
 

Breaking the Barriers of 
Internationalization through 
Marketing:  
An exploratory study of INVs’ 
marketing approach 

Master’s Thesis 30 credits 

Department of Business Studies 

Uppsala University 

Spring Semester of 2016 
 

Date of Submission:  2016-05-27 

Tadas Gustas 

Caroline Blixt 
 
Supervisor:  Henrik Dellestrand 



Abstract 

This thesis explores how the resources of marketing capabilities, business networks, and 

financial resources, influence the marketing approach of international new ventures. Building 

on the resource based view, the market entry of firms and how they compete is analyzed by 

exploring the resources and capabilities of INVs. By using a qualitative research method, this 

thesis identifies the three resources of marketing capabilities, business networks, and financial 

resources to be highly influential for INVs’ marketing approach. Also there has been shown to 

be a synergetic effect between the resources, and that the cross-industrial and cross-business 

type sampling did not entail any divergences, but rather similar patterns. Four main findings 

can be identified as a result of our analysis. First, market knowledge prior to 

internationalization is shown to be key. Second, the creation of trust through transparency in 

business networks spark business network opportunities and long-term relationships. Third, 

utilizing technological tools for marketing endeavors becomes highly efficient. Fourth, 

tackling financial limitations through the implementation of a low-cost strategy is shown to be 

essential. The findings of this research has great potential of contributing to managerial 

practice when working with marketing aspirations, as well as being a starting point for future 

research in the field of INVs and the resource based view theory. The study has limitations in 

regards to the scope of the research. 

Keywords: International New Ventures; Marketing; Resource Based View; Marketing 

Capabilities; Business Networks, Financial Resources; Internationalization 
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1. Introduction 
 

The internationalization process of firms has been a topic which has been subject to a significant 

amount of research for more than three decades (Johanson & Vahlne, 1977; Oviatt & McDougall, 

1994). This research has found that firms become international in a slow and incremental manner, 

referred to as “rings in the water”. Efrat and Shoham (2012) explain that this gradual expansion 

approach may be due to the lack of knowledge about the foreign markets, high perceived 

uncertainty, high risk aversion or similar factors. The typical international organization therefore 

starts its business domestically, then after some years of business considers the move to foreign 

markets with a steady process of different precautions, such as research and analysis, in order to 

reduce conditions as the high risk and uncertainty associated with the market (Efrat & Shoham, 

2012; Johanson & Vahlne 1977; Zander, 2011). This approach of going international has thereby 

become the most recognized one, however, despite the recognition, numerous researchers have in 

the recent decades criticized this stages model of internationalization for being limited in value 

and furthermore that firms internationalize in a slow manner. The underlying reason for this 

criticism boils down to the fact of the constantly changing global business environment. 

Researchers thereby argue that there are several reasons why a more rapid internationalization 

approach has emerged and become more widespread (Chetty & Campbell-Hunt, 2004; Hamza & 

Zulfiqar, 2011). The impact of social, technological, and economic development enables firms to 

now internationalize more rapidly, but also to do so soon after their formation. Chetty and 

Campbell-Hunt (2004) along with Hamza and Zulfiqar (2011) point to the developments in 

communication, transportation and production as reasons which have made it possible for 

companies to conduct business anywhere in the world. In addition, an increasing global scope of 

cultural homogeneity, social changes, changing markets, and the internationalization of industry 

specific conditions all make it possible for a quicker internationalization to develop. Companies 

adopting this new more rapid internationalizing approach have emerged as a growing 

phenomenon, described by Oviatt and McDougall (1994) as “international new ventures”. 

 

An international new venture, or (INV), is a type of company or a start-up which is described by 

Oviatt and McDougall (1994, p. 49) as “a business organization that from the beginning seeks to 
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acquire a significant competitive advantage from the use of resources and sale of outputs in 

multiple countries”. These companies have an international approach from the time of their 

formation and desire to enter numerous amounts of foreign markets simultaneously, making them 

different from the typical international organizations that firstly start their business domestically 

and then after some time of operation considers the move to international playgrounds. The 

distinguishing factor of INVs then becomes the fact of seeing the market with a global 

perspective from the day of inception. 

 

As a result of the rapid internalization process, which requires alternative business strategies and 

a different course of action, INVs are not only unique in the way of going international, but also 

rather distinct in their way of doing marketing. There is however quite a lot known about this 

internalization process already. In the past decades much research surrounding the INV 

phenomenon has been focused around their characteristics, performance, behavior and similar 

factors as concluded by authors such as Oviatt and McDougall (1994) along with Johanson and 

Vahlne (2009), Rialp, Rialp and Knight (2005) and others. This has as a result left many studies 

on the internationalization process of these types of firms. However, there has been less attention 

paid to the INVs’ actual marketing approach which is of crucial importance for their survival on 

formation, as indicated by Oviatt and McDougall (1994), Ripollés and Blesa (2011) and Efrat and 

Shoham (2012). The marketing approach involves a company's ability to successfully research a 

desired customer segment on a selected market through the mix of all the necessary activities 

such as pricing, promotion, and placement (Grönroos, 1989). Subsequently making a successful 

marketing execution an essential aspect for INV long-term survival (Efrat & Shoham, 2012). 

Under these circumstances, on formation, the rapidly internationalizing INVs need to make use of 

marketing capabilities, financial resources, and their business networks (Ripollés & Blesa, 2011). 

These resource configurations are allegedly strongly impacting their marketing execution given 

that the foreign market entry strategy is so unconventional in comparison to the traditional 

internationalizing companies’ course of action (Coviello, 2006; De Clercq, Sapienza & Crijns, 

2005; Efrat & Shoham, 2012; Freeman, Edwards & Schroder, 2006; Laanti, Gabrielsson & 

Gabrielsson, 2006; Ripollés & Blesa, 2012; Uzzi, 1997). Consequently, the proportionate lack of 

research on INVs’ marketing approach, and the resources they use, leads to the identification of a 

gap in the existing literature. The need for additional research becomes of high importance as this 
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phase is arguably the most essential stage for INVs and their continuation for existence, as a 

result implying the potential contribution to INV theory and practice. 

The scope of this thesis focus on three main resources: marketing capabilities, business networks, 

and financial resources and how these resources influence the marketing approach of INVs. The 

theoretical model and the aspects related to the marketing phenomenon followed in the thesis will 

be anchored in the resource based view (RBV). The decision for this is based on the approach of 

the theory which views the firm’s resources and capabilities as the main component of market 

entry and competition (Wernerfelt, 1984). The chosen theoretical aspects discussed in this thesis 

will provide an understating of the main resources and their influence on the INV marketing 

approach and long-term development. Accordingly, the research question of this thesis will be: 

 How do resources, explored under the broad categories of marketing capabilities, 

business networks and financial resources, influence the marketing approach of 

international new ventures? 

Consequently, the purpose of this thesis is to explore the complexity of the marketing approach 

for the new growing phenomena of INVs through the resource categories of marketing 

capabilities, business networks and financial resources. To achieve this purpose, exploratory 

research will be conducted in order to analyze the INVs’ marketing approach. In order to bridge 

the research gap, we will contribute to the literature by highlighting the resources’ influence on 

the marketing approach of INVs. To make this contribution, we seek to analyze the resources by 

providing a framework for the important resource categories and their influence on INVs’ 

marketing approach. The outline of the research results from this thesis will be of interest for 

INVs which are in their initial stage of business as well as managers and entrepreneurs of existing 

companies as this exhibits the central aspects for overcoming the marketing challenges that INVs 

may encounter as a result of the unconventional rapid internationalization process.  

The results from our study show that through the exploration of the chosen resources several 

findings have been identified. First, the importance of market knowledge is highlighted where the 

obtainment of such knowledge prior to internationalization efforts is shown to be key for 

international endeavors. Second, it is shown to be highly important to create trust through 

transparency in business networks which in turn might spark business network opportunities and 
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long-term relationships. Third, for conducting marketing on a international scale, it is evident that 

utilizing technological tools becomes highly efficient. Fourth, as INVs stand in front of great 

financial limitations, tackling these through the implementation of a low-cost strategy is shown to 

be essential. The findings of this research has great potential of contributing to managerial 

practice when working with marketing aspirations, as well as being a starting point for future 

research in the field of INVs and the resource based view theory. The study has limitations in 

regards to the scope of the research.  

 

The thesis is constructed as follows; first a theoretical background is presented explaining the 

different theories in line with the research question. Then the methodology is described 

containing explanations for the chosen research approach and data collection methods. We then 

present and discuss the findings, implications, and conclusions of the thesis. Finally the thesis 

presents limitations and possible future research suggestions.  

2. Theoretical Background 
 

2.1 International new ventures 

As the current markets are evolving with the constant notion of globalization and increasing 

economic integration, they may no longer be seen as strictly neoclassical with autonomous 

players (Tabares, Alvarez & Urbano, 2015). Respecting this development, and the accelerating 

form of internationalization, companies are emerging where they treat this historical view with a 

contrasting pattern. Using new technologies and valuable resources and capabilities, companies 

can through an increased pace expand and be fortunate more rapidly (Tabares et. al., 2015). This 

new phenomena of rapid internationalization started to get acknowledgement in 1989 when 

reports began to be recognized from scholars of entrepreneurship, analyzing the characteristics of 

these firms. Oviatt and McDougall (2005, p. 31) define INVs as “a business organization that, 

from inception, seeks to derive significant competitive advantage from the use of resources and 

the sale of outputs in multiple countries”. Interpreted in the definition, is the distinguished feature 

of these firms where they from formation compete against established multinational companies 

on the global arena, thereby not following the conventional internationalization process with an 

incremental gradual commitment stage approach (Halldin, 2012; Johanson & Valhne, 1977). 
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When addressing these firms the focus is not on the size, but rather on the age when they become 

international (Oviatt & McDougall, 2005). As the phenomena is a rather recent concept, were 

several scholars have undertaken studies, a number of terms have thereby emerged. Firstly, these 

companies were called innate exporters (Granitsky, 1989) followed by infant multinationals 

(Lindqvist, 1991), high-technology start-ups (Jolly et al., 1992), global start-ups (Oviatt & 

McDougall, 1995), instant internationals (Litvak, 1990; McAuley, 1999; Preece et al., 1999) and 

international entrepreneurs (Jones, 1999). Today though, the most recurrent names are; born 

globals (Chetty & Campbell-Hunt 2004; Knight & Cavusgil 1996; Moen, 2002; Rennie, 1993) 

and international new ventures (Bloodgood et al., 1996; Oviatt & McDougall 1994; Shrader et 

al., 2000; Zahra et al., 2000). In a similar manner, as numbers of scholars have created various 

conceptual terms of the INV phenomena, so have also diverse defining criterions emerged. For 

this research, the term international new venture will be used. In line with the research purpose, it 

seems most appropriate since “global” may imply to that a company is present and operated from 

various locations, more than five, which may be criticized as an overstatement of the ventures 

internationalization extent (Meckl & Schramm, 2005). In addition to the mentioned definition 

from Oviatt and McDougall (1994; 2005) and others, Chetty and Campbell-Hunt (2004) define 

INVs as firms that export 75 percent of their sales within two years after formation, while Evers 

(2010) suggested reaching 25 percent of sales within the first year of sales classify as an INV. 

Knight and Cavusgil (2004) has however a qualified definition when explaining the firms as 

entrepreneurial start-ups that, from or near their founding, seek to derive a substantial proportion 

of their revenue from the sale of products in international markets. All these attempts to 

understand the INV phenomena has allowed to characterize them as small internationalizing 

firms with limited financial and tangible resources that engage into international business 

successfully due to some key intangible resources and organizational capabilities as; a strong 

international managerial outlook, market and marketing orientation and strong international 

network relationship (Tabares et. al., 2015).  

 

Independent of the definition of INVs, the theory of the RBV view states, that when recognizing 

INVs, the importance is to consider the firm's resources but also the implication they make for a 

firm's performance. As a result, INVs with a rapid internationalization approach can then be 

recognized by its commitment of resources such as material, people, financing, time, to several 
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markets, making possible to enter different countries simultaneously (Meckl & Schramm 2005; 

Oviatt & McDougall 1994; 2005). This shows how the RBV may be used, through a theoretical 

point of view, to understand the importance of recognizing the INVs specific resources and 

capabilities. This resource configuration can in turn then be used to evaluate the INVs marketing 

approach along with the most influential resources. 

 

2.2 A Resource-Based View Perspective on the Marketing Approach of INVs 

When a firm goes international, the availability of resources is a vital aspect to consider 

(Yodmunee & Nguyen, 2011). In regards to the theoretical clarification on INVs, scholars have 

tried to understand and explain the phenomena of INVs from the framework of the resource-

based view theory and through that express the importance of resources in internationalization of 

a firm. According to the RBV, a firm is viewed as a bundle of resources and capabilities, where 

the capabilities is the ability of a firm to use its resources to perform and reach a desired end 

(Wernerfelt, 1984). In Cavusgil and Knight’s (2009) definition of the RBV, a firm consists of 

tangible assets as financial, property and equipment but also constitute of intangible resources as 

humans, organizational, information and relation. Amit and Schoemaker (1993) broaden the 

concept of the resources based view into that a firm's resources and capabilities is the source of 

its sustained competitive advantages. In this manner, RBV can be perceived as a theoretical 

framework that helps to explain the INV phenomena and how its resources and capabilities are of 

crucial determination for its development and achievements. Taking this into consideration, 

Cavusgil and Knights (2009) evaluate INVs as lacking primary financial and human resources, 

who established firms commonly tend to leverage, in turn positively influencing their ability to 

reach foreign market success. Yodmunee and Nguyen (2011) broaden this statement by declaring 

that the largest disadvantages of small INV are not only the lack of financial resources for 

expansion but also incomplete managerial ability and a poor competitive position. In addition, 

scholars research have proved that financial resources, networking, and marketing capability 

problems emerge as the significant causes of small business failure in international markets. 

Contradictory, INVs are explained as emerging by leveraging fundamental intangible resources 

which compose of a constellation of market, entrepreneurial and technological strategic 

orientation. Loane and Bell (2006) mention trade secrets, embedded technological knowledge, 

and marketing, managerial and production skills as resources embodied in INVs, which are 
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difficult to imitate and valuable for INVs to acquire in order to gain the competitive advantages 

needed for internationalization.  

 

Independent to this contradiction, as argued in the RBV theory, the firm's resources are of high 

importance when wanting to reach the desired outcome (Amit & Schoemaker, 1993). This then 

consequently reflects on the firm's ability to leverage its resources in order to tailor their wanted 

marketing approach. Having a suitable marketing approach is of crucial importance for all 

businesses and thereby evidently for the INVs as well. According to Shaw (2012), the usage of an 

appropriate marketing approach is a fundamental aspect for business success, accompanied with 

Luostarinen and Gabrielsson (2002) indicating the importance of marketing strategies for INVs. 

The marketing approach of INVs may though be quite different. Given their set of challenges 

they face in contrast from a typical expanding organization they require a different course of 

action (Loustarinen & Gabrielsson, 2006). Loustarinen and Gabrielsson (2006) state that INVs 

present a unique challenge to the stage model of internationalization presented by Vahlne and 

Jonhanson (1977) thereby changing the view on the traditional marketing approach.  

 

One considerable challenge to INVs marketing approach is the limited financial resources aspect 

which is an important role in marketing, as if limited, can become a barrier for success for the 

company (Buckley, 1989). Higher financial resources are known to affect the success of INVs in 

a positive way, when higher the international company commits its resources faster and thereby 

experience an increased growth (Laanti et al. 2006). The financial resource constraint can be 

managed by the usage of networks, making the financial factor closely related to the usage of 

strategic networks. Many INVs are for this reason strongly dependent on networks as their main 

marketing portal. Networks facilitate not only the sales and marketing process of INVs, but also 

contribute to enhanced product development and strategy planning as a result of increased 

information flows and knowledge exchange (Laanti et al. 2006). Ripollés and Blesa (2011) also 

indicate that on formation these companies’ international performance, and thereby success of 

their marketing approach, is strongly affected by their development of marketing capabilities. 

Marketing capabilities are described as the skills and competences the firm possesses which helps 

the company to operate more effectively and enables it to understand changes that happen in its 

markets (Day, 1994). On the same line, Ripollés and Blesa (2011) indicate a positive relationship 
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between the INVs performance and higher marketing capabilities, where marketing capabilities 

also enables them to have greater success in foreign market entry. It is clearly understood that this 

changing view of INVs, in regards of marketing approach, is determined by the changing 

conditions that INVs face in terms of the three resource configurations; financial resources, 

network and marketing capabilities. It now becomes evident that the usages of business networks, 

tackling the financial limitations, and developing marketing capabilities all become 

interconnected in order to achieve marketing success and company advancement (Efrat & 

Shoham, 2012; Ripollés & Blesa, 2012). For the purpose of this thesis, the RBV view is shown to 

be highly qualified as a choice when analyzing firm performance and further to understand the 

interaction between marketing and the firm's functional capabilities as well as resources and how 

they affect its performances (Nath, Nachiappan & Ramanathan, 2010). In line with this 

conclusion one can distinguish the difficulties and problematics an INV has to challenge creating 

its marketing approach.    

 

2.3 Marketing Capabilities  

Numerous authors, including Repollés and Blesa (2012), Oviatt and McDougall (2005 and De 

Clercq et al. (2005) conclude that marketing capabilities play an essential role in understanding 

the resource commitment that INVs go through in foreign markets. As a result, entrepreneurs 

with strong marketing capabilities are more likely to start theses kind of companies (Knight & 

Cavusgil, 2004). Marketing capabilities are defined as “the skills and competencies a firm 

possesses that help it to understand changes taking place in its markets, together with those that 

enable it to operate more effectively in that marketplace” (Repollés & Blesa, 2012, p. 278). 

Having strong marketing capabilities will allow firms to develop expertise and by that gain 

necessary information about the new market, enabling the firm to gather and process the 

information in order to steer the organization into the desired direction (Larréché. 2000). If there 

is a high level of information exchange among companies, it is shown to promote things like 

product advancements, administrative process improvements, and more rapid response times 

(Larson, 1991). Larson’s (1991) findings show that the information sharing within firms allowed 

the companies to develop different kinds of aspects over time. With this collaboration between 

firms of technical as interpersonal learnings and interorganizational knowledge benefits as long-

term relationship may be sparked. The long time relationship begun with partition of economic 
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necessities, such as know-how transfers, but also with the exchange of social relations, such as 

growth of trust, expectations, and norms. Benefits that came with the long-term relationship were 

advancements that only companies within such relationships could enjoy, and things which 

organizations solely acting individually wouldn't be able to accomplish (Baum, Calabrese and 

Silverman, 2000; Larson, 1991; Porter, 1998). 

 

Although the benefit of working with other companies is decisive in order to develop the 

company's marketing aspirations, a company must still recognize its own company specific assets 

and resources. Nath et al (2010) explains that firms must use their marketing assets and resource, 

which may be of intangible or tangible nature, to achieve their marketing goal. This may be 

conducted by expanding their marketing related activities such as trade promotion, marketing 

communication and customer relationship management. In line with this complexity, Weinrauch, 

Mann, Robinson and Pharr (1991) found that the four problems addressed by small business 

owners as most significant in their marketing aspirations were; buying advertising time and 

space, affording the services of qualified marketing people, developing new markets, and 

extending credit to customers.  

 

Early internationalizing INVs further generally present a superior degree of technological 

variation as well as more technical productive processes. Freeman et al. (2006) and Jiménez-

Naharro, Palacín-Sánchez, Pérez-López and Trujillo-Ponce, (2010) argue that INVs are in need 

of high level R&D in the communication software sector as well as significant developed 

marketing communication assistance tools. This makes R&D expenditures reach a higher level 

which puts the companies in financial pressure in their early years of business. Tabares et al. 

(2015) emphasize the importance of having a strong customer orientation, an explicit customer 

group, and a close customer relationship. A firm must thereby utilize its capabilities on acquiring 

prospective customers as well as attaining current customers (Ripollés & Blesa, 2011). Tabares et 

al. (2015) state that in this manner, companies with strong customer relationship management 

capabilities can focus on the customers with highest profitability and potential for future profits. 

Firms can through this, target their efforts to provide its focal customers their needs, and through 

that establish long-term relationships. The information technology tools are here then referred to 

as INVs technological capabilities and will, although a high expense for the firm, be an obligation 



 

10 

 

for most INVs to manage the cross-border communication with their customers on international 

markets. In addition, Jayachandran, Sharma, Kaufman and Raman (2005) argue that the 

technology efficient tools may create relationship quality with partners depended on an 

information exchange in the company, which may further evolve in an improved understanding 

of the customers and improved relationship quality. 

Another factor influencing the INVs’ foreign market entry decisions is their extent of knowledge 

of the markets approached (Johanson & Valhne, 1977, 2009; Ripollés & Blesa, 2011). Also, the 

more knowledge of the market a INV gains the more engaged it will be in exploiting and utilizing 

this knowledge in order of achieve higher commited entry modes and then being able to leverage 

their marketing capability in a proper way (Gleason & Wiggenhom, 2007). In contrast, lower 

commitment entry modes might restrain the development of marketing capabilities. The 

development of market know-hows is also essential in order to confront a new customer base. 

This expertise refers to a managerial mindset that articulate value creation through key marketing 

elements for the new markets customers. Thus, indicating that know-hows will help to deal with 

the changes that arise in foreign markets as a result of differing customer demands (Repollés & 

Blesa, 2012). Szymanski, Bharadwaj and Varadarajan (1993) recognize that a company's ability 

to provide valuable, qualitative-enhanced offerings is the approach jointly associated with strong 

marketing capabilities. Additionally, globalization has contributed to differentiated customers 

with demands that are emerging as better organized, informed and demanding. An increasing 

competitive marketplace, rapid changes in technology, and shorter product life cycles in 

combination with a mediocre financial performances forces INV to increase the customer focus 

further.  

 

2.4 Business Networks 

International networks have increased in importance and become more significant for 

internationalizing companies in general and for INVs as well (Coviello, 2006). Many INVs are 

strongly dependent on networks as their main marketing portal, given their resource restraints and 

limited financial resources. Networks facilitate not only the sales and marketing process of INVs, 

but also contribute to enhanced product development and strategy planning as a result of 

increased information flows and knowledge exchange (Laanti et al. 2006). Authors suggest that 
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relationships in business networks between firms foster business benefits, enabling companies to 

enhance and exploit their own resources, but also to gain the benefits of the other parts in the 

relationship. Networking in such way will as a result facilitate resource accumulation, where 

resource benefits such as social, commercial, and technical will be acquired in a faster manner as 

opposed to individual companies lacking business networks (Baum et al., 2000). In line with 

Baum et al. (2000) findings, Porter (1998) acknowledge that networking with other companies 

will subsequently promote things as market information, services, marketing concepts, and 

technologies in comparison to isolated companies acting merely on their own. It clearly becomes 

evident that business networking work as a facilitator for various aspects that INVs have to face 

at their early process of internalization (Freeman et al., 2006). Business networks are defined by 

Anderson, Håkansson and Johansson (1994, p. 2) as “a set of two or more connected business 

relationships, in which each exchange relation is between business firms that are conceptualized 

as collective actors”. The networks are then connected by exchange among the parts in the 

relationship i.e. contingent upon exchange in the other relation. Networking and cooperating 

among firms have thereby increased in importance and gotten an extensive amount of literature 

research by various authors both on a domestic and international business context (Anderson et 

al. 1994; Laanti et al. 2006; Morgan & Hunt, 1994; Uzzi, 1997). Business networks are thus 

shown by many authors to facilitate and improve numerous aspects of organizations such as 

knowledge transfer, the marketing process and overall company success. Networks are also 

known to be innovative by combining and learning about each other's resource networks which 

contributes to a cooperative innovative effect (Lundvall, 1985). Anderson et al. (1994) 

additionally mention that the business activities that are performed in relationship of actors can 

be adapted and linked together in order to achieve increased efficiency. Networks thereby 

become of paramount importance for companies that go to international playgrounds, especially 

for INVs which are dealing with extraordinary entry mode circumstances. Most importantly, 

there has been much research suggesting that information exchange in networks can be a way to 

overcome the financial restraints that INVs are facing in their early stage of business (Baum et 

al., 2000; Karagozoglu & Lindell, 1998; Laanti et al., 2006), which is one of the major obstacles 

these companies are in need of tackling according to Ripollés and Blesa (2011). By cooperating 

with other companies, and exchanging knowledge, will provide a portal for overcoming the 

financial difficulties that these companies have, but more importantly, to be able to compete 
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against the established multinational companies. Networks are then becoming highly influential 

and contributing to an accelerating effect in the process of internationalization for INVs 

(Coviello, 2006; Freeman et al., 2006; Karagozoglu & Lindell, 1998). Johanson and Mattsson 

(1998) explain that networks promote internationalization where the internationalization is 

dependent on network relationships and not merely the psychic distance of the market and the 

firm-specific advantage, making networking a crucial aspect for internationalizing companies. 

 

2.5 Financial Resources  

INVs are often identified as small sized business firms. As they are evolving an extended scale of 

expansion with various markets all in need of different marketing efforts, their 

internationalization experience is demanding a large financing necessity. Researchers have 

apprised that the lack of financial resources is one of the key constraints that smaller firms face in 

their effort of a rapid internationalization (Jiménez-Naharro et al. 2010) and will limit the 

fundings for their marketing endeavors. Under tight financial constraints, minor miscalculations 

in revenues or expenses could have fatal outcomes (Weinrauch et al., 1991). In accordance to 

Weinrauch et al. (1991), owners of small businesses should seek low-cost concepts and creative 

ways to market their products and services, enabling them to identify the problems caused by the 

restricted financial resources. A low-cost concept is referred to as a relative concept, meaning 

that the marketing efforts that may be affordable for one small company may not be for another. 

However, Weinrauch (1987) states that low-cost marketing may be considered to describe 

strategies that consist of a small percentage of a firm's total budget so these strategies may be 

seen as relative for each company. As presented, INVs need of financial resources is made 

undeniable. At the initial point, INVs that have not yet had time to generate stable resources from 

their operations, indicate that they are in a greater need of generating financial resources. These 

resources could be financed privately, from  the owner himself or family and friends, or from 

different financial institutes and investors as capital goods and stocks such as debtors and bank 

assets or relational capital including establishing long-term stakeholders’ relationships as; inner 

organizational clients, shareholders, business partners, private and public institutions, social 

networks etc. (Tabares et. al. 2015). If the INVs stand for a need of taking in a great level of 

outside financials they might create a greater level of indebtedness. Jiménez-Naharro et al., 

(2010) show that as much as 80 percent of their financial resources might for this reason have to 
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be obtained from outside financing. This indicates that INVs may from formation already be in or 

create a high level of indebtedness. Furthermore, the indebtedness is often concentrated to the 

short-term external-resources, which also means a higher risk for the company (Jiménez-Naharro 

et al., 2010). To overcome the problematics with financing their activities INVs have to consider 

alternative access to financing as; joint ventures, strategic alliances, licensing as well as 

developing inward instead of solely outward strategies for market entry and marketing activities 

(Freeman et al, 2006). In this way they are able to share the financial risk with partners as well as 

have the ability to immediately follow and sourcing their client base. Hence the financial aspects 

for INVs create problems when conducting marketing with preferred quality, expanding new 

markets, extending credits as well as when dealing with advertising costs. 

2.5 Summary 

The theoretical section above incorporates a review of the chosen literature. This section is then 

concluded by the conceptual framework which is the outcome of the interpretation from selected 

literature. The influence on the marketing approach of INVs is suggested to incorporate the three 

resource configurations, marketing capabilities, business networks, and financial resources. The 

conceptual framework, (Figure 1), is designed to analyze the influence that the resource 

configurations of marketing capabilities, business networks, and financial resources have on the 

marketing approach of INVs. The resource configurations are allegedly strongly impacting the 

marketing approach of INVs and we assume that there is an interaction in between. Thus, this 

developed conceptual framework has been constructed in accordance from the chosen literature 

and will serve as the foundation for our empirical research. The aim of the framework is hence to 

identify the influence of the resource configurations and thereby answer our research question. 
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Figure 1: Conceptual framework of INVs marketing approach 
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3. Methodology 
 

3.1 Research Method 

The purpose of our study is explore how the resources of marketing capabilities, business 

networks and financial resources, influence the marketing approach of international new 

ventures. We aim to explore the research question in relation to the resource based-view theory, 

by discussing previous theories and literature with empirical findings gathered through a multiple 

case study. To manage this, we found that exploring both the similarities and differences by 

collecting and analyzing empirical data would be the most appropriate approach to expectantly 

find new information and fulfill our research purpose. For this thesis an exploratory study was 

chosen. In an exploratory study there is an attempt to ask questions, find contemporary 

understanding and in this way yield new light on a research phenomenon or investigate an issue 

where there previously have been conducted few or no studies (Saunders, Lewis & Thornhill, 

2007). 

Regarding the research method for the study, we have chosen to conduct one of qualitative 

nature. Given that the research question of this thesis tries to explore the influence of a number of 

chosen resource configurations, a qualitative research method is selected (Saunders et al., 2009; 

Myers, 2013). A qualitative research method is also more applicable considering that the 

approach normally seeks to explore and understand the reasons of the participants’ attitudes and 

opinions (Saunders et al., 2009), which becomes important given that we seek to explore the 

influences, but also the impact of the resource configurations on INVs’ marketing approach. As 

we want to study a subject in depth, which has received a significantly lower amount of research, 

and a subject where there is relatively less amount of literature published on, a qualitative 

research method is more applicable than a quantitative type of research approach (Myers, 2013). 

 

3.2 Case selection 

By the means of finding an in-depth understanding in line with the research question, we 

determined to carry through a multiple case study with four Swedish INVs. Yin (2003) in 

accordance with Loan and Bell (2009) define a case study as; “the study of a specific 

organization with focus on in-depth detail and complexity”. Myers (2013) further explains that 
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through the meaning of realizing a case study, one may be able to describe a phenomenon and 

hold some more general conclusions as an example of a more general assumption. Following 

Myers explanation we considered a multiple case study by the purpose of being able to compare 

similarities or observe contrasting viewpoints from the responding companies. Given this 

statement, we deliberately wanted to make consistency and variation when choosing companies 

in order of being able to explore similarities and divergences. In order of fulfilling this criterion, 

we intentionally chose INVs acting in diverse industries, but also by selecting two product-based 

and two service-based INVs. The variation in terms of industries incorporated INVs acting in the 

electronics, apparel, advertising and the accommodation industry. While the latter criteria 

included variety with regard to the type of business, where two product-based and two service-

based INVs were selected. The industry specific- and type of business variation will accordingly 

allow us to observe similarities or differences across dissimilar conditions granting us the 

opportunity to identify similar or divergent patterns. Without meeting these criteria of variation 

and consistency, cross-industrial and cross-business patterns might be neglected. We for that 

reason decided to put focus on a small number of cases. This number of interviews will 

additionally grant us the opportunity to go in depth to a higher extent allowing us to gain a higher 

degree of richness of the data. We therefore were able to collect deeper data from each particular 

company which ultimately provided us with more thorough results to our study. In order of 

reassuring mentioned qualifications for our research, critical criteria for the chosen companies are 

that they are: First, obliged to be international from inception and have sales in multiple 

countries. Second, had to be conducting marketing efforts at all their chosen markets. Third, 

incorporate the above mentioned criteria of consistency and variation. The first step in collecting 

our data was to identify and select appropriate companies for our research. With all companies 

following mentioned criteria we were able to collect the valid and reliable data to answer the 

research question. 

 

In order to select the most suitable companies for our research, as well as assuring that the 

companies are inside the scope of our desired definition, we firstly utilized the search engine 

Google.se with the search word: “international new ventures in Sweden” as well as “born globals 

in Sweden”. When doing so we encountered the website bornglobal.se. This website is verified as 

a company who helps Swedish startups, with a desire to go global from inception, helping them 
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realizing a verified and scalable business model. This web site program is run by Chalmers 

University of Technology, Chalmers is one of the top Swedish universities for engineering, 

ranking within the top 100 schools for Electrical and Electronic Engineering in the QS World 

University Rankings by Subject 2015. Additional, the main part of the costs for participating in 

this developed program is covered by Almi and Vinova. Almin and Vinova are both two 

government owned companies providing risk bearing loans and consultation for new ventures in 

a need of capital. As this program thereby is developed and supported by national government 

owned companies, the credibility of the companies represented on the website can be regarded as 

authentic companies to perform our research on. On the website there was a list of companies 

who had gone through the program with a successful outcome and thereby could be classified 

through our definition as a INV. Although we were only considering studying a few companies 

for our research, we initially contacted a number of companies from the website. The intention 

with this was to regard the limit of time and possibility of collecting most accurate companies as 

well as making sure not to stand short of companies to interview when initiating our research. 

After the leading contact and researching about the respondents, following companies were 

selected: 

 

Company Y: Company Y is a Swedish manufacturer and retailer of a high quality unisex product 

targeting people for every occasion, mindset and style. Two Swedish entrepreneurs, whom are 

still today the owners of the company, founded the company in 2008. They have grown to have a 

physical distribution in 70 countries and work with 8000 outlets all over the world. In 2014 their 

sales reach over SEK 120 million, which correspond to a retail value of SEK 600 million and 

with a predicting of a 50% growth for next year. Besides the physical sales the company as well 

has a large-scale global e-commerce where they sell to customers all over the world through their 

own website. With a growing product portfolio and network of global outlets company Y have 

initiated a series of successful collaborations with brands and artist all over the world. With 

respect to the Company Y’s preferences to be anonymous, anonymity will be regarded to both the 

company name and the interviewee. For this reason the interviewee will be considered as Anders.   

 

Happy Booking: The long time entrepreneur and CEO Thomas Andersson and Henri Toivonen 

co-founded Happy Booking in Luleå, Sweden in 1998. Happy Booking is an all-in-one solution 
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hotel management system for small and medium sized hotels and hostels for which they provide 

website, online booking, online payment support, and hotel management systems. They help 

maximize their targeted customers’ processes by automating their booking system in different 

aspect. The company's service product is expanding and can today be found in six different 

countries all over Europe where they work with more than 150 customers and they are currently 

expanding by 15 percent per month. The interview was performed with the CEO Thomas 

Andersson. 

  

Happy Plugs: Happy Plugs was founded in 2011 by the Swedish founder and CEO Andreas 

Vural. The company sells consumer tech accessories where their main product is their colorful 

headphones, but has expanded their product line with speakers, cases and cables. Their aim of 

extending their products from solely tech into an fashion accessory has developed them into a 

international fashion and lifestyle brand with a strong emphasis on design, packaging and 

external attributes. The products are unisex but the company aims for a female target group 

making 85 percent of their customers females. Today Happy Plugs are sold in 70 countries and 

can be found in over 6000 retailers making it a global phenomenon. Since the start Happy Plugs 

has sold over 1 million products and 2014 the company had a turnover of SEK 44 million with a 

profit of SEK 10 million. Our interview was conducted with their global marketing director, 

Linda Nordlund. 

  

Damn Good Agency: Claes af Burén and Anki Engman founded Damn Good Agency 2012 in 

Stockholm, Sweden. Damn Good Agency is an advertising company, which focuses on integrated 

brand communication and offers services in advertising, marketing, communication and digital 

marketing. In 2014 the company had a turnover of SEK 20.2 million and currently has 15 

employees. The company has grown to have customers expanding in various European countries 

with diverse products and services. Our interview was conducted with marketing specialist, 

Christer Nilsson. 

 

The company information is depicted in Figure 2. 
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Figure 2: Company Information 

 

3.3 Data collection  

As we seek to investigate a specific phenomenon, and distinguish the particular rationale behind 

it, this thesis will include a number of semi-structured interviews. Additionally, since this thesis 

will be of an exploratory nature, is becomes appropriate to incorporate and construct non-

standardized, qualitative types of interviews (Cooper & Schindler, 2008). These kinds of 

interviews provided us an opportunity to make the interviewees explain and build on a specific 

area of interest, but also lead the discussion into potentially neglected, or previously not 

considered areas. The possibility of discovering areas of significance, which might add depth and 

an increased understanding of the research question, but also making it possible to address the 

research question in a better and more comprehensive way is increased (Saunders et al., 2009). 

Accordingly, allowing us to dig deep into a specific phenomenon, and enabling the research 

question to be answered in a more thorough way. Ultimately, the semi-structured interviews will 

allow us to avoid possibly neglecting the areas of significance that might occur with structures 

interviews and quantitative types of studies (Myers, 2013). 

  

All companies were primary contacted through email and after an agreement to participate, the 

most appropriate person in the specific area from each company were selected. In order of 

selecting the most suitable interviewees, we made sure they had the responsibility of the 

company's’ marketing and through that possessed the legitimate knowledge in line with our 

research endeavor. This was done in order to get as reliable answers as possible to our research 

question. When finding suitable interviewees, the aim of the study was further explained 
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followed by agreeing on a time for each interview. In order of not confusing the interviewee the 

questions were created and prepared in a logical order under each aspect of the resource topic. 

Our interview guideline was thereby created with a correspondence to our theoretical framework 

(cf. Appendix: Interview Guide, p 57). This assisted us to organize and operationalize our 

questions into five themes in order to cover all areas of interest as well as making the interview 

guide perspicuous (Myers, 2013). To obtain valuable information from the interviewees, trust and 

credibility towards the interviewer must be built, otherwise doubts about validity and reliability 

may be raised. There were several factors taken into consideration in the process of obtaining this 

relationship. Saunders et al. (2009) contended that credibility can be reached by supplying 

relevant information to the participant before the interview. For that reason, after confirming date 

and time for the interview, we sent our interview questions to the interviewees a few days before 

the appointment date. By doing this credibility for the research will be increased as the 

interviewees can prepare their answers which will give more accurate and valuable answers, as 

well as save time for the interviewees. As where the place of the interview is conducted might 

also influence on the obtained data (Myers, 2013), the most proper location to conduct the 

interviews is the one that is convenient for both the interviewees and the participants. For the 

convenience of our respondents we chose to conduct the interviews at their workplace. All the 

interviews have been recorded and also transcribed in English. This allowed for exact quotes 

from the interview, which granted us to increase the credibility of the thesis furthermore (Bryman 

& Bell, 2007; Myers, 2013). Before starting the interviews we were very accurate with asking the 

participant if the recording of the interview was approved, due to probable ethical issues may 

otherwise arise (Myers, 2013). Each interview lasted on an average approximately 40 minutes for 

a total of about 4 hours of interview time. Each company consequently provided a clear, in-depth, 

and extensive understanding on how they managed their companies’ process of rapid 

internationalization as well as their marketing efforts. 

 

3.4 Data analysis 

After each interview had been conducted, the different perspectives were discussed and 

contrasted through the comparison of the gathered information from the interviewees with the 

chosen theory. The recordings from each interview were also immediately transcribed by both 

interviewers. This was done in a timely manner after each interview in order to avoid a build-up 
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of many recordings as well as for the purpose of freshly remembering the interview process and 

relating to the content in a better way (Saunders et al., 2009). Our transcription process was 

completed in two steps. First we transcribed all the relevant information from each company 

separately and under the categorization of each question and theme in the interview guide. This 

provided us with a clear view of the individual attitude from each company separately. The 

second step incorporated the answers and attitudes from each company in regards of the separate 

themes. In order of keeping each company's answer separate we coded the individual responses 

with contrasting colors and then organized them under the respective themes. Color coding of the 

collected data supported us with a clear perspective of both the overall opinions, but also each 

company's separate thoughts, hence diverse attitudes and responses were observed.  
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4. Findings 
 

In the following section the findings of the collected empirical data are presented. The findings 

are compiled under each resource theme where additional sub-themes are presented as they 

emerged in relation to the theoretical framework.  

 

4.1 Marketing Capabilities 

4.1.1 Information sharing - The essence of transparency 

The importance of having right marketing capabilities has shown to have strong impact when 

wanting to confront a foreign customer base and directing the organization on the right path in 

contrasting environment with varying customer needs and expectations (Ripollés & Blesa, 2012). 

One major constructor of a firm’s marketing capabilities showed to be the sharing of information 

with other companies. Larson (1991) conclude that this relational exchange will contribute to 

varying kinds of benefits such as product advancements, increased response times and various 

administrative process improvements. This phenomenon of information sharing, but most 

importantly the notion of transparency, can subsequently be seen at Happy Plugs where Linda 

explains: 

 

“We are a very transparent company. We want to sell the product but also the story of Happy 

Plugs, so as we love our brand we want our retailers and distributors to have the same feeling 

about us and the brand. Therefore we are really transparent about the things we do (...) we share 

all the reports, everything we know, but also let them tell us all they know. We believe that 

sharing is the only way. Sharing is caring, if you give, it will come back.” (Linda, Happy Plugs) 

 

The aspect of information sharing has shown to have its numerous relational benefits (Larréché, 

2000; Larson, 1991; Ripollés & Blesa, 2012), however more interestingly; the advantages of 

transparency have shown to be of high significance for companies’ benefit. Thomas from Happy 

Booking further exemplifies: 

 

“Transparency will benefit our company, it’s not to be nice, it’s to improve ourselves and get 

better results from our partners. We are very transparent; we pretty much show them everything 
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because it is in our interest. The more they know about the product the more we can improve. 

We’re not locking in any data.” (Thomas, Happy Booking) 

 

The extent of transparency is now evidently shown to be a crucial aspect for companies in their 

conduction of business. The indication that the notion of transparency works as a way of bonding 

partners together, thus a way of building trust in their construction of marketing capabilities and 

by that a aspiration for long-term relationships. Similar finding of information sharing can 

consequently be found by Larson (1991), where the long-term relationship begun with 

information sharing based on economic necessities, such as know-how transfers, but also with the 

exchange of social relations, as growth of trust, expectations, and norms. Such resemblance can 

additionally be seen by the research conducted by Morgan and Hunt (1994), where trust is 

developed by the sharing of information which subsequently promotes cooperation and 

relationship commitment. Christer illustrates: 

 

“We are open with our information. (...) as we are a part of companies’ business strategies we 

are in need of knowing the whole picture. Our information about ourselves and our partners is 

therefore open when we work with them, it has to be, they need to trust us.” (Christer, Damn 

Good Agency) 

 

Christer mentions the importance of creating trust as a way of achieving increased efficiency of 

the company’s business networks. In order to gain this trust from the business partners it is clear 

that these companies use their transparency in terms of information as a gateway of generating 

this bond. Morgan and Hunt (1994) acknowledge that relationship commitment and trust 

develops through things as providing various resources, creating similar values, and sharing 

valuable information in the business relationship. The sharing of this kind of resources through 

being transparent is proved to be highly important in the creating of trust, aligning with the 

conclusions of Morgan and Hunt (1994). 

 

4.1.2 Marketing assets and resources - Development comes from the inside 

A company utilizes its intangible and tangible assets and resources in order of achieving and 

expanding their marketing goals and related activities (Nath et al., 2010). The authors further 
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acknowledge that the intangible assets and resources is the knowledge about the marketing and 

market they carry and how they further incorporate them into all their marketing related 

activities. In line with this, all interviewed companies disclose the important aspect of utilizing 

their acquired knowledge as well as considering their demand when hiring new employees. 

Although pointed out as essential to hire people with the right knowledge and experiences, 

contrasting thoughts likewise emerged. It was explained as important that the employees had 

development capabilities and thereby could learn and be shaped in alignment with the company's 

situation and its necessities.    

 

“Every person here that we hire has the core competence to do his or her job. So the marketing 

person knows how to do marketing because they have the experience, but we have a ‘can do’ and 

‘hands on’ attitude, you can come quite far because you want to. People act as if we want to do 

something we can do it, we can try it. So I´m more thinking increase the motivation and train the 

skills. “(Anders, Company Y) 
  

Anders declaration makes evident how employees skills are highly valued but have development 

prospects. The company's contradictory mindset in this matter makes it evident how the limited 

resources for INVs extracts a fine line for the company's on attaining employees with the right 

experiences but where people with the right mindset may be even more crucial.  

  

“We are both knowledge and are experienced. Everybody has a reason why they work here. We 

are also a young startup where one can be shaped by the company and learn from scratch. You 

have to try with the resources that you have, it´s impossible to know everything.” (Linda, Happy 

Plugs) 

  

Further it is explained to complete and develop the team along with that the company needs to be 

moving in a faster and stronger pace. 

 

“We complete each other, a mix of studied knowledge with knowledge from working within the 

business as the backgrounds in the management team is really diverse and that is what is good 

for us. It keeps us fast and strong as we are up for challenging each other. “(Linda, Happy 

Plugs) 
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Freeman et al. (2006) and Jiménez-Naharro et al., (2010) debate for the higher need of 

communication software and assistance tools, thus tangible assets for a INV. All the companies 

express this aspect when mentioning technological tools as an important condition for their 

company to utilize in order of recognizing their customers and further reaching their marketing 

aspirations. An additional agreement among the companies is the shift of utilizing online 

communication assets instead of the more traditional tangible trade materials. This finding is not 

in line with theories where tangible assets as magazines, manuals, newsletters ads are explained 

as the most used type of assistance for small businesses when sourcing their marketing business 

specific possibilities (Freeman et al. 2006). Linda at Happy Plugs and Anders at Company Y both 

signify this aspect when declaring: 

 

“We work with different tools such as social media, PR agencies, trend analytics and of course 

talking to consumers. This gathers all the information of where we have been mentioned, so we 

can collect knowledge about our situation. “(Linda, Happy Plugs) 

  

“For e-commerce we work with different tools as an emailing tool, business analysis tool, 

segmenting tool, marketing tool etc. So we use a lot of software on the e-commerce side. 

“(Anders, Company Y) 
 

4.1.3 Customer relationship management - Communicating through technology  

To have a strong customer orientation, an explicit customer group and a close customer 

relationship is explained by Tabares et al. (2015)  to be crucial in order of focusing on the most 

profitable customers and reach the highest company profit. Thus, recognized as a bilateral 

agreement throughout the interviews as central when working with their marketing aspirations; 

  

“We also do a lot of market research, like calling potential clients and asking open question to 

get the feeling of that market. We try to gather this information to learn about the potential 

clients and we also work with face-to-face meetings to get the information out of them. This will 

provide us with better and more understanding answers.” (Thomas, Happy Booking) 
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This statement goes in line with research allegation that the potential of targeting their marketing 

efforts and establishing important partner relationships of relevance makes customer orientation 

an essential marketing variable for INVs (Jayachandran et al., 2005). Contradicting thoughts of 

this aspect though emerged during the interviews. Customers were explained as like-minded and 

thereby the company only had to get their products or services out, and where the utilization from 

customers would be the guiding to what markets to approach and have potential success. 

  

“We work with a lot of tech tools. People and customers are not so different.” (Linda, Happy 

Plugs)   

  

The focal aspect throughout all the interviews is the importance of in different aspects utilize the 

technical tools. For the INVs to be able to carry through their marketing aspirations and reach a 

wide spread of customers and markets, applying the technical development and its tools are made 

obvious as a crucial aspect. The tools make cross-border communication accessible, improving 

the perspective of the customers and further the possibility of quality relationships which are 

aspects all recognized by the interviewees as well as by Jayachandran et al., (2005). 

  

“We don't really do marketing, we do PR. What we aim for is to do seedings (giftings) to 

influencers as big bloggers and celebrities. We don't pay them but we get recognized and 

associated with all the fashion brands. And then we do Instagram and Facebook where you have 

the possibility to have a dialog and communicate with the customers (...) people can agree and 

disagree and we can by that get feedback.” (Linda, Happy Plugs) 

  

Several of the INVs work with distributors to help selling and getting their products out thereby 

making them distant to the customers. Out of this aspect, the technical tools generate the 

possibility where they can keep track of their customers and marketing aspirations. This is 

explained to be of crucial importance: 

  

“With CRM we are mostly working on our e-commerce and in our own retail stores, because on 

distribution we are not closest to our customers.” (Anders, Company Y) 
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“Most is managed by the distributors and retailers as our products are mainly sold by others. 

But we handle everyone that shops our product and from our website, we use a tool which we can 

drag a lot of data from.” (Linda, Happy Plugs)  
 

4.1.4 Market knowledge - Research is key 

Market knowledge has been seen as an influential marketing capability for companies’ foreign 

market entry decisions and overall success (Johanson & Valhne, 1977, 2009; Ripollés & Blesa, 

2011). Infact, there is shown to be a correlation between the market knowledge that a company 

possesses, and their choice of market, and commitment when conducting business internationally 

(De Clercq et al., 2005). In addition, the differing customer environments and the unconventional 

circumstances that the INVs face in their foreign markets is a indisputable fact (Knight and 

Cavusgil, 2004). Having the right marketing capabilities in terms of market knowledge will thus 

help INVs overcome the various diversities that originate in foreign markets as a consequence of 

the differing customer demands (Knight and Cavusgil, 2004). This is accordingly explained by 

Christer at Damn Good Agency:  

 

“The research is important. We have so called planners at the company who does research about 

what the market is like, how the customers react there, what media they work with, what other 

players are big there etc. The research could be about 60% of the total work in order to get the 

right message out and target the proper channel. This will help us to pinpoint the market group 

or specific people we want to tell our message to, otherwise it's just becomes guessing.” 

(Christer, Damn Good Agency) 

 

Christer explains the importance of conducting research before entering a foreign market. Here, 

in line with De Clercq et al., (2005) findings, it is noticeable that the amount of market 

knowledge that a company possesses has a positive influence on the company’s choice of market, 

but also the commitment it engages in. Thomas at Happy Booking further explains the influence 

of market knowledge, but also how important it is to confront each market given its persistent 

divergence: 
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“You have to learn about each market because it's not the same for everyone, you cannot just 

learn it once and simply go worldwide. I guess you have to learn every market because there is 

both how you do business, and there is culture, and also a lot other of things that you need to get 

to know at least a little bit about.” (Thomas, Happy Booking) 

 

The differences in customer expectations and demands are pointed out. The interest of gaining 

the appropriate market knowledge before pursuing a foreign market is thereby shown to be key 

(Ripollés & Blesa, 2011). More interestingly however, is its significance for smaller companies 

who have a desire to go international. Christer continues:  

 

“Sometimes the budget doesn't allow a broader target group so you need to focus on the right 

one, [therefore] the planning and research of the target group becomes extremely important. This 

[knowledge] then becomes even more important for smaller companies where it's difficult for 

them to bring out the message with the often smaller budgets than the bigger companies.” 

(Christer, Damn Good Agency) 

 

As INVs tend be smaller and resources-constrained it is often hard to enter foreign markets with 

lack of these important marketing capabilities. However, with a forcible marketing-orientation 

and differentiation strategies it will facilitate the process and contribute to exceptional 

performances, potentially overcoming these constraints (Knight & Cavusgil, 2004). Knight & 

Cavusgil (2004) argue that managers that creates specific marketing-related strategies aim at 

overcoming these challenges for each market approach, and thus maximizing their performances. 

This can be seen by the commitment that the companies engage in prior to their penetration of the 

market. When the budget is limited, the planning and research becomes increasingly important 

where committing a large amount of resources is not an option for financially limited INVs. To 

tackle this issue, it evident that these INVs engage in pre-entry efforts in order to gain the specific 

market knowledge of the country they choose to target.  
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4.2 Business networks 

4.2.1 Building business networks - Personality & trust 

Numerous companies engage in business networks in order to gain different kinds of benefits for 

their aspirations when going international. Networks are known to contribute to legitimacy 

(Lounsbury & Glynn, 2001), knowledge exchange and coordination among the parties (Larson, 

1991), work as a platform for information and know-how transfer, and a way for companies to 

reduce uncertainty as mentioned by Uzzi (1997) and Ohmae (1989). Building these business 

networks has thus become an important task for companies given its benefits, hence even more 

importantly for INVs with their often restrained and limited resources at inception. Christer 

explains how this is done: 

 

“We try to meet them in the environment they are at, for instance different meetings and events 

where we try to socialize with them. We talk about ourselves and try to gain a personal 

connection. It's difficult to just call and say we should meet; instead we need to be out to meet 

people and discuss things over lunch. It’s a lot of face--to-face meetings. For us is the 

engagement in personal relationships the most important ones.” (Christer, Damn Good Agency) 
 

Baucus, Baucus and Human (1996) and Repollés & Blesa, (2012) mention that INVs can use 

their marketing capabilities as a way of building business networks and thereby gain resources 

and increase their commitment in international markets, which would in turn encourage INV 

success and facilitate the foreign market entry process. From this point of view, marketing 

capable companies will benefit largely from seeking competent foreign intermediaries because in 

international markets strong distribution capabilities simplify promotion, customer relationship 

management and ease downstream marketing activities. INVs that have a higher degree of 

marketing capabilities, have also a higher possibility to access more partnership opportunities in 

the foreign market, given them the ability to gain things such as distribution channels, 

technology, and new customer bases (Baucus et al., 1996). As a result, indicating that the 

development of marketing capabilities will largely promote the engagement in creating business 

networks which are of high importance for the internationalization process and success for INVs. 

However, engaging in relations through personal meetings seems to be decisive for building these 

networks, Linda elaborates further:  
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“We have personal meetings were to talk to the distributors. We tell them the story of Happy 

Plugs, what the products are, and how we should do the marketing. We basically pick the bigger 

distributors in different countries and pitch our product to them.” (Linda, Happy Plugs) 

 

In addition, Thomas at Happy Booking extends the effect of personal meetings: 

 

“The relationship at a personal level is very important. When we engage in business networks we 

always try to meet them first. You have to pitch for them and believe in your idea and yourself in 

order to convince them. This helps if something [later] goes wrong, it's just to pick up the phone 

and call them if you already have met them.” (Thomas, Happy Booking) 
 

The engagement in personal relationships to gain partnership opportunities seems to be an 

important course of action that the INVs undergo. It is apparent that this approach perhaps 

generates most trust, thereby increasing the chances of successful partnership opportunities, 

Christer continues: 

 

“The big players can simply get clients through their reputation and résumé. For smaller 

companies however, the personal relationships become key. We sometimes do free projects for 

new partners in order to build trust, and by that, engage in a relationship if they become 

satisfied, building trust without payment.” (Christer, Damn Good Agency) 
 

Trust influences relationship commitment (Morgan & Hunt, 1994), a statement which is clearly 

seen by the INVs’ engagement in personal meetings on the mission to achieve business network 

connections. Relationships which have a good indication of trust are so highly appreciated that 

companies are willing to commit themselves in such relationships, ultimately indicating that trust 

is precursor of relationship commitment (Morgan & Hunt, 1994). The personal relationships are 

thus very valuable, generating a portal in achieving a perception of mutual trust between the 

business partners which eventually lead to a long-term relationship. This subsequently can be 

seen in the line of companies above explaining their commitment into creating personal meetings 

with potential partners and through that building trust to achieve their ultimate goal of accessing 

business networks along with its benefits.  
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4.2.2 Embeddedness - A mixed blessing 

Embeddedness addresses the extent to which the parties in a business relationship are engaged to 

one and other. Authors studying business networks have agreed that the degree of embeddedness 

plays an important role in understanding the extent of cooperation and effectiveness that 

networks generate, thus making the degree of embeddedness an important aspect in the study of 

business networks. The exchange among parties in a business relationship can be loose, as in 

impersonal and shifting, but also stable, where the maintenance of deeper social exchange is 

active in the relationship of actors (Powell, 1990; Uzzi, 1997). This phenomenon of engagement 

can in that sense be explained by Thomas at Happy Booking where the degree of embeddedness 

is pointed out: 

 

“We don’t sign up with one partner a long time, we try to be more flexible and try to keep our 

relationships as open as possible.” (Thomas, Happy Booking) 
 

The company Happy Booking clearly has an engagement which shows signs of a loose type of 

relational exchange in their business networks (Powell, 1990; Uzzi, 1997). However, Morgan and 

Hunt (1994) stress the importance of these business networks which contribute to increased 

relationship marketing success as a result of higher cooperation among the networks. It is 

suggested that an increased amount of engagement among the actors in business networks will 

foster trust. This will in turn raise the level of commitment, making higher engagement contribute 

to a greater level of success in the relationship. Thus, having a higher degree of engagement will 

lead to increased levels of trust and commitment which will subsequently generate a heightened 

grade of cooperation among the actors in the relationship (Morgan & Hunt, 1994). According to 

Morgan and Hunt (1994), such cooperation would enable the parties within the business network 

to gain a sustainable competitive advantage over its competitors. A such high grade of relational 

embeddedness can subsequently be seen by Christer’s brief answer on whether a higher degree of 

engagement is more advantageous, later followed up by Linda's point of view: 

 

“Yes of course (...) it’s extremely important with more engagement.” (Christer, Damn Good 

Agency) 
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“More is better. More engagement is better with everyone you work with. Connect in a personal 

way and speak to your partners.” (Linda, Happy Plugs) 
 

These two companies certainly believe that an increased level of engagement is more 

advantageous as opposed to relational exchanges where information is more loose and 

impersonal as constantly emphasized by Morgan and Hunt (1994). Yet, it's equally important is 

to notice the fact that networks and the degree of embeddedness can have a disadvantageous side 

where Christer explains the negativeness of too much trust in a business relationship: 

 

“Business networks can be disadvantageous. It can be if you know each other too well (...) it’s 

not about just [knowing] one person, you really need to have everyone at the company part of it 

and liking what you do. Everyone should like each other. Therefore too much trust can be bad.” 

(Christer, Damn Good Agency) 

 

Christer explain that creating relationships merely with few individuals can have destructive 

consequences. Trust is something that should be gained by the organizations as whole and not 

solely between few people. Linda at Happy Plugs further expands the dark side of too much trust: 

 

“You should not trust people too much; it can get back at you. Depending on each other and a 

good relationship too much is bad, then they can hassle you.” (Linda, Happy Plugs) 
    

Although Morgan and Hunt (1994) suggest that increased trust is a good thing which will 

continuously foster increased relationship commitment and thereby provide various company 

benefits, it is now evident that too much trust can have destructive outcomes. Similarities can for 

instance be visible by the research conducted by Coviello (2006), where networks in some 

situations can have a constrainable effect on the development of INVs. Networks can thereby 

become sparser, suggesting a higher level of fragmentation than integration making them as a 

result less stable. In addition, Uzzi (1997) mention the paradox of embeddedness in relation to 

network ineffectiveness where over embedded networks can release negative sensations leading 

to animosity and revenge behavior among firms. These kinds of behaviors will consequently 
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result in the reduction of the ability to meet things such as economic demands and reduce rational 

decision making.  

 

4.2.3 Business networks and internationalization - Era of the internet 

Research has shown that conducting business internationally often requires exceptional 

knowledge of the market which enables and facilitates the internationalization process, but also 

grants higher commitment entry modes (De Clercq et al., 2005; Gleason & Wiggenhom, 2007; 

Johanson & Valhne, 1977, 2009; Ripollés & Blesa, 2011). In order to achieve this kind of 

knowledge of the foreign market, companies desired to go international often seek to engage in 

business networks (Laanti et al., 2006). These kinds of engagements will accordingly lead to 

various benefits which will help the internationalizing companies to understand the changes and 

diverge conditions which exist in the foreign markets (De Clercq et al., 2005). As a result of the 

shortage of knowledge about the foreign markets and the level of uncertainty and risk that it 

results in (Efrat & Shoham, 2012), an engagement with different business networks is thereby 

seen to be crucial for INVs. Hence, Linda at Happy Plugs explains the importance of engaging in 

business networks to facilitate the process of approaching foreign markets: 

 

“Partnerships are definitely needed. For us our distributors help us sell our products and they 

tell us where and to who to go. They have the knowledge, contacts, and relationships, so to rely 

on them we need to create a good relationship towards them.” (Linda, Happy Plugs) 
 

As much as this approach seems to be beneficial when wanting to confront a new customer base 

and gain foreign market knowledge, it becomes evident that some INVs have a slightly different 

strategy of achieving their goals when going international. Thomas at Happy Booking points out: 

 

“I don’t believe that it is crucial to have business networks in order to enter foreign markets 

today, it is not a must, however it’s not a channel that you should shut down either.  It’s possible 

to do it on your own - through the internet. We try to penetrate the market as good as we can, 

either through partners, or by ourselves through social media, such as Facebook campaigns or 

Google AdWords.” (Thomas, Happy Booking) 
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The internet along with its portals of social media is shown to be significant for international 

endeavors. This behavior can likewise been at Company Y where Anders explains the importance 

of the internet today in a more comprehensive way:  

 

“You can simply start with Google research and you find so much on the internet. This is not just 

reading Wikipedia; you have articles, online magazines, online books, forums, websites etc. 

There is a lot of information out there. (...) I simply Google it and we get a report. Nowadays 

knowledge and information has changed, they are very much digital. But of course you always 

have physical networks where you can go to other companies who already are on that market 

and ask them.” (Anders, Company Y) 
 

Company Y’s engagement in business networks has thereby seemingly not had a major impact on 

the knowledge gathering process that INVs usually go through when desiring to enter foreign 

playgrounds. Rather, interestingly enough, the engagement in such networks does not seem to be 

a must when asked these companies. Anders continues on the question whether it is possible to 

conduct business internationally without the engagement in foreign networks: 

 

“Absolutely, there are many companies doing that already. If you have a good product it 

basically sells by itself. It's just that not every company has a good product, and then of course 

you would need to go abroad, engage in physical networks etc. But due to the nature of internet 

you can buy online advertising in any country in the world by Google AdWords and then you will 

have some people buying. I would say it's not necessarily needed.” (Anders, Company Y) 

 

These newly established INVs are shown to gain their foreign market knowledge not necessarily 

through the use or foreign business networks as mostly suggested by literature (De Clercq et al., 

2005; Gleason & Wiggenhom, 2007; Johanson & Valhne, 1977, 2009; Ripollés & Blesa, 2011), 

but rather through the internet and its gateways of social media. Thomas and Anders mention 

thus that the business networks are not something that should not be neglected, but that the era of 

today's technological and economic advancements (Chetty & Campbell-Hunt, 2004)  has also 

made it possible to conduct business and gain knowledge through additional more distinct types 

of channels. 
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4.2.4 Risk reduction - Do your homework 

Engaging in business networks ties different actors together, such as business partners, agents, 

friends etc. These kinds of ties are proposed to be essential in for instance risky investment 

situations where leveraging resources on multiple business actors can adjust for unexpected 

events and mitigate potential risk (Uzzi, 1997). Ohmae (1989) mention this phenomenon of risk 

reduction, where it's described that networks work as necessary assets for internationalizing 

companies in order to enter foreign markets in a fast and profitable way without taking any major 

risks. Uzzi (1997) states that increased cooperation amongst networks will provide a base for an 

increased rate of successful investments. These investments that are possible in such networks 

could not possibly be generated by acting alone, where the risk might be exceptionally higher. 

Companies in business relationships thereby look at shared equity not as a decreased level of trust 

but rather as a indication of risk sharing (Uzzi, 1997). Christer starts with explaining the process 

of foreign market entry, where the significance of business partners is pointed out in dealing with 

the risk: 

 

“It's something that you sort out together with the clients. What is the risk? How do we react if 

the message doesn't fly? What do we do if the product doesn't sell in the markets? Do you invest 

more or do you step out? It's a difficult question. What we try to do is add as much knowledge 

and information we can from our point of view to get them the bigger picture of what is going 

on.” (Christer, Damn Good Agency) 
 

The risk which exists in foreign markets is a certain thing (Ohmae, 1989). The commitment to 

such networks is revealed to partly be as a precaution to mitigate the potential risk and 

uncertainty that exists in the contrasting market. The work which is jointly done in the pre-phase 

of foreign market entry, evidently shows to be rather important for some companies on their 

international journey. However, Anders reveals a somewhat different story about the dealing of 

risk: 

 

“What you do in the beginning is you avoid any risk because you want to learn about the market. 

Let's take distribution as an example. You go to a new market and ask yourself: can we sell the 

product at our price? Do we need to change the price? Do we need to change the color? So you 

do everything in advance and run through your checklist and see if everything is ok. You actually 
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minimize your risk before going to the market. You do your homework before you go to the exam. 

It's not necessarily about business networks but rather the research before (...) however they can 

be part of the research, but I would say it is not the major thing.” (Anders, Company Y) 
 

Anders at Company Y explains a slightly different angle in the mitigation of the risk. The 

possibility of networking is an example which can be followed by companies wanting to ensure 

the exposure is minimized as mentioned by Ohmae (1989) and Uzzi, (1997). However, this 

assurance of lower risk taking is not a path that appears to be optimal according to Anders. 

Rather, the pre-entry research process which can be conducted through an engagement in 

business networks, or in this case, simply by pure web-based analysis which is rather more 

advantageous.  

 

4.3 Financial resources 

4.3.1 Financial limitations - A low-cost strategy 

Jiménez-Naharro et al. (2010) outlines that at a starting point the lack of financial resources is 

one of the main constraints for smaller companies and startups rapid internationalization. The 

financial restraints are evidently confirmed by all the interviewed companies. 

  

“At a starting point the lack of resources, lack of money is the main obstacle and therefore is the 

reason why a lot of startups, at a beginning have to shut down.” (Linda, Happy Plugs) 

 

The companies mark the necessity of employing salespeople, technical tools and other resources 

for enable an extended internationalization as INVs proceed. All the companies’ thereby stress 

the importance of in the most efficient and proper way of utilizing their resources in order of 

gaining the most out of the limited resources. It is evident that the companies are conscious that 

the smallest mistakes could have fatal outcome, also noticed by Weinrauch et al. (1991). 

  

“We try to set ourselves as a small, effective, personal agency that solved the real problem for 

the companies. It's no point of making a really nice advertising feel that kind of goes on the TV 

(...) then you walk in to the clients and it doesn't sell.” (Christer, Damn Good Agency) 
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The companies likewise stress for a low-cost marketing effort at a starting point where traditional 

marketing approaches with magazines and TV ads and advertising is not seen as the right strategy 

to follow. The need of extensive practices as trade shows, increased seedings etc., is notified as 

very important but is in need of a higher financial contribution which might not possible in an 

extended range at a starting point for a INV. 

  

“At a starting point we send the product to opinion leaders. Because at the beginning you don’t 

have so much marketing money so you give it to your friends that you can see are influential so 

they can spread the word. So of course at the beginning it's a lot of mouth to mouth.” (Anders, 

Company Y) 

  

Applying a low-cost marketing strategy is explained by Weinrauch et al. (1991) as a suitable way 

INVs should market their products and services in the most cost-efficient way until they have 

been able to deal with their financial restrictions. As the company grows and revenues increase 

extensive marketing aspirations can be taken into action. Linda makes this course of action 

evident by stating; 

  

“We started with gifting (seeding) the product to the coolest people so they could post about them 

to spread the product. This is what we still do but now also to all different markets. Now we also 

do trade shows, that’s where all distributors see the products they want. Before we could never 

do trade shows they cost so much. But now each year our booth gets bigger and bigger as we 

grow. Now we also can have a PR agency in markets where we see we are big with high sales 

and growing.” (Linda, Happy Plugs) 
  

To follow this low-cost path utilizing the constant technological advancement and applying social 

media as one of the main marketing channel is made evident for all companies. The possibility of 

reaching out with their products to an extensive spectrum of customers and markets to a low cost 

is seen as the most cost efficient way of doing their marketing. 

  

“Of course at the beginning it's a lot of mouth to mouth. Although internet is the most efficient 

way of doing marketing, for consumer products it is the best, not only for e-commerce but also 

for distributors as digital is influencing online as offline sales.” (Anders, Company Y) 
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Social media is further explained as the proper channel to have the company’s cornerstone of 

marketing in today’s business world. Both Anders as Thomas makes this evident when 

commenting; 

  

“For a startup company with limited financial resources the best thing is to do social media 

because by that you reach the biggest target group. Exactly the same but at a bigger level for 

established companies.” (Anders, Company Y)  
 

“Marketing is a high expense for a company but social media is efficient and almost free.” 

(Thomas, Happy Booking) 

 

4.3.2 External resources - Keeping control 

We had some owners that invested some money in the company. We employed sales people that 

cost money, so you need to be able to cover that even if you don't get new clients.” (Christer, 

Damn Good Agency) 

  

The financial need and pressure INVs stand in front of at a starting point is such a crucial aspect 

it's impossible to neglect. As mentioned the complex situation of the desire to reach multiple 

markets provides the INV with an extended need of a financial requirement, which they might 

have to seek from external resources if exceeding their own capital. Tabares et al., (2015) 

explains this approach to be utterly expanded for INVs where external resources as investors, 

banks, shareholders can be seen as a necessity although putting the INV in a great level of 

indebtedness. Thomas from Happy Booking explaines: 

  

“We have external funding which comes from three private investors in terms of business angels 

but also one private investment company. We have budgets for a year directed by us and the 

business angels which we follow, if I would like to change something I would have to talk with 

them.” (Thomas, Happy Booking) 
 

The need for financial resources and the problems with this constraint is made evident throughout 

the conducted interviews. As a startup, with an extended international approach, they are in 
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further need of financial resources in order of having the ability to proceed with their marketing 

aspirations. The main concern with external funding is that depending on the amount of resources 

acquired the company might lead to partly, or fully losing control over the company; 

  

“So they have some influence of course and if we run out of money they have a lot of influence on 

what to do next, which means that you can get very dependent on other owners if you take in 

external money.” (Thomas, Happy Booking) 
  

It is explained that the loss of control of decisions over the company for the interviewed INVs is 

pointed out as the principle reason of why receiving external resources is tried to be excluded. 

  

“In the startup phase there was some financial help from friends and family but as o for today he 

is the majority owner but there are some partners. But the owner has always had the most 

influence over the company.” (Linda, Happy Plugs) 

 

Instead it is explained that at the starting point of the company a low-cost strategy in combination 

of internal funding is a procedure the INVs prefer. Johnasson and Mattson (1988) though 

recognize the alternative accessing to finance that is available as in diverse manners create 

alliances with other companies through joint ventures and strategic alliances. This will give the 

INV the possibility to financing the sourcing to their client base while utilizing other companies’ 

connections without putting themselves in a financially difficult situation. 

  

“This kind of knowledge becomes important for smaller companies where it's difficult for them to 

bring out the message with the often smaller budgets than the bigger companies.” (Christer, 

Damn Good Agency)  

  

Anders at Company Y and Linda at Happy Plugs both give prominence to how they have chosen 

to work with distributors in different markets in order of getting their product out and reaching 

their target group. The distributors may be seen as an alternative financier and a way to share the 

company's financial risk. Marketing aspects need financing, such as promotion, customer 

targeting, etc., this is handled by the distributors but the control over the company is still with the 

owner of the products. The companies explain how these opportunities will help them to expand 
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into large markets and optimize their reach to an extended customer group with the help of 

chosen distributing company. Despite the loss of revenues to the distributors, this is the 

preferable strategy at a starting point.   

 

“For us our distributors networks help us sell our products, they tell us where and to whom to 

go. They have the knowledge, contacts and relationships so we can rely on them so we really 

need a good relationship with the distributors. It's much faster and efficient than reaching out to 

each retailer ourselves.” (Linda, Happy Plugs)  

 

The interviewee makes evident how the traditional ways of funding INVs are along with its 

activities with financials from banks, shareholders, investors etc. and how this course of action is 

not a rather preferable way of obtaining financial resources. Linda from Happy Plugs makes clear 

how in today's business world the alternative way of receiving financial support for your startup 

has drastically increased and is explained to now be the preferable way of funding a INV; 

 

“We always start with building the brand. Basically we pick the bigger distributors in different 

countries, pitch the product to them, and then they help us sell the product to many retailers and 

consumers.” (Linda, Happy Plugs) 

 

4.4 Summary 

In a summary, the results from our empirical findings makes evident how all the three resource 

configurations of marketing capabilities, business networks, and financial resources influence the 

marketing approach of INVs. These resource configurations have additionally shown to be 

interconnected and are also influencing each other by a interaction in between. The conceptual 

framework, (Figure 1), was utilized in regards of analyzing the empirical findings. The analysis 

of the data made it possible to determine the most influential elements within the explored 

resource configurations that are influencing the marketing approach of INVs. The most 

influential elements in terms of marketing capabilities are proven to be information sharing, 

marketing assets and resources, customer relationship management, building business networks, 

and market knowledge. In regards of the business networks, embeddedness, knowledge exchange, 

and risk reduction are identified. Finally, financial limitations, and external resources have been 
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identified as the most influential elements of financial resources. These empirical findings are 

integrated in the extended conceptual model, (Figure 3), while the indicative quotes are listed in 

Table 1. 

Figure 3: Conceptual Model of Interactive Resource Configurations Influencing the 

Marketing Approach of INVs 
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5. Discussion 
 

Drawing from the resourced based view (RBV) perspective, we explored the resources of 

marketing capabilities, business networks, and financial resources, and their impact on the 

marketing approach of international new ventures. The applicability of this theory, which views 

the firm’s resources and capabilities as the main component of market entry and competition 

(Wernerfelt, 1984), is explained by numerous authors (Amit & Schoemaker, 1993; Cavusgil & 

Knight, 2009; Wernerfelt, 1984) to be viewed as a way of explaining the commitment of the 

crucial resources and capabilities that INVs utilize to realize their marketing ambitions. Our 

findings have hence identified the importance of the bundle of resource configurations 

influencing the marketing approach of INVs. The results of our study thereby show the alignment 

of the selected theory in accordance to the chosen resource configurations to be decisive for 

international endeavors, meanwhile in some aspects contributing to additional angles of 

significance. Evidently there has also been shown to be an interconnection between the resource 

configurations and that they are influencing each other by a interaction in between. This can be 

evident by the observation that each resource configuration may function independently but also 

work like a cornerstone in the construction of the other resource. This can for instance be 

exemplified by noticing that business networks can work as an assembler of overcoming the 

financial resource constraint, and at the same time construct the firm's marketing capabilities. 

Similarly, financial resources can work as a way of gaining more business network opportunities 

and simultaneously a way of obtaining marketing capabilities. These resources have thereby 

seemingly a synergetic effect in between which positively affect one and other. As the research 

method deliberately incorporated a multiple case study by the purpose of exploring similarities or 

differences across dissimilar conditions in terms of industries and business types, the findings 

indicate that there are no cross-industrial, nor any cross-business type differences. Accordingly, 

the findings rather suggest that similar patterns can be identified across the dissimilar conditions 

chosen influencing the marketing approach of INVs. Our main findings can be outlined as 

following: 

First, the influence of marketing capabilities have shown to have a strong impact on the 

international commitment INVs go through as a part of the rapid internationalization process (De 

Clercq et al., 2005; Oviatt and McDougall, 2005; Repollés and Blesa, 2012). Since a firm’s 
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market knowledge is seen as a superior aspect of the marketing capabilities that an organization 

possess (De Clercq et al., 2005; Johanson & Valhne, 1977, 2009; Ripollés & Blesa, 2011), the 

pre-internationalization research is shown be to key in the achievement of this kind of capability. 

The results thereby indicate that INVs are stressing the importance of achieving foreign market 

knowledge by beforehand conducted research. This subsequently supports the earlier studies and 

confirms the importance of market knowledge, but more importantly that increased amounts of 

foreign market knowledge positively impacts the INVs’ internationalization endeavors (De 

Clercq et al., 2005; Ripollés & Blesa, 2011; Knight & Cavusgil, 2004). More intriguing however, 

is the significance of such capabilities, i.e, foreign market knowledge for smaller, more resource 

constrained companies. Thus, by the definition of INVs, this might consequently imply the 

importance of pre-internationalization efforts for all INVs given that most INVs are small, 

resource limited firms (Jiménez-Naharro et al. 2010; Weinrauch et al., 1991). Furthermore, as the 

theory suggests that the engagement in business networks will work as a risk reduction 

mechanism and as an adjustment of various unexpected events for INV foreign market interests 

(Ohmae, 1989; Uzzi, 1997), the results actually show that pre-internationalization research is 

rather more advantageous than the acquisition of such capability through the engagement in 

business networks. Hence, additionally indicating the importance of pre-internationalization 

research efforts for INVs. Despite this recognition, a contradicting view can be identified as well 

where companies further have created a simplified view of an “equal mindedness” for customers 

worldwide. This view generalizes the different demands of customers on distant markets making 

the importance of pre-internationalization customer analysis efforts less appealing.  

Second, as information sharing has been determined to be a major precursor in the assembly of an 

organization's marketing capabilities, it becomes evident that companies use the notion of 

transparency in order to generate increased levels of trust between their business partners, in turn, 

generating greater levels of information sharing. The heightened levels of information sharing 

constructed by the trust among the parts subsequently works as a way of binding up their partners 

for gaining efficiency in their business networks and in turn potentially setting them up for long-

term fruitful relationships. The acquirement of INV marketing capabilities is seemingly obtained 

by transparency which constructs trust, ultimately lining up with the statement that trust increases 

relationship commitment and the possibility for long term relationships (Morgan & Hunt, 1994). 

Nevertheless, this statement by Morgan and Hunt (1994) however gets somewhat challenged. As 
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the levels of embeddedness are shown to play an important role in understanding the efficiency of 

relational exchanges in business networks (Morgan & Hunt, 1994) along with the companies’ 

willingness to engage in business networks for a variety of rewarding reasons (Larson, 1991; 

Lounsbury & Glynn, 2001; Ohmae, 1989; Uzzi, 1997), building such relations become of 

superior interest for INVs. The efficiency of personal meetings are shown to be a decisive factor 

in the construction of trust which in turn conceivably affects the ultimate goal of building 

business networks in a positive way. However, as it is concluded that more trust will lead to 

increased amounts of relational exchanges and greater levels of commitment among the parties in 

a business relationship (Morgan & Hunt, 1994), the results of our study shows a slightly 

alternative view on this matter, thereby challenging the findings of Morgan and Hunt (1994). Our 

results thus reveal that higher levels of engagement in personal relationships will foster trust and 

relationship commitment, but at the same time indicate that too much trust can be destructive for 

business as well, making the concept of trust a mixed blessing. The question of interest then 

becomes; where does the thin line go between efficient relational management and commitment, 

and too much destructive trust, in a business relationship?  

Third, the conversion of utilizing technology and technical tools when applying marketing 

aspirations is made evident throughout the interviews with the INVs. It is shown how, in different 

aspects, technology and tools has developed as the main aid and is delineated as a vital point for 

companies to utilize in order of streamline their marketing prospects. As technology conceivably 

plays an increasing role in all marketing fields, it ultimately develops as the main practice for 

companies working with their CRM aspirations. Having a persistent CRM is, in line with the 

declarations by Tabares et al., (2015), crucial in order of being able to focus on the most 

profitable customers and reaching the highest company profit. INVs thereby make it clear how a 

transfer from traditional marketing practices to a approach where technological services are the 

main tools, is made unquestionable. INVs today are getting further and further away from 

inefficient classic marketing and now see the benefits of employing advanced technological and 

online services to explore and communicate with their customers. This is equal with the 

indication from Chetty and Campbell-Hunt (2004), where today's era of technological and 

economic advancements makes this a possibility. Social media channels as Facebook, Instagram, 

and blogs stand out as the most significant and important way of communicating with the 

customers, thereby making it the companies’ most utilized marketing asset. The opportunity of 
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instantly getting products or services to targeted customers as well as receiving instant feedback 

is announced as maximizing the marketing aspirations and increasing efficiency. In addition, the 

communication possibilities that technological tools offer are in this manner explained as INVs 

way of keeping significant control over the company and their customers when working with 

external resources, like distributors, while targeting several markets instantly. 

Last, the financial limitations the INVs stand in front at the early stage (Jiménez-Naharro et al., 

2010), is explained as the most considerable obstacle faced by the companies when 

internationalizing. The precaution needed for companies in this aspect is undeniable and thereby 

a low-cost marketing is mentioned as the only potential marketing approach, which is  also 

noticed by Weinrauch et al. (1991) as a normality for INVs. Thus, a low-cost marketing approach 

is conclusively the leading concept in reaching the most efficient marketing strategy. At this point 

one can once again perceive the importance of utilizing business networks as well as the 

importance of the technology advancements with the cost and efficiency aspects they convey. All 

companies thereby progress by declaring that word-of-mouth marketing and spreading their 

products or services through influential people are the first and most important steps in their 

marketing approach. The INVs’ limited financial situation as well forces them to hire as qualified 

employees as possible with crucial experiences in their field of work (Weinrauch et al., 1991) in 

order for their marketing resources to be well aligned with the company's aspirations (Nath et al., 

2010). Interestingly, our study shows that there is a shift in the mindset on how to maximize INV 

resources in achieving the company's goal. The aspect of seeing the employees as a part of a 

bigger picture has evolved and people are seen as pieces ready to be molded and shaped by the 

company. Companies do now not necessarily see the value of having fully experienced 

employees, but rather put more effort in the attitude of the person for a willingness of learning 

and sharing. 

6. Conclusions 
 

The purpose of this thesis was to explore how the resources, under the broad categories of 

marketing capabilities, business networks and financial resources, influence the marketing 

approach of international new ventures. Hence, the results show that all the resources of 

marketing capabilities, business networks and financial resources have a major impact on the 
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INVs’ marketing approach. Also there has been shown to be a synergetic effect between the 

resources where they present to have an interconnection, positively affecting each other. 

Additionally, the cross-industrial and cross-business type sampling has shown to not entail any 

divergences, rather indicating similar patterns. The findings thereby contribute in several ways. 

The main contribution of the study has been to bridge the gap of knowledge surrounding the 

INVs’ marketing approach. Subsequently, the findings demonstrate the important role the three 

resources have on the marketing approach of INVs, thereby contributing to bridging the existing 

gap of knowledge in the area. Additionally, this study has also made a contribution to the RBV 

theory. This contribution incorporates not only the important resources and capabilities 

explaining the commitment that firm’s undergo in order of achieving a successful market entry 

and competition, but more importantly the complexity of how the resource configurations 

interconnect and influence each other where there is a synergetic effect in between. Ultimately, 

four main findings have been identified as a result of our analysis:  

First, the marketing capabilities have shown to have crucial importance where the achievement of 

market knowledge prior to internationalization is central. Of greater importance however, 

becomes the emphasis of such knowledge for smaller, more resource constrained companies. 

Second, information sharing is seen as a huge cornerstone in INV marketing success. INVs use 

the notion of transparency in order to gain trust and in turn increased efficiency and relationship 

commitment in their business networks. However, too much trust is shown to have destructive 

consequences for INV marketing aspirations as well as for the INVs as whole. Third, the 

utilization of today's online technology and their marketing tools has shown to play a vital role in 

order for INVs to proceed with their marketing aspirations. The technology tools enables for 

extensive communication possibilities and instant feedback from customers so for in this way 

further keep crucial control over the company. Last, the financial limitations are indicated as the 

main constraint in order of realizing the INVs’ marketing aspirations. A low-cost strategy is 

thereby initiated in all parts of the marketing approach where online aspirations once again are 

highlighted as most important, this time in accordance with the utilization of marketing without 

any major financial requirements. The employee's role as a marketing resource obtain a much 

more transparent form, as the financial limitations, in combination of in-house transparency, 

creates an atmosphere where experiences are appreciated but the attitude of learning and 

developing is a more relevant aspect. 
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Ultimately, to answer our research question, we purpose that the resources explored under the 

broad categories of marketing capabilities, business networks and financial resources, highly 

influence the marketing approach of INVs. 

6.1 Managerial Implications 

The findings also provide practical contributions in terms of managerial implications on how 

managers and entrepreneurs in today's global business environment are in need of finding 

alternative ways of working with their marketing aspirations as a result of the constantly evolving 

era of technological, social and economic changes affecting them. Through the findings of this 

study managers have the possibility of obtaining the crucial knowledge about the resources 

influencing their marketing approach. More importantly, through the knowledge of their 

synergetic effects of interconnectivity and influence in between, be able to utilize the resources 

and capabilities to the greatest extent in their marketing efforts. Such awareness will 

subsequently allow managers to allocate their resources in accordance to their interconnection 

and influence, facilitating and streamlining their marketing endeavors. Additionally, the findings 

likewise provide insights for researchers in the field of INVs and the resource based view theory. 

This is done by extending the scope of research conducted in the area of INV marketing, but also 

by contributing to a richer picture of the specific resource configurations and their interrelation in 

the RBV theory.  

6.2 Limitations 

The limitations in this specific study were considered in order to help the reader recognize the 

honesty and validity of the research (Sreejesh, Mohapatra & Anusree, 2014). This thesis has 

therefore two limitations to acknowledge affecting the generalizability, and one recognizing the 

credibility. Firstly, even though we made a deliberate choice of choosing companies in different 

industries and types of business, this might entail limitations. The limitations from the choice of 

cross-industry and cross-business type sampling is the possibility of neglecting industry- and 

business specific attributes influencing the marketing approach of INVs, which possibly might be 

identified through the conduction of a more in-depth study targeting each industry and type of 

business. Secondly, the external validity mainly becomes a problem for researches that focus on a 

small number of organizations (Saunders et al., 2009). Given that the research of this thesis was 

conducted on four semi-structured interviews, this might possibly be considered as a non-steady 



 

49 

 

base for generalizing the study over a larger population (Yin, 2009). Hence, the external validity, 

in terms of generalizability, may therefore be limited in this thesis. Lastly, as the observer bias 

cannot be fully eliminated (Debridge & Kirkpatrick, 1994; Saunders et al., 2009) it was made 

sure to be under awareness, however, it may still possibly have influenced the interviewer’s 

interpretations of the interviewees’ answers.  

 

6.3 Directions for Further Research 

The results of this study have some essential implications for further research aspirations. First, 

our findings suggest that trust is something that both generates partnership opportunities and 

fosters relationship cooperation and commitment. However, it is likewise evident that too much 

trust between business partners in a relationship can have destructive consequences. The 

important question thereby becomes; where does the thin line go between destructive trust and an 

optimal level of trust for fruitful relationship cooperation and commitment? Second, as the 

research incorporated cross-industrial and cross-business types of INVs, it can be argued that 

such sampling method might have neglected the industry- and business specific attributes 

influencing the marketing approach of INVs, thus consequently altering the results of this study. 

These attributes might possibly be identified through the conduction of a more in-depth study 

targeting each industry and type of business. Hence, the importance becomes in studying the each 

industry and type of business. 
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Appendix: Interview Guide 
 

Theme A: The interviewee’s information and background  

- Could you please introduce yourself and tell us about your background and your position 

at this company? 

     

Theme B: The company history 

- Can you tell us about the company and its history, from the initial idea to the start up and 

establishment?       

- How is the current situation for the company?  

  

Theme C: Marketing capabilities  

Information sharing 

- To what extent do you share information with the companies you are collaborating with? 

- What kind of information is shared? 

- Do you believe that information sharing will help benefit your company's marketing 

aspirations in any way? (For instance increase trust or commitment) 

 

Marketing assets and resources 

- How would you describe your company is working with your tangible and intangible 

resources?   

- Have they in any way changed? 

 

Customer relationship management (To find out how they work, what tools they might utilize etc.) 

- In what way does your company work with CRM?  

- What methods are you utilizing in doing so? 

 

Market knowledge 

- Based on what reasons did you choose to enter the specific markets you did? 

- Is your commitment to the chosen foreign markets based on the amount of market 

knowledge that your company possesses? 
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- How did your company gain the market knowledge needed in order to pursue the foreign 

market?  

- How does your company deal with the differing customer demands that exist in the 

foreign markets? 

  

Theme D: Business networks  

Building business networks 

- How do you engage in business networks with other companies?  

- In what way would you describe that engaging in business networks with other companies 

has helped your marketing efforts? 

- Do you believe that business networks are important when approaching foreign markets?  

- Do you believe that your firm’s competences (example: customer relationship 

management, market knowledge) has helped you to gain more partnership opportunities? 

 

Embeddedness 

- How would you describe your business relationships with other companies, lose (as 

informal and simple), or more stable (active relationship with deeper exchange and 

cooperation)? 

- Do you think that a higher degree of engagement in a business relationship could more be 

advantageous as opposed to relationships with lower levels of engagement? (Example: 

increased levels of trust or commitment?) 

- Do you think that business networks can sometimes be disadvantageous? 

- Do you believe that the level of engagement in a relationship is important for company 

marketing success and development? 

 

Business networks and internationalization 

- Has your engagement in business networks in any way helped the foreign market entry 

process?  

- Do you think it is possible to go international and conduct business successfully without 

engaging in any business networks with other companies? 
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Risk reduction 

- How did you deal with the risk and uncertainty associated with the foreign market? 

- Has business networks worked as a way of overcoming uncertainty and risk that your 

company is dealing with at the early stages of internationalization? 

 

Theme E: Financial resources  

Financial limitations 

- What kind of marketing strategy did you have starting your company? 

- Did the company encounter any financial obstacles at the starting point?  

- How did you deal with them? 

 

External resources 

- What kind of financial resources (banks, joint ventures, investors etc.) did you work with 

you work with from inception?  

- How much influence do they have on the company's financial situation? 

 

Finishing questions 

- What kind of aspects for marketing do you believe are the most important for INVs who 

have a desire to go international? 

- Which obstacles did you experience were the most significant? 

 


