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Abstract
This paper aims at providing perspective on small and medium enterprise’ (SME) selection of African
markets and entry modes to these markets. The paper uses Dunning’s eclectic framework as a
theoretical lens and tests the applicability of its ownership, location and internalization (OLI) factors
on the International Market Selection (IMS) and Entry Mode Selection (EMS) decision making
processes of small and medium enterprises (SME) entering sub Saharan Africa. The paper tests the
applicability of existing theory in a new context by interviewing practitioners of internationalization
from 9 Dutch SME’s with existing or past activities in SSA. The results partly confirm the effect of a part
of the selected factors and identifies new factors. The results show that both IMS and EMS are primarily
affected by ownership factors and location factors. These have more influence on the decisions than
internalization factors. This study broadens the applications of Dunning’s eclectic framework by its
application on SSA supported by empirical data. The study suggests the use of the term involvementcontinuum as overarching concept consisting of IMS and EMS.
Keywords: International market selection, Entry mode selection, Internationalization, Dunning’s
eclectic framework, transaction costs, Sub-Sahara Africa, Developing countries, small and medium
enterprise, determinants, involvement-continuum
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Executive summary
The objective of this study to contribute to the decision making processes of Dutch decision makers
on internationalization, by gaining insight into how Dutch firms select their sub-Sahara African
markets and entry modes. This study provides insights on the applicability of existing
internationalization theories, by applying it in a new context, sub-Sahara Africa.
A literature review was made in which internalization theory was reviewed. In depth interviews were
used to collect information from 9 practitioners responsible for international market selection (IMS)
and entry mode selection (EMS) in their internationalization process to sub-Sahara African markets.
The interview results were analyzed to identify the factors with influence on IMS and EMS decisions
and the aspects from these factors that were particularly relevant.
The identified factors were divided into categories, these were ownership, location and internalization
factors. We have found that ownership and location have the largest influence on IMS and EMS
decisions when compared to internalization.
Analysis on the level of the specific factors revealed the influence of 10 of the 15 IMS factors that were
identified in the literature research. The most important ownership factors relating to IMS were:
network, resources, international experience and country specific experience. The most important
location factors were: market attractiveness, demand uncertainty, geographic distance, psychological
distance, country risk, institutions / legal. Cost of contracting is the most influential internalization
factor.
Regarding entry mode selection our analysis on factor level revealed the influence for 6 of the 15 EMS
factors that were identified in the literature research. The most important ownership factors relating
to EMS were: resources and product complexity. The most important location factors were:
psychological distance, country risk and institutions. Just like in IMS cost of contracting played a
relatively important role in decision making regarding EMS, it ranks among the overall top factors.
A level of interconnectedness between IMS and EMS was identified regarding internationalization to
sub-Sahara Africa. From the 16 internationalization factors that were identified in the literature
research, 5 factors have influence on both, the IMS and the EMS decision making process, namely:
resources; psychological distance; country risk; institutions / legal; and, the cost of contracts. The
research confirms IMS and EMS decisions are aspects of a larger concept. An overarching concept for
IMS and EMS that we would like to present as the “involvement-continuum”, a scale of which the
opposite ends are: “market not selected” and “wholly owned subsidiary”.
Our practical advice to practitioners consists of smart use of the network to enter markets that provide
business opportunities, testing the potential of the market with export before engaging in higher
commitment modes, assessment of the cultural fit with the market as cultural misfit can be an
important reason for failure in a market and the turning the opacity of African markets into an
advantage by understanding that a lack of market information can also withhold competitors from
assessing the market.
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1. INTRODUCTION
Globalization has become a widely discussed topic in social sciences. We are living in a time in which
national cultures, economies, borders and territories are dissolving (Hirst, Thompson and Bromley,
2015). Exchange between post-war, high-income economies has been increasing. Emerging markets
like the BRIC countries Brazil, Russia, India and China outpaced the growth rates of Western Europe
and have received increasing attention by scholars (Jakovljevic, 2014). However relatively little
attention has been directed to the role of sub-Sahara Africa as a potential market for globally oriented
firms. This study sheds a light on the small and medium sized enterprises and the method they use in
their approach of sub-Sahara African markets.
In the first part, section 1.1, the research background and problem analysis is shared. Section 1.2
consists of the conceptual design including research objective, research framework, research
questions and key concepts. In section 1.3 the technical research design is shown and section 1.4 shows
the general structure of the report.

1.1 Research background
One of the most influential decisions in internationalization is the decision with regard to the selection
of the target market. International market selection (hereafter IMS) is described by Papadopoulos and
Denis, (1988) as “a process that begins after the decision to initiate or extend internationalization and
ends when it is decided whether or not to act upon the results of the selection process”. It is the
decision by which firms choose their market. Existing theory has extensively stressed the importance
of well performed international market selection, including the costs of activities in wrong markets and
opportunity costs that are created by failing to enter the right markets (Papadoupolos & Martin, 2011).
A second important decision in internationalization of firms regards the selection of an entry mode,
entry mode selection (hereafter EMS) this refers to the firm’s adoption of an organizational structure
that is used to penetrate and operate in a foreign market (Johanson and Vahlne, 1977). The choice can
influence the potential to exercise control and the performance of the firm in the entered market. The
choice also affects to which extent resources have to be committed as different entry modes require
different levels of resources (Root, 1987).
Internationalization has until recently been regarded as a process that was predominantly followed by
larger, multinational corporations. Smallness (Maekelburger, Schwens, and Kabst, 2012) and
foreignness (Qian, Li and Rugman, 2013), are often considered as problems in internationalization of
firms. However, the topic of internationalization of SME’s has received increasing attention (Nakos &
Brouthers, 2002). Musso & Francioni pointed out that the number of small and medium enterprises
operating in international markets is increasing (2014). Since SME’s represent the largest part of firms
in most countries they therefore are an important driver of the economy.
Most of the research on internationalization has focused on companies from developed countries
entering other developed countries. Increasing attention does has been given to internationalization
from developed countries to emerging countries like BRIC countries (Meyer, Estrin, Bhaumik, & Peng,
2009). But still relatively little attention has been given to the internationalization process from
developed countries to developing countries. This study focusses on internationalization to the latter
category, a still under-researched phenomenon.
This study focusses on sub-Sahara Africa for its increasingly important position in the world economy.
Foreign direct investment to African countries grew five times between 2000 and 2008 and consumer
expenditure is expected to grow substantially (Hatch, Becker and Zyl, 2011). Sub-Sahara Africa is
7

among the fastest growing regions in terms of population, and the rising middle class provides reasons
to expect continued economic growth. The continent that was labelled as “the hopeless continent” by
The Economist around the year 2000 is now moving from development aid receiver’s position to a
destination of investment and trade (Lem, Van Tulder & Geleynse, 2013). At the same time the
continent is coping with regional political instability. Relationships between Europe and Africa are
under pressure as especially expanded Chinese investment (Rodrik, 2016) towards the continent is
part of the reason that Asia is becoming an increasingly important trading partner of sub-Saharan
Africa. Nonetheless trade volumes with Africa have been growing since the start of this millennium
(United Nations, 2013). A study on determinants of foreign direct investment to developing countries
by E. Asiedu (2002) shows that the determinants of foreign direct investment are differently affecting
the investments made in sub-Sahara African countries than for other African countries. The results
suggest that sub-Sahara Africa is perceived as overly risky. Countries in the region will receive less FDI
by virtue of their geographical location. This suggests that Sub-Sahara Africa is perceived as a
differentiated region regarding FDI risk and approached as potential host market.
There are reasons to promote business activities in and with African countries. However companies
interested to internationalize towards African countries might be discouraged by the following: Before
entering a foreign market, firms usually do not possess perfect information on supply, demand, local
taste preferences, regulations and legal requirements for activities in that market. To successfully plan
and execute an internationalization strategy there is a need to acquire market-specific knowledge
(Conconi, Sapir, & Zanardi, 2016). Developed countries produce vast amounts of qualitative and useful
market information while emerging and developing often lack this kind of useable data (Papadoupolos
& Martin, 2011) which play an important role in the systematic approach of countries. Brouthers et al.
pointed out that the more systematic a firm’s IMS process was in targeting foreign markets, the better
the firm performed. Systematic IMS significantly increased the international performance of SMEs
(2005). Yip, Biscarri, and Monti define a systematic approach to export markets as using objective
criteria to select export markets (2000). Examples of possible elements of such an approach could be:
systematic and formalized international market research activities in selecting suitable markets
abroad, visits to foreign markets for fact gathering, research of international business press, and the
use of published statistical sources in differentiating foreign markets (Brouthers et al. 2005). The
shortage of useable data on sub-Sahara African countries might limit companies of developed
countries to acquire the required market-specific knowledge for such an approach. Subsequently the
ability to perform a systematic approach is negatively affected, while an ad hoc approach or a lack of
initiative to even start the selection process of foreign markets become more likely.
In this study we aim at contributing to the understanding of internationalization from developed
countries towards sub-Sahara African countries. The study focuses on the internal and external factors
affecting the IMS and EMS approach. A qualitative research design is adopted. While we cannot claim
representativeness we do examine how Dutch firms are or have been affected in their IMS and EMS
decisions by internal and external influences.
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1.2 Conceptual research design
The conceptual design serves different purposes. It helps in steering the creation of the technical
design, it also has a motivational and an evaluative purpose (Verschuren & Doorewaard, 2010). The
research objective, research questions and research framework form the main elements of the
conceptual design.

1.2.1 Research Objective
A research aims at providing knowledge, insight and information to contribute to a solution of a
problem (Verschuren & Doorewaard, 2010). This research helps to solve a practical problem by
fulfilling a need for knowledge. The practical problem is the challenge regarding effective decision
making that firms experience in internationalization towards sub-Sahara Africa caused by the lack of
useable data (Papadoupolos & Martin, 2011). A knowledge gap exists in literature on how firms from
developed countries perform IMS and EMS on their paths towards African markets. This knowledge
gap provides an opportunity for research on IMS and EMS decision making processes of firms from
developed countries going to sub-Saharan African markets. The assumption is made that better
understanding of the decision-making processes can contribute to more effective decision-making and
indirectly to more effective business activities between the regions. The objective of this research is:
to contribute to the decision making processes of Dutch decision makers on internationalization, by
gaining insight into how Dutch firms select their sub-Sahara African markets and entry modes.
By using a qualitative research design, factors are identified that influence the decisions. For the
identification of these factors, frameworks and concepts from different fields were used including
transaction costs economics (Williamson, 1985), resource-based advantages (Luo, 2002), institutional
theory (Brouthers and Hennart, 2007), and ownership location, internalization framework (Brouthers
and Hennart, 2007). By using these different perspectives the study can confirm, contradict or possibly
add knowledge on how African markets and the entry modes to African markets are selected.

1.2.2 Research questions
This subsection’s purpose is to formulate and discuss the research questions. The questions aim to
guide the research towards answers that contribute to achievement of the research objective. The
study leans on the general research question and 6 sub-research questions. The first sub-research
questions, (1), (2) and (3) are answered in the literature study, sub-research question (4), (5) and (6)
are answered after the empirical research. The answers to the sub-research questions together
provide us with the answer to the main research question after the analysis phase.
General research question
Which key independent factors influence the market- and entry mode- selection of Dutch
internationalizing firms, considering the sub-Sahara African market?
Specific research questions
1. According to strategic management-literature what are key independent factors of
international market selection (IMS)?
2. According to strategic management-literature what are key independent factors of entry
mode selection (EMS)?
Research questions 1 and 2 can be answered using existing literature on international market selection
and entry mode selection. These domains need to be described in order to create a theoretical
framework consisting of key independent factors and their influence on IMS and EMS. The answer to
these questions were found by studying:
9

-

Leading theories in IMS
Leading theories in EMS
Determinants of IMS and EMS decision making

To assess the relationship between the determinants and IMS and EMS decision making, theoretical
models were identified in literature and were assessed on their applicability on this study. One was
selected and its structure was used to construct the theoretical framework. The answers to subresearch questions (1) & (2) are given in the conclusion of chapter 2.
3. Which data collection method is most suited for the empirical part of the research?
The empirical part of the research project consists of gathering empirical data about the decision
making processes of Dutch SMEs. This, in order to identify confirming, contradicting or possibly new
knowledge. In order to perform a meaningful evaluation, the empirical data must meet certain criteria.
How to most effectively acquire correct and complete data, is an important decision. Research
question 3 is dedicated to finding the most effective research strategy to acquire relevant empirical
data and knowledge. The answers to specific research question (3) are given in the conclusion of
chapter 3.
4. Which key factors influence selection of sub-Sahara African markets?
5. Which key factors influence selection of entry modes to sub-Sahara African markets?
6. How do key factors relate to IMS and EMS in internationalization decisions?
By use of an effective research strategy, data and knowledge were retrieved that are suited to be
evaluated using the theoretical framework. The knowledge and data that was gathered from the
research objects, shows which factors influence IMS and EMS decision making and how IMS and EMS
decisions making have been affected by these internal and external factors. The knowledge and data
should allow for conclusions regarding the behavior and motivations of firms during their
internationalization. These data should reflect the most influential key independent factors in IMS and
EMS in such a way that it enables the researcher to make a comparison with the theoretical framework.
This is done to give the answer on specific research questions 4, 5 and 6 in the conclusion of chapter
5. The data is analyzed to enable the researcher to confirm, reject or nuance the existing theory on the
determinants Dutch companies use to select African markets and the entry modes to enter and
operate in African markets. We can thereby answer the general research question in the conclusion of
closing chapter 6.

1.2.3 Research framework
Verschuren & Doorewaard (2010) describe the research framework as a schematic representation of
the research objective and visualize the steps that have to be taken to achieve it. The research
framework represents the internal logic of the research project. The following figure 1 illustrates the
research framework of this research. The main elements of the research are defined as well as the
order in which they take place.
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(1) Literature
research

Theory on international
market selection

(2) Empirical
evaluation of
research objects

(3) Analysis

(4) Conclusion

Interviews
Results of analysis

Theory on entry mode
selection

Theoretical framework
IMS and EMS factors

insight in IMS and EMS factors

Results of analysis
Context analysis sub-Saharan
Africa

Literature review

Interviews

Emperical review

Theoretical framework

Results

Figure 1: Research framework
Different research perspectives can be adopted depending on the nature of the research. The research
to be performed is one of the evaluating type. Criterion are selected in order to evaluate the research
objects. The intended result of the research is: to gain insight into how Dutch firms select their subSahara African markets and entry modes. The research objects are the decision making processes of
internationalization Dutch firms which consider entering sub-Sahara African markets. The required
information has to be collected through a method of data collection (Ranjit, K., 2011) of which the
selection is explained in subsection 3.1.
1. Preliminary research A literature study on internationalization and in particular, international
market selection and entry mode selection, is performed. Classic theories as well as more
modern perspectives are reviewed in order to select relevant theory and determine the right
research perspective to adopt for the empirical study. Secondly a literature study is performed
to select the appropriate research method, the actual micro-level techniques used to collect
and analyze the empirical data. The possible methods include interviewing, surveying,
observation, and unobtrusive methods (O'Leary, 2017).
2. Empirical study Based on the results from phase 1, the preliminary research, a theoretical
framework, operationalization of research questions and an appropriate research method are
important elements for the empirical part of the study. The research method is used to identify
factors that influence the IMS and EMS processes.
3. Results The results from the empirical study is the data that is used as the input for the
analysis.
4. Analysis In the analysis phase the aim is to attach meaning to the factors that have been
identified. The purpose of the analysis phase is to identify patterns, draw conclusions and
make suggestions on the possible meaning of the collected data.
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1.2.4 Key concepts an definitions
Defining and elaborating the key concepts of the project has a major influence on the progress of the
research since it forces the researcher to select and commit to an exact meaning of a concept.
The key concept of this research is: Selection
IMS International market selection
International market selection is described by Papadopoulos and Denis, (1988) as “a process that
begins after the decision to initiate or extend internationalization and ends when it is decided whether
or not to act upon the results of the selection process”. It is the decision by which firms choose their
market.
EMS Entry mode selection
Entry mode selection refers to the firm’s adoption of an organizational structure that is used to enter
and operate in a foreign market (Johanson and Vahlne, 1977). Or more extensively described “a
structural agreement that allows a firm to implement its product market strategy in a host country
either by carrying out only the marketing operations (i.e., via export modes), or both production and
marketing operations there by itself or in partnership with others (contractual modes, joint ventures,
wholly owned operations)” (Sharma and Erramilli, 2004).
Strategy
Most definitions treat strategy as a predetermined plan steering future decisions. “It is (a) explicit, (b)
developed consciously and purposefully, and (c) made in advance of the specific decisions to which it
applies” (Mintzberg, 1978). Chandler (1962) describes it as: " . . . the determination of the basic longterm goals and objectives of an enterprise, and the adoption of courses of action and the allocation of
resources necessary for carrying out these goals".
Sub-Sahara Africa
Sub-Saharan Africa is defined as al countries on the African continent that are situated in and south of
the Sahara desert. These are all African countries excluding Algeria, Egypt, Libya, Morocco and Tunisia.
Next to the fact that Sub-Saharan African countries are situated on the same continent there are some
other arguments to treat them as a homogenous group. They used to be characterized by high volatility
in growth rates, growing population, urbanization and unequal wealth distribution. They have a history
of colonization which is reflected in the European languages that are the official languages of most of
the countries, but also in their political and juridical systems (Lem, Van Tulder & Geleynse, 2013).

1.3. Structure
In this section the structure of the report is clarified. Chapter 1 displayed the research background and
problem analysis, conceptual design and technical research design. Chapter 2 displays a preliminary
literature study and functions as the theoretical framework of the research. Theories on international
market selection, entry mode selection are discussed and relevant factors are subtracted. Specific
research question (1) and (2) are answered in the second chapter. Chapter 3 consists of the
methodology to be used to obtain valid answers to the specific research questions, and helps
answering specific research question (3). Chapter 4 consists of the empirical findings. Based on the
analysis of these results and theoretical reflections Chapter 5 provides analysis and reflection on theory
to answer specific research questions (4), (5) and (6). Chapter 6 is a closing chapter in which all subresearch question answers come together and the general research question is answered.
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2. LITERATURE STUDY.
Chapter 2 presents an extensive overview of concepts and theories that form the foundation of the
theoretical framework. This chapter answers specific research question 1. According to strategic
management-literature what are key determinants of international market selection (IMS)? and 2.
According to strategic management-literature what are key determinants of entry mode selection
(EMS)? Section 2.1 describes theory on international market selection. Section 2.2 describes theory
on entry mode selection. In section 2.3 the choice for Dunning’s Eclectic framework is substantiated.
Section 2.4 describes the relationship and interconnectedness of IMS and EMS an in section 2.5 the
factors identified in the literature that influence IMS and EMS are listed and described. In 2.6 the
theoretical framework is presented and in 2.7 the domain, sub-Sahara Africa is discussed.

2.1 International market selection theory
The theory on international market selection
One of the most influential decisions in internationalization is the decision of selection or segmentation
of the market. Both terms are describing the phenomenon of a firm deciding in which market it is going
to be present. Segmentation can be performed based on various factors including age, gender, social
class etc. Typically the term international market selection is used when the market is segmented
based on national country markets (Papadopoulos & Martín, 2011). There is a lot of potential
difference between foreign markets in terms of features, attractiveness, potential profits, risks, etc.
Mooij (2004) argues that a lot of market conditions are country or culture specific, which emphasizes
on the utility of segmenting based on national countries, the so-called: market selection.
International market selection is described by Papadopoulos and Denis, (1988) as “a process that
begins after the decision to initiate or extend internationalization and ends when it is decided whether
or not to act upon the results of the selection process”. It is the decision by which firms choose their
market. Existing theory has extensively stressed the importance of well performed international
market selection, including the costs of activities in wrong markets and opportunity costs that are
created by failing to enter the right markets (Papadoupolos & Martin, 2011). Root (1994) describes
IMS as the first and most important step in certain internationalization strategies. Priem and Butler
(2001) explain the importance of IMS by stating that location can affect the appropriateness and
applicability of a specific firm’s resource advantages.
Leading theory comes from the University of Uppsala. The Uppsala model introduced by Johanson and
Vahlne (1977) argues that internationalization of firms usually follows an incremental process in which
primarily neighboring and psychological close countries are targeted followed by the psychological
more distant markets that differ in language, culture, political system, level of education, level of
industrial development, etc. The model has been revised in 2009, in the more recent model “networks”
are named as a factor that has gained importance since the model’s first appearance. According to that
theory the firm’s opportunities in a certain region are increasingly explained by the firm’s relationships
and networks. (Johanson & Vahlne, 2009). Andersen & Buvik (2002) describe the relationship approach
as an approach in which the decision problem is not about the selection of a host country but rather
about the selection of an exchange partner in a foreign country. Other moderate forms do exist, Martin
and Papadopoulos (2005) describe a possibility, the semi-systematic approach, where only the
research part is a systematic activity.
In the decision process of IMS the objects, countries, have to be assessed in order to make a grounded
decision. Commonly encountered tradeoffs include opportunity vs. risk, costs vs. benefits, and costs
13

vs. control (Ekeledo & Sivakumar, 1998). Papadopoulos, Chen & Thomas (2002) explained these
tradeoffs using the overarching terms: demand potential vs. trade barriers. The two compassing terms
form a basic tradeoff in which specific firms with specific needs can attach their own degree of
importance to the tradeoff’s different sides. Scholars have extensively worked in the topic of IMS but
have emphasized on the difficulty of developing generalizable and reliable IMS models (Douglas and
Craig, 1992). Practitioners on the other hand encounter difficulties too. IMS is a complex topic for a
number of reasons including bounded rationality, lack of comparability and decision maker specific
characteristics (Papadoupolos & Martin, 2011).
Concluding remarks
The Uppsala model describes how internationalization of firms usually follows an incremental process and that
geographical and psychological distance form important factors in internationalization of firms. A revision of the
theory adds the increasing importance of the firm’s relationships and networks.

Dunning Eclectic framework and international market selection
Dunning’s OLI framework was developed to explain different forms of FDI. Pantzalis (2001) suggested
that the framework is an appropriate instrument to explain the “why”, “where” and “how” of overseas
activities of firms. “How” is referring to entry mode. Dunning’s theory is an often used model to look
at determinants of entry mode and is also widely discussed in this study. Approaching the “where” or
IMS, from an OLI perspective is far less accustomed by scholars. Nonetheless, scholars found strong
support for using Dunning’s framework a predictive model of international market selection.
(Brouthers, Mukhopadhyay, Wilkinson & Brouthers, 2009).
A firm’s IMS is naturally based on location-specific characteristics. Dunning (1998), suggests that MNE’s
choose locations where they can best use their core competencies. Makino, Lau and Yeh suggest that
when location advantages match firm-specific advantages, there is a basis for generation of new and
stronger abilities that can generate a stronger competitive position. Not very surprisingly researchers
conclude that taking into account location-specific advantages in the IMS decision is advantageous for
international performance of the firm (Brouthers et al. 2009).
The advantages of ownership must be higher than the costs of international setup and operations that
come in tandem with internationalization. Assets, management skills and trademarks, can influence
IMS. Advantages are valued differently in different markets. As a possessor of ownership advantages,
a preference goes out to markets in which these advantages represent the greatest potential value.
(Makino et al. 2002). This directly shows the interconnectedness of location advantages and ownership
advantages. Selection of a particular market positively or negatively affects the ownership advantages
of the firm in that market (Dunning, 1993).
Internalization or efficiency advantages also vary in different markets. When a firm choses a market,
its purpose is to be able to remotely utilize ownership advantages in such a way that it can still compete
with local firms and overcome the “liability of foreignness”. Transaction costs can influence the
efficiency of a firm to perform in a market, so when foreseen these can affect the decision (Brouthers
et al. 2003).
Concluding remarks
This section relates ownership, location and internationalization advantages, described by Dunning eclectic
theory to IMS. While the theory is widely used to determine factors with influence on EMS, literature also
describes Dunning’s eclectic framework to be used as a predictive model for IMS.
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The practice of international market selection
The selection of foreign markets is governed by practitioners, therefor answers are likely to be found
by studying practitioners. Different tools to evaluate attractiveness of markets are used by
practitioners.
Macroeconomic indicators, derivative indicators and other company-related ratios are named by Casas
(2008) as important variables to consider when assessing potential markets. Urbonas (in Miečinskienė,
Stasytytė & Kazlauskaitė, 2014) emphasizes on the specificity of the business and proposes a method
in which macroeconomic criteria are assessed as well as tailor-made criteria corresponding to the
specific export-aspiring company and/or its products. Miečinskienė (2014) concludes that the
indicators that are used to help select an export market should suite the particular company in terms
of situation, goals and possibilities. The General Electric / McKinsey matrix places more emphasis on
the identification of factors determining market attractiveness (Proctor, 2014). The original model
considered size, market growth, pricing, market diversity and competitive structure as important
factors in identifying industry attractiveness. However different factors can be used and a different
importance can be assigned to these factors (Proctor, 2014). IMS is likely to be a decision of bounded
rationality. This means that the decision maker’s rationality is limited by certain factors including limits
on available and relevant market information at the moment of decision making, time constraints,
imperfection of IMS decision making models, and their own cognitive limitations (Papadoupolos &
Martin, 2011). Comparative information about countries, industries and markets in combination with
the use of market selection knowledge are good predictors of solid decision making in IMS. But
comparative information can be scarce and costly. When that is the case, making IMS decisions gets
difficult. Decision maker specific characteristics can affect the IMS process via the decisions taken. For
example: through the chosen criteria used to select markets, the outcome of the process is affected
(Papadoupolos & Martin, 2011).Taking into account the limited resources of firms, the unlikeliness of
firms being able to successfully target all potential markets at one time, the transaction costs involved
and the diversity in existing markets, the utility of an effective market selection method is clear. Firms
with international ambitions have to define priority markets to which resources are allocated (Kotabe
& Helsen 2009).
International market selection: Concluding remarks
The preliminary literature study on IMS shows the classic and most cited theory is referred to as the Uppsala
model, it describes that internationalization of firms usually follows an incremental process and that geographical
and psychological distance form important factors in internationalization of firms. A revision of the theory adds
the increasing importance of the firm’s relationships and networks. Assessment of countries are described as
important in order to make grounded decision when internationalization trade-offs are encountered. Demand
potential vs. trade barrier is described as the most important, overarching tradeoff.
Different economic, market and company-specific indicators have been described in literature as variables to
consider in the assessment of potential markets. Emphasis is placed in describing that the importance assigned
to these factors is relative and depends on the internationalizing firm. The literature shows that comparative
information about countries, industries and markets form good predictors, but comparative information can be
scarce and costly, which can impede IMS decision-making.

2.2 Entry mode selection theory
IMS is a decision with a complex area of influence. Therefor it is advised not to take the IMS decision
in a vacuum but rather to integrate it with the relevant context and other important
internationalization-related decisions. Entry mode selection refers to the firm’s adoption of an
organizational structure that is used to penetrate and operate in a foreign market (Johanson and
Vahlne, 1977). More extensively described “a structural agreement that allows a firm to implement its
product market strategy in a host country either by carrying out only the marketing operations (i.e.,
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via export modes), or both production and marketing operations there by itself or in partnership with
others (contractual modes, joint ventures, wholly owned operations)” (Sharma and Erramilli, 2004).
Some literature only makes distinction between broader groupings of entry modes, (Driscoll) 1995,
describes export, contractual-based and investment based modes as three important categories. Pan
and Tse (2000) made a hierarchal model of entry modes. In their model, modes are classified into
equity and non-equity modes. In the next level, equity modes are divided into wholly owned
subsidiaries and equity joint ventures. Non-equity modes are divided into contractual agreements and
export. Entry modes through contracts are named non-equity based market entry modes, while entry
modes using an establishment in the country of investment are referred to as equity based market
entry modes (Wei Y, Liu B, Liu X, 2005). These modes are often chosen based on the required resource
commitments and the required and affordable level of control.
Firms that need to build intensive relationships, perform on-site analysis and or adapt to markets in
the host country are likely to adapt high control entry modes. High control entry modes are also
preferred by companies owning high value brands, in these cases high control is needed to ensure
consistency of the brand in different markets. High or unacceptable market uncertainty are reasons
for firms to adopt a low control mode. In these cases the risk level that come with FDI are too high to
dedicated the required amount of investment (Šarapovas, Huettinger & Ričkus, 2016). Modes include:
exporting; licensing and franchising; joint venturing; subsidiaries (Petersen & Welch, 2002).
The entry mode decision may be affected by different set of factors as the entry modes involve
different levels of control, ownership and different resource commitment (Nisar et al. 2012). Literature
shows that rather than making large investments at sudden moments in time, firms prefer incremental
involvement and commitment, in and to, foreign markets. This implies, putting it in concrete EMS
terms, that firms will typically start with export via an agent and eventually gradually develop their
activities to more investment intensive methods until eventually production in the target country
(Johanson and Vahlne, 1977). Leading theories that have been used to explain firms EMS are among
others transaction cost analysis, the resource based view, institutional theory and the Dunning eclectic
theory (Brouthers and Hennart, 2007). We now elaborate each of them.
Concluding remarks
This section defined EMS as a concept and described the various forms in which it exists. Three main categories
are described: export, contractual-based and investment based modes. Within these categories different levels
of commitment exist. In the hierarchal model of entry modes are classified into equity and non-equity modes
and subsequently into wholly owned subsidiaries and equity joint ventures, contractual agreements and export.
Different sets of factors with potential influence on the entry mode decision are discussed, and tradeoffs are
implied, between control and risk for example. Gradual development of activities towards more investment
intensive methods is described as usual. Leading theories on explaining EMS are transaction cost analysis, the
resource based view, institutional theory and the Dunning eclectic theory.

Transaction cost analysis theory
Transaction cost theory, the most widely used theoretical perspective in entry mode research, is often
associated with EMS as an influencer of entry mode decisions. The theory on this topic suggests that
firms usually prefer market based modes, since these provide economies of scale benefits. The theory
suggest that as actors in EMS suffer from bounded rationality, potential partners can act very
opportunistically and this forms a risk (Brouthers, 2002). The higher transaction costs are, the less
attractive market based modes are likely to become. Williamson (1985) the most cited scholar in TCA
theory describes three TCA factors that influence decisions: asset specificity, uncertainty, and
frequency.
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Asset specificity
Asset specificity is a key pillar in TCA theory. It is the situation in which suppliers make investments
that are specific to the buyer. When these investments are made they are dependent on the
commitment of the buyer, who might or might not act opportunistically. This situation is called a hold
up and to avoid it adequate measures can be taken. Transaction costs in this case include the costs of
finding a suitable potential partner, negotiating with the potential partner, setting up contracts and
the monitoring of the partner’s performance with respect to the partnership. A common measure of
this factor is a firm’s R&D and/or advertising intensity. Other measures include physical (service) asset
specificity, technology asset specificity, human asset specificity, and dedicated asset specificity
(Brouthers & Hennart, 2007). Asset specificity and the level of ownership are related (Anderson &
Gatignon, 1986). The degree of control or ownership is positively related to the degree of asset
specificity. Brouthers and Brouthers (2001) state that firms with higher asset specificity prefer to
choose WOS over joint ventures in both service and manufacturing industries.
Uncertainty
The second pillar of TCA is uncertainty. Uncertainty can be divided in external and internal uncertainty
factors. Regarding external uncertainty, 2 major determinants are identified by Zhao et al. (2004):
Country risk and cultural distance. These determinants are measured through a wide variation of ways.
Country risk is assessed using factors including but not limited to: Industry growth, size of market,
target market volatility and diversity, perceived political and economic stability, perceived market
potential. These measures have a negative impact on the probability to choose WOS modes of
entry.Cultural distance is assessed using factors including but not limited to: the index developed by
Kogut and Singh (1988) that combines the four dimensions of culture first identified by Hofstede,
perceived similarity in cultures and familiarity with country. These measures have a negative impact
on the probability to choose WOS modes of entry, although a weaker one than country risk’s impact.
Regarding internal uncertainty the common used measures are: years of worldwide experience, total
number of foreign investments, ration of foreign to total number of investments, number of years
presence in the host country (Brouthers & Hennart, 2007).
Frequency
The third pillar Williamson (1985) names is frequency. Although contracts are reinforced by
institutions, integration requires firms to create reinforcement mechanisms. A reasonable return on
investment is needed to justify the investment in these reinforcements. More frequent activities
between firms would justify higher commitment (Brouthers & Hennart, 2007). There is no reason why
this would apply between joint venture and WOS. However there are studies proposing alternative
perspective on this matter, for example that the repeated notion of frequency could be an incentive
for maintaining a reputation for fair dealing since this would increase likeliness of long term business
relation (Baker, Gibbons, and Murphy, 2002).
Concluding remarks
In this section EMS is approached from a transaction costs economics theory perspective. A set of 3 important
factors are identified: Those are asset specificity, the situation in which suppliers make investments that are
specific to the buyer; Uncertainty, which can be divided into external and internal uncertainty; and frequency of
interactions with the market.

The resource based view theory
The resource based view theory suggests that firms develop capabilities and resources that can be
used in foreign markets, and the other way around, they can use their presence in markets to develop
new resource based advantages. This theory finds common ground with the Uppsala model in such a
way that the increase of experience, covered by the Uppsala theory, can be described as a firm specific
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advantage (Brouthers and Hennart, 2007). Luo (2002) suggests that resources and capabilities that are
valuable and firm-specific can provide resource-based advantages when these are rare, imperfectly
imitable or substitutable. Johanson & Vahlne (1977) proposes that experience can provide a firmspecific advantage that is why over time firms that gained experience in foreign markets are likely to
move from simple exporting operations to more complex organizational structures such as JVs and
WOS. One of the most influential ownership advantages is firm size. The larger a firm the better it is
positioned to compete with competitors, especially in host countries, and deal with the high costs and
risks of international operations (Pangarkar and Yuan, 2009). Other firm specific resources described
in literature are: proprietary technology, tacit know-how, firm reputation, and international business
experience (Ekeledo and Sivakumar, 2004) . Claver and Quer (2005) proposes 2 measures of experience
in which a distinction is made between general international and country-specific international
experience.
Concluding remarks
In this section resource based view theory is discussed. This theory puts emphasis on the resources and
capabilities of the firm as important factors affecting the EMS decision. Firm-specific advantages are described
as drivers of higher commitment modes.

Institutional theory
Institutional theory research argues that institutions are a major influencer of firms’ EMS decisions as
they provide the rules by which the firm can “play the game” in a particular market. (Brouthers and
Hennart, 2007). Research has focused on the institutional environments in host countries or the
differences between host and home countries. Early research covers host country risks and
uncertainties affecting mode choice. Brouthers et al. (2002) has found that risks and uncertainty with
regard to product, government policy, macroeconomic, materials, and competition all were important
determinants of entry mode choice.
New Institutional theory is a model made of three dimensions: regulatory, cognitive and normative.
The dimensions are dynamic and different for every country and tend to influence the decisions
manager make (Scott, 1995). These factors influence the host market in such a way that firms which
do not meet these institutional norms tend to fail in these markets (Brouthers and Hennart, 2007).
Yiu and Makino (2002) have found that all three of these dimensions have an impact on entry mode
choice. Uhlenbruck, Rodriguez, Doh, and Eden (2006) performed a study that put the focus on the
effect on entry mode choice by host country corruption. They found a significant influence. Erramilli
and Rao (1993) suggest that high government and political risk, increases likeliness of service firms to
choose more integrated entry modes to avoid host-country protectionist policies and gain access
otherwise unavailable markets. Especially in emerging markets government restrictions and
regulations can swiftly change, this positively affects the level of uncertainty (Meyer, 2001).
Macroeconomic uncertainty deals with fluctuations in the level of economic activity, inflation,
exchange rates, and interest rates. This can create uncertainty of sales levels, price levels, production
levels and costs and affects the entry mode choice (Brouthers, Brouthers, & Werner, 2002).
Concluding remarks
In this section institutional theory is discussed in relation to EMS. Institutions can directly and indirectly influence
the activities of an internationalizing firm. The institutional perspective describes the institutions of the hostcountry as an important factor affecting the selection of entry mode.

Dunning eclectic theory
Dunning’s Eclectic framework also known as the ownership, location, internalization (OLI) framework
is an important framework in international entry mode theory. The framework combines elements
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that have shown to be affecting EMS. These elements are firm-specific advantages, location
advantages, and internalization advantages. The framework combines ideas of resource based,
institutional and transaction cost theory. The interaction between these components is an area of
study as well. Researchers have found that advantages in one area can compensate for disadvantages
in other areas (Brouthers and Hennart, 2007).
Ownership advantages are the competitive advantages a firm of a certain nationality possesses over
firms of another nationality in supplying markets. These advantages can flow out of privileged
ownership, access to specific resources, assets, knowhow and or abilities that provides them with a
relative advantage over competitors or potential competitors. Internalization advantages are the
advantages that arise when a firm choses to use its ownership advantages in a market outside the
national market boundaries. The extent to which internalization of markets for the generation and use
of assets is perceived as an advantage is the basis forms this category. Location advantages are affected
by the extent to which firms choose to locate these value-adding activities outside their national
boundaries. The significance of these advantages and the relationships between them are likely to vary
per context and per industry (Dunning, 2001). Dunning argues that the eclectic paradigm is best
regarded as a framework for analyzing the determinants of international production (Dunning, 2001).
The purpose of the eclectic paradigm is to point to a generic set of variables that help explain foreign
value-added activities (Dunning, 2001). Brouthers et al. (2009) states that Ownership and Location
factors may actually be interdependent and is suggesting is that selecting a particular market may
enhance or undermine the specific ownership (O) advantages of a firm. The article also states that
Internalization factors tend to vary per market with the focus on the boundaries of the firm and the
decision to internalize market based transactions.
Entry mode decisions are often categorized in host country-specific variables, home country-specific
variables, company-specific variables, and venture-specific variables. Morschett, Schramm-Klein &
Swoboda (2010) argue that external factors have strong influence on the choice of entry mode.
Concluding remarks
In this section EMS is related to Dunning’s eclectic theory. The framework encapsulates 3 sets of variables that
affect EMS. These sets exist of internal as well as external factors and include firm-specific advantages, location
advantages, and internalization advantage.

Entry mode selection: Concluding remarks
This section defined EMS as a concept and described the various forms in which it is performed. Three main
categories are described: export, contractual-based and investment based modes. Within these categories
variations exist that have their own place in the hierarchy of entry modes. From high commitment to low
commitment: wholly owned subsidiaries, equity joint ventures, contractual agreements and export. A gradual
development of activities starting with export developing towards more investment intensive methods is
described as usual. Tradeoffs between pro’s and con’s exist and different theories and models contribute to the
understanding of the forces at work. In this study the discussed theories explaining EMS are transaction cost
analysis, the resource based view, institutional theory and the Dunning eclectic theory.
The transaction costs economics theory perspective shares a set of 3 important factors are identified. Those are
asset specificity, Uncertainty, frequency of activities with the market. The focus of the theory lies in issues of
contacting and contracting.
The resource based view perspective emphasizes on the resources and capabilities of the firm as important
factors affecting the EMS decision. These theory has a focus on internal elements in their larger environment.
Firm size, proprietary technology, tacit know-how, firm reputation, and international business experience are
examples described in literature.
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Institutional theory is discussed in relation to EMS as Institutions can directly and indirectly influence the
activities of an internationalizing firm. They decide on the rules of the game in the host country and is thus
focused on the external environment.

2.3 The interconnectedness between IMS and EMS
The interconnectedness between IMS and EMS is a topic of discussion in various studies. The selection
of a particular foreign market as well as the selection of the method of operation in that market are 2
decisions that both serve a larger purpose, namely: successful internationalization of the firm. Bell
(1997) argued that to a certain level, interdependency exists between the 2 decisions. IMS and EMS or
in other words, where to go and how to go, are 2 strongly connected but distinct decisions in
internationalization of a firm (Papadopoulos and Jansen, 1994). Nevertheless, both domains are part
of the internationalization process, and both processes begin with a certain attitude of the firm
towards foreign activities. Regarding internationalization Johanson (1975) distinguishes four stages of
internationalization, no regular export activities, and export via independent representatives, sales
subsidiary and production/manufacturing.
In literature IMS and EMS are looked upon as 2 aspects from one decision process (Koch, 2001). The
MEMS model is a holistic model for market and market entry selection, is meant to accommodate all
business context and most of the relevant business practice. The model uses one set of basic factor
categories to which factors from both market selection as entry mode selection can be assigned.
Concluding remarks
In this section the interconnectedness of both reviewed theory fields is identified. Both the IMS and the EMS
decisions are aspects part of the same process. IMS is a driver of commitment in a market as EMS is. The same
factor categories can be used to categorize the factors affecting both decisions.

2.4 Choice for Dunning’s eclectic framework
IMS and EMS are looked upon as 2 aspects from one decision process (Koch, 2001). Prior studies have
been using the same factor categories to describe factors affecting both IMS and EMS. In this study the
Dunning eclectic framework’s categories are used to categorize factors affecting IMS and factors
affecting EMS. In this research Dunning’s eclectic framework is the model of choice to categorize and
explain the factors that influence IMS and EMS.
While other perspectives are certainly relevant, the applicability of Dunning’s eclectic framework on
both IMS and EMS, as has been shown in prior studies, forms the decisive factor. Dunning’s eclectic
theory takes into account ownership advantages, location advantages, and internalization advantages.
In reality every internationalization situation is unique. The interactions between variables are
complex and influence the internationalization decisions. Sets of determinants of choice therefor are
difficult to optimize (Hill, Hwang and Kim, 1990). Hill, Hwang and Kim (1990) raise the question whether
a meaningful generalization can be made about the relative weight of the different variables.
As the general research question stated in 1.2.2 shows, this research contains different elements,
including the focus on Dutch SME’s and countries in sub-Sahara Africa (hereafter SSA) as potential
target markets.
By applying Dunning’s eclectic framework in this research the factors can be analyzed on different
levels. First the relative importance of ownership advantages, location advantages and internalization
advantages can be analyzed in a second stage the relative importance of specific factors can be
analyzed and explained. With this leveled approach Dunning’s framework is believed to contribute to
capturing more meaning than many other models would.
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Concluding remarks
In this section Dunning’s eclectic framework is chosen as model for this study. Applicability of the theory on IMS
and EMS is found in different studies. The relatively broad scope of the framework corresponds to the research
objective and questions. The framework provides the categories in which the identified factors can be placed.

2.5 Factors affecting Internationalization
This section presents the factors that were identified in prior studies as potential influencers of
internationalization. In this section different factors found in the leading theories described in 2.2 are
categorized into ownership, internalization and location factor categories. The factors are selected
from the internationalization literature.
Determination of factors that influenced internationalization decisions according to the selected
studies. A search process was put in place revealed studies on related subjects. Web of Science, Scopus,
WUR library and Google Scholar were used as search engines. In order to find relevant studies the
following search terms were used to create the list of factors below: “Determinants OR Factors AND
IMS OR EMS OR Internationalization”. Each factor is described as well as its relevance in the context of
Sub Saharan Africa (SSA). In chapter 4 the empirical relevance of these factors in the IMS and EMS
decisions of the respondents is presented.
Ownership factors
Resources An influential ownership advantage is the availability of resources (Pangarkar and Yuan,
2009). The more resources a firm has, the better it is positioned to compete with competitors,
especially in host countries, and deal with the high costs and risks of international operations
(Pangarkar and Yuan, 2009). The availability of resources can positively affect the options of a firm in
both IMS and EMS.
Control Control is named as a determinant in internationalization and is related to the factor of
required resources (Ulrich, A. M. D., Hollensen, S., & Boyd, B., 2014). Export via agents or distributors
requires less resources than setting up a wholly owned subsidiaries but provides low control over the
operations abroad. A wholly owned subsidiaries on the other hand provides high control but requires
a higher investment of resources. (Ulrich, Hollensen & Boyd, 2014). The need for control of overseas
resources and risk can be a reason for choosing a higher commitment mode. Anderson and Gatignon
(1986) suggest that high control entry modes are more efficient for products that are highly
proprietary, unstructured, less understood, highly customized to a user or businesses in in early and
growth stages (Anderson and Gatignon, 1986).
Flexibility / Asset specificity When market conditions are subject to potential rapid change, firms
sometimes have to change of entry mode or withdrawn completely from a market. In such cases high
levels of asset specificity can form a risk (Hollensen, 2011).
Product complexity The complexity of products can have an effect on the internationalization
decisions of a firm. Technology intensive companies tend to choose higher commitment entry modes
than less technology intensive firms (McDougall, Shane, & Oviatt, 2003) as the need for customization
can require that the company build long‐term relationships with customers in the local marketplace
(Rundh, 2001). Building relationships with customers can be an intensive and expensive process. This
makes it likely for companies to start working with close markets first.
International experience Experience with international operations is an important determinant in
internationalization. International experience can decrease the costs and uncertainties of entering a
new market (Hollensen, 2011; Johanson and Vahlne, 1977). Studies show international experience as
a predictor for the choice of high control modes. Companies with more international business
experience are shown to be more effective in foreign markets and have less problems in international
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operations. Therefore the choice for a high control mode is more likely (Šarapovas, Huettinger &
Ričkus, 2016).
Country specific experience Experience is a major factor shaping strategic directions company
corporate culture and collective knowledge, or common wisdom (Koch, 2011). Claver and Quer (2005)
propose 2 measures of experience in which a distinction is made between general international and
country-specific international experience. “experience gained by companies via prior exports to the
host country leads to a higher propensity for the establishment of WOS” (Singh and Kogut, 1989).
“Foreign companies are more confident in having success in a market if they have had some degree of
success in selling their products in the host nation” (Elango and Sambharya, 2004)
Networks Smaller firms can compensate for their size by using networks or forming alliances. Joining
clusters was found has a significant factor favoring competitiveness in international markets (Ratten
et al. 2007). Outsidership vis a vis relevant networks, rather than psychological distance, is the root
of uncertainty (Johanson & Vahlne, 2009). The availability of a relevant network can help companies
to strengthen their position in the markets of these networks. As networks are borderless this can
positively affect international market activity.
Location factors
Market attractiveness Market attractiveness, expressed in growth and potential size of the market, is
discussed in literature as one of the most important factors affecting market selection and entry mode.
From a transaction cost point of view attractive markets will stimulate the choice for high control
modes since that enables firms to grasp the benefits of economies of scale (Nakos & Brouthers, 2002).
A large host country creates a situation in which companies expect high returns, this can compensate
for the higher risk of entry modes with a higher level of commitment (Agarwal, 1994).
Demand uncertainty Market size is a determinant in internationalization, however uncertainty of
demand affects the ability to carefully calculate the net present value of an investment project. Firms
tend to respond to this uncertainty by keeping their investments rather low. Consequently, the higher
demand uncertainty is, the lower control the entry mode usually is (Kogut, 1991).
Geographic distance Psychological distance is correlated with geographic distance.
Internationalization theory suggests that firms usually start in their domestic market and develop the
region of their operations incrementally. The firm starts exporting to neighboring countries (Johansson
& Wiedersheim-Paul, 1975). Geographic distance negatively affects market selection.
Psychological / cultural distance Cultural distance between home and host country is another
important determinant. Studies show controversy in this area as Tihanyi, Griffith & Russell (2005) have
found positive effects of cultural similarity on high control modes, while other scholars have found the
exact opposite, firms opting for low control modes in culturally distant countries. Regarding market
selection firms usually follows an incremental process in which primarily psychological close
countries are targeted followed by the psychological more distant markets that differ in language,
culture, political system, level of education, etc.. (Johanson and Vahlne, 1977)
Country risk Country risk is linked to among others, to political and economic stability of a foreign
country that can and will impact internationalization. Political and economic stability are determinants
used for market selection (Šarapovas, Huettinger & Ričkus, 2016). From a transaction costs
perspective, country risk is associated with higher control modes. However, transaction cost reasoning
does not take into account the increased need for flexibility that comes with higher risk (Brouthers,
Brouthers & Werner, 2008). This paper takes into account the political and economic risks.
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Institutions / Legal restrictions Institutions have an important role in assuring the effective functioning
of the market. Institutions include, the legal framework and its enforcement, property rights,
information systems, and regulatory regimes. Strong institutional arrangements support an effective
market mechanism. Weak institutions tend to fail to ensure effective markets for example if they
provide a basis for corrupt business practices. Well-functioning institutions are a determinant of
market selection and higher commitment entry mode choice (Meyer, Estrin, Bhaumik, & Peng, 2009).
Legal restrictions by the host country can highly affect business operations in the host country and are
therefore considered as an important determinant of internationalization decisions. Legal restriction
can affect the market entry process as well as the post-entry operations via barriers, costs and risk.
Scholars have showed that the higher legal restrictions are the lower control modes are used
(Brouthers & Brouthers, 2003). Country governments can also reduce the optional entry modes by
prohibition (Gatignon and Anderson, 1988).
Competition intensity The competitiveness in the host country market can negatively influence
internationalization decisions. SME’s tend to choose low investment modes in high competition
foreign markets (Ratten et al. 2007). In highly competitive markets profitability tends to be lower which
diminishes justification of higher investments in high commitment entry modes (Kim and Hwang,
1992). Lower profitability also tends to negatively impact the selection of a market.
Internalization factors
Cost of contract The costs of making and enforcing contracts in the selected international market
compared to their home country (Brouthers et al. 2002). Transaction costs are composed of the costs
of finding and negotiating with an appropriate partner, and the costs of monitoring the performance
of the partner firm. These affect entry mode choice. “The selection of target market (…) while adding
the consideration of transaction costs significantly helps managers make better informed decisions
that can lead to superior export performance.” Transaction costs can thus also affect IMS.

Risk of dissemination Consisted of perceived managerial risk of the dissipation of proprietary
knowledge (Brouthers et al. 2002). Employees or employees of companies to which a license has
been granted can use the knowledge of the firm in ways other than the principal intention. Higher
control modes can provide higher levels of control regarding this risk (Meyer and Peng, 2016).
Dissemation risk can also affect market selection, for example if the foreign country is not a signatory
to the appropriate international conventions (Koch, 2001).
Concluding remarks
In this section factors are described that prior literature described as factors affecting IMS and/or EMS. These
factors are distributed among the 3 larger categories corresponding to Dunning’s eclectic framework, those are
ownership advantages, location advantages, internationalization advantages.

2.6 Theoretical framework
In this section the theoretical framework is displayed. This framework is the graphic foundation of the
study and comprises of dependent and independent variables. The theoretical framework consists of
2 parts that are separately displayed below. Figure 2 shows the relationship between the independent
variables, the OLI factor categories and the dependent variables. The influence (see arrows in figure)
on the dependent variables are the subject of this study. The arrows describe the direction of influence
and not the level of impact. Figure 3 shows a detailed overview of the factors of which those categories
consist. Together they form the theoretical framework.
The 2 dependent variables are international market selection (IMS) and entry mode selection (EMS).
Dependent variable 1: IMS as described by Papadopoulos and Denis, (1988) is “a process that begins
after the decision to initiate or extend internationalization and ends when it is decided whether or not
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to act upon the results of the selection process”. It is the decision by which firms choose their market.
According to the framework, a chosen market is called selected.
Dependent variable 2: EMS can be divided into three important categories. Driscoll (1995) describes
export, contractual-based and investment based modes as three important categories. Pan and Tse
(2000) indicate a hierarchy within entry modes.
Independent variables
Internationalization-aspects affecting factor-categories (Dunning)

Ownership factors

Location factors

Internalization factors

IMS

Not
selected

EMS

Selected

Export

Contractual
agreement
based

Investment
based

Dependent variables
Internationalization decisions

Figure 2 : Theoretical framework part A
The decision whether to choose a certain market or not, and whether to choose a certain entry mode
are affected by different factors. These factors are in this study categorized into the larger factorcategories of Dunning’s eclectic framework, the so-called OLI factors. These factors and factor
categories are the independent variables. The effect of factors presented in section 2.5 and listed in
figure 3 were assessed. Potential emerging factors that weren’t found in literature were identified.
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Ownership

Location

Internalization

Resources

Market attractiveness

Cost of contract

Control

Demand uncertainty

Dissemination risk

Flexibility / Asset specificity

Geographic distance

Product complexity

Psychic distance

International experience

Country risk

Country specific experience

Institutions / Legal

Networks

Competition intensity

Figure 3: Theoretical framework part B OLI-factors
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2.7 Conclusions
The preliminary literature study on IMS shows the classic and most cited theory is referred to as the Uppsala
model, it describes that internationalization of firms usually follows an incremental process and that geographical
and psychological distance form important factors in internationalization of firms. In section 2.1 the Uppsala
model is described as well as other leading theories in IMS.
Different economic, market and company-specific indicators are described. The literature shows that
comparative information about countries, industries and markets form good predictors, but comparative
information can be scarce and costly, which can impede IMS decision-making.
Section 2.3 explains the interconnectedness of IMS and the EMS, and how both decisions are aspects of the same
process. Both decisions are closely related. The same factor categories can be used to categorize the factors
affecting both decisions. A number of factors affect both decisions as displayed in table 1.
Table 1: Preset internationalization factors

Ownership

Location

Internalization
1.

IMS factor
Resources
x
(Need for) Control
Asset specificity
x
Product complexity
x
International experience
x
Country specific experience
x
x
(Relevant) network
Market attractiveness
x
Demand uncertainty
x
Geographic distance
x
Psychological distance
x
Country risk
x
(functioning) Institutions
x
x
Competition intensity
Cost of contract
x
Dissemination risk
x

Effect on market
selection
EMS factor
Positive
x
x
Negative
x
Negative
x
Positive
x
Positive
x
Positive
Positive
x
Negative
x
Negative
x
Negative
x
Negative
x
Positive
x
Negative
x
Negative
x
Negative
x

Effect on level of
investment
Positive
Positive
Negative
Positive
Positive
Positive
Positive
Negative
Negative
Negative
Positive
Positive
Negative
Positive
Positive

According to strategic management-literature what are key determinants of international market
selection (IMS)?

International market selection is the decision by which firms choose their market. This decision is affected by
external factors. We used Dunning’s eclectic model with its 3 larger factor categories to categorize the factors.
Those are ownership advantages, location advantages, internationalization advantages. These three factor
categories affect market selection.
The factors that have been identified in strategic management literature for their influence on market selection
are: resources, asset specificity, product complexity, international experience, country specific experience and
network for ownership factors. Market attractiveness, demand uncertainty, geographic distance, Psychological
distance, country risk, institutions and competition intensity for location factors. Cost of contract and
dissemination risk for internalization factors.
2.

According to strategic management-literature what are key determinants of entry mode selection
(EMS)?

EMS is described in section 2.2 through three main categories: export, contractual-based and investment based
modes. A gradual development of activities starting with export developing towards more investment intensive
methods is described as well. In EMS, tradeoffs exist and different theories and models contribute to the
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understanding of the forces at work. Dunning’s eclectic framework consists of 3 sets of variables that affect EMS.
These sets include firm-specific advantages, location advantages, and internalization advantage.
The factors that have been identified in strategic management literature for their influence on entry mode
selection are: resources, control, asset specificity, product complexity, international experience and country
specific experience for ownership factors. Market attractiveness, demand uncertainty, geographic distance,
psychological distance, country risk, institutions and competition intensity for location factors. Cost of contract
and dissemination risk for internalization factors.
We have found that the majority of identified internationalization factors relate to both dependent variables,
the IMS and EMS decision. We have also identified what effect each individual factor if the factors have a positive
or negative relationship on international market selection and the selection of higher investment entry modes.
These effects are discussed in paragraph 2.5 and listed in table 1.
The following factors are described in prior literature as factors affecting internationalization. These factors are
distributed among the 3 larger categories corresponding to Dunning’s eclectic framework, those are ownership
advantages, location advantages, internalization advantages. Table 1 shows if the identified factors are related
to IMS, EMS or both.
Section 2.3 explains the interconnectedness of IMS and the EMS, and how both decisions are parts of the same
process, the internationalization decision. Both decisions are closely related. The same factor categories can be
used to categorize the factors affecting both these decisions. The majority of identified factors affect both
decisions.
Specific research question (1) and (2) stated in 1.2.2 are considered answered.
The choice has been made to use Dunning’s eclectic framework. In section 2.4 the applicability of Dunning’s
eclectic framework on both IMS and EMS is discussed. Dunning’s eclectic theory takes into account ownership
advantages, location advantages, and internalization advantages. By applying Dunning’s eclectic framework in
this research the factors can be analyzed on different levels. The in prior studies shown applicability of the theory
on IMS and EMS, and the relatively broader scope the framework provides are the main arguments.
Section 2.6 presents and describes the theoretical framework. It shows the potential relationships between
dependent variables IMS and EMS and the independent variables, the factors and factor categories described by
Dunning’s eclectic framework theory.
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3. METHODOLOGY
This chapter presents and explains the methods used for empirical data collection. Clarity is given on
the research design in section 3.2, the data collection strategy is discussed in section 3.3. The
population and the corresponding sampling technique are discussed in section 3.4. Section 3.5 consists
of the operationalization of the concept into measurable variables. These elements enable us to
answer sub research question 3. “Which data collection method is most suited for the empirical part
of the research?” at the end of this chapter.

3.1 Overview
The objective of this research is to to contribute to the decision making processes of Dutch decision
makers on internationalization, by gaining insight into how Dutch firms select their sub-Sahara
African markets and entry modes. To do so, factors affecting IMS and EMS are subtracted from the
leading theories from prior research and a perspective is chosen to categorize and add meaning to
these factors and to other factors that are found in the empirical data. Through the collection of
empirical data, the following specific research questions are answered. 4. Which factors influence
decision making regarding selection of sub-Sahara African markets? 5. Which factors influence decision
making regarding the selection of entry modes to sub-Sahara Africa? 6. How do key independent
factors (determinants) relate to the dependent IMS and EMS in internationalization decisions?

3.2 Research design
A study may include different components (Koestler, 2018). This study consists of a descriptive
component as well as a confirmatory component. This means the described results have the secondary
task to potentially and partly complement what prior research has indicated. “Descriptive studies may
be characterized as simply the attempt to determine, describe or identify what is” (Ethridge, 2004).
This research design is found appropriate as the objective is to gain insight and increase the ability to
describe a situation through a process of data collection as described by Fox (2007).
Combining a descriptive and a confirmatory approach is appropriate in this case as the descriptive step
consisted of identifying factors that affect the internationalization processes of Dutch firms. Secondary
was the confirmatory step to assess these factors in the light of factors identified in prior studies.

3.3 Technical research design
The technical research design shows what needs to be done to find a sound answer to the research
questions formulated in the conceptual research design. In this part, questions are converted into
actions and theory into empirical reality. The important first step in the technical research design is
the decision on the kind of material that is needed and how and where to find it (Verschuren &
Doorewaard, 2010).

3.3.1 Research strategy
The research consists of both primary and secondary data. A literature research is performed to
identify leading and more modern theories in the field of study. This is done to produce a theoretical
basis for the research. An empirical study is performed in order to collect empirical data from the
research objects.
The preliminary study, illustrated as part 1 in the research framework in figure 1, exists of three levels.
To answer specific research question (1) stated in 1.2.2 an extensive desk research is performed to
provide knowledge on international market selection theory. To answer specific research question (2)
stated in 1.2.2, an extensive desk research is performed to provide knowledge on entry mode selection
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theory. To answer specific research question (3) stated in 1.2.2, an extensive desk research is
performed to provide knowledge on research methods.
Based on the answer of specific research question (3) stated in 1.2.2, an appropriate research method
is selected to collect empirical data. The support for this decision is found in methodology chapter 3.
The empirical study, described as part 2 in the research framework in figure 1, consists of identification
of suitable respondents, this is explained in 3.3. A second step was the actual collection of data
describing affecting factors in international market selection and entry mode selection.
The results of the collected data was analyzed and interpreted in order to draw conclusions that
contribute to answering the specific research questions (4), (5) and (6) stated in 1.2.2. Once all these
specific research questions have been answered, the general research question can be answered which
would make the research objective stated in 1.2.1 to be achieved.

3.3.2 Research material
For the preliminary study, illustrated as part 1 in the research framework in figure 1, and meant to
answer specific research question (1) and (2) stated in 1.2.2, literature in the form of scientific papers,
was be the main source of information to be consulted to create a firm understanding of the research
topics. The literature provides knowledge in the form of theories and insights which functions as key
elements in the theoretical framework of this research. To answer specific research question (3) stated
in 1.2.2, literature on research strategies is used to find the best fitting research strategy.
For answering specific research question (4), (5) and (6) described in 1.2.2, empirical research is done.
Individuals that are related to internationalization of SMEs provided firsthand information about the
factors that have affected the international market and entry mode selection processes. This
information was collected through the designated research method that appears from answering
specific research question (3) described in 1.2.2. To answer the general research question stated in
1.2.2, the answers of all specific research questions (1) to (6) stated in 1.2.2 were analyzed, interpreted
and concluded on.
9 practitioners on internationalization of Dutch SME’s were interviewed. The motivations that have
led to their choices are of value for this study. Identifying, analyzing and understanding the contexts
and motives for these decisions increases understanding on the defining factors in the selection
processes of African markets and entry modes. The experiences, behavior, opinions, ideas, feelings
and perceptions of the individuals were identified and analyzed in order to eventually draw conclusions
on the role of the different factors in the selection processes from the decision maker’s perspective.
To answer specific research question (4) , (5) and (6) described in 1.2.2, a qualitative approach was
adopted to collect data on Dutch firms with business activities, prior business activities or ambitioned
business activities in sub-Sahara African markets. A constraint could be the identification of research
objects. A constraint in coming to a workable dataset could be the identification of Dutch SME’s with
business activities, prior business activities or ambitioned business activities in sub-Sahara African
markets. A list of companies that have shown interest in African markets was shared by the
Netherlands African Business Council in The Hague.

3.4 Data collection strategy
The data collection was executed through in-depth interview. “An interview is a verbal interchange,
often face to face, though the telephone may be used, in which an interviewer tries to elicit
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information, beliefs or opinions from another person” (Burns, 1997). This method is selected based on
the following aspects: The purpose of the research, The significance of establishing personal contact,
The geographical distribution of the population, Complexity of the topic. Based on these aspects the
interview was chosen as an appropriate data collection method.
The nature of the research is to identify factors that affected decisions. It is thus important to
understand the reasoning for the decisions of our respondents, as well as their attitudes and opinions.
In order to collect comparative material but keeping the possibility to anticipate when interesting
elements emerge at the moment of collection interviews are prescribed (Saunders et al. 2007),
however the possibility to deviate is kept. Managers are more likely to agree to an interview than to
complete an extensive questionnaire. Especially when the topic of choice is relevant to their work
(Saunders et al. 2007). Therefore the interview seems more appropriate. Dutch SME’s are the subject
of research interviews and questionnaires can be held via phone (Kumar, 2011). The drivers for
selection of a certain market and entry strategy can be a complex topic with obvious and more hidden
reasons. This asks for a data collection method that is dynamic and can adapt during the collection. An
interview is more suited in such a situation.
Data were collected from 9 companies through in depth interviews with owners, executives, and
managers responsible for decisions on IMS and EMS. The number of respondents is determined as
appropriate taking into account time and resources, the relatively low amount of easily identifiable
respondents, and the nature of the research.
The type of interview that was held with respondents contained aspects of both structured and
unstructured interview methods. Certain predetermined questions were asked. Based on the
responses of the respondents we elaborated on topics. As the exact comparability of the data is less
important in qualitative research in this study, and part of the purpose of the interviews lies in the
eventual identifying of other factors than the ones already described by the researcher, a semistructured interview seems the designated tool.
Concluding remarks
In this section the choice for the data collection strategy is stated as well as the arguments to support it. The
purpose of the research, the significance of establishing personal contact, the distribution of the population and
the complexity of the topic are named as driving factors. Nine in depth semi structured interviews are held.
Finding the appropriate data collection strategy forms the answer to research question (3): Which data collection
method is most suited for the empirical part of the research?

3.5 Sampling
Population
The population consists of Dutch SME’s with business activities, prior business activities or ambitioned
business activities in sub-Sahara African markets. The majority of Dutch companies fall into the
category of SME’s, identifying the firms with a relation to SSA markets is less obvious. In the next
section the sampling strategy is described.
The study targeted SME’s in the Netherlands with historical, existing of ambitioned activities in SSA. A
list of companies that have shown interest in African markets is obtained from the Netherlands African
Business Council in The Hague. This organization stimulates business relationships between Dutch and
African companies. The list contains larger and smaller companies that for a variety of reasons have
shown interest in business involvement with the African continent.
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Sampling technique
A non-random sampling method is adopted. This choice is appropriate given the relatively small
identifiable population and the nature of the study which is not working towards, or making claims on,
representativeness. Sample size does not has to be as static and predetermined as in quantitative
research (O'Leary, 2017). A mixed purposeful sampling method has been adopted. Criterion sampling:
a list of criteria has been set up, listed in the next section, to assess the suitability of the potential
sample and create a first group. From that list the sample has been extracted through convenience
and opportunistic sampling, as not all invited companies were willing to give an interview.
The Netherlands African Business Councel provided us with a list of 82 companies. These 82 companies
were registered as official members of the association and thus to a certain level interested in doing
business in Africa. The 82 companies were screened online or contacted by telephone and email to
check to which extent they met the characteristics of 3.5.1. The screening resulted in a shorter list of
26 companies. The most important factor for non-eligibility was size, being too big or too small. From
these 26 left, 9 declared their availability for an interview, these 9 are described in 3.5.3.

-

The company is based in the Netherlands
The company has experience with IMS
The company is active in sectors for which SSA provides realistic opportunities
The company is existing for 2 years or more
The company has a maximum of 250 employees
A professional in the internationalization process is willing to cooperate to an interview

Concluding remarks
A mixed purposeful sampling method has been adopted to convert the list of 82 companies into a usable sample.
Criterion sampling and convenience and opportunistic sampling are combined. Not all invited companies were
willing to give an interview from these 26 seleced firms; 9 declared their availability for an interview.

Sample
The following companies cooperated in an interview. A more extensive description of these companies
and the respondents is given in appendix.
Table 2: Sample Dutch SMEs
1.
2.
3.
4.
5.
6.
7.
8.
9.

Dairy trade
Packaging
Poultry housing
Safety glasses
Potato grower
Energy
Mobile phone recycling
Food ingredients
HRM solutions

Operationalization
The main objective of the research is to to contribute to the decision making processes of Dutch
decision makers on internationalization, by gaining insight into how Dutch firms select their sub31

Sahara African markets and entry modes. In order to answer the research questions stated in 1.2.2,
the variables defined in the research framework have to be operationalized. Operationalization is the
translation of abstract concepts into indicators, instruments and instructions. The variables for which
data was collected are so abstract that sensory observable phenomenon’s have to be linked to them
to provide information on the variables (Verschuren & Doorewaard, 2010). Indicators are assigned to
provide the researcher with sensory observable information regarding the concept.
Influence is an abstract concept that cannot directly be measured. The concept is divided into aspects
in the second column of table 3. Mentioning of factors by respondents can be measured and served as
an indicator. Based on the described indicators in table 1. questions are set up in the 4 th column that
induce answers concerning IMS and EMS of the company. The topics that can help steer during the
interviews are listed in the 5th column.
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Table3. Operationalization of factor-influence in IMS and EMS
Concept

Aspect

Indicator

Factorinfluence
on IMS

Influence from
O-factors

Mentioning
O-factor

Influence from
L-factor

Mentioning
L-factor

Influence from
I-factor

Mentioning
I-factor

Influence from
O-factors

Mentioning
O-factor





Influence from
L-factor

Mentioning
L-factor

Influence from
I-factor

Mentioning
I-factor








Factorinfluence
on EMS

Question
 How are these specific target markets selected?
 What are the important factors in this decision?
 How is this decision affected by internal factors?







Topics
Firm size / resources
Flexibility
International experience
Country specific experience Networks
Cost of contract

How are these target markets selected?
How does the approach differ with regard to African markets?
What are the important factors in this decision?
Market attractiveness
How are these specific target markets selected?
Demand uncertainty
What are the important factors in this decision?
Geographic distance
How is this decision affected by the risk of negligence?
Psychological distance
Country risk
Control
How are the entry modes selected?
Product complexity
What are the important factors in this decision?
Firm size / resources
How is this decision affected by internal factors?
Flexibility
International experience
Country specific experience
Cost of contract
How are the entry modes selected?
How does the approach differ with regard to African markets? Dissemination risk
What are the important factors in this decision?
Market attractiveness
How are the entry modes selected?
Demand uncertainty
What are the important factors in this decision?
Geographic distance
How is this decision affected by the risk of negligence?
Psychological distance
Country risk
Institutions / Legal
Competition intensity
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Concluding remarks
Influence is an abstract concept which is not directly sensory observable. To measure influence, indicators have
been assigned that can be measured. Respondents mentioning what has affected the IMS and EMS decisions can
be measured. Questions and topics have been set up that in an interview can serve as measurement instruments
to describe the concept. These questions and topics are forming the basis of the interview guide presented in
section 3.7

Interview design
The interview guide is developed to ensure coverage of the all relevant areas and to favor
comparability of responses across respondents (Kumar, 2011). The interviews had the form of a face
to face conversation or a telephone call in which topics are raised through questions but in which
respondent is encouraged to raise issues that relate to the topic. The interview guide is set up
according to Strategies for qualitative interviews from the Harvard Sociology department.
The interview guide serves the interviewer as an aide-memoire. The basic open-ended questions are
meant to identify the respondent’s first associations with the general topic. A complementary list of
topics is used to evoke recollections that were not directly shared (Silverman, 2013). The following list
of questions was used during the interview.
-

What are the company’s target markets?
How are these target markets selected?
How are these target markets selected?
How are the African target markets selected? / How does the approach differ with regard to
African markets?
What are the important factors in this decision?
How do these factors influence the decision?
Which entry modes has the company adopted to enter target markets?
Which entry modes has the company adopted to enter the (SSA) target markets? / Which entry
modes would the company adopt to enter (SSA) markets?
How are these entry modes selected?
What are the important factors in this decision?
o How are these factors assessed?
How do these factors influence the decision?
How do SSA markets differ from other target markets?
How is this decision affected by internal factors?
How does the approach differ with regard to African markets?

Interview protocol







6 interviews were held by telephone. In prior contact a time and date was set and the
interviews lasted close to 30 minutes. The interviews were recorded using the Iphone app:
“Tape a call”. 3 interviews were held face-to-face.
The conversations started with an introduction regarding the context of the research, the
background of the researcher and the background of the interviewee.
The purpose of the interview was to let the respondent describe the events and decisions with
regard to market selection. An interview guide including questions and topics was present as
an extra tool to search for nuance in the story of the respondent.
A mix of direct, indirect, structuring specifying questions was used to obtain the information
the interviewer believed the most valuable. Only one question was asked at a time and
questions were asked to subtract information, not to let the respondent do the analysis for
the researcher.
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A logical flow of the interview was preferred over strictly respecting the interview guide. Therefore
some interviews follow another sequence than others.
Table 4. Interview scheme
Company

Sector
Interview date
Duration Interviewee role
Type
Dairy trade
9/1/2018
24 min
Export manager
F2f
Packaging
29/11/2017
34 min
Director
F2f
Poultry housing
5/12/2017
57 min
Export director
F2f
Safety glasses
18/1/2018
26 min
Owner
Phone
Potato grower
19/1/2018
31 min
Owner
Phone
Energy
22/1/2018
21 min
Business director Phone
Mobile phone
6/2/2018
33 min
Owner
Phone
Food ingredients
7/2/2018
22 min
Senior sales
Phone
HRM solutions
8/2/2018
45 min
Country manager Phone
The interviewees were all directly involved in the internationalization activities of their respective
firms. The interviewer aimed at a 30 minute interview. The longest took 57 minutes while the shortest
took 21 minutes. Only the Country manager from HR firm, the owner of mobile phone recycler and the
Export director of poultry housing firm were exclusively dedicated to the African market.
Quality of research
In research, validity refers to the ability of a research instrument to measure what it is supposed to
measure, while reliability refers to the consistency of the findings when the research instrument is
used multiple times (Rankjit, 2011).
Construct validity was increased by ensuring a strong correspondence between the research questions
and the interview questions. Content validity was increased by covering the broader context of the
topic and the choice for a semi-structured interview.
Total accuracy is not possible when interviewing people. The research instrument is not perfect and
there are always factors affecting the reliability. Rankjit (2011) describes the following as some of these
factors: the wording of questions, the physical setting, the respondent’s mood, the interviewer’s
mood, and the nature of interaction. These factors can affect the reliability.
To bring order in the data analysis and interpretation are part of the process. The article “Analyzing
qualitative data” by Ellen Taylor-Powell and Marcus Renner (2003) provides a guideline on the steps
to follow in order to correctly process, analyze and interpret the data. The collected data was analyzed
and processed following the method prescribed in the aforementioned article.

3.6 Analysis of results
Once the interviews have taken place a number of steps are taken to analyze the results. These steps
are described in Taylor-Powell and Renner (2003).
Preparation of the analysis
Transcripts are made in MS Word by literally converting the recorded interviews into text documents.
The interview transcripts are treated as data documents. As the questions tend to be purposive,
The purpose of the analysis is to find elements in the data that contribute to answering specific
research questions (Taylor-Powell and Renner, 2003): 4. Which factors influence decision making
regarding selection of sub-Sahara African markets? 5. Which factors influence decision making
regarding the selection of entry modes to sub-Sahara Africa? The interview questions correspond to a
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large extent to the research questions. This means that to a certain degree the respondents’ answers
directly provided parts of possible answers to these questions as the questions tend to be purposive.
Categorization of information
For categorizing, the unit of analysis that were used were “lines”, “portion of lines” and combinations
of those (Taylor-Powell and Renner, 2003). Every transcript is read and re-read line by line. All relevant
ideas, concepts, behaviors or terminology are highlighted. These highlighted parts were referred to as
the “topics”.
The next step is to match these topics to preset categories from the theoretical framework. This is
done to in a later stage search for patterns and connections in the data. Questions that are asked in
the analysis of the highlighted content are: “What is this part about?”, “What topic does this part
indicate?”, “Does the topic matches the theoretical framework?”, and “What is the ‘main concern’ of
the participants (Taylor-Powell and Renner, 2003).
When the topics are analyzed and matched to the preset category-labels, a category existing of
remaining topics could appear too which no preset category label can be assigned. These topics were
also analyzed.
The researcher analyzed the remaining highlighted parts and assigned names to emergent categories
to the point that no new categories were identified that could contribute to adding nuance to the data
(Taylor-Powell and Renner, 2003), the best fitting label(s) for the remaining categories were chosen by
the researcher.
Identification of patterns, connections and other findings
Within the categories patterns and connections can be identified. The key ideas that were being
expressed within a category were be identified and described. The number of times these topics were
raised was counted to provide an estimate of their relative importance (Taylor-Powell and Renner,
2003).
When 2 or more themes tend to consistently present themselves together in the data. These
connections can suggest a cause and effect relationship. Such connections were looked for as they
could help to explain why something occurred (Taylor-Powell and Renner, 2003).
During and after the processing of the data certain themes were identified that do not qualify as a
pattern or relationship. When these themes show some degree of importance - being highlighted by
the respondent as or by the researcher as a possible contribution to the research objective - the
themes are categorized under the Other findings-section in the factor sections of 4.2 Ownership
factors, 4.3 Internalization factors or 4.4 Location factors.

3.7 Sub-Saharan Africa
This research applies existing theory on Sub-Saharan Africa. As this region has a combination of
demand potential and trade barriers that are likely to make the tradeoff more complex than in other
regions. Sub-Saharan Africa has the world’s fastest growing population. In the next 15 years the UN
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has projected a population growth of 500 million (United Nations, 2015). Africa has a relatively young
population and by 2040 the continent is projected to have a working-age population surpassing
China’s. This led to lower dependency ratios and had a positive contribution to GDP growth (Hatting
et al. 2012).
Growth of the size and the purchasing power of the middle class since 1990 has contributed to a
reduction of poverty. Still a vast amount of people is experiencing the risk of falling back into poverty,
these are called the floating class (African Development Bank, 2011). Africa has not shown the
economic growth that East Asia, China and the pacific region experienced while urbanizing. According
to estimated that in Sub-Saharan Africa 42% of the people still lives in extreme poverty (KayizziMugerwa, Shimeles, & Yaméogo, 2014).
According to Hatting et al. (2012), Africa and specifically sub-Saharan Africa is experiencing an
emerging and optimistic consumer class. These consumers are increasing their spending while the high
income group is growing as well.
In the last decade Africa has experienced urban growth with yearly growth rates around 3 %. This trend
seems to carry on for the years to come. Looking closer to the African situation differences per region
are clearly noticeable. Eastern Africa remains predominantly rural while Western Africa is nearing the
point on which half of the population are urban dwellers (Kayizzi-Mugerwa, Shimeles, & Yaméogo,
2014). This development can be important for consumer-related companies for several reasons,
including (1) urban spending are increasing twice as fast as rural spending (2) Urban per capita incomes
are higher on average than of the countries as a whole (3) Population density is higher in urban areas
which makes it easier to reach consumers (Hatting et al. 2012).
The African economy seems to be experiencing a transformation which started around the year 2000.
In the first decade of this millennium real GDP growth and trade with the rest of the world have
doubled (Lem, Van Tulder & Geleynse, 2013). Private consumption spending has increased by $568
billion between 2000 and 2010, and is projected to rise by another $410 billion between 2012 and
2020. 45% of that amount is expected to be accountable to consumer goods and food (Hatting et al.
2012).
In the World Trade Report 2014 four trends characterizing the last decade are explicitly appointed and
examined. Those four trends are: 1. The rise of the developing world, 2. the expansion of global value
chains, 3. the increase of commodity prices and the growing importance of commodity export and 4.
the increasingly global nature of macroeconomic shocks (Wood, 2015). The concept of doing business
with Africa is likely to be a rather unapplied one for many Dutch companies, but African uncertainties
are gradually turning into regular business risks (Lem, Van Tulder & Geleynse, 2013).
The African Economic outlook, a report that monitors the continent’s state of affairs using a
collaborative approach has designated industrialization as one of the top priorities of the African
development bank. Industrialization is identified a main work stream by The New Partnership for
Africa’s Development (NEPAD). In July 2016, the UN general assembly adopted a resolution
proclaiming Africa’s Third Industrial Development Decade, which will run until 2025 (UN General
assembly, 2016). The African Economic Outlook report more specifically mentions agro-processing as
a sector with high growth potential (African economic outlook, 2017).
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3.8 Conclusions
This research is primarily a confirmatory research that makes place for a descriptive component. The purpose of
the research, the significance of establishing personal contact, the geographical distribution of the population
and the complexity of the topic are factors supporting the choice for in depth semi structured interviews. Mixed
purposeful sampling method has been adopted to come to convert the list of 82 companies into a usable sample.
Criterion sampling and convenience and opportunistic sampling are combined to finally identify 9 companies
available for an interview.
To measure influence on the IMS and EMS decisions, measurable indicators have been set up. The mentioning
of affecting factors by respondents during the interviews can be measured and is perceived as a good indicator.
Questions and topics have been set up that in an interview can serve as measurement instruments. These
questions and topics are forming the basis of the interview guide presented in section 3.5.5. Finally, 9 interviews
were held with respondents from companies meeting the preferred characteristics. The results of these
interviews are presented in chapter 4.
We answer the following sub research questions: 4. Which factors influence decision making regarding selection
of sub-Sahara African markets? 5. Which factors influence decision making regarding the selection of entry
modes to sub-Sahara Africa? 6. How do key independent factors (determinants) relate to the dependent IMS and
EMS in internationalization decisions?
Nine face-to-face interviews were held with decision makers in the internationalization processes of 9 Dutch
companies with (potential) activities in SSA. The interview design is presented in paragraph 3.5. This method is
selected based on the following aspects: The purpose of the research, the significance of establishing personal
contact, the geographical distribution of the population, complexity of the topic. Based on these aspects the
interview was chosen as an appropriate data collection method.
Once the interviews have taken place a number of steps are taken to analyze the results. These steps are
described in Taylor-Powell and Renner’s article “Analyzing qualitative data” and consist of Preparation of the
analysis, Categorization of information and Identification of patterns, connections and other findings is
organized.
Through the conclusion of this chapter specific research question (3) stated in 1.2.2 is considered answered.
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4. EMPIRICAL FINDINGS AND ANALYSIS
In chapter 4, the results of the empirical study are presented. The elements that provide the basis for
the answers to the specific research questions 5. Which factors influence decision making regarding
selection of sub-Sahara African markets?, and 6. Which factors influence decision making regarding the
selection of entry modes to sub-Sahara Africa? are presented in this chapter. To add a quantitative
element to this predominantly qualitative research the number of times factors were mentioned is
given as an indication. Section 4.1 starts with an overview of the empirical findings, the interview
results sorted per factor and per interview. Section 4.2 elaborates and describes which ownership
factors (O-factors) were mentioned by which respondents and provides a description of the identified
patterns and relationships related to the individual O-factors, section 4.3 describes which location
factors (L-factors) were mentioned by which respondents and provides a description of the identified
patterns and relationships related to the individual L-factors, while 4.4 describes which internalization
factors (I-factors) were mentioned by which respondents and provides a description of the identified
patterns and relationships related to the individual I-factors. 4.5 describes emerging factors, those that
weren’t mentioned in the theoretical framework but were mentioned during interviews.
Chapter 4 showcases the empirical results and analyzes these results on meaning, patterns and
relationships, chapter 5 is meant to reflect on the results and the analysis and evaluate these in the
context of the theoretical framework of this study.

4.1 Interview results
The interviews have provided us with a view on the determinants of IMS and EMS. A total of 55
references to IMS factors were mentioned while 17 references were made to EMS factors. Figure 4
describes how often individual factors were mentioned while making a distinction between IMS and
EMS.
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Figure 4. References per factor category
Ownership and location factors were most mentioned by respondents with respectively 23 and 24
references for IMS and 6 and 6 references for EMS. A relatively large part of the references was thus
made in the context of the selection of new markets (IMS) rather than selection of modes (EMS).
Internalization factors was the least mentioned factor category 8 times with regard to IMS and 5 times
regarding EMS.
Table 5 and table 6 show how the references to the factors were distributed among the 9 respondents.
We find that the 23 references that were made regarding ownership factors were made by all 9
respondents. The dairy trader and the mobile phone recycling company had the highest number of
references with regard to ownership both 4 in total. The packaging company and the safety glasses
company referred the least to ownership factors. 3 ownership factors were not mentioned at all by
any of the respondents, those are control, flexibility and product complexity.
Location factors were mentioned by all respondents but the mobile phone recycling company. The
potato grower, the safety glasses company and the herb and spices company all mentioned 5 location
factors. The references to individual location factors were evenly distributed with all receiving no or 1
mention. All location factors but competition intensity were mentioned by respondents.
Internalization factors were mentioned by all respondents, but the herbs and spices company. Only
the cost of contract was mentioned as an internalization factor. The dissemination risk was not
mentioned by any respondent.

40

-

3

-

1
1
-

1
1
-

1
1
-

4 2
2 1 1 1 1
1 1 1 1 1 -

1
1
-

Poultry housing,

2

3 1 5 5 1 1
1 1 1 1 1 1 1 1 1 1
1 1 1 1 1 1 1
1

Food ingredients

Mobile phone recycling

8
8

Energy

Internalization factors
Cost of contract
Dissemination risk

HRM solutions

24
6
3
3
4
5
3
-

Safety glasses

Location factors
Market attractiveness
Demand uncertainty
Geographic distance
Psychological distance
Country risk
Institutions / Legal
Competition intensity

Potato grower

23 4 1 3 1
5 2 7 1 1 3 - 1 8 1 1 1 1
-

Packaging

Mentioned as IMS factor

Ownership factors
Resources
International experience
Country specific experience
Networks
Flexibility / Asset specificity
Product complexity

Dairy Trader

Table 5. Mentioned factors
overview IMS

1
1
-

5
1
1
1
1
1
-

1
1 -

3
1
1
1

3
1
1
1
1
1
-

The results are different regarding EMS. Overall EMS factors were mentioned less than IMS factors : 6
references to ownership factors, 6 references to location factors and 5 references to internalization
factors. The HRM solution company had the highest number of references with regard to ownership,
2 in total. The packaging company, the safety glasses company, the potato grower and the energy
company didn’t mention ownership factors as affecting the EMS decision. The references to individual
ownership factors were evenly distributed with all receiving none to 2 references. The 5 ownership
factors were not mentioned at all by any of the respondents are international experience, country
specific experience, networks, control and flexibility.
Location factors were mentioned by the potato grower, safety glasses, HRM solutions, Mobile phone
recycling, herbs and spices company. The 4 location factors were not mentioned at all by any of the
respondents are market attractiveness, demand uncertainty, geographic distance and competition
intensity. Internalization factors were mentioned by the packaging, HRM solutions, mobile phone
recycling, poultry housing, herbs and spices company. Only one of the I-factors was mentioned this
was the cost of contract. The dissemination risk was not mentioned by any respondent. The references
to individual I-factors were evenly distributed with all receiving none or 1 mention. The dissemination
risk was not mentioned by any respondent.
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This chapter continues with the analysis of the empirical results. The purpose of the analysis of the
results is identifying patterns in the answers of respondents and organize these into preset and if
needed, emergent categories. The preset categories correspond to the determinants that were
identified in chapter 2. We also determine the relative importance of themes, patterns and the
relationships between categories. The qualitative character of this study asks for understanding of
what the selected determinants mean to the respondents. Analysis of these specific answers provide
a more nuanced view on the determinants and their meaning. The analysis is achieved in the following
way:
Every factor is treated in 2 steps, the first step concerns the Factor identification/description: Table 5
and table 6 show the number of times a factor was mentioned in the context of IMS or EMS. The
identified factors are discussed per factor-category: ownership, location and internalization. A short
summary is given describing the factor-related interview findings.
In a second step we discuss patterns and relationships. Patterns are recurring ideas, concepts,
behaviors, interactions, incidents, terminology or phrases named or used by the respondent. Patterns
can occur within and between categories. Relationships are described as patterns or connections
between 2 or more categories (Taylor-Powell and Renner, 2003).
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4.2 Ownership factors: references and identified patterns and relationships
Figure 5 describes how often individual ownership factors were mentioned and makes a distinction
between IMS and EMS.
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Figure 5. References ownership category

Analysis of International market selection related ownership factors
The ownership factors that were identified and described in the literature are treated in this section
and illustrated in figure 5. With regard to IMS the ownership factors that were identified in the
interview transcripts are: network, firm resources, international experience, country specific
experience and asset specificity. The ownership factors with regard to EMS that were identified in the
interview transcripts are product complexity and resources.
Network
8 respondents, all but the poultry housing firm, referred to their network as a factor affecting their
selection of African markets. A distinction can be made in what was defined as network by the
respondents. The network factor was described in the following ways: “The presence of family in the
host market” by the potato grower,” the ability to visit a network member in the host country” by HR
firm, and “the possibility of accompanying a network member to the host country” by the energy
supplier.
Pattern: Network presence in the host market
The presence of a network member in the host market was mentioned by 3 as positively affecting the
decision for selection of a certain African market in different cases (the potato grower, the mobile
phone recycling firm, the HR firm). In the case of the potato grower, the presence of family in the host
market accounted for “the network” that drove the company to get acquainted with the Senegalese
market. “My family was living in Senegal and informed me on opportunities in import of fresh
potatoes”. In the case of the mobile phone recycling company the relatively minor advantage of having
someone in the market to meet up with on the day of first arrival in the host country was considered
as an important factor positively affecting the choice for that specific country. “Knowing that there is
someone available that you can contact or meet for advice makes a huge difference when going to a
completely new country”.
Pattern: Following the client for capital asset instalment
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2 respondents have indicated that they have been following a network member to the host country,
in these cases these network member initiated the activities on the African continent. In both cases in
which a network member was followed by the Dutch company towards an African market, the
companies were selected for their know-how regarding the instalment of capital assets. The packaging
machinery company followed its existing client for which projects had been executed before. “We
would never have travelled to Nigeria if it wasn’t for our partner’s project (…) that is how we got
introduced to the industry in West Africa”. The power solution supplier indicated that following a
customer for projects on the African continent has been an important in their approach of other
African markets. In these cases familiarity with the region was created by the network member. This
familiarity developed itself into interest and eventually new activities on the African continent.
Former international experience
7 respondents (the dairy trading firm, the potato grower, the mobile phone recycling firm, the HR firm,
the poultry housing firm, the herbs and spices firm, the power solution firm) mentioned former
international experience as a factor that has affected their African market selection decisions. The
results can be divided in international experience outside the African continent, international
experience inside the African continent and country specific experience.
Pattern: explorative behavior
4 respondents with former international experience described an adventure seeking, pro-active
behavior as a driving factor for the selection of African markets. The answers advocate a willingness to
try, explore and discover as a way to learn about the market. “First time I went to Ivory Coast I sold a
few bags of milk powder without making any profit” and ”You need to be willing to discover and walk
through the dirt to find opportunities” said the dairy trader. Approaching the market in order to
experiment, accepting small and unusual orders and gradually getting acquainted with the market are
named in this category.
Pattern: Experience outside of the African continent
The dairy trader and the herbs and spices firm referred to experience outside of the African continent
as an affecting factor. These 2 respondents did so by referring to their global orientation as being a
factor positively affecting their African market selection decision.
Relationship: Former international experience on the African continent
A relationship that has been identified is the relationship between the former international experience
and former experience on the African continent. All 4 respondents that referred to international
experience also referred to experience on the African continent as an affecting factor.
Resources
5 respondents (the dairy trading firm, the potato grower, the mobile phone recycling firm, the safety
glasses firm, the poultry housing firm) indicated that the availability of resources formed an affecting
factor in the selection of African markets. The resource factor was described as “our ability to supply
on a global scale stimulates us to identify new markets” by the dairy trader, as the availability of the
availability of human resources with the right language and cultural skills by the poultry housing firm
“good people are golden”.
Pattern: Language and culture
3 respondents, the dairy trading firm and the safety glasses and the poultry housing firm referred to
company knowledge about local language or culture as a factor positively affecting African market
selection. “English and French language are required, they need cultural knowledge, and they need to
be flexible”. The safety glasses supplier referred to his pro-active network in relation to his ability to
speak Portuguese. In this case the respondent’s network alerted and connected the respondent to
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commercial leads based on his ability to speak Portuguese. “My network approached me with a lead
from Angola because they knew I could communicate with them”.
Pattern: Incoming orders from African markets
2 respondents, the dairy trading firm and the potato grower described that being found by the client
initiated and drove their African market selection decision. Daily incoming orders from African markets
are described as an obvious way to determine where potential growth is situated. Determining the
origin of the orders teaches the company where demand exists. This method was described as being
useful for established firms, as well-known and established companies are more easily found in the
international business landscape. The dairy trader explains: “since our name is well known across the
continent these days, analyzing the origin of incoming orders provides us with valuable insights on
market potential”
Pattern: Human resources
2 respondents referred to the lack of human resources. This formed the most important factor
negatively affecting reason affecting the activities in 5 of the high potential African countries that have
been pointed out as potential markets for the Mobile phone recycler. The poultry housing company
laid emphasis on the importance of human resources with the right intercultural and language skills
before selecting an African market.
Relationship: Company structure / global targeting
The dairy trading firm and the poultry housing firm named their global market orientation as an

important factor in the decision to target African markets. The resources in these companies
were structured in a way that facilitates and stimulates international market development.
Country specific experience
3 respondents (the HR firm, the poultry housing firm, The potato grower) referred to the country
specific experience as decreasing the obstacles to African market selection. The poultry housing firm
described experience on the African continent but in a different country than finally targeted. In the
other case, the HR firm, the first African market that was selected was the country in which former
experience was gained, Malawi. The potato grower refers to his experience as a bad experience
causing him not to actively target African countries again. The poultry housing company refers to the
experience in different African countries as a factor with a lot of influence on market selection.
Pattern: Product complexity
2 respondents named product complexity as a factor affecting African market selection, these were
the packaging company and the poultry housing company. The complexity of the products required a
certain product understanding from the intermediary. That product understanding was difficult to find
or not found at all in most African markets.
The packaging company describes professional maintenance as a condition for good use of the
machinery. As it is not obvious that such services are always available this factor influences the decision
to select and actively approach an African market. “Those skills are not present or difficult to find which
means that my team would have to fly over in order to maintain and repair the machinery”. For the
poultry housing company the complexity of the product demanded for partners with a certain level of
specific knowledge. The combination of African markets and complex products demands more from
the project managers when it came to approaching the African market.
Asset specificity
This factor was not named as a factor by the respondents.
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Analysis of entry mode selection (EMS) related ownership factors
Product complexity
3 respondents (the dairy trading firm, the HR firm, the herbs and spices firm) addressed product
complexity as a factor affecting the choice of entry mode. In the case of the poultry housing company
large distributorships were preferred over agents as product complexity could more easily be
managed. In the case of the online HR platform high product complexity was a factor favoring the
choice for a joint venture. In another case, that of the dairy trading company, low product complexity
favored the choice for direct export. The simplicity of the product was described as a reason in favor
of the choice for direct export. “Everyone knows what milk powder is, we just need to agree on
quantity, timing and the different quality variables to set up a contract that can easily be done from
Arnhem.”
Relationship: Technology
All 3 respondents that addressed product complexity in relation to the selection of an entry mode
pointed out how complexity of the involved technology affected the choice of entry mode. "Everything
can be done by phone and email” said the dairy trader. The HR firm makes use of an online platform
“The platform is fully online and our local partners function as the physical component in the market.
They meet the candidates in person”.
Resources
Resources were named by 3 respondents (the mobile phone recycling firm, the HR firm, the poultry
housing firm) as factors affecting entry mode selection. In all three cases the lack of resources
negatively affected the choice for a higher commitment entry mode.
Relationship: mode options
The absence of resources was referred to by 2 respondents as an obstacle for firms to choose a higher
commitment mode. Operations in especially host countries, and the high costs and risks of
international operations were named. The poultry housing firm described the potential revenue as too
small for the required investments for higher commitment modes. “Our budgets for investments in
partnerships are very small compared to our colleagues on the Asian markets. That is normal because
our business in Africa is peanuts compared to the value of the Asian contracts”
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4.3 Location factors: references and identified patterns and relationships
Figure 6 describes how often individual location factors were mentioned while making a distinction
between IMS and EMS.
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Figure 6. References location category
Analysis of International market selection location related factors
The location factors that were identified in the interviews are described in this paragraph. The factors
are listed in figure 6 and the number of respondents mentioning them is illustrated. The location
factors with regard to IMS that were identified from the interview transcripts were (from most
important to least important): market attractiveness, country risk, psychological distance, legal and
institutional factors, the geographic distance and demand uncertainty. The location factors with regard
to EMS that were identified from the interview transcripts were psychological distance, Country risk
and institutions/legal.
Market attractiveness
Six respondents (the dairy trading firm, packaging machinery firm, the potato grower, the mobile
phone recycling firm, the poultry housing firm, the power solution firm) addressed market
attractiveness as a factor affecting their African market selection. Different market characteristics were
named that to a certain extent affected the decision to select or not select African markets. Sales
potential and the lack of sales potential were both named multiple times as drivers in this decision.
The dairy trader explained how population growth was enough of an indicator for market potential.
“Everyone knows that the number of people in many African cities is growing explosively. We also
know that the milk consumption per capita is also growing so it’s no rocket science to know that an
opportunity exists”. The uncertainty of being paid was named as a factor negatively affecting the
selection of African markets. The potato grower had issues with payments “When shipping to Africa or
the Middle East, I only ship the goods when the money is on my bank account, I have had too many
problems with payments in the past and do not think it’s worth the risk”.
Country risk
5 respondents (the dairy trading firm, the potato grower, the safety glasses firm, the poultry housing
firm, the herbs and spices firm) referred to country risk as a factor affecting African market selection.
Safety and corruption were 2 of the themes referred to with regard to country risk.
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Particularity: Safety as most important
4 respondents, (the dairy trading firm, the potato grower, the poultry housing firm and the power
solution firm), addressed safety in the potential host country as the most important issue, it is
described as a condition to do business in a given country. The dairy trader explained that decisions
are taken to assure safety of employees. “Nigeria is a huge market but it is a wasp nest so we have
decided to not send our people to that country”. The poultry housing firm stated “Safety is a
condition”. Corruption was named as location factor negatively affecting the market selection decision.
Psychological distance
Psychological distance was addressed by 4 respondents (the dairy trading firm, the HR firm, the safety
glasses firm, the herbs and spices firm) as a factor affecting the market selection decision. The cultural
fit was mentioned as well as the requirement of local language skills.
Pattern: Culture
All 4 former mentioned respondents mentioned cultural challenges. Different issues were raised
including mentality of the local party, slow work tempo, and the importance of a personal relationship.
The herbs and spice firm has difficulties with collaboration with local parties. “The work ethic is very
different of what we know. My experience is that is almost never worked out with local parties and
when it did the local parties were from another country, like India”.
Pattern: Language
All 4 former mentioned respondents mentioned language related challenges. The languages spoken in
the host country was named multiple times as a factor affecting the targeting decision. Language is an
interesting factor as language related factors are occurring in both the ownership and the location
factor category. Language was described as a condition to do business by the safety glass company
“Not knowing a local language makes it very difficult to do business”
Legal and institutional factors
The legal and institutional factors were named by 3 of the respondents (the potato grower, the safety
glasses firm, the packaging machinery firm) as factors affecting their African market selection. Custom
and clearing issues were named as well as changes in the legal situation of a potential host market.
Pattern: custom and clearing issues
2 respondents referred to custom and clearing issues as negatively affecting factors for African
market selection. The packaging machinery producer explained that for African orders to be
interesting, they had to be capital intensive, partly in order to compensate for the time and effort
that was needed to get them cleared. “Soon as customs see these large machines coming into the
port they know that making things difficult could be very lucrative”. The realistic possibility of
protectionist regulations by the potential host country were named by the potato grower as a factor
negatively affecting his selection of certain African markets.
The geographic distance
The geographic distance was named by 3 respondents (dairy trading firm, poultry housing firm, herbs
and spices firm) as a factor affecting the selection of a market. Distance was addressed as a factor
negatively affecting the IMS decision as well as a factor positively affecting the IMS decision. Dairy
trading firm described West Africa as very easy to travel to. “We share a time zone with west Africa,
flying to Ghana means getting on a plane in Amsterdam at noon and having dinner in Accra”.
Pattern: Physical distance / travelability
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Time and cost of travel to the potential host market were described as obstacles for sound business
development by 2, the dairy trading firm and the poultry housing firm.
Demand uncertainty
Demand uncertainty was named by 3 respondents (the potato firm, the safety glasses firm, the herbs
and spices firm) as a factor affecting their market selection. Identifiability of target groups and
partners, availability of information and the large number of intermediaries were named as important
issues that negatively affected the decision to actively approach African markets. The unavailability of
market and regulatory information was named by 2 respondents as a factor negatively affecting the
selection of an African market.
Pattern: Data shortage
All 3 respondents that named demand uncertainty as a factor affecting their market selection pointed
out that the opacity of the market played an important role in their assessment of the market. A lack
of transparency in African markets negatively affected the choice to increase activities in African
markets. Potato grower indicated how opaque the market can be “There are so many

intermediaries that all want to make margin. That makes it very difficult to understand the
market and the product streams”. The safety glass exporter shared that “Target groups in Asia
and Brazil are easier to find than in Africa”.
Analysis of entry mode selection related location factors
Psychological distance
Psychological distance was named by 3 respondents (the potato firm, the HR firm, the herbs and spices
firm) as an important factor affecting the choice of entry mode for African markets. The informality of
the market, the structure of the market and local mentality were described as factors with an influence
on the entry mode decision.
The potato grower stated that the market was so informal that is was difficult to identify the right
channels and get to know people that could really bring the projects forward “the markets are so
informal compared to what I know from other markets, it’s impossible to get it done”. The HR platform
company emphasized on the need for a local link between the platform and the market, in favor of a
joint venture with an expat. The herb and spices company advocated low commitment entry mode as
the local mentality would make it difficult to get things done.
Pattern: Collaboration with locals
All 3 respondents that referred to psychological distance specified that the challenge was found in
collaborating with local parties and individuals. Differences in business practices and cultural
differences were named by the potato firm and the herbs and spices firm in the same contexts. The
difficulties to get things done in collaboration with, or by delegating tasks to locals in African markets.
The herbs and spices trader indicated that “Someone with whom you make an agreement today can
just disappear and contact you a month later to continue the conversation as if nothing happened”.
Country risk
Country risk was named by 2 respondents (potato grower firm, the safety glasses firm) as a factor
negatively affecting the decision to invest in high commitment modes in the host country. These
respondents referred to the risk of corruption and the lack of safety as factors negatively affecting the
choice for high commitment modes.
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Legal and institutional factors
One respondent (mobile phone recycling firm) described how the lack of support from institutions
forms a factor which negatively affected the choice for a higher commitment mode as the lack of
support forced the company to work in a provisory manner. “Most initiatives take place in the nonregistered parts of the economy since you hardly supported by local institutions”.

4.4 Internalization factors: references and identified patterns and relationships
Figure 7 describes how often individual internalization factors were mentioned while making a
distinction between IMS and EMS. The 2 internalization factors that were described in literature
(paragraph 2.6) and were identified in the interviews are covered in this paragraph. The link between
these factors and the interview elements is also made in this paragraph. The internalization factor with
regard to IMS that was identified from the interview transcripts was cost of contract. The
internalization factors with regard to EMS that was identified from the interview transcripts was also
cost of contract.
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Figure 7. References internalization category
Analysis of International market selection related internalization factors
Cost of contract
The costs or efforts needed to make and enforce contracts in the selected African market were named
by 8 respondents (the dairy trading firm, packaging machinery firm, the potato grower, the mobile
phone recycling firm, Poultry housing, the HR firm, the safety glasses firm, the power solution firm)
during the interviews. Identification of potential customers, first contact with the potential market and
turning contacts into contracts were named.
Pattern: Cost of customer identification
4 respondents, the potato grower, the herbs and spices firm, the safety glass firm and the HR firm,
emphasized the relatively high costs of identifying and getting in contact with African companies,
which are conditions for establishing contracts. These high costs were related to the dispersed target
market, the difficulties of locating customers, and the need to evaluate the potential. These high costs
negatively affected the decision for African market selection. The HR firm dealt with the difficulty of
identifying customers in the market by accepting small transactions at a loss in order to increase its
brand awareness “We started with the low-hanging fruits of the market and were not afraid to lose
money while gaining awareness in the market”.
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Pattern: Reactive approach
4 respondents described 2 different types of reactive approaches. The first 2 respondents, the
packaging machinery company and the provider of power solutions indicated that they have been
following a network member to the host country. This decreased the costs involved in contacting and
contracting and positively affected their African market selection. The packaging supplier stated “It is
not in our strategy to travel to Africa and look for customers, we were introduced to the region by our
partners and that is how we learned about the market and opportunities in the region”. Their
introduction to the host country was an indirect one. The second approach was described by the dairy
trading firm and the potato grower, they indicated that they were found by the client, this affected the
decision to select and actively approach an African market. The dairy trader shared: “When you receive
an increasing number of requests for proposals from a certain country it makes it worthwhile to visit
the country to determine the potential”.
Pattern: Organized events: Trade missions, exhibitions and conferences
2 respondents, the mobile phone recycling firm and the poultry housing firm referred to organized
events as having positively affected the market selection decision. One event, a conference on waste,
helped to inform the respondent’s company on the opportunities in Ghana while the other respondent
took participated in multiple trade missions in order to learn about the market and its characteristics
under guidance, as well as get in contact with potential partners.
Analysis of entry mode selection related internalization factors
Cost of contract
5 respondents (packaging machinery firm, the mobile phone recycling firm, the HR firm, the poultry
housing firm, the herbs and spices firm) referred to the costs of contract with regard to their choice of
entry mode. The HR firm and the poultry housing firm indicated that the high costs of contracting
affects their decision on entry mode selection in favor of a higher commitment mode.
Relationship: Product complexity + cost of contract
The more complex the product becomes the harder it is to make a sale and the corresponding contract.
This asks for a supply chain with knowledge and commitment to the objectives. The poultry housing
company describes the distributor as a better alternative than export through an agent as the
complexity of the product could better be transferred by a large distributor. “Willingness and potential
of the partner are very important. You should understand that distributors do it all. They have to learn
about our company about the products and invest. You need to be committed to sell the total
concept”. The human resource company describes a joint venture as the best way to acquire physical
presence in the target market while having a partner that can function as a link between the platform
and the market. The HR firm anticipated on that difficulty by starting small and using joint ventures to
share risk and profit. “We quickly found out that that adding employees to our team was not going to
work, we needed associates to share the risk with so that they would be intrinsically motivated to
succeed”.

4.5 Emerging categories
The adopted approach of semi structured interviews allows categories to emerge in addition to the
preset categories. These categories were identified and defined during and after working with the
data. These emerging categories are described in this section.
Opportunities
A special market opportunity has been referred to by 2 respondents as a reason to target a certain
market. The idea of having a special perspective or unique position towards the market that creates
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an opportunity has played a role in the market selection decision making of these companies. The
potato grower had a reason to be in Senegal once in a while due to family that immigrated to Senegal.
He perceived a potential competitive advantage by staying informed on market conditions and
benefits by actively responding to these. “My family in Senegal informed me on the enormous volatility
in price of potatoes. This had to do with a non-consistent supply. I saw an opportunity in quickly
responding to shortages”. The safety glasses firm found an opportunity in targeting a country based
on developments in its certification requirements matching the European Union’s requirements. He
describes this as an exception in Africa. Many countries in Africa are improving their regulations with
regard to worker safety. They often use European regulation as a basis for it. My strategy was to
anticipate on the introduction of new safety regulations by providing goods that matched the newest
requirements”.
Managing entry barriers
2 respondents referred to an obstacle to market as an issue that could be turned into a competitive
advantage once overcome. The dairy trading company explained: “entering the African market
requires a different approach, but once mastered, the obstacle can be turned into a competitive
advantage as competitors have to overcome the same obstacles. They need to find the channels, talk
to strangers and be screwed once or twice before getting traction in a market”. The second
respondent, active in human resource management pointed out the slow tempo of operations in the
African markets they had been active in. The respondent also explained that once these different
dynamics were understood it created opportunities and it even became a driver to increase their
presence on the African continent. It can be very demotivating to see no change. It is easy to give up
with such perspectives. However, once the business starts working it is comforting to know that new
starters will have to first live through the same situation before being able to compete”.
Common knowledge
2 respondents, the dairy trader and the poultry housing developer referred to the common knowledge
regarding the demographic growth in Africa and consequently the rise in consumption of the food
products in their portfolios. Population growth and urbanization were mentioned as self-explaining
indicators for potential in these markets. The dairy trader stated: “Everyone knows that the number
of people in many African cities is growing explosively. We also know that the milk consumption per
capita is also growing so it’s no rocket science to know that an opportunity exists”
Business model
The respondent from the packaging machinery firm referred to its business model for not actively
developing the African market. The business model exists of a combination of heavy machinery and
the service agreements. Service forms an important part of the business, consists of on-site visits and
this makes it more difficult to do business in Africa. His experience is that local African companies
aren’t likely to pay for the expensive service trip fees and his service staff doesn’t like travelling to
African countries. “Our business model exists of a combination of heavy machinery and service
agreements for multiple years. If I would send a team to perform maintenance, pay for flights and
hotels and work hours that could become a serious cost item”. We deem this factor worth mentioning
despite the fact that this factor only emerged once. The factor shows that the inapplicability of certain
business model constructs can decrease the attractiveness of a market.
Morality
The respondent from the packaging machinery firm referred to packaging machinery as automation of
manual work. That automation process is saving costs in western markets as the speed of the machine
can make up for the relatively high hourly rate of workers. In African countries automated packaging
would automate activities that today are done by people which would result in less jobs for locals, a
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negative effect. “Everything that our machines do can also be done by hand, it might take time and a
lot of hands but the hourly rate in most African countries does not justify automation and it will cost
local jobs”. We deem this factor worth mentioning despite the fact that this factor only emerged once
as it shows the importance of perceived impact on the people in the potential host market.
Sense of doing good
Both the respondents from the poultry housing firm and the phone recycling firm described their
activities in African markets as “doing something good” and mentioned that element as part of their
reason for activities in African markets. In both cases the respondents referred to a human connection
with locals and transferring valuable knowledge. “The owners of Vencomatic have a warm heart for
Africa and are willing to invest in the development of poultry farming on the African continent. Looking
at return on investment, the projects do not even come close to what we do in other parts of the
world. We do single deals in Asia that are larger than the total sum of what we currently do in Africa
but we believe in sharing our knowledge and Africa is a region where our expertise has such an impact.
That is a beautiful thing of working in Africa”.
Absence of capable partner
Not being able to identify a trustable and capable partner to manage the overseas business was
mentioned by the herbs and spices firm and the safety glass firm as a reason not to increase activities
in African market.

4.6 Conclusions
In this chapter we have presented the results from the empirical research. The answers from
respondents form an essential element to the answers to sub research questions 4. Which factors
influence decision making regarding selection of sub-Sahara African markets? 5. Which factors
influence decision making regarding the selection of entry modes to sub-Sahara Africa? and 6. How do
key independent factors (determinants) relate to the dependent IMS and EMS in internationalization
decisions? References and additional explanations to specific factors and the corresponding factor
categories were presented. To provide an answer to the research questions an analysis of the data is
required. The outcome of the analysis is reported in chapter 5.
The interviews have provided us with a view on the determinants of IMS and EMS. A total of 55
references to IMS factors were mentioned while 17 references were made to EMS factors.

Ownership factors : With regard IMS the 4 factors that were mentioned were mentioned a total of
23 times while the 2 mentioned EMS factors were mentioned a total of 6 times. Regarding IMS factors,
network was referred to by 8 respondents and we identified 2 Patterns: Network presence in the host
market and Following the client for capital asset instalment. Former international experience was
referred to by 7 respondents and we identified 2 patterns and a relationship. Patterns: explorative
behavior and Experience outside of the African continent. Relationship: Former international
experience on the African continent. Resources was referred to by 5 respondents and we identified 3
Patterns and a relationship. Patterns: Language and culture, incoming orders from African markets and
Human resources. Relationship: Company structure / global targeting. Country specific experience was
referred to by 3 respondents and we identified a pattern: Product complexity. No references were
made regarding Asset specificity. Regarding EMS ownership factors: Product complexity was referred
to by 3 respondents and a relationship was identified: Relationship: Technology. Resources was
referred to by 3 respondents and a relationship was identified: mode options.

Location factors: With regard to location, respondents described 6 IMS factors 24 times and 3 EMS
factors a total of 6 times. Regarding IMS factors, Market attractiveness was referred to by 6
respondents. Country risk was referred to by 5 respondents and we identified one particularity: Safety
53

as most important. Psychological distance was referred to by 4 respondents and we identified 2
patterns: Culture and language. Legal and institutional factors was referred to by 3 of the respondents
and we identified 1 Pattern: custom and clearing issues. The geographic distance was referred to by 3
respondents and we identified 1 Pattern: Physical distance / travelability. Demand uncertainty was
referred to by 3 respondents and we identified 1 Pattern: Data shortage. With regard to EMS:
Psychological distance was referred to by 3 respondents and we identified 1 Pattern: Collaboration
with locals. Country risk was referred to by 2 respondents. Legal and institutional factors was referred
to by 1 respondent.

Internalization factors: Regarding IMS factors, cost of contract was referred to by 8 respondents and
we identified 3 Patterns: Cost of customer identification, Reactive approach, organized events: Trade
missions, exhibitions and conferences. With regard to EMS: Cost of contract was referred to by 5
respondents and we identified 1 Relationship: Product complexity + cost of contract.
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5. THEORETICAL REFLECTIONS
This chapter consists of an analysis and interpretation of the results and continues with a conclusion
and a discussion in which we reflect on the limitations of the research. The chapter starts with 5.1
giving an overview of results in the light of the theoretical review. 5.2 provides a reflection on every
individual factor comparing theory and empirical results. In 5.3 the reflection is done based on the
factor categories of Dunning’s framework. In 5.4 the interconnectedness between IMS and EMS is
analyzed in the light of the influence of the internationalization factors. In 5.5 we reflect on the
research and discuss the limitations.
In this chapter the sub research questions 4. Which factors influence decision making regarding
selection of sub-Sahara African markets? And 5. Which factors influence decision making regarding the
selection of entry modes to sub-Sahara Africa? Are answered at the end of paragraph 5.3. Sub research
questions 6. How do key independent factors (determinants) relate to the dependent IMS and EMS in
internationalization decisions? Are answered in paragraph 5.4.
The practical research objective described in 1.2 was to: gain insight into how Dutch firms select their
sub-Sahara African markets and entry modes. That objective is met when identification, confirmation
and interpretation of the factors affecting IMS and EMS is achieved.

5.1 Revised theoretical framework
In this research existing and widely accepted internationalization theory is applied to a new
geographical area, Sub Sahara Africa. These reflections should show to which extent the empirical
findings fit the literature review from chapter 2. In other words, we want to find out to which extent
the OLI framework is applicable to SME’s entering SSA markets.
The empirical results show that with regard to market selection more attention is given to Ownership
and Location factors than to Internalization factors. This outcome is in line with theory on the different
factor categories of Dunning’s Eclectic framework described in 2.2.4.
Figure 8 below shows an adjustment of the Internationalization factors framework figure 2 of
paragraph 2.5. It shows which factors with regard to IMS were supported by the empirical findings,
which ones weren’t and which emerging factors were identified. The empirical findings were
interpreted in the following way: when factors identified in the theoretical framework from chapter 2
were mentioned by respondents as having affected their IMS or EMS decisions these would be
registered as supporting the theoretical framework. When other factors were mentioned by
respondents as having affected their IMS or EMS decisions these would be registered as emerging
factors. The data contributes to a clearer understanding of what decision makers perceive as important
aspects of internationalization.
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Figure 8. Revised theoretical framework International market selection Part B
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With regards to entry mode selection (EMS) Ownership and Location factors were of larger influence
than Internalization factors. Dunning’s Eclectic framework described in 2.2.4 states that internalization
advantages vary from market to market. Cost of contract remains an important factor. It was mostly
referred to as the difficulty of contacting and contracting customers in the African market. For
companies with complex products, the cost of contract has an influence on the choice of entry mode
selection in favor of high commitment entry modes.
A note has to be made regarding the sample. Most of the respondents had little current activities in
SSA. Further research is needed to establish a view on entry mode choice of Dutch SME’s with
considerable activities in SSA.
Figure 9 shows an adjustment of the Internationalization factors framework in figure 2 of paragraph
2.5. It shows which factors with regard to EMS were supported by the empirical findings and which
ones were not. No emerging factors were identified.
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Figure 9. Revised theoretical framework entry mode selection part B
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5.2 Individual factors
The objective of the theoretical reflections is to find meaning, importance and relevance of the
empirical findings by contextualizing these within the theoretical framework from chapter 2.
The results that are described in 4.2, 4.3 and 4.4 are analyzed and interpreted in this section. The
analysis is based on the proposition of the theoretical framework and on the analysis process described
by Taylor-Powell and Renner (2003).
The number of references per factor are shown to add a quantitative aspect to this qualitative
research. They show a hierarchy in the amount of times factors were mentioned.
To add meaning to the individual factors, we have analyzed how these factors were explained by
respondents. The results from the preset and emerging categories were analyzed to identify patterns
of relevant aspects regarding these factors and provide a nuanced view on the respondent’s reasoning.
These patterns help us better understand the meaning of the factors in the contexts of the
respondents. This adds a layer to the study and helps us answer research questions. 5) Which factors
influence decision making regarding the selection of sub-Sahara African markets (IMS)? And 6) Which
factors influence decision making regarding the selection of entry mode to sub-Sahara Africa more
precisely.
The analysis confirms the influence of 10 IMS factors and 6 EMS factors that were identified in the
literature review of chapter 2. Overlap exists for 5 factors, resources, psychological distance, country
risk, institutions and cost of contract, which affect both the IMS and the EMS decision. 6 factors were
uniquely affecting the IMS decision: networks, international experience, country specific experience,
market attractiveness, demand uncertainty and geographic distance and 1 factor was uniquely
affecting the EMS decision: product complexity.
The analysis adds meaning to the existing theoretical definitions by uncovering and defining aspects of
these factors that were not described in literature. However, not for all factors can influence on
decision making be confirmed. 6 IMS factors and 10 EMS factors identified in literature couldn’t be
confirmed through the empirical results. The findings also show emerging factors in IMS, those 5
factors emerged in the empirical results but were not part of the literature review of chapter 2.

Ownership factors IMS
Network
Network is one of the most important factors in the IMS decision making process. This is in line with
the revised leading theory from the University of Uppsala on this topic that suggests the “networks”
increased importance since the model’s first appearance. According to that theory the firm’s
opportunities in a certain region are increasingly explained by the firm’s relationships and networks.
(Johanson & Vahlne, 2009).
The presence or activities of a network member in the potential host market has proved to be an
important or even decisive factor in the IMS decision making process. As relationships with actors in
markets improve, that market becomes fitter for selection. The role that the network performs can
differ, this is also true for its potential influence on the EMS decision making process.
The role of networks has been explained as follows by respondents: 1) a network already being present
in the (potential) host country, and 2) the decision to actively follow a network member that decides
to enter the host country.
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Presence of
network in host
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Follow network to
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Figure 10. Network analysis
Former international experience
Former international experience has shown to be a very relevant factor with great influence on the
IMS decision. The 2 kinds of former international experience that are described in chapter 2 are former
international experience and country specific experience. The latter can be described as a more specific
variant of the first one. Both types of experience show to have effect on the IMS decision. 2 nuances
on the factors are international experience outside of Africa and former continent specific experience.
Experience with doing business outside of the home market, even if not with African countries
positively influences targeting African markets along the way.
Former continent specific experience or experience on the African continent describes a more specific
type of experience than ‘just’ international experience. Experience on the African continent shows to
be a factor that positively affects the African market selection decision.
These suggestions are supported by internationalization theory from the Uppsala university claiming
that internationalization of firms usually follows an incremental process in which primarily neighboring
and psychological close countries are targeted followed by the psychological more distant markets
(Johanson and Vahlne, 1977). The suggestion can be made that the borders of Africa form a
geographical and psychological border that once crossed makes it easier to target other African
markets.

Country-specific
experience

International
experience

International
experience outside
of Africa
Africa-specific
experience

Figure 11. Experience analysis
Resources
Resources form an important factor affecting African market selection decision. The availability of
resources is described in literature as an important factor in IMS and that is in line with the he empirical
results that clearly show the importance of resource availability in internationalization.
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Companies that adopt an international targeting strategy often allocate their resources in a way that
favors the approach of geographically and culturally dispersed markets. However the availability of
these resources is a prerequisite for such an approach.
Analysis of the origin of incoming orders can provide insights on how potential target markets develop
themselves. However, being visible on a global scale comes at both financial and non-financial costs.
The factor resources is also subdivided in assets (company structure), human resources, skills and
capabilities (marketing). Both show to be important. The importance of human resources with specific
capabilities to target African markets is underlined in this research.

Company
structure favors
global targeting

Resources

Marketing
efforts for
inbound orders
Human
resources
Cultural and
language skills

Figure 12. Resources analysis
Country specific experience
Experience in specific countries has shown to be influential in the targeting decision. A positive or
negative experience in a certain country, can serve as an indicator for the attractiveness of not only
that one country, but also for other countries in the region. Generalization on the quality of the African
business climate based on experience in only one country was perceived.
Asset specificity
Asset specificity seems to be of minor importance was not named as a factor by the respondents. This
can be related to the low degree of commitment that Dutch SME’s have in African markets through
their choice of entry mode.
Product complexity IMS implications
Product complexity demands for more specifically defined partnerships between parties, sometimes
even before the market choice has taken place. In the case of marketing of capital goods partnerships
become an important driver in market selection. The vision and capabilities of the partner can become
leading. IMS could in these situations be described as consequence of EMS.

Ownership factors EMS
Product complexity
Product complexity shows to be a factor affecting EMS. Higher commitment modes are chosen as
products become more complex. Partnerships with local parties are more likely to be aspired than
simple export and the selection criteria for these partners. The empirical findings are in line with what
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the literature in chapter 2 suggested. These studies claim that technology intensive companies tend to
choose higher commitment entry modes than technology less intensive firms. (McDougall, Shane &
Oviatt, 2003).
Resources EMS implications
The availability of resources has shown to be an important factor in entry mode choice. The results
showed that especially the lack of resources affected the choice. As higher commitment entry mode
choices often come with higher costs, firms can be limited in their choice causing a situation in which
no choice is given regarding commitment mode. These findings are in line with the literature described
in chapter 2 stating that the larger a firm is, the better it is positioned to compete with competitors,
especially in host countries and deal with the high costs and risks of international operations
(Pangarkar and Yuan, 2009).

Resources

Entry mode options

Figure 13. Resources analysis EMS

Internalization factors IMS
Cost of contract IMS implications
With 8 respondents referring to it, the cost of contract can be named as a decisive factor. The factor
was referred to by nearly all respondents and forms an important pillar in the internalization category.
The costs of identification of the potential customer was found to be a major contributor to the cost of
contract. This was caused among other factors by : dispersed target markets, the difficulties of locating
customers, and the need to research the potential. Zooming out on the factors mentioned by the
respondents the suggestion is made that the relatively high costs of contract could be related to the
lack of infrastructure and the unavailability of reliable market information.
A reactive introduction to African markets, led by a partner, removes lots of the difficulties related to
identification of potential customers. These situations are more opportunistic and less strategic as the
initiative comes from a partner. The costs of contract are however decreasing as in such a situation
many of these cost elements are covered by the partner. Taking this into account the suggestion can
be made that a proper network could decrease cost of contract as a good network can decrease the
costs of contact and contracting.
Trade events and missions can play a key role in selection of African markets. These initiatives can
provide the required information, contacts or guidance needed to eventually take an IMS decision.
When relatively little market information is available the relative importance of these trade
associations increases as they are scarce sources of input for IMS.
The relative lack of market information that is common for developing markets (Papadoupolos &
Martin, 2011) described in chapter 1.1 does not affect all industries and companies. What is perceived
as relevant market information can differ per company. Therefor the availability of relevant market
information can differ as well. Based on the ambiguous view of the respondents on the identifiability
of the potential market the suggestion is made that the type of market information that contributes
to the IMS decision can differ per industry and/or company. Demographical information can be highly
valuable market information to one company and not to the other.
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Figure 14. Contract cost analysis

Internalization factors EMS
Costs of contract
Costs of contract is described in literature as a factor primarily affecting EMS. In this study we conclude
that the decision to enter or not enter a market is affected by the perceived cost of contract. The costs
of contract seem to increase when the complexity of the product increases as more specifically
qualified intermediaries are required. This has caused firms to choose collaboration with a distributor
over collaboration with an agent and joint ventures over partnerships.

Cost of
contracting

Product
complexity

Figure 15. Contract cost analysis EMS

Location factors IMS
Market attractiveness
Market attractiveness is the dominant location factor in African market selection decision. Market size
and market growth are the 2 important elements constructing the factor from the SME perspective.
The importance attributed to market attractiveness in this research is in line with classic theories on
international market selection (Agarwal, 1994). Market size and growth are closely related to
foreseeable demand. However, the demand needs to be identifiable or expected in order to be taken
into account and affect the market selection decision. When demand is easily identified or can easily
be deducted out of the available information like for example demographic figures it can be a factor
affecting the African market selection decision. Depending on the industry the identifiability of
demand can vary.
Country risk
Country risk has been pointed out as an important factor in the African market selection decision. As
the factor is linked to political and economic stability and African economies are often perceived as
less stable, this does not form a surprise. A commonly encountered tradeoffs is that of opportunity vs.
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risk (Ekeledo & Sivakumar, 1998). Finding that demand and county risk form the most important
location factors is well in line with the theory.

Country risk

Personal safety

Figure 16. Country risk analysis
Psychological distance
Psychological distance can be described as an important factor in African market selection. The factor
was mainly raised as a factor that negatively affected the choice for African markets by Dutch firms.
Mentality, language and perception of good collaboration are variables that often do not match with
the partner’s expectations. The mismatch is pointed out as a potential threat for successful business
and this negatively influences the choice of these African markets. Psychological distance is an
important factor, language forms a very important component of this factor. However psychological
distance isn’t a predominant factor which contradicts dominant theory by Johanson and Vahlne (1977)
that argues that internationalization of firms usually follows an incremental process in which primarily
neighboring and psychological close countries are targeted followed by the psychological more distant
markets. The model has been revised in 2009, in the more recent model “networks” are named as a
factor that has gained importance since the model’s first appearance which is in line with the results
of this study.
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Figure 17. Psychological distance analysis
Geographic distance
Geographic distance is a factor affecting IMS decision. In this study we conclude that geographical
distance is not as unambiguous as the term might seem. Geographical distance is easily described in
time and costs of travel. Another perspective on distance is the situation in which parties share a time
zone. This is an important factor in favor of selection of African markets. This underlines the relativity
of geographic distance and sheds light on interesting aspects of geographic distance.
Internationalization theory suggests that firms usually start in their domestic market and develop the
region of their operations incrementally to neighboring countries (Johansson & Wiedersheim-Paul,
1975), in a globalized world the definition of the term “neighboring” can have changed since the year
in which the study was first published.
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Figure 18. Geographical distance analysis
Legal and institutional factors
Legal and institutional factors are playing a role in the selection of African markets. Customs and
clearing related issues are the most important component of this factor. The time and costs related to
the clearing of goods are perceived as a serious constraint and this thus negatively influences the
choice of African market selection. Legal changes can however also be perceived as a driver as
opportunities for firms as well as they can create opportunities and protect a market from new comers.

Legal factors

Custom and
clearing

Figure 19. Legal analysis
Demand uncertainty
Demand uncertainty can be concluded to be a relevant factor in African market selection. In the basic
encountered tradeoff of opportunity vs. risk the opportunity component should be identifiable in order
to have an effect. Many different factors have been named that negatively affect the ability to estimate
the level of demand and thus indirectly the possible selection of a market. Lack of transparency is the
most important sub-factor.

Demand
uncertainty

Data availability

Figure 20. Demand uncertainty analysis

Location factors EMS
Psychological distance
Psychological distance to the potential host market has an influence on the choice of entry mode. A
need for control is an important aspect for Dutch practitioners in their collaboration with parties in the
host market. This need for control is linked to the expectation that “getting things done” in African
markets is difficult. The choice for a higher commitment mode is often explained by a need for control.
Responsibility, contribution and control are higher to offset the risks related to collaboration with
African entities.
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Figure 21. Psychological distance analysis
Country risk
Country risk plays a role in EMS. Stable institutions form important conditions for foreign investment.
As African countries show relatively high risks due to the level of political and economic stability
(Šarapovas, Huettinger & Ričkus, 2016) . The empirical results show that the difficulty that comes with
determining the exact risk affects the choice of entry mode in such a way that low investment modes
are preferred. This is in line with the theory described in chapter 2 stating that political and economic
stability of a foreign country can and will impact the choice of entry mode (Šarapovas, Huettinger &
Ričkus, 2016).

5.3 Emerging factors
In addition to the identified factors from literature chapter 2 the analysis has helped in defining new
emerging factors, this helps to reflect the existence of other factors than those mentioned in the
literature review. While analyzing the interviews, recurring themes that didn’t fit the preset categories
from the literature review were made into emerging categories. This process continued until no new
themes or subcategories were identified.
Opportunism
Opportunism can be a factor driving the selection of a market. Companies focusing on other markets
than the African market, interests in African markets can manifest when a specific opportunity
appears. African market development is in many cases seen as a non-core business activity on which
non-utilized time or capacity can be spent. African market selection in these cases is driven by the
randomness of a particular opportunity rather than strategy.
Manageable entry barriers
With regard to entry barriers, being legal or of another type, an interesting point is that these are
sometimes perceived an opportunity, an obstacle for potential competitors. Entry barriers can thus in
particular cases be described as an advantage and a factor positively affecting the choice for an African
market.
Common knowledge
The African consumption of goods like dairy and poultry is expected to increase and easy to determine.
Growth of the urban population are accepted and logical reasons to travel to these markets and
perform research in the potential host countries.
Business model
The business model of a firm can consist of different components of which one or more do not fit the
African market. A company that is marketing product + service combination can conclude that African
markets are less interesting because one of the components cannot be delivered profitably.
Effect on local environment: Morality / Sense of doing good
In the results we identified 2 emerging factors regarding morality and the sense of doing good. These
factors are part of the same continuum and are therefore combined under the factor Effect on local
environment. Non-financial elements as the expected effect on the local economy and its communities
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can play a role in the selection of African markets. The consequences of market entry on the economic
and social environment are taken into account and a moral component can affect the IMS decision.
Both positive and negative effects on the local environment can influence the decision making. Saving
the community from negative effects or bringing something of value to a developing market can both
play a role in the African market selection decision.
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good

Figure 22. Environmental effect analysis

Product complexity demands for more specifically defined partnerships between parties, even before
the market choice has taken place. In the case of marketing of capital goods partnerships become an
important driver in market selection. In these cases the partner’s existing markets are already set. IMS
could in these situations be described as consequence of EMS.

5.4 Categories
Our analysis shows the relative importance of ownership, internalization and location factors in the
selection of African markets and in the selection of entry modes to these markets. This is schematically
displayed in Figure 23. the revised theoretical framework.
Ownership and location related factors had most influence on both the IMS decision making process
and the EMS decision making process. These results should be taken into account when deciding on
the relative importance of the different factor categories: ownership, location, and internalization.
Ownership advantages, the relative advantages that are often related to privileged ownership, access
to specific resources, assets, knowhow or abilities, play a large role in the selection of African markets.
The most important ownership factors relating to IMS were: network, resources and international
experience and country specific experience. Converting the factors into questions gives us “Who do
you know? What do you know? What do you have?” These questions provide a practical view of
important aspects of African market selection.
The location advantage category received as much attention as the category of ownership advantages.
Location advantages are related to the host market and consist of characteristics in the host market.
The most important location factors were: Market attractiveness, Demand uncertainty, Geographic
distance, psychological distance, Country risk, Institutions / Legal. The questions related to these
factors are: Where is the market? How profitable can the market be? How are the people in that
market functioning? What are the risks related to that market? These questions provide a practical
view of important aspects of African market selection.
With regard to entry mode selection the most important ownership factors were resources and
product complexity and the most important location factors were psychological distance, country risk,
legal/institutions.
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This shows that both internal and external factors are of large influence in the internationalization
decision especially in IMS. This while EMS decisions in the African context seems to be less affected by
these factors.
Internalization advantages, the extent to which internalization of markets for the generation and use
of assets is perceived as less important in both IMS and EMS decision making. That the significance of
the advantages were likely to vary across industries, geographies and/or firm type is in line with
literature on the model (Dunning, 2010). Cost of contracting as an internalization factor plays an
important role in decision making, it ranks among the overall top factors affecting IMS. However, the
factor category internalization as a whole has relatively little influence compared to ownership and
location factors.
These results show that both for the African market selection and entry mode selection process within
the OLI framework, ownership and location are the most important determining factors.

5.5 The interconnectedness of IMS and EMS
Overall 16 preset factors were taken into account to analyze their effect on decision making in IMS and
EMS. Their individual effect on these decisions is presented in 5.1 and 5.2 while the effect of factor
categories is discussed in 5.3. This paragraph presents the interconnectedness between the 2 domains.
A total of 5 factors has showed to have influence on both IMS and EMS decision making. These results
confirm prior work from scholars explaining that IMS and EMS are part of the same decision. The
research provides new insights into the relationship between IMS and EMS with regard to factors
affecting decision making in the context of Dutch SMEs going to SSA. Further research is needed to get
a better understanding of the dynamics between IMS and EMS in this specific context.
In this study our approach was in line with the reasoning that IMS and EMS are 2 aspects from one
decision process (Koch, 2001). As displayed in Figure 23. we have used the perspective of IMS and EMS
being part of the same “involvement-continuum” of which the opposite ends are: “market not
selected” and “wholly owned subsidiary”. We assessed the influence of one single selection of
variables on these 2 decisions. We expected that the extent to which these variables would influence
both decisions could indicate a level of connectedness between these 2 internationalization decisions.
To give a quantitative indication to the results the following numbers are presented. From the 16
preset factors, 7 were ownership factors. From these 7 different factors only resources shows to be a
factor that influences both IMS and EMS. Resources are essential to take a step towards the selection
of a new, distant market. A main distinction that is between entry modes is that of low and high
investment modes. The required investment or consequently required resources form such a major
component that the name already shows its importance “low/high investment modes”. It is thus logical
that this factor influences both decisions.
From the 2 internalization factors the cost of contract seemed to be a factor that affected both IMS
and EMS. Cost of contract, one of the main subjects in transaction costs describes the efficiency of a
company in a host market. By choosing a market where transaction costs are low the firm’s
performance is increased. By choosing an entry mode that decreases the transaction costs the firm’s
performance is also increased (Brouthers et al. 2009). Cost of contract thus has influence on both IMS
and EMS.
6 of these factors were location factors. From these location factors, 3 were affecting both IMS and
EMS. Those were psychological distance, country risk, institutions / legal. Location is the factor
category with the most overlap of factors with regard to their influence on IMS and EMS. Psychological
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distance seems to be having a large influence on both decisions. The common denominator here seems
to be the effect of psychological distance on collaboration with local parties. Collaboration with locals
becomes a reality when a market is chosen, the method and intensity of collaboration is largely decided
on by the choice of entry mode. This explains why the influence on IMS and EMS from Psychological
distance has the most overlap. Country risk was mainly explained as the country’s risks for the
individual, personal risk. The personal risk plays a role in the choice of going or not going to a country,
thus the IMS decision.
EMS decision affects how you are going to be present in the host country and for which activities.
Country risk can thus have a huge influence on IMS and EMS decisions. Legal changes in a host country
can increase entry mode options which can affect the attractiveness of the country and consequently
the market selection decision. This shows how the availability of entry mode options can affect market
selection.
Location related factors seem to be most widely affecting internationalization decision, IMS and EMS
altogether. Factors that limit the entry mode options can potentially negatively affect the overall
attractiveness of the internationalization operation and thus also negatively affect the IMS decision.
The attractiveness of a country can vary depending on the entry mode that is used to operate in it. The
need for control, country risk or the functioning of legal institutions can directly affect entry mode
options. Which on their turn can affect the IMS decision making process.
The influence of the selected factors on EMS decision making was smaller than expected and smaller
than the influence the same factors had on IMS. This could have to do with the fact that companies
chose to start with presence in a market to evaluate the worth of increasing their activities and
investments in that market.
With regard to SSA, interconnectedness of IMS and EMS could potentially still best be explained by
classic literature showing that rather than suddenly making large investments, companies prefer
incremental involvement and commitment to foreign markets. This could mean that the factors
affecting EMS decision making could very well vary over time.
This implies, putting it in concrete EMS terms, that firms will typically start with export via an agent
and eventually gradually develop their activities to more investment intensive methods until
eventually production in the target country (Johanson and Vahlne, 1977).
The choice for a higher commitment mode is explained by a need for control that is related to
cultural differences between the home and host market.
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Figure 23. Revised theoretical framework part A
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5.6 Conclusions
To answer research question 4) “Which factors influence decision making regarding the selection of
sub-Sahara African markets (IMS)?” we have identified determinants in chapter 2 and we have
empirically tested these through interviews with 9 respondents. The empirical results are described in
chapter 4 and theoretically reflected on in this chapter 5. The answer to research question 4) exists of
different layers. Layers that have manifested themselves and increased in meaning during the
research, these are: The factor categories based on Dunning, the factors and the specifications of these
factors. The complete answer consists of these 3 layers.
The factors were divided into 3 categories: ownership, location and internalization factors. With regard
to factor categories we conclude that international market selection is mainly affected by ownership
and location factors. Internalization factors have had less of an impact on the selection of African
markets.
Zooming in on these categories we have confirmed the influence of 10 of the 15 IMS factors on decision
making regarding the selection of sub-Sahara African markets (IMS) as identified in chapter 2. The most
important ownership factors relating to IMS were: network, resources, international experience and
country specific experience. Converting the factors into questions gives us the following questions:
Network : Who do you know that can help you?
Resources : Which resources do you have to achieve your international ambitions?
Country specific or International experience : What have you learned from experience?
These questions provide a practical view of important aspects of African market selection. The most
important location factors were: market attractiveness, demand uncertainty, geographic distance,
psychological distance, country risk, institutions / legal. The questions related to these factors are:
Geographic distance: How far is the market?
Demand uncertainty/market attractiveness: How sure are we about the profitability of the operation?
Psychological distance: How are the people in that market functioning?
Country risk : What are the risks related to entering that market?
These questions provide a practical view of important location aspects of African market selection.
Cost of contracting is part of the least influential factor category, internalization. However, it plays an
important role in decision making, it ranks among the overall top factors affecting IMS.
The last layer adds meaning to the individual factors that were identified by showing the different
specific aspects that were shown to be relevant to the respondents in this research. The role of
networks has been explained as follows by respondents: 1) a network already being present in the
(potential) host country, and 2) the decision to actively follow a network member that decides to enter
the host country. The role of International experience is explained as 1) country specific experience 2)
international experience outside of Africa and 3) Experience on the African continent or former
continent specific experience. The factor resources is also subdivided in 1) assets (company structure),
2) human resources, 3) skills and capabilities (marketing).
The findings also show emerging factors in IMS. Those 5 factors, Opportunism, manageable entry
barriers, common knowledge, business model and the effect on local environment emerged in the
empirical results but were not part of the literature review of chapter 2.
5) Which factors influence decision making regarding the selection of entry mode to sub-Sahara Africa?
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Like for IMS the factors were divided into 3 categories: ownership, location and internalization factors.
With regard to factor categories we conclude that just like market selection, the entry mode decision
is mainly affected by ownership and location factors. Internalization factors had less of an impact.
Taking a closer look at these categories we have confirmed the influence of 6 of the 15 EMS factors
identified in chapter 2. The most important ownership factors relating to EMS were: resources and
product complexity. The most important location factors were: Psychological distance, country risk
and institutions. Just like in IMS cost of contracting played a relatively important role in decision making
regarding EMS, it ranks among the overall top factors.
Discussing the meaning added to the individual factors that were identified we find that the role of
resources has been explained as a condition to select higher investment entry modes. The
phenomenon of product complexity was explained as a driver for higher contact and contracting costs.
Psychological distance was described as the difficulty of collaborating with locals in Africa due to
differences in culture and language.
6) How do key independent factors (determinants) relate to the dependent IMS and EMS in
internationalization decisions?
On an OLI category level, ownership and location factors have a comparable level of influence on the
IMS and EMS decisions. Internalization factors have much less effect on both decisions. However, the
individual ownership and location factors are to a large extent different ones. From the 16 preset
internationalization factors presented in chapter 2, 5 factors have showed to have influence on both,
the IMS and the EMS decision making process, this is described in 5.4. The IMS and EMS decision
making processes are thus at least partly affected by the same factors.
The factors were divided into the 3 categories from Dunning’s eclectic framework: ownership, location
and internalization factors. With regard to factor categories we conclude that overlap was found in all
3 factor categories, however the overlapping factors were predominantly location factors.
Resources was the only overlapping factor in the ownership category. Resources are essential to take
a step towards the selection of a new, distant market. An increase of resources also increases the entry
mode options a firm has. Psychological distance, country risk, institutions / legal are the location
factors affecting both IMS and EMS. Psychological distance seems to be having a large influence on
both decisions. The cost of contract or transaction costs seemed to be a factor that affected both IMS
and EMS. By choosing a market where transaction costs are low the firm’s performance is increased.
But performance can also be increased by choosing the right entry mode. Country risk was mainly
explained as the country’s risks for the individual, personal risk. Personal risk plays a direct role in
market selection. But as the EMS decision also defines the presence of the company and eventually
the individual in a particular market these 2 are connected. Legal changes in a host country can
increase entry mode options which can affect the attractiveness of the country for business and
consequently the market selection decision.
It can be concluded that interconnectedness between IMS and EMS exists regarding
internationalization to SSA. The idea of IMS and EMS being part of the same “involvement-continuum”
of which the opposite ends are: “market not selected” and “wholly owned subsidiary” can at least
partly be confirmed. Companies are gradually getting involved and committed to African markets
which translates in their IMS and EMS decision making.
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6. CONCLUSION AND DISCUSSION
6.1 Conclusions on research questions
In this section the sub research questions are briefly answered. By doing so the general research
question, stated in section 1.2.2 are be answered which means the research objective of this research,
stated in section 1.2.1, is met.

Answer Sub research question 1
According to strategic management-literature what are key determinants of international market
selection (IMS)? International market selection. We discuss different models and corresponding
determinants and elaborate on Dunning’s eclectic model and its 3 factor categories: ownership,
location and internationalization advantages. We have identified a total of 16 factors, namely 6
ownership factors, 7 location factors and 2 internalization factors. The ownerships factors are
resources, asset specificity, product complexity, international experience, country specific experience
and network. The location factors are market attractiveness, demand uncertainty, geographic
distance, psychological distance, country risk, institutions and competition intensity. Cost of contract
and dissemination risk for internalization factors. These are listed and described in 2.5.

Answer Sub research question 2
According to strategic management-literature what are key determinants of entry mode selection
(EMS)?
Entry mode selection refers to the firm’s adoption of an organizational structure. Different models to
explain EMS are discussed in 2.2. Three entry mode categories are export, contractual-based and
investment based modes. The entry modes involve different levels of control, ownership and different
levels of resource commitment. The characteristics of all 3 categories are discussed in 2.2 and 2.4. The
EMS factors are categorized according to Dunning’s eclectic model. The factors that have been
identified in strategic management literature for their influence on entry mode selection are:
resources, control, asset specificity, product complexity, international experience and country specific
experience for ownership factors. Market attractiveness, demand uncertainty, geographic distance,
psychological distance, country risk, institutions and competition intensity for location factors. Cost of
contract and dissemination risk for internalization factors.

Answer Sub research question 3
Which data collection method is most suited for the empirical part of the research?
The factors listed in the theoretical framework in 2.5 give direction to the empirical research. The
second part of the study consists of the collection and analysis of empirical data that is required to
answer sub research questions 4, 5 and 6. The empirical research consisted of 9 face-to-face interviews
with decision makers in the internationalization processes of 9 Dutch companies with (potential)
activities in SSA. The interview design is presented in paragraph 3.5. Based on the aspects discussed in
3.3 the interview was chosen as an appropriate data collection method. The interview guide described
in 3.4 is set up according to Strategies for qualitative interviews from the Harvard Sociology
department. The analysis of the interviews is based on Taylor-Powell and Renner’s article “Analyzing
qualitative data” and is described in 3.5.
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Answer Sub research question 4
Which factors influence decision making regarding the selection of sub-Sahara African markets (IMS)?
The layered answer to this question covers the factor categories based on Dunning, the factors and
the specifications of these factors. With regard to factor categories we conclude and describe in 5.4
that international market selection is mainly affected by ownership and location factors and less by
internalization factors. 10 of the 15 IMS factors had an influence on IMS in this research. As discussed
in 5.2, the most important ownership factors relating to IMS were: network, resources, international
experience and country specific experience. The most important location factors were: market
attractiveness, demand uncertainty, geographic distance, psychological distance, country risk,
institutions / legal. Cost of contract was the only internalization factor. In 4.1 and 5.2 the 6 factors are
respectively identified and described that uniquely affected the IMS decision: networks, international
experience, country specific experience, market attractiveness, demand uncertainty and geographic
distance.
We zoomed in on individual factors to identify relevant aspects within factors. This is described in 5.2.
The findings also show emerging factors in IMS. Those 5 factors, Opportunism, manageable entry
barriers, common knowledge, business model and the effect on local environment are described in
5.3.

Answer Sub research question 5
Which factors influence decision making regarding the selection of entry mode to sub-Sahara Africa?
With regard to factor categories we conclude in 5.4 that just like market selection, the entry mode
decision is mainly affected by ownership and location factors. Internalization factors had less of an
impact. We have confirmed the influence of 6 of the 15 EMS factors identified in 5.2. The most
important ownership factors relating to EMS were: resources and product complexity. The most
important location factors were: psychological distance, country risk and institutions. Like in IMS, cost
of contracting played a relatively important role in decision making regarding EMS, it ranks among the
overall top factors. Product complexity is the unique factor influencing the EMS decision. For EMS
factors we also zoomed into individual factors to identify relevant aspects within factors. This is
described in 5.2.

Answer Sub research question 6
How do key independent factors (determinants) relate to the dependent IMS and EMS in
internationalization decisions?
From the 16 preset internationalization factors presented in 2.5, 5 factors have showed to have
influence on both, the IMS and the EMS decision making process, this is described in 5.4. We
determined the effect of each individual factor has on the IMS and EMS decision and discussed this in
paragraph 2.5 and listed it in table 1. The IMS and EMS decision making processes are thus at least
partly affected by the same factors. Some factors were found to affect both dependent variables. With
regard to factor categories we conclude that overlap was found in all 3 factor categories. The
overlapping factors were predominantly location factors. An overview is presented in 5.2. 5.5 describes
how IMS and EMS also affect each other. It can be concluded that interconnectedness between IMS
and EMS exists regarding internationalization to SSA.
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The general research question:
Which key independent factors influence the market- and entry mode- selection of Dutch
internationalizing firms, considering the sub-Sahara African market?
This research exposes and confirms a number of key factors affecting market selection and entry mode
selection of Dutch SME’s entering African markets. With regard to factor categories we conclude that
both the IMS and EMS decision making processes are mainly affected by ownership and location
factors. Internalization factors has less impact on the selection of African markets and entry modes.
However looking at specific factors we find that the decisions are partly affected by the same and
partly by unique factors. The most important ownership, location and internalization factors relating
to IMS are described in 5.2. Also the most important EMS factors are described in 5.2. We conclude
that the IMS and EMS decision have an indirect influence on each other. Interconnectedness between
IMS and EMS exists regarding internationalization to SSA. The idea of IMS and EMS being part of the
same “involvement-continuum” of which the opposite ends are: “market not selected” and “wholly
owned subsidiary” can at least partly be confirmed.

6.2 Managerial implication/ Recommendation
Network your way into the right market
Networks, professional and personal, can be a highly influential factor in the selection of African
markets. The presence of a network member in a host market was on multiple occasions a defining
reason to explore the market. It can be worthwhile to proactively network towards regions that
objectively offer potential for good business. This research showed that many internationalization
decisions are unsystematically taken based on where network members find themselves. Combining
network assistance with the selection of markets driven by metrics can be a stronger approach. The
importance of networks in internalization has been presented in the revised Uppsala model first
introduced by Johanson and Vahlne in 1977 and adjusted in 2009. The more recent model designates
“networks” as a defining factor (Johanson & Vahlne, 2009).
Test the water with export
SME’s can benefit from starting with export to test the potential of an African market. The results from
the first step can form a good indicator for future success. It also helps to identify host market
characteristics that are not described by the brochure or the trade attaché at the embassy. The fit of
the product can be tested and required adjustments can be made before increasing the investment
and commitment to the market. Elango and Sambharya indicated that “Foreign companies are more
confident in having success in a market if they have had some degree of success in selling their products
in the host nation”.
Culture before strategy
Cultural fit remains an important condition to conduct good business abroad. The metrics can all seem
right but in the end people do business with people not with metrics. The home country should have
intercultural sensitivity and skills to succeed abroad, especially in a psychological distant market as
the sub-Sahara African market. This research showed examples of failed market entry processes in
which the cultural misfit was the reason for withdrawal.
Use the opacity as an advantage
The unavailability of useful market data is often perceived as the unavailability of opportunity.
Understanding that this logic doesn’t apply can provide an advantage. Adapt and use the available
indicators to construct an idea of the potential market then test it through direct export to the country.
Be the pioneer in the market. If your competition has a need to systematically assess every opportunity
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with data, they might get stuck. That will buy you time to establish yourself in the market. The dairy
trading company had the opportunity to establish its name on the continent by discovering the market
while very little official information was available. Once they had overcome the absence of market
information it became an obstacle for the competition protecting their market.

6.3 Limitations and future research
In this section we reflect on the research limitations and suggestions for future research.
Validity
Construct validity is about selecting the right method to measure the construct we want to measure.
For most respondents the SSA market was described as a non-core market. Chances exist that the
combination of the interview, the recollection of sometimes historical events and the relative lack of
importance of the market, could have decreased efforts and ability to correctly describe the events.
Most research advocates face-to-face interviewing as the best method for interviewing. However
literature also describes how telephone interviewing has become more common over time (Oltmann,
2016). Many have experimented with the use of the telephone as an interviewing mode and concluded
that that results were comparable to face-to-face interviewing (Oltmann, 2016). In this research both
methods have been used for reasons of time and travel costs; this creates a difference in the way data
is collected and possibly a difference in the response of respondents. However we believe that the
factors that could evoke important differences in results through interview method (like sensitivity of
topics, technology problems, interviewer safety or even non-verbal language) do not form a large risk
in this specific research.
Content validity is about measuring all relevant aspects of the construct. In this study we intended to
measure the influence of selected factors on decision making in IMS and EMS. During the interviews
and during the analysis some new explanations with regard to factors sometimes evoked through
respondents. Sometimes these definitions described aspects of the factors that were not identified
and part of the researchers’ definition yet. These new definitions could then be integrated into the
research.
Reliability
Regarding reliability, the research methods are clearly described and the research can be repeated.
Due to the structure of the interviews, semi-structured and the relative small sample,
representativeness can not necessarily be claimed. Certain factors have not been named, others have
only be mentioned once. Due to the smallness of the sample no trusted outcome could be expected
from attaching scores to factors to identify dominance. We thus have chosen to not present the results
as a hierarchical factor listing on importance. Would this research be reproduced chances exist that
other importance is allocated to the preset factors and that other new factors emerge. However this
research does not claim representativeness to the population, it rather gives a view into the decision
making process of the specific sample.
The generalizability of the results is also limited by the fact that the sample mainly existed of companies
with limited existing activities in SSA. The EMS decision could therefore in their stage have been of less
importance. Further research is needed on the interconnectedness of the IMS and EMS decision for
companies in different stages of internationalization to establish a better understanding of the
relationship between IMS and EMS.
Also a relatively complex historical event is discussed, IMS and EMS in SSA. Different parties are part
of such a discussion while this research only got its information form one of the people of the decision
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making unit. It is likely that interviewing different people that were involved in the decision would
result in different answers. This was not done in this study for reasons of convenience and time.
Sample
For the selection of the respondents we used a non-random selection method. The difficulty of
identifying the population of Dutch SMEs with activities in SSA led us to select respondents from a list
published by the Netherlands African Business Council of companies that attended one of their events.
The choice for a company to attend an event of such an organization could already indicate a difference
with the larger population.
The sample mainly existed of companies with limited activities in SSA. This can and will affect the
approach and the choices such companies make and will thus have influence on the outcome of the
research. EMS is directly affected by experience in a country, the results could here thus very well be
different when companies with more activities in the region would have been selected. This effect is
taken into account.
Time span of the research
The complete research started in 2017 and was intended to take 6 months to a year. Due to
unavailability of the researcher this time span has been prolonged and completed with a different
levels of intensity and progress.
The empirical data collection, transcription of interviews and the first analysis of the empirical data all
took place in the same time period. This helped as the researchers’ memories of the interviews helped
in adding nuance in the analysis.
The researcher has in the meantime increased his understanding of SME decision making through
professional experience. The additional knowledge and experience added a practical dimension to the
researcher and indirectly to the research and its practical implications. A positive outcome as the
research objective is to contribute to the decision making processes of Dutch decision makers on
internationalization, by gaining insight into how Dutch firms select their sub-Sahara African markets
and entry modes.
Suggestions for future research
With regard to suggestions for future research 2 main types of research are suggested. The first one
regards varying with the involvement of companies in SSA and the host market. As described above
the sample mainly existed of companies with limited activities on the African continent. This could
have an influence on decision making in IMS and EMS. Also the sample existed of companies operating
with low-involvement modes in SSA. It would provide perspective if a comparable research could be
done with companies already operating with higher involvement modes in their SSA host markets.
Secondly it would be advised to organize a more in depth study on the topic. Such a study could focus
on one specific IMS and EMS case. In such a case study more members of the decision making unit
could be interviewed to provide a more in depth analysis of the situation and the forces at work.
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Annex
List of potential enterprises (Members Netherlands African Business Council)

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42

Company name
Hoogwegt International
Skillpack
Fromatech
Firgos
Priva
Rijk Zwaan
FMO
BIG machinery
De Heus
Pas Reform
Deltares
Koneksie
Vencomatic
East West seed
Poliflex
AA- Dee
Ante Bv
Asoko
Bread box shipping
Castor networks
Celtic cooling
Delta machinery
Emsa
Europlant aardappel
FarmFrites
Geerlofs Refrigeration
Holland Food trade
Holland potatoes
Hollandia International
Impex
Larive International
Libitco
Lutgo
Moba
Omnivent techniek
Oskam
Plumex
Rademakers
Remco
Solited
Taki
Transmotors

Sector
Dairy trade
Packaging
Food ingredients
Packaging

Financial sector
Machinery
Feed
Poultry
Water and soil
new product dev
Poultry
Seed
Safety
Steel
Equipment
Shipping
ICT
colling
machinery
Potato
Potato
refrigeration
Food
potato
Colour
Drinking equipment
Energy
Agribusiness
Machinery
Machinery
Machinery
Poultry
Machinery
construction
Energy
seed
automotive

Country
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The UK
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands

Internationally active
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
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43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60
61
62
63
64
65
66
67
68
69
70
71
72
73
74
75
76
77
78
79
80
81
82

TTC mobile Twin pack
Van Iperen International
Vrumona
Wartsila
Well Bodi poultry
Zwart techniek
ADCIM
Amatrex
Baker Tilly Berk
Bejo zaden
Champrix
Closing the Loop
CSE security services
Darling ingredients
Digivox
Dijkma
FarmForte
Foodmate
GEA refrigeration
Holland mineral water
Hotraco
Intermotive
Intertaste food ingredients
ISKALL
Jobnet Africa
Koudijs Animal nutrition
Land Life
Lievense
Lineco
Mammoet
MDF
NL African Meat tech
NRF
NuScience
Suba seeds
TenCate protect
The Wind factory
Tolsma Bv
Verbeek
Victron energy

mobile
fertilizer
beverage
Energy
Poultry
Energy
consultancy
Machinery
consultancy
Seed
feed
mobile
security
Food ingredients
security
Machinery
food
Poultry
refrigeration
water
ventilation
automotive
Food ingredients
Machinery
HRM
Feed
plant
infrastructure
Machinery
transport
training
meat
automotive
Feed
Seed
Safety
Energy
Machinery
Poultry
Energy

The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands
The Netherlands

yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
yes
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Mobile phone recycling

Safety glasses

Human resources

Year of Establishment: 2011
Employees:
5
Sector: Mobile phone recycling
Market orientation: Developing countries

Sector: Safety glasses for industry
Market orientation: Global

Year of Establishment:
2011
Employees:
5
Sector:
Human resources
Market orientation: Africa

African market selection
favoring factor
Heard of possibilities in Ghana
at conference
Former experience on the
African continent
Started where they could
Presence of network
Minor added value of network
counts
The need is found everywhere
& the approach is unique

African market selection
favoring factor
Changes in safety regulations,
legal requirements in
industries and in geographic
regions.
Products get certification, the
certification makes the
product eligible for certain
countries without additional
efforts
The certification provides a
competitive advantage in
markets where this is required.
Knowing about existence of a
certain potential client
Matching certification
requirements
Knowledge of Portuguese
Language + Cooperative
network provides Portuguese
speaking leads
Opportunism in extra time

African market selection
repulsing factor
Lack of human resources

African market selection
repulsing factor
Target groups in Asia and Brazil
are easier to find than in Africa
Specific unique certification
need
As the certification process
scan be long and intensive,
actively approaching countries
to get certified is less
interesting
Lack of information on
regulation
Lack of information on market,
regulation, responsibilities.
Difficulties of Finding a
trustable partner
Lack of English Language in
host country

African market selection
favoring factor
Founder has lived in Malawi
First order was in Malawi
Started where the basis was,
gradually added geographically
more distant countries.
Picking low hanging fruit
Even though activities change.
Demand for first activities
affected market selection. First
orders are thus an important
factor for IMS
Visiting network in target
markets
IMS pull: The associate’s target
decision
IMS pull: The platform shows
where interest lies. But the
associate decides where
he/she will start the local
office.
Often the slow tempo, but
knowing how to work with it
creates the opportunities.
African market selection
repulsing factor
Often the slow tempo, but
knowing how to work with it
creates the opportunities.
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EMS high commitment
favoring
The initial idea of local
recycling facilities

EMS low commitment favoring
initiatives aren’t supported by
institutions, activities take
place in non-registered part of
economy
Whoever can do the job/ In
whatever form
Other:

EMS high commitment
favoring
Pull distributorship: Knowledge
of the market
Product isn’t broadly available,
opportunity for the distributor

EMS high commitment
favoring
EMS pull partnerships: Good
collaboration experiences with
local recruitment agencies
EMS pull Joint venture:
Collaboration with
independent business owners
with physical presence in the
target market. They provide
the physical connection
between platform and market
Pull EMS joint venture: Need
for local presence that
understands the platform and
is in the market
EMS pull joint venture: To be
able to improve the platform
and enable economies of scale
joint ventures are created in
markets
EMS low commitment favoring

Present in 10 African countries
Successful in 5 : Ghana,
Uganda, Rwanda, Cameroon,
Zambia
Idealistic purpose

6.2 Interview analysis table
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Packaging machinery

Potato grower

Dairy trade

Established: 2001
Employees: 20
Market: Western Europe

Sector: Potato grower
Market orientation: Europe

Year of Establishment: 1965
Employees: 80
Sector:
Dairy trade
Market orientation:Global

African market selection
favoring factor

African market selection
favoring factor

Client is a multinational
Piggybacking with an existing
client
Company is found by the client
A local commercial partner
would be interesting

Specific opportunity
Volatility in the market +
estimated network advantage
Family living in Dakar

African market selection
favoring factor
Global supplier
Registered existing demand
Emerging markets of west and
central Africa
Core business Trade and
connecting
Required different approach
forms an entry barrier &
competitive advantage once
mastered
Daily incoming orders as

African market selection
repulsing factor
Clearing is a very time
consuming obstacle
Corruption as an obstacle
Assumption : Expected
obstacles : Scale, Lack of
technical personnel, Risk of
machine standing still

African market selection
repulsing factor
Predominantly present in
Europe + No need for
promotion
Too many intermediates
Own Lack of trade skills
No transparency in market
Protectionism

indicator for interest from
region
Interest at exhibitions as
indicator for interest from
region
Gradually exploration of target
market surrounding countries
Curiosity
Need for research
Small successes
Emerging customerrelationship
African market selection
repulsing factor
Lack of safety
Required different approach
forms an entry barrier &
competitive advantage once
mastered

EMS high commitment
favoring
Good business
Personal commitment more
important than contracts
EMS low commitment favoring
Impossible to get it done
So informal
They don’t know what they are
doing

EMS low commitment favoring
West and Central Africa are
Relatively close, thus workable
Sharing a time zone favors
communication
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Experience
Safety
Risk minimization

Sharing a time zone benefits
travel-ability

Other:
Mostly technical employees
After sales service is part of
business model
Market leader in certain niche.
Focusing on growth in own
market
Experience in Nigeria and Ivory
Coast
Training educated staff is a
possibility
Condition for optimal use:
Maintenance
Moral obstacle IMS
Growth opportunities at close
distance + No urge to proactively approach SSA
IMS pull: Large orders:Financial
Compensation
Packaging machinery
Potato grower

Other:

Established: 2001
Employees: 20
Market: Western Europe

Sector: Potato grower
Market orientation: Europe

Year of Establishment: 1965
Employees: 80
Sector:
Dairy trade
Market orientation:Global

African market selection
favoring factor

African market selection
favoring factor

Client is a multinational
Piggybacking with an existing
client
Company is found by the client
A local commercial partner
would be interesting

Specific opportunity
Volatility in the market +
estimated network advantage
Family living in Dakar

African market selection
favoring factor
Global supplier
Registered existing demand
Emerging markets of west and
central Africa
Core business Trade and
connecting
Required different approach
forms an entry barrier &
competitive advantage once
mastered

Arnhem
30 commercial staff
50 logistical staff
Sourcing from the Netherlands,
western Europe, New Zealand
Selling in Western Europe,
Eastern Europe, Nortern
Americam Africa, Asia, mostly
China, Middle East
Larger importers or factories

Dairy trade

Daily incoming orders as

indicator for interest from
region
Interest at exhibitions as
indicator for interest from
region
Gradually exploration of target
market surrounding countries
Curiosity
Need for research
Small successes
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African market selection
repulsing factor
Clearing is a very time
consuming obstacle
Corruption as an obstacle
Assumption : Expected
obstacles : Scale, Lack of
technical personnel, Risk of
machine standing still

African market selection
repulsing factor
Predominantly present in
Europe + No need for
promotion
Too many intermediates
Own Lack of trade skills
No transparency in market
Protectionism

Emerging customerrelationship
African market selection
repulsing factor
Lack of safety
Required different approach
forms an entry barrier &
competitive advantage once
mastered

EMS high commitment
favoring
Good business
Personal commitment more
important than contracts
EMS low commitment favoring
Impossible to get it done
So informal
They don’t know what they are
doing
Experience
Safety
Risk minimization
Other:
Mostly technical employees
After sales service is part of
business model
Market leader in certain niche.
Focusing on growth in own
market
Experience in Nigeria and Ivory
Coast
Training educated staff is a
possibility
Condition for optimal use:
Maintenance
Moral obstacle IMS
Growth opportunities at close
distance + No urge to proactively approach SSA
IMS pull: Large orders:Financial
Compensation

EMS low commitment favoring
West and Central Africa are
Relatively close, thus workable
Sharing a time zone favors
communication
Sharing a time zone benefits
travel-ability
Other:
Arnhem
30 commercial staff
50 logistical staff
Sourcing from the Netherlands,
western Europe, New Zealand
Selling in Western Europe,
Eastern Europe, Nortern
Americam Africa, Asia, mostly
China, Middle East
Larger importers or factories
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Poultry housing
Year of Establishment:
Employees:
Sector:
housing
Market orientation:

1983
350
Poultry
Global

African market selection favoring
factor
Global orientation
Internal Acceptance of the
continent as interesting
Good back up project managers
English and French language,
cultural knowledge, flexibility
Curiousness, adventure-seeking,
initiative
Organized projects to find entrance
The activities of other poultry
related companies and their
presence, vision and success in
markets.
Organized trade missions.
Sales Potential and safety
Information helps to locate the
opportunity from “home”.
Experience after first visits
Heart for the continent/ Investing in
Africa is a Good cause
Strategic choice as well. Engaging
too late, can be hard
Presence at exhibitions
African market selection repulsing
factor
market is dispersed in Africa
Experience after first visits
High in land transport prices

EMS high commitment favoring
The eager youth
Growth potential
Partnerships + Distributorships
Willingness and potential of the
partner
EMS pull: Good Distributorships In
order to start production facilities
in the future. This method has

Herbs and spices
Year of Establishment:
1938
Sector: Herbes and spices
Market orientation:
Global

Zwart Techniek
Year of Establishment: 1930
Sector: Power solutions
Market:
International

African market selection
favoring factor
Taste suits the customer’s
preferences
Geographics are important
factors for quality
Price
Changes in demand and
production in existing
source markets force
European link in the
company
Risk management in
sourcing from different
parts of the world
A good reference from an
established institution.

African market selection
favoring factor
Piggybacking with large
European projects
Learn about the market and
spot opportunities while
accompanying a third party
Based on lessons learned /
spinoff
Safety
Financial certainty

African market selection
repulsing factor
Deceiving experiences
Corruption
Mentality
Directly being approached
is not interesting. 100 per
day
EMS high commitment
favoring
High requirements of EU
European link in the
company

African market selection
repulsing factor
Lack of Safety
Financial certainty
Lack of financing
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helped to become market leader in
Brazil.
Good personnel
EMS pull higher commitment:
Distributors do it all. You need high
commitment to sell the total
concept.
Intuition is a factor in collaboration
EMS low commitment favoring
Intuition is a factor in collaboration
Lack of information on the
company can cause to abort a
project

EMS low commitment
favoring
Deceiving experiences
Corruption
Mentality

EMS low commitment
favoring
We deliver our product and
that’s it, no difficulties
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