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Abstract 
Purpose – The purpose of this thesis was to investigate how networking is influenced by the 
choice of internationalization strategy of software firms with a born global mindset. To 
achieve this purpose, the following research questions were answered:  

1. How applicable is previous research on traditional internationalization strategies to born global 
software firms? 
 

2. How does networking vary between the different choices of internationalization strategy for born 
global software firms?  

Method – The research philosophy of this thesis was interpretivistic, supported by an 
abductive qualitative multi-method approach of exploratory character. Additionally, the data 
collection methods were literature studies, interviews and documentation conducted from six 
case companies. The collected data form the base of the developed networking and 
internationalization model which serves to support the general understanding of how born 
global software firms can internationalize and use networks to benefit their operations.  

Findings – By forming clusters and looking into how networking varies between the 
different choices of internationalization strategy, several types of internationalization 
strategies of born global software firms were identified, these being referred to as Nascent 
Global, Cautiously Global, Regionally Global and Instantly Global. Additionally, the results show 
that it is the choice of internationalization strategy that influences the choice of the 
networking activity. Nascent Global firms are firms who has not yet launched their service or 
decided upon internationalization strategy, they mostly network in order to strategize and 
plan; Cautiously Global firms operates nationally or have recently internationalized into 
another country, for them the networking focus lies on the process of learning to minimize 
the risk of mistakes or failure; Regionally Global firms are internationalizing incrementally with 
a regional focus and networking to access sources of knowledge; Instantly Global firms are 
those who are global right from inception where the focus is targeted at growth 
opportunities. Moreover, the findings show that Instantly Global firms are the ones that truly 
contradict traditional theory on internationalization strategies. 

Research limitations – The first limitation of this study is that we have solely focused on 
networking from the firm’s perspective and have not gone into the actual external network 
of each firm. Additionally, it would be appropriate to include a larger amount of case 
companies, in order to increase the level of generalizability. Nevertheless, due to limitations 
concerning the scale of work and time-constraints, six case companies were included.  

Further research – If practitioners would conduct a similar investigation of born global 
software firms, it would be interesting to conduct a quantitative study, analyzing potential 
linkages between the use of networks and internationalization. Also, since this study was 
cross-sectional, opportunities exist of conducting a longitudinal study, looking into how born 
global software firms change over time.  

Keywords – Internationalization, internationalization strategy, born global, small software 
firms, born global software firms, software services, software products, networks, and 
international networks. 

 



 iv 

Table of Contents 
 

1 Introduction ...................................................................................................... 7 
1.1 Background ........................................................................................................... 7 
1.2 Problem Description ............................................................................................ 9 
1.3 Purpose and Research Questions ..................................................................... 10 
1.4 Delimitations ....................................................................................................... 10 
1.5 Outline ................................................................................................................. 11 

2 Frame of Reference ........................................................................................ 13 
2.1 Literature Study ................................................................................................. 13 
2.2 Links between Research Questions and Theory ............................................. 13 
2.3 Previous Research on Internationalization ...................................................... 14 

2.3.1 The Uppsala Internationalization Model ........................................................................... 15 
2.3.2 Internationalization Strategies of SMEs ............................................................................. 15 
2.3.3 Internationalization Strategies of Software Services ...................................................... 16 

2.4 Born Global Firms .............................................................................................. 17 
2.4.1 Born Global Firms Challenging Traditional Theories ..................................................... 17 
2.4.2 Factors behind the Emergence of Born Global Firms .................................................... 17 
2.4.3 Links to the Original Uppsala Internationalization Model ............................................. 19 

2.5 The Lean Startup ................................................................................................ 20 
2.5.1 Build the MVP .......................................................................................................................... 20 
2.5.2 Testing your Product ............................................................................................................. 20 

2.6 Networks ............................................................................................................. 21 
2.6.1 Networks and Internationalization ..................................................................................... 22 
2.6.2 Networks in Born Global Firms ......................................................................................... 22 

3 Methodology ................................................................................................... 24 
3.1 Work Process ..................................................................................................... 24 
3.2 Research Philosophy .......................................................................................... 25 
3.3 Approach ............................................................................................................. 25 
3.4 Research method ................................................................................................ 26 
3.5 Case Study ........................................................................................................... 27 

3.5.1 Sampling .................................................................................................................................... 27 
3.6 Data Collection ................................................................................................... 28 

3.6.1 Interviews ................................................................................................................................. 28 
3.6.2 Documentation ....................................................................................................................... 29 

3.7 Analysis of Data .................................................................................................. 29 
3.8 Trustworthiness of Qualitative Studies ............................................................ 29 

3.8.1 Credibility ................................................................................................................................. 30 
3.8.2 Transferability .......................................................................................................................... 30 
3.8.3 Dependability ........................................................................................................................... 30 
3.8.4 Confirmability .......................................................................................................................... 31 

4 Empirical Findings .......................................................................................... 32 
4.1 Case Study ........................................................................................................... 32 

4.1.1 Alpha ......................................................................................................................................... 32 
4.1.2 Beta ............................................................................................................................................ 33 
4.1.3 Gamma ...................................................................................................................................... 34 
4.1.4 Delta .......................................................................................................................................... 35 
4.1.5 Epsilon ....................................................................................................................................... 36 
4.1.6 Zeta ........................................................................................................................................... 37 

5 Result and Analysis ......................................................................................... 39 
5.1 Answers to Research Questions ....................................................................... 39 



 v 

5.2 Differences in Internationalization Processes ................................................. 40 
5.2.1 Gradually Open up to Different Markets ......................................................................... 40 
5.2.2 Early Experiments ................................................................................................................... 41 
5.2.3 Avoid Competition ................................................................................................................ 42 

5.3 Networking in Relation to Internationalization .............................................. 42 
5.3.1 Networking to Strategize ..................................................................................................... 43 
5.3.2 Networking to Learn ............................................................................................................. 43 
5.3.3 Networking for Knowledge ................................................................................................. 44 
5.3.4 Networking for Growth ....................................................................................................... 44 

5.4 The Networking & Internationalization Model ............................................... 45 

6 Discussion and Conclusion ............................................................................. 49 
6.1 Discussion of Result and Analysis ...................................................................... 49 

6.1.1 Applicability of Traditional Internationalization Strategies ........................................... 49 
6.1.2 The Internationalization Strategy’s Effect on Networking ............................................ 51 

6.2 Methodology Discussion .................................................................................... 53 
6.2.1 Data Collection ....................................................................................................................... 53 
6.2.2 Case Studies ............................................................................................................................. 54 
6.2.3 Interviews ................................................................................................................................. 54 
6.2.4 Documentation ....................................................................................................................... 55 
6.2.5 Literature Study ...................................................................................................................... 55 
6.2.6 Level of Trustworthiness ...................................................................................................... 56 

6.3 Limitations .......................................................................................................... 57 
6.4 Conclusion ........................................................................................................... 58 
6.5 Further Research ................................................................................................ 59 

7 Bibliography .................................................................................................... 60 

8 Appendix ......................................................................................................... 65 
8.1 Interview Questions ........................................................................................... 65	

 
 

Table of Figures 
Figure 1 The Five-stage Decision Model in Global Marketing (Hollensen, 2011) .................... 11 
Figure 2 Links between Research Questions and Theory ............................................................. 14 
Figure 3 The Feedback Loop (Ries, 2011) ......................................................................................... 21 
Figure 4 Time Frame of the Thesis ...................................................................................................... 24 
Figure 5 Case Company Model Fit ...................................................................................................... 39 
Figure 6 The Networking and Internationalization Model ............................................................. 45 
 
 

Table of Tables 
Table 1 Table of 6 Born Global Software Firms ............................................................................... 32 
 
 
 
 
 
 
 
 
 



 vi 

 
 



 7 

 

1 Introduction 
 

The introduction starts with a description of the background to the subject of this thesis. After the 
background, a detailed description area of the subject is presented. Following the problem description we 
present the purpose of the thesis along with the research questions needed to fulfill the purpose. After the 
purpose and research questions have been presented, the delimitations describe the focus area of the thesis. The 
introduction then ends with the outline describing the structure of the thesis.  

 
 

1.1 Background 
During the last few decades the global business environment has gone through rapid change, 
which has had a strong impact on businesses’ strategizing for international expansion 
(Albaum & Duerr, 2008; Hollensen, 2011; Laanti, Gabrielsson & Gabrielsson, 2007). This is 
partly due to advances in communication and information flow through the Internet, 
distribution networks, privatization and deregulation in emerging markets, availability of 
international media and the emergence of the global consumer (Albaum & Duerr, 2008; 
Kuivalainen & Saarenketo, 2012; Laanti et al., 2007). Theory from both international 
business and entrepreneurship has in the past been combined in order to understand the 
implications of globalization. The phenomenon of globalization has been associated with 
“international entrepreneurship” since it explains the process of creating, discovering and 
exploiting opportunities existing externally from the firm’s home markets in order to gain 
competitive advantages (Knight & Liesch, 2016). Therefore, international entrepreneurship 
has in the recent years received a lot of attention due to the increase in international business 
research (McDougall & Oviatt, 2000; Zahra & George, 2005). 
 
Today, not only multinational corporations (MNCs) have the opportunity to enter foreign 
international markets, there is also an increasing amount of small and medium-sized 
enterprises (SMEs) entering the global market (Laanti et al., 2007). The expansion of these 
SMEs is not only characterized as being more rapid compared to larger firms but they also 
expand at an earlier stage of development, first and foremost concerning establishment of 
sales and marketing subsidiaries, even to and in distant markets (Freeman et al., 2006; Laanti 
et al., 2007). Moen, Gavlen and Endresen (2004) state, in line with Laanti et al. (2007) and 
Freeman et al. (2006), that especially software firms do not to the same extent as larger firms 
prioritize international markets that are necessarily “physically close” as suggested by the 
Uppsala Internationalization Model, developed by Johanson and Vahlne (1977). This is due 
to the emergence of Internet, which has changed how choices regarding entry form and 
market selection are made concerning internationalization. Furthermore, this is mainly due to 
the Internet’s ability to provide borderless virtual business platforms with free interactions 
without pre-defined channels in the value chain (Gabrielsson & Gabrielsson, 2011; Moen et 
al., 2004). It is suggested that this relatively new communication technology also makes 
“psychic distance” less relevant and software firms tend to enter markets with successively 
greater psychic distance, whereas product-based firms1 tent to start their internationalization 
to “psychically similar” countries (Sharma & Blomstermo, 2003). Psychic distance being 
referred to in terms of the perceived degree of differences in factors as language, culture and 
political systems, factors that can disturb the flow of information between firms and their 
markets (Hollensen, 2011; Moen et al., 2004).  
 

                                                
1 When we refer to the word “product” in this thesis we only refer to physical manufactured 
goods.  
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As previously mentioned, SMEs have lately been noticed to internationalize not only more 
rapidly and to more distant markets, but also closer to inception. McDougall (1989) and Li et 
al. (2012) define these SMEs as international new ventures (INV), also referred to by other 
authors as born globals (Knight & Cavusgil, 1996; Madsen & Servais, 1997), early-
internationalized firms (Rialp, Rialp, Urbano & Vaillant, 2005), or global startups (Oviatt & 
McDougall, 1995). These companies will for the sake of simplicity and uniformity of this 
thesis be referred to as born globals, which goes in line with the reasoning put forward by 
Leonidou and Samiee (2012), who argue that there is not a clear distinction between the 
different terms. A definition put forward by Oviatt and McDougall (1994, p.49), mean that 
born globals are firms that “from inception, seeks to derive significant competitive advantage 
from the use of resources and the sale of outputs in multiple countries”. 
 
According to Li, Qian and Qian (2012) the born global phenomenon contradicts traditional 
theories about internationalization. Previous theory argue that internationalization requires a 
significant commitment of resources, thus incurring substantial costs and exposing firms to 
higher risks. These costs include the managerial knowledge necessary to coordinate units 
across different countries and contend with the additional liabilities of newness and 
foreignness, the acquisition of the requisite competence to overcome entry barriers, and 
investments necessary for financial growth (Hymer, 1976; Li et al., 2012; Stinchcombe, 
1965). Furthermore, as mentioned, challenges regarding internationalization are 
compounded by differences between the host and home markets, in terms of distance 
between countries in relation to cultural, administrative, geographical and economical 
differences (Ghemawat, 2007). To born global firms, this means even greater risks, since the 
possibility is higher that they do not have sufficient resources to cope with these differences. 
However, the Internet enables born global firms, and especially born global software firms 
(BGSFs), to compete against MNCs in an international market (Gabrielsson & Gabrielsson, 
2011; Moen et al., 2004). The definition of a small BGSF is in this thesis follows the 
definition by Giardino, Wang and Abrahamsson (2014, p.41) as a “temporary organization 
focused on the creation of high-tech and innovative services2, with little or no operating 
history, aiming to grow by aggressively scaling their business in highly scalable markets”, 
temporary organization being firms in search for a valid business model. With regard to the 
definitions put forward by both Oviatt and McDougall (1994, p.49) and Giardino et al. 
(2014, p.41) we have chosen to put together an own definition for this thesis regarding 
BGSFs, which is “a software firm that from inception, seeks to derive significant competitive 
advantage from the use of resources and the creation and sale of high-tech and innovative 
services in multiple countries, with little or no operating history”. 
 
Historically, research on the internationalization processes has tended to focus on MNCs 
and SMEs within the product industry, despite the importance of small service and 
knowledge-based firms to most economies. Such firms, including BGSFs, are of particular 
interest given that they often possess limited capabilities and management resources 
(Coviello & Munro, 1997), which according to Giardino et al. (2014) is a big reason as to 
why many early stage software firms fail. Additionally, small software firms may not have 
sufficient resources to cover these additional costs and ability to manage the greater risks. 
Coviello and Munro (1997) state that such resource scarcity is likely to be more threatening 
to small software firms than in traditional manufacturing industries, as firms in the software-
based sector require access to significant financial and technological resources to manage 

                                                
2 With the term ”services”, we refer to both software services and software products, in line 
with Giardino et al. (2014). 



 9 

their substantial R&D requirements, short product life cycles, frequent technological 
replacements and fierce international competition. Moreover, Rappa (2003) states that small 
companies within the temporary software industry also test new and unexplored business 
models, which is why a software company have a tougher time to validate the business 
model. Additional complexity of operating in an international environment further 
aggravates the threat of resource shortages. This raises the critical question of why and how 
small software firms can internationalize early, in an effective way while reducing the risk of 
failing early in the process, due to wrong choices with their internationalization strategies. 
 

1.2 Problem Description 
Small software firms represent an increasingly important part of the economy and many of 
these software firms are engaged in international markets. It has been argued that 
internationalization strategies among software firms are not equivalent to traditional ones 
used by product-based firms (Bell, 1995; Freeman et al., 2006; Moen et al., 2004). 
Furthermore, Bell (1995) argues that whereas terms as agents, distributors and foreign 
subsidiaries have a clear meaning for product-based firms, it is far more complex concerning 
software firms. Additionally, Moen et al. (2004) question whether these differences may 
result in existing international business process models being inapplicable for software firms. 
The internationalization processes used by BGSFs reflect an accelerated alternative to 
traditional incremental internationalization processes and is driven, facilitated by formal and 
informal network relationships (Coviello & Munro, 1997; Freeman et al., 2006). Networks 
are of significant importance in foreign market selection and choice of entry modes among 
small software firms (Coviello & Munro, 1997). The success of a firm may lay in the firm’s 
pursuit of niche internationalization strategies, attainable due to Internet-based 
communications and international business networks (Coviello & Munro, 1997; Freeman et 
al., 2006). Sharma and Blomstermo (2003) argue that born global firms start their 
internationalization process by exporting their products to culturally similar countries. This 
argument is however based on born global firms producing physical products. It is therefore 
of interest to explore BGSFs’ internationalization strategy since they internationalize through 
the use of Internet and since Hollensen (2011) and Moen et al. (2004) argue that “psychic 
distance” plays a less important role for software firms.  
 
It is stated that an internationalization strategy is often considered being more uncertain for 
service firms than product firms. Mainly since the producer and production facilities are part 
of the service itself, something that requires more control over the firm’s resources 
(Hollensen, 2011). Born global firms often lack the resources and capabilities that traditional 
internationalizing firms possess; therefore it is important to acquire it early on. Software 
firms in particular can do this by either earlier experience of the founding team or from 
external domestic and international networks (Laanti et al., 2007). It is therefore also of 
interest to look into how international networks can compliment the lack of resources and 
capabilities when BGSFs strategize for internationalization.  
 
There is research on the comparison of traditional internationalization strategies and 
internationalization strategies used by international SMEs (Chetty & Campbell-Hunt, 2004; 
Moen et al., 2004; Oviatt & McDougall, 1994). There is also research on the impact of 
networks in born global firms, but most studies have been made based on firms that are now 
considered SMEs, rather than new ventures strategizing for internationalization. It is 
therefore of importance to investigate networks from the beginning of the firm’s life cycle 
rather than at the point of the firm’s first foreign market entry (Coviello, 2006). There is also 
a lack of research in the field regarding the impact of networks connected to the 
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internationalization strategies for small software firms (Moen et al., 2004), and especially 
BGSFs (Freeman et al., 2006; Gabrielsson & Gabrielsson, 2011; Laanti et al., 2007; Li et al., 
2012). We think that this is an interesting area to study since we believe there are important 
findings to be made. Therefore, we wanted to investigate how the importance of networks 
differs depending on the internationalization strategy pursued by BGSFs, and we aim to 
make contributions to the general understanding of the internationalization of BGSFs. 
 

1.3 Purpose and Research Questions 
It is of interest to investigate how networks can compensate for the lack of resources and 
capabilities of BGSFs strategizing for internationalization. In addition to this, it is also of 
importance to increase the general understanding of how BGSFs internationalize and how 
networking is influenced by the choice of internationalization strategy. The purpose of this 
thesis has therefore been formulated as the following: 

Investigate how networking is influenced by the choice of internationalization strategy of  
software firms with a born global mindset. 

To achieve the purpose, it has been broken down into two research questions that need to 
be answered in order to fulfill the purpose. Firstly, information regarding previous research 
on traditional internationalization strategies is needed to understand how firms have 
internationalized previously and thus what characterizes a traditional internationalization 
strategy. This is of importance since born global firms in general are seen to contradict 
traditional internationalization strategies. We also need to study how this can be used in the 
context of born globals and how applicable it is for BGSFs, in order to understand their 
choice of internationalization strategy, since most research so far has focused on born 
globals in the physical product industry. Consequently we believe it to be of interest to study 
specifically BGSFs and their internationalization. Thus, the first research question is 
formulated as: 

1. How applicable is previous research on traditional internationalization strategies to born global 
software firms? 

Once we have answered this, there is a need to analyze networks with regard to BGSFs. This 
is needed in order to be able to analyze the connections between the two areas. Thus, the 
second research question is formulated as the following: 

2. How does networking vary between the different choices of internationalization strategy for born 
global software firms?  

In order to answer the research questions, hence fulfilling the purpose of this thesis, we have 
conducted case studies with carefully selected BGSFs originating from Sweden, that fit the 
definition put forward earlier of BGSFs. 
 

1.4 Delimitations 
Due to dynamic changes in the business environment, many factors, both internal and 
external, can influence a firm’s process of internationalization, along with the choice of 
strategy. Furthermore, economic condition, business culture, level of technology and 
infrastructure are all factors that can impact the strategy and methods applied when forming 
a strategy for internationalization (Calof & Beamish, 1995). In this thesis we will explore how 
networks are influenced by the internationalization strategies of BGSFs, therefore the above 
mentioned factors were not taken into consideration since they fell outside the scope of this 
thesis topic.  
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Moreover, the term “born global” is a commonly used terminology when referring to 
companies that seem to bypass traditional internationalization strategies. However,  
McDougall (1989) and Li et al. (2012) use the term international new ventures (INV) in their 
studies, where other researchers refer to born globals (Knight & Cavusgil, 1996; Madsen & 
Servais, 1997), instant internationals (Dana, 2001) early-internationalized firms (Rialp et al., 
2005), or global startups (Oviatt & McDougall, 1995). For the sake of simplicity and 
uniformity in this thesis these companies will together be referred to as born globals, which 
goes in line with the reasoning put forward by Leonidou and Samiee (2012), who argue that 
there is no clear difference between the different terms. This thesis uses a combination of 
the definitions put forward by Oviatt and McDougall (1994, p.49) and Giardino et al. (2014, 
p.41), and define BGSFs as: “a software firm that from inception, seeks to derive significant 
competitive advantage from the use of resources and the creation and sale of high-tech and 
innovative services in multiple countries, with little or no operating history”. Additionally, 
existing research on born global firms mainly focus on product-based firms and therefore, as 
mentioned before, research on software-based born globals is sought after. Thus, another 
limitation of this thesis is that it will focus solely on born global firms that are only engaged 
in the software industry. Furthermore, in this thesis, BGSFs refer to firms that seek to be 
become global in the near future, and have a born global mindset rather then referring to 
born global firms as a stage in their development process.  
 
Additionally, we have limited this thesis to only focus on the following areas that are marked 
with red color in Figure 1. The figure describes the process that firms go through when 
implementing a global marketing plan. For this thesis, the model is solely used to visualize 
the area of focus of the thesis; this thesis does not go into the topic of global marketing. As 
seen in Figure 1, the thesis is limited to Part II: Deciding which markets to enter, followed by 
Part III: Market entry strategies. Thus, only focusing on firms’ internationalization strategies 
(Hollensen, 2011). 
 
 

 
Figure 1 The Five-stage Decision Model in Global Marketing (Hollensen, 2011) 

 
1.5 Outline 

In order to easily understand the structure of this thesis, its content will be divided into 
different chapters, whereby each chapter will describe its subject in-depth. The section below 
describes how each chapter is linked together, throughout the thesis, and what each one 
contains.  



 12 

This thesis initiates with chapter one, where the background of the thesis is presented, 
followed by a more detailed problem formulation. These two sections lead to the purpose of 
the thesis, which is broken-down into two research questions. The chapter ends with a 
presentation of the delimitations of the thesis regarding the area of concern. The following 
chapter includes the theory that will be used in this thesis, which will work as a basis for the 
result and analysis. The most relevant theoretical areas include “Earlier Research on 
Internationalization Processes”, “Born Global Firms”, “The Lean Startup” and “Networks”. 
The aim of the chosen frameworks is to support the results, analysis, conclusions and future 
studies. In chapter three, information regarding the methodology will be presented, which is 
used to achieve the purpose of the thesis. Initially the work process will be explained, 
including a figure that illustrates the time frame. Moreover, chapter two will also include 
information regarding the case studies and how all data will be collected, structured and 
carried out. Lastly, information concerning the thesis’ trustworthiness will be presented. 
Chapter four will introduce information regarding the case studies along with empirical 
findings containing information from several firms in the software industry, defined as 
BGSFs, with a focus on their networks and internationalization strategies. In chapter five, 
the result and analysis of the data collected will be presented, which aim to finalize the 
answers of the research questions, hence, fulfilling the purpose of this thesis. The thesis ends 
with chapter six, where we will discuss and address the result of the thesis and the methods 
used. Lastly, chapter six ends with the limitations, contributions and conclusions along with 
suggestions for further research. 
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2 Frame of Reference 
 

This chapter will introduce the theoretical components of the thesis, the components that later will be applied 
to the empirical data. The chapter will start by a description about how the literature study was performed 
and after that we introduce how each part of the theory is connected to the research questions. The frame of 
reference is divided into four main areas: previous research on internationalization processes, the phenomenon 
of born global firms, the lean startup and networks. Each main area in turn has smaller chapters that will 
introduce concepts in more detail. 

 
 

2.1 Literature Study 
A literature study was performed throughout this thesis, supported by the argument by 
Dubois and Gadde (2002) who stress the fact of parallel development of a frame of 
reference. Furthermore, the authors explain that this often adds more information to a 
certain topic of research, than if excluded. Hence, the literature study was performed in 
order to establish a solid base within the research area. Additionally, Dubois and Gadde 
(2002) argue that a risk with focusing too much on empirical data is that authors want to 
describe everything, but as a result describe nothing. A solution to cope with this risk is to 
invest in theory to maintain intellectual control over upcoming case descriptions. Initially, 
the frame of reference was used in order to create a general understanding within the 
research area, along with a clarification of what techniques and concepts to use and also 
functioned as a guideline when conducting the empirical fieldwork (Dubois & Gadde, 2002).  
 
The literature study was mainly based on scientific articles, research and studies, along with 
course literature used in previous courses taken at Jönköping University. Moreover, 
Jönköping University library’s search engine Primo and Google Scholar were used as the 
primarily digital sources, which provided reports and scientific articles obtained through 
databases; among these Emerald, Taylor and Francis, DiVA, Business Source Premier 
(EBSCO) and Science Direct. Keywords that have been used when searching for digital 
material are “internationalization”, “internationalization strategy”, “born global”, “small 
software firms”, “born global software firms”, “software services, “software products”, 
“networks” and “international networks”. The mentioned words have resulted in several 
scientific articles, which address the area of concern and also led to new information 
important for the chosen topic. 
 

2.2 Links between Research Questions and Theory 
As previously presented in the background and problem description, the main area of 
concern this thesis tries to answer is, how networking is influenced by the choice of 
internationalization strategy of BGSFs. Based upon this problem area, the frame of reference 
has been chosen in order to assist and facilitate the result of this thesis. Furthermore, the 
concepts included in this chapter constitute the theoretical base that will be used throughout 
this thesis, which also supported the investigation of the research questions. In order to 
more easily illustrate the connection of different parts of the theoretical framework with the 
research questions, it has been broken down into sub-areas, which are visually presented in 
Figure 2. 
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Figure 2 Links between Research Questions and Theory 

 
The research questions seen in Figure 2 will be answered by support of several concepts, 
which were found appropriate and relevant for the topic of choice. Hence, the first research 
question will be answered by the help of previous research on internationalization, more 
specifically, the Uppsala Internationalization Model, internationalization strategies of SMEs 
and internationalization strategies of software services, since the research question addresses 
the topic of how applicable traditional internationalization strategies are to BGSFs. To 
answer question one we also needed theory on born global firms, how the phenomenon can 
be linked to born globals. The topic of the lean startup was added once the empirical study 
had begun in order to explain related concepts that came up during interviews. Moreover, 
theory regarding networks will be used to answer question two, which raises the question of 
how networking varies depending on the choice of internationalization strategy. Lastly, 
theory on born global firms and the lean startup will be used for question two as well; in 
order to understand networks in relation to these two areas. Additionally, the answers of 
both research questions will be assisted by empirical findings from case studies.  
 

2.3 Previous Research on Internationalization 
Historically, the internationalization of businesses first started to appear parallel to the 
human ability of borderless travels. According to Calof and Beamish (1995) and Hollensen 
(2011), international expansion can provide benefits that include new potential profitable 
markets, increasing a firm’s competitiveness, facilitate access to new product ideas, 
manufacturing innovations and the latest technological innovation. Numerous scholars and 
academics, using a variety of perspectives and variables, have in the past defined the term 
and meaning of internationalization. Moreover, the term ‘internationalization’ is often seen 
as ambiguous since the definitions vary depending on the phenomenon it includes. Penrose’s 
(1959) thoughts on the subject focus on the firm’s core competences and opportunities in 
the foreign environment or marketplace. Welch and Luostarinen (1988, p.36) however define 
the term ‘internationalization’ as: “a process where firms increase their involvements in 
international operations”, which is also in line with Johanson and Vahlne’s (1977) thoughts, 
the creators of the Uppsala Internationalization Model. Earlier if you wanted to 
internationalize it was difficult and the companies had to be resistant and self-sufficient as 
they entered hostile international markets. The companies lacked international experience 
and tended to enter cautiously into foreign markets, now more commonly referred to as 
incremental internationalization (Mathews & Zander, 2007).  
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2.3.1 The Uppsala Internationalization Model 
In the middle of the 1970s, a number of Swedish scholars at the University of Uppsala did 
research on the topic of internationalization processes (Hollensen, 2011; Johanson & 
Vahlne, 1977; Johanson & Wiedersheim-Paul, 1975). Influenced by Aharoni’s (1966) seminal 
study, the scholars started to study the internationalization of Swedish manufacturing firms, 
where a model was developed incorporating firms’ choice of market and form of entry, 
when going international. The first key finding the scholars found was the fact that 
manufacturing companies often began their international operations in physically close 
markets, while only gradually penetrating markets with a larger physical distance. Secondly, is 
was shown that companies often entered new markets through exports, hence, it was very 
rare that companies entered new markets through sales organizations or manufacturing 
subsidiaries of their own. Moreover, it was found that wholly owned or majority-owned 
operations were established only after several years of exports to the same market 
(Hollensen, 2011; Johanson & Vahlne, 1977). The base assumption of the Uppsala 
Internationalization Model is that the process of internationalization is a slow, time-
consuming, iterative process (Hollensen, 2011). 
 

2.3.1.1 The Uppsala Internationalization Model Revisited 
Even though the Uppsala Internationalization Model gained strong support in the academic 
world, through different studies in a wide spectrum of countries, it has also received some 
criticism (Hollensen, 2011). Researchers believe that the model is too deterministic (Reid, 
1983; Turnbull, 1987), others argue that the model does not take interdependencies between 
different markets into consideration (Hollensen, 2011; Johanson & Mattson, 1986). 
Moreover, other researchers also argue that the model is not valid in situations of highly 
internationalized firms and industries (Hollensen, 2011). Due to the received criticism, 
changes in the research topic of internationalization and changes in business practices, 
Johanson and Vahlne (2009) revised the model. The greatest change was that the scholars 
reconsidered the term ‘internationalization’ from the point of view of business network and 
business relationships. The revised model emphasizes the importance of being a member of 
a business network, since it contributes to a firm’s success abroad. Furthermore, another 
difference from the old model is the way of acquiring knowledge concerning the foreign 
business environment. Johanson and Vahlne (2009) argue that when being a member of a 
business network, new knowledge can be generated from existing knowledge of different 
actors. Moreover, the authors also state that today’s internationalization is more focused on 
developing opportunities, rather than overcoming challenges.  
 

2.3.2 Internationalization Strategies of SMEs 
In the rapid globalization the world now sees not only MNCs have the opportunity to enter 
international markets, there is also an increasing amount of SMEs entering the global market 
(Laanti et al., 2007). Additionally, researchers argue that SMEs extending their business 
operations into foreign countries can acquire new knowledge, which can be used to build 
additional value-creating skills (Barkema & Vermeulen, 1998; Lu & Beamish, 2001; Zahra, 
Ireland & Hitt, 2000). Moreover, researchers also argue that SMEs have substantial growth 
opportunities and play a vital role in the economic development of a country, mainly 
through employment and financial flows (Arinaitwe, 2006). Oviatt and McDougall (1999) 
argue in their article, regarding how and why SMEs internationalize in a growing number and 
at a rapid speed, that firms in recent years have included theory concerning 
internationalization in their growth strategy, which now has been implemented and more 
commonly used by SMEs. This could be the result of why SMEs today internationalize at an 
earlier stage than seen in previous decades (Andersson, Gabrielsson & Wictor, 2004).  
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Barringer and Greening (1998) state that it can be an important growth strategy for SMEs to 
internationalize operations whose business scope has already been confined with the same 
geographical boundaries, a statement also supported by Lu and Beamish (2001). However, 
the same authors argue that one must have in mind that different geographical areas include 
a changing business environment, due to dissimilarities in culture, market conditions, 
customs and customer preferences. To solve these potential challenges and to adapt to 
various market conditions, Zahra et al. (2000) argue that SMEs need to implement a strategy 
for internationalization. Adding to this, Lu and Beamish (2001) argue that forming a strategy 
for internationalization also comes with a set of challenges, typically associated with the 
liabilities of foreignness (Hymer, 1976) and newness (Stinchcombe, 1965), especially if the 
target markets are dissimilar to the original markets, along with the question if new 
subsidiaries are established. Lu and Beamish (2001) state that differences between markets 
may lead to that the knowledge and capabilities developed in the home market by an SME 
may not be suited when entering new markets. Hence, new knowledge, capabilities and 
technological innovations need to be developed or acquired, in order to successfully enter 
new markets, since they often function differently from the domestic market.  
 

2.3.3 Internationalization Strategies of Software Services 
Hollensen (2011) argues that it is known that products nowadays go through more complex 
value-chains, in order to increase a firm’s competitive advantages, a statement that is 
supported by Albaum and Duerr (2008). Due to recent complex innovations in technology, 
services themselves are also getting more complex, since information technology enables 
unlimited variations to pre-sales-, sales- and after-sales support in target markets. In previous 
literature on the topic of international marketing of services, it is stated that an 
internationalization strategy is often considered being more uncertain for service-based firms 
than product-based firms. Mainly since the producer and production facilities are part of the 
service itself, something that requires more control over the firm’s resources (Hollensen, 
2011). Moreover, Hollensen (2011) argues that the case of strategizing for 
internationalization is completely different between product-based firms and service-based 
firms. Product-based firms can, if wanted, start exporting on a small scale using indirect 
supply channels, followed by an incremental approach towards direct channels. This leads to 
the product-based firms acquiring valuable knowledge, which increase the understanding of 
quality expectations, personnel requirements, distribution and media structures, along with 
buying behavior within the foreign market.  
 
In the case of internationalization for services, firms need to deal with all challenges related 
to entering a foreign marketplace. A firm has to find an entry mode, along with a suitable 
strategy, which support coping with the new situation. However, it depends on the type of 
service and market, therefore it is important to understand the characteristics of the firm’s 
service (Hollensen, 2011). When internationalizing services, firms have some critical factors 
they need to consider, since these factors can impact the choice of internationalization 
strategy. The first factor to consider is the topic of information technologies. Through 
information technologies, marketers can reach a broad audience and customer base, which 
also is an easier way of managing customer relationships. However, there are still factors 
which internationalizing firms must take into consideration when using technological ways 
of marketing, such as limited logistics channels, local postal or delivery services, where 
networking can be difficult. Another factor to consider is the geographical location, which 
also could be linked to changes in cultural behavior, a factor that could impact on the 
acceptability and adoption pattern of services (Hollensen, 2011).  
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2.4 Born Global Firms 
There has recently been an increasing amount of theory about small firms that distinguish 
themselves from traditional MNCs by having a strong organizational culture and seeking to 
internationalize more rapidly and earlier than traditional firms, known as born global firms 
(Knight & Liesch, 2016; Li et al., 2012). These firms almost seem to bypass traditional 
internationalization processes by starting to operate in a global market and serving global 
customers from day one (Mathews & Zander, 2007). Born global firms are increasingly 
active in the international economy and changing the dynamics of international competition 
(Mathews & Zander, 2007). To some extent these born global firms contradict existing 
theories of internationalization (Li et al., 2012). These theories argue that the traditional 
internationalization of a firm requires a significant commitment of resources in, substantial 
costs and exposing the firm to greater risks (Knight, 2001; Li et al., 2012). The costs arise 
from having to invest in growth, to acquire the necessary competence in order to overcome 
entry barriers, managerial knowledge to be able to manage the firm’s function in different 
markets and to cope with foreignness and newness to the new markets (Freeman et al., 2006; 
Li et al., 2012; Knight & Liesch, 2016). Furthermore, challenges with internationalization can 
be linked to differences between markets in terms of cultural, administrative, geographical 
and economic dimensions (Ghemawat, 2007). Born global product-based firms can 
minimize the risk arising from differences in these dimensions through intra-regional 
diversification, internationalizing with a regional scope and focus (Patel, Criaco & Naldi, 
2016). Additionally, Li et al. (2012) argue that small firms may not have the adequate 
resources to be able to cope with these arising costs or manage the risk of internationalizing. 
Additionally, the scarcity of these resources tends to be more intimidating to technological 
firms compared to traditional firms. This is because technology-based firms require 
considerable financial resources to manage research and development (R&D), shorter 
product life cycles, everyday technological development and fiercer competition from 
operating in an international market.  
 

2.4.1 Born Global Firms Challenging Traditional Theories  
This relatively new type of firm is differs from traditional MNCs since they seek to go 
international at the beginning to seek opportunities in the now increasingly integrated and 
interconnected global economy (Mathews & Zander, 2007). Despite the limited resources 
that smaller firms often possess, born global firms still achieve international growth at an 
early stage of development. Traditional internationalization research observed that 
international firms tend to operate domestically until the home market shows to be 
saturated, before venturing abroad (Johanson & Vahlne, 1977), which often is not the case 
with born global firms, who tend to internationalize closer to inception (Knight & Liesch, 
2016). Thus, the phenomenon of born globals contradicts traditional theories on 
internationalization where international firms traditionally have been dominated by MNCs 
with substantial resources (Johanson & Vahlne, 1977; Knight & Cavusgil, 1996; Knight & 
Liesch, 2016; Madsen & Servais, 1997). Despite this, born global firms have during recent 
years emerged in sizable numbers around the world (Knight & Liesch, 2016). 
 

2.4.2 Factors behind the Emergence of Born Global Firms 
Many authors have discussed the reasons why born global firms have emerged in large 
numbers (Knight & Liesch, 2016; Li et al., 2012; Zhang, 2009; Madsen & Servais, 1997; 
Cavusgil & Knight, 2015). According to Madsen and Servais (1997), and other authors 
generally agree with them (Knight & Liesch, 2016; Li et al., 2012; Zhang, 2009; Oviatt & 
McDougall, 1994), the rise of born global firms may be due to three important factors: (1) 
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new market conditions, (2) technological developments, and (3) elaborative capabilities of 
people, including the founders of the born global firm. Other factors are believed to have a 
role in the emergence of born global as well, for instance: limited domestic markets due to 
niche products or services (Knight & Liesch, 2016), homogeneous customers (Madsen & 
Servais, 1997), determined change agents (Cavusgil & Knight, 2015), international finance 
opportunities (Oviatt & McDougall, 1994), increased mobility of people, more accessible 
information and changes in regulations that enables integration of international markets for 
capital, products and technology (Mathews & Zander, 2007). However, the three first 
mentioned factors are deemed the most important and they also include some of the 
additional factors (Knight & Liesch, 2016; Li et al., 2012; Zhang, 2009; Madsen & Servais, 
1997; Cavusgil & Knight, 2015). 
 

2.4.2.1 New Market Conditions 
Many companies during the recent years have been exposed due to the changing market 
conditions, which have given rise to born global firms. One condition has perhaps been 
more obvious than others and that is the increasing specialization of firms and niche 
markets. A result of this is that there are more firms that produce specific parts or develop 
specific services and offer these internationally; this is especially the case with high-tech 
software firms. Industries nowadays are also connected to global sourcing activities with 
networks stretching across borders. The result of this is that innovative products and 
services can spread internationally more easily, partly due to customers’ needs becoming 
more homogeneous. The new market conditions allow firms to introduce their products and 
services more rapidly to a wider market. Additionally, this also leads to that the financial 
markets have become international as well, which in turn results in entrepreneurs being able 
to seek financial investments around the world (Madsen & Servais, 1997).  
 

2.4.2.2 Technological Development 
The new market conditions have to a high degree emerged from changes and development 
in technology. Production processes have evolved and this entails that small-scale 
production may be economically practical, which in turn results in specialization, 
customization and niche production being viable alternatives. Transportation of people and 
distribution of goods and services has also gone through changes and are now more 
common, consistent and cheaper than before. This has in turn reduced barriers to enter new 
markets internationally (Madsen & Servais, 1997). Communication has also become an area 
of development; international markets have become more accessible to firms through the 
use of Internet. The Internet provides a low cost borderless virtual business platform with 
free interactions without pre-defined channels in the value chain (Gabrielsson & 
Gabrielsson, 2011; Moen et al., 2004). Communication with different countries can also be 
carried out from one place. In addition, the technological developments enable collections of 
information about different markets, analyzing and interpreting it more easily (Madsen & 
Servais, 1997).  
 

2.4.2.3 Human Resource Exploitation 
The final factor that is behind the rise of born global firms is the increased ability of human 
resources to exploit technological changes in the internationalized market. The increased 
capabilities within this area are mainly because of the dramatic increase in the number of 
people with international experience. An example of this is the European Union’s (EU) 
initiatives to support and facilitate student exchanges between European universities; 
approximately 250,000 students go abroad each year for six to twelve months, an increase of 
200,000 students since Madsen and Servais (1997) published their article, and that is only 
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within the European Erasmus program (European Commission, 2013). This mobility 
between nations, languages and cultures has increased, and still increases. Therefore, the 
number of people competent to communicate with, understand and operate in foreign 
cultures is significantly larger than before. The capabilities that these people possess are 
essential for exploiting opportunities in new production, communication and distribution. 
The increasing mobility and education between countries result in markets becoming more 
homogeneous (Madsen & Servais, 1997). Furthermore, Madsen and Servais (1997) argue that 
the past and present competences of the founding team of born global firms should be taken 
into consideration when analyzing the factors giving rise to the emergence of born global 
firms. Lastly, in their study, Madsen and Servais (1997) suggested that the phenomenon of 
born global firms would likely become more widespread in the future and that the driving 
forces would become even stronger, thereby additional industries were likely to be affected, 
which lately has turned out to be the case with the software service industry (Kuivalainen & 
Saarenketo, 2012).  
 

2.4.3 Links to the Original Uppsala Internationalization Model 
As previously stated the Uppsala Internationalization Model, has over the years received 
some criticism. Madsen and Servais (1997) explain that the model is assumed to strive for 
growth and long-term profit, while calculating with low-risk operations, which is also 
supported by Hollensen (2011). Moreover, Madsen and Servais (1997) further state that the 
model is valid for born global firms. With regard to the model, firms are assumed to lack the 
routines to solve new challenges in relation to internationalization, due to fairly high 
perceived market uncertainty. However, Madsen and Servais (1997) state that born global 
firms’ perception of uncertainty in the context of international markets is typically lower 
since the founders or other employees have gained international experience in past 
endeavors. To explain the internationalization process of firms, Johanson and Vahlne (1977) 
developed a dynamic theoretical model, where they make the distinction between state and 
change aspects of internationalization variables. Madsen and Servais (1997) state that the 
firm is an important factor in describing future changes and subsequent stages. The state 
aspect represents the firm’s market commitment of foreign markets, along with market 
knowledge about foreign markets and operations. Additionally, the change aspect is 
represented by commitment decisions and current (business) activities (Johanson & Vahlne, 
1977). 
 
The concept of market commitment is assumed to include two factors, the amount of 
resources committed (i.e. the size of investments in the market), followed by the 
inconvenience of finding a complementary use of resources and relocating them to 
substitute usage. Furthermore, market knowledge is viewed as information of markets and 
operations, which to a certain degree is stored and retrievable to individuals inside a firm 
(Johanson & Vahlne, 1977). Moreover, Madsen and Servais (1997) argue that international 
activities demand both knowledge about market operations and market specific knowledge, 
which often is retrieved by previous market experiences. Johanson and Vahlne (1977) claim 
that current (business) activities are the prime source of knowledge for a firm. Furthermore, 
commitment decisions do, however, depend upon experience since they are a response to 
uncertainty and opportunities in the market. Johanson and Vahlne (1977) and Madsen and 
Servais (1997) both argue that decisions to commit other resources to foreign operations 
occurs more often if a firm possess more market knowledge. 
 
In the context of born global firms, Madsen and Servais (1997) state that market knowledge 
concerning a specific country is probably lower than in traditional firms. However, they 
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further state that the founders of a born global firm may have former knowledge regarding 
an international marketplace, in a chosen industry, which would have impact upon the 
degree of market knowledge. Furthermore, for born globals, decisions regarding additional 
market commitment do, according to Madsen and Servais (1997), not necessarily turn out to 
be incremental. Based on the Uppsala internationalization model, Madsen and Servais (1997, 
p.569) explain the internationalization process of some born global firms as:  
 
“since the founder of the born global has a high market knowledge built up through years of business activities 
in the industry, then the born global firm can easily take commitment decisions concerning international 
markets”. 
 
Lastly, Madsen and Servais (1997) adds that market commitment may be low since the 
specific country’s market knowledge is low, along with low international sales with already 
established market channels. 
 

2.5 The Lean Startup  
According to Ries (2011) a startup can be described as a firm that is dedicated to creating 
something new under conditions of uncertainty. The Lean Startup approach fosters 
companies that are more capital efficient, along with leveraging human creativity more 
effectively. Ries (2011) means that the Lean Startup approach is based on the Japanese 
mindset of Lean Manufacturing, first created by the Toyota Motor Company. The Lean 
Startup is based on a number of pillars and important outcomes, these are among others, 
“validated learning”, “rapid scientific experimentation”, followed by counter-intuitive 
practices that aim to shorten a product development cycle, measuring key metrics and 
knowing what the customer really wants. Furthermore, Ries (2011) means that the Lean 
Startup offers entrepreneurs in all sorts of companies, big or small, a way to test their vision 
continuously, in order to adapt or adjust a product, before it is too late. 
 

2.5.1 Build the MVP  
Minimum Viable Product (MVP), a practice that helps entrepreneurs to understand their 
product as quickly as possible. According to Ries (2011) it is key to begin the process of 
understanding and learning your own product as fast as possible. However, the MVP should 
not be seen as “the smallest product possible”, but rather as a way to faster get access to the 
feedback loop, which is further described below. Building the MVP can be seen as the first 
step of learning the product, which is key in the Lean Startup approach. Moreover, the MVP 
is not just developed to answer questions regarding product design, technical issues or 
challenges, the purpose is mainly to test fundamental business hypotheses, meaning; “do 
people want my product at all”. To build an MVP, you have to remove features, processes 
and efforts that do not directly contribute to what you which to learn. Even a low quality 
MVP can work as a way to build a high-quality product in the end (Ries, 2011). 
 

2.5.2 Testing your Product  
According to Ries (2011), a very important process for a startup is to continually test its 
product or services, which also is a step within the Lean Startup and considered as key of 
being, or become successful. Furthermore, Ries (2011) says that only 5% of 
entrepreneurship is linked to the idea itself, the business model or “whiteboard strategizing”, 
the other 95% percent is hard work which is measured by innovation accounting; product 
prioritizing decisions, deciding which customers to pinpoint, listening when receiving 
feedback, or having the courage to subject a big vision and constantly test and receiving 
feedback in order to be better. According to Ries (2011), there are two processes a Lean 
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Startup must go through:  

1. Rigorously measure where it is right now, confronting the hard truths that 
assessments reveal and then…  

2. …Device experiments to learn how to move real numbers closer to the ideal 
reflected in the business plan.  

In order to better understand where a company stands and how their product or service is 
appreciated by their users it is vital to use the “feedback loop”, visually described below in 
Figure 3, including processes such as; Experiment with new ideas > Build an MVP around 
your product > Launch your new Product > Measure key metrics > Gather and summarize 
data > Learn from it > Go back to new or adjusted ideas > continue circle once again.  

 

Figure 3 The Feedback Loop (Ries, 2011) 

 

2.6 Networks 
Johanson and Mattsson (1988) argue that all firms are connected to business networks that 
involve different parties, for instance: customers, suppliers, distributors and partners. 
Networks being defined by Axelsson and Easton (1992, p.154) as: "sets of two or more 
connected exchange relationships". Theory on networks suggests that the relationships 
formed between different parties will impact the strategic decisions, and the networks 
include exchanges of resources among its parties. The parties of the network value 
relationships rather than separate transactions, networks are therefore expected to control 
and minimize opportunistic behavior (Coviello & Munro, 1997). According to network 
theorists, the internationalization process of a firm is a natural occurrence rising from 
foreign individuals or firms (Johanson & Mattsson, 1988). Furthermore, Coviello and Munro 
(1997) and Mitgwe (2006) argue that networks allow a firm to internationalize more rapidly. 
A firm’s positioning in a specific international market is established in relation to other 
actors in the market through expansions, penetrations and integration. In order to expand 
and operate internationally, resources are required. The firm’s international operations can be 
controlled by either the firm itself or by other parties in the network. The resources need to 
be held by the firm itself or obtainable from other parties within the firm’s network 
(Johanson & Mattsson, 1988). However, these resources are not only physical resources, in 
order to expand internationally firms also need the right knowledge, which is a resource 
itself. Non-physical resources can be acquired through networks, to a lower cost and in less 
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time, compared to acquiring it through other means (Chetty & Campbell-Hunt, 2003). It is 
suggested that a firm’s networks should be seen as an individual part of the firm’s 
internationalization. Mitgwe (2006) for instance argue that the theoretical motive or appeal 
of networks is not proved fully by its practical appeal. The practical appeal suggests that the 
structure of networks cannot be seen independently but are enclosed in cultural borders. 
Furthermore, it is not free to exploit networks since there are costs in terms of trade-offs 
linked to being a part of a network (Mtigwe, 2006).  
 

2.6.1 Networks and Internationalization 
With regard to networks and internationalization, Johanson and Vahle (1992) found that 
international market entry is a gradual process, rising from interactions between parties, and 
also developing and maintaining relationships over time. Sharma and Johanson (1987) 
furthermore suggest that firms work with networks of connected relationships, which acts as 
“bridges to foreign markets”, opportunities and motivation to internationalize. Relatedly, 
Johanson and Vahle (1992) go on to propose that firms’ success of entering new foreign 
markets is more dependent on networks and relationships within the current markets, rather 
than the characteristics of the market and culture. Furthermore, networks go beyond 
traditional internationalization strategies since the strategy of a firm develops as a pattern of 
behavior influenced by different network relationships. The inconsistent nature of 
internationalization of different firms sometimes appears to be random, where opportunities 
and threats arise in the firms’ external environment, applicable to the individual firm’s 
international activity (Benito & Welch, 1994). Additionally, Coviello and Munro (1997) argue 
that these threats and opportunities may become present to the firm by their network 
relationships. Therefore, external relationships may drive, facilitate or even hinder firms’ 
international market expansion. Relationships and networks may also influence the choice of 
international market and market entry choice. In that way, Ruzzier, Hisrich and Antoncic 
(2006) argue that the network of a firm can provide a context for international activities. 
Internationalization may then depend on network relationships rather than on firm-specific 
advantages. Thus, international networks and relationships with customers, suppliers, 
competitors, private and public support agencies can be a driving force behind successful 
internationalization (Li et al., 2012). Coviello (2006) furthermore adds that involvement in 
networks can facilitate more rapid internationalization and suggests that this is an especially 
common use of networks in born global firms.   
 

2.6.2 Networks in Born Global Firms 
Li et al. (2012) and Coviello and Munro (1997) argue that born global firms and especially 
BGSFs may suffer from resource scarcity. With regard to networks, born global firms may 
share resources with partners in their network to manage their resource scarcity (Oviatt & 
McDougall, 1994). Through networks and relationships these small firms can gain external 
resources to cope with their resource limitation, these external resources can for instance be: 
capital, equipment, country-specific knowledge, or other tangible or intangible resources (Li 
et al., 2012). These external resources acquired through networks and relationships are 
necessary when entering international markets, as entry-requirements often are higher than 
what the firm possess internally (Lu & Beamish, 2001). It is almost impossible for born 
global firms to internally possess all required resources required for internationalization, for 
instance international distribution channels or an established reputation that allows rapid 
large-scale international market penetration. By forming networks, born global firms can gain 
numerous advantages, including combined resources, outsourcing market development 
activities, avoiding size-related constraints, accelerating the learning process and minimizing 
mistakes (Coviello & Munro, 1997; Li et al., 2012). Coviello (2006) suggests that if network 
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relationships facilitate born global firms’ early mobilization, it is reasonable to assume that 
the ties of such networks are beneficial to form before the internationalization starts. 
Furthermore, internationalization can be instant if small firms manage to find partners in 
foreign markets (Agndal & Axelsson, 2002; Coviello & Munro, 1997; Freeman et al., 2006; Li 
et al., 2012).  
 
Moreover, Coviello and Munro (1997) and Bell (1995) argue that forming networks can help 
born global firms to control the uncertainty arising from early internationalization. 
Expanding into foreign markets expose firms to multiple uncertainties, such as demand 
uncertainties, competitive uncertainties and exchange rate fluctuations. Uncertainties like 
these can be even more numerous in software industries. The innovation frequency is 
higher, which threatens established consumer-purchasing patterns. These new innovations 
also affects competitors in the market more directly, thereby there is also a higher risk with 
innovative services from competitors (Li et al., 2012). With networks, small firms can access 
the required resources, thus more easily cope with the unpredictably changing environment 
and consequently improve their capabilities to internationalize (Coviello & Munro, 1997; Li 
et al., 2012). Furthermore, Coviello and Munro (1997) found that the use of networks or 
cooperative arrangements by small firms during internationalization could improve 
international market penetration by providing access to a network of additional relationships.  
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3 Methodology 
 

This chapter presents the work process and methods used to achieve the purpose of this thesis. The chapter 
starts by describing the work process; this is followed by the research approach, research method, case study, 
data collection and data analysis. The methodology ends with the thesis’s trustworthiness. 

 
 

3.1 Work Process 
The process and estimated workload in terms of weeks of this thesis is described and based 
on five different phases and is visualized in a Gantt-chart in Figure 4. As can be seen in the 
figure, the study was conducted from January to May 2016. We chose a Gantt-chart since it 
clearly describes the different phases running parallel to each other.  

 

Figure 4 Time Frame of the Thesis 

We wanted a subject that was interesting both for us and also in terms of existing and 
missing theory. The pilot study therefore started by researching the area of born global firms 
to identify an interesting topic of value to existing research. When we identified an 
interesting area to do research within, a brief literature study was initiated in order to develop 
the problem description. Once the problem description was established we continued by 
developing the purpose and research questions for the thesis. The pilot study ended by 
deciding which strategy and approach to use in order to answer the research questions and 
with that also achieving the purpose.  

We decided to test theory against empirical data collected through multiple case studies in 
order to answer the research questions. The research questions required a good 
understanding of the different concepts; therefore, the literature study started before the 
empirical study, but continued throughout the thesis since we needed to complement with 
additional theory. Due to the included areas of previous research on internationalization 
processes, born global firms, the lean startup and networks, the literature study was quite 
extensive and time-consuming since we needed to identify appropriate theory for the subject. 
However, the subject falls under the authors’ education area and expertise, where concepts 
as internationalization, entrepreneurship, globalization, networks and born globals have been 
discussed. Therefore, it was a great opportunity and possibility for us to apply learned theory 
in practice.  
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3.2 Research Philosophy 
A research philosophy could according to Saunders et al (2009) be described as the 
development of the research background, knowledge and its nature. Moreover, research 
philosophy could also be explained with assistance of research paradigms, which can be seen 
as a broad framework that comprises perceptions, beliefs and understandings of several 
theories and practices used to conduct a certain research (Saunders et al., 2009). The four 
most common research philosophies used in business and management research are: 
pragmatism, positivism, realism and interpretivism, where all distinguish themselves from 
each other due to different paradigms.  

For our thesis, we have chosen the interpretivistic research philosophy, which we base upon 
the choice of having a philosophy that focuses upon the interactions between human actors, 
their actions and how we as researchers interpret that information. Moreover, interpretivism 
focuses on social phenomena, the details of one situation, its reality behind it, and 
individually-motivated actions by the interviewee (Saunders et al., 2009). Furthermore, 
interpretivism embraces the view of people being intrinsically tied to reality, which mean that 
all past experiences shape a person’s mind, thus, also his or her opinions. This is also suitable 
since we are using qualitative data collection methods such as in-depth interviews and 
studying documentation.  
 

3.3 Approach 
Theory about the subject was needed in order to collect and compare theories with empirical 
data, thus also being able to answer the research questions. According to Strauss and Corbin 
(1990) it is of importance to lay a fundamental ground of so called ‘technical literature’ 
before starting the empirical study, we additionally state that there is no need to review all 
literature beforehand but instead compliment with it throughout the research process. 
Therefore, we worked simultaneously with both the literature study and the empirical data 
collection, since we needed to search for complementary theory throughout the research 
process. In other words, in case we found that theory is missing when comparing with 
empiric data we went back to the literature study in order to gather more theory, the 
literature study was therefore, to some extent, be guided by the empirical world. The process 
of going back and forth between theory and empirics during a research process is referred to 
as an abductive approach (Dubois & Gadde, 2002; Olsson & Sörensen, 2011; Van Maanen, 
Sørensen & Mitchell, 2007). In an abductive research the original theoretical framework is 
successively adapted, due to unanticipated empirical findings, but can also be due to 
theoretical insights gained during the study (Dubois & Gadde, 2002; Van Maanen et al., 
2007). Abduction is additionally a continuous process per say as it is ongoing throughout the 
research process because of the relationship between concepts and data. This was of 
importance to a study like ours since unanticipated findings could occur at any time during 
the research process (Van Maanen et al., 2007).  
 
Another reason for choosing an abductive approach is because we wanted to see how well 
known theories, concepts and models were applicable to situations in real life. Dubois and 
Gadde (2002) argue that an abductive approach is beneficial if the researchers’ objective is to 
discover new things, for instance other variables or relationships in play, and to theorize 
from these, which is of interest to this study given the purpose and research questions. 
Dubois and Gadde (2002) furthermore state that by simultaneously gathering and analyzing 
data from literature studies and empirical fieldwork, researchers can expand their 
understanding of both theoretical and empirical phenomena; the authors argue that this is 
because theory cannot be understood without empirical fieldwork and the other way around. 
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Additionally, Van Maanen et al. (2007) argue that exploration is strongly connected to 
abduction since it begins with unmet expectations of reality that then works backwards to 
find plausible theory that can make sense of the unanticipated findings, and that the unmet 
expectations will motivate theorizing. Theorizing through abduction comes from 
engagement with these unmet expectations rather than gaps in literature, as is often the case 
with other types of approaches. Furthermore, Van Maanen et al. (2007) suggest that there 
are multiple implications with abduction, however, three stand out in terms of importance. 
Firstly, the data should be detailed and rich so that processes and casual assumptions can be 
explained as to why they appear. Secondly, the authors should link results to the conceptual 
level by moving back to theory and substantiate the interpretations and checking them 
against gathered empirical evidence. And thirdly, it is encouraged to exam data that does not 
fit the general picture, if you gather qualitative data you should still try to classify and count 
what you can. 
 

3.4 Research method  
This thesis is based on qualitative data that focuses on “non-numerical data”, for instance 
data in form of words, pictures or videos. Furthermore, the data collection techniques used 
are semi-structured interviews and qualitative documentation, and also a literature study. 
Furthermore qualitative data has clear distinctions compared to, for instance, quantitative 
data and is based on meanings expressed by words, the result of the data collection is needed 
to be classified into categories, clusters and models, where the analysis was done through 
conceptualization (Saunders et al., 2009). The reason why we chose to focus on qualitative 
data is because it is advantageous when a study focuses on exploring a subject in an as real 
scenario as possible. However, the ambiguous and elastic nature of qualitative data has 
implications for its analysis (Yin, 2011), which will be discussed further in chapter 3.7. The 
data collected in this thesis has provided more information about a few respondents rather 
than limited information about a large number of respondents. The result of this qualitative 
study is also based on values, experiences and situations.  
 
For this thesis we are furthermore using a qualitative multi-method. The reason for it to be a 
multi-method is because the authors will use multiple methods rather than a single for 
collecting data. The data collection techniques used in this thesis are interviews, 
documentation and a literature study. Saunders et al. (2009) argue that that using multi-
method can be beneficial and provide a better opportunity to answer the research questions 
of the study and also better evaluate the trustworthiness of the findings of the study. 
Saunders et al. (2009) furthermore mention two other specific advantages of using multiple 
methods. Firstly, multi-methods allow the researcher to use different methods for different 
purposes of the study, depending on which method is the most appropriate for a certain part 
of the study, and that this would increase the certainty that the most important issues are 
addressed correctly. Secondly, multi-method research also provides more data compared to a 
mono-method approach, which could enable researchers to discover findings that are not 
anticipated (Saunders et al., 2009).  

As mentioned earlier in this thesis the topic is to explore the reality of and understand the 
phenomenon of the internationalization of BGSFs connected to the use of networks. Thus, 
the most logical approach is to conduct an exploratory study since it is favorable when 
conducting a research when no or little understanding is available, which is the case with 
BGSFs, especially in connection to networks and internationalization strategies. Saunders et 
al. (2009) argue that an exploratory study is of value when researchers want to find out the 
reason behind what is happening, seeking new insight and assessing the phenomenon “in 
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new light”, especially if researchers are unsure of the precise nature of the phenomenon. 
Furthermore, an advantage with exploratory research is that it is adaptable and flexible to 
changes. The researcher also has to be willing to change the direction of the study, 
depending on results of new data that is uncovered and new insights that arise, because the 
research could show that a particular topic is not worth pursuing (Saunders et al., 2009). This 
also leads to implications for the general research method and design as the data collection 
process should be flexible enough for other issues to arise. Additionally, Adam and 
Schvaneveldt (1991) state that the flexibility of exploratory research does not necessarily 
mean a lack of direction, but it means that exploratory research is initially usually broad but 
gradually becomes narrower by progress, which the goal of this thesis is. We started by 
researching on traditional incremental internationalization models and networks, then 
narrowed it down by focusing on the connection to BG firms, more specifically BGSF, once 
that was done we tried to create a general understanding of how BGSF’s internationalize and 
utilize the possibility of networks. 
  

3.5  Case Study 
A case study is according to Eisenhardt (1989) a form of research study, which focuses on 
gathering information from a single or multiple case study objects, often performed in order 
to gain a deeper understanding of a subject. Furthermore, a case study can be performed 
with two methods, (1) qualitative, often including observations or in-depth interviews, and 
(2) quantitative, with studies and surveys (Eisenhardt, 1989; Gustavsson, 2004). Often, 
depending on the subject in focus, these two methods are mixed, however, when performing 
a case study, the qualitative method is the most commonly used (Gustavsson, 2004). In order 
to increase the credibility of the thesis, we have chosen to include a case study to 
complement the theory gathered to answer the research questions this thesis is based upon 
(Benneth, 2003; Dubois & Gadde, 2002). Furthermore, conducting case studies can be 
beneficial in order to gain more knowledge where previous literature is inadequate, as case 
studies provide a unique possibility of developing theory by using insights of empirical 
phenomena (Dubois & Gadde, 2002). 
 

3.5.1 Sampling 
For this thesis we use operational construct sampling, also called theory-based sampling. 
This method is best used if the research aims to develop theory or concepts connected to or 
emergent from real life phenomena. For operational construct sampling the sample becomes 
representative of the phenomena of interest (Patton, 1990). The sampling process is based 
on emerging theoretical concepts and the goal of the sampling is to develop an 
understanding of dimensions of concepts for particular settings and conditions. The research 
process starts by identifying concepts and features that are fundamental to the research. The 
sampling method is also relevant for abductive research since it is of importance to be able 
to add or change theory, sampling activities and analysis procedures during the research 
process, for instance to take consideration to factors that arise during the research. This 
flexibility is also of interest if the researcher wishes to start with a smaller sampling size but 
increase it later on to test developing generalizations, to for example find divergent cases. 
The fundamental approach with this method is to be able to adjust data collection during the 
research process. A disadvantage can however be that it may be more time consuming 
compared to other sampling methods (Silverman & Marvasti, 2008). 
 
The samples in this thesis will consist of different firms within the software industry, where 
all firms originate from Sweden, however, one firm was founded in USA by a Swedish 
founder. All firms that we have been in contact with fit the definition put forward previously 
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in this thesis, as: “A software firm that from inception, seeks to derive significant 
competitive advantage from the use of resources and the creation and sale of high-tech and 
innovative services in multiple countries, with little or no operating history”. The BGSFs are 
exclusively developing software services without any connection to physical products or 
physical services. Furthermore, the firms are in different stages in their internationalization 
process, some have recently expanded into other countries, while some are still in the 
planning phase of their internationalization. In this thesis we have chosen to focus on 
BGSFs that are in the early stages of their life cycle, something that Mathews and Zander 
(2007) argue has been downplayed in research so far and is important to investigate. The way 
that existing research can give an understanding about or explain their internationalization 
process is limited. The prevailing view has also been built for traditional MNCs and MNEs 
that have already established themselves internationally and derive competitive advantages 
from that. The most dominant ways do not consider cases where firms gain competitive 
advantages by establishing international networks to access skills, resources and a knowledge 
base that is otherwise not accessible (Mathews & Zander, 2007). We believed that this was 
the case with born global firms, and especially BGSFs with early and rapid 
internationalization. So to try to make sense of this type of firms we wanted to go beyond 
basic assumptions of existing research and investigate the internationalization strategies of 
BGSFs and investigate how they aim to use external networks to gain competitive 
advantages rather than from internal knowledge, resources and skills. 
 
The main method of collecting data from the case companies was through semi-structured 
interviews, primarily with founders and early top managers of the firms. The case studies 
were performed in real-world settings along with people in their real-life working roles. Yin 
(2011) state that trustworthiness is established when data is accurately collected and 
interpreted, so conclusions truthfully reflect and represent the real world that was studied. 
Furthermore, Furthermore, conducting a case study is linked with performing a qualitative 
research; hence, the data will mainly be collected through interviews (Eisenhardt, 1989; Yin, 
2011). Moreover, as already mentioned above, the choice of conducting several case studies 
lies within the fact that the literature addressing this thesis research topic is limited, 
something that according to Yin (2011) increase the possibility of generalization. This goes 
in line with Dubois and Gadde (2002) who argue that a study that uses multiple case studies 
provide better explanations compared to single cases. Furthermore, if the study focuses on 
comparing a few specific variables the best option would be to increase the number of case 
studies (Dubois & Gadde, 2002).  
 

3.6 Data Collection 
The theoretical framework presented in chapter two is based on literature studies, which was 
successively complemented by several case studies. The main channels for collecting data 
was through semi-structured interviews with founders and early managers in BGSFs, along 
with studying documentations, these will be explained in detail below.  
 

3.6.1 Interviews 
Yin (2011) explains that an interview can be seen as an interaction between an interviewer 
and a participant. Furthermore, an interview can be divided into two sub groups, (1) 
structured interviews and (2) qualitative interviews, i.e. semi-structured interviews or open-
ended interviews. This thesis is characterized by qualitative interviews, more specific semi-
structured interviews. The collected data consists of the interviewees’ personal opinions 
concerning their firms’ internationalization strategies, linked to their individual and corporate 
networks and previous international experiences. The semi-structured interviews act as a 
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compliment to theory and documentation. The interviews were performed at the chosen 
firms’ offices or over the Internet through Skype, where both of us were present. During the 
two interviews that we could not record, one of us took notes, while the other was asking 
the questions and handling the conversation. However, in order to reduce the possibility of 
misunderstandings between the interviewers and the interviewees, with the interviewees’ 
permission, most of the sessions were recorded. 
 

3.6.2 Documentation 
Documentation was used in order to gain a deeper understanding of the internationalization 
processes of the firms included in this thesis. Primarily, it consisted of the firms’ 
internationalization strategies in general. Moreover, organizational documentation was an 
important source of its own, including elements such as briefings, planning documents 
regarding internationalization strategies and internal reports. In order to easily structure the 
documentation used in this thesis, we produced short summaries of each document along 
with the highlighted key points, to ease the use when referring to different documents.  
 

3.7 Analysis of Data 
Qualitative data has, as mentioned previously, implications for the analysis of it. Saunders et 
al. (2009) argue that the complex nature of qualitative data will most likely need to be 
summarized and categorized to support an analysis of it, if not, the result may become an 
impressionistic view of what they represent. While it may be possible to create diagrams or 
statistics out of qualitative data, we analyzed the data and present the results with a 
developed framework. This approach is supported by Saunders et al. (2009) who argue that 
this may be more effective when dealing with qualitative data, Yin (2011) however states that 
analyzing qualitative data may be a more demanding process since it may not be as easily 
interpreted. Therefore, the data collected was continuously analyzed throughout the 
development of this thesis, in order to ensure that no data was misplaced, mistranslated or 
misinterpreted. To solve this, data was summed up and structured directly when gathered, to 
ensure a high level of accuracy in the analyzing process (Jacobsen, 2002). According to 
Jacobsen (2002), the connection between data analysis and data collection is often difficult to 
separate, thus, the analysis was an ongoing iterative process. Moreover, the empirical data 
collected from interviews and documentation was structured in Office-tools such as MS 
Word and MS Excel.  
 
To answer the research questions stated in the introducing chapter, data was collected and 
summarized in MS Word documents where differences and similarities were highlighted. 
This was done in order to understand how BGSFs could use traditional internationalization 
strategies and how they network. Furthermore, interviews were summarized in order to 
understand if any similarities could be pointed out between the different interviewees 
responses. We counted on detecting a lack of information in the theoretical framework, 
which could be added through interviews within the case study; hence, we used an abductive 
approach to ensure that the theoretical framework is properly detailed with relevant 
information, which covers every aspect of the area of concern. Moreover, based on this 
approach one can screen out information that could be seen as unclear or repeating 
information (Merriam, 1994).  
 

3.8 Trustworthiness of Qualitative Studies  
The trustworthiness of qualitative research is often, according to Shenton (2004), questioned 
by positivists, mainly since their concepts of validity and reliability cannot be approached in 
the same way as of naturalistic work, which also goes in line with the thoughts of Krefting 
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(1991). Several researchers have previously demonstrated how qualitative researchers can 
incorporate measures dealing with potential issues, more specific reliability and validity in 
qualitative settings. However, naturalistic investigators have recently preferred to use 
dissimilar terminology in order to distance themselves from the positivist philosophy 
(Shenton, 2004). Furthermore, Shenton (2004) and Krefting (1991) explain that there are 
four criteria that should be considered by researchers with a qualitative approach, in the 
pursuit of high trustworthiness, these are explained in detail below.    
 

3.8.1 Credibility 
Internal validity is what positivists refer to as being credible (Shenton, 2004), which 
according to Saunders, Lewis, and Thornhill (2009) is how well a thesis can answer the 
question: How do I know that?. However, most of the time one cannot till one hundred 
procent satisfactionally answer that question, but one can reduce the possibility of getting the 
answer wrong (Saunders et al., 2009). Moreover, Merriam (1998), says that credibility 
answers the question: How congruent are the findings with reality?. Shenton (2004) says that 
credibility is one of the most important factors when establishing high trustworthiness. In 
order to secure a high level of credibility according to Shenton (2004), we worked with 
triangulation, meaning that we involve several data collection methods such as interviews, 
documentation and a literature study. Moreover, Yin (2011) explains that triangulation is a 
technique that facilitates validation of data through cross verification from multiple sources. 
Furthermore, every participant had the opportunity to refuse to be included in the study, 
hence, we only interviewed companies and participants who were genuinely willing to take 
part in our study and were prepared to offer their data freely. Also, Saunders et al. (2009) 
mean that credibility may also be promoted through the supply of relevant information 
participants of an interview can get, beforehand. Saunders et al (2009) mean that presenting a 
list of the questions the interviewer intends to ask may help strengthen the overall credibility. 
Finally, all participants were encouraged to be frank from the outset of every meeting, and 
talk from previous life experiences.  
 

3.8.2 Transferability 
According to Merriam (1998) transferability is linked to external validity, which more specific 
is concerned with the extent to which the findings of one study can be applied to other 
situations. Shenton (2004) says that in positivistic work, the concern is often to prove that a 
result can be applied to a wider population. Furthermore, findings of a qualitative study are 
often tied to a small number of individuals or particular environments; it is therefore 
impossible to demonstrate that findings and conclusions of a certain project are fully 
applicable to other situations, settings or populations. However, if practitioners believe that 
their situations are similar to our study, one may relate the findings of our study to their own 
settings or research environment. In order to increase the level of transferability to this 
thesis, we have thoroughly explained our delimitations and scope of focus, to ease the work 
for other researchers when or if attempting to transfer our result into their particular 
research situation. Furthermore, we have clearly explained the phenomenon being 
investigated along with the geographical environment the study has been conducted in.  
 

3.8.3 Dependability 
Shenton (2004) state that dependability is the equivalent to the quantitative researchers 
“reliability”. According to Patel and Davidson (2011), reliability indicates how reliable or 
credible a measurement method is. Yin (2011) states that good reliability is achieved if 
measurements can be repeated with the same results iteratively, an argument supported by 
Patel and Davidson (2011). However, this is indeed complicated when conducting a 
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qualitative study due to the ever-changing nature of the phenomenon being studied, along 
with all observations and interviews being linked to one specific moment or situation. In 
order to address the dependability issue, we have structured our thesis and explicitly 
explained the processes within, thereby enabling future researchers to repeat our work, even 
if not necessarily being able to gain the same results as us. Moreover, we have explained our 
research design, methods when collecting data along with a reflective appraisal of the project 
in 6.2 Methodology Discussion, where we question and evaluate the effectiveness of the 
processes undertaken. This is according to Krefting (1991) essential in order to prove 
dependability in a thesis. 
 

3.8.4 Confirmability 
The concept of confirmability is the qualitative researcher’s equivalent to the quantitative 
researcher’s “objectivity”. Shenton (2004) states that objectivity in science could be 
associated with the use of instruments that are not dependent on human skills or 
perceptions. However, Shenton (2004) also states that real objectivity is difficult to measure 
or identify, since even tests, experiments or questionnaires are designed and created by the 
researcher, hence, the interference of the researcher’s biases is inevitable. The most 
important factor in regard to confirmability is to ensure that the work’s findings are the 
result of the experiences of the informants, rather than preferences or characteristics of the 
researchers (Shenton, 2004). In order to strengthen the confirmability of the thesis, we have 
discussed the choices and outcome of every method used when collecting data, why some of 
them were favorable by us as researchers, along with discussing the neutrality of our 
disposition as researchers.   
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4 Empirical Findings 
 

The following chapter presents the case study, along with information concerning the empirical findings. A 
short introduction of the case companies is initially presented, followed by information regarding how BGSFs 
use networks when internationalizing.  

 
 

4.1 Case Study 
During this study, several case studies have been performed on six companies, who all fit 
our definition, being “a software firm that from inception, seeks to derive significant 
competitive advantage from the use of resources and the creation and sale of high-tech and 
innovative services in multiple countries, with little or no operating history”. The companies 
seen in Table 1 all originate from Sweden, however, one firm is from USA but with a 
Swedish founder. Three are about to launch their service, two are about to go international 
and one is already working in several international markets. One of the firms that are about 
to launch the service is planning to do so globally directly and the other two incrementally.  

 

Table 1 Table of 6 Born Global Software Firms 

Company	 Alpha	 Beta	 Gamma	 Delta	 Epsilon	 Zeta	

Contact	Person	 CEO/Founder	 CEO/Founder	 CEO/Co-Founder	 CEO/Co-Founder	 Founder	 CEO/Founder	

Year	Established	 2014	 2015	 2014	 2015	 2015	 2014	

Launch	of	Service	 Late	2016	 Mid	2015	 Mid	2015	 Mid	2016	 Late	2016	 2014	

Head	Office	 USA	 Sweden	 Sweden	 Sweden	 Sweden	 Sweden	

Employees	 7	 6	 3	 4	 3	 5	

Industry	 Events	 Security	 Recruitment	
Social	

Networking	 Craftsmanship	 Accommodation	

Internationalization	 Instant	Global	 Incremental	 Incremental	 Incremental	 Incremental	 Incremental	
Network	
Importance	

Fundamental	
value	 Important	 Very	Important	 Important	

Very	
Important	 Moderate	

 
4.1.1 Alpha 

Alpha was founded in 2012 in the United States by an entrepreneur aiming to change the 
media content industry. Today, there are seven employees working with the company 
including the Swedish founder, who also is the chief executive officer (CEO), along with the 
chief marketing officer (CMO), chief technology officer (CTO) and four developers. 
Additionally, the company works with consultancy firms in both Pakistan and Vietnam, who 
handle parts of their technological development. The CEO, CTO and CMO all own shares 
of the company. Since one of the employees and shareholders is American, the 
organizational language is English. Alpha produces, distributes and streams live first-person 
content from famous people to mobile and home devices. Through the service, fans will be 
given opportunities to follow their favorite celebrities using patent-pending technology that 
enhances video & sound quality while heavily reducing live-stream costs. Alpha has by far 
the costliest service in terms of technological development and marketing activities.  
 

4.1.1.1 Internationalization of Alpha 
The service that Alpha delivers will be strictly in English, which is a result of the company 
aiming for instant global traction at launch, which will be late 2016. Furthermore, Alpha aims 
to get over 20 Million users within their first year after launch, turning them into a solid 
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actor within their field of operations. Alpha was the only company that aimed of going 
global from inception, however, they are also the company that have secured the highest 
amount of venture capital bound to their internationalization. Alpha has even before launch 
established partnerships with different actors within the telecommunication industry, in 
order to reach more potential users of who may suffer from bad 3G or Wi-Fi connectivity.  
 

4.1.1.2 Networks of Alpha 
Alpha was primarily founded thanks to the extensive network of the founder, which has 
been established over a long period of time, through previous work- and life experiences. 
Without the network that Alpha has today, their service would, according to their founder, 
not work. Moreover, the idea itself would never have been thought of in the first place. 
Roughly 80 percent of the founder’s time is now spent on networking, in order to find new 
partners and establish new valuable contacts, which now exceeds more than 100 contacts (in 
form of celebrities, established global MNCs, telecommunication and TV-production 
companies) all over the world, who also have the incitement to spread the service in their 
networks. Lastly, as stated from the founder, it is thanks to the established networks that 
Alpha has the possibility of going global from inception. 
 

4.1.2 Beta 
Beta is a Swedish start-up company founded in 2015. Today, their team consists of six 
people, where five are positioned as mobile- and web developers. Moreover, Beta develops 
an application for digital neighborhood watch, a platform making it easier for citizens to 
prevent crime and report if something happens, directly through the mobile phones. Beta 
believes that due to cooperation with neighbors and other networks, the nearby 
neighborhood can become a safer place. The company will in the nearby future start to 
develop premium functions together with partners in order to become a profitable company. 
Their goal is to make everybody in the community feel safe, which is why Beta puts much 
effort into user traction, along with their vision of becoming a large company. Moreover, 
company Beta focuses on three pillars: (1) User experience; creating an easy-to-use service to 
attract as many users as possible, (2) Positioning; the application must be strongly connected 
to digital neighborhood watch, and lastly (3) User growth; they aim at reaching ten percent 
of pinpointed geographical areas. When the service first launched in 2015, the feedback 
showed that their users used the service in a quite different way as expected, therefore, the 
key success factor was to find a CTO in order to pivot3. When the CTO was hired, the 
strategy changed a bit, instead of pushing out new versions of the service to the users, they 
started to develop things in slow and thoughtful steps, along with a revised business model.  
 

4.1.2.1 Internationalization of Beta 
Beta has, since the CTO was hired, changed their organizational culture to English, with a 
mixture of Swedish and Spanish, since the CTO originates from Spain. However, in the 
nearby future, all communication within the company will be strictly in English, as more 
employees are hired. When internationalizing, Beta’s service will always be delivered in the 
native language of the country they expand into, which is why they decided to 
internationalize incrementally. The first country that Beta internationalized into was 
Denmark since they identified a need for their service, however, to date this is a slow process 
and is mostly to learn and receive feedback from users outside the home market. The 
founder said during the interview that they will make a lot of mistakes when 

                                                
3 Pivoting is a strategy for iteratively searching for a repeatable and scalable business model. 
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internationalizing, however, they look upon internationalization as a process to gain more 
knowledge and experience before rolling out their service into more countries. Furthermore, 
the founder thought that it is not the business model that will fail, it is most likely the 
technology behind the service. Beta’s approach of going international is to always do it 
slowly, not taking in venture capital for growth, therefore, they wish to validate their 
business model and build their organization based on revenue. The overall strategy is to 
make a lot of mistakes fast, to quickly learn and adapt. Beta suggests that all companies 
should use incremental internationalization, regardless of software services or physical 
products, based on their own learning.  
 

4.1.2.2 Networks of Beta 
The network of the founder mostly comes from sports, due to previous life- and working 
experiences. For Beta, networks are important since their service is based on- and foster 
networking between users, however, it is said that they do not as a firm actively network but 
it is still seen as important to gain important business-contacts. Beta is working with a very 
straightforward networking approach, if they believe that they could gain contacts or 
experiences from somebody within their network, they will not hesitate to make contact. 
There are several synergies between them and other companies in their network, in order to 
together build a stronger service and company in general, this could for example be third-
party services. When internationalizing, Beta is confident that networks play a major role, 
both in finding suitable ambassadors that can represent the company in their home market, 
individuals with international experiences or strategic partners. 
 

4.1.3 Gamma 
Two entrepreneurs, who both identified a problem within the recruitment industry, which is 
why they left their jobs in order to pursue the new venture idea, founded Gamma in late 
2014. After high school, one of the co-founders and current CEO worked as a telesales 
person, before starting his college studies. After graduation and seven years working as a 
financial manager in a recruitment company, the founder felt that it was time to start an own 
firm. Today, Gamma provides a web-based solution, which is called “the world’s fastest way 
to apply for a job”. The base of the idea is to attract users who wants to apply for a new job 
into a large database, where recruiters get the opportunity to buy lists of potential applicants 
within a certain field of expertise, based on the users’ skillsets and geographical 
surroundings. The vision of Gamma is to make it fun and easy to look for a new job through 
a mobile phone with a push of a button. The most important key factors the company has 
gone through is mainly building the team and attracting the first round of financing, along 
with the knowledge gained through experimenting and continuous testing.  
 

4.1.3.1 Internationalization of Gamma 
For Gamma, having a multi-lingual organizational culture is not an issue since their 
developer is born and raised in Belgium. However, the developer speaks Swedish since a 
couple of years back, which results in them having Swedish as the primarily spoken language. 
According to the CEO when discussing internationalization, it was stated that one must 
always have a good feeling towards internationalizing a firm, mostly related to testing and 
learning from the home market at first in order to be ready to internationalize. Focus is a 
large part of the strategy, concentrating the business and pinpointing certain customer 
groups, along with geographical areas and learn from the outcome, if it is successful, 
implement and do it all over again in different areas. Gamma believes in continuous 
iterations and that internationalization demands a lot of learning and understanding. 
Moreover, regarding the business model, Gamma will aim to be cash-positive within the next 
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twelve months, hence, not taking on a second round of venture capital. The process of their 
internationalization will be characterized as a slow, iterative process, mostly due to resource 
scarcity, the risk of being copied in other countries and risk of failure, since the founder 
believes that nobody can make a product fit for everyone, everywhere. The countries 
identified for early expansion is Norway and Poland, since they have identified a similar need 
as in the Swedish market. The CEO stated that almost nobody is global from the start, it is 
an incremental process that takes both time and effort, if your service does not have an 
“built in virality effect”, then it goes faster since the level word-of-mouth increase. 
Moreover, the founder means that “building a global company is like building a rocket ship, 
you have to start by building a small version, test it, before building a large one that can take 
you to the moon and back”. According to Gamma, the main issues of going global from the 
start is the question of qualified recruitments, solid and stable technology, handling the 
community and feedback. Finally, another issue mentioned was the costs linked to rapid 
growth, the CEO meant that few companies have the financial power to go global from 
inception. 
 

4.1.3.2 Networks of Gamma 
Gamma do work with networks and believe it is an important factor for success, mainly 
since their service is based upon creating networks. On the other hand, Gamma stated that 
networking is nothing that they put time and effort in, meaning that they do not necessarily 
go to events only to network, only when the opportunity comes. Gamma do, as the case 
with Beta, have a straight-forward approach to networks and networking in general, “if there 
is something that someone can help us with, they are only a phone-call away”. The most 
important factors with networks according to Gamma is to receive feedback from users in 
order to learn, get in touch with investors, attract new customers and recruiting competent 
employees. Furthermore, the founder believes that networks can reduce other costs tied to 
internationalization, for example questions regarding recruitment, legal support and 
marketing activities, due to cultural knowledge. Gamma is also a part of an incubator and a 
program for international start up firms, which opens up doors to other networks and 
important value adding business contacts.  
 

4.1.4 Delta 
Delta is also a software application company, who go by the slogan “We want to activate the 
world”. Two university students from Gothenburg who identified a gap in the social 
networking market, founded the company in 2015. The core idea with their service is to 
enable the possibility to, through an application, explore your surroundings concerning local 
events. Delta intend to internationalize to other countries within one year of their launch, in 
order to dramatically increase their user-base, mainly since they believe that there is a need in 
other countries around the world. Since the service is delivered as an application, the 
distribution channels will in the beginning only be through App Store and Google Play, 
however, more distribution channels are in the pipeline, first and foremost through the web. 
Delta is right now in the funding process, seeking venture capital in order to quickly grow 
when launching their service. Today, the team consists of the two founders, along with two 
developers, who specialize in backend and frontend development.  
 

4.1.4.1 Internationalization of Delta 
Delta’s organizational culture are today completely Swedish, however, the two founders have 
previous international life- and working experiences, mostly form European countries. For 
their first time of development, before the developers were hired, they worked together with 
an Indian consultancy firm for approximately seven months, handling the technical 



 36 

development of their service, which they to date still have a business relationship with. Delta 
state that psychic distance is a larger barrier than physical distance, however, they also believe 
that one can reduce the psychic distance thanks to networks. In the same way as other 
companies interviewed, Delta will translate the service into different languages before 
internationalizing; initially when launching their service, it will support both Swedish and 
English. Stated by one of their founders, the next identified country to internationalize into 
is Norway, since a need for their service has been identified due to research and networks. 
The most important factor for Delta when deciding which country to internationalize to is 
mainly the size of the potential market, the market need and possibility of gaining 
professional contacts or networks. Delta will, when internationalizing look for ambassadors 
who will help implementing their service into another country, handle legal aspects along 
with marketing activities. According to the founders, the strategy regarding 
internationalization will most likely be to gradually open up their service into different app-
stores (i.e. App Store and Google Play), in order to control their internationalization and also 
learn from the different markets. However, Delta has already identified what markets to 
move into after testing the Norwegian market, these are; Denmark, Germany, Austria, Great 
Britain and Holland. Delta has not yet decided upon how to internationalize into these 
countries and in which order, meaning entering one by one or in clusters. Lastly, Delta 
believes that understanding the different cultures in the market the firm will enter is one of 
the main key success factors: “Without understanding one can never grow”.  
 

4.1.4.2 Networks of Delta 
Delta works a lot with networks and actively search for individuals, business contacts or 
networks that could help them further on to be better in their field of work. Moreover, the 
company has in the last six months been part of an incubator, which has opened up doors to 
more extensive networks. Within the incubator, they meet other companies on a regular 
basis to discuss topics on success factors and mistakes, something that is considered as very 
valuable. The founders of Delta recommend other early companies to join an incubator in 
order to learn and gain valuable knowledge and business contacts. Even though the founders 
have relatively large networks due to previous life- and work experiences, they are not seen 
as crucial, the ones established post-founding of the company is much more valuable, 
according to the founders. When hiring new employees, international networks are not seen 
as necessary, but are considered as a bonus. The overall approach to networks is that it is 
seen as “quality of networks is better than quantity”, mostly since networks takes a lot of 
effort to develop and maintain.  
 

4.1.5 Epsilon 
“Feel safe in your craftsman deal”, is the tagline from Epsilon. The founder of Epsilon has a 
two-decade long experience within the field of carpentry, where he identified a problem and 
a need for a solution focusing on how customers look for craftsmen digitally. The idea came 
to the founder in 2014 when working on a project, where the customer felt it was difficult to 
find a good craftsman online with a solid reputation and track record, which made the search 
time-consuming. Based on this, the founder started sketching on a website that would solve 
the problem, which would also separate the serious craftsmen from the rest, implementing 
factors of gamification. On Epsilon’s platform, which is an online website, you can search 
for a category of craftsmen along with your location. The result will show a list of every 
craftsman in the chosen category and location, starting with the company that has the 
highest rating. The rating can only be done by a customer after the completion of a project, 
which gives the craftsman incitement to work hard and to do a good job, in this way he or 
she will receive a better rating and therefore get more customers approaching the craftsman’s 
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firm. Epsilon has not yet launched their service but do have some customers that are trying 
out and evaluating the service before the launch during the fall of 2016.  
 

4.1.5.1 Internationalization of Epsilon 
Epsilon has the intention of internationalizing quite early after inception, where the first 
country of entry will be Norway, due to previous life- and working experiences. In terms of 
internationalization and which countries to approach after Norway is not yet settled, 
however, there are thoughts of expanding into Poland or Germany. The focus on Sweden 
and Norway is first and foremost based on the identified need of Epsilon’s service, due to 
many unserious businesses within the industry. The approach to internationalization is 
considered as slow and incremental, due to the choice of opening and approach different 
markets in a stepwise manner. According to the founder, this is based in gaining control over 
costs, knowledge, stable technology and handling the feedback-loop.  
 

4.1.5.2 Networks of Epsilon 
For Epsilon, networks are considered as very important, since their entire business are based 
upon networks. The founder stated that they have been using networks in order to attract 
more companies to register on their platform. Their strategy to approach networks is to talk 
to suppliers, who in return have extensive networks in several craftsmanship industries (i.e. 
carpentry, plumbing, brick-laying etc.). Linked to internationalization, the founder will be 
using already established networks when expanding to Norway, due to previous working 
experiences, mostly concerning finding country ambassadors to manage the service. This 
will, according to the founder, help to reduce other costs linked to internationalization, such 
as marketing activities, legal support concerning rules and regulations, followed by more 
value-adding networks. Finally, for Epsilon it is very important to listen to their early users 
and customers, in order to further understand the exact need of their service and what to 
focus on.  
 

4.1.6 Zeta 
Zeta is a Swedish company founded in 2014 by a team of three, all with different 
backgrounds and skillsets. The person interviewed at Zeta is the majority shareholder 
through a previous started web-company, of which the founder worked prior of founding 
Zeta. Furthermore, Zeta is an online booking system for supporting rental businesses such 
as hotels, hostels and Bed & Breakfasts. With Zeta, the customer can increase their efficiency 
and revenue through a combination of a scalable, user friendly system designed for a global 
market. In short, Zeta help hotels to increase the financial margins by automating the 
processes and decreasing their manual handling of everyday duties, which are replaced by IT-
solutions. Today, the company is the workplace of eight employees, including the founding 
team, developers and one intern. The most important factors for Zeta were to validate their 
business model and establish solid sales processes, i.e. get the first one hundred customers 
into their system. Today, Zeta operates in several countries within the European Union but 
will soon introduce their service and approach other regions.  
 

4.1.6.1 Internationalization of Zeta 
The organizational culture and language among the employees at Zeta are strictly in English, 
since the majority of the employees have multinational backgrounds, which results in an 
increase regarding the international experiences and knowledge. Zeta started out selling their 
product to Swedish customers, which has also been the majority, however, since some time 
back this has changed due to a shift in focus on international customers, more specifically 
United Kingdom, Germany and Austria followed by Italy. In the case of Italy, Zeta found 
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that many do not speak English, therefore, it is important for them to hire a sales-person 
who can speak Italian prior to market entry. The main distribution channel is through the 
web and they are right now focusing on telesales, meaning that they perform hundreds of 
cold-calls4 on a daily basis, along with online marketing activities. Regarding the strategy of 
internationalization, Zeta is also having an incremental internationalization approach, thus 
expanding into different pin-pointed countries step-by-step, with a regional scope of focus. 
In order to understand which country to approach, they perform several experiments and 
conduct research, mostly to test if there is a need for their service.  
 

4.1.6.2 Networks of Zeta 
For Zeta, networks are considered as moderate, in some occasions they are considered as 
being important, mostly regarding establishing long-term strategic partnerships with 
international actors. However, according to the co-founder, international networks are hard 
to establish and they demand a lot of resources to maintain, mostly linked to time. The 
founding team of Zeta states that they all had strong individual networks before founding 
the company, something that have helped them along the way, attracting capital and quality 
recruitments to compliment their team. When hiring new employees, previous networks are 
not being considered as important, it is seen as more of a bonus. Linked to 
internationalization, Zeta believes that networks can reduce some costs, for instance, when 
they internationalized into Germany, they established a connection to an ambassador who 
helped with all legal support, more specifically regarding rules and regulations, which resulted 
in reduced costs in terms of lawyers. Zeta use their networks for a couple of important parts, 
mostly to get feedback from customers to learn how to improve, along with researching 
regarding what countries to internationalize into. 
 
 
 
 
 
 
  

                                                
4 Cold-calls: A term within sales that refers to the first phone-call one makes to a customer. 
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5 Result and Analysis 
 

The following chapter presents the result and analysis of our thesis, starting with internationalization, 
followed by networks and ending with a developed model. To properly analyze the findings and argue for the 
development of the model, theory and empirical data are analyzed together.

 
 

5.1 Answers to Research Questions 
The purpose of this thesis is based on an investigation of how networking is influenced by 
the internationalization strategy of software firms with a born global mindset. Moreover, we 
ask the questions of how applicable previous research on internationalization strategies is to 
BGSFs, along with how networking varies depending on the choice of internationalization 
strategy. In order to answer the abovementioned questions, thus fulfilling the purpose of the 
thesis, a pathway towards a result has been structured. Firstly, we have developed a model, 
visually presented below in Figure 5, which illustrates the different BGSFs’ strategies between 
the firms we have studied along with network and internationalization characteristics. 
Secondly, information regarding internationalization strategies is presented, based on 
information retrieved through the literature study and case studies. Thirdly, we analyze how 
networks are used in relation to internationalization before we present a developed model, 
contributing to research in the field of networks in BGSFs, linked to how networking varies 
between the different choices of internationalization strategies.  
 

 
Figure 5 Case Company Model Fit 

 
The model describes how the different BGSFs that we studied can be characterized and how 
they differ in terms of internationalization strategy and networking and can be divided into 
either Nascent-, Cautiously- Regionally- or Instantly Global firms. Nascent Global firms are those 
who have not yet released their service or decided upon internationalization strategy. These 
firms use their networks to plan how to internationalize and thus become Cautiously-, 
Regionally- or Instantly Global. Cautiously Global firms are firms that recently started their 
internationalization by expanding to one or two countries, following a strategy of gradually 
entering new markets and seeing networks as bridges between markets. Regionally Global firms 
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internationalize with a regional focus area following an incremental internationalization 
strategy. In our study Zeta did not consider networks as especially important, but the few 
networks they were involved in functioned to ease the entry into specific regions, for 
instance in Zeta’s case to use loose network connections to clear up minor questions related 
to entering a specific region. Finally, Instantly Global firms strategize to go global directly at 
launch, while networks in Instantly Global firms are considered to have fundamental value to 
the growth strategy and involve strong connections with a big international network.  
 

5.2 Differences in Internationalization Processes 
Based on theory received from literature studies along with empirical findings from the case 
study, several different strategies have been identified, regarding how BGSFs can use 
traditional internationalization strategies when internationalizing. Firstly, it is important that 
we interpret traditional internationalization strategies, which are seen as a slow, time-
consuming and iterative process, performed in incremental steps to approach new markets 
(Johanson & Vahlne, 1977). Software firms, especially the ones being considered as born 
global firms, could be seen as global from the start since it is often assumed that if the 
service is uploaded to the Internet it is reachable world-wide. However, based on our cases, 
this is rarely the case for BGSFs since all but one firm already plan to internationalize 
incrementally. A few examples of this from our cases are: Only releasing the service in a 
selected country through restricted access in app stores (Delta), only allowing registration 
with a Swedish telephone number (Beta) and only making the service available in Swedish 
(Gamma). All of our case companies except Alpha showed that they use, or plan to use, 
incremental internationalization strategies when expanding abroad. Furthermore, the 
strategies we found could be divided into three sections; (1) Gradually open up to different 
markets, (2) Early experiments, and lastly (3) Avoid competition. These strategies will be 
further described in the following sections below.  
 

5.2.1 Gradually Open up to Different Markets 
Before the current digitalization and software era, when companies manufactured physical 
goods, there were other strategies to implement when going international, mostly based 
upon the Uppsala Internationalization Model created by Johanson and Vahlne (1977). 
Moreover, the model shows four different strategies of how to internationalize into a foreign 
market, where the different stages represent a higher degree of international involvement 
and/or market commitment. One of the base assumptions of the model is that the process 
of internationalization is a slow, time-consuming, iterative process (Johanson & Vahlne, 
1977), which is similar to all software firms participating in this thesis, except Alpha.  
 
Ever since the digitalization era started and more software firms have begun expanding 
internationally, the strategies have changed, however, based upon our result from the case 
studies, they are still quite the same. One of the most common strategies when it comes to 
software firms, who have a service in the form of an application, sold or distributed through 
some of the app stores (i.e. App Store, Google Play), is to gradually open up to new markets. 
In the different app stores firms can choose to only allow downloads from a specific 
country, thereby the firm can control which countries to enter and at what time. This is the 
case for two of the companies we approached; Beta and Delta are companies working with 
the approach of entering gradually opening up new markets step-by-step through app store 
restrictions. Mathews and Zander (2007) concluded in their study that born global firms 
contradict traditional internationalization strategies by going global from day one, but our 
findings suggest that this is not often the case with BGSFs. Our findings suggest that the 
internationalization process may be faster for born global firms but the majority of BGSFs 
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still internationalize incrementally, only Alpha from our studies will not. Furthermore, 
traditional incremental internationalization results a significant commitment of resources, 
substantial costs and greater risks (Knight, 2001; Li et al., 2012). Our findings suggest that 
this is still the case with the internationalization for BGSF. Only Alpha is believed to have 
the commitment, financial resources, support and networks (further explained in 5.3.1) to 
support a global launch, thus contradicting traditional internationalization strategies. 
However, all other firms believed that it would be impossible for them to launch globally, 
since they would not survive if they did due to the costs and workload needed to support 
that.  
 
Beta, Gamma and Zeta will first try to learn their home markets, before internationalizing to 
other countries, however, they will first identify which countries to internationalize into 
based on several factors, identifying suitable markets, evaluating barriers in terms of physical 
and psychic distance. However, the most important factor that all companies mentioned was 
feedback. Feedback in terms of listening to the users, customers or candidates, what they like 
and dislike about the service, learn from that and iterate the service until they see a positive 
result. Mathews and Zander (2007) argued in their study that one of the most dominating 
characteristics of a traditional internationalization strategy is the cautiousness when entering 
new markets, which is why they internationalize incrementally. In this study we found 
BGSFs to be similar, they are afraid that their service will not be good enough for the users 
and therefore they tend to internationalize slowly, at least at the initial internationalization, to 
gather feedback from their users, which is something that Ries (2011) stresses the 
importance of. The process of getting feedback and learning from the audience (i.e. potential 
user-base) is the main reason as to why the BGSFs internationalize with an incremental 
approach, to learn step-by-step and polish the service until releasing it to other markets, in 
order to minimize the possibility of an unsuccessful market entry. However, in previous 
research on internationalization the cautiousness is about gaining international experience 
(Madsen & Servais, 1997; Mathews & Zander, 2007), but in the case of BGSFs it is more 
about learning. This also goes in line with the next point why to use incremental 
internationalization, which is the possibility of early experimenting.  
 

5.2.2 Early Experiments 
Beta, Gamma, Delta, Epsilon and Zeta mentioned that they believe it is very important to 
fail, or nearly fail, in order to understand what they do wrong or what can be done in a better 
way. According to them, everything is about learning what to do better, therefore, it is 
important to always test their service in real-life settings with a lot of users, customers or 
candidates. Gamma was very clear with their learning process and fully aware that they had 
to fail so they can learn from the outcome. Their journey actually started somewhat different, 
focusing on a broader picture to, what they believed, attract more users. However, after 
conducting several experiments over a couple of months, they started to see a pattern, 
something that forced them into thinking in a different direction, so they pivoted. The same 
goes for Beta, who also started out as an application for nearby location chat, but who 
pivoted into neighborhood watch, since data from their experiments showed that the users 
started to use the service in that direction, therefore, they changed the core business and 
functionality. Linked to incremental internationalization, one of the key characteristics is that 
it is an iterative process (Johanson & Vahlne, 1977), and that is still the case with BGSFs as 
seen from our findings. All of the BGSFs that we studied constantly update their services 
depending on what they learn when they start their internationalization. The most important 
thing that all companies said, was to make mistakes, as many and as early as possible, learn 
from them in order to be more successful in other markets. Bet, Gamma, Delta, Epsilon and 
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Zeta where all open to make mistakes in their home markets with a limited amount of users, 
customers or candidates, then you process the feedback in a better way. As the founder of 
Gamma said, “I rather receive negative feedback from 150 people than 150,000 people, 
because if we just would have listened to the first 150 people, then the other 149,850 people 
would perhaps have been satisfied”.  
 
In the case of BGSF we however found, similar to what Knight and Liesch (2016) found 
about product-based born globals, that the firms internationalize closer to inception than 
traditional firms. One of the most common reasons for traditional firms to go international 
is because the home market is saturated (Johanson & Vahlne, 1977). From our findings, this 
does not seem to be of importance to BGSFs; we rather found that the reason why the firms 
do not go international is because they believe that the service is not yet good enough. As 
mentioned above they spend time on experimenting with the service to make it as good as 
possible to avoid doing mistakes that could have been avoided. They go international as 
soon as they believe their service is good enough to avoid the risk of having to pivot after 
the internationalization has begun.  
 

5.2.3 Avoid Competition 
During our case studies it became clear that many of the firms were afraid of international 
competition, which goes in line with Li et al. (2012) who suggest that the competition is 
fiercer for software firms. That was one of the reasons as to why the firms we interviewed 
did not seek approach several international markets directly from the beginning, except 
Alpha. Once again, they wanted to test the home markets and learn from their mistakes 
before going international, but still only to a limited amount of countries to minimize risks. 
However, in the case of Alpha, they have proprietary technology, something that makes 
them more secure in their role of being international directly from the beginning, this was 
not the case with the other firms.  
 
Today, most software services provided and used around the world are the ones that are the 
simplest to use, partly because of the Lean Startup and MVP, therefore, the risk of copying is 
much greater than ever before (Ries, 2011). We also identified this among our interviewed 
firms, where Alpha, Beta and Gamma were worried that going international directly 
increased the exposure, hence the risk of being copied by greater actors. Moreover, regarding 
going international early on, Beta thought that the business model was not ready, where the 
possibility was high that another existing company could pivot into their field, since they 
probably already have a strong brand and thereby conquer the firm.  
 

5.3 Networking in Relation to Internationalization 
It is known that networks are important for companies when internationalizing, however, in 
different situations, different networks are needed, in order to benefit the process as a whole 
(Coviello & Munro, 1997; Mtigwe, 2006). Moreover, for BGSF’s it has been shown that 
networks are used in different ways, depending on the purpose of the network or business 
contact(s), for example they can be used to; attract skillful employees or developers, 
attracting ambassadors to manage an internationalization process or form strategic 
partnerships to compliment for missing competence within a certain company. Furthermore, 
Alpha, Beta, Gamma and Delta stated that one of their main goals by running a company is 
to build a large organization, interestingly they also claimed that for BGSFs networking is 
key to build large organizations. When discussing the founders’ networks, a all of the 
companies interviewed stated that they had an already established network that helped or 
influenced them into developing or building their company. The majority of the already 
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established networks came from previous education (Beta, Gamma and Delta) working 
experiences (Alpha, Delta and Epsilon) or through engagement sports (Beta, Delta and 
Zeta). In terms of internationalization and how networks influence companies, Beta, 
Gamma, Delta, Epsilon and Zeta said that they network with the aim of learning from one 
another, what mistakes they can learn from and how to do things in a suitable way, to handle 
psychic distance during internationalization. With the help of a literature study and case 
studies, we have been able to pin-point some of the most important outcomes, in terms of 
how BGSF use networks when internationalizing, these are (1) networking to strategize, (2) 
networking to learn, (3) networking for knowledge and finally (4) networking for growth. 
These four outcomes will be further explained below.  
 

5.3.1 Networking to Strategize 
Networking was to Delta and Epsilon tied to decision-making, meaning that networks may 
help or support ones’ decision-making process. This was especially true for two of the 
companies studied, Delta and Epsilon, who has not yet launched their service and are in the 
beginning of their entrepreneurial journey. As Patel et al. (2016) claimed, born global firms 
must from founding decide upon what internationalization strategy to apply, hence, deciding 
upon the international scope and entrepreneurial opportunities. Delta and Epsilon both saw 
networking as an opportunity to gather important information, in order to more easily form 
a suitable strategy that would fit their service, vision and company as a whole. Moreover, 
another important aspect linked to networking and insufficient resources, is the question of 
venture capital for firms suffering from resource scarcity. According to Delta, many 
companies find their investors through networks or established professional business 
contacts.  Li et al. (2012) and Coviello and Munro (1997) argue that BGSFs may often suffer 
from resource scarcity. Moreover, with regards to networks, born global firms may share 
resources with partners in their network to manage their resource scarcity (Oviatt & 
McDougall, 1994). Lastly, companies that network in order to strategize did also mention 
building the team as an important factor, attracting essential individuals who could 
compliment the team with a certain skillset. This goes in line with Li et al. (2012) who state 
that companies can, through networks, gain numerous advantages where one is attracting 
knowledgeable individuals in order to minimize the risk of failure and the possibility of 
making mistakes.  
 

5.3.2 Networking to Learn 
According to theory, networking is a part of the Lean Startup, connected to receiving 
feedback from early testers in order to understand what one is doing wrong, or right. By 
developing an MVP and letting testers try is a way to potentially be very cost effective, since 
one easily understands how to go about a certain problem or challenge, especially regarding 
the internationalization process (Ries, 2011). Moreover, to defensively expand based upon 
how well one adjusts to the feedback received from testers, is according to Beta and Gamma 
the right way to internationalize. Moreover, Beta and Gamma emphasized the importance of 
making mistakes early on into the process and learn from the outcome in order to be better, 
also a mindset following the Lean Startup (Ries, 2011). In their case, the networking was 
focused towards testers to gain feedback, which they saw as a way to learn and thereby save 
capital. The founders and CEO’s interviewed within this thesis agreed that networks can 
potentially help to reduce costs tied to internationalization, but we received quite diverse 
input in terms of which costs connected to internationalization it could reduce. The results 
showed that Beta and Gamma believed that networks can help to reduce the costs tied to 
marketing activities and attracting venture capital, i.e. get in contact with relevant investors.  
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5.3.3 Networking for Knowledge 
In addition to both of the abovementioned ways that BGSF’s use networks linked to their 
internationalization process, networking for knowledge is considered of one of the most 
important reasons for networking. However, this was especially true for Zeta, who focused 
on an incremental regional focus when internationalizing. Furthermore, Zeta emphasized on 
the importance of attracting skillful individuals who could join their team and function as 
ambassadors or country-managers. Moreover, networks can in many other cases and ways be 
used in order to reduce costs linked to internationalization, for example attracting 
knowledgeable individuals to the company without being forced to take part in an expensive 
recruitment process, or to lower the overall marketing activities connected to an 
internationalization by getting in contact with appropriate and relevant individuals with the 
right skills. This was also the case for Beta and Gamma, but to a smaller extent. An 
ambassador is in this case an individual who can manage the internationalization into a new 
market where the individual originates from or has substantial knowledge of the market in 
question, which often gives better results of the general internationalization as a whole. As 
stated earlier, networking for knowledge is also one of the step-stones in the Lean Startup, 
where Zeta believed that one could save a lot of resources by being engaged in networks that 
could minimize the recruiting processes, something that goes in line with the thoughts of Li 
et al. (2012).  
 

5.3.4 Networking for Growth 
Coviello and Munro (1997) and Mitgwe (2006) argued that networks allow a firm to 
internationalize more rapidly. Moreover, by forming networks, born global firms can, 
according to Coviello and Munro (1997) and Li et al. (2012) gain numerous advantages, 
including combined resources, outsourcing market development activities, avoiding size-
related constraints, accelerating the learning process and minimizing mistakes, amongst 
others. We found that to be true for one company we studied, Alpha, who stated that their 
whole business idea was founded on their extensive network. Since their platform focuses on 
making famous people reaching fans, it is crucial for them to attract as many celebrities as 
possible, therefore, they see themselves as offensive networkers constantly seeking 
opportunities to expand their network, thereby also their user- or customer-base. Moreover, 
according to the founder of Alpha, without networks they would not have gotten in contact 
with the current CTO and CMO of the firm. The same goes for Beta, who found its CTO 
through networking, along with Gamma who found its co-founder through networking. 
Additionally, the strategy of going instantly global demands substantial investments in order 
to handle the resources linked to traffic, staff, marketing activities, among others, Alpha used 
their extensive network to seek investors that fit their vision, strategy and overall rapid 
growth. Networking for growth is seen as more important for firms aiming for the global 
market directly from inception, thus being Instantly Global firms, and less important for the 
companies applying an incremental internationalization strategy. One factor in Alpha’s 
offensive internationalization strategy is to grow quickly in order to avoid competition. 
Moreover, Alpha mentioned the importance of forming strategic partnerships on a global 
level, in order to receive support from partnering firms when needed. We agree with the 
thoughts of Coviello (2006), who suggests that if network relationships facilitate born global 
firms’ early mobilization, it is reasonable to assume that the ties of such networks are 
beneficial to form before the internationalization starts, which also goes in line with Patel et 
al. (2016).  
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5.4 The Networking & Internationalization Model 
It is already known that born global firms use networks to benefit their internationalization 
processes (Coviello & Munro, 1997; Mtigwe, 2006). As mentioned, Coviello (2006) suggest 
that it is reasonable to assume that the network relationships that facilitate early mobilization 
are beneficial to form before the internationalization starts. However, it is not yet studied if 
or how BGSFs’ networking varies depending on the choice of internationalization strategy. 
This topic is what this study aims to investigate, and we have found that depending on the 
internationalization strategy a BGSF is using, the type of networking does vary. Through 
clustering the companies involved in this thesis, visually portrayed in Figure 5, we have 
formed a four-stage matrix seen in Figure 6, where we look at how BGSFs’ networking 
depend on their strategy, hence, the axels Degree of Internationalization (x), and Degree of 
Networking (y).  
 

 
Figure 6 The Networking and Internationalization Model 

 
The above presented model is based upon the already mentioned axels (x, y), i.e. the degree 
of a company’s interaction in networks and the internationalization strategy of BGSFs. 
Based upon our case studies linked to existing theory four different types of BGSFs have 
been identified, three of whom had different internationalization strategies since nascent 
global is the stage prior to internationalization. Also included that Alpha, Delta and Epsilon 
have not yet started and are in the planning phase, while Gamma has launched nationally and 
Beta and Zeta have recently started operating in international markets. The model is partially 
in line with Patel et al. (2016) who state that born global firms must decide on a scope of 
internationalization from founding, in order to exploit entrepreneurial opportunities on a 
global scale. Moreover, in our developed model, the first state consists of the Nascent Global 
firms, a stage considered by us as the universal starting-point for every BGSF. From here, 
the firm forms a strategy moving in different directions. The following text below will 
introduce the four groups of BGSFs along with their characteristics. 
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Nascent Global (Low, low) – This stage is characterized by companies that are in the very 
beginning of their internationalization process, who has not yet released their service or 
decided upon their internationalization strategy. Delta and Epsilon are currently in the 
Nascent Global stage, where the firms aim to release their services in the nearby future and are 
in the planning stage their internationalization strategy, but still have a born global mindset. 
Li et al. (2012) state that international networking can increase the chance of attracting 
capital, equipment, country-specific knowledge, or other tangible or intangible resources. 
However, the strongest link to networking within these two companies we have found is the 
urge to strategize and plan, which is the biggest reason as to why the companies partake in 
networks. Moreover, these companies within the nascent stage also network to attract 
knowledge, in terms of skillful individuals, often partners, team-members or early employees. 
Another factor as to why Nascent Global firms network is often the need of venture capital in 
order to grow into a Cautiously-, Regionally- or Instantly Global firms. This stage is considered as 
the most crucial when it comes to a strong team (knowledge) and venture capital 
(insufficient funds), since it is said to be almost impossible for born global firms to internally 
possess all required resources and knowledge required for internationalization, for instance 
an established reputation that allows rapid large-scale international market penetration 
(Coviello & Munro, 1997; Li et al., 2012). Coviello (2006) suggests that if network 
relationships facilitate born global firms’ early mobilization, it is reasonable to assume that 
the ties of such networks are beneficial to form before the internationalization starts, which 
we agree with. However, networks are for Nascent Global firms considered lower than the 
others with regard to internationalization, since their focus is set on planning and 
strategizing, but networking in general is still considered as important. Since they are in a 
stage of planning physic- and psychic distance are not considered important since they not 
yet have a defined internationalization strategy.  
 
Cautiously Global (Low, high) – These firms are all about the learning process, understanding 
what one can do better in order to be more “Lean”. Furthermore, Cautiously Global are firms 
who work in the home market but just recently started their internationalization process and 
have expanded into one or two other countries, following the strategy of opening up 
different markets gradually. For Cautiously Global firms, building an MVP according to the 
Lean Startup, and receiving feedback from users or customers is essential, in order to iterate 
their service, revenue model and the internationalization strategy. Moreover, Cautiously Global 
firms see networking in same way Sharma and Johanson (1987) see networks, which is an 
opportunity to bridge the gap between two countries. Within our study, we identified two 
companies fitting to Cautiously Global, Beta and Gamma. Networks were to them externally 
directed and focused towards users and customers, circling the feedback loop in order to 
learn. The mentioned statement goes in line with Coviello and Munro (1997) and Bell (1995) 
who argue that forming networks can help born global firms to control the uncertainty 
arising from early internationalization. This uncertainty can also arise from psychic distance 
between the home market and an international market. We found that these firms tend to 
internationalize to markets with a low psychic distance to minimize the risk of mistakes 
arising from going international. Physic distance is not deemed as important, as long as the 
psychic distance is still low physically distant markets may still be viable options with the 
right networks. The Cautiously Global firms see themselves as born global firms, mostly due to 
their mindset of building a global organization operating in multiple countries close to 
inception, however, initially their internationalization process is seen as slow, based on their 
focus of learning, hence, being cautious towards internationalization. 
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Regionally Global (High, low) – These firms internationalize with a regional focus area, also 
following an incremental strategy of internationalization. According to Patel et al. (2016), 
born global firms can lower their risk of failure through intra-regional diversification, 
meaning internationalizing with a regional scope and focus. The study performed by Patel et 
al. (2016) emphasize born global firms in the manufacturing industry, focusing on 
international exporting. Interestingly, it does not seem to differ when it comes to BGSFs’ 
approach, linked to regional expansion. Within our case studies, only one company was seen 
as regionally global, Zeta, who internationalize incrementally but with a regional focus, 
targeting multiple countries with low physical distance. As an example, in Zeta’s case they 
established networks to be able to approach Germany, and with that they also decided to 
approach Austria at the same time. Furthermore, the result showed that psychic distance 
played a smaller role as well when internationalizing to a specific region, since the different 
countries within the region were similar to one another.  
 
Instantly Global (High, high) – Only Alpha out of all the firms we studied can truly say that they 
strategize to become global from inception. As mentioned earlier, authors believe that born 
global firms contradict traditional theories on incremental internationalization, since they 
seem to go global near inception (Knight & Cavusgil, 1996; Knight & Liesch, 2016; Madsen 
& Servais, 1997), we however found that to be the case for only one firm. With regard to 
Instantly Global firms we agree with Knight (2001) and Li et al. (2012) who argued that 
internationalization requires a significant commitment of resources, substantial costs and 
exposure of high risk, it may however not be the case with the three previous types. Madsen 
and Servais (1997) suggest that the changing market condition is one of the most important 
factors that have enabled born global firms to emerge and that seeking international 
investments play a big role for born global firms. We found that to be a reason as to why 
Alpha can aim to launch their service globally. They have secured significant investments 
internationally to cover the substantial costs of going global instantly. Without this they 
would not be able to cope with the costs that will arise from launching globally and the 
investments could be secured more easily by approaching international investors rather than 
only Swedish investors. Additionally, we found that even with the securement of substantial 
investments it is difficult for BGSFs to possess all required resources internally and that a 
high engagement in networks is fundamental to become Instantly Global. In the case of Alpha 
it is absolutely vital to have a substantial high quality network to assist the upcoming 
internationalization, with this we confirm Coviello’s (2006) assumption that networks are 
beneficial to form even before starting the internationalization.  
 
We also found that Alpha can be strongly linked to the other two factors mentioned by 
Madsen and Servais (1997) that enabled the emergence of born global firms, human resource 
exploitation and technological development. In order to speed up the development of the 
service, without having to hire employees in Sweden, Alpha has chosen to have one team of 
developers in Pakistan and one team in Vietnam. The competence within application 
development is high in these countries, the cost is much lower than Sweden and it enables 
them to have developers working 24 hours per day. This could not be done without the 
technological development that Moen et al. (2004) and Gabrielsson and Gabrielsson (2011) 
argued has enabled firms to communicate more easily between countries thanks to Internet, 
which makes other countries more accessible through a virtual business platform.  
 
In connection to human resource exploitation, Alpha has an extensive international network 
of people with focusing on attracting users, market knowledge internationally, financing, 
development, among others, in order to facilitate a global internationalization from 
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inception. Alpha’s network assists to reduce possible scaling-related constraints, accelerating 
the learning process, minimizing risks and, as mentioned above, outsourcing development 
activities. This leads to that the firm does not have to acquire all resources internally but can 
instead get assistance from their network, which supports the arguments by Coviello & 
Munro (2006) and Li et al. (2012). It is also important for Instant Global firms to secure a 
strong network with regard to psychic- and physic distance to handle internationalization to 
a global market. In Alpha’s case they mentioned that they need knowledgeable people that 
can assist when handling these factors for different markets. The CEO and founder of Alpha 
stated that through networks they have gained managerial knowledge necessary to coordinate 
their operations across a global market in order to cope with liabilities as newness and 
foreignness. Through their network they additionally get assistance to overcome entry 
barriers and the necessary investments to cope with a global launch, which is a statement in 
line with Hymer (1976) and Stinchcombe (1965) who state that firms need to cope with 
similar factors when internationalizing.  
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6 Discussion and Conclusion 
 

This chapter aims to discuss our findings and the methods used to achieve the purpose of the study. The 
discussion will start by discussing our result and analysis based on our research questions, followed by a 
methodology discussion that goes into the strengths and weaknesses of our used methods and lastly how the 
thesis fulfills its purpose. 

 
 

6.1 Discussion of Result and Analysis 
The purpose of this thesis was to investigate how networking is influenced by the 
choice of internationalization strategy of software firms with a born global mindset. 
The research questions that we needed to answer to achieve the purpose were formulated as: 
(1) How applicable is previous research on traditional internationalization strategies to born global software 
firms? and (2) How does networking vary between the different choices of internationalization strategy for 
born global software firms? The following discussion is organized to follow the research 
questions that we needed to answer. In order to structure the discussion in a sufficient way 
the first part will focus on the applicability of traditional internationalization strategies for 
BGSFs and after that we will discuss how networks vary depending on the 
internationalization strategy chosen by BGSFs.  
 

6.1.1 Applicability of Traditional Internationalization Strategies 
In order to achieve the purpose we had to study traditional internationalization strategies 
since we needed to find out the characteristics of how firms have internationalized 
previously. This was also important since born global firms are seen to contradict traditional 
internationalization strategies by internationalizing more rapidly and also closer to inception 
(Knight & Cavusgil, 1996; Madsen & Servais, 1997). As mentioned earlier in this thesis, most 
studies of born global firms have been focusing on product-based and not software-based 
firms (Coviello & Munro, 1997), consequently we believed it to be of interest to study 
specifically BGSFs and their internationalization, in line with suggestions from Freeman et 
al. (2006), Gabrielsson and Gabrielsson (2011) and Laanti et al. (2007). Therefore we have 
studied their internationalization strategies and also the applicability of traditional 
internationalization strategies for these types of firms in order to find out whether BGSFs’ 
internationalization also can be seen as contradictory to traditional internationalization. 

From our findings we found that the firms that we have studied can be divided into four 
different types of firms; Nascent-, Cautiously-, Regionally- and Instantly Global, we however 
discuss the generalizability of our findings in chapter 6.2.6. With regard to Nascent-, 
Cautiously-, Regionally Global BGSFs we argue that traditional internationalization strategies are 
in ways applicable for these firms. They all internationalize or plan to internationalize 
incrementally, similar to the internationalization process of traditional firms, according to 
Johansson and Vahlne (1977). Cautiously Global firms are using incremental 
internationalization strategies since they start their internationalization by launching their 
service in a few markets outside their home market and gradually opening up to additional 
markets. Although they internationalize slowly and cautiously we found that they still have a 
Born Global mindset, striving to become globally operating countries in the near future. We 
found this result to be particularly interesting since their internationalization is the most 
similar to traditional strategies, thus confirming that traditional strategies are in ways 
applicable to BGSFs. Furthermore, the interviewees of Beta and Gamma stated that the 
physic distance does not play a big role in terms of their internationalization, however, we 
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found that they still tend to internationalize to physically close markets. We however believe 
that may be because of a low psychic distance, which they mentioned plays a bigger role, 
between countries like Sweden, Norway and Denmark that then just happens to be 
physically close. This is based on assumptions by us that the psychic distance between 
countries in Scandinavia that are physically close may be smaller compared to for instance 
France and Spain that are physically close but has greater psychic distance.  

With the Nascent Global firms, we found that they have a born global mindset internally and 
will strive to become global. For them the internationalization strategy is not yet set, but we 
found that they still plan in a similar way as the other three types of firms did. So depending 
on which strategy they choose they will become with Cautious-, Regional- or Instantly Global, 
thus traditional internationalization strategies can be applicable for Nascent Global firm since 
they may decide to internationalize incrementally. We also found that when it comes to 
deciding which strategy to use, these firms are influenced by already existing networks, while 
it is the opposite way around for the other three types of firms. These firms have already 
chosen strategy and that then affects how they will network, further explained in chapter 
6.1.2. For Nascent Global firms the physic and psychic distance are not considered as 
important factors to consider yet, it will rather depend on which strategy the firms choose to 
pursue.  

Traditional internationalization strategies are also found to be applicable to Regional Global 
firms, although not to the same extent as Cautiously Global firms. Regional Global firms have 
been found to internationalize to a market group rather than individual countries, but still 
doing so incrementally, which was the case for Zeta in our study. Zeta found it beneficial to 
approach a group of countries with similar culture at the same time, for instance Germany 
and Austria, which as mentioned before, supports the findings of Patel et al. (2016) that 
internationalizing with a regional focus could reduce the risks arising from 
internationalization. The group of countries that this type of firm internationalize to are 
found to have low psychic distance between each other, which therefore makes the 
internationalization easier since the countries are similar to one another and allows for a 
smoother information-flow between the countries (Hollensen, 2011). We furthermore found 
that Zeta favored physically close regions, but without any apparent reason for doing so. We 
believe that may be because of traditional ways of internationalizing and that is how it has 
been done before, and thereby impacted how Zeta has chosen to internationalize. We 
furthermore believe that it could be advantageous for Regional Global firms to look for 
regions with greater physic distance in case the psychic distance is lower somewhere else, not 
necessarily close to the come market. This is however based on assumptions and is likely to 
differ depending on the service the firm is providing.  

From our findings we suggest that the types of BGSF’ firms that we refer to as Instantly 
Global are those that truly contradict traditional incremental internationalization strategies. 
Referring back to the Uppsala Internationalization Model by Johansson and Vahlne (1977) 
our findings confirm that internationalization is not bound to large firms but can be done 
instantly from inception, as theory on born global firms suggests (Oviatt & McDougall, 
1995). The most common way of internationalizing for a born global product-based firm is 
to start exporting their product to additional markets, physically close to the home market 
(Sharma & Blomstermo, 2003). Looking at internationalization of a firm strictly from a 
distributing point of view, software firms would have it easier to internationalize since the 
costs of distributing a service over Internet is significantly lower (Moen et al., 2004). We 
however found that the internationalization of services is not as simple as we expected. 
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Whereas a product-based firm can start exporting their products worldwide a BGSF cannot 
launch its service worldwide without having a substantial base of resources, how to handle 
the lack of resources will be further explained in the following section (6.1.2). Furthermore, 
as this type of firm aims for global internationalization from the beginning it is only natural 
that they will have to handle both physic and psychic distance when they internationalize 
since they will be involved in various different markets, independent of their culture or 
location.  
 

6.1.2 The Internationalization Strategy’s Effect on Networking 
For the second research question we wanted to investigate networking in BGSFs. We 
believed that BGSFs reasoning around networks would be similar for most cases, but from 
our cases we found that the view on networks in BGSFs was not as straight forward as first 
expected. This was due to the differences in how BGSFs choose to internationalize and we 
found that, not only do the pre-existing networks of founders and early managers affect the 
choice of strategy, but also how BGSFs’ dependence on networking varies depending on the 
choice of internationalization strategy. We found that the attitude and importance of 
networks differed depending on how fast a firm wants to internationalize, how their business 
model is structured and which stage of their internationalization process they are in. 

In the case of Instantly Global firms, we argue that networks are of fundamental value to the 
firm and the key success factor regarding their internationalization strategy. If a BGSF aims 
at going global directly at inception, thus being characterized as Instantly Global, there are 
several factors that need to be considered. These firms are expected to have a substantial 
international network even prior to launch, which supports Coviello’s (2006) assumption 
that networks are beneficial to form even before starting the internationalization, in fact, we 
believe that this is necessary for them to be able to launch their services globally. We found 
that it is difficult for BGSFs to possess all the knowledge and resources internally so in the 
case of Instantly Global it is vital to secure all the right knowledge and resources before 
launching in order to get global traction of the service. Relatedly, Johansson and Vahlne 
(1992) proposed that the success of a firm’s internationalization to new markets is dependent 
on networks and relationships rather than the characteristics of the culture in the market. We 
believe that this is similar for Instantly Global firms based on our findings. These firms will, as 
mentioned in the previous chapter, be affected by various different cultural characteristics 
and in a global market. So, since they will enter a global market it is vital that they gap the 
physical- and psychological distances between markets and we found that Alpha does so 
through international networks in form of celebrities, established global MNCs, 
telecommunication- and TV-production companies.  

In the case of Alpha, they will measure their success in terms of user growth and to gain that 
globally they need networks to assist that by spreading the service in their channels and 
markets, thus they need a global network in order to reach out globally. Additionally, BGSFs 
characterized as Instantly Global also need substantial financial resources to cope with such a 
rapid internationalization. The rapid user growth will put an immense pressure on their 
technology, which will result in high costs that they need to cover. A lot of users of the 
service will also increase the importance of having a big support team to take care of issues 
that users may have. In connection to attracting financial resources we also found that Alpha 
was the only company that focused on attracting a substantial investment before launching 
by giving away shares in the company, they could also do so more easily from international 
investors now due to new market conditions as argued by Madsen and Servais (1997). The 
other firms wanted to refine their business models enough to make revenue early on and use 
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that to continue to build their service with the hope of not taking in a big investment and 
loosing a substantial amount of shares. So with that said we argue that, another characteristic 
of Instantly Global BGSFs is to take in investors early on in order to support their 
internationalization while Nascent-, Cautiously-, Regionally Global BGSFs only take in investors 
if absolutely necessary to support development and growth but aims to make enough 
revenue on their own to support development in order not to give away shares in the firm.  

In the case of Cautiously Global firms, Beta and Gamma are characterized as Cautiously Global 
in our study, networks are not of as fundamental value as with Instantly Global firms, but still 
found to have high importance. These firms characterize networks in a similar way as 
Sharma and Johansson (1987), as a possibility to bridge the gap between two markets and 
thus give opportunities and motivation for internationalization. Coviello and Munro (1997) 
and Bell (1995) argue that networks can help born global firms to control the uncertainty 
arising from early internationalization and this goes in line with what we found with 
Cautiously Global firms. They internationalize incrementally and pay attention to how their 
users and customers view their service in order to get feedback and learn from that to avoid 
the risk of making mistakes during their internationalization. Their focus on learning from 
feedback provided through their networks make their internationalization slower but they 
still, from inception, have the vision and mindset of building global organizations and 
operating in multiple countries close to inception, they are just more cautious towards 
internationalization compared to Regional- and Instantly Global firms.  
 
In the case of Regionally Global firms, they are seen as working in international marketplaces, 
however, different from Instant- or Cautious Global firms, Regionally Global firms 
internationalize to clustered markets, hence, with a regional focus. Based on our findings, we 
argue that the most important aspect linked to networking for Regionally Global firms is to 
attract knowledge to the firm, by that we for our cases mean ambassadors or individuals with 
the potential of becoming a country/regional manager. Furthermore, Coviello and Munro 
(1997) found that the use of networks or cooperative arrangements by small firms during 
internationalization could improve international market penetration by providing access to a 
network of additional relationships. According to Patel et al. (2016), born global firms can 
lower their risk of failure through intra-regional diversification, meaning internationalizing 
with a regional scope and focus. To expand on this statement, we argue that by finding 
knowledgeable individuals, in this case, ambassadors or regional managers, a firm can lower 
the cost linked to market entries for software firms. As earlier stated, the challenges of 
psychic distance seemed to be higher than physical distance for Zeta. For example, when 
internationalizing to a country like Germany, they could also approach Austria, since the 
psychic distance between these two countries is relatively low. If linked to how Cautiously 
Global firms internationalize, entering one or few countries at the time, one can argue that it 
could be a tough process finding the right person handling that type of managerial work, for 
Regionally Global firms. Moreover, one could also argue that the Regional Global firms may also 
need a larger amount of capital to fund marketing activities to a further extent than Cautiously 
Global firms. However, if doable, with an increasing risk also comes the increasing chance of 
higher rewards, in terms of more users, customers or candidates.  
 
Nascent Global firms are firms that have not launched their service yet or decided upon an 
internationalization strategy. From our findings we argue that these firms network in order 
to plan and strategize for internationalization. It can be to attract knowledge in terms of 
employees or partners, as was the case with Delta and Epsilon. The two firms do not yet 
consider their team sufficient enough to launch and go international and are networking to 
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find such knowledge. Another mutual factor with these firms is that they are looking for 
smaller investments in order to retain such knowledge, continuing the development of their 
service and also to be able to become Cautiously-, Regional- or Instantly Global.  These firms still 
have a clear vision of becoming global relatively fast but have not chosen a particular strategy 
of how to do so yet. Similarly to Instantly Global firms, Nascent Global also confirms Coviello’s 
(2006) assumption that network relationships facilitate born global firms’ early mobilization, 
since their pre-existing networks may impact the choice of internationalization strategy.  
 

6.2 Methodology Discussion 
In order to achieve the purpose of this thesis, several methods have been used such as 
multiple case studies along with a literature study. The main data collection method used 
when performing the case studies was in-depth interviews and analysis of documentation. 
Based on the purpose that we chose for this study, we believe that the data collection 
methods used have worked sufficiently throughout this thesis and was therefore a relevant 
choice in order to collect all necessary data. Since we decided to investigate the phenomenon 
of born global firms it was best suited with in-depth interviews, something that is supported 
by Dubois and Gadde (2002), who argue that in-depth interviews is the best away to make 
sense of an interaction between a phenomenon and its context. In terms of securing high 
quality data we used several methods, which could function to strengthen one another. 
However, criticism can be made regarding the methods used to achieve the purpose of the 
thesis. The aim with the following sections is to discuss why we chose the methods we did, 
how it was favorable for this study, but also how it could have been done more sufficiently.  
 

6.2.1 Data Collection 
The literature study together with several case studies, which in combination results in an 
abductive approach, have in this thesis contributed to broaden our perspective concerning 
the focus area studied, more specifically how networking is influenced by the choice of 
internationalization strategy of BGSFs. An abductive approach has proven to be beneficial 
since we aimed to find connections between the research areas and the different factors 
affecting the connections and theorize from this, which is also stated by Dubois and Gadde 
(2002) to be advantageous when researchers want to discover new things. We also agree with 
Van Maanen et al. (2007) that exploration is closely linked to abduction since we imagined 
unmet expectations within the research area and when we found unanticipated findings we 
could go back to theory to make sense of this in order to theorize from our empirical 
findings. The abductive approach has been a continuous movement between theory and 
empirics, which means that in cases where a topic came up during the empirical study that 
we could not fully understand we had to complement with additional theory through the 
literature study, which is beneficial with abductive research according to Dubois and Gadde	
(2002). One example when we went back to the literature study is the concept of the Lean 
Startup, which was added during the empirical study in order to make sense of data collected 
from the case studies. This also meant that we left empirical data unanalyzed since we where 
unsure of the analytical process required and instead analyzed it when we could fully 
understand it, which is supported by Yin (2011). However, we argue that there may be 
weaknesses adapting the multi-method approach since the combination could influence and 
affect the input and output of the different methods, i.e. output (results) from the literature 
study can influence the development and conduct of the case studies, and vice versa. For this 
thesis however, we do not believe that this is the case, since we have always tried to be 
objective along with a strict schedule and planning strategy. However, the findings were still 
analyzed and may be biased in some way since it is we who have done the analysis and it is 
difficult to build case studies on statistical inference, as stated by Dubois and Gadde	(2002).  
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6.2.2 Case Studies 
When the work concerning the thesis instigated, we discussed what would suit us best, 
conducting one or several case studies, where the choice fell on several case studies due to 
the fact that we would obtain more data from different firms within the same industry, 
allowing us to summarize the result and identify connections. If we had chosen to conduct 
only one in-depth case study, it would most likely end up with too company-specific data, 
which would have made it more difficult to contribute to the general understanding of how 
networking is influenced by the choice of strategy when internationalizing. Dubois and 
Gadde	 (2002) favors doing multiple case studies in order to achieve more breadth of the 
study, which we agree with. Due to the fact that we have six case studies, we were able to 
study the phenomenon of born global firms in a broader way and identified different 
internationalization strategies for BGSFs. By doing six case studies we could clearly see a 
connection between the choice of internationalization strategy and its affect on a firm’s 
networking, which was the aim of this study. 

By using a method such as case studies, a link between real world settings and theory was 
identified, which supported the answering of our research questions. All companies included 
in our case studies have been very helpful and communication has been ongoing since start. 
In some cases, we also needed to contact companies on several occasions in order to clarify, 
or retrieve more information.  
 

6.2.3 Interviews 
The interviews conducted within the case studies have been of semi-structured character, 
since we wanted to obtain the most information possible out of the interviewees. Moreover, 
the construction of the interview manuscript including the questions asked, turned out to be 
an iterative process due to unsatisfactory data retrieved in the first interview. The fault did 
not lay with the answers the interviewee gave; it was rather the questions that needed more 
work, in order to retrieve a deeper set of data. When iterated, the questions turned out 
satisfactorily, with a wide spread of in-depth data followed by open questions and dialog, 
which led to the retrieval of additional data in some fields we did not anticipate. The 
questions that we asked where not set to be phrased or asked in a particular way. They 
functioned more as a list of what we wanted to find out from the interview and asked in a 
way that followed the conversation. Each point was also marked once asked in order to not 
miss anything. 

To be able to analyze the data retrieved from the interviews properly they where transcribed. 
Four of the interviewees allowed us to record the interviews, which enabled both of us to be 
active with asking questions and adding to the conversation in general. These interviews 
where transcribed word for word once the interview was finished. This was a time-
consuming process but it strengthens the outcome of the interview since the risk of 
misinterpretations and lost data is significantly lower then in cases where the interviews were 
not recorded. That was the case with two interviews that we had. The interviewees did not 
want to be recorded due to the risk that the recordings may end up in the wrong hands. The 
outcome of not being able to record the interviewees was that one of us had to take care of 
the interview while the other person took notes. Although the risk of misinterpretations and 
lost data is higher in this case it is not seen to limit the result of this study. The reason why is 
because in cases where the one of us who took notes was not able to keep up with the 
interview we were able to pause the interview and the interviewee could repeat the answer, 
this is also resulted in that the two interviews that were not recorded are the ones that took 
the longest time. The interviews that where not recorded where also transcribed by the both 
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of us in an as detailed way as possible as early as possible after the interviews were finished, 
to ensure that the level of accuracy of the data was as high as possible, not misinterpreted, 
mistranslated or misplaced, which is supported by Jacobsen (2002).  

Once all interviews where transcribed they where also summarized into small sections in a 
separate document in order to facilitate the analysis of the data. It facilitated it in a way so 
that it was easier to get a good overview about the most critical points from each interview 
and also to easier link the responses together. By doing it this way we were also able to 
divide the data into clusters, which were used for our result and analysis. The need to 
summarize qualitative data is supported by Saunders et al. (2009) who argue that it is less 
likely that the result will become an impressionistic view of what it actually represents.  
 

6.2.4 Documentation 
The documentation provided by several of the case companies have served to complement 
and support the interviews performed. Furthermore, the retrieved documentation allowed us 
to get a deeper understanding, along with a broader overview of the selected companies. The 
documentation provided was among others, business- and marketing plans, company 
introductions or presentations, historical facts and documents related to their 
internationalization strategies. However, due to limitations in the documentation in some of 
the cases, we had to perform further research. Since the retrieved documentation is viewed 
as secondary data, it must be analyzed cautiously, which has been the case and something 
that has been done throughout the whole case study. Finally, we believe that retrieved 
documentation has not been essential for the result in order to formulate conclusions and 
answer our research questions, however, it has still been of assistance in order to understand 
the companies within the case studies, and to ask the right questions within the interviews, 
since the documentation was received beforehand so that we could be as prepared for the 
interviews as possible. Some of the documents were also summarized to take out the main 
points from each document, the purpose of it and defining how it could be used for our 
study, something that we found useful when conducting the analysis and is supported by 
Saunders et al. (2009). 
  

6.2.5 Literature Study 
In order to retrieve additional information and to build a foundation of understanding within 
the research area, a literature study was made. The literature study was mainly based on 
scientific articles, past research and studies, followed by course literature used in previous 
courses taken at Jönköping University. Moreover, during the development of the frame of 
reference, Jönköping University library’s search engine Primo along with Google Scholar 
were used. Through these two search engines we retrieved reports and scientific articles 
through databases such as Emerald, Taylor and Francis, DiVA, Business Source Premier 
(EBSCO) and Science Direct. As mentioned in chapter three, we used keywords such as; 
“internationalization”, “international strategy”, “born global”, “small software firms”, “born 
global software firms”, “software services, “software products”, “networks” and 
“international networks”, which we believe have been sufficient to find the right literature.  
 
In order to keep the output organized, all data collected from our literature study was 
summarized into tables or diagrams through third party software programs, such as MS 
Word and Excel, which turned out to be quite an extensive work, thereby also time 
consuming. However, when summarizing all material and data this has also given a clearer 
picture of how to shape the subject and structure of the thesis. 
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6.2.6 Level of Trustworthiness 
Shenton (2004) and Krefting (1991) argues that the trustworthiness of a qualitative study is 
often questioned by positivists since the concepts of validity and reliability are more difficult 
to approach in naturalistic work. However, the authors suggest four different criteria to 
consider when discussing the trustworthiness of qualitative studies, as mentioned earlier in 
this study, these are credibility, transferability, dependability and confirmability and will be 
discussed below. Furthermore, the methodology discussion will end by discussing the 
generalizability of the study. 

The credibility, according to Saunders et al. (2009) is how well the study can answer the 
question of: How do I know that…?, whereas Merriam (1998) refers to credibility as to how 
congruent the findings are with reality. Shenton (2004) argues that credibility is one of the 
most important factors when establishing the trustworthiness of as study. In order to 
establish a high trustworthiness we worked with triangulation, involvement with several data 
collection methods as interviews, documentation and a literature study, which where cross-
verified between the different sources to validate the data. Yin (2011) argues that verifying 
the data between multiple sources facilitates the credibility of the data. Additionally, the 
firms that we approached where allowed refusing to participate in the study, which also was 
the case for some firms. This resulted in that the case studies where only made about 
companies that where open to participate in our study and genuinely wanted to contribute 
with data, which we believe has been beneficial in order to get as detailed data as possible. 
Before each interview we also talked to the interviewee about our study, asked a few 
questions that would help us verify that they fit the topic of our study and mentioned in 
broad terms what some of the questions may be about. Due to the semi-structured character 
of the interviews it was not certain beforehand exactly which questions would be asked and 
in which order, but the topics of internationalization and networking where discussed 
beforehand to brief the interviewee about the interview. Presenting the interviewee with 
possible questions that may be asked during the interview is something that Saunders et al 
(2009) argue may strengthen the overall credibility.  

The concern with the findings of a qualitative study with regard to transferability is whether 
they can be transferred to a wider population. Shenton (2004) argues that it is almost 
impossible to demonstrate that findings or conclusions from a qualitative study will be fully 
applicable to other settings, populations and situations, an argument we agree with. Our 
study has focused on the specific topic of how networking varies depending on BGSFs’ 
choice of internationalization strategy. Moreover, we have focused on BGSFs in an early 
stage of their life-cycle, strategizing for internationalization and with a focus on Swedish 
founders. It is important for practitioners to evaluate their own setting, situation and 
population before trying to transfer our study. To ease the process of doing so we have a 
thorough explanation of our delimitations, focus and the phenomenon being investigated for 
practitioners to more easily either rule out or confirm whether our study is transferable.  

The dependability of a qualitative study is complicated due to the ever-changing nature of 
the phenomenon being studied, along with interviews being linked to the moment or 
situation it is held (Shenton, 2004). Even though it may be difficult to replicate our study and 
achieve the same result we have tried to explicitly explain our process to facilitate for other 
researchers that want to conduct a similar study. Additionally, in this methodology 
discussion we discuss the effectiveness of our study’s process and data collection, which 
according to Krefting (1991) is necessary for the evaluation of the study’s dependability. In 
relation to dependability, we have in this methodology discussion also discussed the choices 
and outcome of our methods for collecting data, why those methods where favorable, along 
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with the objectivity of us as researchers. This is important in order to minimize the bias of 
the findings of a study according to Shenton (2004), this way we try to ensure that the 
findings represent experiences of the informants rather than preferences or characteristics of 
us as researchers, in order to increase the confirmability.  
 
Yin (1994) argues that a limitation of qualitative studies is that case studies provide little 
basic for scientific generalization. Firstly, the generalizability of the findings about Nascent-, 
Cautious-, Regional- and Instant Global firms is considered limited. This is mostly due to the low 
amount of firms within each category; we however believe that the findings have touched 
upon an important research area. We found clear differences between the different firms and 
their networking depending on how they choose to internationalize, which was the overall 
aim of the investigation for this study. Furthermore, we found that out of six firms, five 
consider networks important for their success, which gives a clear indication of the 
importance of networks to BGSFs in general and we believe that finding to be highly 
generalizable. However, due to the extreme characteristics of Alpha, their service, networks, 
partners and Alpha being the only Instant Global firm that we studied, the findings may not be 
generalizable to other firms considering themselves as Instantly Global firms, if their 
characteristics do not match Alpha’s to a large extent. Lastly, we do not consider our 
findings to be generalizable to all other BGSFs, but we do not consider that a liability, which 
goes in line Saunders et al. (2009) who argue that that it is reasonable to not claim that the 
findings will be generalizable for a qualitative study. However, if practitioners find that their 
situation is similar to how this study was performed it is still possible that it would achieve 
similar results.  
 

6.3 Limitations 
The first limitation of this study is that it we have only focused on networking from the 
firm’s perspective, and has not gone into the actual external network of each firm. This was 
due to time-constraints of this project and therefore we chose to focus on the firms and not 
include the external network. A possible disadvantage with not focusing on the firms’ 
external network is that they may not agree with how the firm sees its network connection 
and it may be of value to the general understanding of BGSF’s networks.  
 
Another possible limitation of this study is that three of the firms involved are in different 
incubators or startup programs. These were in general found to support networking and that 
may thus impact the result of this thesis, since the degree of networking within a firm may be 
higher if the firm is in an incubator or a startup program. We however believe that it was still 
favorable for this study since one finding was that it is relatively common for startups to be 
part of incubators or startup programs. Therefore it is of interest since this study aims to 
describe networking in connection to internationalization strategy of BGSFs in general and 
does not focus on a particular kind of BGSF, other then BGSFs in an early stage of their 
life-cycle.  
 
Furthermore, Johansson and Vahle (1977) argued that one of the characteristics of 
traditional internationalization is that firms generally seem to enter new markets that have a 
low physical distance form the home market, something that we earlier confirmed is also the 
case for some BGSFs in this study. A limitation of this finding may however be that the 
study focuses on Swedish BGSFs or BGSFs with Swedish founders, these firms were found 
to enter or plan to enter countries that are physically close to Sweden, except Alpha. One 
could argue that this is rather because of low psychic distance between countries in northern 
Europe, and especially Scandinavia. Thereby this may impact our findings, but we believe 
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that similar findings can be found in other regions as well due to that our findings suggest 
that how firms traditionally have internationalized impact the choice of how BGSFs 
internationalize.  
 

6.4 Conclusion 
The purpose of this thesis was to investigate how networking is influenced by the choice of 
internationalization strategy of software firms with a born global mindset. Whereas authors 
state that born global firms contradict traditional incremental internationalization strategies 
(Johanson & Vahlne, 1977; Knight & Cavusgil, 1996; Knight & Liesch, 2016; Madsen & 
Servais, 1997), we only found that to be the case with BGSFs considered as Instantly Global. 
We would like to stress that Nascent Global firms can become Instantly Global, thus cannot be 
ruled out, however, firms considered as Regionally-, and Cautiously Global are not seen as 
contradictory to traditional internationalization strategies since they have an incremental way 
of internationalizing. Patel et al. (2016) also strengthen this argument, regarding how born 
globals with a regional focus internationalize incrementally. Johanson and Vahlne (2009) 
stated that today’s internationalization is more focused on developing opportunities, rather 
than overcoming challenges. This turned out to be true for firms seen as Instantly Global, 
since they for example offensively internationalize in order to avoid competition and to 
continuously grow, hence, more focused on developing opportunities. However, the 
statement mentioned did not fit firms seen as Cautiously Global, since they rather focus on 
overcoming challenges in order to minimize the risk of making mistakes or failure.  
 
With regard to networks of BGSFs we found that the type of networking varies depending 
on the choice of internationalization strategy, visually presented in Figure 6. Nascent Global 
firms network to strategize and form plans; hence, the internationalization is not their 
primary focus. Cautiously Global firms network in order to learn from customers, users or 
candidates to continuously minimize the risk of making mistakes or failure, following the 
Lean Startup principle, which is in line with the thoughts of Ries (2011). Regionally Global 
firms network for knowledge, mostly in order to attract knowledgeable individuals in the 
form of ambassadors or country managers, which is strengthened by Mathews and Zander 
(2007) who claims that competitive advantages can be gained by establishing international 
networks to access skills, resources and a knowledge base that is otherwise not accessible. 
Finally, Instantly Global firms go global from the start and network with the aim to grown. In 
the different cases we also saw differences in the importance of considering physic and 
psychic distance, related to the choice of internationalization strategy and how the firms are 
networking. For instance in the case of Instantly Global firms their need to handle both physic 
and psychic distance is more important compared to the other firms as Instantly Global firms 
internationalizing globally and thus are affected by various cultures in different locations. 
 
In previous research it has been stated that networking often influences the choice of 
internationalization strategy, something we believe is true for firms seen as Nascent Global. 
However, we have found that this is not the case for Cautiously-, Regionally- and Instantly Global 
firms, in their case it is the internationalization strategy who determents how to network and 
what one would see as important or want to gain. Our findings thus suggest that for Nascent 
Global firms networks may impact the internationalization strategy, however, once the firm 
as chosen which strategy to pursue that will impact how the firms continue to network. The 
study shows that founders with previous experience of running a company put more value in 
the question of early internationalization, therefore also going from Nascent Global to 
Regionally Global or even Instantly Global. We believe that is based upon the fact that they 
already have the entrepreneurial experience one aim to gain from being Cautiously Global. By 
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answering our research questions with our findings, we believe that our purpose of this 
thesis has been achieved and that we have contributed to research within the field of 
networking in relation to the choice of internationalization strategy of software firms with a 
born global mindset. 
 

6.5 Further Research 
Born global firms can, according to us, be born global in four different ways, Nascent-, 
Cautiously-, Regionally- and Instantly Global. Based on this, it would be of interest to conduct a 
longitudinal study, documenting how different BGSFs act over a long period of time. Do 
Cautiously Global firms stick with the strategy of constantly learning and internationalize into 
one or a few countries at the time, or will they exponentially internationalize more rapidly 
based on increased knowledge due to regular feedback from users or customers? 
Furthermore, we believe that the internationalization strategy varies between firms 
depending on what their service is, along with whom they target, meaning if it is a business-
to-business focus, or business-to-customer focus. Thus, it would be interesting to research 
upon how strategies vary depending on the type of customer focus.  
 
As this thesis is of qualitative character, studying a limited amount of born global software 
firms due to time-constraints, it would be of interest to conduct a quantitative study, in order 
to understand if our developed model is valid or needs to be revised. Furthermore, we have 
only focused on the networking activities within each firm included in this study, thus not 
focusing on the perspective of the firms’ external networks. This would however be of 
interest to study, in order to see if the networking situation is seen the same way for the 
external parties’ point of view. 
 
Finally, we have in this thesis discussed the importance of resource efficiency to overcome 
potential resource scarcity, through choice of internationalization strategy or networking 
focus. Based on the retrieved, analyzed and presented information, it would also be of 
interest to study how the degree of financial resource-availability could influence a firm’s 
choice of internationalization strategy. Is it clear that a BGSF with substantial amount of 
financial resources aim at being Instantly Global from the start?  
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8 Appendix 
 

8.1 Interview Questions 
The interviews were semi-structured, meaning that they were relatively open without any 
definite order of questions asked or structure to the interview. Before we started with the 
interviews we wrote down possible questions that we could ask during the interviews to get 
the information that we needed for this study. The questions were not always asked in the 
exact way or order that they are in below but all of the interviews started with some basic 
information about the company and the interviewee, followed by information about their 
internationalization, networking and finishing of with a few other general questions about 
things that we wanted to know or missed during the interview. During the interview follow-
up questions have also been asked if we felt that the interviewee had information to add to 
what we wished to know. 
 
Basic info: 

• What is the personal history of the founder(s)? 
• Brief explanation about the service/product you are developing/providing? What is 

your vision? 
• Some history about the company? 
• Facts about the company where you are now? Number of employees, revenues, 

financing, how many founders, time since founding, education of founders 
(education abroad). 

• What has been the human resource need to start the business? 
• What have been some of the most important steps to build the business?  

 
Internationalization: 

• What are the employees’ nationality and language knowledge? Level of importance to 
business?  

• How did or do you prepare yourself or the organization for internationalization? 
• Which type of resources has been important for internationalization? And why? 

Financial, human etc. 
• What are the current or planned distribution channels of the service? 
• When was the board established and why? If the board is not already established, 

why not? 
• If the board is active, what has it provided over time? Networks connected to the 

board members? 
• Which people are engaged in international activities how and are they engaged? 
• How has the business been established abroad, or plan to be? What strategies have 

been used or are you planning to use? 
• Do you have strict focus on which countries to enter and in what order? 
• What do you think the advantage or possibly disadvantage would be to open up for 

the global market directly?  
• What can be the advantages of selecting countries stepwise instead of opening up for 

the global market?  
 

 
 



 66 

Networks: 
• Has your firm used contacts in other firms to build your business? And if so, in what 

way? 
• How do you expect that the competences of the executive group will change over 

time?  
• Your personal networks before founding? How have they influenced you and in 

what way? 
• Which networks are you or your firm engaged in now and in what way? 
• How has the networks developed over time since founding? 
• Are networks of potential recruitments taken into consideration when hiring new 

employees? In that case, in which way? Otherwise, why not? 
• How have networks been of assistance when internationalizing? If not already 

international, what role do you think they will play? 
• In general, how important are networks to your business? What advantages may 

there be with networks? Or maybe disadvantages?   
 

Additional questions: 
• Is the service free to use or does the customer or user have to pay? If not, what may 

the costs or benefits be?  
• Do you intend to change the offering in the future? In terms of revenue streams. 
• How long time did it take to make revenue? If no revenue yet, when do you plan to 

make revenue?  
• When do you expect profits? 
• Do you work a lot with feedback from customers? 
• Focus on generating revenue early and then investors or taking in investor to focus 

on growth? 
• The born global program (incubator), how has it helped to be a part of it? 
• What do you think the main difference is between how your firm does business 

compared to product-based firms? 


