws, which are to 
the right are applicable to in their respective areas to ECCs active on the Swedish online 
market. The third condition for the principle of the establishment state was rewritten by 
the authors as the original document refers to the annex. 
 
Table 1: the conflict between the principle of the establishment state and the Swedish 
legislation 
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Source: European Union, Official Journal L 178, pp.0001-0016 (2000) and Riksdagen.se. 
(2016). 
 
Not to forget, the trade costs associated with crossing language barriers inside the 
European Union is also an important factor to take into account for online trade (Martens, 
2013). For business, it means that the choice of the country of implementation is a crucial 
decision. 

Directive 2000/31/EC of the European 
Parliament and of the Council of 8 June 2000 
on certain legal aspects of information 
society services, in particular electronic 
commerce, in the Internal Market 
('Directive on electronic commerce')  

1. Each Member State shall ensure that 
the information society services provided 
by a service provider established on its 
territory comply with the national 
provisions applicable in the Member 
State in question which fall within the 
coordinated field. 

2. Member States may not, for reasons 
falling within the coordinated field, 
restrict the freedom to provide 
information society services from 
another Member State. 

3. [However there are some exceptions 
such as - the freedom of the parties to 
choose the law applicable to their 
contract] 

4. Member States may take measures to 
derogate from paragraph 2 if the 
following conditions are fulfilled: 

(a) the measures shall be: 

(i) necessary for one of the following 
reasons: 

- protect public policy, 
- the protection of public health, 
- public security, including the 
safeguarding of national security and 
defence, 
- the protection of consumers, including 
investors; 
 

The Consumer Sales Act (1990:932) 

1§ This law is applicable to cases in 
non-attached goods are sold by a 
trader to a consumer.  
Authors note: it is generally accepted 
that this Swedish law protects 
Swedish consumers.   

Marketing Practices Act (2008:486) 
2 § This law is applicable when a trader 
is marketing itself or is requesting 
products in their trading activities  
Authors note: For the Swedish law to 
apply, the trader must aim their 
marketing efforts towards the Swedish 
market.  
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2.3.3 Taxes in the European Union 
 
Regarding taxes, the value added tax (VAT) is 25% in Sweden where it is in average 21% 
in the European Union (Ecommerce Europe, 2015). To be liable for tax in Sweden, the 
firm must be resident or have a permanent establishment inside the country (Åkerstedt & 
Nilsson, 2009). According to Skatteverket, the Swedish Tax Authority, the presence of a 
server in Sweden is enough to be considered as a permanent establishment in the country 
(Clinton, 2015). Furthermore, the Swedish tax authority was the first in Europe to 
establish a national project for control of the Internet related trades in 2007 (Clinton, 
2015). The goal was to lower tax loss due to E-commerce (Åkerstedt & Nilsson, 2009). 
It resulted in an additional 63,4 million Euros to the Swedish government from undeclared 
income from E-commerce where VAT was not accounted or collected due to firms not 
filing tax returns or underreporting turnover in 2009 (Åkerstedt & Nilsson, 2009). 
 

2.4 Swedish and European e-commerce customers 
 
As previously mentioned, the Swedish e-commerce market is growing when it comes to 
most industries. However, it is of interest to compare the Swedish e-commerce consumers 
to other consumers inside the European Union in order to better understand the 
attractiveness of the e-commerce markets in Europe, in particular the Swedish market. 

 

2.4.1 The Swedish e-commerce customer 
 
The average Swedish e-customer spends 1,504 Euros annually, has price and quality as 
determining factors in mind for his purchasing intentions and is more likely to shop online 
when holidays such as Christmas are around the corner (European Commission, 2014). 
In their report “Northern B2C E-commerce Report 2015”, the European Commission 
reports that 93% of the Swedish population has internet access and 74% make purchases 
online. 
 

2.4.2 Comparison between Swedish and European e-commerce 
customers 
 
The Nordic countries are known to share a similar culture. Yet, there are some differences 
when considering e-consumption. Therefore, the authors compare the Swedish e-
consumer to the Norwegian counterpart. Additionally, since the case is based on a French 
company, Decathlon, the Swedish e-consumer is also compared to the French e-
consumer. 
 
Norway displays similar numbers to Sweden, since 96% of the Norwegian population has 
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access to the internet and 76% of them are considered to be e-shoppers. Despite that the 
Norwegian average consumer spends 1,104 Euros more than the average Swedish e-
consumer, it is important not to forget that there are 3,2 million Norwegian e-consumers 
whilst there are 5,9 million Swedish e-customers (European Commission, 2014).  
 
When studying the French e-commerce market, the report “Western B2C E-commerce 
Report 2015” reports that only 84% of the French population has internet access and, as 
Sweden, 74% of the internet users make purchases online (European Commission, 2016). 
However, the French average consumer spends 1600 Euros annually which is almost 100 
Euros more on average than Swedish e-customer yet less than Norway by 1000 Euros. 
 

2.4.3 Cross-border e-commerce in the Nordics 
 
Furthermore, consumers from Nordic countries are shopping products online from 
companies based outside their country’s borders to a certain extent (Rapport E-handeln I 
Norden, 2016). According to the same report, e-consumers from Sweden and Norway 
both spent almost 11,5 billion Swedish Crowns from online stores based abroad in 2014. 
At the same time, consumers from Denmark and Finland only spent 7 respectively 8,8 
billion Swedish Crowns. That being said, the total value of products sold online from 
outside their country’s border was estimated to be approximately 27% of the total value 
of e-commerce in the Nordic countries. (Rapport E-handeln I Norden, Postnord, 2016). 
  
By examining the findings presented in the yearly report on e-commerce in the Nordics 
from Postnord, one can easily see that Swedish ECCs are gaining consumers from abroad 
(Rapport E-handeln I Norden, 2016). For example, on average, 10 percent of e-consumers 
from Finland and Norway buy products online from Sweden every 3 months (Rapport E-
handeln I Norden, 2016). 
 

2.5 Internationalization theories and models 
 
As previously mentioned, entry mode is a widely researched field (Morschett et.al 2010; 
Canabal and White, 2008; Moon, 1997). Therefore, many theories and models have been 
constructed over the years where they all have different assumptions regarding the 
market, the firm and in some cases, the potential outcomes of the different entry modes 
(Malhotra, Agarwal and Ulgado, 2003). 
 

2.5.1 Resource-based model of entry mode 
 
To begin with, Ekeledo and Sivakumar’s model of the resource-based view of a firm’s 
entry strategies as well as the resource-based internationalization theory are focusing on 
the individual firm rather than an entire industry’s choice of entry mode which both 
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eclectic and the internationalization theory do (Ekeledo and Sivakumar, 2004). Moreover, 
the resource based theory does not assume perfect competition and considers the firm and 
its internal resources as the competitive advantage rather than the size or choice of 
industry it is in (Ekeledo and Sivakumar, 2004). Ekeledo and Sivakumar’s model (2004) 
has three main components: control, resources and capabilities. What control does the 
company have over the internationalization method, what resources does the company 
have and how capable are they of using their assets. 
 
According to Ekeledo and Sivakumar, control implies the power to affect company 
strategy, methods and decisions of the possible foreign agent when entering a new market 
(2004). When studying entry modes, control has been greatly investigated as it is a 
determining factor regarding the potential risk associated with the entry into the new 
market (Anderson and Gatignon, 1986). A company’s resources may consist of anything 
ranging from a good reputation, its organizational culture, the company’s size, experience 
and skills (Ekeledo and Sivakumar, 2004). 
 
A firm that is capable, is a firm that is able to utilize its resources, tangible or intangible 
(Ekeledo and Sivakumar, 2004). It may be that the technology used by the company is 
used in a uniquely strategic manner, that the company possesses an excellent know-how 
that gives it a unique advantage in their market, and this knowledge is hard to transfer 
into other companies (Ekeledo and Sivakumar, 2004). It could be argued that the resource 
based model is most applicable to ECCs since ECCs vary in their industries and sizes as 
well as come from countries with different industry structures but they all share the three 
components from the model (Falk and Hagsten, 2015). 
 

2.5.2 Uppsala model and internet related companies 
 
Firstly, there are a number of theories on internationalization, yet the most acknowledged 
theory ought to be Vahlne and Johanson’s Uppsala Model of internationalization, as it 
has been discussed for decades, has received a considerable amount of empirical support 
and little criticism (Foscht et.al, 2006). The original Uppsala model of internationalization 
assumes a particular order in which firms internationalize. Firstly, the company gathers 
data on the intended host market, using this knowledge, the firm can assess how 
committed it should be to the market (Johanson and Vahlne, 1977). After this knowledge-
gaining process, it is noteworthy that companies usually expand into culturally and/or 
geographically close markets, relative to the market of origin (Johanson and Vahlne, 
1977). Johanson and Vahlne also found that exporting was the most common initial way 
to enter a brand new market (1977). 
 
The original Uppsala model is quite old but has been continuously updated as research 
has shown issues that have not been dealt with thoroughly in the original Uppsala model. 
One such issue was the internationalization of internet-related firms, such as ECCs, and 
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how the Uppsala model did not apply to them (Forsgren and Hagström, 2007). In their 
research, Forsgren and Hagström aptly pointed out that in the past, internationalization 
has mostly been pursued by manufacturing firms and that the several decades old Uppsala 
model might suit them better rather than the internet-related firms of the modern day as 
internet related companies internationalize much quicker (2007). An additional finding in 
their study was that the cost for establishing an e-commerce store in a new market is “very 
modest” (Forsgren and Hagström, 2007, p.300). 
  
Through eight case studies of Swedish internet related firms in various fields such as 
entertainment, software and consulting, Forsgren and Hagström found that firms did 
indeed expand into the geographically closer markets. However, this was primarily due 
to the level of internet maturity rather than cultural proximity. Another difference between 
Forsgren and Hagström’s findings and Vahlne and Johanson’s model from 1977 was that 
the original Uppsala model states that firms do not invest in new markets if the risks are 
too high whilst the internet-related firms argued that the risk of not entering a new market 
because of the high risk is riskier, especially for new innovations and industries. Forsgren 
and Hagström argued that the uncertainty that some of the investigated firms faced in 
their rapidly expanding industries led to faster internationalization than the Uppsala 
model predicted (2007). 
  
As a result, the Uppsala model of Multinational business enterprise evolution from now 
recognizes many things that the founders of the Uppsala model have not discussed 
previously, such as recognizing the impact of uncertainty on internationalization (Vahlne 
and Johanson, 2013). Furthermore, the fact that a company does not need to own 
operations in two different nations and thus obtaining the multinational enterprise (MNE) 
status in order to internationalize is recognized as well (Vahlne and Johanson, 2013). 
  
The Uppsala model of Multinational business enterprise evolution focuses on the 
capabilities of the firm and how the networks of a company is an essential part of their 
capability to manage their resources. As in their original Uppsala model, the emphasis is 
on learning and innovation, yet in the model of Multinational business enterprise 
evolution, Vahlne and Johnson argue that these two aspects are enhanced by the network 
of the company (2013). Thus, the focus on networks and their positive effects are 
considered as a resource for the company although the relationships might be a potential 
risk if the relationship is terminated and all the resources that have gone into cultivating 
it turn out to be wasted (Vahlne and Johanson, 2013). However, Vahlne and Johanson 
discuss the topic of “affordable loss” which is when a company considers a potential risk 
as worth the gamble, in alignment with the statements made about sometimes taking a 
risk made by the internet-related companies in Forsgren and Hagström’s study (Vahlne 
and Johanson, 2013; Forsgren and Hagström, 2007). 
  
However, neither the resource based model of entry mode, or the Uppsala model elaborate 
on any specific factor in the home and host country which are important to consider when 
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deciding to enter the newly selected market. As previously mentioned, legislation has 
been found to be a risk factor for ECCs and thus it cannot be forgotten (Pezderka and 
Sinkovics, 2011). As it has been found that ambiguous legislation can discourage a 
company from entering a market (Scott, 2004), it is reasonable to assume that legislation 
does impact the establishment process of an ECC into a new market, yet it is not 
emphasized in either of the two models. 
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3 Methodology and method 

This chapter aims to present and defend the different methods used to fulfill the purpose 
of the thesis. It includes the research philosophy, the research approach, collection of 
data strategy as well as how the authors will analyze the data. 

 

3.1 Scientific philosophy 
 
Before choosing how to approach the research question, the authors sought out a proper 
research philosophy to guide themselves and to aid them in keeping track of their own 
values and assumptions. Saunders, Lewis and Thornhill describe a research philosophy 
as a system of beliefs and assumptions that are relevant to the deepened understanding of 
the research area (2015). Generally, the five most commonly accepted philosophies are: 
positivism, critical realism, interpretivism, postmodernism and lastly pragmatism. All of 
these vary in the way they treat the main assumptions: 
 
Epistemological: Assumptions on knowledge. What makes knowledge legit and how can 
one communicate this knowledge. 
 
Ontological: Assumptions on entities in the research. Our assumptions affect the way 
entities such as organizations or artefacts are perceived and thus how they are researched. 
 
Axiological: Assumptions based on personal values. The values of the researchers and 
the society in which they live or were brought up in may influence the assumptions of the 
research outcomes. 
 
In addition to their variations in these assumptions, the philosophies also vary in 
objectivism and subjectivism as well as the methods that are used to obtain data. 
 
After some consideration and contemplation, the choice for this thesis was between using 
interpretivism or pragmatism. These two aspects vary greatly in their level of objectivism 
and of course their main emphasis. Interpretivism focuses more on the importance of the 
individual human, its social context and values whilst the pragmatic philosophy aims to 
provide knowledge that will lead to successful actions being taken by using a mixture of 
both values but also facts (Saunders, Lewis and Thornhill, 2015).  Since the aim of this 
thesis is to provide the academic community with new knowledge and aiding practitioners 
to make proper decisions the pragmatic approach was considered applicable to the 
research question, thus was chosen. 
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3.1.1 Pragmatic philosophy 
 
The reasoning behind the choice of the pragmatic approach is that although interpretivism 
is widely used in business and management studies, this thesis does not focus so much on 
individual performance on any level. The research question calls for a wider, more results-
based philosophy as it concerns an entire region and essentially any company that wishes 
to establish themselves in Sweden through e-commerce. Due to such a wide basis of 
research and a wish to let both values of the parties involved while also providing the 
research field with facts, pragmatism is a feasible choice as it encourages the authors to 
not only explore different aspects that may influence the results but also to use several 
different methods of research in order to obtain data (Saunders, Lewis and Thornhill, 
2015). This encouragement is an argument that cannot be ignored when the authors had 
already contemplated the fact that a mix of interviews and surveys were to be used to 
obtain data from different stakeholders of foreign e-commerce in the Swedish market 
place. 
 

3.2 Scientific approach 
 
In general, there are three recognized approaches to research: deduction, induction and 
abduction. The main differences lie in whether the generalizations are made from the 
general to the specific data, vice versa or if the generalization is based on the interaction 
between the findings and the previous generalization. The different approaches also vary 
in the way they engage with theories; the deductive approach verifies or defies theories 
whilst inductive and abductive approaches provide the research field with altered versions 
of theories or brand new ones (Saunders, Lewis and Thornhill, 2015). 
 

3.2.1 Inductive approach 
 
For the research question to be properly investigated, empirical data must be collected 
before we can compare it to relevant theories. There are no theories that are a true match 
with our purpose so we must alter existing theories by adding the criteria of importance 
of host country’s e-commerce laws to the relevant theories on entry modes. 
 
Thus, the choice is between the inductive as well as the abductive approach. However, 
the abductive approach requires that the researchers go back and forth into the previous 
research to compare the findings fluently throughout the work. It is mostly used as a 
method to examine why an unexpected event has happened (Saunders, Lewis and 
Thornhill, 2015). This is not compatible with our research question which requires an 
explanatory approach but to an event that is expected. As we aim to research the reasoning 
regarding entering the Swedish e-commerce market, it is not an unexpected happening 
that actors from abroad want to establish themselves on the Swedish e-commerce market. 
Therefore, we have chosen the inductive approach.  
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By using the inductive approach, the data is obtained and analyzed first and then applied 
to the existing theories which helps the existing body of research to develop as new data 
is gathered.  
 

3.3 Research method 
 
When conducting a research method, there are three main different methods. These 
different methods are qualitative, quantitative or mixed.  A qualitative research is based 
on data in words or other non-numerical format. Qualitative method gives the opportunity 
to analyze experiences from people, by for example “in-depth interviews, focus group 
discussions, and observations” (Bailey & Hennink, 2011, p.112). On the other hand, a 
quantitative method is based on data in numerical or otherwise measurable format 
(Bryman & Bell, 2011). 
 
Due to the fact that data is collected in a standardized manner, it is highly important to 
emphasize on asking questions clearly so that each participant interprets the questions in 
the same way (Saunders, Lewis and Thornhill, 2015). In addition to that, it is possible to 
combine these two research methods into one research method combining both qualitative 
and quantitative data. It is named a mixed method. A mixed method can be seen as a 
method combining the strengths from both qualitative and quantitative methods. By using 
this method, the authors are allowed to conduct and analyze both interviews where data 
is in word format as well as the results from a survey where data is in numerical format. 
Interviews are the most suitable approach for our research as it permits gaining crucial in 
depth data concerning Swedish legislations. On the other hand, a survey permits the 
authors to gain knowledge about the perception of these laws by consumers and analyze 
how it influences both companies and consumers in Sweden. As a result, the method 
chosen by the authors of the thesis was a mixed method. 
 

3.3.1 Mixed method 
 
According to Bernardi et al., a mixed method allows the researchers to highlight both the 
similarities and differences among different views of a circumstance (2007). Furthermore, 
according to Östlund et al., a mixed method was determined to be “research in which the 
investigator collects and analyses data, integrates the findings and draws inferences using 
both qualitative and quantitative approaches” (2011, p.370) which they referenced from 
Tashakkori and Creswell (2007). The mixed method chosen by the authors can be 
identified as a method that involves the use of both quantitative and qualitative methods 
separately within the same state of data collection. It allows results from both quantitative 
and qualitative researches to be analyzed together in order to contribute to a richer 
comprehension of the research question (Saunders, Lewis and Thornhill, 2015). 
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That being said, when looking at the figure 1, the different steps taken by the authors were 
to first decide on the use of multiple methods instead of a mono method, as a mono 
method only enables the authors to either conduct a quantitative study or a qualitative 
study whilst the multiple method allows for multiple kinds of studies to be made. 
Secondly, the authors decided to use a mixed method as it permitted to combine both 
quantitative and qualitative methods. Finally, the authors decided to use a simple mixed 
method as the authors do not intend to do the research at another point in time which 
would require the complex mixed method. 
 

 
Figure 1: methodological choice 

Source: Saunders, M., Lewis, P. and Thornhill, A. (2015). Research methods for business 
students. P.167. Harlow: Pearson Education Limited. 

 

3.4 Case study 
 
In general, a case study uses different sources of data in order to examine and comprehend 
a social phenomenon within its real-life setting (Yin, 2014). A case study can be based 
and rely on both quantitative and qualitative researches. Usually, qualitative data is used 
to better understand a social phenomenon. However, qualitative data can also be 
associated with quantitative data in order to have a better overview and a broader 
perspective. It may refer to a person, a group, an organization, an event, etc. (Saunders, 
Lewis and Thornhill, 2015). The main methods used to build a case study and achieve an 
in-depth inquiry are questionnaires, focus group, interviews, experiences, reflections and 
different forms of observations (Saunders, Lewis and Thornhill, 2015). 
  
When a case study is implemented, it is highly important to select a pertinent area inside 
the subject of interest in order to gain a deeper understanding of the social phenomenon, 
determining the boundaries, and to answer the research question. As a result, the authors 
decided to focus on a case study based on an interview with a director from Decathlon 
Sweden, a French sporting goods retailer, that entered the Swedish e-commerce market 
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in 2012. This interview was complemented by an interview with a Swedish lawyer 
specialized in e-commerce law to compare the answer and gain more understanding by 
having two perspectives of the ECCs establishment process into the Swedish e-commerce 
market. In addition to that, a survey was conducted in order to gain knowledge about 
Swedish consumers’ preferences and to gain support for the findings in our interview. 
 

3.5 Selection of sample 
 
The sampling methods varied between the different parts of the methods in order to 
provide more clear results and analysis. 
  
For the interviews, the sampling was not random since the recipients of the interviews 
invitations were selected for a reason. The authors of the thesis carefully analyzed what 
profiles were needed to understand the e-commerce legislations in Sweden and in Europe; 
as well as to understand the Swedish e-commerce market. Conducting interviews with 
individuals who are not accustomed to these fields of research could be a risk for the 
research and in order to minimize it, the invitations were sent out to carefully selected 
individuals that are currently working with e-commerce in Sweden or that have 
knowledge about the European and Swedish legislations for e-commerce. 
  
However, the sampling for the survey was somewhat random, yet not completely so. 
Public invitations were published on a social media platform called Facebook and the 
authors promoted the survey in a variety of channels such as face to face, by calling and 
by sending emails to everyone that the authors knew and fulfilled the conditions to take 
the survey. These conditions were that the person is either Swedish, currently living in 
Sweden, has been shopping on an online store whilst in Sweden or match with two or 
more of these statements. The aim was to receive responses from random people that 
fulfilled the conditions to take the survey. As a result, there was no active selection but 
the sampling was not made in an entirely randomized manner as the authors knew or 
knew by association the participants of the survey. However, the survey was anonymous 
so there is no way for the authors to confirm that they knew the participants. The sampling 
methods thus fall within the normal frames of sampling as our qualitative method is not 
randomized whilst the quantitative is a more so which is the typical sampling standards 
for respective methods (Saunders, Lewis and Thornhill, 2015). 
 

3.6 Collection of data 
 
Primary data is data collected by the authors of the thesis by doing, in this case, interviews 
and a minor survey. Most of the primary data of the thesis was gathered through 
interviews. The authors decided to clearly analyze what profiles were the most relevant 
and feasible to actually have an interview with in order to answer the research question 
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and to build a case regarding a foreign company that recently entered the Swedish e-
commerce market. The interviews will provide clear insights about European and 
Swedish legislation concerning e-commerce as well as insights about the legislation on 
the Swedish e-commerce market. It is important to notice that before the authors 
contacted different sources of information, it was essential to take into account the time 
limitation as well as the potential costs of for example travelling to offices although the 
invitation also stated that, if it was preferable for the parties, the interview could be made 
over the phone or Skype. 
  
In order to gather reliable data, interviews were conducted with interviewees from 
different backgrounds and different work positions within the Swedish e-commerce 
market. The authors identified three major axes to gather data in order to answer the 
research question. 
  
Firstly, the authors established the need to interview a lawyer that could help to focus on 
European and Swedish laws for e-commerce as well as how to legally establish a website 
on the Swedish e-commerce market. Secondly, the authors focused on finding an 
interview with one of the director at Decathlon Sweden, a French sporting goods retailer 
company operating in Sweden, in order to gather data about the internationalization 
strategy from a foreign company’s point of view as well as to get precise information on 
how the Swedish e-commerce market evolves. Finally, the authors tried but did not 
succeed in having an interview with an agent from the Swedish national organization for 
digital commerce. 
  
The authors managed to get interviews with the manager of Decathlon Sweden’s e-
commerce operations as well as a well-known lawyer with e-commerce competence. 
These interviews gave enough data to propel the research further. 
 
Concerning the literature review, the main literature sources used to understand, analyze 
and find the research gap on the importance of legislation of the EECs’ 
internationalization process were: Ekeledo and Sivakumar, 2004, Vahlne and Johansson, 
2013 and lastly Forsgren and Hagström, 2007. Ekeledo and Sivakumar’s article has 
provided this thesis with the resource based model of entry modes whilst Vahlne and 
Johanson as well as Forsgren and Hagström has provided the authors with an updated 
Uppsala model to discuss in relation to the e-commerce companies. The two models have 
different assumptions on the market and the behavior of the firm. The resource based 
model is considered by the authors to be more relevant to ECCs yet Uppsala model is 
considered to be a part of the internationalization literature and provided the authors with 
other perspectives to consider during the process, mainly the applicability of this model 
for ECCs. Based on these articles, the Swedish law texts, and recent reports on how the 
Swedish e-commerce market is developing, the interview questions were formed. 
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In order to find relevant articles for the thesis, the authors mainly used Jönköping 
University library’s search service called Primo. In addition to that, the authors found 
numerous relevant articles by looking at the reference lists of the main articles found 
online. 
 

3.7 Interviews 
 
According to Bryman & Bell (2011), there is three primary different types of interviews 
that can be conducted. The interviewers have the possibility to choose from a structured, 
semi-structured or unstructured types of interview. In this case, the authors chose to 
conduct semi-structured interviews. 
 

3.7.1 Semi-structured 
 
According to Bryman & Bell (2011), a semi-structured interview allows the interviewees 
to respond freely to the questions, as the questions are not set in stone in advance, and 
some are without a specific order, leaving room for unprepared questions or answers. 
 
In order to conduct interesting and stimulating interviews and to also gain new knowledge 
on the subject, the authors of this research determined that semi-structured interviews 
would provide the more knowledge and insights. The process of initiating an interview 
was to send an invitation with a short description of the authors and the thesis’ topic, 
along with the reason with the reason why the authors would value their participation as 
well as the questions upon which the interview would be based. 
 
The authors highly valued the time offered by the interviewees and tried to maximize it 
to its fullest. The semi-structured interviews permitted structured discussions by to be 
formed by letting the interviewees to truly express their answers in a structured manner 
and from these answers, new questions may arise. The interviewees gave consent to let 
the interview be recorded for the sake of reducing the risk of misinterpretation and 
rendering the data in a wrongful manner. The interview recordings were listened three to 
four times by the authors when the interviews were analyzed. 
 

3.8 Survey 
 
For the thesis research, the qualitative survey was not the key component of the research 
yet the authors saw it as an additional way to obtain information that could contribute 
with relevant information to the case, such as how the customers perceive foreign ECCs, 
how people use e-commerce and the linked benefits and disadvantages. Furthermore, the 
survey allows the authors of this thesis to understand what Swedish e-commerce 
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consumers value on an online store, helping the authors to compare the outcome of the 
survey with Decathlon’s e-strategy that they have developed over time. In addition to that, 
the survey enabled the authors obtain data on how much Swedish consumers have 
knowledge about Swedish legislation on e-commerce. The survey started with a brief 
number of questions regarding the demographics of the respondent. The following 
questions were designed in such a way that both quantitative data (“how much”) and 
qualitative data (“why”) could be extracted, see Appendix 1. 
 

3.9 Data analysis 
 
According to Yin (2014), different methods are available in order to analyze data such as 
time-series analyzing, cross-case synthesis, pattern matching and explanation building. 
The authors of the thesis decided to use the method pattern matching in order to study the 
thesis empirical data. 
 

3.9.1 Pattern matching method 
 
The reason why the authors chose to utilize the pattern matching method is due to the fact 
that it allows the researchers to compare two patterns, the one found during research, 
empirical data, and the one predicted, found in literatures (Yin, 2014). This method allows 
the researchers to relate data from existing theoretical framework to the data found 
through interviews and survey. Although only two interviews were conducted, they were 
in-depth and had two different perspectives on the topic. The lawyer who is practicing 
law provided us with a description of the legal establishing process of e-commerce in 
Sweden whilst the manager provided us with the practical implications of the law in the 
company’s e-commerce activities. The two interviews are providing us with two different 
patterns from the two perspectives so the authors can observe the similarities and 
differences between the two approaches to the research topic.  

Moreover, the other methods such as time-series analyzing, cross-case synthesis and 
explanation building unsuitable due to the fact that the time frame of this thesis only 
allows a short time span for data collection. 
 

3.10 Summary of the methods 
 
For the purpose of this thesis, the pragmatic philosophy of research was used alongside 
with the inductive approach. In order to gain both qualitative as well as quantitative data, 
a mixed method was used. Furthermore, for the qualitative data, the two in-depth 
interviews, the samples were non-random since they were carefully selected, whilst the 
samples of the quantitative data, the survey, were more so but not totally random either. 
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In addition to that, the interviews were semi-structured. Lastly, the pattern-matching 
method was used to connect the findings with relevant theories. 
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4 Empirical data and analysis 

This chapter aims to present the relevant findings from the interviews as well as to discuss 
them in connection to the theoretical framework. The resource-based model of entry 
modes is adapted to ECCs, based on our findings whilst the Uppsala model and its 
relevance for ECCs is discussed. 

 

4.1 Results from interview with A.H 
 
The first interview conducted was with a prominent Swedish lawyer, specialized in e-
commerce but she also deals with other legal issues regarding information technology. 
From now on she will be referred to as A.H 
 

4.1.1 Background of A.H 
 
A.H has more than a decade of experience within the field of e-commerce legislation in 
Sweden. One of her tasks is aiding foreign companies into the Swedish online market. 
Apart from her duties as a lawyer, she also gives lectures at different events regarding e-
commerce laws. 
 

4.1.2 The European Union e-commerce laws 
 
According to A.H, working with e-commerce means working in a dynamic as well as 
expanding environment. She pointed out that the dynamic element to the legislation is 
brought on by private companies as well as official bodies, such as the European Union. 
In fact, A.H stated that nearly no new laws regarding e-commerce are created nationally, 
they are formed due to directives from the European Union. However, not all of these 
directives can smoothly be incorporated into the Swedish legislative system. To illustrate, 
the European Union has implemented the principle of the state of establishment, that is 
that if a company follows the laws of e-commerce in one European state, it is allowed to 
operate in all other states. For example, if a Swedish consumer makes a purchase online 
from a Danish company, then the Swedish consumer's purchase law applies although it 
may differ from the Danish laws. The Swedish jurisdiction is accepted here, rather than 
the principle of the establishment state. Therefore, it is quite common to try to conform 
to the host country’s law, in order to avoid unnecessary paperwork in the future although 
the purpose of the principle of the establishment state is to make adjustments to national 
laws obsolete. 
  
According to A.H, the legal texts on e-commerce are almost identical throughout the 
member states of the European Union, yet the practical implications of the law varies due 
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to different understandings of the texts. A.H stated that a contributing factor to the 
difference in the interpretations are partly due to the lack of precedent court decisions, 
she had yet to hear of a conflict brought on by an e-commerce B2C transaction in a higher 
court in the European Union since no institution from the member states has turned to the 
European Court for advice. Without shared guidelines as to how these text should be 
interpreted throughout Europe, it is hard to assume that the European Union would 
develop a unified approach to the law texts. However, A.H remained positive towards the 
Digital Single Market initiative as it aims to make it easier for the companies to expand 
digitally within the European Union. 
 

4.1.3 Swedish legislative deviations from the European Union 
 
In addition to the general laws regarding EECs and their operations, A.H, who has been 
working with companies from various industries, stated that there are industry-specific 
laws. One of those industries that have extra regulations is the pharmacy-industry where 
the companies selling the medicines have stricter regulations regarding the consumers’ 
private data. Yet, the most significant distinction between industries from a juridical 
standpoint is that between B2C and B2B since Swedish legislation is protective of the 
consumers and does not favor the company in disputes between a company and a 
consumer. The time for regretting a purchase or returning a faulty product may for 
example be more generous in Sweden compared to in other European countries. The 
regulations regarding for how long a company may keep personal data varies between 
European countries. Moreover, A.H also considered the Swedish law on marketing to be 
quite special for the Swedish e-market, as it may fine companies based abroad if it is 
reasonable to assume that the company has aimed its advertising to a Swedish market by 
writing in Swedish. In a court case in which it is unclear whether or not a web site was 
aimed at the Swedish market, if the company has been using an .se domain, it could be 
considered as an indicator that the company indeed aimed itself towards said market. 
  
When asked about the largest changes in the Swedish laws regarding e-commerce that 
has occurred during the last years, A.H mentioned that the consequences for not abiding 
the laws has become more severe. Before these legal adjustments, it was considerably 
easier to get away with the not abiding the law fully and there are a surprisingly many 
companies who do not adhere to the Swedish laws, such as the legislation regarding 
personal data. Therefore, a new addition to the existing laws will allow for the company 
who are not following the law on personal data to be fined up to 4% of total revenue. 
  
However, it was also brought forth by A.H that many companies follow the law without 
much consideration, as the requirements to meet the laws have become standards for 
ECCs, such as the requirement that the consumer should have the opportunity to review 
the order, by for example looking into the “basket” before placing the order. 
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4.1.4 Development of e-commerce in Sweden 
 
A.H also aids foreign e-commerce companies who want to establish themselves on the 
Swedish e-commerce market, so she was able to provide a brief yet clear description of 
this process. To begin with, the company should consult a lawyer, that has knowledge 
about e-commerce, in the state of establishment. This lawyer will prepare and send a 
document of legal texts to the host country’s lawyer that can see if there needs to be some 
adjustments to the host market’s legal framework. As the focus of this thesis is to consider 
foreign actors from the European Union, only the process of entry for companies whose 
state of establishment belongs to the European Union were considered during the 
interview.  If the company does not differ that much from the European Union legal 
template, then there will be less adjustments compared to if the company differs 
considerably from the European standard. This standard implies that the legal text is 
similar throughout the European Union. Yet, as previously discussed, the interpretations 
of the texts vary between the member states, so according to A.H, companies from 
Germany find the Swedish laws to be quite accommodating whilst Swedish companies 
who tries to establish themselves in Germany might find that the German laws are quite 
strict. Nevertheless, the Nordic countries have almost identical interpretations of the e-
commerce laws so a Nordic e-commerce company may expand online to another Nordic 
country quite easily, with the exception of Norway, as the state of Norway is not a part of 
the European Union, which means that they have another VAT system. 
 

4.1.5 Future of e-commerce 
 
A.H speculated that e-commerce will become in the future more fluid through the usage 
of Omni channels. She also believed that more intermediaries online where one shop 
would contain several shops would become more common. Lastly she added that 
hopefully, the European market would be more harmonized and that Digital Single 
Market would succeed and advance in its endeavors. 
 

4.2 Results from interview with P.B 
 
The second interview conducted was with the Omni-channel Manager at Decathlon 
Sweden, from now on he will be referred to as P.B 
 

4.2.1 Background of Decathlon 
 
Decathlon is a French company owned by the prominent family Leclercq which owns a 
diverse portfolio of successful companies in various industries ranging from food to 
construction supplies. Decathlon is one of the world’s largest sporting goods retailers. It 
has over 1200 stores worldwide with France, Spain and Italy as main markets. China and 
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Russia are the markets currently expanding the fastest. In Sweden, Decathlon opened its 
first physical shop in Stockholm, the capital of Sweden, in November 2011 and shortly 
after, in 2012 opened their first e-store in Sweden. 
 

4.2.2 Background of P.B 
 
P.B has been an employee at Decathlon Sweden for four years. His current title at 
Decathlon is Omni-channel Manager. As a result, P.B’s  main tasks are to take care of the 
communication at Decathlon Sweden with a strong focus on the communication provided 
by the physical stores; to analyze the sales through the different channels; and to manage 
the customer service. P.B’s interest in Omni-channels is partly a result of his own 
purchasing behavior as he values personal service even when purchasing online. 
 
P.B has a modest academic background but has a vast passion for sports and experience 
with service. He appreciates the company’s entrepreneurial spirit and the fact that 
Decathlon is a dynamic organization: “the job you are doing today is not necessary the 
job you will do tomorrow” (P.B, interview, 2016-04-29). 
 

4.2.3 Reason for entering the Swedish market 
 
According to P.B, the reasoning behind the establishment of Decathlon in Sweden is 
mainly due to a general sports interest present in the big cities, making the market 
attractive. Swedish people are “practicing lots of sports, they have a good financial 
position, and e-commerce is well established” (P.B., personal communication, 2016-04-
29). 
 

4.2.4 Development of Decathlon’s e-commerce in Sweden 
 
First of all, Decathlon Sweden had no website directed to Swedish customers when 
entering the Swedish market. In June 2012, Decathlon Sweden developed its own website 
with the help of the platform tictail, allowing the company to present its catalogue of 
products online to Swedish customers. Tictail is a company that provides other companies 
with an online store. Because of modern times and demand from the market, Decathlon 
Sweden realized early in the establishment process that there was a need to develop an 
online store. Decathlon had no legal adviser in-house for entering the Swedish e-
commerce market. Instead, they received legal aid from their headquarters as well as 
consulting external actors in Sweden such as lawyers and legal advisers. Decathlon 
Sweden adapted to Swedish laws in Sweden while Decathlon France helped them to 
consider the European laws. That being said, Decathlon Sweden feels “really informed 
and well updated” (P.B., personal communication, 2016-04-29) concerning the Swedish 
legal framework for e-commerce. Decathlon Sweden has not faced any particular problem 
with laws about e-commerce in Sweden. They launched a new e-store website by the end 
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of 2014. It was first developed externally but it is currently developed and maintained 
internally by Decathlon Sweden. 
  
P.B stated that the main reason to have a Swedish domain for their website 
(www.decathlon.se) was to be close to their customers in order to enhance the relationship 
and communication with the customer base. Having a Swedish website allows Decathlon 
Sweden to utilize Swedish as the website’s language and to personalize all its contents 
towards Swedish customers and their needs. Decathlon Sweden’s online strategy can be 
characterized as being “Global local”, meaning that they are an international company 
who tries to be as local and as close as possible to its customers. Furthermore, the fact 
that Swedish citizens are used to buy products online helped Decathlon Sweden to choose 
to develop their website in Sweden. This decision and P.B’s focus on providing good 
customer service in having workers who can speak Swedish taking care of the website 
and the customer service, creating once again a closer relation with customers compared 
to a website based abroad. 
  
In addition to the online-store, Decathlon Sweden has developed a system where 
customers inside physical stores are able to use different touch screens scattered around 
the store to discover more products, choose what products they desire, pay at the cashier 
and receive them at home a couple of days later. 
 

4.2.5 Main challenges of e-commerce in Sweden 
 
According to P.B, the main challenge for a new brand in the Swedish market is to get 
well-known by Swedish customers. Additionally, competitors such as XXL and Stadium 
are well established on this market as well as smaller retailers within sports and clothing. 
In order to promote the brand, Decathlon Sweden is mainly using advertising via Internet 
with Google as the primary channel. Social medias are also considered as important tools 
where Decathlon Sweden mainly use Facebook and Instagram. Swedish local public 
transportation close to the physical stores are also used in order to promote Decathlon. 
When discussing e-commerce particularities, Decathlon Sweden faced logistics problems 
with high cost of transportation and a need for a new way to receive products in Sweden.  
  
Nevertheless, Decathlon is not yet profitable in Sweden. It is mainly due to the 
development and construction of new stores as well as the development of the online store 
and advertisement for the Swedish market. 
 

4.2.6 Future of e-commerce for Decathlon Sweden 
 
In the next five years, P.B is expecting more usage of social medias as well as a 
development of the live communication with customers on Decathlon Sweden’s website. 
The development of the live chat function was mentioned as well as mentioning that Omni 
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channels would continue to be a part of the e-strategy. 
  
In the long run, a physical store where all Decathlon Sweden’s products are presented in 
one copy in order to allow customers to try on and touch the products before deciding to 
buy the products online from screens in the store or at home, could appear. That would 
allow Decathlon Sweden to present more products to the customer in the same amount of 
physical space. 
  
On a multinational level, a project has been launched where the aim is to develop 
“decathlon.com”, in order to allow customers from markets where Decathlon is not yet 
present to be able to buy products from Decathlon online and get them delivered to their 
home. This project is in process. No date was mentioned during the interview concerning 
a future release of this new website. 
 

4.3 Connecting the two perspectives 
 
The two interviewees have different perspectives on the topic but both are involved with 
e-commerce in Sweden with a connection to the European e-commerce market. Naturally, 
A.H has more in-depth knowledge about the laws regarding the topic whilst P.B has 
worked with it in his profession for years. The two share different perspectives on the 
research topic yet they agreed on a number of points. 
  
To begin, the usage of the .se domain as a way to aim the site to the Swedish market was 
recognized by A.H who said that it might not be the determining factor in a court case, 
but in a holistic picture it might tip the scale. In addition, P.B agreed that it was used as a 
way to appear more local on the Swedish market. The global local-concept is used as a 
way to market Decathlon to the Swedish market so of course the Swedish marketing laws 
apply. 
  
Furthermore, the establishment process that A.H described as optimal for e-commerce 
was almost exactly followed by Decathlon as they primarily used French lawyers familiar 
with the process as well as Swedish lawyers. Decathlon has expanded into several markets 
so it is likely that they have a well-adjusted legal template for the European Union market 
yet they still needed the Swedish lawyers to make sure that they did not break any legal 
formalities. The term “legal template” refers to the template a company may use as a 
starting point before adjusting the legal practicalities into the local market’s demands.  
A.H established that there is a common law text for the European Union member states 
to implement into their national legal frameworks but that there were differences in the 
interpretation of these texts between the states. The fact that Decathlon used Swedish 
lawyers during the establishment process in order to comply to the Swedish law as well 
as the French one, implies that the statement by A.H is recognized practically as well as 
theoretically. 
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As both of the interviewees are active within the field of e-commerce it was interesting 
to ask them what they thought would be the future of this topic. Apart from that e-
commerce on its own would expand, Omni-channeling was perceived by both as a 
marketing and communications-tool that would grow in importance for EECs. That P.B 
would state this is not surprising as he is the Omni-channel manager, however, that A.H 
would state the same thing is implying that it might indeed be likely. 
 
Despite of these general agreements and understandings of the topic, there was a 
difference in the perception regarding the struggles of establishing an e-store in Sweden. 
A.H considered that the adoption to the host state’s national law to be the largest hurdle 
for ECCs to enter into the Swedish e-commerce market while P.B attributed this title to 
the expensive logistics-systems in Sweden. This difference is quite logic as P.B is not 
directly in touch with the legal work in his professional role whilst A.H on the other hand 
is. 
 

4.4 Summary of the survey 
 
The authors of the thesis conducted an online survey and collected exactly 200 answers. 
It is important to highlight that even if no active selection was made, the sampling of 
these 200 answers were not entirely randomized as it was share to people fitting the 
Swedish e-commerce customer profile defined early on by the authors. Each person who 
filled in the survey is either Swedish, currently living in Sweden, has been shopping on 
an online store whilst in Sweden or match with two or more of these statements. Looking 
at the responders who answered the survey, 72 respondents were men and 128 were 
women. 94% of the people were aged between 15 to 54 years old, which corresponds to 
the main active population on Swedish e-commerce defined by Ecommerce Europe 
(2015). 
  
A question was asked about “how frequently do you visit online stores?” to which 11% 
answered “every day”; 21% answered “4-6 times a week”; 37% answered “1-3 times a 
week”; 22% answered “less than once per week”; and only 9% answered “less than once 
a month”. This is of importance as it helps the authors of the thesis to validate the 
following questions of the survey as 69% of people who answered the survey are 
familiarized with the e-commerce in Sweden as they consult an online store at least once 
a week. 
 
Furthermore, the authors of the thesis asked the respondents what their perceived benefits 
of shopping online were. The main answers were “Ease of access” and “Time saving” 
with each 71%; which was followed by “Competitive prices” with 66% and by “Avoiding 
crowd” with 51%. All other answers did not receive at least 50% so the authors of the 
thesis have decided not to share these results. On the other hand, the perceived 
disadvantages were mainly “delivery time” with 50%; “Refund/return dispute” with 49%; 
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“not the promised goods/services or quality of the goods/services” with 46%; and finally 
“Uncertainty of payment safety” with 40%. All other answers did not receive at least 35% 
of answers. 
 
The past questions permitted the authors of the thesis to understand better the Swedish e-
commerce customer. The following questions are more concerning the research question 
as it provides relevant results to firms who consider to enter the Swedish e-commerce 
market. 
 
 
 

 
Here are the results about if it affects customers’ purchasing intentions if the online store 
is based abroad. 
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Here are the results about if Swedish customers feel sufficiently protected by the Swedish 
legal framework. 
 

 
Here are the results about if Swedish customers are aware of the laws protecting the online 
customers. 
 
These results allow the authors of this thesis to understand how Swedish consumers use 
e-commerce, perceive its benefits and disadvantages, to analyze what consumers value 
when shopping online as well as to obtain data on how much Swedish consumers have 
knowledge about Swedish legislation on e-commerce. 
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4.5 Analysis 
 
In this section, the empirical results will be interpreted and processed in connection to the 
theories and models presented in the theoretical framework discussed prior to the display 
of the findings. 
 

4.5.1 Resource-based model of entry mode 
 
The model created by Ekeledo and Sivakumar in 2004 is, as previously mentioned, 
focused on the resources impact on a firm in the entry-mode process. This model 
considers the individual firm rather than industries which is suitable for our research 
question as it entails all B2C firms with establishment states within the European Union 
that considers or have entered the Swedish online market. It also does not assume perfect 
competition, which is beneficial for this thesis as neither the European or the Swedish 
online markets have perfect competition. The model was presented in 2004 when the field 
of e-commerce was in its infancy. Furthermore, the resource based model of entry modes 
is designed to be broad in order to cover both firms from all industries and both providers 
of goods and services. This makes Ekeledo and Sivakumar’s model quite general and 
open for many interpretations.  
 
With the knowledge that has been gathered in the interviews, the authors can re-interpret 
the resource based entry mode model to showcase the factors ECCs should contemplate 
when internationalizing. Therefore, the over a decade old model will receive an update, 
which is relevant for any company that is active in a member state of the European 
Union’s e-commerce market and wish to enter another online market within the European 
Union. However, the importance of the legislation in the home and the host country has 
been emphasized as it often has been neglected as a risk factor when internationalizing.  
Furthermore, harmonizing entities that aim to diminish or decrease the differences 
between the factors of the home and host countries have been ignored. One such entity is 
the European Union and since it is a supranational organization with power over the 
member state’s national e-commerce legislation, there amongst Sweden’s legislation. It 
is important for the company to be aware of the tendencies of the legislative actions taken 
by the European Union. The model still considers the three main concepts to be control, 
resources and capabilities. These aspects will now be discussed in connection with our 
findings from the interviews and the survey. 
 

4.5.1.1 Control of the entry mode 
 
It is generally accepted that if a company desires to have a high control of the entry into 
a new market, a sole ownership is to prefer, compared to the low-control entry modes 
such as collaborations. In the past, a sole ownership has been equivalent to a high 
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engagement from the firm. However, if a company launches a new website/ adopts an 
existing website to another market within the European Union, the initial investment is 
not quite as substantial as when launching a physical presence. The initial investment 
associated with the launch of an e-store usually covers internal or external legal advisors, 
the moderation or launch of the site and logistics costs for the delivery of the sold product 
or service. The need for a local lawyer when expanding into a new online market was 
displayed by both P.B and A.H. As to when it comes to the legal advisors, they can be in 
or outhouse, depending on the need of legal advice and the quality of the lawyer. 
 

4.5.1.2 Resources specific for the company and strategy 
 
As mentioned in the theoretical framework, the size, reputation, skills and experience of 
the company are to be examples of the resources that a company can possess. Regarding 
e-commerce and the case of Decathlon, they already possessed experience of running 
online sales as well as entering new markets when they began the process to establish 
themselves on the Swedish e-commerce market. However, in Sweden, Decathlon initially 
had little to no reputation since the consumers were not familiar with them. The launch 
of the e-store was facilitated by the headquarters as they had experience with e-commerce. 
This experience also included legal experience of online sales, yet Decathlon hired legal 
assistance in order to be abiding by the Swedish laws as well as the European standard. 
  
Moreover, P.B mentioned that Decathlon has a dynamic culture which may have a 
positive impact on the acceptance of innovative channels to integrate into their Omni-
channel usage.  However, for the website itself, Decathlon initially used tictail, an external 
party that provided them with an e-store. This implies less control over the e-store in the 
beginning but it was later regained when Decathlon launched their own in-house e-store. 
 

4.5.1.3 Capabilities of the firm 
 
As previously discussed, the capabilities of the firm refer to how well it can utilize the 
assets of the firm (Ekeledo and Sivakumar, 2004). Using mainly the information obtained 
by our interview with P.B it became apparent that for an ECC, being capable to establish 
themselves on the Swedish online market can be enhanced if the ECC possess: 

• The technology to manage a e-store with a convenient monetary transaction 
system that is optimal for consumer usage. 

• A developed distribution network in order to deliver the goods to the consumer. 
• The experience of operating through e-commerce in another European Union e-

commerce market. 
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4.5.2 The resource based model of mode of entry V2.0 
 
Ekeledo and Sivakumar’s model is thought through and is applicable to a large number 
of ECCs, yet the application of certain aspects may not be entirely clear in the cases of 
ECCs. The original model can be found in appendix 4. The authors of the thesis have re-
interpreted the different parts of the model for ECCs as well as added the European Union 
as a separate component of the model. 
 
The resource-based entry mode model from the perspective of the ECCs. 

 
 
 
 

4.5.2.1 Firm specific resources 
 
As discussed previously, the experience of the ECC, size of the firm, reputation and the 
skills to successfully manage and operate the e-sales are important resources for the ECC. 
All of these factors may influence how or if a company chooses to establish themselves 
in another online market. In Decathlon’s case, they are a large company with many 
employees, skilled in different areas and thus they have a substantial amount of human 
capital. Additionally, they also have experience as an organization from operating e-sales 
activities in several European markets. 
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4.5.2.2 Strategic issues 
 
When launching a new and innovating product, the internet is a fast lane to getting the 
product out to the market before someone copies the business idea. This could be one 
strategy behind using e-commerce as a way to protect the first mover advantage. In 
Decathlon’s case, their key competitive advantage is the service that they provide the 
customer with pre and post-purchase. Moreover, they use their e-store to promote their 
relationship with the Swedish customers as well as reaching the customers who do not 
have access to the physical stores. Enhancement of resources refers to the potential 
knowledge that a ECC can gain by cooperating with a local actor, such as a website that 
sells multiple brads on their website.  
 

4.5.2.3 Nature of products 
 
There are, as previously mentioned, product specific laws in Sweden that may affect the 
way some ECCs establish themselves on the Swedish e-commerce market or choose not 
to do so. Both A.H and P.B confirmed that there was a substantial legal difference 
between goods and/or services aimed towards consumers or businesses. P.B also pointed 
out that the logistic services in Sweden are quite expensive yet have a good coverage of 
the nation. This is something to consider for all ECCs who considers catering to the 
Swedish market as they also need the means to deliver the product to the customer. 
 
Furthermore, A.H pointed out that some industries face special regulations, such as the 
pharmacy industry where personal data regulations are stricter. According to A.H, the 
personal data regulations regarding for how long a company can keep the personal data 
of a customer vary between the European countries. This difference in the legally allowed 
time to maintain personal data from customers is important to understand and adapt to for 
companies who are selling medicinal products to consumers.  
 
The service pre and post purchase was emphasized by P.B who considered as vital to the 
purchase of the product. This service is dependent of the communication channels 
available on their website. The ability to provide adequate customer service is a 
determinant when choosing to cater the Swedish market, as not all companies are 
prepared to invest in Swedish speaking customer service and are aware of the possible 
language barriers. ECCs who provide services rather than physical products may not face 
the issue of having to engage in the expensive logistics of the delivery, as most services 
can be provided online. However, they are also facing the possible language barrier unless 
investing in the native language(s) of the markets that the company is considering to enter. 
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4.5.2.4 Home country factors 
 
This aspect entails issues such as the current state of the e-infrastructure of the state of 
establishment for the company. The company may originate from a country with poor e-
infrastructure, meaning that the population has little or slow access to the internet. If the 
majority of the home citizens are not considered as online shoppers, little might have been 
done to meet an online-shoppers need and the company’s experience of catering to online-
shoppers might be limited. The behavior and need of the consumer is also important in 
order to understand how to meet their needs. As found in our survey, the Swedish people 
find competitive prices to be of importance when shopping online as well as short delivery 
time. These preferences may vary between markets and is an important to consider when 
discussing whether or not to enter a country whose online market is well-developed and 
thus contains a large portion of potential e-shoppers. 
 
Lastly, the legislation of the home country largely affects the decision of what markets to 
enter and how to do so. As A.H stated, in the Nordic countries for example, ECCs usually 
expand into another Nordic state, as there is little legal deviation between the Nordics 
countries before moving on to other markets whose legislation may vary more from the 
legislation in the country of establishment. 
 

4.5.2.5 Host country factors 
 
As previously discussed, if a company originates from a state which does not have an 
adequate e-infrastructure, the company may face challenges when entering into a state 
which has a well-developed internet structure as the citizens of that state may be expecting 
a certain standard of the website. The amount of potential e-shoppers is an important 
determinant of the attractiveness of the market as well as the growth and prosperity of the 
e-commerce in the desired market.  
 
Again, the legislation is important as for the choice to enter into the German market for 
example, that nation’s legislation is considered as harsher. Therefore, the company might 
need to make some adjustments to their website to cater the German market in a lawful 
manner according to German law.  
 

4.5.2.6 Legislation as a home and host country factor, the case of 
Sweden 
 
As previously mentioned, the legislation is a risk factor to consider in the 
internationalization process. It was evident in the interviews that the Swedish legislative 
system has a somewhat different interpretation of the European legislative texts on e-
commerce compared to other European Union member states, particularly concerning 
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marketing and consumers’ rights. It is important for companies to consider these 
variations if they recently have or are about to enter the Swedish online market. For 
example, A.H mentioned that the Swedish laws often favor the consumer rather than the 
company and that the time for regretting or returning a product may vary between 
European countries.  This is something to consider for companies about to enter since if 
they remain ignorant regarding the Swedish generous customer return- time limits and do 
not adapt to this and state the correct time-span for returns on their page, they are not truly 
abiding the Swedish laws. Other member nations may have other deviations from the 
European standard, which Swedish firms should consider when internationalizing. 
 

4.5.2.7 European Union 
 
This factor was added as it refers to entities that aims to homogenize the home-state and 
host-state’s individual differences. For the ECCs, this factor is the implementation of the 
European Digital Single market, which does not only aim at harmonizing the e-commerce 
laws between the member states but also to improve the digital environment in the 
member states. All of these efforts aim to improve the cross-border e-commerce within 
the European region. Apart from this important mission, the European Union’s regulation 
is the foundation for all the member state’s legislation, making it a shared denominator 
between the different factors in the host and home countries. 
  
In other places of the world, there are several other trade associations, such as the World 
Trade Organization, who could fill in this box, given that they may produce trade 
agreements to enhance e-commerce. 
 

4.5.2.8 Degree of control: entry mode choice 
 
The last component of the model is the actual mode of entry. Firstly, the company needs 
to decide whether or not it actually wishes to enter the market, so the market selection is 
the primary step. The second step of the process is the choice of how to establish the 
website on the online market. The ECC has several choices, either the firm can launch a 
brand new site, to adapt an existing one to the new market, or to outsource the website 
completely to a third party. In addition to that, the maintenance of the site can be in-house 
or outsourced as well. The selection all depends on the desired amount of control. Once 
the strategy for the e-store has been settled, the legal aspects must be considered. The 
company may hire a lawyer or the equivalent from the host-country temporarily, or add 
him/her to the company on a permanent basis.   
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4.5.3 The Uppsala model and its critique regarding its applicability to 
internet-related firms and the anonymity of the laws 
 
Internationalization is hard to discuss without relating the research to the Uppsala model 
at some point. In the literature review it was found that the Uppsala model does not 
consider internet related firms in particular unless they were born-global. An ECC does 
not have to be born global, as in the case of Decathlon which started in France as a 
physical store. Furthermore, few factors are brought up at all by the Uppsala model, as 
this model lays the responsibility of identifying and gathering knowledge regarding the 
specific market on the company. As the Uppsala Model is well-known, it would be 
valuable to discuss it with not only e-commerce in mind but also to reinforce the 
importance to consider legislation as a subject of investigation in the knowledge gathering 
phase of internationalization. 
  
Starting with the fact that legislation has been found to be a risk factor for ECCs in their 
internationalization process, it is important for companies to know about the legislative 
differences and adapt to them as well as keeping the legal knowledge up to date as laws 
are adjusted or added. The fact that the knowledge-gathering not only needs to be a part 
of the initiative part of the process but a continuous part of the business operations in the 
desired market is not mentioned in the Uppsala model but is essential if the company does 
not wish to become illegal eventually. This is especially important for ECCs as it was 
evident in both of the interviews that the e-commerce industry on its own is a dynamic 
field and so the laws regarding e-commerce needs to adapt along with the development 
of the field which the legislation is supposed to regulate. Also noteworthy, the 
commitment aspect of the Uppsala model could be seen from a legal aspect as well. A.H 
stated that the changes in the e-commerce laws are sometimes brought on by the 
companies. Lobbying is not unheard of in the European Union and could be used by 
companies who are prepared to commit to the market. 
  
Furthermore, the observations regarding the internationalization of firms with strong ties 
to the internet in their operations, Forsgren and Hagström found that the internet-
companies expanded primarily to countries close to the state of establishment, in their 
cases, Swedish companies were studied (2007). This was argued to be due to similar level 
of internet-maturity rather than cultural proximity as argued by the original Uppsala 
model. Yet, it is not discussed by Forsgren and Hagström if the level of internet maturity 
is linked with the national cultures and thus if cultural proximity itself implies similar 
level of internet maturity. A.H confirmed that it is common that firms internationalize by 
first expanding to other Nordic markets if the company has a Nordic origin due to similar 
legislation throughout the Nordic region. The nationality of the e-commerce company 
does seem to matter for the customers as well, since 54% of the respondents in the survey 
said that it did affect their decision if the ECC was from another country. 
  
As previously discussed in the theoretical frameworks, the similarity and familiarity of 
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the market is making it seem less risky according to the original Uppsala model. 
Therefore, the harmonization of the European Union's member states’ legislation is 
making these markets less unknown and more familiar to each other. The finding of our 
survey was that few people, 40%, are aware of the Swedish laws protecting customers 
when they engage in e-commerce. If knowledge of these laws would be more general, 
then a court ruling could be made at a higher instance in the European Union court-
system, giving the member states guidance as how to interpret the legal texts.  According 
to the original Uppsala model, it would be more attractive to internationalize through a 
similar market market as it would not be so risky. There was little mention of risks in our 
interviews, however, it was apparent that the European Union legal template of the 
company could ease the expansion into another member state’s market if the template 
was not too state-specific by deviating from the European standard. 
  
Additionally, another topic that was previously discussed is the Uppsala model of 
multinational business enterprise (MBE) evolution, in which it was clear that 
multinational enterprises do not have to own operation centers in two states in order to be 
multinational. This implies that companies can indeed be multinational and still only own 
entities or be registered in one country, which may be the case for some ECCs. 
Furthermore, the importance of the networks was emphasized also in the Uppsala model 
of Multinational business enterprise (MBE) evolution. Networks and the importance of 
them shone through in the interviews as well. In the interview with A.H, the network 
between the lawyers, knowledgeable in e-commerce in the different states, is of 
considerable importance. This network allows firms to internationalize in a legal manner 
through the expertise of the professionals. 
  
Furthermore, P.B pointed out several networks that greatly mattered to his company. First 
and foremost, the internal network within the company in the different countries is 
helping the process of expansion into a new market. However, the external social online 
networks used by the company to access the consumers is also an important marketing 
tool. 
 
The model of the evolution of the MBE is also considering that learning and innovation 
is increased through networks which in the case of P.B’s company is evident as the 
company has gained experience in entering new markets and used their experience in the 
establishing process into the Swedish market. The Uppsala model of MBE evolution 
connects the networks a company has to the enrichment of their capabilities. Relating to 
the Resource-based Entry mode model, networks affect capabilities which implies that 
networks may affect the choice of where and how to enter a certain market. 
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5 Conclusion and discussion 

This chapter aims to conclude the thesis by presenting the findings relevant to our thesis 
as well as findings that may pave way for further research. The practical implications 
and academic contributions are also provided to the reader. 

 

5.1 Conclusion  
 
The aim of this thesis was to answer how Swedish legislation affects B2C ECCs from 
within the European Union’s decision to enter the Swedish e-commerce market. In order 
to do so, the authors of this thesis consulted previous literature to investigate what has 
been written on the internationalization of ECCs and how the Swedish and European 
Union’s legislations were affecting ECCs. To gain further understanding of the 
legislation, an interview was conducted with a Swedish lawyer with e-commerce 
competence who also helps foreign ECCs to enter the Swedish market. This interview 
was complemented with a case-study of Decathlon, a French company that recently 
entered the Swedish e-commerce market. It was found that the European Union is doing 
its utmost to encourage and facilitate cross-border e-commerce by harmonizing the 
national laws on e-commerce yet some Swedish laws still deviate from the European 
template so that European ECCs need to consult a Swedish lawyer when entering the 
Swedish market. The resource based model of entry modes were also re-interpreted for 
ECCs. 
 

5.1.1 Contributions 
 

5.1.1.1 European and Swedish legislation 
 
The findings of our research are relevant as e-commerce is an expanding and profitable 
phenomenon. The Swedish market has a good internet accessibility and the customers are 
open to e-commerce. The notion that the current European Union project Digital Single 
Market will be beneficial is supported by our findings as Digital Single Market aims to 
even out the legislative differences, which are considered to be barriers to trade, between 
the member states. These differences were found to truly exist as the interviews revealed. 
It is important to recognize that although the member states of the European Union have 
the same legal texts, the law differs largely due to that the jurisdictional entities of the 
nations interpret the legal text differently. If laws are interpreted the same way, it is likely 
to lower the barriers of cross-border e-commerce and thus to realize digital single 
market’s goal. 
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Moreover, it was found that the lawyer and the manager shared views on the process that 
was appropriate when entering into a new e-commerce market. However, the reason given 
for entering the Swedish e-commerce market will change from one company to another, 
in the case of Decathlon, it was that Swedish customers are sport interested and that 
establishing an online presence would allow them to reach customers that could not reach 
their physical store. Another topic that was discovered through our case study was the 
effect of the European legal template, that is, how standardized to the European laws the 
company is. The legal template was found to be a factor that makes it easier for a company 
to expand into other markets within the European Union if the legal standard of the 
company complies with the European standard.  With time and experience, the template 
can be more generalized to be more transferable into different European markets. 
However, more generalized does not mean that it does not need to be adapted to fit the 
local legal requirements, which may deviate themselves from the European standard. In 
the case of Sweden, this would mean that although an experienced ECC from the 
European Union may have a good legal frame, based on the European standard, it would 
have to adopt their terms to meet marketing and customers’ rights legal demands when 
entering into Sweden. 
 

5.1.1.2 Academic contributions 
 
It is clear that Nordic ECCs are more likely to establish themselves on another Nordic 
market in the beginning of their internationalization phase. This finding is significant as 
it supports theories that claim that proximity plays part in the internationalization process, 
such as the Uppsala model. However, other models do not consider proximity yet claims 
that home country and host country factors has significance for the choice of entry. 
Ekeledo and Sivakumars resource-based entry mode model from 2004 makes that 
assumption while also assuming imperfect competition and considers the firm on an 
individual level rather than the whole industry. After gathering empirical data from the 
interviews, it was evident that Ekeledo and Sivakumar’s model was too general. The 
authors of this thesis therefore re-interpreted this model for ECCs and added the different 
aspects to consider before entering an e-commerce market. The aspects that were added 
included issues such as unifying entities between the home and the host country, 
legislation and internet infrastructure. This model is general although the added topic for 
the European Union is relevant for European ECCs, it may be substituted by trade 
agreements as well. Therefore, many ECCs can use it as a basis for an informed decision 
when considering to enter any other e-commerce market. 
  
Apart from modifying Ekeledo and Sivakumar’s model, the authors also discussed the 
Uppsala model from the view of the ECCs with legislation of the market in mind. There 
is a substantial amount of literature on the Uppsala Model so the authors also added 
additional articles regarding the model into the discussion. By doing so, it was found that 
the more familiar a market seems to the market of origin, legally and otherwise, the more 
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appealing it is to expand to. Additionally, both internal and external networks are to be 
considered as resources that can influence the choice of where, when and how to enter a 
certain market for an ECC. 
 

5.2 Discussion 
 
The process of conducting this research aimed to answer the authors’ research question 
and to fulfill its given purpose. In addition to that, the authors of this thesis found out 
other implications and knowledge that are of interest for the readers. 
 
In this discussion, the authors will present the additional findings and observations that 
are only partially linked to the author's’ research question and purpose. 
 
Furthermore, the authors will present an evaluation of the thesis’ strengths and 
weaknesses. Finally, possible and relevant future research will be suggested. 
 

5.2.1 Practical implications 
 
To begin with, the authors were aware of that this thesis could provide knowledge of 
value to both the governmental bodies such as the Swedish government yet also to ECCs 
that want to enter the Swedish market. However, as the research went on, it has become 
evident that since the legislation regarding e-commerce is shared throughout the 
European Union, it also concerns the institutions of the European Union. One of the 
findings were that although the same legal texts regarding e-commerce are implemented 
into the member state’s legal systems yet the legal practice is varying due to the different 
interpretations made throughout the Union. This implies that although the European 
Union has harmonized the legal text there needs to be a clear consensus regarding how to 
interpret the texts. Naturally, this task should be taken on by the digital single market-
filiation as it is their task to even out the legislative barriers in between the e-commerce 
markets in Europe. 
 
As for other practitioners, the Swedish e-commerce market could prove quite profitable 
for ECCs since a large percentage of the Swedish population are familiar with shopping 
online. The modification of the resource based model of entry is to be considered as a 
tool to use for ECCs to aid them in their process to enter a new market by pointing out 
different aspects that the ECC should consider before doing so. It has few components 
and once read through, it is easy to understand and apply wholly or partially. It also 
emphasizes the importance to investigate and understand potential legal differences as 
there are legal differences between the member states of the European Union. In 
Sweden’s case, the difference to pay attention to is about the consumer's right personal 
data and marketing. 
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5.2.2 Further findings 
 
Beside the findings previously presented, there are other findings made by the authors of 
the thesis that were not discussed in the previous empirical data or the analysis. These 
findings are not needed in order to answer to the research question and the purpose of this 
thesis. Nevertheless, these findings are interesting and can be valuable for future research. 
First, the authors gained information about how Swedish people use e-commerce in 
general and their preferences through the survey. It showed different types of consumers 
and their behaviors depending on their age and location. That could for example be of 
interest for firms to analyze if there is a need and or a gap in the market before entering 
the Swedish e-commerce market. A firm that cannot sell its products and services to the 
Swedish consumers because of the lack of interest and preferences from the consumers 
should not enter the Swedish market even if the legal Swedish framework fits the 
company purpose. Furthermore, findings about how online sales has developed for our 
case company since the launch of their in-house e-store have not been investigated. In 
research concerning brand awareness from customers as well as marketing strategies, a 
case of this nature could provide valuable knowledge if investigated further. 
 
However, the authors managed to present and combine a two-sided point of view of the 
research question, one part focusing on the law and legal aspect, and another part focusing 
on the aspect of the practical implications of the law in the business setting. The choice 
of the company entering the Swedish e-commerce market was relevant as the company 
was from the European Union but was not from the Nordic countries, which could have 
twist some results for future companies not coming from the Nordic countries. The 
resulting evolved, re-interpret model of the resource based model of entry mode will be 
useful for further research. 
 

5.2.3 Future research 
 
The authors of the thesis would like to mention some imperfection and weaknesses of this 
study. At the beginning, the authors desired to take into account e-commerce companies 
from the European Union as well as ECCs that are not from the European Union. 
Unfortunately, the authors did not manage to receive an interview with the European 
commission; an interview that would have highly aided to increase the understanding of 
the possible additional procedures concerning companies that desire to enter the European 
Union e-commerce market. As a consequence, the authors decided to only focus on ECCs 
from the European Union that enquire to enter the Swedish e-commerce market. 
  
Furthermore, as the authors are not majoring law, they continually increased their skills 
in this field of study over the time of the research procedure. In regards to the interview 
with A.H, the authors did not have all the understanding of the concepts possibly causing 
minor confusion during the interview. 
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Additionally, given a more generous time frame, the authors could have conducted more 
interviews to create an additional case about another company entering the Swedish e-
commerce market. An interview with a foreign lawyer from a member state of the 
European Union could also have given the researchers another perspective on European 
law in addition to the interview with A.H which gave the authors a solid ground about 
European and Swedish laws concerning e-commerce. 
  
Moreover, possible future research topics about e-commerce have been recognized. 
 
Firstly, some companies choose strategies that entails both an online and offline approach 
when entering a foreign market so it would have been of great interest to research the 
benefits of entering the Swedish market by combining the creation of physical stores and 
an online store simultaneously. 
  
Secondly, future research about the principle of the establishment state in the European 
Union is recommended. According to the European Union regulations, a company should 
only have to follow the laws of its state of establishment when launching an e-store, 
however, Swedish law states that if a legal issue concerns a Swedish consumer, then 
Swedish laws have jurisdiction. This topic was very interesting but the authors argue that 
it is more suitable for law students, professors or other researchers within this field. 
  
Finally, as previously mentioned, future research investigating if the level of internet 
maturity is linked with the national cultures would be required in order to understand if 
cultural proximity itself implies similar level of internet maturity. 
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Appendix 
____________________________________________________________ 
 
 
Appendix 1 – online survey 
 
What is your gender? 
Man 
Woman 
Prefer not to disclose 
 
 
What is your age? 
0-14 years old 
15-24 years old 
25-54 years old 
55-64 years old 
65+ years old 
Prefer not to disclose 
 
 
How frequently do you use internet? 
Everyday 
4-6 days per week 
1-3 days per week 
Less than once per week 
Less than once per month 
 
 
How frequently do you visit online stores? 
4-6 days per week 
1-3 days per week 
Less than once per week 
Less than once per month 
 
 
How much do you spend on online shopping annually? (In SEK) 
Less than 1000 SEK 
1001-5000 SEK 
5001-10000 SEK 
10001-15000 SEK 
15001-20000 SEK 
20001-30000 SEK 
More than 30000 SEK 
Prefer not to disclose 
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What are your perceived benefits of shopping online? 
Competitive prices 
Ease of access 
Wider offering of goods/services 
Better quality 
Less compulsive shopping 
Avoiding crowd 
Time saving 
Online deals 
Other (please specify) 
 
 
What are your perceived disadvantages of shopping online? 
Uncertainty of payment safety 
Not the promised goods/services or quality of the goods/services 
Hidden costs (shipping, etc.) 
Delivery time 
Refund/Return disputes 
Other (please specify) 
 
 
Does it affect your purchasing intentions if the online store is based abroad? 
No 
Yes. Does this impact your purchasing intention positively (more likely to buy) or 
negatively (less likely to buy)? 
 
 
Do you feel sufficiently protected by the Swedish legal framework as an online customer? 
Yes 
No 
Uncertain 
I do not shop online 
 
 
Are you aware of the laws that are protecting the online customers in Sweden? 
Yes 
No 
Uncertain 
 
 
Appendix 2 – questions for the interview with A.H 
 
What is your current primary occupation? 
 
What is your background? (University, work experience) 
 
How long have you studied laws with regards e-commerce? 
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What has changed the most during the past 10 years concerning the process of buying 
products/services online? How did the Swedish legislation adapt to those changes? 
 
What are the main differences between different industries in e-commerce in Sweden? 
 
What are the key components a company should implement on their website in order to 
be successful and reach customers according to you? 
 
What are the main aspects to analyze when deciding to enter the Swedish online market 
for a foreign company? 
 
What are the main challenges companies wishing to enter the Swedish online market 
will face in the near future? 
 
How do companies decide what kind of website to implement? For example, using a 
domain registered in Sweden or a foreign website functioning in Sweden? 
What are the main advantages and disadvantages about these two different approaches?  
 
Are there different types of approach to the Swedish e-commerce market linked to 
where the company is originally from? 
 
According to you, does the Swedish legal framework offer sufficient protection to 
customers? 
 
How quickly does the government adapt laws about e-commerce when facing new 
challenges and opportunities? 
 
Is Swedish legislation seen internationally as an adaptive and agile legal framework 
regarding e-commerce?  
 
According to you, how will e-commerce have developed in 10 years? 
 
What are the main challenges Sweden will face with e-commerce in the near future? 
 
 
Appendix 3 – questions for the interview with P.B 
 
What is your primary current position? 
 
How long how you been involved with the company? 
 
Why did Decathlon choose to enter Sweden? 
 
What was the first step to enter the Swedish market? What aspects were considered? 
 
When in the entry process did you choose to also have an online shop? 
 
What were the biggest challenges to establishing presence on the Swedish market?  
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What was the first step in order to implement this online shop? 
 
Regarding laws, did you experience changes compared to French legislation? 
 
According to you, does Decathlon respect all Swedish laws about e-commerce? 
 
Did Decathlon consult any lawyers in the process of establishing the online store for the 
Swedish market?  
 
What is important for a firm to provide to customers online? 
 
Why did you choose to have your website with .se and in Swedish? 
 
What are the advantages compared to a website based abroad? And disadvantages? 
 
How do new rules and directives from EU or the Swedish government impact your 
work? 
 
Is the Swedish market profitable for the company? Why? 
 
What do you think Decathlon’s e-commerce strategy will look in the future? 5 years? 10 
years? 
 
 
Appendix 4 – model of market-entry mode choice 
 

 
Source: “A model of resource-based view of a firm’s entry strategies”, Ekeledo & 
Sivakumar, 2004 
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Appendix 5 – The Uppsala model of MBE evolution 2013 
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