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ABSTRACT 
 

Program: MIMA student – International business and Entrepreneurship 

Course name:  Master Thesis (EFO705) 

Title:  Internationalization Motivations – difference in Swedish and Thai 

Entrepreneurs 

Authors:  Pinijnan Sukasemsarn   811204-T085 

Thananthorn Biaobanchong  850519-T042 

Supervisor: Sven-Åke Nyström 

Purpose: The purpose of the study is to investigate firstly, the motivations of Swedish 

and Thai entrepreneurs toward internationalization business by exporting and 

secondly, the similarity motivation in going internationalization among 

Swedish and Thai entrepreneurs. 

Method: The multiple cases design is used in this report by conducting semi-structured 

interview in order to “generate understanding of the study” (Stenbacka, 2001). 

Two Swedish companies and three Thai companies have been interviewed. 

Empirical data was collected by face to face and telephone interview for 

Swedish companies and e-mail for Thai companies.  

Conclusion: Both Swedish and Thai entrepreneurs are motivated by both internal and 

external factors in term of going internationalization. However, there are 

dissimilarities in each motivation factors.  

Keyword: Entrepreneur, Motivation, Internationalization 
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CHAPTER 1 INTRODUCTION 
 

In this chapter, a brief background including problem and purpose in writing this report is 

presented. Later, scope of research is given as well as target groups who benefit from reading 

this report. Lastly, a whole chapter instruction in this report is in brief. 

 

1.1 BACKGROUND 

The issue of internationalization is becoming more important and relevant to firms all over 

the world. International business has played an important role in economics development in 

many countries. Entry mode of the company during internationalization market has been 

concerned as one of the factors. Each of the firms decides to come out by using different kind 

of method such as franchising, licensing, turnkey contract, joint ventures, or wholly own 

subsidiaries (Charles, 2007). It depends on different business plans, business characteristics, 

or business strategies. However, it can create various opportunities in emerging new markets 

such as new consumers based, competitive advantage, or increase income.  

 

When discussing about the process of internationalization, the persons whom cannot be 

ignored are entrepreneurs. As firms will not be set up at the same time the process will not be 

triggered without entrepreneurs (Boddewyn, 1988 cited in Andersson, 2000). They also 

respond directly in decision making as well as having authority and set firm’s strategy 

according to their own visionary. They are group of people who have special character traits 

such as opportunistic, innovative, the survival instinct, need for achievement, self-motivation, 

and vision (Burns, 2005).   

 

1.2 SELECTED COUNTRY 

There are both marketer point of view – many environmental factors such as barrier of trades, 

politics, government policy, law and regulation and technological improvement or changing 

and consumer point of view – consumer behavior, related to macro business. It means that 

there are many active competitors in a current market. Thus, enterprises have to increase their 

production line potential, create new innovative products or boost up their competitive 

advantage – cost leadership or differentiation.  
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Presently in the business world, it is a bit out of date for separating domestic and foreign area 

of business. The international business has shifted to new concept among many players in the 

competition market. A growing resemblance between countries, decreasing tariff barrier, and 

quota, including technological development have played important role for some products 

based on the requirement of each country. It can create product differentiation (Nordstrom, 

1991). Alexandrides (1971) cited in Javalgi, Griffith and White (2003), p. 189 mentioned 

that, “when a manufacturing exporters perceived lower trade barriers to internationalizing, 

they tended to have a more positive attitude toward expanding internationally.”  

 

Sweden and Thai are the interesting countries for us because these two countries have located 

in different continent with the different target markets and environmental factors. According 

to Johanson and Vahlne (1977, 1990) cited in Oviatt and McDougall (2005) p. 540 that “the 

initial internationalization activities of many firms were targeted to psychically close markets 

and used the less committed modes of entry such as exporting.” It means that exporting is the 

starting point of going internationalization. With this kind of entry mode, firms may gather 

knowledge and experience around their home country for their future investment abroad. In 

next section, background of exporting in Sweden and Thai will be presented.  

1.2.1 Sweden 
In late 1980s, Sweden originally had shortfall in economics due to more importing than 

exporting. As a result, the country faced serious economics crisis in 1990s. However, the 

taxes and social security of a country system had changed to be more controllable in the 

financial department of public sector. Meanwhile, “natural resources – minerals and forest 

areas” (Sustainable Development Indicators for Sweden – first set 2001 [SDIS], p. 10) were 

taken places in fundamental industries. Consequently, newly enterprises were approximately 

increased. According to Sweden’s leading business and credit information agency – UC 

mentioned that number of these new firms may boost up continuously since then (SDIS, 

2001, p.37). Later in 1992, economics especially in export was grown solidly. One of the 

reasons was driven by devaluing of Swedish krona (SDIS, 2001). Regarding statistics 

Sweden, it showed the export amount of year 2008 (1194.6 SEK billion) has been increased 

from year 2007 (1140.2 billion SEK) at 54.4 billion SEK1.  

                                                            

1 URL: http://www.scb.se/HA0201-EN 
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The Swedish government policies pay attention in small and medium enterprises. These firms 

are considered that the more they are vigorous international the more they have important 

role in country exports. But for smaller firms, they are likely to have less export volume. In 

order to stimulate this volume to get higher, one of the policies from ministry of foreign trade 

has contemplated the export loan. It can help enterprises more or less to reduce business risk 

as well as increase business competition2. In addition Swedish trade council which provided 

information such as new ideas and new markets to assist, improve business development and 

bring or support Swedish entrepreneurs abroad3. 

1.2.2 Thailand 
Previously till year 1985, Thailand economics had been changed from agricultural products – 

rice, fisheries and food exporting to industrial products – clothing, shoes, computer parts and 

electrical circuit4. From that time forth, exporters have been supported by ministry of 

commerce and other relevant departments such as department of export promotion [DEP] or 

export-import bank [EXIM bank] cooperated with ministry of financial. These organizations 

urge and support Thai exporters. For example, DEP held Thailand exhibitions and 

international trade fairs activities for those exporters in order to increase export of 

agricultural product5. Or EXIM bank collaborated with Thai entrepreneurs to increase 

liquidity, and export credit insurance coverage6.  

 

In Thailand, the rising of number of SME registration in first half of year 2008 was 3,784 

firms, which is higher than the same period of year 2007 at 5.71%7. Also ministry of 

commerce plays an important role in stimulating Thai enterprises internationalization. For 

example, since economics crisis has been occurred in past few years, new strategy had been 

launched to pay more attention in Indian market where has been viewed as both high latency, 

and high purchasing power8. Meanwhile, the developed countries have many different 

characteristics such as infrastructure, culture, and customer behavior.  

 

                                                            

2 http://www.sweden.gov.se/sb/d/9084/a/81746 
3 http://www.swedishtrade.se/english 
4 http://www.tdri.or.th/m33_abs.htm 
5 http://www.depthai.go.th/กรมสงเสรมการสงออก/ยทธศาสตรกลยทธและแผนการสงเสรมการสงออก/tabid/62/Default.aspx 
6 http://www.exim.go.th/eng/index.asp 
7http://www.dbd.go.th/mainsite/index.php?id=67&no_cache=1&tx_ttnews[pS]=1214845200&tx_ttnews[pL]=2
678399&tx_ttnews[arc]=1&tx_ttnews[tt_news]=32236&tx_ttnews[backPid]=1504&cHash=5352374d61 
8 http://www.newswit.com/news/2009-01-29/93cf07c69463408b66b72a6155f163f5/ 
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1.3 PROBLEM STATEMENT  

As mentioned earlier, there are many firms to do internationalization due to the decision of 

the entrepreneur in the firm. There are several studies showed that entrepreneurs have gone in 

international markets by difference kind of entry mode. However, neither the trigger 

entrepreneurs’ motivation nor the comparison between Swedish and Thai entrepreneurs has 

been studied. So we are interested in the factors that trigger entrepreneur’s motivation when 

going internationalization business. Certainly, most of entrepreneurs are in all the same 

groups. It can be said that they have one goal to increase their income but for different 

reasons. It may be for satisfying themselves, or others – family (Delmar, 2001/4).  

 

Do the motivational factors differ in Swedish and Thai entrepreneurs in going abroad? 

 

1.4 PURPOSE 

The aim of this report is to investigate particular purposes; firstly, the motivations of Swedish 

and Thai entrepreneurs toward internationalization business and secondly, the similarity 

motivation in going internationalization among Swedish and Thai entrepreneurs will be 

studied.  

 

We decided to go deeper to get more practical result. We also want to see the difference of 

two countries. In this study we choose Sweden and Thai entrepreneurs. Study of Benzing, 

Chu and Kara (2009), p.63, showed that entrepreneurs’ motivation will be different according 

to “country, gender and possibly religion”. In this report we will find out the factors that drive 

these entrepreneurs decide to go internationalization. Thus, the result can show us which 

motivation is behind their decision and why they have done internationalization.  

 

As we mentioned in the introduction, international market is an attractive place for every 

firms. It may seem struggle for competition, but it is a good opportunities to create high profit 

and advantages to firms. However, there are various kinds of factors that force firm to go to 

international market which decision will be processed by entrepreneurs. Thus, it is interesting 

to find out what have Thai and Swedish entrepreneurs been motivated to do international 

business. 
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1.5 SCOPE OF THE RESEARCH 

The research will be studied in the area of entrepreneurs’ motivation. The target respondents 

are both Swedish and Thai owners. However, the specific industries will not be identified.  

 

1.6 TARGET GROUP 

A target group of this study is those students who are interested or study in a field of 

entrepreneurial international business. The study may provide similar or dissimilar results in 

entrepreneurial motivation in non specific industries. It will help readers to have more 

behavioral understanding about an international market business, since there is higher risk 

comparing with doing business investment in one internal country. Another point, this report 

will be helpful for any entrepreneurs who plan or want to expand their business abroad, and 

will also contribute to international business literature in general. 

 

1.7 DISPOSITION 

The disposition will give an overall picture of this report structure starting from chapter two. 

There are totally four chapters in the remaining part of this report.  

 

The second chapter will be divided into two parts which are research design and research 

methodology. It will be included data sources from both secondary and primary data as well 

as data collection method will be presented as well as method problem. Moreover, interview 

questions can be seen in the appendix.  

 

The third chapter will present about literature review which related to entrepreneurs, 

motivation, and internationalization. Research is included others’ related literature studies. 

Furthermore, conceptual framework of this study will be showed in figure.   

 

The fourth chapter will describe about the empirical data from the interviews both Swedish 

and Thai entrepreneurs. There are two sections which are the empirical results from Swedish 

entrepreneurs, and then Thai entrepreneurs respectively.  

 

Lastly, the fifth chapter will show the analysis and conclusion. In this chapter, the analysis of 

data will be found after empirical results which have been showed in previous chapter. 

Entrepreneurs’ motivation between Swedish and Thai will be compared. In addition, the 

conclusion of the result will be presented as well as further study.  
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CHAPTER 2 METHODOLOGY 

 
This chapter is divided into two parts which are research design and research methodology. 

In the research methodology, data sources, and data collection method are presented. In 

addition, method problem is shown.  

 

2.1 RESEARCH DESIGN 

There are two kinds of research approach which are quantitative, and qualitative. Quantitative 

research is mostly conducted by using questionnaire in a study of attitudes, values or 

perceptions (Holme and Solvang, 1997). While qualitative research approach is used to gain 

better or in-depth understanding of respondents such as case study, participant observation, 

direct observation, and unstructured interviewing. 

 

In this report, interview method is chosen. According to Fisher (2007) there are three kinds of 

interviews which are open interview, pre-coded interview and semi-structured interview. In 

open interview, informal conversation is employed. Most of the time, interviewees will be 

directed the interview. It means that the next question, which the interviewers will ask, will 

be derived from what the interviewees have answered earlier. Whereas, pre-coded interview 

is managed by interviewers or researchers.  A prepared script will be used in order that 

interviewers will not get distract and get to the point of study. Semi-structured interview is a 

method between open and pre-coded interview. In our report, semi-structured interview is 

used.  

 

For primary data collection in this study, both personal interview and e-mail interview are 

used to get deeper understanding. Interviewers follow a script to ask interviewees main topics 

and issues to achieve necessary information in a research (Fisher, 2007).  

 

2.2 RESEARCH PROCESS 

2.2.1 Secondary Data Sources 

Data is gathered from both primary and secondary data sources. Secondary data sources are 

studied in order to have enough information to conduct a primary data. Information is 

searched from several sources such as online database, journal including reliable internet 

websites whereas primary data is conducted by mail and personal interview.  
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According to Fisher (2007), there are both kinds of journal which are academic (peers 

review) and profession or trade journal (non peer review). The difference between these two 

is peer review version is more academic if compare with another mostly wrote by managers. 

Since this is an academic dissertation, peers review journals are used more than any others. 

The journal, where the new information is always updated, one of our main sources in this 

study as well. Most of the literature reviews are retrieved from online for full text databases, 

which provided by university library such as emerald, ABI/ Inform database at the same time 

as theories are employed from textbooks as well as dissertation format. Furthermore, the 

World Wide Web sources are used for supporting information and online theses (previous 

dissertations).  

 

2.2.2 Primary Data Sources 

Concerning Patton (1991) cited in Hyde (2000), “qualitative methods produce a wealth of 

detailed data on a small number of individuals” as well as to “generate understanding of the 

study” (Stenbacka, 2001). As a result, qualitative method is chosen as our primary data in this 

report. It is helpful to use qualitative data to analyze and make a conclusion. In the process, 

pre-coded interview is used. Seven English questions (see appendix) are listed and asked. 

There is a cover page attached along to inform interviewees of what their contribution would 

take part including the purpose and use of this study (Fisher, 2007). For Swedish 

entrepreneurs interviewees are contacted by using Mr. Nyström, our supervisor’s personal 

network, whereas all Thai entrepreneurs’ interviewees are contacted from our personal 

network. However, we have made sure that all interviewees would contribute the answers to 

all the questions as well as they have one of the entry modes as their internationalization 

processes. 

 

2.2.3 Data Collection 

Regarding Yin (1994) cited in Opoku (2006) number of cases in each research study is same 

as number of experiments have been done. The more experiments are the more accurate 

results are. So it applied to this study that several case of interviews are better than only 

single case. As a result, two Swedish entrepreneurs and three Thai entrepreneurs are 

interviewed in this study. 

 

Stages of organizing the interview are referred (Fisher, 2007). The interview method is used 

for Swedish entrepreneurs. However, there are two different ways. For the first Swedish 
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interviewee, face to face interviews are applied through our supervisor’s personal network. 

Later, script preparation is arranged in order to avoid non logical questions. Seven English 

questions are sent to Swedish entrepreneur interviewees by e-mail before interviewing date. 

During the face to face interview, audio recording is used in order that some information will 

not be missed out.  

 

For the second Swedish interviewee, telephone interview is used. Also seven English 

questions are sent to Swedish entrepreneur interviewees by e-mail before telephone interview 

is made. In addition, the same seven English questions are sent by e-mail to Thai 

entrepreneurs.  

 

2.3 METHOD PROBLEMS 

According to our data collection method which is interview, only two respondents from 

Sweden and three respondents from Thailand are asked. If we had interviewed more, the 

result in differentiation would have clearer.  

 

Secondly, with the time (five hours) difference between Thailand and Sweden, e-mail method 

is the most convenient and most economical method in asking respondent questions. In some 

parts that interviewers have not understood, questions are asked and let interviewees to add 

more details immediately.  

 

Thirdly, language difficulty, since we ask Swedish interviewees in English, it may cause 

misunderstanding in questions and answers. However, this problem is solved by using easy 

and non jargon words to interviewees. Plus, questions are asked immediately if their replies 

are unclear to the interviewers. For Thai interviewees, questions are asked in Thai and then 

translated into English before adding into reports. 
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CHAPTER 3 LITERATURE REVIEW 

 
There are two main parts in this chapter. First of all, entrepreneurial definition, motivation, 

internationalization and choice of entry are discussed along together with related literature. 

Next, conceptual framework of this report is viewed. 

 

3.1 ENTREPRENEURS’ DEFINITION 

There are many definitions of “entrepreneur”. Starting from middle age, regarding Hoselitz 

(1951) cited in Swedberg (2000), its meaning in French is ‘to do something’. Meanings were 

given in several fields of study such as “economics, sociology, psychology and economic 

history”, Swedberg (2000) p. 11. Later, Joseph Schumpeter defined that entrepreneurs are 

persons to carry new combination (enterprises), they also developed new combination of five 

cases that are, new products quality, new manufacturing method, new market, new supply of 

raw materials and new organization of industry, Schumpeter cited in Swedberg (2000). In 

other words, entrepreneurs get things done where inventors create ideas.  

  

Moreover, Max Weber gave the definition that “entrepreneurship means the taking over and 

organization of some part of an economy, in which people’s needs are satisfied through 

exchange, for the sake of making a profit and at one’s own economic risk”, Swedberg (2000), 

p. 26. From the definition, entrepreneurs do something that relate to the economics either in a 

country or in a globalization. They comply with their pleasure by trading things to things 

such as the opportunity in the markets with a profit or loss.  

 

Burn entrepreneurship’s definition is “to use innovation to exploit or create change and 

opportunity for the purpose of making profit. Entrepreneurs do this by shifting economic 

resource from an area of lower productivity into an area of higher productivity and greater 

yield, accepting a high degree of risk and uncertainty in doing so” (Burns 2008, p. 9). 

Entrepreneurs use the resources in hand to produce without knowing outcome of the 

investment for either loss or profit in their future. It is a kind of risk which they will face 

because in doing business, they may encounter uncertainty situation.  

 

Stauss (1944) mentioned that entrepreneurs have fully empowered to his or her coordinator, 

employees including making decision because of their ownership.  However, according to 
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traditional and modern economy in his study, centralization and decentralization are 

discussed. It is not necessary to be centralization – decision making by only owner of the 

company, but in another way around, another person in firm may have authority to make 

decision in modern economy.  

 

Last but not least, Penrose (1995) defined the entrepreneurs’ definition that either a person or 

groups provide entrepreneurial services. These persons, who purpose new idea related to 

places, products together with new environmental changing (technology) as well as convey to 

choice of method of expansion, may have any position in the firms. Additionally, the decision 

may result in expanding profitability of the firms. 

 

There is several meaning of entrepreneurs from each study; however, motivation can lead to 

actions for some entrepreneurs. Unfortunately, with the result of investment, they have not 

known what the outcome will be in the future so they take risk and encounter of uncertainty. 

The motivation concept and other related studies will be presented in next part of this 

literature review for more understanding.  

 

3.2 MOTIVATION 

Motivation has been mentioned in many different definitions. In the early studied, it related to 

instinctive in animal but body and mind in human. However, Renee Descartes claimed that 

humanity had instinct of needing. It could be said that human acted natural way to respond 

from survival which controlled by body. Or later, motivation theory was studied and related 

to biological viewpoint by Darwinism, or behavioral theory and motivation by Sigmund 

Freud (Johnsson and Kongsinsuwan, 2008). 

 

Afterward, one of a well-known motivation theory is Maslow’s hierarchy of needs. It is a 

basic need for human to satisfy oneself. It can divide into five steps starting from basic that 

are “basic physiological needs”, “safety from external danger”, “love, affection and social 

activity”, “self-esteem” and “self-accomplishment” (Dye, Mills and Weatherbee, 2005, p. 

1377). It is a basic need that each step must be satisfied. Without any need fulfillment in the 

previous step, next hierarchy seems impossible to reach. The hierarchy can be explained as 

Figure 3.1 
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Figure 3.1: Maslow’s hierarchy of needs  
Source: Authors’ creation from Herbig and Genestre (1997) p. 563 
 

Soon after the Maslow’s hierarchy of needs theory, Clark Hull whose one of idea, Drive 

theory, shows that reward can strengthen motivation to individual’s satisfaction. It as well 

relates to environmental factors which shape motivation. Next is Skinner who studied 

positive reward can strengthen behavior. Then Carl Rogers who believed there is a relation 

among self-actualization in working and need of approval and acceptance from environment 

(Johnsson and Kongsinsuwan, 2008).  

 

3.3 INTERNAL MOTIVATION OF ENTREPRENEURS 
A person may perceive the situation and interpret the information differently regarding one’s 

previous experiences so one may consider the same situation as opportunity whereas another 

may consider as problem (Delmar, 2001/4). There are both internal and external motivations 

in persons. In order to add more understanding on entrepreneurial characteristics, related 

motivation theories will be presented in the next section.  

 

Physiological needs 

Security needs 

Social needs 

Self-esteem needs 

Self -
actualization
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Schumpeter cited in Swedberg (2000), p. 70, he defined three motivations of entrepreneurs as 

the following:  

1) “The dream and the will to found a private kingdom” – a wishing for power and 

independence.  

 2) “The will to conquer” – a determination to accomplish. 

 3) “The joy of creating” – a happiness once things done. 

 

However, there are some similar theories from others who mentioned motive of 

entrepreneurs: 

 

3.3.1 Intrinsic and extrinsic theory 

Intrinsic and extrinsic motivations are inside one’s need such as self-fulfillment and arouse 

by environmental factors such as economic reasons respectively (Benzing et al., 2009). Or 

Franken (2002) defined intrinsic motivation that “the inherent tendency to seek out novelty 

and challenge, to extend and exercise one’s capacities, to explore and learn (Ryan & Deci 

2000, p. 70)”. Where as Csikszentmihalyi (1990; 1999) cited in Franken (2002) the extrinsic 

motivation can be “for money or recognition”. 

 

3.3.2 Push and pull theory 

A theory that related to motivation, also explained internal (pull) and external (push) factors. 

In order that entrepreneurs can start business, pull factors are “one’s owner boss, increase 

wealth, change lifestyle or use one’s experience and knowledge can attract individuals to 

entrepreneurship” (Birley and Westhead, 1994; Burke et al., 2002 cited in Benzing et al., 

2009, p.62). Whereas push factors are “external negative condition that related to persons 

such as unemployment and retrenchment, a low paying job with little upward mobility or a 

desire to escape supervision” (Curran and Blackburn, 2001; Moore and Buttner, 1997 cited in 

Benzing et al., 2009, p. 62). Or in another study by Johnsson and Kongsinsuwan, 2008, p. 15 

that “negative factors (push) such as dissatisfaction with existing employment, loss of 

employment and career setback while positive factors (pull) such as early training and 

exposure to business which encourages the search for business opportunities (Mueller & 

Thomas 2001, p. 54)”. In the same study, family, education and career experience are 

external motivation factors, there are, however, included as one of pull and push motivation 

factors.  

 



Mälardalen Högskola                                                                                                  Master Thesis Group 2265 

 13

3.3.3 Need for achievement 

Regarding McClelland (1961), entrepreneur who have high need of achievement, may refer 

to have high venture creation. In addition, the characteristic of situation will be chosen 

according to “individual responsibility, moderate risk taking as a function of skill, knowledge 

of results of decisions, novel instrument activity and anticipation of future possibilities” 

(McClelland cited in Delmar 1996, p. 14). Moreover, need for achievement is associated 

because of entrepreneurs’ satisfaction not money. McClelland considered that money is only 

a reward for entrepreneurs to indicate the successful in one’s doing. 

 

McClelland cited in Greenfield and Strickon (1981) also mentioned that some societies 

concerned in economic development promotion. It can be guided from childhood experiences 

and result in need for achievement, which considered as one of psychological factor 

motivation, later on. 

 

3.3.4 Locus of control 

Rotter (1966) cited in Delmar (2001/4) individual’s achievement affects belief in either 

internal control – characteristics or behavior or external control – luck or external factor.  

 

3.3.5 Risk-taking propensity 

According to Tversky (1979) cited in Delmar (2001/4), person will be risk averse or risk 

seeking depends on situation perception. If the person perceives win in the situation, one will 

be risk averse. If not, one will be risk seeker. In the study of entrepreneurs in Delmar 

(2001/4) showed that risk taking depends on degree of entrepreneurs’ competency (Heath and 

Tversky, 1991) or degree of succession (Ray, 1986; 1994). Moreover, it depends on “age, 

motivation, business experience, number of years in business and education” (Schwer and 

Yucelt, 1984). Long – short term concerns risk taking if entrepreneur believe that new 

venture will lessen long term risk, one may accept risk of launching new venture (Tsur, 

Sternberg and Hochman, 1990 cited in Delmar, 2001/4). 

 

The study of Benzing et al. (2009) showed that motivation, factors contributing their success 

and failure. Income, job security and autonomy were motive factors for respondents to start 

their own business. Then, reputation for honesty and friendliness were success variable 

whereas tax structure and unreliable employees. 
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3.4 INTERNATIONALIZATION PROCESS AND EXTERNAL MOTIVATION 

3.4.1 Triggers to Internationalization 

According to Andersson, 2000, p. 68, “internationalization is defined as the process of 

increasing involvement in international operation. It includes market choice and choice of 

entry mode.” This process can be observed as a form of growth (Nordstrom, 1991). The 

fundamental reason for internationalization is to make money in almost firms but “no factor 

alone accounts for any given action, usually a mixture of factors results in companies taking 

steps in a given position” (Hollensen, 2004, p. 31). Firms can create new potentially markets, 

more profitable markets and foreign market expansion by increasing firms’ competitiveness 

(Hollensen, 2004, p. 64).  

 

3.4.2 Export Entry Mode 

When firms decide to penetrate another international market, they have to find out the best 

mode of entry. There are six different modes which firm can apply to use as their strategy 

when enter to foreign market which are exporting, turnkey projects, licensing, franchising, 

establishing joint ventures, and setting up a new wholly owned subsidiary in the host country. 

In this report we are going to apply export mode only. The export mode is appeared when 

firms expand their business by selling their product to agency in the foreign market only. 

Firm can avoids the costs of establishing manufacturing operations in the host country and 

firm is able to achieve experience curve and location economics when using this mode 

(Charles, 2007). This entry mode also has advantages to firm by offering low risk and quite 

small commitment (Hollensen, 2004, page 274).  

 

Moreover, Lindqvist (1991) mentioned that “direct exports to foreign customers, is often 

most important during early stages of internationalization, when occasional sales takes place 

in response to perceived opportunities”. 

 

3.4.3 Market Selection  

Firms have to find the right market when decide going internationalization. The uncertainty 

can be caused due to “lack of knowledge in local business conditions, customers, 

bureaucratic procedures, foreign exchange-rate fluctuations, tariff and non-tariff barriers as 

well as how to get information all add to the perceived uncertainty and thus to the degree of 

foreignness” (Nordstrom, 1991). However, a target country will lead to difference marketing 

program which is the key determinant for success or failure of going internationalization. The 
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nature of the chosen target country shapes the company’s ability to manage foreign 

operations (Hollensen, 2004). There are three diverse criteria which firm uses when making 

market selection; psychic distance, cultural distance, and geographical distance.  

 

Psychic distance can be defined as “factors preventing or disturbing the flows of information 

between firms and markets in terms of differences in language, culture, political systems, 

level of education, levels of industrial development, etc” (Johanson & Wiedersheim-Paul, in 

Buckley & Ghauri, 1999 cited in Jonsson, 2008).  

 

Geographical distance is the location between two countries. Low geographic distance is 

easier for company to expand their business to that country due to firm will feel similar and 

have knowledge about that market (Hollensen, 2004). 

 

3.4.4 Influencing Factors  

There are many factors that affect the internationalization process some are positive and some 

are negative. So firm has to spend time to find out the factor while expanding 

internationalization (Hollensen, 2004).  

 

The Uppsala internationalization model has developed by Vahne, Wiedersheim-Paul, Hornell 

and Johanson in the 70’s. This model explained and contributed experience/ knowledge-

based (Nordstrom, 1991). It can be divided international firm into two groups which are 

environmental factor (external) and company characteristics (internal). The environmental 

factors are political and legal factors such as trade barriers, and political and economical 

(Hollensen, 2004). Furthermore, Nordstrom (1991) claimed Uppsala researchers noted two 

points that firms would start their business near home market then, increasingly expand their 

markets farther. Secondly, Swedish manufacturing firms would rather expand their business 

by export than sales organizations or manufacturing subsidiaries initially. Later, wholly-

owned company would be enlarged.  

 

3.4.5 External Motives 

Proactive and reactive behaviours are two different behaviours of motives for going 

international of firms. Reactive behaviour is the way that firms respond to their internal or 

external pressures. Meanwhile, proactive behaviour is the firms’ interests in exploiting 

unique competences or market possibilities. Reactive motive can be described as competitive 
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pressures. Firms can be influenced by their competitors for internationalization. Home market 

is one factor that trigger firm to going abroad if home market is too small. If the firm receives 

unsolicited orders domestically or abroad, it might become aware of export opportunities. 

Proactive motive is able to create future profit when firms expand to other market and 

produces a unique product. It is not available in other country, however, it can provide firms 

with competitiveness of differentiate that can be suitable for internationalization. (Albaum et 

al, 1994, p. 31; Hollensen, 2003, p. 31, Czinkota & Ronkainen, 2001, page 267 cited in 

Jonsson, 2008). 

 

According to Dunning (1993), he introduced a model of internationalization motives which 

including four different categories. There are market seeking, resource seeking, efficiency 

seeking and strategic resource seeking motives. He stated that market and resource seeking 

motives is the top categories. Overall, efficiency seeking and strategic asset seeking motives 

boost up in significance and more common as motives for firms already engaged in 

multinational activity. He also stated that the relationship of firms with their network, 

customers and supplier, were the main important motives which drive firm to run the 

business. Furthermore, he concluded that internationalization was driven by opportunities 

rather than threats (Dunning, 2000). 

 

According to Karagozoglu and Lindell (1998), they stated that the market and resource 

seeking motives are opportunities in foreign markets and inquiries from foreign buyers. 

While Francis and Collins-Dodd (2000) claimed that network is important part of firm when 

they are going to international market. As for high-tech SMEs relationships and sales contacts 

in foreign markets are the best way for improving sales abroad. They also stress the 

importance of strategic alliances partners in order to improve foreign market performance. 

 

In the study of Rutashobya and Jaensson, (2004) stated that “there is positive relationship 

between export expansion and economic growth in Tanzania. Moreover exports are critical to 

the development process of economies as well as, internationalization development. It 

motivated by the fact that promoting partnering and a network is one of strategies for global 

development”. 
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From the above review, external factors seem to play important role for those entrepreneurs 

who want to go globalization. It depends on each person to consider when and where to grab 

those opportunities.  

 

3.4.5.1 Market seeker 

First motive is focused on demand aspects. Market seeker is the firm that intent to supply 

their offering to any particular country. Their motivation is derived from their decision 

maker. If they think and believe that it is importance for firm to access to particular country 

market, they will focus on market seeking motives. 

 

According to Dunning (1993), there are many reasons that firms decide to go international 

market such as sheer size of the market, expected growth of the same, and generate profit. 

Firms may follow their competitors to global market. They will be as a part of a global 

production and marketing strategy and seek a physical presence on leading markets where the 

competitors are. Home market of the firms is one of the reasons that force firms go outside. If 

home market is saturated, limited, a lot of competitors, or not create any more profit, or firms 

can no longer expand it business, the firms need to find other market which they can sustain 

their business. He also mentioned that some firms have to follow their customers and 

suppliers to maintain their business. If the customers go to other country, it will be important 

for company to keep them in the network. By expansion the business it can be done in 

horizontal or vertical or geographic expansion (Nordstrom, 1991).  

 

Government is one important factor that able to encourage the foreign firm to invest and 

expand their business to their country. The governments have power and authority to set the 

trade policy such as trade barrier, labor policy, improving infrastructure. In the other hand, 

government is also important factor to encourage their home firm to going international 

market by their policy, education, and training (Harris & Wheeler, 2005). 

 

3.4.5.2 Network seekers 

According to Dimitratos and Plakoyiannaki (2003), stated that network can be described as a 

dimension of international entrepreneurial culture. Apart from network, relations and 

collaborations with external partners are also important. It can show in term of alliance, 

cooperative ventures, and other form of social relation. Networks can be developed as 

personal connections, supplier- relations and contractual cooperation. 
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The diversity of the firm’s network is more important than the size of the network which 

creates opportunity to gain more information or resource than domestic network (Chen & 

Huang, 2004). The network allow firm to gain the information outside the company that 

normally difficult to get (Yeoh, 2000). The strong inter-personal relationship are able to build 

international strategy by provide firm to develop knowledge, understanding visions, and 

plans for the internationalization of the firms (Harris and Wheeler, 2005). 

 

3.5 CONCEPTUAL FRAMEWORK 

In accordance with Fisher (2007), conceptual framework can help readers to understand the 

concepts used in the report. It also can show the connections and relationship between 

variables. There are many types of frameworks such as cause and effect, stages in a process, 

hierarchical relationships, maps and coordinates. This report will be presented in cause and 

effect type in order to show the influences on our topic.  

 
Figure 3.2: Conceptual Framework  
Source: Authors’ creation 
 

To demonstrate a clearer concepts use in this report, motivation and internationalization 

process are drawn into a conceptual framework as the above Figure 3.2. According to 

motivation theory, it can be categorized into internal and external motivation. Difference 

theories explained differences type of internal – external motivation. Generally internal 

motivation is intrinsic – extrinsic theory, push – pull factors, need of achievement, locus of 

control and risk taking propensity.  As well as external motivation, there are several theories; 

however, only market seeker and network seeker are mentioned including triggers to 

internationalization and influencing factors. These motivations lead to entrepreneurs’ 

decision making into internationalization process. It will lead to choice of entry mode. 
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CHAPTER 4 EMPIRICAL RESULTS 
 

The empirical interview data is described from method collection in the previous chapter. The 

data is separated into two sections firstly Swedish entrepreneurs and then Thai entrepreneurs.  

  

4.1 SWEDISH ENTREPRENEURS’ INTERVIEW 

4.1.1 Interview 1 

Mr. Eric Lindstrom graduated in economics. Initially, he wanted to be a teacher but he 

continued his study in police academy for three years. After that he became a policeman for 

eleven years. In 1985, he established a security company with his partner. Four years later in 

1989, he sold his company to Securitas. He was hired and promoted to be a manager there. 

During 1996, he took a few years off and helped his wife running hotel and restaurant 

business. However, he came back in security business again. He has been working with 

Securitas since then. Currently, he is a Chief Trade of this company. 

 

Mr. Lindstrom mentioned that company’s main business is to deal things in connection with 

security which is defined “to be specialized in guarding”. Moreover, company classified its 

customers according to business segmentation such as transportation, port, nuclear power 

plant, or hospital. In the exporting, Portugal was the first country that company expanded its 

business in the Eastern Europe because it was good opportunities in this area due to the 

lacking of security knowledge. As a matter of fact, company got bigger market into 

Scandinavian countries, Spain, Switzerland, France, Poland, Hungary and other countries 

around Europe. Soon after, there are in USA, China and India. 

 

Securitas expands its business in other countries mostly by selective buying existing security 

firms. The possibility of growth in each market has been considered as well as the potentiality 

of selective firm. Size of the firms does not matter. Subsequently, company’s knowledge such 

as time sharing or technical arrangement is exported to selective firms.  

 

To compare the company with its competitors in Sweden, Securitas gains 60% of market 

share in security market. However, there is only one big competitor in the world market. 

More importantly, in the choice of going abroad, company views competitor less influential 

than customers. Company’s product is in a form of service to its customers. Long term 
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relationship is one of the most important things company is keeping with customers. 

Moreover, Mr. Erik said that customer is also one of important factors for company 

expansion. In order to serve customer world widely, Securitas should present there. For 

example, Securitas has signed a contract with one of international customer. Company should 

exist in that market once the establishment of his customer. 

 

Lastly, Swedish government had less supportive in security business. There is no formal 

government policy to support company by contrast, Securitas must follow government high 

standard of employees security systems. Thus, good training with proper protection for 

employees is important. It can be claimed that different policies are applied in different 

countries.  (The above information has been received by interview on May 15, 2009.) 

 

4.1.2 Interview 2 

Ms. Caroline Droeser is a managing director and sales representative, whose father 

established Svenska Industri Borstar Company. After she had graduated in Bachelor’s of 

economics, she continued Germany language study for a certain period of time. Currently, 

she has been running her father’s business since then. 

 

Mentioned the motivation to start up business and exporting, she could not tell exactly 

reason. However, one of the exporting purposes was to spread out product innovation. Since 

one of the company’s main product is the industrial brush (or industrial sweeper – to sweep 

snow/ ice from runway, etc.), the exporting process has taken place to deliver the product to 

other countries.  

 

Since the first country to export has not been recognized, she added that company chooses the 

country to export according to business section in the “temperate climatic zone”. The aviation 

business is one of the company’s customers. In this industry security is the first priority 

especially in “temperate climatic zone countries”. It could be “sleet, freezing rain or rime” 

which may happen to great risk. She raised the example of Canada as one of the company 

export country presently.   

 

Viewing the competitors in market, she mentioned that company would rather concern on 

quality of the products and time of delivery rather than price. Certainly, the products will be 

“maximizing the availability of the system while minimizing the cost of maintenance” 
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whereas delivery products from one place to another place is on time. She raised the example 

of Canada that distance from east to west coast is a bit far. If products need to be delivered, 

the transportation will also be high definitely concern.  

 

In dealing with government, Ms. Droeser said that there is no difficulty with the Swedish 

export council. Nevertheless, they may have some difficulties in the target country’s export 

council. For example, in order to export machine to USA, there is a regulation that 60% of 

the machine must be produced in the country. In this case, her Finnish partner’s products 

have been exported to USA. Her company may get another business support from this partner 

as a substitute. She called this kind of business “the exchange business”. (The above 

information has been received by interview on May 21, 2009.) 

 

4.2 THAI ENTREPRENEURS’ INTERVIEW 

4.2.1 Interview 1  

Mr. Apichit Chantajitpreecha received his Master’s degree from one of American institute. 

However, he mentioned that the degree does not relate to his current export business. His 

parents had retails selling grocery shop in the past. It could say that he had entrepreneurs in 

his family.  

 

After his post graduation, he has been having fifteen years experiences in exporting products 

worldwide. Currently, he has been in exporting firm which initially and entirely exported 

artificial flowers. Accordingly, the volumes of sales in his firm are totally from export orders 

and are normally larger than those domestic sales.” He said that going internationalization is 

more interesting and challenging than domestic markets because there are many factors to be 

considered such as market, consumer or product competitiveness. 

 

Mr. Chantajitpreecha told that his first country in exporting was USA because he saw the 

opportunity in USA market while he was studying his master there. He also mentioned the 

reason he chose this country that “American market is huge due to there is population over 

200 million. Moreover, the value and volume of each order should be much more than any 

other order from other countries” 

 

In the competition, he viewed his products with the ones available in the market that his 

products are competitive enough in hi-end markets. He said that local products are much 
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more expensive than his because of higher labor cost. Distinctively, since his products are 

mostly hand-made, similar products from different companies will be made uniquely to the 

workers’ skills and experiences belonging to each individual company. As a result, 

competitors have not affected his choice of going abroad.  

 

Regarding suppliers, they do not have much effect on his decision, but rather the availability 

of the raw materials.  If the raw materials are hard to find locally and need to be imported, he 

will have to switch and resort to materials which can be found easily in the market. For 

customers in the new market can be a key decision because he may have to do some research 

on their tastes and needs, some laws and regulations and even cultural influences. 

 

In dealing with Thai and destination’s government, he had been struggling in document 

procedures/ requirements in both Thailand and USA for first few times of exporting in the 

past. After he had exported for a number of times, the difficulties diminished due to the 

document procedures/ requirements were the same. He also mentioned that nowadays, it is 

much easier to Thai exporters due to the supports of many relevant departments such as 

Department of Export Promotion, Ministry of Commerce for export counselling, as well as 

the launching of the application for certificate of origin, trade shows and international 

activities are supportive.  These are government trade agencies whose jobs are to 

promote export business and assist Thai exporters for free.  They also subsidize some export 

activities like exhibiting in foreign trade shows. (The above information has been received by 

e-mail on May 7, 2009.) 

 

4.2.2 Interview 2  

Mr. Wichai Paijitkarnjanakul is the owner and manager of Buaphat Company where is a 

handicraft cycle manufacturer and Thailand exporter. The product category is woman bags 

made of Thai local natural materials such as cotton, bamboo, rattan, krahod (kajud), water 

hyacinth, pahnan. Sometimes, high leather quality and PVC are combined.  

 

He graduated from Ramkhamhaeng University, Bachelor’s degree of political science. He has 

been in business since he was young. He always sold hill tribes’ products, handicraft bed 

sheet or antique style items in the past. It can be mentioned that his family is entrepreneurs 

because his sister also does exporting. Mr. Paijitkarnjanakul’s father is a skillful professional 

Chinese textile designer teacher. Afterward, he had learnt and inherited his father’s 
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experiential knowledge. And this was one of the stimulating motivations to start selling 

handicraft products especially women bags. In the beginning, products were sold 

domestically. From time to time, there were clients who had been foreigner tourists such as 

the Japanese, the American or the European. At this point, he was starting export. The orders 

were increasing gradually. Then, he established a company. 

 

Talking about his first country to export, Japan was it. He mentioned that he has some 

Japanese friends who helped him a lot in gaining market knowledge including market 

demand and Japanese market style.  

 

Mr. Paijitkarnjanakul stated that his competitors generally are Vietnamese and Chinese 

company caused by lower cost of production as a consequence, their products have lower 

selling price. Vietnamese and Chinese focus on middle to low consumer, nevertheless, his 

products focus on high-end consumers due to higher quality. In addition, his uniquely product 

designs which concern on consumer life styles/ needs, meet customers’ preference. 

Competitors have less influential to his company in making a choice of entry as well as 

supplier networking.  

 

Lastly, company was supported in the exporting processes by government. He mentioned that 

at that time, he gained advantages from Thai currency depreciation whereas clients got good 

quality product for lower price. In the obstacle in going other countries, he mentioned 

generally that goods and service taxes (GST) or political problems can be viewed as the 

obstacles in going to other countries. It has affected less volume of products export. (The 

above information has been received by e-mail on May 7, 2009.) 

 

4.2.3 Interview 3  

Ms. Dhanaporn Janjarasskul whose her parents set up Alpine Foods Co., Ltd, is an 

entrepreneurial representative. She graduated BBA from Assumption University, Thailand 

and post graduated MBA from Ashland University, Ohio, USA. Then she came back to 

Thailand after her graduation. She has been working with Alpine Foods, Co., Ltd. since 2001.  

 

She told us previously, her family business strictly focused to motioned picture laboratory, 

related chemical products and photographic chemicals. By the time Alpine foods started 

section of oxygen absorber which is chemical reaction in order to absorb oxygen in food 
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package to preserve shelf life. Then, this was the starting point to enter in food business and 

look for food product to replace ordinary Chinese fortune cookie in the market. 

 

Ms. Janjarasskul mentioned that first country to export fortune cookies was the United States. 

With the experiences in living in United States for couple years, she saw the large 

consumption of this market and opportunities to jump in. It was starting in Chicago and 

Illinois in the busiest location of Thai and authentic restaurants. She said fortune cookies in 

the current market that time were “crispy but tasteless with rancid. Some of customers just 

cracked them up to read fortune inside and tossed away.” It was a good opportunity to export 

fortune cookies, Thong Tham Nai, with fine ingredients and tuck rolled message inside. 

Importantly, there are no preservative added. She also added there are no domestic sell of 

Thong Tham Nai but for export purpose only. 

 

In the competition, the main competitors are Chinese fortune cookie producers which mainly 

focus on low price. However, company concerns for product quality differentiation in 

hygienic productions, products freshness, products natural ingredients without preservative, 

active packaging and definitely delicate tastes.  

 

Regarding the networks, it is vital for company to distributed products since there are other 

kinds of exporting products for her company. Company has contacted some leading food 

importers and agencies as well as distributed through Asian Groceries to restaurants and 

catering services. It could be said that it is collective experiential knowledge in food 

exporting for her company. 

 

Ms. Janjarasskul said that Thailand export department contributes several programs and 

activities to promote Thai products to international market especially for food products. 

There are several leading food exhibition in several countries e.g. ANUGA exhibition in 

Germany, SIAL in France, PRODEXPO in Russia, Natural Food Expo, Summer Fancy 

Foods in USA or Food ex in Japan, etc. Participated to these exhibitions, Alpine Foods had 

met several brokers and agencies from many countries. Then, company had chances to 

promote products with good feedbacks in return. 
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When company decided to enter other markets, firstly, company will focus on what the 

customers’ wants. Then company will look for product to serve those needs. (The above 

information has been received by e-mail on May 11, 2009.) 
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 CHAPTER 5 ANALYSIS AND CONCLUSION 
 

In last chapter, the analysis of the empirical data is shown. Regarding the literature review in 

chapter two and empirical data in chapter four are discussed including the similarities and 

dissimilarities of both Swedish and Thai entrepreneurs. Furthermore, the conclusion after 

analysis is done as well as recommendation for further study is presented. 

 

5.1 ANALYSIS 

In the analysis part, firstly education, career and family background of interviewees from 

both Sweden and Thailand will be analysed. Then, the motivation will be investigated. 

According to the study of Johnsson and Kongsinsuwan (2008), part of motivation theories 

relates to push and pull theory. Moreover, the external motivations will be analyzed by relate 

the selected theories with the empirical data.   

 

5.1.1 Background and motivation in start up business 

Before having or running their own businesses, interviewees have different fields of study 

before that are economics (Lindstrom and Droeser), American institutes (Chantajitpreecha 

and Janjarasskul) and Political sciences (Paijitkarnjanakul). The interviewees graduated from 

either domestic or international institute, they also had different view of opportunities in 

doing business though. From those who graduated from international institute, they looked 

for the opportunities in USA market where and while they were studying. Also, their products 

are produced for exporting purpose only. However, the other of interviewees saw 

opportunities in their domestic markets before going internationalization. By creating change 

and seeing opportunity, it can lead to alter resources from low to high plus unpredictable 

future outcome – profit or loss (Burn, 2008).  

 

All of interviewees have had entrepreneurial family members. For example, Lindstrom 

mentioned about his wife who ran hotel and restaurant business, Chantajitpreecha, 

Janjarasskul and Droeser mentioned about their parents who opened retails shop and 

established business respectively and Paijitkarnjanakul mentioned about his sister who 

established export business. Regarding Johnsson and Kongsinsuwan (2008), even 

entrepreneurial parents have influenced in start up business. Having entrepreneurial family 
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members may influence persons to initiate the business more or less. So both Swedish and 

Thai interviewees have similarity in entrepreneurial family members. 

 

Moreover, the interviewees are risk taking persons rather than risk avoiding. According to 

Ray (1986; 1994), it can be claimed that the business for all of the entrepreneurs have been 

succeed. If business experiences have been analyzed, it can be claimed that their experiences 

can support what they would be going to do next in market differentiation (Schwer and 

Yucelt, 1984). For example, Paijitkarnjanakul had gathered knowledge from his father who 

was a skillful professional Chinese textile designer teacher. Later, he set up company to 

export woman bags products. It can be said that the experiential knowledge can be gathered 

in a certain time.  

 

All of the interviewees can be claimed to have intrinsic motivation rather than extrinsic 

(Benzing et al., 2009; Franken, 2002). They have been running the export business in order to 

satisfy themselves. None of interviewees has mentioned in running business because of 

personal economic reasons. Moreover, some of them mentioned that “it is more interesting 

and challenging to go international markets” (Chantajitpreecha, 2009). He also claimed that 

in emerging new markets, there are various parts to be considered such as target market, 

consumer or product competitiveness.  

 

In addition, McClelland (1961) mentioned that entrepreneur who have high need of 

achievement, may refer to have high venture creation. From the result, though the exact level 

of high or low need of achievement the interviewees are not measured, it still can be claimed 

that all of the interviewees have rather high possibility in need of achievement than low one.  

One of the examples is Droeser (2009) whose company focuses on product innovation. It 

could lead to high need of achievement later on. Due to innovative products are part of 

entrepreneurs’ combination which can be created as well as developed into new products 

quality and new market (Swedberg, 2000). All of the interviewees try to distribute their 

products internationally as well as closely consider environment such as markets, consumers’ 

preference and networks. With the internal locus of control, the authors believe that a person 

should have belief in oneself in order to manage and control. So it may claim that the 

interviewees have internal locus of control (Delmar, 2001/4). 
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Last but not least, it cannot be concluded that all the interviewees have the same level of 

internal motivations in risk taking propensity, intrinsic – extrinsic and need of achievement. It 

may presume that both Swedish and Thai entrepreneurs are similar in broad range according 

to push – pull motivation. They have pull factors in the sense of use entrepreneurial 

experience and knowledge (Birley and Westhead, 1994; Burke et al., 2002 cited in Benzing et 

al., 2009, p.62). None of the interviewees mentioned push factor motivations; however, it 

would rather claim that all of them have pull than push factors. 

 

5.1.2 Internationalization process and external motivation 

The external factors are analyzed by the selected theories together with the empirical data. 

External factors are divided into four topics; government factor, home market, foreign 

market, and network. 

 

5.1.2.1 Government factor 

According to Harris and Wheeler (2005), there are home government and target country’s 

government. Both of them are one of the important factors that encourage company to invest, 

expand, and enter to other country. Nordstrom (1991) also stated that the environment factor 

such as political and legal are the one influencing factors to international firm. Thai 

interviewees’ companies have been supported by their government. For example, 

Janjarasskul’s company is supported by one of government departments – Thai export 

department where contributes several programs and international activities to promote Thai 

exporters. Her company has joined exhibition held by this department in several countries. 

There are good opportunities for company to meet several brokers and agencies from other 

countries with good feedback in return. Another example is Paijitkarnjanakul’s company 

which is also supported by Thai government department in the exporting processes. However, 

Chantajitpreecha’s company has not been supported from the government recently, he 

claimed that government department has played role in supporting other Thai exporters. 

Regarding Swedish entrepreneurs who mentioned about no government support, it cannot 

claim that there are no supports from government at all. Government may have different 

policies to support different exporters’ products. We can, however, conclude that there is a 

dissimilar between Swedish and Thai entrepreneurs in government factors. 
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5.1.2.2 Home Market  

Dunning (1993) mentioned that home market is one reason that encourages firms and 

expands their businesses to foreign market. It is possible that home market is saturated, too 

much of competitor, not generate any more profit, or firms can not expand their business 

anymore. All Thai entrepreneurs said that home market is not the main factor for company to 

encourage them going abroad. They seem to focus on foreign market opportunity rather than 

home market. However, home market may be indirect motivation to Thai entrepreneurs due 

to products may not popular among Thai markets/ consumers. For example, 

Paijitkarnjanakul’s products may not as competitive as famous brand name in the current 

market. So it is better for those entrepreneurs to find another market to sustain their business. 

As well as Swedish entrepreneurs who are forced by their home market. For instant, 

Lindstrom said that company gain 60% of security market in Sweden so company might be 

forced by the saturated situation of home market. Company may gain more profit by 

expanding its business to other potential market. So we can conclude that there is a dissimilar 

in this factor. Either product characteristics or consumers may affect how the company 

penetrate in their home market.  

 

5.1.2.3 Foreign Market 

Thai entrepreneur emphasized on size of market, expected growth, and generate profit. These 

are important when enter particular country for both Swedish and Thai entrepreneurs 

(Dunning, 1993). For example, Chantajitpreecha said that his company decided to enter USA 

as the first market due to American market is huge with over 200 million of population. Then, 

the value and volume will be much more than any other orders from other countries. He also 

mentioned that customer in the new market is one key decision which company have to do 

some research on the tastes and needs. In addition, Janjarasskul said that company also 

concerned on the large consumption of fortune cookies when entering American market. 

Moreover, Lindstrom found that Eastern Europe have no history/ knowledge of security 

business. Company saw opportunities to get bigger market into this location in order to get 

larger amount of profit in sustaining and increasing growth rate.  

 

Chantajitpreecha said that many factors such as product competitiveness should be concerned 

when going internationalization. His hand-made products are competitive enough to hi-end 

markets. As well as product uniqueness mentioned by Janjarasskul. It is good opportunities to 

export fortune cookies to compete with others in American market. In addition, innovative 
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product from Droeser’s company can create competitiveness and differentiation in 

internationalization market (Jonsson, 2008). We can see that product uniqueness as well as 

product innovation can create differentiation among competitors in foreign market. So it can 

conclude that there are similar in foreign market as well as competitive advantage.  

 

5.1.2.4 Network  

Network can be customers, suppliers, or personal connections (Dunning, 2000; Dimitratos 

and Plakoyiannaki, 2003). These can help company gain/ develop market knowledge (Yeoh, 

2000; Harris and Wheeler, 2005).  Besides, network may highly affect entrepreneurs in going 

international market. For example, Janjarasskul’s company entered to American market by 

some connections among leading food importers and agencies whereas Paijitkarnjanakul 

entered by personal network – some Japanese friends whose helped him in gaining market 

knowledge, market demand and Japanese market style. Moreover, Lindstrom’s company has 

emerged market with one of his clients’ contract. If his client establishes in other country, his 

company should exist in that market. So it can conclude that there is a dissimilar between 

Swedish and Thai entrepreneurs in network by concerning in customer relationship and 

personal relationship respectively. 

 
 Factors Swedish Thai Similarity/ Dissimilarity 
Background and motivation in start up business 
Opportunity See opportunity in domestic 

before in international market. 
  

See opportunity in 
internationalization market. 
 

Similar in seeing opportunity 

Entrepreneurial 
family members 

Yes Yes Similar in having entrepreneurial 
family members 
 

Internal 
motivation 

- Risk taking 
- Intrinsic higher than extrinsic 
- Need of achievement 
- Push factors 
 

- Risk taking 
- Intrinsic higher than 
extrinsic 
- Need of achievement 
- Push factors 
 

Similar in internal motivation 

Internationalization process and external motivation 
Government 
factor 

None of Swedish company 
mentioned on this point. 
However, government may 
have different policies to 
support different exporters’ 
products.  
 

There are supported from Thai 
government in several ways 
such as exhibition held in 
different countries or during 
the exporting processes. 

Dissimilar in government factor 

Home market 
 

Company’s products have 
been sold in domestic before 
going internationalization. 
 

Company’s product may not 
suitable to their home market. 

Dissimilar in home market 
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 Factors Swedish Thai Similarity/ Dissimilarity 
Foreign market 
 

1. Entrepreneurs are attracted 
by market. 
2. Products have 
competitiveness and 
differentiation in 
internationalization market 

1. Entrepreneurs are attracted 
by large consumption and 
population of foreign market. 
2. Products have 
competitiveness and 
differentiation in 
internationalization market 
 

Similar in foreign market 

Network Customer relationship Personal relationship 
 

Dissimilar in network 

 
Table 5.1: Difference and similarity between Thai and Swedish entrepreneur’s motivation 
Source: Authors’ creation from interview 
 

The above Table 5.1 concluded the similarities and dissimilarities of motivation in both 

Swedish and Thai entrepreneurs. 

 

5.2 CONCLUSION 

The analysis showed the similarity of Swedish and Thai entrepreneurs in terms of internal 

motivations. They have higher intrinsic than extrinsic, higher risk taken than risk averse, 

higher need of achievement, and finally higher pull factors motivations than push factors. It 

can be said that internal entrepreneurs’ motivation can lead to the characteristics and action 

including to achieve things in doing business more or less.  

 

The external factors such as education, government, home market, foreign market and 

network can lead to opportunities in international business dissimilarities. Choosing the first 

market to enter, persons who study abroad for a couple of years may see the opportunities in 

going there. Or having government support policies would rather encourage entrepreneurs in 

going international market.  

 

It is also a higher possibility in emerging foreign market if entrepreneurs view the size of 

market, expected growth and generate profit different from others. In addition, knowing the 

home market well enough can be one of the alternatives in going internationalization. For 

Swedish entrepreneurs, products may well-suited the market. Later, higher growth as well as 

profit can be fulfilled by foreign markets. Conversely, though products are well-suited Thai 

markets, entrepreneurs viewed home market is already saturated. Thus, foreign market is 

penetrated.  
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From the study, it cannot claim that all of Swedish and Thai entrepreneurs are influenced by 

their network. At least for some entrepreneurs, customers, suppliers or personal connections 

are one of the external factors to be considered in emerging internationalization. Additionally, 

product characteristic – goods or service, itself can be another factor that leads to different 

mode of entry. Thus, entrepreneurs would look for other choices in target markets as well as 

develop their products in order to satisfy markets’ needs/ preferences. 

 

5.3 FURTHER STUDY 

After we have studied trigger factors entrepreneur to enter international market, there are 

various kinds of entry mode each firms selected. In further study, it will be useful to study 

why each firm decide to choose different entry mode since there are many factors relevant to 

entry mode selection. 
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APPENDIX: Cover Letter and interview questions 

 

Dear Sirs/ Madams,  

 

We are post graduated students at Mälardalen University. Currently, we are doing master 

thesis (final report to graduate) in the topic “Do the motivational factors differ in Swedish 

and Thai entrepreneurs for going abroad?” Our main purpose is to investigate what are 

the motivations of the entrepreneurs toward internationalization? With the result, it will be 

useful for students who study in a field of entrepreneurial international business because there 

is higher risk investment in going abroad rather than market expansive within a country.  

 

Consequently, we would like to interview the owner of the company and ask 7 questions 

about his/ her motivation. After we have got the information, we will analyze and make a 

conclusion. In case that the result of analysis is needed, we will send the result according to 

your request. 

 

In addition, interviewee’s details (company name, name of interviewee, etc) will be kept 

confidentiality unless; his/ her consent is permitted. 

 

We hope to be received your valuable time in the interview to help us complete our report. 

We truly appreciate your assistance.  

 

B. Regards, 

Pinijnan Sukasemsarn, Thanathorn Biaobanchong 

psn08002@student.mdh.se, tbg08001@student.mdh.se  

International Business and Entrepreneurship, Mälardalen University. 
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Questions 

 

1. Could you give a brief presentation of yourself (educational background, career 

background/other related experience) and your motivation to start up your own 

business and exporting? 

2. To which country the products had been exported for the first time? Why did you 

choose the country as the company's first market? 

3. Could you describe your family background? Do you have entrepreneurs in your 

family? 

4. Were the products sold in Sweden initially or created especially for export markets? 

5. Compared to your competitors, how do you view your product position in the market? 

Do you think the competitors' product affect your choice of going abroad? If yes, 

please explain how and why. 

6. In exporting process, what are the opportunities or difficulties found in dealing with 

Swedish export council and the target country's export council? 

7. Do customers or suppliers affect your initial decision to start your business in the new 

market? If yes please clarify. 

 
 


