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ABSTRACT  
 

Date: 28 May 2019 

Level: Master thesis, Industrial Engineering, and Management, 30 Hp  

Institution: Society and Engineering at Mälardalens University 

Authors: Samantha Johanna Shepherd and Alexander Björk 

Tutor: Bengt Roland Hellberg 

 

Title: Internationalization and customer satisfaction – A case study of a luxury knowledge-

intensive soft service firm 

 

Research questions: 

 How does a luxury knowledge-intensive soft service firm weigh the key determinants 

behind the existing internationalization theories for a future internationalization? 

 How do customers of a luxury knowledge-intensive soft service firm rank the main 

driving forces contributing to their overall customer satisfaction level?  

 How does management in a luxury knowledge-intensive soft service firm currently 

work with contributing factors for customer satisfaction?  

 

Purpose: The purpose of this study is to investigate if a luxury knowledge-intensive soft 

service firm can use an existing internationalization model for a future internationalization 

process. The aim is furthermore to investigate how the main driving forces contribute to 

customers’ overall satisfaction level in luxury knowledge-intensive soft service firms and how 

management in a structured manner can work towards establishing a set of standardized 

procedures for a future internationalization process. Method: The study object of the study is 

Aging Off, a case company working in the medical beauty industry in China. The future goal of 

the organization is to internationalize the company outside the borders of China. The study 

was conducted with a qualitative research approach, in which the collected empirical data was 

acquired by conducting written and semi-structured interviews, a survey questionnaire was 

also conducted. The collected empirical data has been analysed through a systematic 

thematization in order to identify similarities and abbreviations with the study's presented 

literature. Conclusion: The conclusion regarding the usability of an existing 

internationalization theory is that the Uppsala model is not 100% usable as the firm primarily 

want to expand using business partners. Grönroos market identification tools are determined 

to be usable in the early stages in an internationalization process. However, the methods need 

to be used in conjunction with one another. Grönroos direct entry modes are suitable, although 

the joint venture is the preferred entry mode. While it can be concluded that the Network 

Model is fully usable for a knowledge-intensive soft service firm, it does not provide a full 

solution or guide for how a firm is to internationalize, due to the inclusivity of partners. 

Furthermore, core service is clearly ranked as the most contributing factor for customer 

satisfaction, perceived value as the second to most and relational service as the least 

contributing factor. Finally, the result clearly illustrates the firm's individualistic approach to 

customer satisfaction and therefore, in conclusion, the need to implement standardized 

procedures to compile and evaluate data to generate useful results to be generalized for a future 

internationalization. 

 

Keywords: Internationalization service, soft intensive, knowledge-intensive, customer 

satisfaction, core service, customer anticipation, and customer loyalty. 
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Titel: Internationalisation and customer satisfaction – A case study of a luxury knowledge 

intensive soft service firm 

 

Frågeställningar:  

 Hur utvärderar ett mjukt kunskapsintensivt lyxtjänst företag dem bakomliggande 

nyckelfaktorerna inom dem existerande internationalisering teorierna för en framtida 

internationalisering? 

 Hur värderar kunder till ett mjukt kunskapsintensivt lyxtjänst företag dem 

huvudsakliga drivkrafterna till deras generella kundnöjdhetsnivå?  

 Hur arbetar ledningen i ett mjukt kunskapsintensivt lyxtjänst företag med dem 

bidragande nyckelfaktorerna till kundnöjdhet? 

 

Syfte: Syftet med denna studie är att undersöka om ett mjukt kunskapsintensivt lyxtjänst 

företag kan använda en befintlig internationaliseringsmodell för en framtida 

internationalisering.  Syftet är vidare att undersöka hur de huvudsakliga drivkrafterna bidrar 

till kundernas generella kundnöjdhetsnivå inom ett mjukt kunskapsintensivt lyxtjänst företag 

samt hur ledningen på ett strukturerat sätt kan arbeta för att etablera standardiserade rutiner 

för en framtida internationalisering. Metod: Studiens studieobjekt är Aging Off, ett fallföretag 

som arbetar inom den medicinska skönhetsindustrin i Kina vars mål är att internationalisera 

sin verksamhet utanför Kinas gränser. Studien är genomförd med en kvalitativ 

forskningsansats där den insamlade empirin han införskaffats genom genomförandet av 

skriftliga och semistrukturerade intervjuer samt en enkätundersökning. Den insamlade 

empirin har analyserats genom en systematisk tematisering med målet att identifiera likheter 

samt olikheter med studiens presenterade litteratur. Slutsats: Slutsatsen gällande dem 

existerande internationaliseringsmodellernas användbarhet är att Uppsala modellen inte är 

100 % applicerbar då fallföretaget huvudsakligen vill expandera tillsammans med 

samarbetspartners. Grönroos verktyg för marknadsidentifiering kan fastställas vara i 

kombination med varandra, användbara i ett tidigt internationaliseringsskede. Grönroos 

direkta marknadspenetrerings strategi ”joint venture” har fastställts att vara applicerbart för 

fallföretaget i en internationaliseringsprocess. Samtidigt som det kan fastslås att ”The Network 

Model” är fullt applicerbar för ett mjukt kunskapsintensivt lyxtjänst företag bidrar inte 

modellen med en fullständig lösning eller guide  för hur en organisation skall 

internationalisera. Resultatet visar också tydligt att kunderna rankar ”core service” som den 

mest bidragande faktorn till deras kundnöjdhetsnivå, ”percieved value” som den näst mest 

bidragande, samt ”relational service” som den minst bidragande faktorn. Slutligen visar 

resultatet även på att organisationen arbetar på ett individualistiskt tillvägagångsätt, vilket 

tydliggör behovet att etablera standardiserade processer för att sammanställa, generera och 

utvärdera deras kunder för få generaliserbar data för en framtida internationalisering.        
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1. INTRODUCTION 
 

In this chapter, the topic of the thesis is introduced and what is aimed to be researched. First 

the reader is introduced to the topic of internationalization and the importance of the internal 

factor customer satisfaction, further the background, problematisation and is followed by 

purpose of the thesis and the research question helping us to reach the purpose. 

 

Since the modest beginning, international trade has only grown bigger (Mussa 2003). While 

products used to be the main trade of interests in ancient days, services have grown larger and 

is now the main contributor to internationalization (Grönroos, 1999; Eichengreen & Gupta, 

2011; Buckley & Majumdar 2018; Eramilli & Rao, 1990). 

 

The basic aspect of internationalization is considered to be the human desire to reap the 

benefits of opportunities arising when interacting and networking with other cultures and 

communities across borders. Aspects such as migration, investment, and acquisitions, in the 

form of businesses or knowledge also play a vital role in the process of internationalizing a 

business. (Mussa, 2003; Cui, Loch, Grossmann, & He, 2012; De Grauwe & Zhang, 2011) A more 

simplified perception on internationalization is more commonly stated as, how to strategically 

approach the world trade with standardized products (Mussa, 2003; Cui et al., 2012; De 

Grauwe & Zhang, 2011)  

 

Before starting the process of internationalizing, firms need to primarily and cautiously 

examine the internal factors of the firm, such as competitive advantage, customer satisfaction, 

and internal resources, but also the external factors of foreign markets, such as the economic 

potential, competitiveness of the foreign market, political risks and laws and regulations. 

(Smith & Clinton, 2016) The modern internationalization process with a harsher competitive 

climate creates a fundamental and aspiring need for firms to maintain customer satisfaction 

by understanding their customers and thereby also gain customer loyalty (Smith & Clinton, 

2016). Already in 1983, customer relationships were emphasized by Levitt (1986, p. 7) as the 

foundation of any business: 

 

“The purpose of a business is to create and keep a customer.” (Levitt, 1986, p. 7) 

 

Decades later, and this foundation is still arguably the most important aspect of any business 

wanting to grow (Ford, Gadde, Håkansson, & Snehota, 2011). Hamel and Prahalad (1994) 

agree by stating that customer satisfaction is predominantly the essential aspect of enabling a 

firm to internationalize. It is further an advantage to be geographically close to potential 

customers but also to understand their nature in both the market of origin and across borders. 

Purchasing- and social- habits, trends, cultures, and preferences are important determinants 

to customers' overall satisfaction level (Ford et al., 2011; Levitt, 1986; Grönroos, 1999; 

McDougall & Levesque, 2000). Liu, Perry, Moore, & Warnby, (2014) additionally add that 

firms are to put more emphasis on the level of satisfaction in order to gain loyal customers and 

thereby financially secure a new establishment. 

 

Finally, Hollensen (2011) articulates that this degree of preparedness and awareness within a 

firm is vital and a mere reflection of the firm's ability to succeed at implementing their new 

expansion strategy to a foreign market. 
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1.1 Background 
Several researchers have emphasized that firms providing services are the fastest-growing part 

of internationalization. Since the expansion of service firms is still growing rapidly and 

becoming more complex due to more service characteristics to consider before the expansion 

process, it increases the need for more theoretical studies to be conducted in order to obtain a 

more complete and up-to-date picture of the changing market of goods and services. (Bradley, 

1995; Uppenberg & Strauss, 2010; Eichengreen & Gupta, 2011). Despite the expansion process 

being a complex matter, there are benefits to internationalizing, financial-and growth-aspects, 

competitive advantage, the potential of new clients along with a market diversification (Smith 

& Clinton, 2016). Conner (2012) verifies that diversification makes a firm less receptive to 

changes and risks than in, anyone given region or market. Hamel and Prahalad (1994) 

contradict that internationalizing is only positive; they along with Grönroos (1999) argue that 

the differences in external factors between different markets are an essential aspect to why 

internationalization is a complex matter. 

 

Internationalization for any firm is a complex matter despite what benefits can be gained. 

(Hamel & Prahalad, 1994; Hollensen, 2011) There is no, one-shoe-fits-all type of strategy to 

follow, because what might work for one firm in a particular industry might not work for 

another. (Hollensen, 2011; Smith & Clinton, 2016). Hollensen (2011) and Grönroos (1999; 

2016) also argue that the internationalization process for firms is shaped differently depending 

on if firms provide products or services. The complexity of internationalizing increases further 

for firms providing luxury knowledge-intensive soft service, due to the need for the firm to 

consider several service characteristics in their internationalization strategy.  

 

The nature of services can be divided into soft and hard services. The main difference between 

these types of services is the possibility to divide consumption and production. Where soft 

services require close proximity of production and consumption, hard services do not. Thus 

geographical placement is essential (Heino, 2008). Due to the services also being of luxury 

character, an adaption to each unique market is necessary in order to maintain high levels of 

customer satisfaction. In addition to requiring an adaption, there is also a need for a sufficient 

number of luxury customers within the new foreign market (Ekeledo & Sivakumar, 2004; 

McDougall & Levesque, 2000). Lastly, since the services additionally being of knowledge-

intensive nature rather than capital-intensive nature which requires capital-intensive 

investments, a prominent obstacle is; transferring, obtaining, and maintaining the knowledge 

to the same standard across borders and throughout the internationalization process. (Miles, 

Kastrinos & Flanagan, 1995; Jensen & Szulanski, 2004). All of these service characteristics 

combined, increase the complexity of identifying new potential markets, and limit the 

internationalization strategy (Liu et al., 2014). 

 

Additionally, with more businesses finding the courage to expand, the market will see 

tremendous growth of available firms, and more markets than ever before will become 

saturated. This will result in a very competitive market, where firms cannot afford to surpass 

their customer’s experiences and level of satisfaction. Management will as a result of the 

competitive climate, need to continuously measure customer satisfaction and establish 

standardized procedures to ensure that the quality of the offered services remains the same in 

all new markets after an internationalization (Flint, Blocker & Boutin, 2011). Moreover, 

anticipation and customer loyalty will play a vital role for firms in remaining relevant and 

eventually succeeding with their internationalization process (Oliver, 1999). A bloodthirsty 
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market leaves little room for failure and increases the need to understand customers and what 

drives their levels of customer satisfaction. (Hamel & Prahalad, 1994) It will also be vital for 

firms proving luxury knowledge-intensive soft services to identify key determinants for their 

customers' satisfaction level due to a smaller market segment. (Ekeledo & Sivakumar, 1998; 

McDougall & Levesque, 2000) 

 

1.2 Problematisation 
While there are already existing internationalization theories such as the Uppsala model 

presented by Johanson and Vahlne (1977) which mainly focus on the internationalization 

process for manufacturing firms, the model have been argued to lack relevancy for service 

providing firms (Sharma & Johansson, 1987; Johansson & Mattson, 1986; Carneiro, Rocha, & 

Silva, 2008). At the same time, Sacramento, Almeida, & Silva, (2008) have argued for the 

model's applicability onto service firms. The Network model presented by Ford, Håkansson & 

Johansson (1986), primarily focuses on the hierarchic structure of an expansion rather than 

providing guidelines and steps in the internationalization process. Although, the model is not 

specifically targeted towards manufacturing firms. Erramilli and Rao (1990:1993), Grönroos 

(1999), Rocha and Silva (2008) & Sacramento et al. (2008), identified the lack of research 

regarding the internationalization processes for service firms and in 1999, Grönroos presented 

market identification tools and market entry-modes aimed for firms’ providing services. In 

addition to the existing internationalization models, authors like Erramilli (1990), 

Blomstermo, Deo Sharma, & Sallis, (2006) & Ekeledo and Sivakumar (1998) have studied the 

internationalization process for soft service firms. In addition to the services being divided 

according to their soft or hard nature, Pla-Barber, Leon-Darder, and Villar (2011) additionally 

divided the characteristics of services into capital or knowledge-intensive services. Finally, Ko, 

Costello, & Taylor, (2017) & Atwal and Willaims (2009) have researched the need for adaption 

when providing luxury services, however, without including any other of the constraints that 

might impose a firm’s internationalization process. 

 

While there has been research, as presented above, conducted within the field of 

internationalizing for, service firms, soft service firm, capital-intensive soft service firms, we 

have identified a gap in the research. There has been no research conducted within the field of 

internationalizing for a luxury knowledge-intensive soft service firms We, therefore, argue that 

it is a challenge to identify a usable existing internationalization theory for a luxury knowledge-

intensive soft service firm since no current existing strategy has been completely adapted for 

service firms with luxury knowledge-intensive soft service characteristics. 

 

To further increase the firm's likeliness to internationalize successfully, it is vital for a firm to 

understand, from a strategic point of view, how an expansion will fulfil its long-term goal and 

vision. It is also essential to understand how internal factors such as standardized customer 

satisfaction procedures will help in achieving their goals and visions in the long run (Hamel & 

Prahalad, 1994). We, therefore, highlight the importance of understanding how the main 

driving forces contribute to customer satisfaction to maximize the return, increase customer 

loyalty, and ensure that the level of satisfaction is maintained before and after an 

internationalization. To the contrary of offering products, there are no standardized 

procedures for firms to implement in order to measure and ensure the quality of the offered 

services. 
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Additionally, to the reviewed academic research within internationalization and the identified 

gap, we have also researched customer satisfaction for a luxury knowledge-intensive soft 

service firms; thus, firms which need to consider several service characteristics. Atwal and 

Willaims (2009) & Ko et al., (2017) concluded that the luxury market for goods and services 

has grown but that the marketing of luxury goods and services had become more difficult. At 

the same time, Flint et al., (2011) & Hamel and Prahalad (1994) focused on the need to 

anticipate what customers' desire and values in order to increase customer satisfaction, their 

research does not take the differences in the type of service characteristics or market into 

consideration. McDougall & Levesque (2000) have conducted a study focusing on evaluating 

perceived value for a variation of service characteristics for customer satisfaction. While 

Grönroos (1985), McDougall and Levesque (1992) & Dabholkar, Thorpe, and Rentz (1996) & 

Sureshchandar, Rajendran, and Anantharaman (2002) have focused on the of main drivers for 

customer satisfaction as a whole. Finally, McDougall and Levesque (2000) have highlighted 

the need for management to be aware of their customer satisfaction as it is crucial for a firm’s 

survival. 

 

Despite all the research that has been conducted within customer satisfaction, we still argue 

for an existing gap within the existing research of how several service characteristics affect 

customers perceived experience of customer satisfaction. More specifically, a luxury 

knowledge-instensive soft service. Thus, in what order does the main drivers contribute in a 

luxury knowledge-intensive soft service firm. Since there is a gap in the existing literature as 

to how these firms with several service characteristics are to evaluate and maximize their 

customer satisfaction, it increases the complexity for a firm seeking to standardize their 

customer satisfaction before a future internationalization. 

 

1.3 Study Literature Contribution 
This study aims to contribute to the presented gap within the existing literature regarding the 

internationalization models for firms offering luxury knowledge-intensive soft services, thus 

firms that have several service characteristics to take into consideration in their 

internationalization process. By investigating the usability of existing internationalization 

models for a luxury knowledge-intensive soft service firm, we seek to contribute with 

knowledge for this important aspect, which has not yet been taken into consideration in the 

existing models. Furthermore, by investigating if and how the existing models are usable for 

luxury knowledge-intensive soft service firms we aim to establish the generalizability of the 

existing models for firms offering services with several characteristics or contribute to the start 

of a new groundwork for future internationalization models that better reflect the true 

determining factors and options for firms of similar service nature. By examining the problem 

through a more diverse angle than the previously published and reviewed literature, we hope 

that our study will contribute to a deeper and more specific understanding of the 

internationalization process of knowledge-intensive soft service firms.  

 

Additionally, we hope to contribute to a deeper understanding of what customers to a 

knowledge-intensive luxury soft service firm value in regards to customer satisfaction and how 

management can work to evaluate their customer satisfaction and work towards standardized 

procedures before an internationalization process. 
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1.4 Purpose 
The purpose of this study is to investigate if a luxury knowledge-intensive soft service firm can 

use an existing internationalization model for a future internationalization process. The aim is 

furthermore to investigate how the main driving forces contribute to customers’ overall 

satisfaction level in luxury knowledge-intensive soft service firms and how management in a 

structured manner can work towards establishing a set of standardized procedures for a future 

internationalization process. 

 

1.5 Research Question 

 
 How does a luxury knowledge-intensive soft service firm weigh the key determinants 

behind the existing internationalization theories for a future internationalization? 
 

 How do customers of a luxury knowledge-intensive soft service firm rank the main 
driving forces contributing to their overall customer satisfaction level?  

 

 How does management in a luxury knowledge-intensive soft service firm currently 
work with contributing factors for customer satisfaction?  
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1.6 Structure of the Thesis 
Chapter 1 – Introduction: This chapter presents an introduction to the subject of this 

thesis, background, problematisation, purpose, and research questions.  

Chapter 2 – Internationalisation Process: This chapter presents earlier research 

conducted in the field of Internationalisation but also contiguous research relevant to the 

study. Additionally, this chapter also presents historical aspects and how it relates to up-to-

date research in the field of the study. 

Chapter 3 – Management on Customer Satisfaction: This chapter presents earlier 

research in the field of customer satisfaction while it also includes contiguous research relevant 

for the study.  

Chapter 4 – Research Method: This chapter presents the methodology throughout the 

progress of the thesis. It explains how the research and interviews were conducted but also 

how the interviews and surveys were constructed from the literature. Finally, this chapter 

presents the validation and reliability of the study and how the ethic was carried out 

throughout the thesis. 

Chapter 5 –Analysis of Internationalization: This chapter presents the collected 

empirical data and identifies connections to the internationalization framework by analysing 

the primary data for similarities and abbreviations from the existing literature. 

Chapter 6 –Analysis of Management on Customer Satisfaction: This chapter 

presents the collected empirical data and identifies connections to the customer satisfaction 

literature by analysing the primary data for similarities and abbreviations from the existing 

literature. The data has also been analysed by including the result of the survey.  

Chapter 7 – Conclusion and Discussion: In this chapter, the researchers present the 

conclusions of the study and aim to answer the research questions and fulfil the purpose of this 

study. In the chapter, the conclusions are further discussed and compared to earlier presented 

literature. 

Chapter 8 – Limitation and Future Research: This chapter presents the limitations of 

this study and how the conclusions of this thesis can be further elaborated thus, which 

additional aspects can be examined to strengthen the academic field of research to provide a 

deeper and more complete understanding for the phenomena of the study 

Chapter 9 – Recommendations for Case Company: the Last chapter is the researcher's 

final advice to the case company, steps of implementation, and aspects to be mindful of moving 

forward for  
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2. THE INTERNATIONALIZATION PROCESS 
In the following chapter will introduce three different internationalization strategies, the 

Uppsala internationalization model, Grönroos for service firms and the Network model. 

Furthermore, it will introduce the process behind identifying which foreign market to enter. 

Finally, we introduce different market entry modes and the different determinates behind the 

choice the entry modes depending on the characteristics needed for the expanding firm. 

 

Within the topic of internationalization, there are several different theory's regarding 

expansion to foreign markets. However, it has been argued how well these existing models can 

be applied to firms providing services as their main product. (Sacramento et al., 2008; 

Carneiro et al., 2008; Grönroos, 1999; 2016; Hollensen, 2011). To this discussion, there are 

various opinions among researchers. Sacramento et al., (2008) found through their study that 

the Uppsala model remains applicable for service firms wanting to enter new markets. To the 

contrary, Carneiro et al., (2008) challenge The Uppsala models applicability for service 

providing firms. They argue that the gradual expansion process of the Uppsala model is not 

suitable for service firms. The higher need for control within a service firm is not something 

the Uppsala model considers, according to the authors' findings. 

 

As a result of the lack of research for service firms identified by Erramilli and Rao (1990) & 

Grönroos (1999) presented three market identification tools along with five 

internationalization tools for service firms. The market identification tools presented by the 

author was market seeking mode, a client following mode, and electronic marketing. The 

different internationalization strategies are all already existing strategies within the 

manufacturing industry but have all been identified for service providers. 

 

Other internationalization theories as the Network model view the internationalization process 

rather differently than the Uppsala model. The network model views the opportunities to 

internationalize as aspects of firms benefits of being in a network with other firms. The Uppsala 

model views the opportunities for expansion as something that arises in the foreign market. 

The network model is based on a firm's willingness to share information, desires, goals, but 

also resources with other actors within their domestic network. Compiled the Uppsala model 

is a rather slow process; however, an expansion process that minimizes the risk for firms. The 

network model is argued to be a faster process for internationalizing due to the benefits of 

using other actors' resources within the network. However, it is also argued that companies 

within a network can become too dependent on other actors' resources when 

internationalizing. (Hollensen, 2011; Johanson & Vahlne, 1977; Håkansson & Snehota, 2006; 

Hohenthal, Johanson & Johanson, 2014) 

 

Despite the discussion of the internationalisations model’s applicability to service firms 

Terpstra and Yu (1988) argue that both product- and service- firms are affected and influenced 

by the same aspects when wanting to expand. To the contrary, Erramilli and Rao (1993) argue 

that the factors affecting the firms differentiate whether they are product or service based. 

Additionally, Lommelen and Matthyssens (2005), Grönroos (1999) advocates that most 

traditional factors such as lack of knowledge of the foreign market, lack of resources and 

cultural distances affect service firms to the same extent as manufacturing firms. Heino (2008) 

argues that the internationalization for service firms comes with an increased risk compared 

to manufacturing firms. The increased risk service firms experience is a side-effect of offering 

services. The need for close proximity between production and consumption of the service 
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forces companies to enter new markets with higher levels of resource commitment. Moreover, 

entering new markets with higher levels of commitment generally demands higher levels of 

control from the expanding firm. (Heino, 2008; Grönroos, 1999) 

 

The three models presented above, The Uppsala model, Grönroos for Service firms and the 

Network model will be explained in more depth later in the chapter. Before the models are 

presented, five essential aspects connected to the internationalization process will be 

described. The first three aspects are internationalization vs. globalization, soft service, and 

Knowledge-intensive. These three will lay the foundation and present the information needed 

to understand the nature of a knowledge-intensive soft service firm. The following two topics, 

Market identification aspects, and Market entry mode will present the two strategies of 

identifying the market and choosing which market entry mode to implement when 

internationalizing a firm. Both market identification and market entry mode are vital parts for 

all of the presented internationalization theories in this study. 

 

2.1 Internationalisation versus Globalising 
Many words are commonly used as synonyms for globalization, such as regionalization and 

internationalization (De Grauwe & Zhang, 2011; Hollensen, 2011). Globalization is defined as 

companies buying, developing, producing and selling in most countries in the world and is not 

bounded to a specific homogenous market, such as Europe (Hollensen, 2011; Mussa, 2003; 

Cui et al., (2012); De Grauwe & Zhang, 2011). Internationalization and regionalization are 

defined as firms doing business in a few countries in the world, much like globalization, 

however, concentrated to a specific region like Europe which can be viewed as a homogenous 

market in this regard. Hence, globalization is when businesses expand to multiple continents, 

which can be viewed as several different markets when seeing a continent as a homogenous 

market. To the contrary, internationalization is when companies expand to several countries; 

however, primarily within one continent (Hollensen, 2011). To view one continent as one 

homogenous market is rather extreme within other aspects of an internationalization theory; 

however, it can be applied when describing the difference between globalization and 

internationalization. 

 

2.2 Soft Service 
Different types of services can be divided into hard and soft services. (Erramilli, 1990; Javalgi, 

Griffith & White, 2003) The authors categorize a service according to the possibility to separate 

consumption and production. According to this categorization, when production and 

consumption can be separated, the service is "hard" meanwhile soft services requiring close 

proximity between production and consumption. The different characteristics of soft and hard 

services affect the internationalization process and choice of entry mode. (Hamel & Prahalad, 

1994; Hollensen, 2011) 

Ekeledo and Sivakumar (1998) argue for the effect on the internationalization process the 

different types of services have. While hard services can, to a large extent, implement the same 

or a similar internationalization process as manufacturing firms, soft service firms cannot. The 

need for close proximity between production and consumption affects the internationalization 

process for soft services. (Ekeledo & Sivakumar, 1998; Hamel & Prahalad, 1994; Hollensen, 

2011) The differences between the internationalization processes of hard and soft services are 

according to Ekeledo and Sivakumar (1998), the effect of the different levels of resource 

commitment the nature of the services requires. The high levels of resource commitment and 
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control soft services require the result of the need for close proximity between production and 

consumption of the service, it is non-separable. (Blomstermo et al., 2006; Ekeledo & 

Sivakumar, 2004) 

According to Erramilli (1990), foreign direct investment and contractual are entry modes most 

suitable for soft-service providers. Blomstermo et al., (2006) found through their study that 

entry modes with high levels of control are suitable for soft-service firms. This provides firms 

with the possibility to build relationships and conduct a market search in order to adapt their 

service for the market. 

More recently, technological developments have decreased the barriers experienced when 

internationalization with services. This technology development has, in some cases, provided 

soft service firms with the possibility to separate production and consumption. (Rammal & 

Rose, 2014) 

In this chapter following determinants have been identified; Control, resource 

commitment, foreign direct investment, contractual agreements, soft-service. 

 

2.3 Knowledge- or Capital- Intensive Service 

Miles, Kastrinos and Flanagan (1995) established the term KIBS, knowledge-intensive 

business services. Businesses referred to as KIBS often implement high levels of knowledge in 

their operations. Following this categorization, firms providing services can be divided into 

groups according to the nature of the services offered. This thesis will, however, focus on the 

internationalization process when offering knowledge intensive soft-services. This means 

services that require high levels of knowledge implemented in the production while at the same 

time, the consumption and production need to be close in proximity. 

 

Pla-Barber et al., (2011) studied the internationalization process of the Spanish hotel industry 

and how they choose market entry mode. In their article, they further developed on Erramilli 

and Rao (1990)'s established categorization of services, soft and hard services. Pla-Barber et 

al., (2011) further introduced how services can be capital and knowledge intensive in their 

nature. As mentioned their study was conducted on the Spanish Hotel industry, this industry 

was classified as a capital-intensive service industry. This can be explained by the high levels 

of resource commitment, in the form of capital, connected to the acquisition of the real estate 

of the hotel. To the contrary, businesses, which do not need the same large initial investment 

of capital can be more knowledge-intensive. 

 

Capital and knowledge-intensive services demand different types of adjustments from the 

organization in regards to the internationalization strategy. Organizations with higher levels 

of resource commitment, in the form of capital, generally demand greater levels of control from 

the expanding firm within their foreign organization. To the contrary, less capital-intensive 

firms, thus, knowledge-intensive organizations generally do not implement the same levels of 

control. (Chung & Enderwick, 2001; Hollensen, 2011) 

 

In this chapter following determinants have been identified; Adaption of business, 

Control, Knowledge-intensive. 
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2.4 Market Identification Aspects 

When the decision to internationalize is made, the next step is to decide which market the 

company should enter. In order to assess potential markets, vigorous research has to be 

conducted. By researching the internal and external circumstances of both the organization 

and the foreign market, companies can identify potential new markets for future expansion. 

The importance of choosing the right market to enter emphasizes the need for comprehensive 

market research is conducted before expanding a business. Furthermore, the information 

gathered in the market research needs to be accurate in order for an evaluation to be useful. 

An accurate evaluation provides the tools necessary for companies to prioritize between 

different markets and locations for their future internationalization. (Hollensen, 2011) 

Hollensen further questions the degree of implementation of market research conducted 

within smaller organizations. The author argues that smaller organizations often make their 

decision whether to internationalize or not on a subjective assessment and not based on the 

extensive research needed. 

 

2.4.1 The Economic Potential 

The economic potential of the new markets can be of great importance when assessing which 

market to enter. One key indicator of how the economic situation in different markets can be 

GDP or GDP per capita, which shows the total economic production within a country. 

Furthermore, countries can also be divided according to the level of industrialization they have 

experienced; less developed countries, newly industrialized countries, and advanced 

industrialized countries. Countries such as and America, France, and Sweden are classified and 

advanced industrialized countries. (Hollensen, 2011; Andersen & Buvik, 2002) This 

information can be used in order to assess the potential size of new markets. We argue that the 

need to understand the size of a company's specific market segment becomes even more 

important when marketing expensive services within the luxury segment. Economic 

measurements like the level of industrialization and GDP do not necessarily provide the whole 

picture of a country's economic situation, especially for luxury companies. (Hollensen, 2011) 

 

2.4.2 Cultural Distance and Geographical Distance 

Cultural distance will in this thesis it will be referred to as a difference in culture between the 

domestic market and potential new foreign markets. Within the aspect of social and cultural 

differences, several aspects can be included, these aspects can vary from language and 

education to business culture and other social practices (Hamel & Prahalad, 1994; Grönroos, 

1999; Andersen & Buvik, 2002). In order to succeed with an internationalization process, firms 

need to be aware of the cultural differences between their domestic market and the new target 

market. Firms not taking these aspects into consideration when expanding to foreign markets 

run the risk of facing the problem of establishing their business due to the risk of not being 

accepted by the foreign market. In order to successfully establish the organization abroad, 

firms need to understand and adapt to the social climate of the new market. (Hollensen, 2011; 

Johansson & Vahlne, 1977) 

 

Hollensen (2011) further divides cultural differences into three basic categories, basic cultural 

assumption, values, and social morals and visible daily behavior. The first two categories of 

culture are invisible parts, these cannot be observed and need to be experienced. Basic cultural 

assumptions and values and social morals include aspects like morals, values, and other 

personal attributes on the foreign market. The visible, on the other hand, can be recognized by 
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observations. Lifestyle, body language, eating, and drinking habits are included in this 

categorization. In order to fully understand and be able to adapt to foreign markets 

successfully, firms need to study all these different parts of the foreign culture. (Hollensen, 

2011) When firms have identified the cultural distances between foreign markets, they need to 

make the decision of what level of adaption they want to implement in the foreign market. 

 

The geographical distance to a foreign market plays a vital role in the internationalization 

process for firms. Generally, the cultural distance increases along with increasing geographical 

distance, although there are some exceptions. For example, countries in the British 

Commonwealth association have vast geographical distances between them, but the cultural 

distances are not that far. The reason behind this is that most of the member nations in the 

Commonwealth are former colonies of Great Britain. On the contrary, there are countries with 

close proximity to large differences in culture and social habits. United States of America and 

Cuba have such proximity, close geographically with large cultural differences. (Johansson & 

Wiedersheim-Paul, 1975) The importance of geographical distance for internationalizing firms 

seems to decrease after the initial step of internationalizing, according to Clark and Pugh 

(2001). The authors' study found that after an organization has internationalized to their first 

foreign market, the geographical distance was of less importance. This can be explained by the 

organizations increased international experience and firms, therefore, dare to move their 

organization to further away from markets. 

 

2.4.3 Political Risk 

Political differences between home and the host country can affect the choice of which market 

to enter. Political uncertainties between countries can make internationalization a risky and 

uncertain move. Furthermore, the size of the company and its resources play a vital role in 

preparation for internationalization. Large companies have, in a larger extent the resources 

and knowledge to internally gather information about foreign markets. Medium sized 

organizations do not have the internal knowledge, but they often possess the resources to 

acquire information about foreign markets for an external partner. On the contrary to a large 

and medium-sized organization, small sized firms do not have the knowledge or the economic 

recourses to purchase the information needed. This presents smaller firms with the challenge 

to gather the information needed for successful internationalization. Smaller firms do for this 

reason more often rely on information from governments and other public information. 

(Hollensen, 2011; Andersen & Buvik, 2002) Finally, the political risk does not only present a 

risk for companies but can also be an opportunity. Unstable and uncertain political climates 

can provide companies with the possibility to use lobbyism and grant companies with 

information and resources. A corrupt political system might present even more opportunities 

for an opportunistic company. (Jimenez, Luis-Rico & Benito-Osorio, 2014) 

 

Clark and Pugh (2001) studied the importance of the cultural factors affecting the choice of 

which market to enter. Their findings suggest that cultural differences have an impact on the 

choice of market nevertheless economic potential and geographical distance was recognized as 

more important factors. 

 

2.4.4 Identifying Luxury Markets 

The growing demand for luxury goods and services increases the number of potential luxury 

markets. This presents luxury brands with new opportunities for internationalizing in order to 

grow and expand a brand. The desire to consume luxury products has grown over the country 
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and cultural borders and has started to create a global culture of luxury consumption. 

Academic literature suggests that the luxury firm's internationalization strategy is most often 

a replication of the strategy developed on the domestic market. (Liu et al., 2014) 

 

In order for the internationalization process of luxury brands to succeed, brands must 

maximize their brand power and perception. In order to gain the desired business structure, 

luxury brands often implement internationalization strategies with centralized management. 

(Liu et al., 2014) On the other hand, companies wanting to expand their business to emerging 

luxury markets with different characteristics and values, need to adapt to local markets. 

(Chevalier, Lu & Toledano, 2009) Adapting the business model to foreign markets presents 

new barriers and challenges for a luxury brand. When expanding to a foreign market, a level 

of adaption needs to be made in order to gain loyal and satisfied customers. Luxury firms need 

to balance the level of adaptation while still retaining their brand exclusivity and perception. 

(Liu et al., 2014) 

 

Liu et al., (2014) conducted a study on luxury brands that were expanding their organization 

to the ever-growing luxury market in China. In order to enter the market on the Chinese 

mainland, which presented significant barriers in the form of both geographical and cultural 

distances, luxury brands needed to implement a gradual internationalization strategy. As a 

result, they identified Hong Kong as a gateway market. Gateway markets are a good way for 

companies to gradually expanding their businesses abroad. By acquiring international 

experience, companies can expand to markets with greater geographical and cultural 

distances. Gateway markets can, therefore, be a practical step for businesses wanting a gradual 

internationalization process while still acquiring international experience. (Liu et al., 2014)  

 

2.4.5 Summary 

There are many aspects that need to be considered when expanding a business abroad. 

Deciding which market to enter can be a very complex process that needs to be based on correct 

and accurate information. By constructing the internationalization strategy from correct 

information, firms can adapt their organization to suit the foreign market. This highlights how 

well executed market research can increase the organization's chances to establish their 

organization abroad successfully. Furthermore, internal knowledge and international 

experience play a vital role in the firms' internationalization process. 

 

In this chapter following determinants have been identified; Control, Political Risk, 

Economic Potential, Geographical and cultural distance, Competitiveness of the foreign 

market. 

 

2.5 Market Entry Mode 
In the global market, the world experience today makes more companies move their business 

into foreign markets in order to grow. As a result, the strategic importance of internationalizing 

and which choice of entry modes becomes more important in order to be successful. (Porter, 

2004) Market entry mode is an institutional agreement implemented by firms in order to enter 

a new foreign market or expands business in an already established market. (Wild, Wild, and 

Han, 2008) 

 

Organizations that have identified which market to enter face a new challenge in deciding how 

to strategically enter the new market, which choice of entry mode to implement. The choice of 
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entry mode is of strategic importance, implementing the wrong entry mode on the market can 

jeopardize the organizations future on a specific market. (Hollensen, 2011) This highlights the 

need to understand the market before expanding abroad (Hamel & Prahalad, 1994). 

Furthermore, Hollensen (2011) argues for the difficulty of changing the entry mode after a 

certain market entry mode has been chosen and implemented on the market. This shows the 

importance of why choosing a suitable entry mode from the beginning is crucial. 

 

2.5.1 What Affects Choice of Entry Mode 

One common argument in regards to what differentiates the different types of entry mode is 

the level of control they require. (Anderson & Gatignon 1986; Hill, Hwang, & Kim, 1990) The 

level of control Company’s desire within their foreign operations is, therefore, one of the major 

determinates in the choice of entry mode. Hill et al., (1990) identified three different aspects 

that influence the choice of entry mode, Strategic variables, Environmental variables, and 

Transaction variables. The Strategic variables include decisions of whether to adapt products 

or services to the foreign market or not and further how the economic situation of the host 

market looks like. The environmental variables include aspects like location familiarity, the 

competitiveness of the foreign market along with aspects like a risk in a foreign country. 

Finally, the Transaction variables include the firm's specific know-how and internal 

knowledge. (Hill et al., 1990) 

 

Furthermore, Hollensen (2011) concludes that the choice of entry mode is a very complex 

decision, including many and often conflicting variables and forces. A general rule of thumb is 

to implement the entry mode, which is predicted to contribute with the highest gain of profit. 

Furthermore, Hollensen (2011) argues that the level of control a firm aspire to have in their 

foreign operations is a vital determinant for the choice of entry mode. Hollensen (2011) 

additionally presents that the aspects affecting the choice of entry mode can be divided into, 

internal and external factors, characteristics of different market entry modes, and transaction-

specific factors. These can be seen as a further expansion of the determinants Hill et al., (1990) 

identified. 

 

2.5.2 Market Entry Modes 

One vital difference between different market entry modes is the levels of control they require 

from the organization. There are several ways to categorize market entry modes, where the 

most basic is, equity and non-equity-based market entry modes. To further differentiate the 

different market entry modes, there are three different groups, exporting modes, foreign 

investment modes, and contractual agreements. 

 

Entry modes that require the highest levels of control are generally operations wholly owned 

by the organization. On the contrary, entry modes with the lowest levels of control are the 

different licensing modes such as franchising and licensing. Between these two different modes 

are the joint ventures in which the level of control can be determined by the share of ownership 

an organization receives. Different entry modes give companies a range of alternatives to 

implement when internationalizing. (Hollensen, 2011; (Sánchez-Canizares, Munoz, & Lopez-

Guzman, 2007; Hill et al., 1990)  
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2.5.2.1 Exporting 

Exporting is an entry mode providing low resource commitment with low levels of control in 

the foreign market. Organizations choosing the exporting mode can produce on their domestic 

market and export to foreign markets. This provides companies with the possibility to gain 

knowledge and international experience and slowly increase their foreign market presence. 

(Chung & Enderwick, 2001; Johanson & Vahlne, 1977) These characteristics make, therefore, 

this entry mode suitable for firms with low international experience and do not want high levels 

or resource commitment. The exporting entry mode can have its applicability on services, and 

especially soft services questioned since soft services need a higher level of presence on the 

foreign market. (Ekeledo & Sivakumar, 1998; Erramilli, 1990) 

 

2.5.2.2 Foreign Direct Investment 
For companies that might have international experience or do not want to increase their 

foreign commitment steadily, foreign direct investment (FDI) is another strategic approach. 

Joint venture and wholly owned operations are the two most common strategies within FDI. 

Investing in a joint venture or wholly owned operations gives companies more control 

compared to the export entry mode over the firm. As a result of the increased recourse 

commitment, firms investing abroad are generally under higher economic risks. (Chung & 

Enderwick, 2001; Hollensen, 2011) 

 

Joint venture agreement lets two or more parties enter into shared ownership of a new 

organization in the foreign market. The level of control within a joint venture can be regulated 

by how the equity shares are divided among the owners. When establishing a joint venture 

agreement, it is common for different parties to contribute with different attributes to the new 

organization. Since different firm possesses different competitive advantages, one party might 

enter the partnership with market knowledge while the other part enters with know-how 

regarding the product or service being offered. Therefore, this model can provide great 

opportunities as firms can substitute the lack of market knowledge by entering a joint venture. 

(Chung & Enderwick, 2001; Hollensen, 2011; Wild et al., 2008)  
 

Wholly owned subsidiaries require and provide more control over the operations but come 

with the highest levels of economic risk due to the increased recourse commitment. 

(Hollensen, 2011) Finally, the acquisition of foreign operations is one alternative way of foreign 

direct investment separated from the joint venture and wholly owned operations. For firms 

lacking knowledge about the foreign market, acquiring foreign operations can be an 

alternative. This does not only give the organization the market knowledge but also the 

potential market shares. The acquisition of foreign firms comes with high levels of economic 

risk, and firms run the risk of not being able to retain the people with the needed knowledge 

within the company. (Hollensen, 2011) 

 

Finally, Pla-Barber et al., (2011) conducted a study on soft-service providers and the choice of 

entry modes. The author's findings suggest that businesses relying on customer service often 

implement higher levels of control in their foreign operations. The high level of control 

provides the company with the possibility to ensure their customers' needs while retaining the 

quality of the service being offered. 

 



 15 

2.5.2.3 Contractual Agreement 

Licensing and franchising are two alternative entry modes to implement when establishing 

foreign markets without large capital investments. Establishing a licensing agreement allows 

a foreign business to produce the domestic company's product or service in exchange for 

royalties or set fees. The domestic firm must, therefore, transfer their knowledge and know-

how to the foreign firm. In exchange, the domestic firm gains market knowledge along with 

international experience. (Hollensen, 2011) Entering a licensing agreement might limit the 

domestic firm's ability to expand its foreign activities into the foreign market. Furthermore, 

when sharing their knowledge with a foreign firm, they run the risk of losing their competitive 

advantage. (Wild et al., 2008) 

 

Franchising, as market entry modes offer the domestic firm the chance to expand the brand 

over larger geographical areas with low levels of resource commitment. By entering a 

franchising agreement, the firm offers other businesses the full use of their intangible assets, 

such as brand name, business model, and their products or services. (Wild et al., 2008; 

Hollensen, 2011) The franchising entry mode provides more control over compared to 

licensing as an entry mode. Although, for franchising firms with large numbers of franchisees 

run the risk of losing control due to the increasing difficulty of controlling a large number of 

contractors. (Hollensen, 2011) 

 

2.5.2.4 Control within Market Entry Mode 

As established, control is a vital aspect within the process of choosing which market entry mode 

to implement. Ekeledo and Sivakumar (2004) state that the only two categories of market 

entry modes applicable to soft-service firms are the contractual and investment-driven 

alternatives. The reason being the need for close proximity between consumption and 

production. They further suggest that managers of soft-service businesses need to carefully 

evaluate all the costs and benefits of each entry mode before making the decision. Ekeledo and 

Sivakumar (2004) further suggest that for companies where the competitive advantage lays 

within the service, the choice of market entry modes is important. By implementing entry 

modes with suitable levels of control, service firms can protect their competitive advantage. 

Finally, the authors suggest that the level of equity and control within a joint venture are two 

different things. Ekeledo and Sivakumar (2004) argue that firms entering an agreement with 

know-how and knowledge can demand higher levels of control if needed in order to protect 

their assets. 

 

2.5.3 Summary 

There are several aspects affecting the choice of market entry mode. The most important 

determinant for the choice of entry mode controls. Implementing different market entry 

modes, therefore, require different levels of control over the foreign operations from a firm. 

This results in the importance of choosing the market entry mode most suitable for a firm's 

demand. Additionally, market entry modes can be divided accordingly, exporting modes, 

contractual modes, and investment modes. Different exporting modes implement low levels of 

control and require low capital investments for the expanding firm. To the contrary, 

investment modes require higher levels of control and require higher levels of resource 

commitment. Between these two types of market entry mode is the contractual modes. With 

contractual modes, companies can, to a further extent, choose the level of control and resource 

commitment desired for their foreign operations. Finally, the choice of entry mode should be 

the result of a careful evaluation of all costs and benefits connected to the domestic firm. 
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In this chapter following determinants have been identified; Control, sharing 

competitive knowledge, Market commitment, Licensing, Export and Foreign direct 

investment, Ownership. 

 

2.6 Uppsala Theory 

Johanson and Vahlne created the Uppsala model in 1977. The model was created to 

theoretically help describe a phenomenon already occurring; however, without an academic 

explanation. The model was designed after empirical studies had shown that there was a 

pattern to the choices of selected markets for expansion and the selected entry mode within 

various firms. The model was also influenced and reinforced by Aharoni, who in 1966 

addressed the internationalization process in a similar manner. (Hollensen, 2011) The model 

was created from existing academic knowledge, which indicated that firms internationalized 

gradually by increasing their involvement in steps. However, an expansion process is a result 

of many factors, economic, business knowledge, and market knowledge, which all play a vital 

part in the expansion process. 

 

The Uppsala theory is based on the idea that the vital knowledge necessary to expand to foreign 

markets, can and will only be obtained by gradually increasing the firm's involvement in 

foreign markets. During the internationalization process, firms will face important obstacles, 

which will be essential to overcome for their survival. The fundamental theory of the model is 

that the knowledge required to overcome or avoid obstacles such as language barriers, 

education, and business culture is to obtain specific knowledge by gradually operating abroad, 

sometimes for a very long time. (Johanson & Vahlne, 1977) 

 

Firms applicable for this model are stated to aim towards gaining long term profitability, 

which, according to Williamson (1966) is equivalent to the growth of firms. Further, firms are 

to aim towards internationalizing to markets that possess the lowest risk. These presumptions 

are according to the authors Johanson and Vahlne (1977) what drives the decision-making 

throughout the firm, which is to be demonstrated by the created model by reflecting firms' 

successful decision-making process when internationalizing. However, the decision to 

internationalize is argued not to be a single-handed-decision made by one person, but rather 

an action from multiple decisions made during a longer period of time. These aspects along 

with the economic, business, and organizational state of firms, create the framework from 

where a decision is made and what commitment step in the internationalization model is 

implemented. (Johanson & Vahlne, 1977) 

 

2.6.1 The Uppsala Model 

The Uppsala model was constructed in a simple manner to explain all gradual steps in the 

internationalization process. The model is meant to represent how one decision from a cycle 

of events affects the input of firms' upcoming decision. Depending on which step firms are 

situated, the model from a theoretical point is made to help guide firms to the next course of 

action in their internationalization process. Johanson and Wiedersheim-Paul (1975) compiled 

various gradual steps in the internationalization process, entry-modes, which also are 

applicable for the Uppsala model. 

 

Sporadic Export- there are no regular export activities 

Export Mode- export via independent agents 
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Sales subsidiary – establish a self-owned subsidiary 

Foreign manufacturing units- establish company-owned manufacturing units. 

 

The concept of the model is four aspects, which are all connected, market commitment, market 

knowledge, current business activities, and commitment decisions. Market knowledge can 

further be divided in to; the amount of resources committed and the level of commitment. 

Resource commitment can vary between employees, marketing, organization or capital-

intensive machinery and the level of commitment to a foreign market, refers to how 

challenging it would be to find an alternative use for already allocated resources. Market 

knowledge can much like Market commitment be divided into two parts; General knowledge 

and market-specific knowledge. General knowledge is considered common knowledge not 

bounded to any foreign market. Market-specific knowledge is to the contrary to general 

knowledge regarding specific markets and the knowledge bounded to that specific market. 

(Hollensen, 2011; Johanson & Vahlne, 1977) The four aspects will be explained further below 

but also how they are interlinked, along with their impact on the decision-making process for 

internationalization. 

 

 
Figure 1- Decision-making process for the Uppsala model (self-constructed figure) 

2.6.1.1 Market Commitment 

As mentioned, market commitment is presumed to be dividable into two factors, the level of 

commitment and the amount of resources committed. Together they compose the market 

commitment in the model. Most resources allocated to foreign markets can easily be 

transferred and used in other markets, and if capital intensive, the capital can easily be sold, 

and the financial return can easily be relocated within the firm. Thus, the level of commitment 

is higher; the more integrated the resources are with other parts of the company. Their value 

is further reflected by their level of integration. (Johanson & Vahlne, 1977) 

 

A resource specified for a specific market such as a marketing organization is difficult to 

relocate and therefore, also has a high level of commitment to that specific foreign market. 

Thus, a greater level of commitment is reflected by more specialized implementations in 

foreign markets. The second part of the market commitment, the amount of resources 

committed, can be explained as the size of the investment which can include various parts of 

the firm such as, marketing, organizational, sales-team, and employees. (Johanson & Vahlne, 

1977) 
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2.6.1.2 Market Knowledge 

Market knowledge can much like market commitment be divided into two parts. The first part 

is the general knowledge of knowing when and what possesses opportunities and threats, 

which is considered to be a key determinant in the decision-making process. The second part 

refers to the market-specific knowledge of being able to evaluate opportunities and threats 

such as; the competitiveness of the market, distributions channels, payment differences, 

transaction of money and other aspects specific to different markets. (Johanson & Vahlne, 

1977) Aharoni (1966) stated that knowledge could be considered as the demand and supply 

within firms, and it is highly sought-after. 

 

Johanson and Vahlne (1977) emphasize the difficulties with the foreign market knowledge and 

the importance for firms to obtain it. A firm expanding within the domestic market can rely on 

their life long knowledge and later add to the firm-, organization- and employees- specific 

knowledge. To the contrary to domestic market expansion, foreign market knowledge arguably 

has to be obtained from successfully conducting operations in those foreign markets. The 

Authors advocate that market specific knowledge is of the utmost importance when a firm is 

based on relationships with partners and customers and not only transactions. Management 

and marketing are examples of important relationships that are in specific need for market 

specific knowledge. Lastly, it is emphasized that companies providing soft-intensive products 

are in the vital need for specific knowledge since their business model heavily relies on 

relationships with other businesses and customers. 

 

General knowledge is explained as knowledge commonly representing the same aspects as 

above, but the knowledge is not geographically bounded. Thus, an industrial process is likely 

to be operated the same regardless of the placement of the production. Market-specific 

knowledge regards a specific market or trades of that specific market area and can be explained 

as knowledge of external factors or culture distance. The authors go on by explaining that both 

types of knowledge, general and market-specific, is crucial for a firm when expanding into 

foreign markets. Finally, the authors of the model state that market knowledge, including both 

general and specific knowledge and market commitment, has a direct connection. They 

subsequently state that market knowledge can be viewed as a resource within firms and the 

better market knowledge, the more valuable it is as a resource and the stronger firms' 

commitment to the foreign market will be. (Johanson & Vahlne, 1977) 

 

2.6.1.3 Current Business Activities 

Regardless of which entry-mode firms are currently located in the internationalization process, 

it is impossible to retrieve data evaluating the performance of the current step immediately. 

Some business- entry-modes and -relationships require more time to be implemented and 

become stable, or in some cases with sales, generate profit. The more differentiated and 

complex the product is, the more time is expected to pass before it is successfully established. 

The more time each entry-mode or relationship requires to become established, the more 

committed the firm will become. Finally, the more time-consuming process, the longer it will 

take before the firm can evaluate the current business activities and recess if the step is 

successful or not. (Johanson & Vahlne, 1977) 

Current activities in a foreign market also possess firms with an opportunity to retract valuable 

market specific knowledge. Firms can also obtain knowledge by hiring staff who already obtain 

the same information. The more product-driven expansion is, the less engagement with the 
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market environment is required due to the ease of substitution or relocation. It is, however, 

important to remember that production activities interact less with the market environment. 

Nevertheless, it is also in great need of general knowledge regarding the business climate. 

(Johanson & Vahlne, 1977) 

To existing business activities, it is arguably possible to hire employees with the correct market 

experience. However, when conducting business, it is also vital for the employees to maintain 

an understanding of the business, as well as the specific market. This might increase a delay-

time for the internationalization process. The authors suggest that these circumstances 

potentially could be avoided by hiring employees with previous experience of the specific 

market but also have a fundamental understanding of the business role. Another suggestion is 

to buy the whole department of the firm; however, it is very rare that the type of knowledge is 

for sale or that the full knowledge even exists. Market-specific knowledge takes a long time to 

be obtained for firms, gradually increasing their current business activities. It is, therefore, an 

important explanation of why the internationalization process is a winded and tedious process. 

(Johanson & Vahlne, 1977) 

2.6.1.4 Commitment Decisions 

All parts of the model presented above, commonly in line leads to, the decision from firms 

whether to commit resources to foreign activities. The decision to allocate resources is believed 

to be based on market opportunities or used as a response to problems arising. Regardless 

which driving force yields the decision, it is made to take advantage of an opportunity or to 

prevent a problem, and nonetheless, the decision will be conducted with current operations in 

consideration. 

 

The Uppsala model distinguishes between economic effect and the effect of uncertainty for 

each added commitment to a foreign market. The economic aspect resemblance the increasing 

scale of commitment to a foreign market. The uncertainty aspect resemblance the market 

uncertainty. These two effects resemblance the total knowledge on which decisions must be 

made. To decrease the market uncertainty, firms are to be highly integrated with the foreign 

market and the foreign market environment. By increasing their involvement with customers 

and business partners in the specific market, firms can decrease their experienced uncertainty. 

(Johanson & Vahlne, 1977) 

 

2.6.1.5 The Decision Framework 

The decision framework of the Uppsala model can be viewed below in the presented picture. 

 

 
Figure 2-Decision framework for the Uppsala model (self-constructed figure) 
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In the model R* is equal to the maximum acceptable foreign market risk. R is equal to the 

existing market risk of current activities. Scale increasing decisions will be made as long as 

R<R*; thus, until the maximum level of risk is met. 

 

A scale increasing decision might decrease the level of uncertainty by gaining more market-

specific experience to the firm. However, this is most likely to occur in a stable but 

heterogeneous market. If the market is considered to be highly unstable, due to external 

factors, there is a slim possibility that this market will be beneficial in gaining market specific 

knowledge due to its unstable state. To the contrary, if a market is considered homogenous, 

there is a reduced need for market specific knowledge. This is because the general knowledge 

obtained from a home market will be considered enough due to the slight differences. 

However, when firms mainly increase the scale of commitment, firms will naturally experience 

an increased level of uncertainty. (Johanson & Vahlne, 1977) A scale decreasing decisions will 

be made in order to decrease the uncertainty level when R>R*, that is when current business 

activities exceed the firms maximum allowed risk for the internationalization process. Firms 

wanting to decrease the uncertainty, should increase the interaction and integration with the 

foreign market environment and not increase the scale of commitment. (Johanson & Vahlne, 

1977) 

 

Market uncertainty possesses a major risk of increasing if during the internationalization 

process, it is shown that firms underestimated or simplified the foreign market too much. 

Additionally, new competitors, new techniques, external aspects such as religion and politics 

can also increase the market uncertainty, rules, and regulations can also impose a certain level 

of uncertainty if changed drastically. (Johanson & Vahlne, 1977) 

 

2.6.2 Critical Views of the Uppsala Model 

The Authors of the Uppsala model do present factors important to the internationalization 

model that has not been included in their study. They admit that it is slightly partial since they 

have presumed that the scale of commitment is predominantly the factor to determine the 

economy of a firm's activities abroad. Secondly, they conclude that if the risk in their model 

had been developed further, it would have affected their presented model. The risk factor could 

have been further developed into 3 aspects. First; the high level of risk in one foreign market 

might be evened out by another low-risk market. Second; the maximum level of risk firms 

allow, might be homogenous on all markets, including their market of origin. Third; the risk 

bounded to a specific foreign market, could also only impose a risk for those working in that 

specific market. However, that is only if, a firm has not committed additional resources to that 

specific foreign market, then the risk would impose the whole firm. 

 

Johanson and Vahlne (1977) conclude their internationalization model by stating that 

additional commitment will only be made in small incremental steps. This is unless firms have 

access to a large amount of resources, the foreign markets are stable and homogenous to their 

market of origin. Firms might also be more willing to internationalize faster if the firm already 

possesses the specific market knowledge if not, they will expand at the same pace the specific 

market knowledge grows within the firm. 

 

Beside the Johanson and Vahlne critically discussing their model Johanson and Mattson 

(1986) claim other researchers have also shared some critical viewpoints of the model. The 

main criticism aimed towards the model as a whole is that the model is too generalized. There 
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are other dimensions to the internationalization of firms. It is argued that those dimensions 

play a vital role in the decision-making process. (Johanson & Mattson 1986) Sharma and 

Johanson (1987), Carneiro et al., (2008) further stated that the model was too generalized 

when their study concluded that the model was not applicable for service proving firms. 

Sacramento et al., (2008) to the contrary, argue that the Uppsala model indeed is applicable 

for service providing firms.  

 

Since the Uppsala model was published, almost 40 years have passed. During this time, many 

aspects of the original internationalization have changed. Firms are more likely to skip a few 

steps in the internationalization process, and faster commit to markets with greater 

geographical and cultural distance referred to as leapfrogging. Firms having a larger tendency 

to leapfrog could be explained by the increased competitiveness firms are experiencing. 

Further, businesses operating on an international level from the start, such as large 

multinational enterprises, will perceive geographical and cultural distance as less, compared 

to firms with less international experience. (Hollensen, 2011) Nordström (1990) argues that 

the changes to the internationalization process have grown along with the globalization. He 

states that the world has become more accessible, which presents firms with the opportunity 

to easier acquire experiential knowledge, while the individual markets at the same time are 

becoming more homogenous. More importantly, he emphasized that the individual specific 

knowledge has increased immensely and that this is due to more people conducting business 

abroad. Along with the increased knowledge, global travel has increased the firm's ability to 

hire employees with the right acquired specific knowledge.  

 

Finally, Johanson and Vahlne reviewed their own model from 1977 in 2009. They stated that 

the Uppsala model was still applicable despite the changes the world had experienced, which 

was reinforced by Sacramento et al., (2008). In their revisited study, they argue that more 

emphasis is to be put on a business model as a network. The connections and relationships 

firms have established with other businesses, and individuals need to be highlighted and 

considered. They now claim that opportunities introduced to firms are more so related to firms' 

connections, relationships, and business contacts in foreign markets, which differ from the 

authors' earlier viewpoint in the Uppsala model where they argued that opportunities arose in 

the foreign market. (Johanson & Vahlne 2009) This indicates relevancy, to understand and 

study business relationships and business connections as a beneficial network, to firms 

wanting to internationalize. 

 

2.6.3 Summary 

The Uppsala model was created to theoretically represent the decision-making process in a 

firm's internationalization process. The decision process was already occurring, but Johanson 

and Vahlne (1977) wanted to create a model to illustrate and generalize the process for most 

firms. The model is built on four parts, Market commitment, Market Knowledge, Current 

business activities, and Commitment decisions. These aspects are all taken into consideration 

when decisions regarding the internationalization process are made. The decision process of 

whether to commit or decrease the commitment to a foreign market all depends on how the 

four aspects relate to firms maximum allowed risk for internationalizing. (Johanson & Vahlne, 

1977; Hollensen, 2011) 

 

If the current activates have not exceeded the firm's maximum risk allowance, the firm will 

increase its commitment to the foreign market. However, if the current activities have 
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exceeded the firm's allowed risk, the firm will decrease the commitment, but increase the 

integration and their interactions with the foreign market to decrease the uncertainty. The 

model is further based on that market specific knowledge is obtained by gradually increasing 

the level of commitment to a foreign market, and the less the risk becomes. Finally, according 

to this model, market-specific knowledge can only be obtained by performing foreign activities 

on that specific market. Which is a huge reason why the Uppsala model is a winded and very 

tedious process. (Johanson & Vahlne, 1977; Hollensen, 2011) 

 

In this chapter following determinants have been identified; Market specific 

knowledge, Market commitment, Risk. 

 

2.7 Grönroos for Service Firms 

Grönroos (1999; 2016) identified three different approaches to identifying new markets to 

enter as well as five different internationalization strategies for service firms. The different 

market identification strategies are to be used in order to identify suitable foreign markets for 

future expansion. The next decision is to choose which export strategy a firm should 

implement. The five different export strategies presented by Grönroos (1999) require different 

levels of control from the firm in the foreign market. 

 

2.7.1 Market Identification Tools 
The different market identification tools Grönroos (1999:2016) presented are related to 

different market entry modes already existing for manufacturing firms. Although, Grönroos 

identified these three specifically suitable for service providing organizations. The three 

different market identification modes he presented was the client following mode, market 

seeking mode, and electronic marketing mode. From the early stages of internationalization 

for service firms, a client following mode and market seeking mode was thought to be the only 

two options. The third method for identification, electronic marketing, only became a viable 

option as a result of the development of technology and the introduction of the Internet. 

Although the electronic marketing tool was identified in Grönroos first article in 1999 it was in 

2016 when he revisited his first publish; he recognized it is important in the 

internationalization process. (Grönroos, 1999:2016) 

 

The client following mode refers to companies following their domestic customers into foreign 

markets in order to serve their subsidiaries. By implementing this strategy when expanding to 

foreign markets, companies already have a stable relationship with the customers from the 

beginning. The market-seeking mode refers to companies researching different foreign 

markets in order to identify a specific market suitable for a targeted expansion. This strategy 

does not provide the same levels of safety as the client following mode when expanding to new 

markets. However, by identifying suitable markets for the company and not letting non-

organization members decide where to expand its operations, a company might find a more 

profitable market. (Grönroos, 1999; Lommelen & Matthyssens, 2008) Erramilli and Rao 

(1990) concludes that firms using the client following mode can be associated with a more 

aggressive approach to the internationalization process compared to firms using the market-

seeking mode. This increased aggression can be connected to the increased level of safety the 

client following mode contributes with. 

 

Furthermore, different entry modes provide different levels of control for the expanding firm. 

Generally, the level of control increases at the same pace as increased resource commitment, 
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as a natural effect on the degree of involvement increases. This highlights the importance of 

choosing the entry mode best suitable for a company's business. (Erramilli & Rao, 1990) 

Finally, Grönroos concludes that these different market entry modes are not mutually 

exclusive. Firms choosing to implement market-seeking mode can parallel to this use of 

electronic marketing in order to identify new markets for future expansion. 

 

2.7.2 Export Strategies 

Companies that have chosen to internationalize and further identified which market to enter 

need to choose how to make their products available on that specific new market. Along with 

the three market identification modes, Grönroos (1999:2016) identified, he also published five 

different export strategies for service firms, direct export, systems export, direct entry, indirect 

entry, and electronic marketing. These five strategies are connected to previous existing 

strategies but identified by Grönroos (1999) for service providing firms. 

 

A direct export is most likely to be applied in industrial markets or in other service providing 

organizations. Companies providing services may have their employees on their domestic 

market and when needed, export their service to a foreign market. For example, technicians 

can be based on the domestic market to be sent to foreign markets when needed. This strategy 

provides no step-by-step learning possibilities, which increases the risk of making mistakes 

when establishing further on the foreign market. (Grönroos, 1990:2016) System export is when 

two or more companies combine their organizations in order to export whole solutions. Service 

firms can often combine their service with manufacturing firms in order to create a complete 

solution. This strategy is often found implemented by service firms participating in delivering 

turn-key solutions. Engineering, cleaning, and security are a few examples of services often 

exported by system exporting. (Grönroos, 1990:2016) 

 

The direct entry strategy is when an organization establish a fully a partly owned subsidiary in 

a foreign market.  This strategy is connected to risk as the time of learning about the market 

and the customers spending habits in limited as the organization needs to be working from day 

one. Grönroos (1999) presents two ways of decreasing the experienced risk, either by 

acquisition or joint ventures. 

 

The indirect entry mode works as a franchise agreement. The service producers offer a 

company in the foreign market the exclusive right to use and provide the foreign market with 

their services. The indirect entry mode is often implemented by an organization that does not 

wish to establish its own foreign market organization. The entry mode requires low resource 

commitment, which results in low levels of risk for the domestic firm. (Grönroos, 1990:2016) 

In his article from 1999, Grönroos also identified electronic marketing mode as an export 

strategy mode. In his later published article from 2016 in which he revisited his old strategies, 

he argued for the increased importance of the electronic marketing mode as a market 

identification tool and export strategy. With the exponential growth of the Internet, the 

possibilities of electronic marketing have grown and become an effective tool to both evaluate 

and target new markets for expansion. (Grönroos, 1990:2016) 

 

2.7.3 Critical Views of Grönroos for Service Firms 

Despite which entry mode a company chooses, the firm will always run the risk of not being 

accepted by the foreign market. A consumer might not be accepting of new foreign companies, 

and governments might make it hard by resisting foreign companies entering their market. 
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Grönroos introduced his internationalization strategies for service firms in 1999. When he 17 

years later revisited his first article, he concluded that all of his theories remained relevant, but 

that the electronic marketing mode had gained more importance as an effect of the 

digitalization the world had experienced since the initial theories were introduced. (Grönroos, 

2016) 

 

While Grönroos (1999:2016) identified these strategies as suitable options for service firms 

wanting to internationalize, there is some critique aimed towards some of the different 

strategies. According to Lommelen and Matthyssens (2005), the client following mode can be 

questioned since it gives non-organization members control over the internationalization 

process. Furthermore, Ekeledo and Sivakumar (2004) suggest that only two export strategies 

are applicable for a soft-service firm, the contractual and investment-driven strategies. 

According to their findings, the two first alternatives of internationalization, according to 

Grönroos (1999; 2016), direct and system export is no applicable for soft-service firms. 

 

Additionally, for firms not wanting or having the possibility to follow their customers to foreign 

markets, the market-seeking mode could be an alternative. (Grönroos, 1999; 2016) Hollensen 

(2011) argues that searching for new markets can be a very resource intensive and demanding 

process, while also be a hard process for medium and especially small organizations. Both 

medium and small sized organization run the risk of not having the sufficient internal 

knowledge needed for an internationalization process. 

 

2.7.4 Summary 

Grönroos (1999) identified three market identification tools, along with five different export 

strategies for service firms wanting to internationalize. Firms can either use client following 

mode, market seeking mode, or electronic marketing mode to identify suitable markets for 

foreign expansion. The second stage of expansion through Grönroos (1999) model is to use the 

five different export strategies further presented above; direct export, systems export, direct 

entry, indirect entry, and electronic marketing. Which mode to implement regarding both the 

market identification and the export process, depends on the company's characteristics and 

preferences. 

 

In this chapter following determinants have been identified; Client following mode, 

Market seeking mode, Electronic marketing, Control, Export of services, direct entry, indirect 

entry. 

 

2.8 The Network Model 
Business networks are defined as two businesses or more being connected to the degree that, 

the business conducted in one relationship contingently affect the business of another 

(Hohenthal et al., 2014). The basic concept of the model is that business activities are jointly 

handled within a network of businesses, where they coexist interdependently (Håkansson & 

Snehota, 2006; Hollensen, 2011; Hohenthal et al., 2014). There are other relationships 

between firms; most often, the relationship is of supplier-and-producer-type. However, the 

competitive market is also a place where firms coexist, but arguably with a lack of interactions 

between the firms within the latter. To the contrary, joint business networks are inter-

dependent relationships, where the internal firms benefit and assist each other to grow (Cook 

& Emerson 1978; Hohenthal et al., 2014; Håkansson 1982). Håkansson and Snehota (2006, 

p.260) definition of a network: 
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"The organization is then embedded in relationships with identifiable 

counterparts. This web of relationships can be called a network." (Håkansson & Snehota, 

2006, p.260) 

 

Firm's resources and desires are also jointly shared within the network (Håkansson & Snehota 

2006). Unlike structured hierarchy models where centralized decision takes place from the 

top, network models are based on a firm's willingness to participate and share information 

with domestic actors within the network. (Håkansson & Snehota 2006; Hollensen 2011) Due 

to the network model being built mainly on relationships with other key actors and their 

willingness to share (Ford et al., 1986), it is by Hollensen (2011) considered having a more 

forgiving structure than normal hierarchies. This further makes the model more formable and 

flexible to changes in the network, and it allows firms to easier end relationships and shapes 

new once if desired. (Hollensen, 2011) 

 

The main point of sharing in a network model is to provide a stronger advantage in solving 

issues that may arise and require cooperation between various actors in the network. It also 

provides opportunities to evolve and build strong relationships within the network, which is 

beneficial for future internationalisations. (Håkansson & Snehota, 2006; Hollensen 2011) 

Much like the networks provide beneficial aspects to the firms, there is also an assumption that 

firms within the network models are highly dependent on the resources of the other actors 

within the network. Potential resources to be shared within a network are technical, 

administrative, legal, social, and financial. While being integrated into a network provides 

benefits to a firm, it also requires time, not only to build the relationships but also to establish 

resources to be able to provide to other actors in the network (Håkansson & Snehota, 2006). 

If a firm has established resources and relationships in a foreign market, it will provide them 

with an opportunity to establish a position within an already established network. (Hollensen, 

2011) 

 

The network model is primarily considered to be dominant in a domestic market first, to later 

expand outside domestic borders and internationalize. Moreover, the network model is a 

beneficial factor for building relationships outside the domestic borders. If an actor within the 

domestic network, has contacts with firms or other networks in foreign markets, it is argued 

that this provides an indirect opportunity for other insiders within the actor's domestic 

network (Hollensen, 2011; Hohenthal et al., 2014). In a similar but yet different manner, 

Håkansson and Snehota (2006) state that opportunities will occur in the market rather than 

within the networks. The authors argue that this is due to the inability to control and foresee 

what will occur in a market, which is how opportunities arise since opportunities arguably 

cannot be created or enacted. However, they additionally state that the network provides a 

greater opportunity for firms to identify and exploit those opportunities which have arisen in 

the market. These opportunities provide important resources when taking steps to 

internationalize and expand to foreign markets. 

 

The relationship between actors in the network are characterized by various traits, and the 

resources insiders offer each other. However, it is vital to understand that relationships are 

still among people, just representing different businesses. Since the various businesses may 

operate in several industries or countries, individual ties may differ in manner and importance. 

Despite that the actors may have individual differences, it can still be argued that a relationship 
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in the primary stages require more attention, effort, and is more influenced by personal 

characters. After some time, ties between actors are more likely to fall back on a routine and 

the trust, which have been established during the early stages. (Hollensen, 2011) 

 

When actors are within a network, it is argued by Hollensen (2011), that the likeliness of firms 

internationalizing faster and to more cultural distant markets is dramatically increased. This 

is further reinforced by Coviello (2006), who stated that international new ventures 

involvement with a network, facilitates faster internationalization. Hollensen (2011) further 

ads, that firms, as actors within a network, are also quicker to set up their own subsidiaries in 

foreign markets. Hollensen (2011), along with Johanson and Vahlne (2009) finally states that 

this is especially true for SME's (Small and medium enterprise's) in high tech industries. 

Hollensen (2011) argues it is because of their broader network of colleges spread out globally 

and that this presents opportunities when expanding to ripe benefits of their extensive 

network. This is also reinforced by Coviello and Munro (1995) & Hadley and Wilson (2003) & 

Oviatt and McDougall (2005) in Hohenthal et al., (2014) who together argues that the network 

model has been shown fruitful for the internationalization process of SME's 

 

2.8.1 Critical Views of the Network Model 

While a network model offers many benefits for the actors involved, the model faces potentials 

challenges for its internal members. Most of the critique aimed towards the network model 

could be argued to be more challenges imposed for the actors within a network due to the 

nature of the model. Håkansson and Snehota (2006) address that as many opportunities that 

arise from actors within a network, the networks can also create drama, sometimes involving 

as many as six actors within the network due to that the business is so dependent of each other. 

The authors also address the performance and streamline of an organization involved in a 

network. They argue that, rather than a firm only measuring their own organization's 

performance, they also within a network become dependent on the performance of directs not 

only business partners but also third parties due to the structure of the network. This is also 

reinforced by Hollensen (2011), who argues that businesses within a network become heavily 

reliant on other actors in the network for more than the resources provided. This makes, 

according to Håkansson and Snehota (2006), a firm involved within a network, less in control 

of their operations. 

 

Lastly, Håkansson and Snehota (2006) highlight that due to the network model being 

stemmed from firms creating relationships, the firms also subsequently become embedded. 

This can be argued to be very fruitful for the businesses, but it subsequently makes it extremely 

hard for firms to disconnect from a network. This is partly because of a firm's reliance on other 

actors in the network and partly due to the other firms' reliance on the same firm. 

 

2.8.2 Summary 

The Network model is a model based on the relationship's firms build within a network to other 

actors. All actors within a network model participate willingly and share information and 

resources voluntarily. As a result, the model is less hierarchical than many others. Within the 

network model, actors share hope, desires, goals, but also resources and opportunities. The 

network model provides opportunities for the actors within a domestic network to benefit from 

the connection to foreign companies or networks held by other actors in the network. It is also 

argued that the firms become too dependent on the resources of other actors within a network 

when internationalizing. Some normal resources to be shared within a network are managerial, 
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legal, and financial. As this offers opportunities within a network, it takes time for firms to 

establish the resources to offer to other members within the network but also to establish an 

important role within a network. However, businesses within a network have been noticed to 

faster to expand to foreign markets and faster set up subsidiaries abroad. This is due to the 

opportunities offered and established within the firms' domestic network. (Håkansson & 

Snehota, 2006; Hollensen 2011) 

 

In this chapter following determinants have been identified; Business partners, 

Identifying Business partners, Speed of the internationalization process, Trust, Ownership. 
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2.9 Model for Analysis 
 

 
Figure 3- Model of analysis for the internationalization process 

The process of identifying the usability of the existing internationalization models for a luxury 

knowledge-intensive soft service firm is based on the three models presented in the literature, 

the first step in the model. From the models, two main processes have been established, 

identifying new markets, and deciding how to enter these markets. Under each topic in this 

chapter, the identified determinants can be seen.  

For each process, a number of key determinants have been identified and presented. These 

identified key determinants have been identified as the most vital parts for an 

internationalizing firm to consider when forming their internationalization strategy. 

Therefore, these identified key determinants form the foundation of the analysis. 

After analysing the respondent’s answers according to the identified key determinants, a 

strategy for a knowledge-intensive soft service firm has been established. The established 

strategy was then analysed and compared with the presented internationalization theories to 

assess the model's usability for a luxury knowledge-intensive soft service firm. Finally, a more 

in-depth picture of how this analysis was conducted can be seen in chapter 4, methodology.  
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3. MANAGEMENT ON CUSTOMER SATISFACTION 
The customer satisfaction chapter will introduce the two major topics Customer Anticipation 

and Customer Satisfaction and the additionally identified sub-topics connected to 

anticipation. The chapter regarding customer satisfaction has been divided into three topics, 

all contributing factors for the customers' overall satisfaction, core service, customer 

perceived value, and customer loyalty. 

 

3.1 Luxury Services 
The term luxury is hard to define. Brands striving to be viewed as a luxury brand through the 

eyes of a consumers' needs to stay ahead of the market by anticipating the luxury customer's 

desires and values. The marketing of luxury goods has become harder and more complex for 

marketers. Luxury brands need to portray a brand image of quality, performance, and 

authenticity while at the same time, provide the customer with the expected luxury experience 

and lifestyle. (Atwal & Willaims, 2009; Ko et al., (2017) During the last years, the luxury market 

globally has experienced considerable growth in market shares. The key factor is argued to be 

the economic development of many developing markets in Asia such as China, India, and the 

Middle East has experienced. (Ko et al., 2017) 

 

Ko et al., (2017) identified that luxury products and services are consumed in order to 

communicate the consumers' values and other aspects of their personal identity. Their findings 

further suggest that the literature, along with conducted experiments that consumption of 

luxury goods and services are mainly driven by the gain of social and financial status. Services 

have, for a long time, been seen as something hard to market outside of the domestic market. 

(Grönroos, 1999) This further strengthens Atwal and Williams (2009) findings, that luxury 

services need to be marketed differently than traditional service. 

 

Traditionally, luxury brands have been associated with status, quality, and exclusivity. These 

brands most often have a well-known brand identity, brand awareness, and high-perceived 

quality. By establishing these perceptions with their customers, luxury brands can retain 

customer loyalty and level of sales. (Atwal & Willaims, 2009) New Luxury was introduced and 

identified as a concept by Silverstein and Fiske in 2003. New luxury, is goods and services of 

higher quality, taste, and aspiration than traditional goods but is distinguished from the 

traditional view of luxury, by not being as expensive. Finally, luxury in the form of services is 

changing; increasing levels of customer involvement differentiate the way services are 

produced and presented to the luxury market. This results in, services to most often become 

cooperation between customers and suppliers. (Atwal & Willaims, 2009) 

 

3.1.1 The Luxury Consumer 

The literature regarding the consumption of luxury goods suggests that the motives for 

consumption differ from the motives behind the consumption of traditional goods. Ko et al., 

(2017) showed that several studies have concluded that the motives behind the consumption 

of luxury goods are unique. One recent study in 2016 conducted by Hagvedt and Patrick 

showed that luxury brands that partner up with charities could increase sales by lowering the 

customers' guilt of consumption by arranging charities. Furthermore, the authors identified 

"authentic pride," a result of hard work and success, as a significant driving force behind the 

consumption of luxury goods and services. McDougall and Levesque (2000) also concluded 
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that an adaption to each unique market is necessary to maintain a high customer satisfaction 

level among luxury customers. 

 

3.1.2 Summary 

The term luxury is hard to define since it differentiates between individuals and different 

markets. These different desires and values highlight the need for luxury firms to understand 

their market segment and their customers fully. Customer anticipation is, therefore, a vital tool 

for luxury, providing firms to be used in order to retain their brand identity. 

 

In this chapter following contributing factors have been identified; luxury 

customer, market research, adjusted marketing. 

 

3.2 Anticipation 

 
“a supplier's ability to look ahead at what specific customers will value from 

supplier relationships including their product and service offerings and the benefits they 

create given the monetary and non-monetary sacrifices that must be made to obtain those 

offering benefits “ (Flint, Blocker & Boutin, 2011, p.219) 

 

It has become common knowledge that in order for a company to survive and grow, they need 

to understand their customer values. Increasing market competition presents firms with the 

challenges of keeping their competitive advantage. In order for companies to cope with the 

increasing competition, firms have more recently started to acquire knowledge and developed 

learning processes as crucial tools to sustain their competitive advantage, which can be 

evaluated from customer satisfaction. As a result of the deepened competitive knowledge firms 

have obtained a broader understanding of customer satisfaction and loyalty. Which will be very 

important in order to anticipate what the customers' desire and values, this is not only 

important for today but crucial for the future. (Flint et al., 2011) Furthermore, markets where 

what the customers' values for their overall customer satisfaction change rapidly, Flint et al., 

(2011) Hamel and Prahalad (1994) highlights the need for value anticipation in order not to 

lose market shares 

 

Hamel and Prahalad (1994) emphasize that there is an importance for companies to not only 

be customer-led if they wish to be future leaders within their respective fields. Firms being 

customer-led run the risk of only preserving their market share and therefore barely 

experiencing any growth. Regardless if businesses need to possess more than a customer-led 

strategy, customers undeniably have gained an enormous influence on how companies 

strategize and are vital to a firm's survival. (Hamel & Prahalad, 1994) As a result, for companies 

wanting to grow and expand their business, value anticipation is critical. Customers are today 

regarded as one of the most valuable intangible assets for competitive firms (Zhang, Liang & 

Wang, 2016). Flint et al., (2011) highlight that firms do not only have to be higher than their 

competitors; they also need to understand and be able to create and anticipate their customer's 

future value. However, the process of customer anticipation is difficult and complex and 

requires forward thinking. Finally, the authors' study shows that being able to anticipate 

customers' needs and values will result in more satisfied and therefore, loyal customers. 

 

In order to anticipate future market needs and values, Hamel and Prahalad (1994) advocates 

the implementation of a more in-depth analysis of the future market. By analysing firms' 
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external factors and how they affect the firm's future market and organization, foresight can 

be created and envisioned. In order to secure a deeper understanding of how the market will 

evolve the authors highlight the need for the foresight not only to be the vision of a single 

manager but rather a vision is representing the whole organization. The aim of the foresight is 

to understand and hopefully predict the future before it arrives. (Hamel & Prahalad, 1994) The 

purpose of foresight is to provide companies with a deeper understanding of the future market 

and as a result, present firms with the opportunity to create a new competitive field. In order 

to succeed, the company needs to regularly revisit and re-evaluate the foresight in order to 

steer the organization along the imagined path. To successfully implement a foresight, firms 

need to apply a critical perspective when evaluating their organization and knowledge within 

their future markets. (Hamel & Prahalad, 1994) 

 

3.2.1 Summary 

Anticipating customers' desires and values is not only a complex and laborious process, but it 

is also essential. In order to not fall behind and lose market shares, companies can not only 

offer their customers what they want today, but they must also anticipate what they might be 

wanting in the future. Firms need to regularly conduct market research and analyse their 

market in order to anticipate their customers' future desires and needs successfully. Firms 

successfully anticipating their customers' desires and values do not only gain economic 

stability and growth. They can further increase their customer satisfaction and loyalty. 

 

In this chapter following contributing factors have been identified; Customer 

anticipation, market research, adjusted marketing, organizational vision. 

 

3.3 Satisfaction  
Customer satisfaction provides more opportunities for firms then only satisfied customers, due 

to that, satisfied customers provide a foundation for other benefits. Service firms focusing on 

customer satisfaction will gain benefits such as competitive advantage and customer loyalty, 

which further is essential for long-term-growth (McDougall & Levesque, 2000). While 

customer satisfaction provides these opportunities for firms, it also presents firms with the 

challenge of determining and evaluating which factor increase their customer's satisfaction the 

most and subsequently their loyalty (Woodruff, 1997). 

 

Customer satisfaction is defined according to McDougall and Levesque (2000), Westbrook and 

Oliver (1991) as an overall evaluation of the service received. The evaluation of the service firm 

from a customer's perspective will contain three aspects, core service, relational service, and 

perceived value. The three parts together resemble the customers' level of satisfaction. It is 

argued by McDougall and Levesque (2000) & Ravald and Grönroos (1996) that firms not 

evaluating all parts will possess an incomplete view of which drivers are essential to their 

customers. Further, Atwal and Williams (2009) argue that for luxury providing service firms, 

it is especially important to evaluate the customer perceived value. Hence, luxury services are 

highly based on the customer's experience and not solely on the product or service being 

offered. 

 

From a managerial point of view, it is important to spend your time, knowledge and financials 

on the right key aspect to increase your customers' level of satisfaction, thus the part that 

contributes the most. Despite that all aspects are important as a whole, increasing resources in 

one aspect which has not been identified to increase the satisfaction the most will not maximize 
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the firms' allocated resources and yield the highest return. This is because the firm's customers 

could value a different driver than the driver the firm decided to invest in. Therefore, it is vital 

for firms to identify what the main driving force is for their customers. The main driving force 

is likely to vary depending on which service is provided and at what cost for the customer. 

(McDougall & Levesque, 2000) 

 

3.3.1 Core Service and Relational Service 
The quality of a service agreeably mainly consists out of two parts, core service, and relational 

service. They are by many researchers considered to be the basic elements to the service quality 

provided by the firm to the customer (Grönroos, 1985; McDougall & Levesque, 1992; 

Dabholkar et al., 1996; Sureshchandar, Rajendran, & Anantharaman, 2002). The two parts 

have, for a long time been considered the most vital in determining customer satisfaction. 

Further, increasing the customer satisfaction level provides firms with an opportunity to 

increase customer loyalty. The core service is considered to be the service promised to the 

customer and the service the customer has paid for. The relational service is how the promised 

service is being delivered to the customer. An additional way of viewing the core service is to 

view it as the outcome of what the customer paid for. Thus, if visiting a hairdresser, the core 

service would be the haircut the customer ended up receiving, shortly, what was delivered. 

Relational service could also be described as the employee-customer relationship. Which is 

how the service was delivered, hence how the overall service is perceived. This includes 

greetings from the reception, to the staff's willingness to help, to the friendliness of the 

employees carrying out the core service. (McDougall & Levesque, 2000) 

 

Despite that, the core service and the relational service are essential factors it has been argued 

that the two provide an incomplete picture for firms when evaluating the customer satisfaction 

level (Ravald & Grönroos, 1996). It has moreover been argued by Heskett, Sasser, and 

Schlesinger (1997) that only adding these two aspects to measure customer satisfaction puts 

too much emphasis on the relational service. McDougall and Levesque (2000) & Ravald and 

Grönroos (1996) have, therefore, strongly highlighted the need also to evaluate perceived value 

as a core contributing aspect to customers level of satisfaction. The perceived value is added to 

obtain a complete and more accurate picture of customers driving forces. 

 

3.3.2 Customer Perceived Value 
The concept of perceived value is based on a relative concept of what the customers believe and 

feel, is "worth the money" (McDougall and Levesque, 2000). Hence, the price versus the 

experienced benefits of a product or service. (Eggert & Ulaga, 2002; Zeithaml, 1988). 

McDougall and Levesque's study in 2000 showed a strong correlation between customer 

satisfaction and perceived value. This makes it highly crucial for firms to include perceived 

value into their customer satisfaction models to obtain a complete understanding. When firms 

obtain a complete picture, it also provides opportunities to maximize the investment return 

and streamline the resources. 

 

The authors Eggert and Ulaga (2002) identified a commonly used definition of perceived value, 

the trade-off between benefits and sacrifices for a product or service. Their study further found 

that customers generally values decreased levels of sacrifices, along with increased benefits. 

Finally, the findings suggested that what customers regard as "worth the money" differentiate 

between various market segments but also between different products and services. 

Consequently, perceived value is highly individual and can, therefore, not be generalized. This 



 33 

highlights the need for companies to understand their market segment and the customers 

within that segment, this is to be able to offer their customers "the best value for money." 

Eggert and Ulaga (2002) further suggest that perceived value additionally is relative to the 

competitors within that market segment. Furthermore, Yang and Peterson (2004) found that 

several studies showed that, firms offering excellent service and quality increased the customer 

perceived value, which, as a result, will yield customer satisfaction and loyalty. 

 

The experience of perceived value is hard to measure and define. What determines customers' 

experience of perceived value and obtaining what they paid for is highly personal. Customers 

might feel pleased with their purchase, while at the same time feeling, that they did not receive 

their "money's worth." This shows the complexity of the customer's experience of perceived 

value and the need for it to be implemented into the work of service managers. (McDougall 

and Levesque, 2000) Furthermore, McDougall and Levesque (2000) & Zeithaml (1988) found 

that customers who experience that they did receive their money's worth are more likely to be 

satisfied. Therefore, they are also more likely to become returning customers, which indicates 

the importance of perceived value to gain customer satisfaction to yield loyalty. 

 

As established above, perceived value is based on the individual's assessment of what the 

product or service is worth. The value of consuming a luxury good is not based on the 

functionality of the product or the service itself. For example, the functional differences 

between an ordinary or luxury watch are sometimes none existent. The value it offers for the 

owner is, on the other hand, different; a luxury watch can enhance the owner's status, self-

esteem, and prestige. This shows that perceived value for luxury products is highly based on 

the customer experience and not solely on the product being offered. (Atwal & Williams 2009) 

 

3.3.3 Summary 

A satisfied customer provides more opportunities for a firm then only a pleased customer. 

Customer satisfaction is the first step in gaining a loyal customer, which further is the 

foundation for a firm to stabilize after expanding to a new market. While customer satisfaction 

provides opportunities for firms, it also presents challenges due to the firm's need to identify 

the main driver for their customers' satisfaction. Customer satisfaction is, according to 

Grönroos and Ravald (1996) composed out of three aspects, Core service, relational service, 

and customer perceive value. All three aspects contribute, however, the main driver for 

customer satisfaction depends on which market and what market position the firms hold. 

(Woodruff, 1997; McDougall & Levesque, 2000). From a managerial point of view, it is also 

crucial to identify the main driver for customer satisfaction in order to be able to streamline 

the allocated resources and yield the highest level of loyal customers in return. (McDougall & 

Levesque, 2000) 

 

In this chapter following contributing factors have been identified; Main drivers, 

Core service, relational service, customer perceived value, competitive advantage, cooperate 

social responsibility, customers perception, geographical location.  

 

3.4 Loyalty 

Customer loyalty can showcase itself in many various forms. However, the term is used to 

explain a customer's profound commitment to a supplier's brand, service, product, or 

organization. Furthermore, customer loyalty is portrayed as; when new competitors arise in 

the market, and the customer remains with the supplier and shows no interest in changing 
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their provider, the customer is showcasing a loyal behavior. (Oliver, 1999) To simplify, loyalty 

is when the customer's future intention is to rebuy a product or service or to maintain the 

customer and supplier relationship (Dick & Basu, 1994). 

 

As mentioned above, customer loyalty has a strong relation to customer satisfaction. However, 

a satisfied customer does not guarantee a loyal customer. Hence, customers may have other 

constraints than their level of satisfaction, such as time, financials and the risk of perception, 

which are all dimensions to a loyal customer (Flint et al., 2009). Oliver (1999) explained that 

a loyal customer is subsequently also a satisfied customer but that the same reversed is not 

always applied. Flint et al., (2009) also explained that general knowledge is that a satisfied 

customer further increases the opportunity for a loyal customer, but exactly how satisfaction 

leads to loyalty is difficult to explain. Oliver (1999) suggested that customers experiencing 

satisfaction continuously are more likely to build trust with the company over time and 

subsequently become loyal customers. While there is an agreement that satisfaction helps lead 

to a loyal customer, there are researchers such as Mittal and Kamakura (2001) who argue that 

the relationship is not linear. This means, that a set amount of increase in satisfaction does not 

necessarily increase the loyalty by the same amount. 

 

Finally, Flint et al., (2011) concluded in their study that there is indeed a strong connection 

between customer satisfaction and loyalty, thus to gain loyal customers, satisfaction is a crucial 

factor and cannot be surpassed. Furthermore, in order to explain and understand the loyal 

behavior of customers, measuring customer satisfaction provides an insight due to the strong 

connection between the two. Even if the levels of customer satisfaction cannot provide a 

complete picture of the customers' future intentions, it helps firms to understand the 

underlying reason for their loyal behavior (Oliver, 1999). Since customers preferences are 

continually changing it is vital for firms to continuously measure the satisfaction level of their 

customers to decrease the risk of falling behind (Flint et al., 2011). Hence loyal customers 

increase the financial gain of the company (Liu et al., 2014). Finally, due to the strong 

correlation between satisfaction and loyalty, increasing customers’ satisfaction level 

subsequently will increase the performance index of loyalty.  

 

In this chapter following contributing factors have been identified; Returning 

customers, constraints, trust, continuous measuring, customer loyalty. 
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3.5 Model for Analysis 
 

 
Figure 4- Model of analysis for customer satisfaction 

 

In the field of customer satisfaction, we have identified three main aspects, Customer 

Anticipation, Customer Satisfaction, and Customer Loyalty. Along with these three aspects, 

we have also included luxury services. All four aspects have been included as they all play a 

vital role in the customer’s level of satisfaction and how the work is being conducted for a 

luxury soft service firm. 

 

For all four aspects included in the customer satisfaction part, a number of main contributors 

have been identified, all presented in step 2. These identified main contributors act as the 

basis of the analysis conducted for research question 3. By analysing the respondent's 

answers connected to the identified contributors, several standardized procedures connected 

to customer satisfaction have been established for the case company’s management. Finally, 

a more in-depth picture of how this analysis was conducted can be seen in chapter 4, 

methodology. 
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4 METHODOLOGY 
The following chapter will present and argue for the choices made while conducting this 

study. The chapter starts with a presentation of the research approach, which is followed by 

an description of the different methods used to gather the empirical data. Moreover, a 

presentation of the case company is presented, and an introduction to the operationalization 

will be followed by an description of how the analysis was conducted. Finally, the 

trustworthiness and authenticity of the study is presented and followed by a reflection of the 

chosen methodology. 

 

4.1 Research Approach 
In this study, we have chosen to conduct a qualitative research method since we are aiming to 

understand the phenomena of internationalizing with a luxury knowledge-intensive soft 

service. Thus, how firms providing services of this nature are to internationalize to foreign 

markets and how these firms evaluate key determinants before an internationalization. We 

further aim to understand the main driving forces contribution to customers overall 

satisfaction level and how management work with customer satisfaction within a luxury 

knowledge-intensive soft service firm. Because of the many characteristics of the services an 

investigative qualitative approach has been applied. Which is supported by Alvehus (2013) who 

advocates that complex cases that provide soft services require a qualitative method in order 

to assess and evaluate the gathered soft data and the organization's opinions and value's 

Additionally, Collis and Hussey (2013) & Strauss and Corbin (1990) & Myers, (2013) argue that 

a qualitative method is a useful tool in order to generate an in-depth understanding of reality.  

For the literature review, an abductive onset was applied. This is when the theories, 

observations, and ideas interchange during the time of writing the literature interfacing with 

the study's research questions (Dubois & Gadde, 2002; Patel & Davidsson, 2011). By adopting 

an abductive approach to the study we have during our time spent at the case company been 

able to remain receptive and continuously compare our observations and the studied literature 

in order to adapt the presented literature. (Blomkvist & Hallin, 2015) 

4.1.1 Case Study 

The chosen field of the study, internationalizing for a knowledge-intensive soft service firm, is 

a relatively new and unstudied academic field of research. We have, as a result, chosen to 

implement a case study, which, according to Eisenhardt (1989), is one of the case studies 

strengths. The implementation of a case study is further reinforced by Blomkvist and Hallin 

(2015) as the purpose of the study requires the phenomenon to be studied in reality.  

In addition to being a relative unstudied field of research, internationalization for a knowledge-

intensive soft service firm is a complex matter, which require the authors to generate a 

complete and in-depth picture and understanding of how such organizations operate. We 

further argue that it is essential to study a case company, providing a knowledge-intensive soft-

service in reality. Without the implementation of a case company and being able to observe 

how soft service is being provided to the customer, it is hard to develop an understanding of 

their core business and how their business is being conducted in reality. This is also highlighted 

by Halvorsen (1992) states that by implementing a case study, the authors are given the 

opportunity to generate a more complete and in-depth understanding of the organization's 

operations. 
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When conducting a case study, it is, according to Eisenhardt (1989) vital to select the right case 

company. By first researching the existing literature to establish and identify the theoretical 

gap in the existing literature, we could later identify a suitable case company that fits into the 

field of research. By identifying a case company that provides a knowledge-intensive soft 

service, we have further increased the transferability or validity of the study. In addition to 

offering soft services, knowledge-intensive services do also require high levels of knowledge 

within the organization. This further validates the implementation of a case study, as Yin 

(2003) argues that a case study is suitable when studying a phenomenon within a specific 

industry or of specific nature. This due to that certain characteristics contributes to portraiting 

the phenomena in it is the right and real environment. 

Finally, Blomkvist and Hallin (2015) also state that a case study provides the possibility to 

discover and uncover new dimensions to the field of study. By complementing the 

implementation of the case study and the Abductive approach we have been able to identify 

further aspects and dimensions affecting the choice internationalization strategy along with 

overall level customer satisfaction for a knowledge-intensive soft service provider. 

4.2 Data Collection 
The data collection chapter introduces the different methods applied in the thesis used to 

gather data. Under the literature collection, we explain how the gathering of literature was 

conducted. Finally, we introduce the methods used to gather empirical data for the thesis, 

observation, and interview method. 

 

4.2.1 Literature Collection 
We first started by researching the basics of the existing internationalization theories and how 

they generally apply for manufacturing and service firms. By reviewing the existing literature, 

we created an overall understanding of the process and identified the key aspects influencing 

in the decision making behind internationalizing. By gaining an overall understanding of the 

topic of internationalization, we could identify which topics to further study in order to 

complete the literature review. 

 

Within the literature review, we have included several topics influencing the decision making 

of internationalization theory. During the work process of completing the literature review, we 

applied a systematic approach by reviewing relevant publications in order to present an 

unbiased result. Furthermore, we have throughout our time continuously reviewed our 

literature review in search of missing relevant topics to include. By implementing this 

approach, the literature gathered mirror the aspect that is needed to be considered within the 

internationalization process and further be used to analyse the empirical data. 

 

The literature review was gathered by examining the existing literature. Books, peer-reviewed 

articles and reports where all different types of resources examined in order to present the 

literature review. The online resources were mainly found through the use of MDHs library 

database and Google scholar. Furthermore, books form the MDHs library have been used. 

Keywords used in the search for literature where: internationalization, internationalization for 

a service firm, soft service, market entry mode, Uppsala model, Network model, customer 

satisfaction, customer anticipation, customer perceived value, customer loyalty, knowledge-

intensive businesses, and soft service. In order to further extend the literature, we have through 

examining the reference list of relevant articles identified key scholars within the field 
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internationalization. By identifying the key scholars, we could further find relevant literature 

in order to present a more complete theoretical framework. 

 

4.2.2 Observations  

The study has partially been conducted on the site of the case company. By interacting with the 

managers and personnel, we have been able to gather a deeper understanding of how their 

business is conducted (Blomkvist & Hallin, 2015; Creswell, 2008). By gaining a deeper 

understanding of the organization, we have been able to continuously evaluate the applicability 

of our theoretical framework and its relevance to the topic of internationalization. All 

observations have been conducted on a participatory level where we have been asking a 

question regarding the day-to-day operations. Furthermore, we have participated in business 

meetings in order to understand their business culture and social habits. In order to produce 

accurate and reliable observations, we have both attended several meetings in which we have 

in between have critically discussed and compared our personal observations. By 

implementing the observational method in the study we have during our time spent at the case 

company allowed us us to gather real-time information regarding the case study. (Creswell, 

2008) The observation has been used to identify the necessary information further to include 

in the literature review. Along with a critical perspective, Blomkvist and Hallin (2015) argue 

for the importance of authenticity and reliability as critical aspects of conducting quality 

observations. Finally, according to Creswell (2008) is one challenge with the observation 

method is the potential lack of observational skills of the observant. 

 

4.2.3 Interviews 

The empirical data on which the analysis is performed was gathered by conducting interviews 

with key employees and business partners from the case company (Whiting, 2008). For a study 

using the qualitative approach, there are mainly three different types of interviews to be used. 

Which interview method to implement depends to a large extent on the research question and 

what the study aims to answer. We have in this thesis implemented three different types of 

interviews, the semi-structural, written interviews and the structural interview. 

 

We chose to implement the semi-structural interview since it provides the authors to gather 

the in-depth data needed to answer complex research questions (Blomkvist & Hallin, 2015; 

May, 2001; Kumar, 2011; Perumal, 2015) For the conducted semi-structured interview we had 

identified a number predetermined questions to structure the interview around, an interview 

guide. In addition to these questions we had further identified a number of themes 

internationalization process to use for followup questions, the questions and themes can be 

viewed in Appendix 1 and 2.This means that the interview was based on the interview guide 

where we, the interviewer asked follow-up questions connected to the identified themes during 

the duration of the interview. (May, 2001; Kumar, 2011) 

 

By asking the respondent the follow up questions, regarding the identified themes, we could 

gather the needed in-depth information. By phrasing open and not too detailed questions, we 

could let the respondent give us a natural response. During the interview we tried to maintain 

a natural flow of questions in order for the respondent to feel comfortable and that they are 

apart of a conversation rather than an interview (May, 2001) Receiving natural answers 

provided us with the opportunity to analyse further how aware the company was in regards to 

the internationalization process. Furthermore, the analysis of the thesis can only be based on 

the information stated during the interviews. This meant that we were careful to ask to follow 
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up questions to have enough material for the analysis. Finally, according to Kumar, (2011), the 

semi-structural method reduces the chances for the interviewer to be misunderstood.  

 

The study is conducted on a Chinese company; this means we experienced barriers in the form 

of language differences. With the employees not speaking English, we had two choices. Either 

we could try to conduct an oral interview with electronic tools such as google translate or other 

translating programs, or we could conduct a written interview where they answered in Chinese 

and use an interpreter. We chose to conduct written interviews as we felt this would result in 

more accurate, detailed and truthful answers.The respondent's translated answer also acted as 

a transcribed version of the empirical data from the written interviews. The questions for the 

written interviews seen in Appendix 1 (internatinalization) and Appendix 4 (management on 

customer satisfaction), in total we conducted 7 written interviews.  

 

In order to gather data regarding the case company's customers level of satisfaction and their 

values and need, we chose to conduct a number of structural interviews. The main difference 

between semi-structural and structural interviews is how the questions are asked and 

prepared. Unlike the semi-structural interview, the questions in a structural interview are 

predetermined. The questions are asked in the same order during each interview, much like a 

survey together with the interviewer. (Blomkvist & Hallin, 2015; Perumal, 2014) One of the 

main benefits of conducting structural interviews is the comparability of empirical data 

(Perumal, 2014). 

 

The structural surveys were conducted on the case company's customer in order to gain an 

understanding in regards to their level of satisfaction and priorities within the field of customer 

satisfaction. The questions were connected to the gathered literature regarding the subtopic 

within the field of customer satisfaction. Furthermore, we chose to conduct the structural 

interviews anonymously in order to increase the chances of receiving honest answers. By 

letting the customers answer anonymously the chances for unsatisfied customers to answer 

honest increased since they might experience a slight discomfort answering these questions at 

the company honestly unless they were made anonymously. (Kumar, 2011) The questions and 

answer alternatives can be seen in Appendix 3. 

 

4.2.3.1 Selection of Respondent 

The selection of respondents can be divided according to each research question, for the first 

research question we interviewed managers form the case company. For the second research 

question, we conducted a structured survey with the case company's customers, for the third 

and final research question we conducted interviews with employees from the case company. 

As mentioned previously, we have conducted a number of different interviews with different 

levels of structure. The semi-structural and written interviews were all conducted with 

respondents from the case company. When identifying the respondents, we had two aspects in 

mind, knowledge, and position. By first identifying the employees with the correct knowledge, 

we made sure to gather relevant data. By further including employees with different positions 

within the company, we could gather data from different perspectives within the case company. 

This gave us a more complete picture of the case company.  

 

For the first research question, we conducted one semi-structured interview along with two 

written interviews with managers from the case company all involved in the 

internationalization process. By interviewing these three respondents, we managed to 
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interview the whole management group involved in the internationalization process from the 

case company's side. For the third research question, we conducted four written interviews 

with employees within the case company. The roles of each respondent can be seen in the table 

below, Table 3. By including each of these respondents, we manged to include several different 

perspectives, knowledge levels, and experiences in order to generate useful empirical data. The 

selection of each respondent was also cone after we had spent some time at the case company. 

By spending time at the case company, we managed to identify the personnel who possessed 

the knowledge regarding each research question. 

 

Since we did not have the time or possibility to interview all their customers, we implemented 

a random selection of respondents from the population. (Blomkvist & Hallin, 2015; 

Denscombe, 2014) During the period of March, we conducted 59 structural interviews with the 

case company's customers. All respondents were asked to participate in the study after they 

had been treated at the case company. As mentioned all respondents were randomly choosed 

during the time period of March. Furthermore, the respondents from the interviews will be 

mentioned according to the different research questions the respondents were interviewed 

about. Internationalization respondents, R1, R2 and R3, customer satisfaction respondents, 

M1, M2, M3, and M4. 

 

Conducted interviews 

Nr Respondent Type of interview Role Research question Duration 
        

1 R1 Semi-strucutred Lead doctor/Part owner 1 - Internationalization 60 min 

2 R2 Written interview GM 1 - Internationalization - 

3 R3 Written interview Majority owner 1 - Internationalization - 

      

4 M1 Written interview Part owner/Lead doctor 3 - Customer satisfaction - 

5 M2 Written interview General manager 3 - Customer satisfaction - 

6 M3 Written interview Customer service supervisor 3 - Customer satisfaction - 

7 M4 Written interview Consulting supervisor 3 - Customer satisfaction - 

      

8 Respondent Structured survey 59 Customers 2 and 3 - Customer satisfaction 5-10 min 
Table 1- Conducted interviews 

4.3 Case Company 
The case company of this study is a firm active within the beauty, and medical industry in 

Hangzhou, China, and is looking to expand to foreign markets. The company was founded in 

2010 and at the start of 2019 they had around 65 employees, and the latest turnover from 2018 

was 7 million US dollars. 

 

The beauty clinic Aging Off provides complete beauty and wellness solutions for the luxury 

customer, from the inside out and is currently the finest clinic in China (Dr. Sun, 2019). Their 

core business is hormones where they offer individual solutions for each customer. While the 

hormone treatment can be seen on the outside after some time, it focuses on the inside and 

provides mainly women with a solution when going through menopause. The hormone 

treatment, referred to as BHRT, is a rather new phenomenon in the medical field where they 
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focus on optimizing women's individual hormone level rather than standardizing their levels 

to a level which can be considered normal for their age. 

 

The field of BHRT is still not a service provided worldwide, which makes the companies 

providing it very unique. Besides the company providing the BHRT-service and the service is 

very unique, they are only a limited amount of doctors specializing in this medical field. Aging 

Off is currently offering BHRT performed by the leading medical expert within this medical 

field in China, which makes the firm's competitive advantage very knowledge-intense, and they 

posses challenges when internationalizing. Additionally, to the internal beauty aspect of the 

business, the clinic offers the opportunity to see a gynecologist. The company also offers full 

external beauty solutions. The external beauty department offers a full 3D consultation for the 

client and can include everything from skin management to rhinoplasty. Due to the nature of 

the offered services and the medical expertise, the company is very knowledge-intensive and 

provides only soft-services. 

 

Aging Off is today wanting to expand their organization to foreign markets outside Chinese 

borders. The firm wants to expand to increase the accessibility to its services and increase 

market shares, and in 10 years, the company's goal is to have expanded throughout the Asian 

region. 

 

4.4 Operationalization 
In this study, we have chosen to model an operationalization to more prominently illustrate 

the connection between each question formed in the interview guides and the literature 

framework for this study. Each interview guide has a number of questions, which have been 

created from the identified vital determinants form the theoretical framework of this thesis. 

We have chosen to identify key determinants after each theoretical section to more comfortable 

illustrate what we have identified as most important to investigate from the presented 

literature. The selected determinants are the variables we are aiming to examine by conducting 

interviews with the case company for this study. In the analysis, these determinants viewed as 

variables will be examined by comparing and identifying abbreviations and similarities 

between the gathered empirical data and the literature. 

 

We have further created the operationalization equivalently despite that all interviews were 

not conducted in the same semi-structural manner. This also presents the reader with a certain 

level of transparency since the researchers identified variables are illustrated. Our choice is in 

line with Andersen (1998), who states that operationalization is conducted to translate 

theoretical theories and concepts to measurable units, which in turn leads to creating variables 

that are further to be examined. 

 

All operationalisations are placed as appendixes and can be found at the end of this thesis, and 

we illustrate the linkage between each question, the key determinants and the authors stating 

that specific information. 

 

These are the key determinants identified from the Internationalisation chapter of this study 

used for the construction of interview guide 1 (Appendix 1 and 2); Adaption of service, Control, 

Political risk, Economic potential, Geographical and Cultural -distance, competitiveness of 

foreign market, sharing competitive knowledge, market commitment, export, licensing, FDI, 

market-specific knowledge, Risk on a changing market, Client following mode, Market 
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seeking mode, electronic marketing, export of service, direct entry, indirect entry, Business 

partners, Identifying Business partners, speed of the internationalisation process, Trust, 

Ownership. 

 

These are the key contributing factors identified from the Customer satisfaction chapter of this 

study, they have been used for the construction of the questions in interview guide 2, 

“customers on customer satisfaction” (Appendix 3); Loyalty, customer perceived value, main 

driver, market research, continuous measuring, adjusted marketing, anticipation, 

organizational vision, internal process evaluation. 

 

These are the contributing factors identified from the Customer satisfaction chapter of this 

study they have been used for the construction of the questions in interview guide 3, 

“Management on customer satisfaction” (Appendix 4); customer anticipation, company 

vision, adjusted marketing, market research, main drivers, continuous measuring and 

customer perceived value, Internal process evaluation, customer loyalty. 

 

4.5 Model of analysis 
Qualitative methods like interviews and observations, tend to generate significant amounts of 

empirical data. In order for us to present the key findings from the gathered information, we 

had to organize and interpret the data correctly.  

 

The different research questions, along with the different types of methods implemented in 

order to gather the empirical data in this study require different analysing processes. For the 

first research question, we started by coding the respondent's answers according to the 

different themes identified from the internationalization literature. All respondents’ answers 

were sorted and divided according to these themes. The respondents' answers were then 

analysed by first searching for similarities and differences between the different respondents' 

answers. The second step was to identify further what the respondents failed to mention within 

the topic of internationalization. Finally, the respondents' answers were compared to the 

collected literature within the field of internationalization in order to find similarities and 

deviations from the existing literature within the field of internationalization of service firms. 

 

The presented themes in the result have further been divided and connected to the different 

topics presented in the literature for the analysis. This was conducted due to that the various 

steps within the internationalization process include a number of the used themes presented 

in the result, 5.1. The first part, market identification will include; Market identification, 

Economic potential, and the competitiveness of potential markets, Political risk, laws and 

regulations, Geographical and cultural distance, Market specific knowledge, Risk. The second 

part, market entry mode, will include the following determinants; Risk, Ownership, Soft 

service, Market commitment, Control, Business Partners, Sharing competitive knowledge-

intensive service, and speed of internationalization. The third and final part will include an 

analysis of how the determinants analysed in parts one and two can be used in one of the 

existing and already presented internationalization models in chapter 2. 

 

For the second research question, we compiled the result of the structural survey in excel. For 

each customer we decided to give their first choice of contributor 3-point, the second to the 

highest contributor, 2-points and the least contributing factor 1-point. When we had conducted 

all surveys, we summarized the total amount of points for each contributing factor and divided 



 43 

with the total amount of customers. This resulted in a mean value for each contributing factor 

for customer satisfaction, which could be used to compare the differences between what the 

customer values. In order to further determine the differences between customers' values, we 

asked the customers which department they had visited during their time at the company. This 

information was used to evaluate differences between the case company's departments. By 

evaluating the results of how the customer rank the factors for customer satisfaction, we would 

find similarities and deviations with the existing literature presented in the literature study. By 

further filtering down the different answers in excel, we were able to identify similarities and 

differences between the respondent's answers in order to find patterns within the respondent's 

customer satisfaction experience. 

 

For the third research question, we had the same approach as with the first research question. 

We first compiled and divided the empirical data according to the themes identified in the 

literature. The themes were: main drivers, market research, continuous measuring, 

anticipation, organizational vision, internal process evaluation, adjusted marketing, and 

customer loyalty. The respondent's answers themed up according to categories presented were 

then compared to the literature. The differences compared to the analysis process for the first 

research question was the use of observations and the result of the conducted surveys. 

  

The observations were mainly conducted with the presented literature as a foundation. By 

observing the business activates with from a neutral perspective, we were able to identify non-

biased empirical data. We were also given the possibility to compare our observations with the 

respondents in order to additionally present a non-biased result. By additionally adding filters 

to the compiled survey result, we were able to further identify patterns within the respondents' 

answers in order to additionally deepen the analysis of how management work to improve 

customer satisfaction. 

 

4.6 Trustworthiness 

While conducting this study, we have aimed to reach high levels of reliability and validity to 

create a trustworthy study representing the true picture of the firm and the social role in which 

this study took place. (Kerlinger, 1973). We have however chosen to present how we have 

worked to achieve high levels of reliability and validity by using other variations of these terms, 

arguably more suitable for qualitative researchers and their approach (Lincoln & Guba 1985; 

Guba & Lincoln 1994). The validity is presented as credibility and transferability, while 

reliability is presented under dependability. Additionally, we present how the conformability 

has been taken into consideration during the process of writing this study.  

 

4.6.1 Credibility  
We chose to gather existing literature regarding the internationalization process and customer 

satisfaction to obtain a good level of knowledge within the subject to be able to objectively 

compare our observations at the case company to the existing literature. During the process of 

reviewing the existing literature, we have systematically compared our academic findings with 

our observations from the case company in order to generate an applicable list of literature for 

the analysis. If an observation had been made, and there was a lack of theoretical support 

within the previously identified literature for the subject, further research was conducted, and 

new literature was added and gathered. This enhances the relevancy of the gathered 

information. The same processes have also been applied within the analysis of the empirical 
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data. First, to ensure the honesty and relevancy of the gathered data and secondly to ensure 

the analysis accuracy. 

 

Because all our time was spent at Aging Off (8 weeks) while being in China and we were invited 

to almost all social events we obtained a prolonged and integrated relation to the social 

environment at the case company, both with management and the employees. Due to our 

opportunity to become a part of the social environment, we could gather relevant and truthful 

observations which therefore could be complemented with relevant literature. To ensure the 

relevant and accurate connection between the observations and identified literature, 

LeCompte and Goetz (1982) argued that a deep and sustained connection to the social 

environment enables the researchers to obtain the relevancy between the observations and the 

identified literature.  

 

4.6.2 Transferability 
Validity further includes the generalizability of the thesis result; thus, how applicable the 

results are for other organizations within the same or a different industry. According to 

Malterud (1998) & LeCompte and Goetz (1982), when using the qualitative method, the 

generalizability of the results is not determined by the authors. By presenting the methodology 

implemented in the study, the reader should be able to evaluate the generalizability of the 

thesis. 

 

However, since this study is conducted within one case company where their specific traits 

have been taken into consideration, it should be taken into consideration by the reader of this 

study. While the future result might not be applicable to all knowledge-intensive soft service 

firms, we argue that parts of this study can be used as a starting point for reviewing a future 

potential expansion to a foreign market for firms of similar nature.  

 

4.5.3 Dependability 
High levels of dependability are reached when other researchers can obtain the same result by 

implementing our presented methodology. We have, therefore, to our best ability tried to 

present an accurate and meticulous methodology to ensure the replicability of the study. The 

subjective nature of the empirical data gathered when using qualitative methods is most often 

hard to replicate due to the difficulty in replicating the social environment where the study was 

conducted. (May, 2001: Swedish research council, 2017; LeCompte & Goetz, 1982) 

 

Furthermore, to ensure that both of our observations were corresponding we have had an 

extensive amount of meeting reflecting on both of ours personal oral and visual observations 

within the company to ensure that the observations were corresponding and not interpreted 

in a non-objective manner. (Bryman & Bell, 2011)  

 

To achieve high dependability, we have also recorded the conducted semi-structured interview, 

and all written interviews have been saved to increase the reliability of the gathered empirical 

data. Moreover, the structural survey was conducted anonymously, and the questions were all 

asked in the same order to improve the reliability of the thesis and to eliminate own 

interpretations of the questions from the respondents', we explained what the questions 

referred to when any sign of confusion was noticed. (Davidson & Patel, 2003).  
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4.5.4 Triangulation 

To further increase the dependability for this study we chose to use triangulation when 

analysing the results from the empirical findings of how management work with customer 

satisfaction. To obtain more than one source of how management work with customer 

satisfaction we chose to conduct structured interviews with the case company’s customers to 

get a broader but also deeper understanding for how the firm’s current work procedures are 

perceived by their customers. The second reason for triangulation was to obtain a more 

objective result which subsequently also would enable a deeper analysis on the collected 

empirical data from both the management and the case company’s customers. Conducting 

triangulation to increase the dependability is according to the creator of triangulation Webb, 

Campbell, Schwartz, & Sechrest, (1966) the main objective of the model. Denzin (1970) also 

argue that triangulation is a usable method to strengthen the dependability since it includes 

using more than one source for the collected data. Finally, Deacon (1998) and Kanter (1977) 

highlight the use of triangulation to double-check the results of the empirical finding. 

 

4.6.5 Confirmability 
The empirical data gathered through the use of qualitative methods run the risk of being biased 

and subjective. During the analysis of the data, we implemented a critical perspective in order 

to achieve an unbiased result. This was done by continuously comparing the respondents 

answer with our observations in order to identify any significant decoupling between the 

answer and the work conducted. Additionally, to ensure the objectivity of the gathered 

literature, we conducted thorough documentation research. By implementing a critical 

perspective throughout the study and continuously present more than one perspective, to the 

extent possible, we have aimed to present an unbiased approach. Finally, to the extent possible, 

only peer-reviewed articles we have used in this study to strengthen the objectivity of the 

presented literature. Lastly, during the analysis of the collected empirical data, we have 

remained objective but also transparent to the data in order to present an unbiased answer. 

(Bryman & Bell, 2011) 

 

Moreover, a non-objective manner can also easily become a problem when becoming a part of 

a social environment as we did at the case company in China. That is that rather than remaining 

objective, it is easy to become emotionally involved and not seek accurate information but 

rather please the case company and present what they desire. To decrease the likeliness of a 

non-objective approach, we as a team have been through with discussing among each other 

and reflected on the obtained information and openly reassured presented facts from the firm 

with more than one of the employees. We have reassured the facts to obtain an objective insight 

into the company to remain professional and unbiased. We have further presented 

management with important and sometimes sensitive information in an objective manner and 

despite that management occasionally wanted to alter some question for the interviews we 

pursued and explained that in order to obtain accurate and objective information, emotions 

regarding the potential answers cannot be taken into consideration and the questions will be 

asked in an open and non-biased manner. (Perumal, 2014; Shamoo and Resnik, 2015) 

 

4.7 Authenticity 
From the beginning of this study, we made sure that we obliged to the rules of ethics by making 

sure that the information obtained during this study was allowed to be published by the case 

company. We further made sure that we established guidelines for the academic work to be 

conducted with the case company and our representing mentor. Due to the fact that the case 
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company in this study is based in China, we establish an understanding with the company 

beforehand. We ensured that the company understood that the study is to be published and is 

further available to whoever would like to read it. Finally, we informed the company that they 

were allowed to remain anonymous but that the study was to be published in Sweden. 

According to Vetenskapsrådet (2002) To ensure that the participant is aware that the study is 

to be published is a crucial step in ensuring ethics in a working relation, further how and where 

the collected data is to be used in the study is equally as important. Blomkvist and Hallin (2015) 

have also stated that there are specific codes of conduct in regard to ethics, which needs to be 

respected when conducting a study. 

 

During our observations at the case company, we have made sure that the employees have been 

informed of the purpose and explained the importance of our observations to the study. Since 

English is not their first language, we have translated everything by phone, sentence by 

sentence to ensure that the language was not a barrier when explaining the purpose or what 

the collected data is aimed towards. Further, many aspects of this study have been a 

collaborative work between the employees and us, to ensure a good working relationship we 

have followed the code of ethics and ensured that language as a barrier was broken down. 

Further, we have aimed for a relationship with the employees, which reflects understanding, 

mutual respect, and trust. Resnik (2011) emphasize the need to promote specific values that 

are vital to the collaborative work occurring when conducting a study since research to a great 

extent include collaborating with various types of people, firms who all possess a respective 

picture of what ethics represent. We highlight the need for trust, accountability, mutual 

respect, and fairness as a key determinant in an ethical, collaborative relationship. Shamoo 

and Resnik (2015) additionally argue that researchers are to conduct their work following the 

guidelines presented to the objects to ensure integrity and respect.  

 

For each of the interviews we have conducted, we have explained the purpose of the study and 

what the aim of the use is. We have further asked for their consent in using their names if 

necessary and offered them the opportunity to read before it is published to ensure the trust 

and ethics of the relationship. If the respondent does not wish to be featured with name, we 

will honor this request and not use the empirical data in a sense where the person can be 

recognized. We have also explained that they at any given point are free to stop the interview, 

for any reason they feel necessary and that the interview is voluntary. Vetenskapsrådet (2002) 

stated the need for the researchers to explain the purpose of the interview and what the 

material is to be used for. The respondents have also been informed that it is free to participate, 

and they are entirely in charge to stop the interview at any time they see fit. Shamoo and Resnik 

(2015) concluded that ethics is mainly built on the need for researchers to handle collected 

data in a respectful, truthful and objective manner and that personal data is dealt with 

cautiously and with integrity. We have throughout this study remained unbiased, respectful 

but also truthful to the original sources which have been presented with references throughout 

the text. When and if quotations have been used, the original source has been cited, along with 

the page it was found. This we have done so that the reader can easily differentiate between 

our own thoughts and the facts presented in the study.  

 

4.8 Reflection of Methodology 
When conducting case studies, the authors need to have generalizability in mind. Authors like 

Blomkvist and Hallin (2015) argues that the implementation of a case study limits the thesis 

possibility to generate generalizable results. By only conducting the study on a single company, 
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we have had to review our findings in order to conclude an unbiased result. Including more 

case companies and conducting more interviews can solve the error of biased results. Conflict 

of interest of the result of the study is also something we have had to have in mind as a result 

of the study. By only gathering empirical data from one case company, we cannot compare 

different sources of information in order to conclude the relevancy of the information. 

Additionally, how accurate the thesis can be replicated is further something that needs to be 

considered when using a qualitative approach. As mentioned in a previous chapter, the nature 

of the qualitative method emphasizes one or several people's personal thoughts and values. 

This presents a challenge in trying to replicate the result since the findings might be connected 

to the respondent's beliefs and experiences. (Swedish research council, 2017) 

 

Criticism regarding observation as a method of gathering empirical data is often focused on 

the observer's presence. The daily behavior of the staff and managers can be affected by our 

presence. To the extent possible we have during the time spent at the case company tried to 

generate unbiased observations. This has been reached by us asking non-leading questions and 

comparing our observations in order to increase the reliability of our findings further. (Kylén, 

1994) 

 

Conducting different interviews can most often be a time-consuming process, and the gathered 

data run the risk of being too subjective in nature. As the gathered data, most often are based 

on the respondent's experiences and believes it can be too subjective in order to reproduce the 

same result for other researchers. Interviews generally generate large amounts of empirical 

data, and as a result, the analysis can be a hard and time-consuming process. The generated 

data is also highly based on the researcher's interview experience of creating questions and 

conducting interviews. The generated data can, therefore, only be as good as the questions 

asked. (Banaka, 1981) 

 

Additionally, one major factor affecting the outcome of the gathered data is the selection of 

respondents. The most important part when using the qualitative method is to generate and 

retrieve the data from the correct respondents. Within this study, we have for the first research 

question, regarding internationalization, conducted interviews with all managers involved in 

the expansion of the firm. We have additionally tried to generate as accurate as information as 

possible in order to conduct written interviews with the employees. This method was 

implemented as we believed the language barrier would affect the respondents' answers if we 

were to conduct oral interviews with the help of electronic translation tools. For the third 

research question, we interviewed all managers involved in the customer satisfaction process 

within the case company. As with the first research question, we chose to conduct written 

interviews in the cases where we believed the language would be a problem. For the first and 

third research question, we conducted seven interviews in total, three for the research question 

1 and four for research question 2. In order to generate a more generalizable result, we would 

have liked to conduct more interviews. However, as we have included all employees with within 

each process, internationalization and customer satisfaction we have retrieved as much data 

as we can from the case company. 

 

For the second research question, we conducted 59 structural interviews in the form of a survey 

on the case company's customers. One large limitation of the study was the small period of 

time spent at the case company. Our goal was to conduct as many interviews as possible during 

the time spent at the company. From the 59 conducted interviews, we could conclude that we 
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could identify clear patterns in the respondent's answers, indicating that the number of 

answered surveys was enough. Although we feel like we have reached data saturation from our 

survey would have liked to conduct more interviews in order to strengthen our findings further. 

  

As the qualitative method is based on the interpretation of the respondents, answer, we have 

compared our conclusions of the data. This was implemented in order to generate an unbiased 

and accurate result. In order to further increase the reliability of our results, we could have 

included a third party in order to include one additional unbiased perspective in the study. 
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 5 THE INTERNATIONALISATION PROCESS 
In this chapter, the empirical findings and the conducted analysis of the collected empirical 

data related to the identified determinants for a future internationalization process for a 

knowledge-intensive soft service firm will be presented. 

 

5.1 Result from the Identified Determinants 
The following chapter will present the empirical data gathered from the conducted interviews 

with the case company’s respondents. The determinants have been identified from the 

literature presented in chapter 2. The empirical data was gathered by conducting one semi 

structured interview along with two written interviews. 

  

5.1.1 Market Identification 

Internal resources - From the respondents' answers, it is indicated how the firm will use its 

internal resources, such as knowledge and capital, to identify suitable markets. Furthermore, 

it is clearly shown that the firm does not want to acquire market-specific knowledge alone, but 

instead seeks to conduct market research along with future business partners. 

 

The respondent's answers also indicate how business partners can be used in order to find new 

customers for their business in the new foreign market. R2 (2019) also stated that the main 

cost for luxury firms is to find new customers in a new international market rather than the 

cost of material used in the production of the services. R2 (2019) additionally states that new 

markets are identified by conducting market research. This is also confirmed by R1 (2019) who 

explains that the current market of the organization (Hangzhou), was identified through a 

friend recommendation and later followed up by market research in regards to the economic 

potential and the competitive climate in that specific market. 

 

Existing customer base - From R1's answer (2019), it can be stated that the case company 

does not currently have any international customers. R2 (2019) have also identified the 

importance of their current customers since the main cost for the company is to find new 

customers. Moreover, as a result, she believes that using their existing customers to identify 

new potential markets can be of great use in the future as the organization grows. 

 

Electronic marketing - Respondent R1 (2019), argues for the difficulty of marketing their 

services through the internet and social media because of the price of the firm's offered 

services. The respondent further believes that customers will not purchase their expensive 

services through electronic marketing. To the contrary, R2 (2019) believes that electronic 

marketing can be an effective method to gain new customers in the future. However, R2 

explains that the three different market identification tools need to be organically combined 

for different market-specific conditions.  

 

5.1.2 Economic Potential and the Competitiveness of Potential Markets 

Among all the respondents', it can be compiled that the company seeks emerging markets in 

fast-growing countries. Where it is considered to be higher economic potential for the company 

to expand. R2 (2019) explained that markets need to be emerging and fast-growing to be of 

interest to the firm. Additionally, R1 (2019) stated that the gap between the rich and the poor 

is actually an advantage to the firm because the customers the firm targets are very few high-
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end customers. R1 continued and explained that, although the entire economy of an emerging-

market is not as good as in a developed country, the firm is still more inclined to choose 

emerging-markets, because of the gap, and the firm focuses on catering quality service to the 

few, not the mass. 

 

The firm, as a whole, did not see a very competitive market as a significant obstacle when 

identifying potential markets. However, instead, as a market where the demand was increased. 

R2 (2019) illustrated that in a market with high numbers of plastic surgery clinics, the local 

demand is stronger, but the firm will compete with offering the best qualitative BHRT and 

plastic surgery. While the empirical data showcased that, the firm does not believe that the 

competitiveness of a market decreases the economic potential for the firm. R1 (2019) also 

stated that the firm still needs to conduct market research of the competitors since it was still 

a competitive risk that needed to be addressed. 

 

5.1.3 Political Risk, Laws and Regulation 

Political risk, laws, and regulation were from the empirical data, interpreted to be the most 

crucial determinant when evaluating which market to enter. The respondents collectively 

indicated strong opinions of the need for potential future markets to possess stability, both 

political- but also market- stability, for a market to be of interest to the firm. R3 (2019) stated 

that the government of a potential new market needs to comprehensively monitor the market 

to avoid tourism disputes in order to establish a friendly and harmonious international 

environment for foreign firms. Furthermore, R2 (2019) argued that the economic potential of 

a futures market is essential. However political stability, social security, and legal protection 

come first. If these laws and regulations are not in place, the market is no longer interesting 

for potential expansion. 

 

5.1.4 Geographical and Cultural Distance 

In terms of geographical and cultural distance being a key determinant in an expansion 

process, the respondents agreed and homogenously stated that, because of this determinant, 

the firm would need to adapt to the local market. R1 (2019) argued that the firm preferably 

wants to initially expand to markets that are geographically close to their market of origin, but 

that cultural distance is still a factor that needs to be considered and adapted to. R2 (2019) 

stated that the Asian market is of primary interest to the firm, but a flagship store in the US as 

the firm's goal in the future. 

 

Together all respondents argued that, despite the firm mainly wanting to expand within Asia, 

there are still cultural aspects to consider. As a whole, all respondents provide the same 

responses in regards to this determinant, which also gives a homogenous viewpoint among the 

answers. This can be exemplified by the fact that the firm had previously been offered to set up 

a clinic in the US. However, the business partner would only provide the economic aspect of 

the expansion, and due to that the firm at the time, lacked market-specific knowledge of the 

American market, the firm declined the offer. R1 (2019) lastly stated that the cultural- and 

geographical- distance was too big; it would have been too difficult for us to proceed without a 

business partner who possessed market-specific knowledge. 
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5.1.5 Market Specific Knowledge 
All respondents compiled had identified the importance of market-specific knowledge. The 

respondents' additionally presented a clear picture of how the firm needs to find suitable 

business partners who possess market-specific knowledge for an expansion process while the 

firm in the expansion will contribute with the knowledge of medical service. 

 

Respondents R2 and R3 (2019) also stated that additional market-specific knowledge could be 

gained through in-depth market research, which will be conducted together with the business 

partners. R2 and R3 (2019) finally stated that external resources, such as industry conferences, 

internet research, and competitor analysis, are great tools to gain more knowledge about the 

foreign market. 

 

5.1.6 Risk 

There is a variation of risks involved in a firm wanting to internationalize. The potential risk of 

evaluating the previously presented determining factors incorrectly in an expansion, but also 

the risk of market fluctuation in an already established foreign market. This section will 

present the empirical data collected regarding both risks, but in different paragraphs to easier 

differentiate the two. 

 

Before entering a market, the respondents all describe a similar process where the potential 

market first must be evaluated, both the political state of the market and the customer's 

cultural habits. R3 (2019) described the process of minimizing risk as, the firm primarily needs 

to establish business relationships with business partners who possess market-specific 

knowledge, and from there, more in-depth market research and market evaluation will be 

conducted. R3 (2019) did, however, describe that, before extensive research is performed with 

a partner, the firm should make sure that the political state of the market is stable, as it is vital 

to the firm before entering specific markets. 

 

In terms of fluctuating risk in an already established foreign market, R2 (2019) explained that 

an economic loss is acceptable if the risk in that specific market has become too unbearable, as 

long as the brand does not suffer any consequences. R3 (2019) stated that; 

 

“Enterprise risk management and control need to have a set of risk plans. The 

strategy will be adjusted in time according to the market situation. The risk assessment will 

be done ahead of time before a commercial investment is carried out or additional resource 

commitment is made. In case of possible risk problems, it can be implemented in time 

according to the risk plan.” (R3, 2019) 

 

Finally, R2 (2019) affirmed that there are risks involved in any market activities, but 

adequately conducted research decrease that risk along with an established risk plan. 

Additionally, close cooperation with business partners along with further investments, such as 

market adaption and integration within the market experiencing increased risk, is crucial to 

decrease the experienced risk. 

 

5.1.7 Ownership 

From the respondent's answers, it can be identified that all managers want to include business 

partners when expanding the organization to foreign markets. By wanting to include business 
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partners in the expansion process, the respondents' have identified the potential need to share 

ownership with their partners of the new subsidiaries. Respondent R2 and R3 (2019) state that 

finding suitable business partners is a complex and time-consuming process but is necessary 

in order to expand and experience stable economic growth in the new markets. Respondent R1 

(2019) also mentions the need to adapt the shares of ownership according to the local laws and 

regulations in the new market. Moreover, as a result, the new subsidiary does not have to be 

100 % self-owned. 

 

The respondents further argue that there is a need to expand the organization with a business 

partner as a result of not wanting to acquire the market-specific knowledge alone. This shows 

how they want to implement entry modes with shared ownership in the new markets. All 

respondent has additionally highlighted the organizations need only to control the medical 

service within the new subsidiary. 

 

5.1.8 Soft Services 

From the interviews, it can be compiled that it is very hard for the firm to export its services 

since there is a need for the staff to be in the same place as the consumption. R2 (2019) stated 

that it is very hard for us to export our services. Therefore, we need to set up subsidiaries so all 

services can be provided to the customer. R1 (2019) also explained that due to that all of our 

services are of soft nature, we cannot export all of them. However, technology has enabled us, 

and through this technological development, some of the offered services can be separated 

from the place of production. 

 
However, R1 (2019) continues and explains that this can only be conducted for BHRT and not 

plastic surgery or skin management. While BHRT is the company's main focus, the other 

offered services are equally as important for the company to be able to provide full beauty 

solutions, from the inside and out. This compiled knowledge among the respondents, clearly 

illustrated that exporting parts of their offered services is not an option for the firm. The firm 

aims to build a brand and expand all services the brand offer and not parts of it. R1 (2019) 

lastly explained that, even if one service could be exported, it does not benefit the complete 

brand. 

"A brand of complete beauty solutions from the inside and out is what we aim 

to expand; this includes all solutions and not parts of them. Otherwise, we as a brand no 

longer offer complete beauty solutions.” (R1, 2019) 

5.1.9 Market Commitment 

In terms of market commitment, it can either refer to additional resource commitment to an 

already established market or how much a company wants to commit in the initial stages of an 

internationalization process. In this section, the first paragraph will present the empirical data 

on how much the firm intends to commit in the initial stages and the second paragraph will 

include how the firm determines additional resource commitment to an already established 

market. 

 

From the first aspect of market commitment, it can be determined that the firm is seeking to 

set up subsidiaries in their internationalization process to enable access to all services in the 

foreign market. R1 (2019), explained that there would be no expansion to foreign markets 

without business partners to minimize the risk due to the firms need to set up subsidiaries. 
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Franchise and similar options are not an alternative because it could potentially hurt the brand 

in the future. This viewpoint was shared among all respondents. However, the subsidiaries do 

not have to be 100% self-owned. 

 

In regards to additional resource commitment to an already established market, R3 (2019) 

stated that the firm needs to continually evaluate the risk in that specific market, to enable an 

evaluation whether to commit more resources or not. As mentioned before by R3 (2019), the 

firm will have a set tolerable risk for each market. From the current market risk in that specific 

market, the firm will decide to increase resources commitment or not. 

 

5.1.10 Control 

From the gathered empirical data, it can be determined that control is an important aspect for 

the management to maintain a good brand image. From all respondents it can be compiled 

that the company only seeks to control parts of the firm after an expansion, as clearly explained 

by R2 (2019); 

 

 “We want to control the medical service and the brand, but the market and the 

daily business we seek to be carried out by our future partners.” (R2, 2019) 

 

What the firm sought to control was highly integrated and homogenous throughout all the 

conducted interviews. R1 (2019) stated that control over the brand was most important and 

therefore, franchising was not an option to consider. However, since the company is specialized 

in BHRT (hormone treatment) and possessed its competitive advantage in that medical field 

of expertise, not remaining in control over that service after an expansion was neither an 

option. R1 (2019) explained that other clinics do perform BHRT. However, it is not their 

primary specialty. R1 continued and explained that Aging Off specializes in BHRT, and 

therefore, this particular service is essential to the firm and needs to be controlled and 

regulated. 

 

5.1.11 Business Partners 

The importance of business partners within the case company's organization is evident. The 

organization was first founded as a result of a recommendation from a partner within the 

business network. The importance of business partners in the organization is further 

highlighted by the second clinic being opened in Taiwan with one additional member from 

their business network. 

 

All respondents highlight the need to establish business partner relationships to expand their 

organization to foreign markets. This is also shown in the part regarding market-specific 

knowledge. The case company does not want to obtain the knowledge regarding the foreign 

market alone; they will first foremost, find suitable business partners with the needed market-

specific knowledge. This is highlighted by R1 (2019), who explains that the role of the business 

partners is to possess the market-specific knowledge while the case company will provide the 

medical knowledge. 

 

Respondent R2s and R3s (2019) answers also highlight the importance of finding suitable 

business partners. According to R2 (2019), finding suitable business partners can be a hard 

and lengthy process, as all friends are not meant to be working together. The respondent 

further states that finding business partners can help to gain the additional foreign market 
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experience useful for a future expansion process. Respondent R3 (2019) also highlights the 

need to find suitable business partners and to learn, share, and gain experience from each other 

in order to experience stable development and growth in the future. 

 

5.1.12 Sharing Competitive Knowledge  

In order for the case company to find suitable business partners, the respondents have 

identified the need to share their knowledge. All respondents' answers show how they are 

willing to share their knowledge in the form of both their business model and medical 

knowledge. All respondents have additionally identified the need to acquire more internal 

knowledge and resources in order to expand the organization. One significant obstacle the 

organization phases, is the lack of internal medical knowledge within the field of hormone 

treatment, the firm's unique competitive advantage. As of today, the organization only has one 

doctor with the needed level of knowledge, which, by the respondents, has been identified as a 

problem. This is highlighted by respondent R1 (2019) who argues for the need to educate more 

doctors within the field of hormone treatment in order to supply the increasing demand as the 

organization expands. 

 

Respondent R1 (2019) additionally states that the future of the internationalization process 

will be connected to the brand, Aging Off. As the respondent believes all the knowledge is free, 

he argues for the need to establish a brand perception related to luxury and quality. This is also 

highlighted by R2 and R3 (2019) who wants to build a reputation connected to the brand, Aging 

Off. Finally, respondent R3 (2019) also argues for the importance for business partners to learn 

and share their knowledge among each other in order to adapt the business to future markets 

and experience a stable development. 

 

5.1.13 Knowledge Intensive Service 

From the collective result, it can be gathered that all respondents are highly aware that the 

company offers knowledge-intensive services and that the quality of their services is highly 

invested in the brand name. Furthermore, it can be highlighted that management is conscious 

that offering knowledge-intensive services result in a more difficult internationalization 

process. This can be illustrated by R3 (2019), who acknowledges that the company needs to 

build a more complete medical team to meet the demand of an expanding business. This 

becomes more relevant as the firm strives to remain in control over the brand and the quality 

of the offered medical services, which includes the professional staff. 

As clearly explained by R2 (2019), the initial stages of the expansion process will be more 

difficult due to the need to expand and grow the medical team. It takes time to possess the full 

medical knowledge of BHRT, and all doctors are not specifically trained within this specific 

medical field. As of now, the firm is experiencing a shortage of medical staff possessing the 

correct medical knowledge for an expansion process. R1 (2019) additionally explained that he 

is the only doctor who currently possessed the correct medical level within the firm for treating 

BHRT. R1 further explained that, because of this, the initial expansion of the firm needs to be 

in rather close proximity so I can travel and initially see all the clients. R2 (2019) lastly 

explained that the company has started to cooperate with the university in Taiwan to increase 

the firm's reserve power for future expansions. Furthermore, the co-owner of the firm, who is 

also the top specialist in BHRT in Asia, will medically train students from the University of 

Taiwan and after their graduation, assistant jobs within the firm can be offered for the students 
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to complete their training within BHRT. With this plan, the firm increase the medical team 

and will not be as restricted in future expansions in regards to geographical proximity. 

5.1.14 Speed of Internationalisation 

The respondents' answers indicate that they have recognized that the internationalization 

process is a time and resource-consuming process. As established in previous chapters, the 

organization has also identified the need for including business partners in the future 

expansion process. All respondents identify business partners as one of the most important 

parts for internationalizing. Both R2 and R3 (2019) have identified the lack of the needed 

resources within the organization and argue that the first process connected to a successful 

internationalization process is to build a more complete team by acquiring more knowledge 

and employees. Respondent R2 (2019) additionally argues for the need to acquire more 

knowledge within the firm in order to expand to several markets simultaneous in the future. 

 

R1 (2019) furthermore explained that expansion without partners is a slower process, due to 

the need for themselves to then obtain each market-specific knowledge and therefore, setting 

up subsidiaries would take too long. Moreover, as a result, R1 (2019) believes that, by including 

business partners in the expansion process, the organization can experience a faster 

internationalization. The need for more internal knowledge has also been identified among the 

respondents, as R1 (2019) explains how they have started a project in order to establish a 

potential collaboration with a foreign university. The project aims to educate more doctors 

within the field of hormone treatments in order to obtain more doctors with the needed 

knowledge in the future. 

 

5.2 Analysis of Internationalisation 
The following chapter will present the analysis of the empirical data gathered concerning the 

internationalization process for a knowledge-intensive soft service providing firm. The first 

part of the analysis, Market identification, will include an analysis of the first five presented 

identified determinants in 5.1. For the second part of the analysis, market Entry Mode, the 

following five identified determinants will be analysed, from Risk to Control. The third and 

final part of this section will include the last four identified determinants and an overall 

analysis of how the presented existing internationalization theories are applicable for a 

knowledge-intensive soft service firm’s internationalization process. 

 

5.2.1 Market Identification 

The chapter will present the analysis of the identified contributing determinants to the market 

identification process for a luxury knowledge-intensive soft service firm. Each determinant has 

been analysed according to the presented literature in chapter 2. 

 

5.2.1.1 Market Identification 

From the respondent's answers, it could be argued that the market seeking mode is the 

alternative that will be implemented. (Grönroos, 1999) The organization does not want to 

acquire the needed market-specific knowledge alone, and they first want to find a business 

partner who already possesses some of the needed market knowledge to then later conduct 

further in-depth market research in the specific market. Hollensen (2011) findings also 

highlight this, that small and medium-sized organizations most often lack the needed 

resources to perform the needed rigorous market research, and as a result, the case company 
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wants to include a business partner who already possesses some of the market-specific 

knowledge needed from the start. 

 

Grönroos (1999) additionally identified client following mode as a method to implement when 

wanting to expand an organization to foreign markets. As R1 (2019) states in his interview, the 

case company does not have any international customers as of today, which means that the 

entry mode lack relevance for the case company at the moment. On the other hand, respondent 

R2 (2019) states that the client following mode might be applicable in the future as the firm 

increases in size, and the brand becomes more recognizable. The respondent additionally 

presents a clear vision of how to market seeking mode could be used in the future in order to 

enter the American beauty market. 

 

Finally, there is also a difference in how the respondents view the potential of the third market 

seeking method presented by Grönroos (1999), the electronic marketing mode. As the firm 

offers a luxury service respondent, R1 (2019) believes that the price of the service is too high to 

be marketed through the different electronic channels, such as social media and the Internet. 

Despite that R1 (2019) doubts, the applicability of electronic marketing for the case company, 

respondent R2 (2019) believes that the use of electronic marketing could be of great use in 

order to find new customers in both new and existing markets. Finally, R2 (2019) highlights 

the applicability of all three-market identification tools and argues for the need to combine the 

different methods in order to find the most suitable method for each individual market for the 

organization. This argument is highlighted by Grönroos (199), who states that the market 

identification tools are not to be used mutually exclusive and can with increased success be 

combined according to each specific market unique environment. 

 

5.2.1.2 Economic Potential and the Competitiveness of Potential Markets 

The respondents present a homogenous picture of how the organization primarily aims to 

expand to the foreign market with emerging economies. Respondent R1 and R2 (2019) explain 

that the large economic gap within the emerging markets will act as an advantage, where the 

organization will have the opportunity to target the few, but wealthy potential customers on 

the new market. As the literature suggests, the economic potential is of great importance for 

organizations wanting to expand to foreign markets. To the contrary to Hollensen (2011) who 

presents GDP or GDP per capita can be used as indicators in order to evaluate the economic 

potential of a foreign market, the case company states that they evaluate the foreign markets 

through their economic growth. 

 

The respondents additionally believe that the competitiveness of a market can be a great 

indicator off the economic potential of a foreign market. High levels of competitiveness on the 

market can according to respondent R2 (2019) indicate how the demand of beauty services on 

the market are high, and as a result, the market can be a potential target market for the 

organization. Respondent R2 (2019) further explains how their competitive advantage in the 

form of offering whole solutions, BHRT, plastic surgery, etc. will be used to outcompete the 

competitors and establish their organization on foreign markets. (Smith & Clinton, 2016)  

 

5.2.1.3 Political Risk, Laws and Regulations 

As determined from the empirical data, the political risks, laws, and regulations are the most, 

if not the most important factors to consider when entering a new market according to the 

respondents. R3 (2019) highlights the importance of these factors and states that a potential 
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market needs to have a stable political environment along with an established set of laws and 

regulations regarding the medical beauty industry. (Hollensen 2011) Despite that the case 

company searches for new potential markets with a stable economic climate, along with 

already established laws and regulations within the medical beauty industry, they at the same 

time want to find markets with emerging economies. We would argue that it is somewhat 

contradicting in that, the emerging economic situation they search for will generally be the 

result of a country's unstable political environment. Moreover, the economic potential of such 

a market is mostly the result of an unstable political environment. The potential and markets 

with unstable political environments are also discussed by Jimenez et al., (2014), who states 

that markets with uncertain and unstable political climates can present firms searching to 

internationalize with great opportunities.  

 

As also established in the previous chapter, the amount of resources within an organization is 

also one aspect that needs to be taken into consideration when expanding an organization. 

While large firms can use their resources in the form of lobbyism etc. in order to change the 

current laws and regulations that affect a market, such as the beauty industry, a smaller 

organization cannot. The lack of resources within a small and medium-sized organization can 

prevent these organizations from entering such activates. Also, as a result, political risks, laws, 

and regulations can even be of more importance to smaller and medium-sized organizations 

compared to large organizations. (Hollensen, 2011) 

 

5.2.1.4 Geographical and Cultural Distance 

All respondents present a homogenous picture of how they primarily want to expand their 

organization into markets close to their domestic market, both in the form of geographic 

distance and cultural distance. Respondent R1 (2019) further explains how the case company 

first of all aims towards expanding to markets geographically close, and that the cultural 

distance between the markets is to be considered secondary. Although the geographical 

distance is the most important factor, the respondents have identified the importance of 

cultural distance. Respondent R3 (2019) explains how to markets geographical close most 

often have less cultural distances compared to the market with greater geographical distance. 

Respondents R3 (2019) further adds that, by expanding to foreign markets close to the 

domestic market, their low level of international experience will act as less of threat due to the 

smaller difference in culture. Johanson and Wiedersheim-Paul (1975) also state that markets 

with close geographical proximity most often have similar cultures compared to markets with 

more considerable geographical distances. 

 

The organization's willingness to start the internationalization process with markets 

geographical and cultural close to the domestic market can be exemplified by the firm declining 

the offer it received to expand to the US. As a result of not having enough international 

experience along with the lack of cultural knowledge regarding the American market, they 

choose to decline the offer. Clark and Pugh (2011) have identified that geographical distance 

becomes of less importance after the initial step in the internationalization process. Therefore, 

as R2 (2019) states, organizations goal to open a flagship "store" in the US might be closer in 

time than they first anticipated.  

 

5.2.1.5 Market Specific Knowledge 

The organization has identified the importance of understanding foreign markets. The 

respondents present a clear picture of how they need to conduct market research in order to 
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understand the cultural differences between the domestic and foreign markets. The 

respondents have additionally identified the need to conduct market research in order to 

understand aspects like the competitiveness of the market, distributions channels, and 

transaction differences, etc., market-specific knowledge. (Johanson and Vahlne, 1977) The 

firm does not only understand the importance of obtaining market-specific knowledge, but 

they also acknowledge the difficulties in obtaining the market-specific knowledge. Moreover, 

as a result, all respondents argue for the need to find and include suitable business partners 

within their organization's internationalization process. While the case company's role will be 

to contribute with the medical knowledge, the role of the potential business partners will be to 

contribute with the market-specific knowledge. The importance and difficulty of obtaining 

market-specific knowledge have also identified by Johanson and Vahlne (1977). 

 

Johanson and Vahlne (1977) additionally emphasize the importance of obtaining market-

specific knowledge for firms relying on relationships with business partners and customers. 

This means that for firms like the case company, which offers soft intensive services, obtaining 

the market-specific knowledge is vital. The reason is that the business model of these firms is 

most often highly reliant on the relationship between the customers, business partners, and 

other businesses. (Johanson and Vahlne, 1997) 

 

Respondent R2 (2019) also explains how the central role of the business partners is to 

contribute to the basic market-specific knowledge. R2 (2019) further explains that, when a 

suitable business partner has been identified, additional in-depth market research will be 

conducted in order to generate a more complete picture of the market. Respondents R2 and 

R3 (2019) have also identified that additional needed market-specific knowledge can be 

obtained by attending industry conferences, conducting competitor analysis, and internet 

research. 

 

5.2.1.6 Risk 

As explained in the topic, 5.1.6 risk can be divided into two different parts; this part will handle 

the risk connected to identifying markets. As clearly described by respondent R3 (2019), the 

organization has identified the importance of acquiring accurate and relevant information 

regarding new markets. Along with only identifying the importance of market-specific 

knowledge, the respondents also present the solution to this problem, including a business 

partner who already possesses the needed knowledge in the expansion process. The difficulty 

of small and medium-sized organizations of acquiring accurate and relevant market-specific 

knowledge has been identified and argued by Hollensen (2011). The author has also questioned 

the rate implementation of market research within smaller firms and continues to state that 

the decision of internationalization is most often a result of a subjective decision from 

management. The respondents' answers further indicate that there will always be risk involved 

in the process of expanding and internationalizing an organization and that this is something 

the firm has accepted. Respondent R2 (2019) continues by additionally arguing for the need to 

find business partners in order to lower the risk for the organization. Partly by dividing the 

economic risk into two or more parties but also to include more market-specific knowledge 

from the beginning. 

 

R2’s (2019) statement regarding the potential of combining all three identified market 

identification tools by Grönroos (1999) can also help to decrease the risk connected to 
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expanding to new markets. By combining the three tools, the case company can increase their 

chances of finding the most suitable market and increase the demand for their services. 

 

Critique often directed towards the client following mode is that it lets non-organizational 

members affect the choice of the market to enter. While the case company's respondents do 

not identify this market identification tool applicable today, the same critique can be aimed 

towards the market-seeking mode for the case company. Since the case company only wants 

to expand its organization by including business partners, it can be argued that too much 

control is put on non-organizational members in this case as well. By basing the decision of 

whether to expand or not on the premises of having a suitable business partner or not too much 

control is put on personnel outside the organization rather than basing the decision on the 

specific market situation. (Lommelen and Matthyssens, 2005)  

 

5.2.2 Market Entry Mode 
The following chapter will present the analysis of the identified determinates that contribute 

to the choice of market entry mode for a luxury knowledge-intensive soft service firm. Each 

determinant is analysed regarding the literature presented in chapter 2. 

 

5.2.2.1 Risk 

The respondents have identified the overall risk connected to expanding an organization to 

foreign markets. Respondent R2 (2019) explains how changing levels of risk experienced in a 

foreign market is accepted and that the organization has to accept some economic loss in the 

beginning. As R2 (2019) further argues for the fact that the organization has to account for the 

risks connected to expanding an organization, she also argues for the importance of not 

damaging the brand. The respondents explain how the market uncertainty and potential 

economic loss is acceptable as long as the organizations brand is not being damaged. The 

importance of the brand is also something that respondent R1 (2019) clearly highlights. (Hill 

et al., 1990) 

 

Respondent R3 (2019) additionally adds how rigorous risk assessment has to be conducted 

ahead of time in order for the firm to evaluate the market risk connected to each potential 

market. The respondent further highlights the importance for management to have a set of 

clear risk plans and strategies in place in order to adjust to fluctuating market risks. The 

importance of identifying how changing risk can affect an expanding organization is evident. 

Authors like Hollensen (2011), Hill et al., (1990) and Johanson & Vahlne (1977) have all 

identified the need for organizations to have clear guidelines regarding risk assessment. 

Williamson (1966) additionally adds that expanding firms should strive towards experiencing 

as low levels of risk as possible. 

 

5.2.2.2 Ownership 

All the respondent presents a clear picture of how they want to include business partners 

within the expansion process. According to the different market entry modes presented in the 

literature, this suggests the applicability of the investment-driven entry modes. (Chung & 

Enderwick, 2001; Hollensen, 2011; Wild et al., 2008) Including business partners within the 

organization is also closely connected to the concept of the Network model presented by 

Håkansson and Snehota, (2006), Hollensen, (2011) and Hohenthal et al., (2014). 
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All respondents have additionally presented a clear picture of how the whole expansion process 

is built on the need of including business partners who obtain the needed market-specific 

knowledge. They need to include business partners further excludes the applicability of 

additional market entry modes such as the contractual agreements and export modes. (Chung 

& Enderwick, 2001; Johanson and Vahlne, 1977) The applicability of the investment-driven 

entry modes is also highlighted by Ekeledo & Sivakumar, (1998) and Erramilli, (1990) who 

jointly argue that the investment-driven entry modes is generally the most common amongst 

soft intensive service providers. 

 

One additional aspect connected to the level of ownership the respondents present is the need 

to control the brand. Respondent R2 (2019) strongly argues for the need to have some levels 

of ownership of the subsidiaries in order to control the brand and as a result, decrease the 

future potential risk of hurting the brand. As a result, contractual agreement entry modes are 

non-applicable as they increase the risk of hurting the brand. (Wild et al., 2008) 

 

By additionally wanting to include business partners, the case company's strategy differs from 

The Uppsala model presented by Johanson and Vahlne (1977). The model is based on the 

organizations drive to expand the organization alone while implementing a gradual process 

and step by step, acquiring the needed knowledge and international experience. 

 

5.2.2.3 Soft Services 

As explained by the respondent, technological development has given the organization the 

possibility to separate the consumption and production of their services. Although there is a 

possibility of export a small section of their offered services, the respondents present a clear 

picture of the need to expand the organization as a whole. The potential for separating 

production and consumption is also argued by Rammal and Rose (2014). Despite that there is 

a small potential of exporting the initial part of the BHRT treatment, there are still services 

being offered that still need close proximity between consumption and production. Moreover, 

as a result, the export of services is not an option. These findings are also highlighted by 

Erramilli (1990), the author found that the FDI and contractual entry modes are most suitable 

for soft service firms.  

 

As the respondents additionally argue for the need to control the medical operations in order 

to protect the brand, the need for higher levels of control within soft service firms is also being 

highlighted (Blomstermo et al., 2006; Ekeledo & Sivakumar, 2004)  

 

5.2.2.4 Business Partners 

The homogeneous answers given by all the respondents regarding business partners present a 

clear picture of their importance in the internationalization strategy. This need for the partner 

is represented in the current business strategy and their vision regarding the expansion 

process. The importance of business partners can be exemplified by the fact that the 

organization was first founded as a result of a recommendation from a person within the 

network along with the domestic expansion to Taiwan via their network and business partner. 

By wanting to include business partners within the expansion process, it additionally 

highlights the relevance of the joint venture market entry mode. (Chung & Enderwick, 2001; 

Hollensen, 2011) 
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By including their business network within the process of expanding the case company, they 

are allowed to acquire valuable knowledge and international experience. This is something that 

the authors Cook and Emerson (1978), Hohenthal et al., (2014) and Håkansson (1982) 

highlight as one of the valuable parts of the network model. This is also something that 

Håkansson and Snehota (2006) states that, by entering a business agreement, the hierarchical 

structure is decreased. Resulting in jointly shared resources contributing to the different 

parties shared interests, increasing the willingness to participate and share their knowledge. 

 

Respondent R2 (2019) additionally adds that identifying suitable business partners is a 

complex and time-consuming matter. These difficulties, along with other hardship, have also 

been identified by Håkansson and Snehota (2006). The authors argue that the initial period 

connected to establishing relationships can be time and resource-intensive. They further argue 

that firms involved in large networks run the risk of getting involved and dramas and 

experiencing problems connected to mutual interests. Despite that, there are several potential 

problems involved in establishing business networks. The authors do, however, also argue for 

the possibilities that could arise when sharing knowledge and experiences within a network. 

The model provides great opportunities to evolve and strengthen the relationships, which can 

be of great use when the organization wants to internationalize further and expand their 

organization. Hollensen (2011) finally argues for the increased number of opportunities 

experienced within a network as a result of shared resources and the mutual goal of expanding 

the organization. 

 

5.2.2.5 Market Commitment 

The respondent's present a clear picture of how they want to include a business partner within 

the expansion process in order to decrease the level of market commitment. By additionally 

not having to conduct market research alone, the organization further decreases the level of 

required market commitment in the form of invested capital. Respondent R2 (2019) 

additionally argues for the need for the organization to accept certain levels of risk and 

economic risk connected to expanding their organization. From the firms' willingness to 

commit to new foreign markets, it is clear that investment-driven entry modes are the most 

suitable for the firm. By additionally comparing the different investment-driven entry modes 

the respondents' answers further indicate that joint ventures could be the most suitable entry 

mode as the organization wants to include external parties and as a result, need to commit with 

a certain amount resource. (Chung & Enderwick, 2001; Hollensen, 2011; Wild et al., 2008) 

 

Respondent R3 (2019) additionally highlights the need to evaluate the fluctuating market risk 

continuously. By continuously re-evaluating the experienced market risk, the organization can 

decide whether they increase or decrease its market commitment. As previously stated by R3 

(2019), the case company has to establish an acceptable level of market risk before they enter 

a new market. As the experienced level of risk later changes, the organization has to evaluate 

how these changes affect the organization. In time as the organization grows and the market 

environment change, the firm can either increase the market commitment and as a result, 

increase the economic risk or decrease the level of market commitment in order to decrease 

the experienced risk. (Johanson and Vahlne, 1977) 

 

The case company is also according to the Uppsala model leapfrogging the initial step of the 

internationalization process by skipping the initial market activities in the form of export and 

implement wholly or partly owned subsidiaries directly. The tendency of leapfrogging into 
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more resource-demanding entry modes is identified by Nordström (1990) who argues that the 

result of a more globalized market the world has become more accessible and allows 

organizations to expand to more distant markets, both in terms of geographical and cultural 

distance. The author also argues that the level of specific knowledge each person obtain has 

generally increased which also helps the expansion process. 

 

5.2.2.6 Control 

Together the respondents argue for the need to primarily control the medical part of the 

organization, rather than the day-to-day business activities. Respondent R1 (2019) further 

argues for the need to control the medical part as a result of it being their competitive 

advantage, and the results of treatments are closely connected to the organizations brand 

perception. (Miles, Kastrinos, & Flanagan, 1995) 

 

As established in the literature, one of the most critical factors affecting the choice of market 

entry mode is control. By evaluating the different market entry modes from the sought level of 

control desired to be implemented in the organization from the case company, it prohibits the 

implementation of the export and contractual based entry modes. The export alternatives are 

primarily excluded as an effect of the firm wanting to expand the organization as a whole. 

Moreover, as parts of the organization cannot be exported, the market entry mode cannot be 

implemented in the case company's expansion process. (Wild et al., 2008; Hollensen, 2011) As 

the respondent additionally believes that, by implementing contractual agreements in the form 

of licensing or franchising, they increase the risk of potentially hurting the brand. Contractual 

agreements, therefore, not be implemented in the organization's internationalization strategy 

(Chung and Enderwick, 2001; Johanson & Vahlne, 1977). 

 

Finally, these two categories of market entry modes prevent the organization from controlling 

the medical services, and expanding the organization as a whole. The most suitable market 

entry modes according to the level of control the case company desires, are the investment-

driven market entry modes. (Anderson & Gatignon 1986; Sánchez-Canizares et al., 2007; Hill 

et al., 1990; Chung & Enderwick, 2001; Hollensen, 2011; Wild et al., 2008; Erramilli, 1990) 

This is also the finding of Grönroos (1999) who identified the entry modes as one of the 

applicable market entry modes for service firms. 

 

One additional factor that the respondents fail to mention when talking about control is the 

potential risk of decreased control when entering a network with business partners. This is 

argued by Hollensen (2011) and Håkansson and Snehota (2006), by including external parties 

in the organization when conducting any business, the case company becomes not only reliant 

on their performance, they also become reliant on the performance of their business partner 

and their party relations. 

 

5.2.2.7 Sharing Competitive Knowledge 

The respondents all argue for the need to share their knowledge within their business network. 

They all present a clear picture of how they are willing to share knowledge in the form of their 

business model and medical knowledge. As the only doctor who obtains the needed level of 

hormone knowledge within the organization explains, the knowledge needs to be shared as it 

is open and free. He continues and explains that he has obtained the knowledge from other 

doctors and need to continue to educate other doctors. All respondents have also identified the 

need to continue educating in order to be able to offer the knowledge-intensive services the 
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firm offer, in the foreign markets. The respondents continue to explain how they have started 

to establish a collaboration with a foreign university to educate new doctors within the field of 

hormone treatment. This highlights the need to acquire more professional knowledge in order 

to expand the firm in the future. 

 

Respondent R3 (2019) has also identified the need to continue the process of obtaining more 

personnel who obtain medical and marketing knowledge to build a complete team within the 

firm. The respondent further argues for the need for the obtained resources within the 

organization and the network. The main point of sharing knowledge within the business 

network is according Håkansson and Snehota (2006) that it provides a stronger advantage in 

solving issues that may arise and it helps to form a relationship that could be beneficial for the 

future expansions. Although there are great opportunities with sharing knowledge within an 

organization, it could also lead to potential problems. By sharing their business and medical 

knowledge, the firm also shares the knowledge contributing to their competitive advantage. 

Moreover, as a result, they run the risk of losing their competitive advantage. (Wild et al., 

2008) This is something all respondents fail to mention, and when asked, respondent R1 

(2019) explains that they will protect the brand by working with the brand perception. 

 

The willingness to sharing the organization's knowledge could potentially be explained by how 

the respondents argue for the need of including business partners who already possess the 

market-specific knowledge. By not wanting to acquire the needed knowledge alone, the 

organization is put in a situation where they need to give in order to receive. 

 

5.2.2.8 Knowledge Intensive Service 

As the respondents have identified, the organization is clearly restricted in their expansion 

process as a result of lacking the needed medical knowledge within the organization. This is 

exemplified by R3 (2019), who explains how the organization needs to build a more complete 

team, both in terms of medical and marketing knowledge before the expansion process can be 

started. 

 

Respondent R1 (2019) additionally adds the firm's ability to expand the organization today is 

mainly restricted by the number of hormone doctors within the organization. This results in 

that the geographical distance will, even more, restrict the choice of the foreign market as the 

hormone doctor will have to travel between the different markets in the initial expansion 

process. 

 

The need for higher levels of control within the choice of entry mode can also be explained by 

the high levels of knowledge needed within the organization. The need to control knowledge 

requires the organization to increase the levels of control being implemented in foreign 

operations. (Chung and Enderwick, 2011; Hollensen, 2011) On the other hand, the authors also 

argue that less capital-intensive firms generally do not need to implement the same levels of 

control. 

 

5.2.2.9 Speed of Internationalization 

The management within the case company has all identified the need to continue to acquire 

the needed knowledge in all forms in order to fully start the expansion process. Respondent R1 

(2019) additionally adds that one of the primary reasons for the need to include a business 

partner is the speed up the process of expansion. By not having to acquire the needed market-
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specific knowledge and international experience gradually, they can rely on the business 

network to obtain needed market-specific knowledge. This is also highlighted by Coviello 

(2006), who argues that by establishing relations within the network, the organizations could 

experience a faster internationalization process to markets with greater geographical and 

cultural distance. This approach is the opposite the Uppsala model in which organizations are 

assumed to take gradual steps, both in the form of geographical and cultural distance. 

Moreover, as the organization gains more experience, they gradually increase market 

commitment. (Johanson and Vahlne, 1977) 

 

5.2.3 Existing Internationalization Model’s Applicability onto Luxury Knowledge Intensive Soft 

Service Firms 

The following chapter will present the analysis of the internationalization process in regard to 

the existing internationalization models applicability onto a luxury knowledge-intensive soft 

service firm. The analysis has been conducted according to the result of the analysis of all 

previously presented determinants. 

 

5.2.3.1 The Uppsala Internationalisation Model 

The process of, according to the Uppsala internationalization theory presented by Johanson 

and Vahlne (1977) is based on the implementation of a gradual expansion process. By gradually 

increasing market commitment as an organization acquires more market-specific knowledge 

and international experience, firms can decrease the level of experienced market risk. All 

determinants identified to contribute to the level of market commitment have been identified 

and evaluated by the case company, market commitment, market-specific knowledge, 

commitment decisions, and current business activates. 

 

Although all four aspects have been identified within The Uppsala model presented by 

Johanson and Vahlne (1977), the process of expanding the case company will differentiate from 

the model originally presented by the authors. The homogenous process of establishing wholly 

or partly owned subsidiaries presented by the respondents differentiates from the gradual 

process suggested in the Uppsala model. The first market entry, according to the model, is 

usually some type of export mode, which requires a low level of market commitment with low 

levels of experienced risk. The partly or wholly-owned subsidiaries on the other hand, that 

according to the respondents will be the case company's first entry mode is the final and most 

commitment requiring market entry mode according to the model. Although there is a 

significant difference in the choice of the initial market entry mode between the model and the 

case company, there are similarities between the case company's desire expansion model and 

the Uppsala theory. 

 

As premises of the Uppsala model are to gradually increase market commitment as the firms 

acquire more knowledge and international experience. Johanson and Vahlne (1977) suggest 

that organizations start with markets geographically and culturally close as a result of the close 

resemblance to the domestic market. This strategy can also be identified in the respondent's 

answer regarding the way of identifying new potential foreign markets. The process of 

evaluating the market and the experienced risk as a result of the fluctuating market 

environment in order to adjust the market commitment have also been identified in 

respondent R3s (2019) answer regarding market risk. This indicates that the basics of 
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adjusting the expansion process according to external determinants such as geographical and 

cultural distance along with international experience, is still being implemented. 

 

Finally, the decreased importance of geographical and cultural distance in the more modern 

organizations compared to when the model was originally presented in 1977 can be explained 

by the globalization of the world. Markström (1990) argues that as a result of the more 

globalized world we live in today, organizations experience increased levels of competitiveness 

and need to expand their organization cross borders in order to experience economic growth. 

The authors also highlight that as the world becomes more accessible, the level of individual-

specific knowledge has dramatically increased, resulting in firms increased willingness to 

expand to more cultural distant markets. 

 

5.2.3.2 Grönroos for Service Firms 

The tool used the identity new potential markets for service firms presented by Grönroos 

(1999) have all been identified as useful and could possibly be implemented in the case 

company's internationalization strategy. Although the increased importance of the electronic 

marketing mode presented by Grönroos (2016) has not been identified within the organization. 

The explanation behind this could be the luxury services the organization offers. As explained 

by respondent R1 (2019), the price of the offered services is too high in order for customers to 

purchase them via the internet. Although respondent R1 (2019) argues the non-applicability 

of electronic marketing modes, respondent R2 (2019) believes the internet could potentially 

be great to find new customers. The respondent additionally argues that the organization could 

combine these methods in order to find the most suitable combination for the case company. 

This is also highlighted by Grönroos (1999), who states that the market identification tool is 

not mutually exclusive and can be combined according to each organization's needs. 

 

As a result of not having international customers, the client following mode cannot be 

implemented in the organization today. This market identification tool can, according to the 

respondents, be used in the future in order to expand to markets such as the US, markets with 

greater geographical and cultural distances. This could also be supported by the increased level 

of initial safety it provides for the organization as a result of already having established 

customers in a new market. (Grönroos, 1999) The final and most suitable market identification 

tool is the market seeking mode. All respondent has a homogeneous understanding of the 

applicability of this market identification tool. Although they will conduct market research in 

order to find a suitable market, the case company will also have to find business partners within 

each market. As a result, it can, therefore, be argued that they will implement a combination 

between the market seeking mode and client following mode. However, instead of the 

following client to foreign markets, they will follow a business partner within their network. 

 

From the market entry modes presented by Grönroos (1999), there is only one that has been 

identified as applicable according to the respondents, the direct entry. The export modes 

presented are excluded as a result of that the organization offering soft services and want to 

export its business model as a whole package rather than only parts of it. The indirect entry 

mode is not applicable as the organization wants to control the medical operations and argue 

that by leaving the control to other parties, they increase the risk of hurting the brand in the 

future. Moreover, as explained earlier, the electronic marketing mode is excluded as the firm 

believes the price if the offered services prevent them from using electronic marketing. This 

leaves the direct entry mode, which is the market entry mode most compatible with the 
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organization's desire to include business partners and control the medical operations within 

the foreign subsidiaries. 

 

5.2.3.3 The Network Model 

As the organization's approach towards the complex matter of internationalization is based on 

the need to include business partners who possess the needed market-specific knowledge, the 

applicability of the network model is clear. The concept of the network model according to 

Cook and Emerson, (1978) and Hohenthal et al., (2014) to enter business with people from 

their business network in order to share and assist each other and as a result, learn and share 

the needed resources in order to gain economic growth. By further wanting to include business 

partners within the internationalization process, the case company is also given the 

opportunity to find business partners who possess the knowledge they do not have. In the case 

company's case, market-specific knowledge. (Chung and Enderwick, 2001; Hollensen, 2011; 

Wild et al., 2008) 

 

Network businesses also allow the case company to establish strong and lasting relationships 

for the future. Establishing stable relations can be beneficial for the future internationalization 

strategy of the organization as potential business partners are already identified. The 

respondents also acknowledge the importance of finding suitable business partners and that 

the process will be difficult and time-consuming. This is also argued by Hollensen (2011), who 

believes that relationships in the earlier stages require more attention in the form of time and 

resources. 

 

The respondents´ have additionally identified that, by internationalizing through the use of 

business networks, the process of internationalizing can be faster compared to without and 

gaining all knowledge themselves. By not having to conduct the extensive market research 

needed alone and from the beginning, the case company's starting point is further ahead in the 

process compared to if they were to internationalize alone. It can also be argued that parties 

within a network also experience more indirect opportunities in foreign markets (Hohental et 

al., 2014). As presented earlier, by entering a network, organizations do not only experience 

the possibility to expand their business faster. They also run the risk of losing control and 

becoming more dependent on the parties within the network. Håkansson and Snehota (2006) 

argue that by entering a network, they run the risk of experiencing drama as a result of 

conflicting interests. It should also be added that organizations in a network can also become 

dependent third parties outside the control of the organization.  
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6 MANAGEMENT ON CUSTOMER SATISFACTION 
In this chapter, the empirical findings collected from research question 2 and 3 will presented 

along with the conducted analysis of the collected empirical data related to customer 

satisfaction for a knowledge-intensive soft service firm will be presented. 

 

6.1 Main Driving Forces for Customer Satisfaction 
The empirical data used for the second research question was the conducted structured survey 

where 59 respondents have been interviewed regarding their experience at Aging Off. Each 

interview was conducted anonymously and included questions relevant to examine the field of 

research. Further, the respondents were selected randomly during a three-week period in 

March in China at the case company of this study. 

 

Each respondent was after their visit to Aging Off, asked to participate in an interview and 

answer questions regarding their customer experience at Aging Off, ranging from 1- 5. The 

customers were also asked to rank in which order the main driving forces contributes to their 

overall satisfaction level. The results of the respondents' ranking were then compiled and 

presented in the table presented below. (In Appendix 4, individual answers can be reviewed) 

  

6.1.1 Result of Main Driving Forces 

The table presented below (Table 1-Total compilation), represents the result of the gathered 

data. The table shows that "Result of treatment" was ranked as the most contributing to 

customer satisfaction by 47 of the 59 respondents. "Result of treatment" was at the same time 

ranked as the second to most contributing by 1o respondents. Finally, 2 out of the 59 

interviewed customers ranked "result of treatment" as the least contributing to their overall 

level of satisfaction. Additionally, 57 of all respondents ranked "Result of treatment" as the 

most or the second to the most contributing driver to their overall satisfaction. 

 

The compiled table further shows that "Money's worth" was considered to be the most 

contributing driver for satisfaction from 6 out of the 59 respondents. Of the total respondents, 

35 ranked "Money's worth" as the second to most contributing driver for their overall 

satisfaction. Lastly, 18 of the respondents placed "Money's worth" as the least contributing 

driver to their level of satisfaction. "Money's worth" was in total ranked the most and second 

to most contributing by 41 respondents. 

 

The last identified driver for customer satisfaction was the "Friendliness of staff," which was 

ranked as number one by only five customers, as the second to most valuable by 15 respondents 

and lastly, 39 of the 59 respondents placed "Friendliness of staff" as the least contributing to 

their overall satisfaction level. Additionally, "Friendliness of staff" was ranked as the most or 

second to most value for the customer's overall satisfaction by only 20 respondents. 
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Table 2- Total compilation (self-constructed figure) 

The respondent's total rankings above resulted in the compiled "mean value" presented in the 

table above. "Result of treatment" obtained a total "mean value" of 2.76, while "Money's worth" 

received a calculated "mean value" of 1,80 and lastly "Friendliness of staff" obtained a "mean 

value" from all respondents of 1,42. This results in "Result of treatment" obtaining the highest 

"mean value" of 2.76 and is, therefore, to number 1 overall ranked driver to customers' level of 

satisfaction. "Money's worth" obtained the second to highest "mean value" and therefore, the 

result shows that it is the second most contributing driver for customers' level of satisfaction. 

Finally, "Friendliness of staff" received an overall "mean value" of 1.42, which is the lowest 

"mean value" obtained out of all the main drivers. This results in "Friendliness of staff" being 

the least contributing driver to the customers overall level of satisfaction. 

 

 
Table 3- Individual Compilation (self-constructed figure) 

By compiling the respondent's answers according to the different departments and types of 

services the case company offers, Hormone, Plastic Surgery, Skin Management, and Intimate 

care, we could identify that the result of the overall rankings of the identified drivers for 

customer satisfaction was the same for all four departments. All departments, "Result of 

treatment," received the highest mean value, "Money's worth" received the second highest 

mean value while "Staff friendliness" received the lowest mean value. 

 

6.1.2. Analysis of the Main Driving Forces Contribution to Customer Satisfaction 

Additionally, it is of great importance to analyse the three main identified drivers as a group 

rather than only analysing them separately. By analysing the drivers as a group and the relation 

in-between them, respectively, it will deepen the understanding for the drivers as a whole. 

Through evaluating the differences between the "mean values" of the drivers, it can further 

highlight and strengthen the importance of each driver's contribution to customer satisfaction. 

The clear difference between the mean values of "Result of treatment" and "Money's worth," 

0.96 and the difference between "Result of treatment" and "Friendliness of staff," 1,34 clearly 

Ranking Result of treatment Moneys worth Friendliness of staff

1 - (3p) 47 6 5

2 - (2p) 10 35 15

3 - (1p) 2 18 39

Number of customers 59 59 59

Mean value: 2,76 1,80 1,42

Placement of driving forces 1 2 3

TOTAL COMPILATION

  

  

 

Ranking Result of treatment Moneys worth Friendliness of staff

1 - (3p) 10 2 1

2 - (2p) 2 8 3

3 - (1p) 1 3 9

Number of customers 13 13 13

Mean value: 2,69 1,92 1,38

Placement of driving forces 1 2 3

H orm one

Ranking Result of treatment Moneys worth Friendliness of staff

1 - (3p) 19 0 3

2 - (2p) 4 14 6

3 - (1p) 0 9 14

Number of customers 23 23 23

MEAN VALUE 2,83 1,61 1,52

Placement of driving forces 1 2 3

Platstic Surgery

Ranking Result of treatment Moneys worth Friendliness of staff

1 - (3p) 17 4 1

2 - (2p) 4 12 6

3 - (1p) 1 6 15

Number of customers 22 22 22

MEAN VALUE 2,73 1,91 1,36

Placement of driving forces 1 2 3

SK IN MANG EMENT

Ranking Result of treatment Moneys worth Friendliness of staff

1 - (3p) 1 0 0

2 - (2p) 0 1 0

3 - (1p) 0 0 1

Number of customers 1 1 1

MEAN VALUE 3 2 1

Placement of driving forces 1 2 3

INTIMATE CARE
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showcase that "Result of treatment" is the most contributing driver to customers overall 

satisfaction level. Which is accordingly to Grönroos (1985), McDougall and Levesque (1992), 

Dabholkar et al., (1996) and Sureshchandar et al., (2002), who argued that core- and relation- 

service was the main contributing driver to customers level of satisfaction. While parts of our 

result indicate in the same direction as previous authors, it also further challenge that relation 

service is the second to the most contributing driver to the overall satisfaction. The difference 

in the mean value between the second-ranked driver, "Money's worth," and the third-ranked 

driver "Friendliness of staff" is o.38. This further challenges that relational service is the second 

to most contributing. That "Money's worth" is the second to most contributing is also 

strengthened by the result of being ranked as the second most contributing by 35 of 59 

customers, 59.3 % compared to "Friendliness of staff" which was further only ranked second 

most contributing by 15 respondents, thus 25.4 %. 

 

By analysing the compiled result, we can see that all three drivers should be included in the 

evaluation of customer satisfaction. (McDougall and Levesque, 2000 and Westbrook and 

Oliver, 1991) Not only does the fact that "Money's worth" got ranked as the second to most 

contributing factor to customer satisfaction suggest that it should be included in the evaluation 

process. The mean value of 1.8 further shows that the driver plays a vital role for the 

respondents' satisfaction level. Our findings are further strengthened by the findings of 

Heskett et al., (1997) who states that only evaluating "Result of treatment" and "Friendliness 

of staff" puts too much emphasis on the relational service. Moreover, as a result, the perceived 

value needs to be included as one of the drivers to customer satisfaction. Lastly, the need for 

including perceived value emphasis the finding of Atwal and Williams (2009) suggesting that 

perceived value plays a vital role for luxury firms. Finally, the close gap between the second 

and third drivers and their relatively high obtained mean value respectively, suggests that firms 

excluding either of these might generate an incomplete or misleading picture of the different 

drivers' contribution to customer satisfaction. The potential risk of not understanding the 

customers as a result of an incomplete or misleading picture is also highlighted by McDougall 

and Levesque (2000) and Ravald and Grönroos (1996). 

 

The presented compilation, according to the case company's services and departments resulted 

in the same ranking of all the drivers between the departments. This implies a homogenous 

ranking for all the customers, regardless of what type of service they received and to what prize 

at the case company. Our result, therefore, contradicts McDougall and Levesque (2000) who 

suggested that the different drivers contribute in various amounts depending on what type of 

service the customer receives and to what cost. 

 

However, out of the 59 respondents, 31 customers gave Aging Off a 5 on all questions regarding 

the received service at Aging Off connected to the main drivers (questions 9- perceived value, 

13- core service and 14- relational service, which can be further viewed in Appendix 3). Out of 

these 31 respondents, 11 customers rated their overall satisfaction level (question 19- overall 

satisfaction) below 5; all these 11 respondents did; however, rate their overall customer 

experience a 4. When comparing their different answers within the survey, no significant 

difference can be identified. However, a small difference in question 12 could be noticed. (How 

the respondents' value if a company performs CSR or charity work.) Out of these 11 

respondents, 10 have answered question 12 with either a 4 or 5, indicating that CSR or charity 

might be of great value for customers satisfaction level. This was previously stated by Hagvedt 

and Patrick (2016), which stated that CSR or charity might play an important role in luxury 
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customer's level of satisfaction. However, the study's case company does not currently perform 

any CSR or charity activities. By analysing their answers, we can see that the customers have 

rated their experience of all three drivers as a 5, while they rated their overall satisfaction a 4. 

This might suggest that CSR or charity can be added as a main driver to customers overall 

satisfaction level.  

 

6.2 Management on Customer Satisfaction 

In this section, we will use triangulation to analyse the gathered data. The first part of the 

triangulation will be the empirical data gathered from structured written interviews with 

relevant managers at the case company Aging Off combined with personal observations from 

our 2 months spent with the company in China. The second part of the triangulation will be 

the gathered empirical data from the conducted customer surveys presented and also used to 

research question 3. The third and last part to the triangulation analysis will be the literature 

that together with all empirical data and observations collected from the case company will be 

used to analyse how customer satisfaction from a managerial perspective can be analysed and 

improved. 

 

6.2.1 Result Customer Satisfaction 

In this section, the result gathered from the written interviews with management, our personal 

observations and finally the result from the conducted surveys with the customers will be 

presented in the respective following order under each contributing factor to customer 

satisfaction.  

 

6.2.1.1 Main Drivers 

From the result, we can identify that all respondents together mention all three main drivers 

to customer satisfaction. However, their individual responses do not generate a complete 

picture of the three previously identified main drivers. The respondents further mention other 

contributing factors to customer satisfaction but fail to mention how any of these factors were 

identified. M1 (2019) stated that the "result of treatment" is the most significant contributor to 

customer satisfaction. However, the respondent did not mention how this was concluded or 

identified. Therefore, the statement could be considered to be of personal opinion. 

 

Furthermore, in the gathered data, we can observe that none of the respondents refer to a 

company process when evaluating the main drivers or any contributors for that matter, for 

customer satisfaction. All the respondent's answers do, however, point to that, they believe the 

main driver for customer satisfaction is highly individual and is, therefore, assets accordingly 

by the company. While the company does perform individual evaluations of the customer's 

perceived main driver for satisfaction, none of the respondent's state how this information is 

summarized, used, or evaluated for their general customers. M2 (2019) explains that: 

 

“Regular meetings are held for customers. Through the meeting, market 

employees can communicate one-on-one to understand customer needs, and summarized 

statistics after the meeting.” (M2, 2019) 

 

The managers could, however, not present any statistics when asked to do so regarding this 

matter and only explained that is was done on a customer-to-customer basis. The company 

did, however, conduct surveys on their customers. The survey was conducted on the 
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experienced "relational service" the customer had received, but the survey only included the 

received service from the reception. The survey did not include an overall satisfaction with the 

"friendliness of staff," thus, missing an overall assessment of all staff. Although no other 

surveys were conducted, the customer satisfaction team did, however, conduct a medical 

evaluation of the core service, by calling every customer after their visit, to assess their 

wellbeing after received treatment. As with the previously mentioned survey, managers could 

not present any summarized data from the gathered information, only data that was customer 

specific and could therefore not be generalized. (Personal observation, 2019) 

 

The compiled results from the customer satisfaction survey used in research question 2 (which 

can be viewed in Appendix 3) show how the case company's customers rank the main drivers' 

contribution to their overall customer satisfaction level. The result shows that "Result of 

treatment" is the most contributing factor for luxury customers to their overall satisfaction 

level, with a result of a "mean value" of 2.76. "Money's worth" got ranked as the second most 

contributing factor with the "mean value" of 1.8. The least contributing factor, according to the 

survey, was "Friendliness of staff" with the "mean value" of 1.42. Additionally, the customers 

were also asked to rate the received service from Aging Off, on a scale from 1 to 5. Question 9, 

13, and 14 are respectively connected to one of the previously identified three main drivers, to 

present further the opportunity to be evaluated separately. The average result from the 

customers on their received perceived value (question 9) was 4.6. The customers further rated 

their received core service as an average of 4.6. Finally, relational service (question 14) was 

ranked the highest on an average of the 59 respondents at Aging Off, with an average of 4.9. 

 

From the customer survey the result additionally showed that 11 out of 59 customers, 18,6 % 

rated a 5 on all questions (9, 13 and 14) relating to their received service at Aging Off and the 

identified drivers to customer satisfaction. Thus, each of these questions relates to one of the 

identified main drivers, to be able to evaluate the customers received service on each driver 

from the case company. While these 11 customers rated each question a 5, they did however 

not rate their overall satisfaction level (question 19) a corresponding 5. These 11 respondents 

did, however, rate the overall satisfaction a 4, which still indicates a high level of satisfaction. 

The identified shared variable for 10 out of the 11 respondents was that all had rated a 4 or 

higher on question 12 (the value of companies performing CSR or charity to their overall 

satisfaction level). The case company does currently not perform or participate in any type of 

CSR or Charity work (Personal observation). 

 

6.2.1.2 Market Research 

The result from the interviews shows that the company gathers information from various 

sources to reflect a changing market. While the respondents do not present united information 

as a whole, they do, however, mention similar sources to market information. Furthermore, 

the respondents individually talk about how market information is gathered from various 

platforms. M1 (2019) explains that the information is gathered by collecting and 

understanding various professional data, examining existing customers, and assessing surveys 

conducted by the industry to understand the market. This is while M2 (2019) summarize that 

the company possesses market information by investigating trends within the industry, 

investigating competitors, attend industry conferences and communicate with their business 

partners, due to that they are the first source of contact to potential customers. Finally, M2 like 

M1 (2019) states that their customers are a source of information, and this is obtained by 

customer surveys. M4 (2019) also explains that the company will obtain this information based 
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on market trends, just like respondent M2 (2019). Additionally, M3 (2019) mentions that 

customer surveys are the company's main source for market information. By compiling the 

data from all respondents, it shows no united process for collecting the market information, 

but the common explained source identified was the customer surveys. 

 

As mentioned on Main drivers the company does perform one survey on their customers 

regarding the relational service from the reception staff, however, this collected data is not 

compiled, used or evaluated and does not to any capacity explain necessary knowledge about 

market information. Secondly, Aging Offs medical evaluation is gathered and analysed, but 

this information is highly aimed towards the medical aspect, which makes it extremely 

individual and therefore the company cannot measure or draw any general conclusions. 

(Personal observation, China, 2019) 

 

From the customer survey, the result on question 5 (How the customers found Aging Off) 

shows that 90 % of the respondents found Aging Off through the company's business partners. 

Additionally, 81 % of the customers also state on question 6 (Why they chose Aging Off) that 

they selected Aging Off because of their received recommendation. 

 

6.2.1.3 Continuous Measuring 

In terms of the company performing continuous measurements, we can compile that most 

respondents mention various types for evaluating their work, rather than how to continuously 

measure changes in the customers' preference. M3 (2019) states that regular spot-checks are 

implemented in the company and the specific supervision of the staff. In the same manner, M4 

(2019) explained that each department has a standard work procedure where the managers 

regularly check and assess each department. The respondents also mention that the managers 

of each department and the general manager each week have a meeting where the past week is 

evaluated and discussed. Lastly, M4 (2019) also adds that after these meetings, the problems 

are summarized and individually corrected. The general view from the respondents indicates 

that the implementation of one-on-one meetings with the customers is used to measure the 

customer's needs and values continuously. This is exemplified by M2 (2019), who explains that 

the employees take notes in the customers' personnel file during the customer consultations. 

 

From conversations with the customer satisfaction team, we can observe that the case company 

does continuously measure different aspects of the customer's experience at Aging Off. 

However, these measurements are not found in any statistical numbers and are neither 

reviewed by the company. Each customer gets evaluated individually and the stated to be few 

unsatisfied customers are dealt with one-on-one. The customer service team could nonetheless 

present an approximate number of returning customers and customers referred to their 

business partners. The number told, was 70 % for returning customers and roughly 90 % for 

customers who had been referred from their business partners. These percentages are 

currently not calculated by the case company since upon the question to see a current system, 

nothing could be shown. We were then explained to, that Aging Off outsourced the calculations 

for a different firm, but that the customer service team presented the data to them. In 

additional conversation, the only data which was sent to be analysed to the outsourced 

company was the key numbers which resulted in the data presented above. What was gathered 

and compiled by Aging Off to be sent for analysis was never revealed or explained. Finally, 

these were the only statistical data the customer satisfaction team could present in numbers. 

The rest of the information they could provide was based on their interpretation of the 
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individual customer's answer and their personal opinion about it. (Personal observations, 

China, 2019) 

 

The customer survey showed that 83 % of the respondents had answered "No" on question 3 

(was this your first time at Aging Off). We could further from the survey conclude that 91.5 % 

of the customers had been referred to Aging Off by their business partners by evaluating 

question 5 (How did you find Aging Off) and the various options selected by each respondent. 

For their overall satisfaction level (question 19), the result showed an average of 4.4 from the 

59 respondents and their perceived satisfaction level after their visit to Aging Off. Of the 59 

respondents only 4 gave the Aging Off an overall satisfaction of 3, the remaining 56 customers 

gave Aging Off a 4 or higher. 

 

6.2.1.4 Anticipation 

Regarding future anticipation, most of the managers explained a variety of methods to evaluate 

the future market. Which is illustrated by M4 (2019), who explained that the company will 

anticipate the future by reviewing future trends. This method is also strengthened by M2 

(2019), who additionally stated that future anticipation could be found in the trends of the 

industry. While the managers in regards to future anticipation, explain where the information 

can be found none of them explained what this information would provide or how to use to 

gather information for future anticipation purposes. Another identified source for future 

anticipation information, identified from the interviews, was that all managers collectively 

identified the customer as a source of information for future anticipation. This is illustrated by 

M4 (2019), who highlights the need to understand customers' expectations and the result of 

surveys for the customers' perceived value. M4 (2019) also added the need to provide excellent 

service and be responsive to customer expectations on the one-on-one consultations. To the 

contrary, M3 (2019) does not mention any process of how to gain or obtain future anticipation 

information but rather mentions that hormone treatment is the future trend within the 

industry. 

 

During conversations with management at Aging Off, we can establish that the company’s 

focus lies in being the best complete solution providing firm in the medical field today. The 

focus has been observed to illustrate today rather than talking about how the company will 

maintain being the best tomorrow. (Personal observation, China, 2019) 

 

In the customer survey, the respondents presented a clear picture regarding question 8 (If the 

company offered innovative services). The result showed an average of 4.4, which was 

compiled from the ranking of the 59 respondents. Additionally, on question 12 (If the 

customers valued CSR or charity for their overall satisfaction) the customer, in general, gave it 

a 4.2 out of the maximum of 5. 

 

6.2.1.5 Organizational Vision 

M1 (2019) explained that the company's vision of generating future anticipation for their 

customers only included the two owners, the general manager and the supervisors from the 

marketing department. While M1 (2019) states the result presented above, none of the other 

interviewed managers mentioned this process, or which managers were involved. 

 

From the collected results of the conducted interviews, we can identify broad variations of 

responses on each question. Some of the questions have similar answers from the 
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respondent's, while other responses differ drastically. Further, none of the respondents 

throughout the interviews presented guidelines, visions, aims, strategies, or processes similar 

to another respondent on the same question throughout the conducted interviews. Some of the 

respondents did, however, explain some key aspects in a similar manner but included a 

personal interpretation. 

 

During our time spent with the management in China, we can clearly identify that the company 

envisions to be viewed as an international luxury service provider for wealthy clientele. 

However, when asking the management or staff if they are viewed in a similar manner from 

their customers, the answer was most almost always, yes, or that they did not know. In further 

conversations with a variation of staff or management, no one could explain how the company 

had come to this conclusion, or how they knew, this was how they were portrayed among their 

customers. M1 (2019) said during a conversation that, of course, luxury, when asked how their 

customer viewed Aging Off as a company and brand. Along in the conversation, M1 (2019) 

explained that this was of course due to the prices of the services offered at Aging Off. (Personal 

observations, China, 2019) 

 

We have further identified that while top management shares the vision of expanding the 

company to foreign markets and become an international firm, it is only shared among parts 

of the management and not an overall knowledge. Furthermore, the same vision has not been 

observed to exist among the rest of the employees who in a conversation had no idea about the 

company's vision. (Personal observations, China, 2019) 

 

The customer survey showed on question 11 (where the customer would place the company, 

Low-end to Luxury) that the customers, to a large extent placed Aging Off in the High-end 

segment. 85 % of the respondents selected High-end, while 10 % selected Mid-range. 

Furthermore, only 5 % of the total interviewed respondents stated that they viewed Aging Off 

as a Luxury Firm. While question 11 shows the distribution of the customer's placement for the 

brand and company, question 10 (asking if customer received a luxury service at Aging Off) 

illustrate what level of service the customer received at their visit. Out of the 59 interviewed, 

94.9 % of the customer answered "yes" on receiving a luxury service at Aging Off. 

 

6.2.1.6 Internal Process Evaluation 

The interviews showed that the managers collectively explain how Aging Off use supervision 

among their staff to ensure the correct standard procedures for each department is being 

carried out throughout the company. M2 (2019) discusses the importance of training and 

evaluation of the conducted work. This is additionally highlighted by M4 (2019), who also 

explained that management weekly evaluates the conducted work from the previous week and 

solve each issue individually. M4 (2019) also mentions that if a problem has occurred, each 

issue gets resolved individually and that the affected staff (the staff who worked with that 

specific customer) is notified and their manners were corrected accordingly. The same process 

was identified from the interview with M2 (2019), who explained that each department had 

established supervision and a corresponding reward and punishment system. Lastly, M3 

(2019) explains the same work procedure evaluation as the other interviewed managers by 

stating that the company performs regular spot checks and use employee-supervision. Finally, 

while most of the respondent's mention similar implemented processes for their internal 

evaluation none of the respondent's mention if and how the company re-evaluate internal work 

procedures but instead investigates who was responsible for the arisen problem. 
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The company is from observations more focused on solving bad individual customer 

experiences that occurred in the past, thus, solving what went wrong specific customers rather 

than evaluating the problem as a whole and implement the corresponding action throughout 

the whole company. From conversations and observations, we can gather that the managers 

do evaluate individual customers and staff. However, we did not receive any information on 

how the company conduct an internal process evaluation (Personal observation, China, 2019) 

 

From the survey, there is no separate question that referred to the evaluation of any specific 

internal work processes. Although, the whole survey aims to gather information regarding the 

customer's experience after their visit to Again Off. The overall result presented from the 

analysis and the result of each question can be therefore used in order to identify potential 

areas of improvement within the organization. 

 

6.2.1.7 Customer Perceived Value - "Worth the money." 

The general result of the conducted interviews shows that all the respondents mention the 

importance of understanding what the customer need and values. All respondents among 

management mentioned different variations of customer surveys used to understand the 

customers. However, at the same time, none of the respondents' mention how these surveys 

were used to measure the customers perceived value or what the outcome of the conducted 

surveys had been, and further, not if changes had been made based on the outcome of the 

surveys. Another key factor for customer perceived value identified from the results of the 

respondents was the need to meet customers' expectations and desires to gain satisfaction. 

This is illustrated by M2 (2019), who explains that Aging Off improves customer satisfaction 

by providing what the customers' needs. M2 (2019) further mentions that regular 

communication and a one-on-one meeting with their customers are used to in order to 

understand what the need and be able to please and satisfy. M4 (2019) stated that the case 

company will improve the customers' satisfaction through the environment, staff friendliness, 

and the result of the treatment, which was identified to not be mentioned by any of the other 

interviewed managers. 

 

During the time spent at the case company in China, we can gather that there is a great 

emphasis on the amount of staff per customer and the service that it provides to the customer. 

Further, the company offers one-on-one consultations with complete individual solutions 

where they look at the complete beauty solution for that specific customer inside and out, 

which is believed to be of added value for the customer and is further marketed to future 

customers. Additionally, the company also offers the service of a driver to pick up and drop off 

a customer for free. (Personal observations, China, 2019) 

 

From the customer survey, the result on the question regarding customer perceived value 

showed that 94.9 % of the respondents' feel that the received a luxury experience (question 10) 

at Aging Off after their visit. Additionally, on question 9 (Asking if the customer received more 

than they expected before their visit), the average result was a 4.7 out of a maximum of 5. From 

question 15 (Was the visit "worth your money") the result shows that 93 % of the respondents 

felt that their visit was worth their money. At the same time the, 59 respondents got to select 

where they would place Aging Off as a company ranging from Low-end to Luxury (question 11) 

where the result showed that 10 % ranked the company as Mid-range, 85 % ranked the 

company High-end, and the last 5 % selected Aging Off as a luxury service provider. For the 
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overall satisfaction (question 19) the customers, in general, gave Aging Off a 4.4 as previously 

mentioned above. Finally, the last variable measured regarding customers perceived value was 

the returning number of customers (question 3) where the result showed that 83 % of the 

respondent customer was a returning customer. 

 

6.2.1.8 Adjusted Marketing 

From the empirical data, the result shows that the company has intentionally adjusted their 

marketing based on the knowledge that they offer knowledge intensive soft services at a luxury 

cost for its customers. They interviewed managers further explained how they use various 

effective marketing tools to reach their customers within their specific market segment. 

 

M2 (2019) described that due to that the company offers knowledge intensive medical services 

Aging Off focuses on marketing the medical level of their doctors and the technology that the 

company possesses. The respondent also mentions the importance of marketing the one-on-

one consultations with the opportunity to individual customization. Lastly, the respondent 

mentions that Aging Off has business partners who help direct customers to their company. 

While M2 (2019) explained the variations of marketing techniques adjusted to their luxury 

business M1 (2019) also highlighted the need for business partners and stated that no customer 

would spend this amount of money on a service based on just reading about the company or 

service on the internet. M1 (2019) finally added the need for marketing to be more personal 

when the cost of the offered services is so high. M3 (2019) explained the need for marketing to 

be personal and attentive due to the price of the offered services from Aging Off. 

 

While attending a conference in China, we observed the relationship between the management, 

the staff of Aging Off, and their business partners. During this conference, the business 

partners were trained regarding the services that Aging Off offers to better be able to 

communicate the options and quality of their services to potential customers. (Personal 

observation, China, 2019) 

 

From the result of the customer survey on question 5 (how the customer found Aging Off), it 

was shown that 54 out of the 59 respondents found Aging Off due to a recommendation from 

the company's business partners. 0 customers mentioned the internet as the reason for finding 

the company, while 3 respondents found Aging Off from receiving a voucher or a coupon. 

Lastly, 4 respondents selected "others" as the reason for finding the company. Additionally, to 

question 5 from the customer survey, question 6 also relate to the perceived marketing from a 

customer point of view. On question 6 (Why the customer chose Aging Off) the result from the 

respondents were that 48 of the customers experienced that the recommendation was a 

contributing factor to why they chose Aging Off. 9 customers selected unique services, 7 

customers the company's reputation, 11 selected that Aging Off offered the "Best Professional 

Service" and finally, 8 respondents selected that previous customer result was one of the 

reasons for choosing Aging Off. 

 

6.2.1.9 Customer Loyalty 

From the interviews, we can identify that all managers mention that customer satisfaction as 

the underlying reason for loyal customers. Together they mention several important aspects to 

customer loyalty which is illustrated by M2 (2019) who explained that the company would 

invest in talent, environment and service processes to gain satisfied customers and by doing so 

the company will gain loyal customers. M3 (2019) also mentioned the need to provide 
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customers with professional and meticulous service to gain satisfaction and furthermore, 

loyalty. Additionally, to the other respondents, M4 (2019) explained that the process of gaining 

loyal customers was meeting the customer's demand, win over their hearts, and it would 

generate continuous re-consumption. The last respondent, M1 (2019), explained that the 

continuous consumption, thus a loyal customer, is mainly gained from the outcome of the core 

service. Thus, the effect of the treatment received. 

 

While all managers express a clear vision for how a loyal customer is gained, all respondents 

do mention a variety of options. However, no clear vision in regards to this question can be 

found among the managers' answers, but they all agreed on the need for the customer to 

primarily be satisfied. 

 

When asking about the percentage of returning customers, none among the staff seem to be 

able to present this figure, not even the customer service manager. As mentioned earlier, Aging 

Off outsources the calculations of these parameters and is only responsible for sending the data 

to be analysed. Even if the number eventually was given and approximated to around 70 %, 

the company had to receive this data by first contacting the outsourced company. Which 

showcased that this parameter was not integrated among the customer service team on a 

monthly basis and neither among the managers. (Personal observations, China, 2019) 

 

The customer survey result showed that on question 18 (would you come back for future 

service) 93 % of the customer would have the intention of coming back to Aging Off for the 

same or a different treatment. The overall satisfaction level (question 19) was on an average 

for the 59 customers, 4.4 out of the possible 5. Finally, the calculations on question 3 (was this 

your first time on Aging Off) showed that 83 % of the 59 customer respondents were returning 

customers by either the same or a different treatment. 

 

6.2.2 Analysis Customer Satisfaction 

In the subheadings below, the result presented under 6.2.1 will be analysed together with 

relevant literature presented under chapter 3. This section aims to use the collected data from 

research question 3 to answer the respective purpose of this thesis; evaluate how management 

can work to ensure customer satisfaction. 

 

6.2.2.1 Main Drivers 

By evaluating the respondent's answers regarding the main drivers contributing to customer 

satisfaction, we can conclude that they can state a number of different aspects they feel 

contribute to customer satisfaction. Although, the fact that none of the respondents managed 

to mention all contributing factors to customer satisfaction indicates that there is a lack of 

understanding of the whole concept of customer satisfaction within the organization. 

According to Flint et al., (2011), firms need to understand what the customers' value in order 

to survive and grow. We would argue that in order for a firm to evaluate its customer's values 

of customer satisfaction, they first need to understand the concept of customer satisfaction and 

the drivers behind it. 

 

Although M1 states that the "result of treatment" is the most contributing factor for customer 

satisfaction, he, along with the other respondents, failed to mention any processes involved in 

evaluating the customer's values. From the survey, we can see that "Result of treatment" was 

the most contributing factor, which means M1 was correct in his statement. However, with the 
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lack of empirical data behind this statement, we would suggest that in this case, his personal 

opinion happened to be correct rather than being correct as an effect of research. Smith & 

Clinton (2016) states that as the competitive environment gets harsher, it is vital for firms to 

understand and maintain customer satisfaction. As customers are companies, most intangible 

assets it further shows the importance of the need for managers to evaluate but also obtain 

how customers value the different drivers for customer satisfaction. (Zhang, Liang & Wang, 

2016) 

 

“Regular meetings are held for customers. Through the meeting, market 

employees can communicate one-on-one to understand customer needs, and summarized 

statistics after the meeting.” (M2, 2019) 

 

This shows, as concluded from the respondents' answers that the case company works with 

customer satisfaction on a very customer individualistic level. Moreover, when asked to 

present statistics over the customer experience, management failed to present any numbers. 

As a result of this implemented work process, we would argue that the case company fails to 

generate evaluate their customers' values in order to obtain a complete picture. (Flint et al., 

2011; Ford et al., 2011; Hamel & Prahalad, 1994) Furthermore, as a result of the lack of 

continuous evaluation of customer satisfaction, it presents the firm with the problem of 

adapting to continuous changes in customer values in order to not fall behind. (Flint et al., 

2011) The result from the survey show that Aging Off received a high average result on all 

drivers for customer satisfaction 

 

6.2.2.2 Market Research  

From the empirical data, we can conclude that the case company has a diverse set of sources 

from where they gather information regarding their market. However, what we also can 

identify from their answers is that there is no standardized procedure in retrieving the 

information. M2 and M3 (2019) state that customer surveys if the most important tool used in 

orders to gather information regarding the market. However, when asked, they cannot provide 

any results from conducted surveys. As a result, we question the actual implementation of 

market research and its customers. As stated by Zhang, Liang & Wang (2016), as customers 

are a company's most valuable assets, it results in the need to obtain knowledge regarding 

customers need and values regarding customer satisfaction. As 91 % of the customers are 

recommended from business partners, we would also argue for the need to use them as a 

source of information. As these are the customers' first point of contact, they also possess 

valuable information regarding customers' needs and values. The business partners are also 

something all respondents failed to mention as a source of information regarding the market. 

 

The respondents further mention that research and information are also obtained from the 

beauty industry. M1 and M2 (2019) both mention professional data, trends of the industry, and 

industry surveys as important sources of information regarding the market. As the information 

gathered is not only from the customers, they decrease the chances of only becoming customer 

led. By not becoming customer-led, the company decreases its chances of only preserving its 

market share and falling behind its competitors as customer values and desires change. 

Moreover, as a result, it increases the chances of experiencing economic growth and gaining 

market shares. (Hamel & Prahalad, 1994) By further implementing rigorous market research 

on both their customers and the market, Aging Off would acquire more knowledge resulting in 
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a better understanding of their competitive advantage. More knowledge would also result in a 

more accurate understanding of the market and its customers. (Flint et al., 2011) 

 

As mentioned by the respondents, the customer survey is one of the crucial tools used in order 

to obtain market information. Although, from our observation from the case company, the 

information gathered is not summarized or evaluated in any presentable way. By not 

evaluating or summarizing the gathered information, we argue for the challenges of generating 

an accurate understanding of the customer and also their competitors. 

 

As all of the respondents failed to mention any standardized procedures in the work of 

gathering information, there is a question regarding how this research is actually being 

conducted. As the customers are the most important assets for a company, it highlights the 

need to successfully conduct market research to keep their customers satisfied and loyal. 

(Zhang, Liang & Wang, 2016) Aging Off are striving to be seen as a luxury firm is even more 

vital to conduct market research continuously. It is not This is highlighted by Kapferer and 

Laurent (2016) who argues for the need for luxury firms to understand their market segment 

and its customers, not only in order to place the company accurate in the right market segment 

by also to anticipate future customer needs and values. 

 

Furthermore, the respondent's overall answers indicate that there is a diverse set of identified 

sources containing essential information regarding their market. However, along with the lack 

of procedures of retrieving information or using the information we argue for the lack of 

understating the importance of understanding the market from the case company. It is not 

only important in order to experience future economic growth, but it is also further important 

for firms wanting to be viewed as a luxury brand. As consumption of luxury goods is closely 

related to customers' desires and values, the need for understanding the market and the 

customers is clear. (Kapferer & Laurent, 2016; Atwal & Williams, 2009) 

 

The result from the conducted survey shows that the company's business partners are vital for 

the firm. The result from question 5 shows how 91 % of the respondents were referred to Aging 

Off by their business partner. Question 6 also shows how 81 % of their customers choose Aging 

Off for treatment as a result of the recommendation from the business partners. With this 

knowledge, we argue for the need to implement the business partners in their market research. 

As these most probably possess vital information regarding their customers' needs and values. 

 

Finally, the firm does not only need to gather information, but they also need to evaluate and 

implement the gathered information accordingly in the organization. According to Eggert and 

Ulaga (2002) customer’s values can vary between different products and services, which shows 

the importance of evaluating the gathered data. Not only do they need to evaluate the 

customers overall but also evaluate the differences between their departments. As any of the 

respondents did not mention this, we argue for the need of implementing work procedures for 

future market research. 

 

6.2.2.3 Continuous Measuring 

From the respondent's answers, we have identified some important differences between their 

different measuring processes. M2s and M3s (2019) answer regarding the implementation and 

regular assessment of staff performance and supervision. Along with M4s (2019), the answer 
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regarding a weekly meeting with where potential work issues get resolved and discussed 

indicates the existing work procedures regarding their internal work processes. 

 

From the same answers, we can also conclude that the same process is not being implemented 

for the evaluation of their customers' needs and values. M2 (2019) emphasize the 

implementation of one on one meetings with the customers in order to evaluate the customers' 

needs. However, as all of the respondents failed to mention any work procedure connected to 

summarizing or analysing the information, along with the fact that we have not been able to 

receive any of this data we argue for the lack of standardized processes in evaluating the 

generated data. As M2s (2019) answer indicates, they assess each customer individually. As a 

result, they further do not obtain a complete picture of their customers' needs and values. 

 

By not having clear procedures in how to generate data or how to use the generated data Aging 

Off run the risk of becoming customer led. Firms being customer-led run the risk of losing their 

competitive advantage as customers value change. By implementing standardized work 

procedures in regards to measuring and evaluating their customers, we argue they could start 

to use this data in order to adapt their business according to customer and market desires 

continuously. (Flint et al., 2011) They would start to work proactive rather than reactive. 

 

However, the one on one meetings where the customer and staff cooperate to find suitable 

treatments for the customer highlight Atwal and Williams (2009) findings the luxury in the 

form of services is under a change where the result is more often a combination between the 

customer and service providers' cooperation. As customer values constantly change the one on 

one meeting also provide Aging Off with the chance of identifying these changes in an early 

stage and decrease the chances of falling behind their competitors (Flint et al., 2011). However, 

at the same time, the lack of procedures connected to measuring and evaluating the customers 

presents a challenge in identifying these changes. Moreover, as a result, the needed actions 

cannot be implemented accordingly. By understanding the customer's needs, firms can 

generate an insight of the future customers' needs and values, create an understanding of the 

underlying determinants affecting their brand loyalty and further adapt their business to 

increase the customers' level of satisfaction accordingly. (Oliver, 1999; Eggert & Ulaga, 2002) 

 

Comparing the numbers, the customer satisfaction manager provided us with, 70 % returning 

customers and 90 % of the customer was referred to Aging Off by business partners, and the 

data from the survey we can find crucial information regarding the case company's processes. 

From the survey, we find that 83 % of the respondents are returning customers, and business 

partners' referral is at 91 %. From the difference between the managers' number of returning 

customers and the customer survey, we can identify the need implementation of the evaluation 

processes of their generated customer data. The relatively large difference between the 

numbers suggests that somewhere along the service chain, something goes wrong. Since there 

are no established processes, we cannot identify where which emphasizes the need for 

implementation of standardized procedures. The problem can either be within their internal 

measuring processes or being the result of faulty calculations from the external part. However, 

we argue that the calculations can only be as good as the compiled data is which shows the 

importance of summarizing and evaluating the collected data. By further analysing the results 

of the survey we can conclude that the overall level of satisfaction is 4.4, which suggests that 

the company has satisfied customers from which they can provide essential information about 

the customers in order to gain a more complete picture about their customers. 
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6.2.2.4 Anticipation 

The result of question 8 on the survey indicates that the customers' experience of the offered 

services at Aging Off, is that they offer innovative services. From the received average score of 

4.4 out of 5 possible, we would argue they really do offer innovative services for their 

customers. The anticipation of customers' desires and values is really important and 

contributes to the overall level of satisfaction. (Flint et al., 2011) Furthermore, as customers 

have gained more power as an effect of the globalized market, customer satisfaction has 

become an even more vital factor for firms to evaluate. (Hamel & Prahalad, 1994) 

 

The managers of Aging Off are keen to highlight and market their position on the market today, 

as the best hormone service provider in China. However, when asked about the future, they 

cannot answer how they will retain their position in the future market, only how they want to 

expand their business to foreign markets. This indicates a lack of anticipation regarding 

customer’s changing desires and values. The lack of processes of anticipation their customers 

need can also be identified in the respondents' answers. As with previous questions, all of the 

respondents failed to mention how they conduct their work of anticipating customer's needs. 

Both M2 and M4 (2019) further mention that an existing customer is the second source of 

information used for future anticipation while M2 (2019) state that the industry is the primary 

source of information used in order to anticipate customer needs. 

 

“First, according to the development trend of the industry” (M2, 2019) 

 

“Understand customer expectations and surveys of customer perceived service” 

(M4, 2019) 

 

This shows that the company has identified the need to anticipate the customers' future needs 

and values. However, all the respondents fail to identify any processes connected to 

anticipating the customers' needs and values. This indicates the lack of established procedures 

within the organization in order to anticipate future customer needs and values. Although, the 

anticipation of the customers' future needs and values is a hard and complex process and only 

the future can show if the company made the right decision. We would still argue for the need 

for the case company to implement procedures in order to anticipate their customers' needs 

and values. We can further identify that all respondents also fail to mention, according to use, 

one vital source of information, the competitors. In order to experience growth and increased 

customer satisfaction, firms do not only need to understand their customers' desires and 

values. They also need to understand their competitors in order to retain their competitive 

advantage as a customer's future values change. (Flint et al., 2011) 

 

Respondent M3s (2019) answer indicates how the company has anticipated that hormone 

treatment is the future for the market and its customers. Although, As the respondent fails to 

identify how this was anticipated we would argue that this is the belief of management rather 

than the result of an accurate and rigorous evaluation and assessment procedure of the 

information gathered from the different sources. 

 

The lack of procedures connected to anticipating customer needs and values is also exemplified 

by the result from question 11 and 12 from the conducted survey. The respondents answer on 

question 11 indicates that there is a difference between the company's vision to be viewed as a 
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luxury firm and the customer's actual opinion. The knowledge obtain trough continuous 

evaluations could help the case company anticipating their customer desires and as a result, 

be viewed as a luxury firm. Question 12 additionally indicates that the Aging Offs market 

segment value CSR and charity relatively high. By implementing CSR or charity Aging Off 

could further increase the customer's level of satisfaction. Not only would the level of 

satisfaction increase, but Hagvedt and Patrick (2016) also found that luxury firms participating 

in CSR or charity work decrease their customers' guilt of consumption and increase their level 

of sales. 

 

6.2.2.5 Organizational Vision 

According to M1's (2019) answer, we can identify that the employees within the processes of 

creating and establishing the organization's future vision are mainly conducted by managers. 

By involving managers with different positions within the company, the vision is the result of 

employees with different perspectives and knowledge. Although, we would argue for the need 

to further include non-management employees to this process. As customers are one of firms’ 

most valuable assets, it is vital for the firm to include their desires and needs when evaluating 

the company's vision for the future. Moreover, with this in mind, we argue for the need to 

further involve the employees with daily customer contact in the process of creating future 

vision. And not only creating a vision based on the managers perspective. By including the 

employees with the most knowledge regarding their customers, management would increase 

the chances of generating a more accurate foresight of the future. (Hamel & Prahalad, 1994) 

 

Additionally, as none of the other respondents mention anything connected this process, we 

question the regularity of these meetings. According to M1s (2019) answer, we can conclude 

that two of the respondents are involved in the process but fail to mention it in their answers. 

By further examining the respondents' answers, we have identified large differences between 

the respondents' answers throughout all interviews, along with the lack of identified work 

procedures. As all the differences between the respondents add up, we think it is clear that 

managements' vision is not being implemented in the case company's organization. (Hamel & 

Prahalad, 1994) This is further highlighted by the fact that the management of customer 

satisfaction did not know what we were supposed to help them with. 

 

The large decoupling between the manager's vision to be viewed as a luxury firm and the result 

of the surveys indicates that there is a lack of evaluation of the created vision within the firm. 

As customers need and values change, they need to continuously revisit and evaluate their 

vision in order to reach their set goal. As only 6 % of the respondents view Aging Off as a luxury 

provider, it clearly shows the importance of revisiting the vision. A firm not revisiting their 

vision further run the risk of falling behind their competitors as customers value change. As 

the aim of an imagined vision is to gain an understanding of the future before it arrives, it is 

essential for firms to critically evaluate and adopt the vision as circumstances change. (Hamel 

& Prahalad, 1994) 

 

6.2.2.6 Internal Process Evaluation  

From the respondent's answers together with our observations, we can determine that they do 

evaluate their staffs' performance. M2 (2019) highlights this in her answer, pointing out the 

implementation of supervision and reward and punishment systems. Both M3s and M4s 

(2019) answers further show how the company evaluates individual performance rather than 

the established work processes. We argue that as a result of this, managers cannot improve 
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their internal work processes in order to benefit the customers' future experience. By 

implementing evaluations of the internal work processes, the company would start to work 

proactive rather than reactive as their current methods suggest. This is further emphasized by 

Hamel & Prahalad (1994), who argues for the need to implement critical evaluations of the 

firm and its knowledge in order to reach the company's vision successfully. 

 

As concluded in an earlier chapter, the differences between the respondents' answers 

throughout the interviews indicate the lack of established work procedures within their 

organization. The few procedures the respondents have mentioned all miss the needed 

evaluation processes needed for the work to be useful. This is highlighted by the non-existing 

statistical results from the conducted reception survey and medical examination. It is not only 

important to conclude that their customers are satisfied, but it is also important to understand 

what contributes to the customers overall satisfaction. (McDougall and Levesque, 2000; 

Ravald & Grönroos, 1996) The need to evaluate the internal work processes is further 

emphasized by the differences between the managers' vision of being viewed as a luxury firm 

and the result of the survey. Wanting to be viewed as a luxury firm also requires the customers 

to view the firm as a luxury service provider. According to Atwal and Williams (2009), it is 

especially important for luxury firms to evaluate their work processes in order to be viewed as 

a luxury provider. 

 

6.2.2.7 Customer Perceived Value  

The general assessment of the respondent's answer shows how they work with providing their 

customers with their money's worth. By offering their customers one-on-one meetings, they 

can identify each customer personal needs and desires. Although they continuously work with 

providing their customers with the feeling of receiving their money's worth, they have not 

identified the perceived value as one of the drivers behind customer satisfaction. This is 

highlighted by the fact that the respondents have mentioned two different surveys where none 

evaluates the customers' experienced perceived value. The survey the firm does conduct 

evaluate staff friendliness and the result of treatment, two of the three main drivers for 

customer satisfaction. By not evaluating all three drivers, the case company gets an incomplete 

picture of customer satisfaction. (McDougall & Levesque, 2000) The fact that one of the 

managers advised us to not include the questions regarding the customer's experience of 

receiving their money's worth further indicates that perceived value has not been identified as 

a driver to customer satisfaction. By stating that most of the customers would think it was too 

expensive, the manager also showed that he believed their offered benefits for the customers 

did not exceed their sacrifices. 

 

The result of the interviews further indicates the lack of understanding of the concept, 

perceived value. By not mentioning the services they offer for their customers beyond the 

actual treatment, we can conclude that they only connect the customer experience of perceived 

value from the treatment and not the whole experience. As stated by Atwal and Williams 

(2009), perceived value for luxury goods or services is not solely determined by the result but 

rather from the experience. Furthermore, the need for the case company to evaluate customer 

perceived values if further exemplified by McDougall and Levesque (2000). The authors argue 

for the difference between being satisfied with the result of treatment and experiencing that 

they received their money's worth. Moreover, as a result, customers not feeling like they 

received their money's worth is less likely to become loyal customers. (Zeithaml, 1988) 
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By finally reviewing the result of the survey can see that 93% of their customers experienced 

that they received their money's worth. We can also see that 94.9 % experienced that they 

received a luxury experience while 85 % of the respondents viewed the case company as high-

end. Along with the result of the treatment and the fact that the case company wants to be 

viewed as a luxury firm we further would argue that this is the most definite sign for the need 

to evaluate their customers' perceived value. From our perspective, this shows that the case 

company is seen as a high-end company meanwhile the customers receive and luxury 

experience. This results in that the customers believe they pay for high-end service and receive 

a luxury experience, and as a result, they believe they receive their money's worth. 

 

6.2.2.8 Adjusted Marketing 

M1 (2019) answer regarding their marketing strategy indicates that they have evaluated their 

options and the nature of the service provided and developed a marketing program 

accordingly. By identifying the need to implement other marketing methods then the Internet 

due to the price of the services being offered the case company has adapted their marketing. 

By further explaining the need for personal marketing as an effect of the price level is 

highlighted by Atwal and Williams (2009) findings, that marketing for luxury firms needs to 

be differentiated from traditional goods. This is further emphasized by M2 and M3 (2019) who 

stated that the firm’s marketing needs to be personal in order to deflect the price levels. 

 

The high number of respondents that answers that they found the Aging Off trough and 

recommendation from a business partner highlight the accuracy of the M1 (2019) statement. 

Out of the 59 respondents, 54 answered, a recommendation from a business partner on 

question 5. By additionally not receiving a single respondent from internet marketing, it 

further shows how the respondents have evaluated their customers need in order to implement 

an effective marketing strategy. The result of question 6 further indicates how the marketing 

strategy's accuracy. Out of all respondents, 81 % have selected that they choose Aging Off 

through the recommendation from a business partner. 

 

Although the survey shows how M1s (2019) statement is correct none of the managers could 

explain how the process behind the evaluation of marketing strategy. We would, therefore, 

argue that they have a working marketing strategy, but they lack a working evaluation process. 

As a result of the non-existing strategy behind the marketing work, we would further argue 

that the case company might experience problems in the future if customer preferences 

change. 

 

6.2.2.9 Customer Loyalty 

The respondents' answers indicate that they have identified customer satisfaction as the main 

driver for gaining loyal customers. The importance of customer satisfaction within the process 

of customer loyalty is further highlighted by Flint et al., (2011). By further mentioning several 

other methods of increasing customer satisfaction in order to gain loyal customer, the case 

company also show that they understand the complexity of gaining customer satisfaction. This 

is also highlighted by Flint et al., (2011), who states that customer's loyalty is determined by 

other constraints then customer satisfaction such as, time, money, etc. As some of the 

parameters affecting customer loyalty is beyond the case company's control, it showcases the 

need for implementation of continuous measuring and evaluation of customer satisfaction. As 

suggested by Oliver (1999), firms need to offer their customers a continuous experience of 

customer satisfaction in order to gain loyal customers. 
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As all respondents also failed to mention how the company united work towards gaining loyal 

customers, we can conclude that there are no clear procedures established in order to gain 

customer loyalty. The need for companies to understand their customers in order to gain 

loyalty along with the non-existing evaluation process further highlights the need to implement 

procedures of evaluating customer satisfaction which in the end would lead to customer 

loyalty. (Levitt, 1986) 

 

By additionally comparing the survey result and the statistics provided by customer 

satisfaction management, we can also conclude the lack of working measuring procedures 

within the case company. The survey shows that 83 % of the respondents were returning 

customer, while the statistic provided by management was around 70 %. The difficulty of 

retrieving the data along with the differences in number is according to our analysis, the result 

of the question not being prioritized within the organization. 

 

Differences between question 18 and question 3, 93 % of the customers would come back for 

the same or another treatment again, while 83% of the respondents return. This indicates that 

there are other constraints affecting customer loyalty beyond customer satisfaction. This is also 

argued by Flint et al., (2011), who states that factors like economy, time, and preferences are 

vital factors affecting customer loyalty. 

  



 86 

7. CONCLUSION  
This chapter presents the overall conclusion from the analysis and aims to answer the 

research questions of the study to fulfil the purpose of the study.  

 

7.1 Internationalisation 
To fulfil the purpose of the study; to investigate if a luxury knowledge-intensive soft service 

firm can use an existing internationalization theory for a future internationalization, we have 

concluded the answer to the connected research question below. 

 

From the analysis, it is concluded that the case company seeks to identify potential future 

markets through either future business partners who already possess market specific 

knowledge or by using the market seeking mode in conjunction with business partners. As 

market specific knowledge has been established to be a vital determinant, the firm will not, in 

conclusion, internationalize to new potential markets if lacking market specific knowledge. 

From the result, it can strongly be concluded that the economic potential of a future market is 

an essential determinant for evaluating new markets and that emerging markets are of main 

interest. From the result, it can be determined that although the economic potential is critical 

when evaluating new markets, a stable political climate, with laws and regulations outweigh 

the economic possibility due to the risk an unstable market impose. Additionally, from the 

analysis, it can be determined that the firm primarily seeks markets that are close in proximity, 

due to that the proximity decreases the cultural distance between the market of origin and the 

new potential market. While the cultural distance is established to be an essential determinant 

for the firm to evaluate when identifying new potential markets, it does not, in conclusion, 

exclusively determine to which market the firm expands.  

 

Furthermore, it can be concluded that there will always exist a certain level of risk to any firm 

wanting to expand to foreign markets. From the obtained results, it can, however, be 

determined that the firm similarly presents risk-coping strategies to the existing literature. As 

it can additionally be concluded that the firm seeks to expand with business partners to 

decrease the risk of internationalizing, they are therefore more inclined to adopt an 

internationalization model that assumes joint ownership. Moreover, it is determined that the 

firm seeks to leapfrog in the expansion process with business partners.  Since control over the 

brand and medical service is desired, market entry modes such as investment-driven entry 

modes, are the preferred option. Since the case company does not seek to expand only parts of 

their offered services, exporting services as an entry mode will not present a viable option for 

the expansion. Moreover, due to that the firm desires to remain in control over the medical 

service, the lower required control entry modes are neither a viable option due to the 

knowledge-intensive nature of their offered service, which contradicts existing literature.  

 

Although some determinants are evaluated similarly to existing literature, some determinants 

still differentiate. Since some determinants differentiate, the Uppsala model is not 100% 

usable due to the firm's need to expand using subsidiaries as their only choice of entry mode, 

in order to provide all their soft services. Since the Uppsala model presumes an expansion 

without business partners, the complete model will differ from the path which is suitable for 

the firm to proceed. Grönroos models include both market identification tools and market 

entry modes. The result concludes that the identification tools are usable in the early stages in 

an internationalization process. However, the methods need to be used in conjunction with 

one another to remain relevant and usable. From the result, it can further be concluded that 
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Grönroos direct entry modes are suitable although the joint venture is the preferred entry 

mode. The other market entry modes lacked relevancy due to the firm's vision to 

internationalize the brand, including all services along with the need to control the medical 

operations. While it can be concluded that the network model is fully usable for a knowledge-

intensive soft service firm, it does not provide a full solution or guide for how a firm is to 

internationalize, due to the inclusivity of partners. Therefore the process would depend on the 

assistance and willingness of involved business partners. The network model does, in 

conclusion, however, provide a faster internationalization for a knowledge-intensive soft 

service firm who does not mind to share their competitive knowledge within a business 

network.  

 

7.2 Management on Customer Satisfaction 
To further fulfil the purpose of this study of how the main drivers contribute to customers 

overall satisfaction level in luxury knowledge-intensive soft service firms and how 

management in a structured manner can work to establish a set of standardized procedures for 

a future internationalization process. We have below concluded the answer to the coherent 

research questions below. 

 

From the result and analysis of this study, it can be concluded that core service ("Result of 

treatment") is the most contributing factor to customers overall satisfaction level, in luxury 

knowledge-intensive soft service firms. Secondly is the perceived value ("money's worth") and 

lastly relational service ("friendliness of staff"). It can also be concluded that the result does 

not differ between received services and to what cost for the customer as indicated in the 

literature. 

 

From the result, it is concluded that there is no commonly established process to determine 

how the main drivers contribute to customer satisfaction level. Despite a high level of 

satisfaction among their customers, the result clearly illustrates the firm's individualistic 

approach to customer satisfaction and therefore, in conclusion, their need to implement 

standardized procedures to compile and evaluate data to generate useful results to be 

generalized for a future internationalization. The result also clearly shows the lack of 

integration of standardized processes within the firm, which results in the shared vision for a 

future internationalization to not be shared throughout the organization. As a whole, the result 

showcase high levels of customer satisfaction, although the firm does not present any self-

evaluation of their procedures. Therefore, in conclusion, there is a vital need for the firm to 

understand why measuring, evaluating and integrating in a general standardized manner is an 

essential aspect to the internal process evaluation and how it will help to streamline and reach 

an even higher level of satisfaction. 
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8 LIMITATION AND FUTURE RESEARCH 
This following chapter presents the limitations of the conducted study and the authors’ 

suggestions for future studies within internationalization for knowledge-intensive soft 

service firms’, and their customer satisfaction. 

 

8.1 Limitation 
In this thesis, we have chosen to study the internationalization process for firms offering soft-

services and in particular firm's services of knowledge-intensive nature. This means that there 

are several more services offered, such as hard services and services which are not knowledge 

intensive. However, we have not taken these services into consideration in this thesis, and the 

results presented are aimed towards firms providing soft-services. The internationalization 

process differs slightly to the globalization process, which has been distinguished in the 

introduction chapter. This thesis will not consider if knowledge intensive soft service firms are 

wanting to globalize but rather focus on a gradual expansion process as internationalization 

provides. In the internationalization process for firms as a whole, there are several theories 

and concepts which can be examined. However, since this study aims to investigate the 

internationalization for knowledge-intensive soft service providing firms we have chosen to 

study the Uppsala model, Grönroos internationalization model for service firms and lastly the 

network model. While we are aware that there are more theories and many more concepts, we 

delimit this study for other expansion theories. 

 

Because of the complexity of this study and the nature of the service provided of the case 

company the results presented are to be viewed as guidelines for knowledge-intensive soft- 

service firms rather than a complete strategy that is to be implemented. Because of the 

complexity that each company providing knowledge-intensive services possess it is further 

challenging to create a model to fit all knowledge-intensive soft service providing firms. 

 

Customer satisfaction can include a variety of different aspects depending on the market an 

organization operates within. This thesis has included five broad aspects of customer 

satisfaction needed for establishing a working customer satisfaction evaluation process, 

customer anticipation, core service, relational service, customer's perceived value, and 

customer loyalty. The thesis will use these concepts as overall contributors to customer 

satisfaction and will, therefore, not include specific procedures in order to generate customer 

satisfaction. Furthermore, the thesis will focus on the importance of evaluating these concepts 

rather than analysing how to best evaluate the contribution of the specific concept to customer 

satisfaction. 

 

8.2 Future Research  
Internationalising with services is a complex matter where the majority of the existing 

literature is partly adapted from the existing internationalization research originally conducted 

on the internationalization of products. The result of the study presented above acts as a 

foundation for needed future studies in order to generate more knowledge regarding this 

complex process. By conducting more studies including more case companies on similar 

organizations offering knowledge intensive soft services, a more complete picture can be 

generated. The final result could potentially generate a more applicable model for 

organizations wanting to internationalize with a knowledge-intensive soft service. 
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From the second research question we have concluded that the customers to a luxury soft 

service provider values result of treatment as the most contributing factor to customer 

satisfaction, money's worth as the second most contributing and staff friendliness as the least 

contributing factor. The same ranking was found throughout all the case company's 

departments. To continue the research, we argue for the need to conduct similar studies within 

the same and different luxury segments and markets. Primarily research needs to be conducted 

within markets and customer segments similar to the case company in order to generate a 

broader understanding of the customer's preferences within the luxury medical field. Secondly, 

by further studying different luxury segments as a general segment, a broader understanding 

of luxury customer’s preferences can be generated. 
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9. RECOMMENDATION FOR THE CASE COMPANY 
From the analysis, we can conclude that the case company presents a clear picture of how they 

have identified the importance of evaluating many of the determinants behind an 

internationalization strategy. The respondents' answers clearly indicate that they want to 

implement a gradual expansion process in terms of increasing geographical and cultural 

distance. One of the respondents also presents the organization's vision of opening a flagship 

store in the US market. With this in mind, we would recommend the case company to start its 

internationalization process by gradually expanding the organization to markets with greater 

geographical and cultural distances. We would further recommend the case company to 

implement the vision of expanding the organization to a gateway market in order to acquire 

more international experience. 

 

The second recommendation for the case company in regards to their expansion process is to 

not only trust the business partners to obtain the needed market specific knowledge. We argue 

that this puts too much trust in a non-organizational member and that by only following 

identified business partners the organization could potentially experience increased market 

risk. This critique is also aimed towards to client following mode presented by Grönroos. In 

order to increase the possibility to succeed with the internationalization process we argue that 

the level of knowledge regarding the new market is vital. The organization should as a result 

also conduct rigorous in-depth market research in each market in order to be able to make a 

more accurate assessment of each market's potential. 

 

Our final recommendation for the case company is to start implementing electronic marketing 

in the organization. Although one of the respondents R3 believes that the services being offered 

are too expensive to be marketing online, we agree with respondent R2 who believe that the 

electronic marketing mode could of great use in the future. We would also add that it could not 

only be of great use in order to find a new potential customer as described by the respondent, 

it could also increase brand perception. By establishing a presence in social media and other 

electronic channels, the electronic marketing mode could be of great potential in order to 

increase brand perception. 

 

From the data collected, we have been able to conclude that the case company lacks 

standardized work procedures in regards to customer satisfaction. Although the respondents 

have been able to mention some work procedures there is a lack of heterogeneous answers 

between the respondents. Our strong recommendation from the case company is to continue 

implementing the use of the customer satisfaction survey we created during our time spent at 

the case company. By implementing continuous measuring of their customer's level of 

satisfaction and the drivers behind it, they acquire the knowledge needed in order to evaluate 

all parameters analysed in research questions 2 and 3. As the literature suggests there are 

several key determinates behind customer satisfaction, which are all in, some way connected 

to the need and desires of the customer. This highlights the need for the case company to start 

conducting research on their customers. One great example of how measuring their customers 

would enhance their business is question 11. The result shows how the majority of the 

respondents view the case company as high end while they want to be viewed as a luxury. By 

reviewing this answer, we would further recommend the case company to evaluate how they 

want to be viewed in the future. If they want to be seen as a luxury firm they need to conduct 

additional research regarding the customers' desires and needs. 
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We further argue for the need to develop and implement work procedures in regard to their 

internal work procedures and how they evaluate their procedures instead of only focusing on 

individual staff performance. Our last recommendation for the case company is to include 

wider set employees within the process of evaluating the future vision of the company. And as 

a result, they would include different perspectives and employees possessing key knowledge 

regarding their customers' desires and needs.  
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Appendix 1 
The questions asked in the written interviews. Used in order to generate the empirical data for 

research question 1. 

 

Questions Identified determinants Connection to literature 
1. How do you evaluate 
which market to enter, 
please describe the 
process? 

Market Identification 

Economic potential  

Cultural and geographical 

distance 

Political risks, law, and 

regulations 

Competitiveness of the 

market 

 

Grönroos (1999) identified three 

different methods to be used in the 

internationalization process for 

service providing firms. This 

question aims to establish if any of 

these methods are applicable to the 

case company. 

 

Different authors have also 

identified different aspects that need 

to be considered in the expansion 

process. Hollensen (2011) identified 

the economic situation in the foreign 

market as one of these aspects. 

Cultural and geographical distance 

has additionally been identified by 

Hamel and Prahalad (1994), 

Grönroos (1999), Hollensen (2011) 
and Johansson and Vahlne (1977) to 
play a vital role in the process of 
finding foreign markets. 
 
Hollensen (2011), Jimenez et al., 
(2014) and Clark and Pugh (2001) 
have also identified political risks, 
laws, and regulations to have a role 
in the market identification process.  
 
Hill et al., (1990) identified the 
importance of evaluation of the 
competitive situation on a foreign 
market.  
 
This question aims to find out what 
the case company considers when 
searching and evaluating foreign 
markets. 

2. How does the firm 
evaluate these 
parameters when 
choosing which 
market to enter? 
 
(the alternatives are 
given in the identified 
determinates square) 
 

a. Economic 

aspects 

(potential/ris

k) 

b. Cultural 

Distance- 

(differences 

in social 

habits, 

The respondent is asked to explain 

how the organization evaluates each 

of the identified determinants 

presented in the previous question. 

 

Together with the previous question, 

we can identify which determinants 

the respondent has naturally 

identified by comparing the 
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religion, 

language, 

trends, 

business 

habits, etc.)  

c. Geographical 

distance - 

(actual 

distance in 

kilometers) 

d. Political risks, 

Laws, 

regulations, 

and policies 

e. Competitiven

ess of the 

market 

(number of 

competitors 

offering the 

same services 

and at the 

same costs, 

luxury 

services) 

 

explanation in between question 2 

and which are mentioned in question 

1.  

3. What is the firm’s 
process when selecting 
how to enter a new 
market? 

Control 

Sharing competitive 

knowledge 

Market-specific Knowledge 

Market commitment 

Competitiveness of market 

Ownership 

Risk 

 

According to Anderson and 
Gatignon (1986) and Hill et al., 
(1990) is the level of control 
organizations want to implement 
one vital aspect that needs to be 
considered when choosing which 
market entry mode to implement in 
the internationalization process. 
 
Additional aspects that need to be 
considered in the process of 
choosing which market entry mode 
to implement is: 
 
Are the firm is willing to share the 
knowledge behind their competitive 
advantage (Wild et al., 2008).  
 
How many resources are the firm 
willing to commit to a new market. 
Do they want to enter a new market 
with as little amount of resources as 
possible or not. This determinant 
has been identified by Hollensen 
(2011) to have an important role in 



 99 

the process of establishing which 
market entry mode to implement.  
 
Hill et al., (1990) have additionally 
to the determinants already 
presented above, identified the 
competitive situation on a market 
could have an effect on the choice of 
market entry mode.  
 
Finally, the level of ownership an 
organization is according to Chung 
and Enderwick, (2001) a 
determinant that needs to be 
considered when choosing market 
entry mode. 
 
All the presented determinants need 
to be considered when evaluating 
which market entry mode to 
implement in the expansion to 
foreign markets. When all these 
aspects have been taken into 
consideration, risk is one additional 
aspect that needs to be considered. 
According to Johanson and Vahlne 
(1977), firms need to establish a 
level of accepted risk connected to 
the internationalization process. 
 
This question aims to find out how 
the organization consider each 
specific determinants and its 
importance in order to evaluate and 
find a suitable market entry mode. 
 

4. There are different 

types of control. What 

does the firm want to 

remain in control over 

after the expansion? If 

any? (Medical 

services, the brand, 

how the business is 

conducted, day-to-day 

business, etc.) 

 

Control As established in the previous 
question control is one vital part 
that needs to be taken into 
consideration when choosing which 
market entry mode to use when 
expanding an organization. 
Moreover, as a result, this question 
is asked in order to establish if there 
is any specific part of the 
organization that the case company 
wants to control. (Anderson and 
Gatignon, 1986 & Hill et al., 1990) 

5. How much of the 

business model and 

knowledge is the firm 

willing to share? 

 

Sharing competitive 

knowledge 

Network model 

This question intends to be used in 
order to evaluate if the firm is 
willing to share their knowledge and 
if yes, to what extent. The need for 
this determinates to be evaluated is 
identified by Wild et al., (2008), 
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along with Håkansson and Snehota 
(2006) and Hollensen (2011). 

6. What is the firms’ 

view of the potential 

risk of conducting 

business on the new 

market? (Changing 

market situations can 

affect the level of risk 

experienced. How 

does the firm adopt 

the ways of conducting 

business when risk 

change) 

 

Risk According to Johanson and Vahlne 
(1977), the process of continuously 
evaluating and adjusting the market 
actives is vital in the process of 
expanding an organization. By 
asking this question, we aim to 
evaluate the firms view on 
fluctuating risk along with the 
overall view on the risk involved in 
the process of expanding an 
organization 

7. How will the firm 

gain market specific 

knowledge of the 

foreign markets? 

Market-specific knowledge This question will be used in order 
to establish how the case company 
aims to obtain market specific 
market regarding each foreign 
market in order to evaluate the 
potential. (Grönroos, 1999; 
Johanson and Vahlne, 1977)  

8. What are the firms 

view on market 

commitment; does the 

firm want to gradually 

expand with parts of 

the offered services? 

Or do you want to 

commit 100 % from 

the beginning? 

 

Market commitment From the different market entry 
modes presented in the literature it 
is clear that the alternatives require 
different levels of commitment from 
the organization. (Hollensen, 2011; 
Ekeledo & Sivakumar, 199) The 
process degree of commitment when 
entering new markets is also argued 
by Johanson and Vahlne (1977) who 
states that the process of 
internationalizing is a gradual 
process starting from low levels of 
market commitment. 

9. What is the view on 

risk-taking when 

expanding to foreign 

markets?  

 

Risk Risk can be an aspect that needs to 
be considered in different 
perspectives. Along with political 
risk, as presented in previous 
questions. Organizations do also 
need to have risk in mind when 
establishing the level of market 
commitment they are willing to 
experience when expanding to 
foreign markets. (Johanson and 
Vahlne, 1977; Hollensen, 2011) 
Furthermore, the risk is also a 
determinant that has to be 
considered when choosing market 
entry mode as suggested by Wild et 
al., (2008).  

10. When Identifying 

new markets for 

Market identification This question aims to review how 
the case company evaluates the 
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expansion are any of 

these options 

applicable for your 

firm 

(the options are 

presented in the 

section to the right) 

 

 

 Client following 

mode (Following 

existing customers to 

new foreign markets)  

 Market-seeking 

mode (the firm is 

themselves actively 

searching for new 

suitable markets to 

expand to) 

 Electronic marketing 

(Firm use the 

internet to identify 

the potential 

customer in new 

foreign markets) 

 

different ways of identifying suitable 
foreign markets for expansion. The 
three different market identification 
tools have been identified by 
Grönroos (1999). 

11. If so explain how 

each can or cannot be 

used! 

 

 We ask for the respondent’s 
thoughts regarding the applicability 
of the different tools for their 
organization.  

12. How will the firm 

tackle that your 

services require high 

levels of knowledge in 

the 

internationalization 

process to a foreign 

market? 

 

Knowledge-intensive Chung and Enderwick, (2001) and 
Hollensen, (2011) identified the 
difficulty of obtaining knowledge in 
KIBS organizations.  

13. How will the firm 

work towards being 

able to offer the 

knowledge-intensive 

services in several 

foreign markets? 

 

Knowledge-intensive This question is asked in order to 
evaluate if the firm has established a 
process behind the possibility of 
offering their services in foreign 
markets. (Chung & Enderwick, 
2001; Hollensen, 2011) 

14. Is it possible for 

you to export any of 

your services to a 

foreign market? If yes, 

is this of interest and if 

so why, why not? 

15. How does the firm 

view business partners 

in an 

internationalization 

process? 

Market entry mode This question aims to evaluate if the 
services being offered by the case 
company can be exported and if it is 
something of interest. The export 
mode entry mode is identified by 
Ekeledo and Sivakumar (1998) 
Erramilli (1990) and Grönroos 
(1999). The importance of 
understanding if it is possible to 
export the services is also identified 
by Blomstermo et al., (2006) and 
Ekeledo and Sivakumar (2004) who 
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 argue that soft services are non-
exportable.  

15. How does the firm 

view business partners 

in an 

internationalization 

process? 

Business partners 

Network model 

Established by (KÄLLA), including 
the organizations business network 
within the expansion process can 
increase the speed of 
internationalizing along with 
decreased levels of risk and resource 
commitment for the organization. 

16. How does the firm 

identify potential 

business partners? 

 

Business partners 

Network model 

As established in the previous 
question, including business partner 
can be a great option for firms that 
desire to lower the experienced risk, 
resource commitment connected to 
the expansion problem. The 
importance of choosing the most 
suitable business partner is, 
therefore, a vital process for the 
organization 
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Appendix 2 
 

The interview guide used for the semi-structured interview. The basis of the guide is the three 

questions presented below. The connection between the identified determinants and literature 

can be seen in the previous appendix, 1.  

 
Questions Identified Determinants Connection to Literature 

How do you evaluate 

which market to 

establish your business 

in? 

Market Identification 

Economic potential  

Cultural and geographical 

distance 

Political risks, law and regulations 

Competitiveness of the market 

This question will be used in order to 

gather information regarding the 

aspects within the decision of which 

market to enter, chapter 2.5. 

The themes will be used to ask follow 

up question to gather the needed 

information from the respondent. 

What is the firm’s 

thoughts process when 

selecting how to enter a 

new market? 

 

Control 

Sharing competitive knowledge 

Market specific Knowledge 

Market commitment 

Risk 

Competitiveness of market 

Ownership 

This question will be used to gather 

information regarding the determinants 

behind the choice of entry mode, 

chapter 2.6.  

The themes will be used to ask follow 

up question to gather the needed 

information from the respondent. 

How does the firm view 

business partners in an 

internationalisation 

process? And how are 

they identified? 

 

Business partners 

Speed of Internationalisation 

 

Our observations regarding the case 

company proposed the importance of 

the network within the case company. 

As a result, we asked this question 

regarding how they use their network 

within their expansion process within 

China. 
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Appendix 3 
Customers on customer satisfaction 
Below we show the theoretical connections to the questions asked in the survey conducted on 

the case companies’ customers. 

Question. Identified 

Contributing 

factors 

Connection to Literature 

1. Gender Preferences between 

genders. 

The question regarding gender will be used 

to identify differences between the gender’s 

opinion and values regarding customer 

satisfaction. Flint et al., (2011) argues for 

the need to understand the customers’ 

needs and values in order to survive and 

growth as an organization. Stokburger-

Sauer and Teichmann (2013) identified 

differences between the gender’s 

perceptions of luxury brands. Therefore, it is 

important for firms to evaluate the different 

genders experience of the company. 

2. Age Differences between 

age groups. 

As with the previous question the 

customer’s age will be used to determine 

preferences between ages among the 

customers. (Flint et al., 2011) 

3. Was this your first 

time at Aging Off? 

Returning customers By establishing if the customer has been to 

Aging Off before the company can evaluate 

how already “loyal” customers regard the 

company´s service. 

4. What was the 

reason for your visit 

at Aging Off? 

Market research  This question will be used in order to 

analyse the differences in the customer 

satisfaction aspects between the company’s 

departments. (Flint et al., 2011) 

5. How did you find 

Aging Off? 

Adjusted marketing In order to identify and evaluate their 

different marketing tools it is important to 

understand how customer experience the 

company. This question will therefore be 

used to evaluate the efficiency of their 

different marketing activities.  

 

Williams (2008) findings that luxury 

services need to be marketed in a different 

manner then traditional service. 

6. Why did you 

choose Aging Off? 

Competitive 

advantage 

It is important for a company to understand 

why their customers choose the company. 

This can be used to identify competitive 

advantages and further give the company 

marketing topics for future advertisement. 
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7. How do you feel 

about Aging Off 

geographical 

location? 

Geographical location Ford, Gadde, Håkansson, & Snehota, 2011, 

Levitt, 1986 and Grönroos, (1999) 

emphasize the need to be geographically 

close to the customers in order to succed 

with a internationalisation process. This 

question can therefore be used to evaluate 

the company´s current location. 

8. Do you feel that 

Aging Off offers 

innovative services? 

Anticipation 

 

Flint et al., (2011) argument for the need to 

understand a companies’ customers. They 

further argue for the need to anticipate the 

consumer’s values. Furthermore, Hamel & 

Prahalad (1994) argues for the need for 

companies to not only be customer led but 

to anticipate the customers desires and 

values. This decrease the risk companies 

face of falling behind their competitors.  

 

Atwal & Williams (2008) and Ko et al., 

(2017) found that it is especially important 

for luxury firm to stay ahead on the market 

by anticipating their customers’ desires and 

values.  

9. Did you receive 

more than the service 

you expected before 

your visit? 

Anticipation 

Perceived value 

Luxury Service 

This question builds of the foundation 

established by Flint et al., (2011) and Hamel 

& Prahalad (1994) that firms need to 

anticipate what their customer expect from 

the company and offer new and better 

services. To establish customer satisfaction, 

it is important to increase the customers’ 

impression of the perceived value and the 

service they received. (Eggert & Ulaga, 

2002; McDougall & Levesque, 2000) 

Furthermore it is important to offer the 

customer more than a good service, 

perceived value plays a role in overall 

experienced of received service. (McDougall 

& Levesque, 2000) 

 

For a company striving to be seen as a 

luxury brand it is important to provide the 

customer with a luxury experience (Atwal & 

Williams, 2008; Ko et al., 2017). 

10. Do you feel that 

you received a 

luxurious experience 

at Aging Off? 

Brand management 

Customer perception 

The term luxury is hard to define and is very 

individualistic. (Ko et al., 2017) This 

question can therefore be used to evaluate 

how customers view the company and its 

brand image in order to confirm that 

customers and brand management have the 
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same perception of the brand. (Ko et al., 

2017; Flint et al., 2011) 

 

It is further important for the firm and 

customer to define luxury in similar ways. 

(Atwal & Williams, 2008)  

11. Where would you 

position Aging Off in 

the market? Low-end, 

Mid-range, High-end 

and Luxury? 

Brand management 

Luxury service 

Together with the pervious question this 

question will be used to evaluate the 

customers’ perception of the company. (Ko 

et al., 2017; Flint et al., 2011) 

 

12. How do you value 

if a company 

performs CSR or 

charity work? 

CSR and Charities  Haftvedt And Patrick (2016) shows that 

luxury brands participation in CSR, 

charities can decrease the customers’ guilt 

towards consumption and thereby increase 

their sales levels. 

13. Are you happy 

with the result of your 

treatment? 

Core service This question is directly connected to the 

quality of the core service companies offer 

their customers. The quality of core service 

is one of three main aspects within the 

overall customer satisfaction. (McDougall & 

Levesque, 2000) 

14. How happy are 

you with the staff 

friendliness? 

 

 

Relational service The second part of customer satisfaction is 

the relational service experienced. This part 

excludes the quality of the treatment and 

only focus on how a customer experienced 

the staff they were in contact with. 

(McDougall & Levesque, 2000) 

15. Do you feel like 

your total experience 

of your visit to Aging 

Off was worth your 

money? 

 

 

Customer perceived 

value 

The third and final part of customer 

satisfaction is the perceived value. This 

question intends to investigate the 

customers experience of what they received 

from the company, did they get their 

“money’s worth”. (Eggert & Ulaga, 2002; 

McDougall & Levesque, 2000; Zeithaml, 

1988) 

16. Follow up 

question: If no, what 

can we do to 

improve? 

Follow up question: This question gives the 

customers the chance to leave their opinion 

of why and how the company can improve. 
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17. Could you please 

rank these aspects in 

the order they 

contribute to your 

overall satisfaction? 

Put a number inside 

the box, 1 is most 

important and 3 is 

least important. 

Main drivers 

Core service 

Relational service 

Customer perceived 

value 

 

How the customer value different parts of 

customer satisfaction is important in order 

for companies to distribute their recourses 

efficient. By knowing how a company’s 

customers prioritize the aspects within 

customer satisfaction a company can work 

efficient in order to increase customer 

satisfaction. (McDougall & Levesque, 2000) 

18. Would you come 

back for the same of a 

different treatment in 

the future? 

Customer loyalty 

Trust 

Constraints if 

compared to question 

3.  

This question will be used to identify how 

many of the customer would come back, the 

percentage of loyal customers. Returning 

customer is important for economic growth 

and by establishing customer loyalty a 

company can increase the overall customer 

satisfaction. (Ford, Gadde, Håkansson, & 

Snehota, 2011; Levitt, 1986; Grönroos, 

1999) 

19. How would you 

rate your overall 

experience of Aging 

Off? 

Customer satisfaction The overall experience of the customer 

satisfaction will be used in order to assess 

the overall satisfaction of the company’s 

performance today. Further, more this 

measurement provides great possibilities 

along with other questions to compare the 

different departments performances. 

(McDougall & Levesque, 2000) 

 
The answer alternatives for the questions was: 

1. Male/Female 

2. 18-30/31-40/41-50/51-60/60+ 

3. Yes/No 

4. Hormone treatment/Plastic Surgery/Skin management/Intimate Care 

5. Internet/Recommendation/Coupon Voucher/Advertisement/Other 

6. Recommendation/Unique services/Reputation/Best professional service/ Previous 

results 

7. Scale 1 – 5 

8. Scale 1 – 5 

9. Scale 1 – 5 

10.  Yes/No 

11. Low end/Mid range/High end/Luxury 

12.  Scale 1 – 5 

13.  Scale 1 – 5 

14.  Scale 1 – 5 

15. Yes/No 

16.  Text on potential improvement 

17.  Rank Result of treatment/Moneys worth/Staff friendliness 

18.  Yes/No 

19.  Scale 1 – 5  
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Appendix 4 
Management on customer satisfaction 

Questions Identified 

contributing factors 

Connections to Literature 

Have the firm 

identified what 

contributes the most 

to customer 

satisfaction? If so, 

which one and how 

did the firm identify 

it? 

Main drivers  

Market research 

Continuous measuring 

McDougall and Levesque (2000) argue the 

need to management to identify the main 

driving force for customer satisfaction to 

be able to understand and thereby also 

streamline their resources. 

How is the firm 

currently working 

with foreseeing what 

your customers will 

want in the future 

and who are involved 

in this process? 

Anticipation 

Organization vision 

Hamal and Prahalad (1994) argue the need 

to implement and future thinking to be 

able to foresee the customers future 

perceived value. They further emphasis the 

need for the foreseeing to be a vision of the 

whole organization and not the vision of a 

single individual. The aim is to predict the 

future before it arrives. 

Does the firm today 

critically evaluate the 

internal processes 

connected to 

customer 

satisfaction? If so, 

how? 

Anticipation  

Customer perceived 

value 

Hamal and Prahalad (1994) argues the 

need to revisit and critically evaluate 

continuously in order to steer the firm 

along the imagined path and be able to 

adjust to an ever-changing market. 

How does the firm 

market your services 

today and how does it 

differentiate in 

comparison to other 

marketing 

techniques? 

Adjusted Marketing Atwal and Williams (2008) argue that the 

marketing of luxury products need to 

differentiate compared to traditional good 

in order to cater to the right customer 

segment. This is showcasing a company’s 

understanding of that aspect to marketing 

luxury services.  

Have the company 

conducted any studies 

on your clients within 

your market segment 

to understand what 

they desire? 

Brand management  

Customer perceived 

value 

Market research 

Kapferer and Laurent (2016) in Ko et al., 

(2017) found in their study that luxury 

goods and services are perceived 

differently in different countries and also 

vary between customers within a firm’s 

segment. It is therefore important for 

companies to understand their market 

segment. 

 

 

 

 


