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ABSTRACT 
The business environment has been changing as it becomes easier to interact across 

boundaries with globalisation. One of the key elements of globalisation is the cultural 

diversity resulting from the cross-cultural and ethnic interactions between individuals. 

This constant growing globalisation challenges small and medium-sized enterprises 

(SMEs) to interact with different cultural backgrounds in their foreign markets and with 

their local staff. This cultural diversity can bring both positive and negative outcomes to 

SMEs depending on how they approach these challenges.  

 

The purpose of our research is to discover the contribution of cultural diversity in the 

internationalisation process of a Swedish SME, named CodeMill and to understand how 

this contribution is ensured by this particular SME. Our research focuses on two specific 

criteria of cultural diversity, which are expressed as (1) the individual's international 

experience as an employee and (2) the SME's social network abroad. Our study 

provides them with practical contributions presented in a final framework, which 

explains how to take advantage of cultural diversity to enhance the positive outcomes of 

it and strengthen their internationalisation process. 

 

A qualitative case study was conducted with CodeMill, a locally based Information 

Technology (IT). They fulfilled the principal requirements in terms of employees and 

yearly turnover in order to be categorised as an SME. Conducting seven semi -

structured interviews in total, with people from different hierarchical levels and spheres 

enabled us to gain insights on how matters relating to cultural diversity are handled in 

CodeMill. Secondary Data served to confirm information we received from the 

interviews and functioned as an additional source of information. 

 

The study proposes a framework that has been revised from the analysis of our 

empirical findings. This framework is positioned within the field of Cultural Diversity 

Management in an internationalisation context. The gathered findings implicate that the 

level of informational diversity, which needs to be used with a high synergy level, 

determines the importance of the contribution of cultural diversity. This can be ensured 

via three key elements: leadership, research & measurement, and follow-up. The 

company’s Entrepreneurial Orientation (EO), especially included the three investigated 

dimensions of innovativeness, proactiveness and risk-taking proved to be applied in 

CodeMill. They were considered to have a positive influence on the internationalisation 

process of the company. CodeMill enhances its internationalisation process thanks to six 

competitive advantages ensuing from its level of cultural diversity. However its social 

network hinders the opportunities to enter new markets. We found proof that CodeMill 

benefits strongly from connections at an organisational level (e.g. partner companies, 

international customers); whilst an individual’s international experience, gathered from 

living abroad or just having personal international contacts, did not significantly 

contribute to the firm’s internationalisation.  

 

Keywords: CodeMill, Cultural Diversity, Diversity Management, Entrepreneurial 

Orientation, International Entrepreneurship, Internationalisation, Social Capital, Social 

Networks 
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CHAPTER ONE - INTRODUCTION  
This chapter will present the problem background of our research making the reader 

familiar with the subject of our study. We argue for the importance of the selected 

concepts by showing their relevance to cultural diversity and the internationalisation 

process of CodeMill, a Swedish SME. Further, we will present the knowledge gaps, 

research questions, purpose of the study, potential contributions, delimitations of this 

study, the authors’ background, the definitions of key concepts, and the thesis outline.  

1.1 Problem Background  
Today, our world is becoming increasingly connected at a global scale through the fast 

and constant evolution of New Technologies of Information and Communication 

(NTIC) (Kim & Bhawuk, 2008, p. 301). Exchange of ideas, products and cultures 

across boundaries have become part of daily life; fostering the international integration 

of countries and territories all over the world (Tomlinson, 1999, p. 2). This globalisation 

has led to, and keeps leading towards, an increase of transnational connectivity between 

individuals, organisations, institutions, and countries as explained by Kim and Bhawuk 

(2008, p. 302). These connections across boundaries continually creates new contexts 

and challenges local and/or individual perceptions driven by various criteria. One of the 

dimensions constituting globalisation is the cross-cultural and ethnic interactions 

between individuals generating cultural diversity. (Kim & Bhawuk, 2008, p. 302) As a 

result, Ellemers (2001, p. 102) argues that the globalisation trend is also a strong factor 

in the diversity intensification of the labour force in organisations due to ethnical 

migration among other factors. This ethnical migration strengthening of cultural 

diversity has been considerably enhanced during the 90s with the increase of free trade 

area agreements, allowing more and more people to move within and between the 

concerned regions. (Ellemers, 2001, p. 102) 

 

Culture has been described in many different ways, but this common concept fails to 

have a unique definition. Indeed culture can be understood in various ways depending 

heavily on the various cultures which are shaping our world. However, scholars’ 

definitions claim that culture can be considered as being a way of life, traditions, and 

values, which have been acquired and shared by a group of people carrying this culture 

through its past and events that shaped it (Abrams & Moura, 2001, p. 135). Culture is 

also viewed as behavioural patterns learned and shared by people of the older 

generation who pass them on to the younger generations; therefore constituting a social 

group. These behavioural patterns are more or less seen as typical characteristics by 

people outside of the social group, thereby defining their culture from an external 

perception. (Adler & Gundersen, 2008, p. 18-19) The various cultures combined and 

shared between individuals coming from different groups, regions or countries compose 

cultural diversity. This cultural diversity has been defined by Cox (1994, p. 6) as “the 

representation, in one social system, of people with distinctly different group affiliations 

of cultural significance”. Cultural diversity can be viewed from different angles. Adler 

and Gundersen (2008, p. 109) define three major approaches adopted by organisations 

when considering cultural diversity.  The parochial approach is the most common and 

is based on the belief that cultural diversity does not influence organisations; it is 

exemplified by “our way is the only way”. The ethnocentric approach which is a 

common approach, is based on the negative perspective of cultural diversity; it is 

exemplified by “our way is best”. The synergistic approach, being the least common, is 

based on the idea that cultural diversity can bring both negative and positives outcomes, 
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it is exemplified by “leveraging our ways and their ways may work best”. (Adler & 

Gundersen, 2008, p. 109)  

 

Cultural diversity is a very large field; and includes a considerable amount of 

definitions. The different understandings of cultural diversity lead to confusions and 

misconceptions of the literature reviews. The conceptualisation of diversity used in 

research influences the ease or difficulty in analysis. Therefore, with such a diverse 

topic, the conceptualisation of diversity we use will be narrowed down to ease the 

understanding and broaden the applicability of the research (Mohr & Shoobridge, 2011, 

p. 750). When considering our study, the research is specifically oriented towards 

cultural diversity as we wish to research the contribution of different cultures in the 

internationalisation process of an SME. As argued by Mohr and Shoobridge (2011, p. 

750), limiting the concept of cultural diversity to the ethnic origin of individuals from 

different countries is problematic. Indeed, the sharing of values, norms and attitudes can 

vary within a country and be similar between individuals from different countries (Mohr 

& Shoobridge, 2011, p. 750). Thus, cultural diversity can vary depending on the 

multiple dimensions which explain the need to narrow down its conceptualisation. In 

the context of our research, we consider a specific part of cultural diversity; focusing 

our study on the various national cultures that can be lived (individual’s culture), 

experienced (individual’s international experience), and shared by individuals (social 

network abroad). Hence we regard cultural diversity from three perspectives as 

previously defined: individual’s culture, international experience, and social network 

abroad. 

 

It is commonly believed that cultural diversity does not contribute to organisations and 

even worse, causes challenges for them (Adler & Gundersen, 2008, p. 101). Cultural 

diversity can have either positive or negative working outcomes depending on the 

similarities and dissimilarities we experience (Van der Zee et al., 2004, p. 284). On the 

one hand, cultural diversity can be a challenge for organisations to overcome. Some 

challenges, influenced by cultural diversity arise from the attraction in behavioural 

similarities by individuals as we tend to interact mostly with people who have similar 

behaviours (Van der Zee et al., 2004, p. 284). On the other hand, cultural diversity can 

be a source of benefits. Indeed, cultural diversity increases the level of resources that 

people can provide with the aim to solve different problems that an organisation can 

face (Ely & Thomas, 2001, p. 233). 

 

The concept of cultural diversity belongs to the management research field which is 

very broad, including various subfields. When considering our study, it is important to 

notice that we focus on the influence of cultural diversity in the internationalisation 

process of an SME in Sweden. This approach is related to the domain of diversity 

management which is part of the Human Resource Management (HRM) field. Over the 

last century HRM has been highly influenced by international trends and 

interculturalism across boundaries. This has led to individuals from different countries 

and especially from different cultures to work together to create new perspectives on 

HRM. Taking into account the international dimension associated with cultural diversity 

in our problem, we can narrow down our research to the subfield of International HRM 

(IHRM). Our focus lies most importantly on the managerial subfield IHRM, 

corresponding to the growth of global corporations in their operations when considering 

their HRM practices (Harzing & Pinnington, 2011, p. 1).  
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Three main IHRM challenges have been defined by Harzing and Pinnington (2011, p. 

30); namely cross-cultural communication and diversity, global knowledge 

management, and local & global sustainability. As argued by Herrera et al. (2011, p. 

2630), “managing the increasing diversity of the workforce is a critical task for 

leaders”. Nowadays, organisations from all around the world are becoming more 

culturally diverse than ever while dealing with individuals from different backgrounds 

and cultures. Hence, it has become vital and strategically relevant for organisations to 

implement diversity management in their IHRM strategies. (Herrera et al., 2011, p. 

2630)  

 

This diversity management puts into relation two highly complex phenomena within 

organisations: diversity and work groups. These two phenomena challenge researchers 

to understand the influence of diversity (Webber & Donahue, 2001, p. 141-142). A lot 

of research has been done on diversity; however, it has been a very miscellaneous 

domain with various findings arguing about various pros and cons. It appears that 

“diversity in work groups can be a “double-edged sword””; however, some findings 

have also been considered inconsistent (Webber & Donahue, 2001, p. 142). As argued 

by Webber and Donahue (2001, p. 142), this inconsistency is mainly explained by the 

lack of theoretical direction to enable researchers to understand the influence of 

diversity. Hence, our study establishes our own concept, and shows the interrelation of 

how cultural diversity contributes to the internationalisation process of a Swedish SME. 

This concept is introduced later in chapter two.   

 

We conducted a single case study of a Swedish SME in an IT company named 

CodeMill. Created in 2007, the firm has now 35 employees and a turnover of almost 2 

Million € (Hitta, 2015). Further information on CodeMill are presented in the company 

overview (see Section 4.1). Their influential role is supported by various reports, 

surveys, censuses, and researches. The net employment rate in the European Union 

(EU) for example rose significantly between 2002 and 2010, by an average of 1.1 

million jobs (+0,9 %). 85 % of this net employment growth was registered as 

employment growth in SMEs (De Kok et al., 2011, p. 6).  

 

The importance of studying SMEs is underpinned by the yearly published report of the 

European Commission on small business acts (SBA). According to this, Sweden’s 

enterprises are 99.9 % SMEs estimated for the year 2013, based on data from 2008 to 

2011. Thus one can say that SMEs are the backbone of the economy in Sweden. SME’s 

internationalisation process differs from that of large organisations; therefore scholars 

agree that explanations or recommendations from large firms are not applicable to 

SMEs as challenges faced by both vary (Mohr & Shoobridge, 2011, p. 749). 

Considering the fact that globalisation is leading to a more diverse labour force (Yun 

Kim & Bhawuk, 2008, p. 301) we decided to conduct our research on the contribution 

of cultural diversity to increase the understanding of an SME’s internationalisation 

process. In addition, considering that 99.9% of companies in Sweden are SMEs (EU 

Commission, 2014); we argue for the relevance of our study in Sweden. When 

considering whether and how cultural diversity influences the internationalisation-

performance, it has been argued that the international business literature does not 

provide any explicit argumentation (Jong & Van Houten, 2014, p. 315). Moreover, 

according to the suggestion made by the authors Mohr and Shoobridge (2011, p. 750); 

we believe that research on cultural diversity on the internationalisation of Swedish 
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SMEs needs to be further studied. This, along with practical reasons justifies our choice 

to focus on a Swedish SME. 

 

Among the three perspectives of cultural diversity, which were previously mentioned 

above, we want to focus on the social network abroad. This might contribute to the 

informational diversity and knowledge acquisition of an SME. Hence, we argue for the 

relevance to include the concept of Social Capital in our research. This concept has 

become an important variable in today's business environment when SMEs wish to go 

international and enter foreign markets. The ongoing globalisation process makes it 

easier to get in contact with a huge large number of people within a considerably short 

period of time. The motivations for SMEs to internationalise are diverse. In globally 

oriented industries, such as the IT sector, firms must dare to take the step of going 

abroad in order to remain competitive (Shrader, Oviatt & McDougall 2000; cited in 

Fernhaber & McDougall, 2005, p. 111). Zahra and George (2002; cited in Hilmersson, 

2014, p. 388; Fernhaber & McDougall, 2005, p. 111) argue in a similar vein that limited 

growth opportunities in domestic markets lead to the increasing phenomenon of 

internationalisation. Another factor is the pressure that arises from lower labour costs in 

developing countries (Raymond et al., 2014, p. 231). Other authors such as Reuber and 

Fischer (1997), Burgel and Murray (2000), Oviatt and McDougall (1994, 1995) or 

Autio, Sapienza and Almeida (2000) represent firm specific motivations for going 

international. Amongst others, the authors refer to the firm’s desire to fully exploit a 

unique product, to take advantage of well-developed network structures or to gain profit 

from the learning advantage of newness (Fernhaber & McDougall, 2005, p. 111). Hence 

it becomes evident that themes around internationalisation gain more and more 

importance for SMEs in today’s business environment. 

 

We aim to provide an understanding of the contribution of CodeMill’s cultural diversity 

in its internationalisation process.  This level of cultural diversity is assessed by an 

individual level (i.e. the employees’ international experience) and by an organisational 

level (i.e. the company’s social network abroad). The construction of our research is 

based on several concepts, which, when combined together enable us to answer our 

research problem. We start by presenting cultural diversity management to understand 

how a company is influenced by its cultural synergy, informational diversity and 

knowledge acquisition from international sources. We notice a relationship between 

these concepts and entrepreneurial orientation (EO) which also influences the 

performance of the internationalisation process. Our research covers only three of five 

dimensions from the concept of EO (see section 2.3.2). In order to grasp how these 

elements affect the internationalisation process of a Swedish SME, we introduce 

concepts related to internationalisation matters broadly and later on specifically in the 

context of an SME. Hence, we choose to work with social capital and network 

approach to provide further relevant information that correlates to the topic of cultural 

diversity. All these concepts are summarized in the conceptual framework, which forms 

the basis for our empirical study.  

 

We position our thesis in the field of Cultural Diversity Management in the 

internationalisation context of CodeMill. Our study investigates on whether and how the 

company strives to strengthen their internationalisation process through the employees’ 

international experience and the firm’s social network abroad.  
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1.2 Identification of research gaps 
An intensive literature review enabled us to become more familiar with the discussions 

revolving around the keywords “cultural diversity”, “diversity management”, “SMEs”, 

and “internationalisation process”. The process empowered us to identify two 

knowledge gaps on cultural diversity and SME internationalisation from both, a 

managerial and an entrepreneurial point of view. We aim to bring these gaps in line with 

our research questions.  

 

Gap 1: The main types of diversity studied in the current diversity research are groups 

of employees and top management teams which do not correspond to the SME context 

(Mohr & Shoobridge, 2011, p. 750) as the line between different management teams 

might be hard to define. There is a lack of research at an organisational level; which is a 

relevant context to consider as other levels of findings such as teams or individuals are 

not necessarily applicable to organisations (Jonsen et al., 2011, p. 44). Thus, further 

researches on cultural diversity at the level of an SME are valuable to support the 

understanding of the relationship between cultural diversity and SMEs. Our focus on a 

Swedish SME as an organisation defines the context of our study, which will contribute 

to fill this gap. Indeed, both of our research questions enable us to assess this 

organisational level with the SME’s social network abroad (see Section 1.3).  

 

Gap 2: Reviews on diversity research demonstrated inconsistencies in findings due to 

the significant contrast of results between positive and negative correlations (Jonsen et 

al., 2011, p. 42). The theme of cultural diversity is left incomplete with no general 

concept that scholars commonly agree on, leading to unclear conclusions on providing 

organisations with relevant advices on how to manage diversity (Jonsen et al., 2011, p. 

42). We refer it in the context of our study to cultural diversity. In order to contribute to 

this knowledge gap, we decided to only focus on two specific criteria of cultural 

diversity: the individual’s international experience and the firm’s social network abroad. 

This enables us as researchers to provide the field of cultural diversity management with 

a conceptual framework explicitly aimed at supporting our research problem. Hence, we 

avoid confusion or misuse of it; and even enhance the clarification of this specific topic. 

This is why both of our research questions specifically address the two criteria 

mentioned above (see Section 1.3). 

1.3 The purpose of the study  
The study aims to investigate on the contribution of cultural diversity in the 

internationalisation process of a Swedish SME. As aforementioned we have focused our 

research on two specific criteria of cultural diversity. The first criterion is the 

individual’s international experience from CodeMill’s staff based on the individual's 

culture and various experiences abroad (i.e. education, work). Being aware of the fact 

that CodeMill neither employs inpatriates nor expatriates, we base our study on this 

criterion. Hence it enables us to assess the cultural diversity of the firm at the individual 

level. The second criterion corresponds to the SME’s social network abroad mostly 

represented by international customers and partners of CodeMill. Considering the 

second research gap identified above, this criterion enables us to assess the cultural 

diversity of the company at the organizational level, therefore filing this second gap. 

The core of our study is to assess the contribution of both criteria with regard to 

CodeMill’s internationalisation process.  
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Our research questions are empirical, combines key concepts from Cultural Diversity 

Management in the context of internationalisation. These concepts are further 

elaborated in the second chapter. We argue in the problem background section for the 

relevance of studying the contribution of cultural diversity in the internationalisation 

processes of a Swedish SME. Our first research question (RQ) focuses on the 

contribution from the employee’s international experience and SME’s social network 

abroad.  

 

RQ1: How does the individual’s international experience and the SME’s social 

network abroad support the internationalisation process of a Swedish SME? 
 

The second research question focuses particularly on the role of the firm itself and aims 

to answer how this Swedish SME ensures the contribution of their employees and its 

social network abroad to an internationalisation process.  

 

RQ2: How does a Swedish SME ensure the contribution of the individual’s 

international experience and the SME’s social network abroad in their 

internationalisation process? 
 

The second research question fits the previously presented research gaps in a sense that 

it will help us to contribute to a broader understanding on how cultural diversity 

influences the internationalisation process of a Swedish SME, CodeMill.  

 

The two research questions will be answered by using a qualitative data set, which we 

gather by conducting interviews from our case study, CodeMill. This research strategy 

correlates with our goal to create a framework that can help CodeMill with cultural 

diversity management in their internationalisation process. Eventually, this framework 

might also help other Swedish SMEs in the IT sector similar to CodeMill in terms of 

size, company structure and stage of internationalisation. 

1.4 Contributions  
Theoretical Contributions 
Our focus on a Swedish SME contributes to the lack of variety in cultural diversity 

research; providing an additional study to the European ones. Although cultural 

diversity has become a managerial topic for over 30 years; it appears that the relevance 

of the findings remains limited in terms of HRM practices (Jonsen et al., 2011, p. 36). 

This is argued by the lack of diversity in the research field; indeed the strong influence 

of American studies represents a considerable amount of researches on cultural 

diversity. European studies represent only 7% of the diversity research. (Jonsen et al., 

2011, p. 39) This limited diversity on this research field must be considered as values, 

assumptions and approaches that cannot be transposed from a culture or country to 

another (Jonsen et al., 2011, p. 43).  

 

This case study is an opportunity for us to present a theoretical framework combining 

various concepts of cultural diversity that have never been combined together. This can 

give a perspective to the field to understand the interrelation between cultural diversity 

and internationalisation processes. Hence, this framework is an additional theoretical 

contribution to create clarity and understanding for the field of cultural diversity 

specifically on the topic of internationalisation for an SME.  
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Practical Contributions 
The findings of our study are in the first place applicable to the company in the case 

study, CodeMill. As possible measurements to improve the outcome of cultural 

diversity are specifically directed to this particular company. However we do believe 

that other Swedish SMEs in the same phase of their internationalisation process than 

CodeMill, especially from the IT sector are confronted with similar issues regarding the 

level of cultural diversity in their teams. Hence the results of the study are applicable to 

this group of firms, providing them with stimuli in order to improve their Diversity 

Management. 

 

Societal Contributions 
If the findings show that Cultural Diversity has a positive influence on the 

internationalisation process of the particular SME, CodeMill, the firm may consider a 

change in its recruitment strategy. Employing a new range of requirements with diverse 

cultural background can improve the firm’s outcomes and hence increase its societal 

contributions in terms of tax payments for example.  

1.5 Research Delimitations 
We are aware that we have studied the concept of cultural diversity only to a limited 

extent. We defined cultural diversity based on the individual’s international experience 

and the company’s social network abroad. We did not focus on different nationalities or 

ethnicities in this study, although the term of cultural diversity is often linked to these 

dimensions. The reasons for this procedure are mentioned earlier in sections 1.1, 1.2 and 

explained further in section 2.1.  

 

Our research is limited to the case-study of CodeMill. Our revised framework is 

specifically suitable to this firm as it depends on the context and current reality of 

CodeMill. 

 

Regarding the focus on Entrepreneurial Orientation (EO) only three of the total five 

dimensions have been considered. The reasons for this approach are explained more in 

depth later in section 2.3.2. 

1.6 Authors’ Background  
Having studied Business Administration for more than four years, we both, as authors 

have a solid background to conduct research in this particular field. Our common 

interests in the fields of management and entrepreneurship helped us to find an 

appropriate approach towards the study. Having a major in management plus the minor 

in entrepreneurship and vice versa was the ideal starting point to conduct a study that 

combines managerial and entrepreneurial perspectives.  

 

One of the authors holds a Bachelor’s Degree in International Management and was 

able to appreciate and learn about cultural diversity by living one year among 

indigenous people in Ecuador, South America. This experience became even more 

valuable after having lived in Sweden for more than 20 months at the time of writing 

this thesis. The contrasts between these environments were enormous. Having 

experienced different ways of living were also beneficial in the context of the study 

presented here. 
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The other author achieved a Bachelor’s Degree in International Trade, Marketing and 

Management and experienced living, working and studying in the United States and in 

Sweden. Those experiences fostered the interest of this author on the challenges arising 

from cultural differences; and appreciated learning from other cultures. This oriented 

the author towards learning from cultural diversity and its value for international 

perspectives. Currently involved in worldwide projects valuing cultural diversity for 

corporations; this author contributes to this study with perspectives and experiences in 

this particular context. 

 

Having different cultural backgrounds, coming from Germany and France (Algerian 

roots) was an additional benefit in order to observe and analyse findings from different 

angles.  

1.7 Definition of Key Terms  
In the following we define the key terms of our work. 

 

Cultural Diversity: “the representation, in one social system, of people with distinctly 

different group affiliations of cultural significance” (Cox, 1994, p. 6) 

 

Culture: “a way of life of a group of people, the configuration of all the more or less 

stereotyped patterns of learned behaviour, which are handed down from one generation 

to the next through the means of language and communication” (Adler & Gundersen, 

2008, p. 18) 

 

Diversity: “the distribution of differences among members of a unit with respect to a 

common attribute” (Harrison and Klein, 2007; cited in Jonsen et al., 2011, p. 37) 

 

Diversity Management: “Diversity management refers to a set of managerial actions 

aimed at either increasing diversity and/or promoting amicable, productive working 

relationships” (Jonsen et al., 2011, p. 36) 

 

Internationalisation: “Internationalisation is a strategy process which concerns the 

sequential and orderly outward movement of the firm’s international operations” 

(Bilkey & Tesar, 1977; Cavusgil, 1980; Johanson & Vahlne, 1977; cited in Hilmersson, 

2014, p. 387) 

 

Social Capital: ‘‘...the aggregate of resources embedded within, available through, 
and derived from the network of relationships possessed by an individual or 

organisation’’ (Inkpen & Tsang, 2005, p. 151) 

 

Entrepreneurial Orientation: “Any firm that engages in an effective combination of 

autonomy, innovativeness, risk-taking, proactiveness, and competitive aggressiveness is 

entrepreneurial” (Lumpkin & Dess, 1996, p. 162)  

 

International Entrepreneurship: “IE is the discovery, enactment, evaluation, and 

exploitation of opportunities - across national borders - to create future goods and 

services” (Oviatt & McDougall, 2005, p. 540).  
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SME: We consider CodeMill having 35 employees and a turnover of almost 2 Million € 

(Hitta, 2015), the subject of our case study, to be an SME, based on the following 

criteria provided by the EU Commission.  

 

Enterprise  

Category 

Employees  Annual Turnover OR 

Annual Balance Sheet Total 

Medium-Sized < 250 ≤ € 50 Million OR ≤ € 43 Million 

Small <50 ≤€ 10 Million OR ≤ € 10 Million 

Micro <10 ≤ € 2 Million OR ≤ 2 Million 

Table 1: The EU definition of SMEs (adopted from EU Commission, 2015) 

1.8 Thesis Outline 
The Thesis Outline presents an overview of the applied chapters in the chronological 

order of appearance and summarizes their contents shortly. 

 

 

 
Figure 1: Thesis Outline 

 

Chapter one starts with presenting the problem background, in which we argue for our 

motivation to conduct our research in the particular field. An argumentation for the 

importance of the selected concepts is followed by showing their relevance to cultural 

diversity and the internationalisation process of CodeMill, a Swedish SME. Further, we 

present the knowledge gaps, research questions, purpose of the study, potential 

contributions, delimitations of this study, the authors’ background, the definitions of 

key concepts, and the thesis outline. Chapter two presents a critical review of the 

literature’s current state in the academic fields of Cultural Diversity Management and 

International Entrepreneurship. Elaborating these fields enabled us to form our 

preliminary framework in the end of this chapter. In Chapter three is the 

methodological approach, divided in a scientific section and a practical section, of the 
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thesis explained. The scientific section starts with illustrating the author’s 

preconceptions. A presentation of our ontological and epistemological worldview is 

followed, before we continue with the research approach and the research strategy 

including an overview of the literature on case study related matters. The scientific 

section ends with the description of the research design. The practical section of this 

chapter starts with the data collection (3.6) illustrating the sample selection of 

respondents and the company. A presentation of semi-structured interviews is included 

by also referring to issues related to quality criteria as well as a section on secondary 

data and the literature selection. We further described the method of the data analysis 

and end with our considerations to the ethical issues of the study.   

 

Chapter four reviews our empirical data collected in adjustment with our preliminary 

framework.  In order to provide the research background of our study, this chapter starts 

with the company overview chosen for our case study which is then followed by the 

presentation of the participants selected. The empirical findings are then presented and 

analysed. Chapter five presents the discussion of the previously presented empirical 

findings hence providing answers to our two research questions previously introduced 

in chapter one. This discussion is presented according to the structure of the empirical 

findings chapter. The preliminary framework is then reviewed to enable us to present a 

revised framework at the end of this chapter. Chapter six is dedicated to present an 

overview of the key findings. The focus lies on answering our two research questions 

and on filling the research gaps, which were initially presented in the introduction 

chapter. Recommendations for CodeMill are included as well. This section continues 

with an explanation of the limitations regarding this study. It is concluded by giving 

suggestions for future research activities in the field of Cultural Diversity Management 

in an internationalisation context. 
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CHAPTER TWO - LITERATURE REVIEW  
In this section we are going to present a critical review of the literature’s current state 

in the academic fields of Cultural Diversity Management and International 

Entrepreneurship. Elaborating these fields enabled us to form our preliminary 

framework in the end of this chapter. 

2.1 Cultural Diversity 
The term “diversity” per se has neither been commonly defined nor assumed as a 

general understanding in the diversity literature. Diversity has been defined by Ely and 

Thomas (2001, p. 230) as a criteria of a group of two or more persons considered as a 

demographic reference, who can differ from another group. Ely and Thomas’ (2001) 

definition remains very broad which can lead to misconception and misunderstanding of 

the concept. The various types of diversity definitions can be categorised under three 

types: narrow-category-based, broad-category-based, and conceptual-based (Barak, 

2005; cited in Jonsen et al., 2011, p. 37). The broad category corresponds to the type of 

definition given by Ely and Thomas (2001) which can be easily generalised and used in 

different contexts. The narrow category in opposition is defined by specific contexts and 

measurements; i.e. diversity definitions in this category are strict and used only under 

specific measurable conditions. The conceptual category is characterised by the focus 

on a specific aspect of diversity among the different dimensions and types defined by 

scholars. These different aspects of diversity are classified in the diversity literature as 

race, age, gender, religion, sexual orientation, functional knowledge, personality, and 

culture. (Jonsen et al., 2011, p. 37-38) Hence, diversity can be considered under many 

criteria. In the context of our study, we will prefer the definition of diversity given by 

Harrison and Klein (2007; cited in Jonsen et al., 2011, p. 37): “the distribution of 

differences among members of a unit with respect to a common attribute”. 

 

Nowadays, the business environment has become more culturally diverse than ever in a 

world where it has become easy to interact across boundaries (Van der Zee et al., 2004, 

p. 283). One of the elements constituting globalisation is the cross-cultural and ethnic 

interactions among individuals generating cultural diversity (Kim & Bhawuk, 2008, p. 

302). This cultural diversity has been defined by Cox (1994, p. 6) such as “the 

representation, in one social system, of people with distinctly different group affiliations 

of cultural significance”. It corresponds to the various cultures combined and shared 

among individuals coming from different groups, regions or countries which compose 

the cultural diversity. In the context of our research, this conceptual-category-based 

definition of diversity is even more narrowed down under specific criteria. In the 

context of our research, we consider a specific part of cultural diversity, focusing our 

study on the various national cultures that can be lived (individual’s culture), 

experienced (individual’s international experience) and shared by individuals (social 

network abroad). We do not limit the national dimension to ethnicity and regard cultural 

diversity from the three perspectives previously defined: individual’s culture, 

international experience, and social network abroad. 

 

Cultural diversity can be valuable for companies to gain international market 

information and to enter international markets particularly the niche markets. Moreover, 

it enables organisations to rethink and gain new perspectives on their activities. Indeed, 

the cultural differences acquired through life experiences, knowledge, and insights 

provides the organisation with various perspectives. Cultural diversity enhances the 
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chances to gain intercultural knowledge and understanding. It is argued that this 

contributes to the efficiency of work. (Ely & Thomas, 2001, p. 265) Indeed, cultural 

diversity increases the level of resources that people can provide, with the aim to solve 

different problems that an organisation can face (Ely & Thomas, 2001, p. 233). Indeed, 

heterogeneous groups enable the development of various perspectives regarding tasks or 

solutions to problems which lead to an effective discussion enabling more quality 

decisions as a result (Ely & Thomas, 2001, p. 234). The advantages of cultural diversity 

depends on the needs of an organisation. In divergent processes where companies seek 

changes and expansions in their strategies, cultural diversity contributes to the needs of 

these companies (Adler & Gundersen, 2008, p. 104). Indeed, cultural diversity 

strengthens “effectiveness in working with culturally distinct clients and colleagues, and 

an enhanced understanding of the dynamics and communication patterns within the 

organisation” (Adler Gundersen, 2008, p. 104). In addition, cultural diversity provides 

information to organisations about trends regarding politics, economics, culture, laws, 

and social life (Adler & Gundersen, 2008, p. 102). Some scholars argue that cultural 

diversity contributes to a work-group effectiveness when the amount of people 

representing the minority increases, as it helps them overcoming the barriers related to 

this minority status and therefore enables them to be more productive; although this 

apparently threatens the majority as well (Ely & Thomas, 2001, p. 232). 

 

It is commonly believed that cultural diversity does not contribute to an organisation 

and even worse, causes challenges for them (Adler & Gundersen, 2008, p. 101). These 

problems arise especially through direction and clarity-convergence processes; i.e. when 

organisations expect people to behave in similar ways. In a culturally diverse 

environment, communication becomes a struggle for individuals to understand each 

other due to miscommunication and ambiguity. Different beliefs make it harder to come 

to a common agreement and increase the confusion for having a clear direction as an 

organisation. The integration of processes can take more time as people work with 

different manners and pace, which leads to higher costs. Eventually, cultural diversity 

also becomes a problem for corporations when processes are over generalised leading to 

ethnocentrism towards the local culture and so not being able to comprehend and 

approach another country or culture. (Adler & Gundersen, 2008, p. 102-103) 

Additionally, cultural diversity does not ease the well-being of teams (Van der Zee et 

al., 2004, p. 297). Indeed, it appears that challenges raised by cultural diversity find 

their origin in the fact that individuals are less attracted by behavioural differences (Van 

der Zee et al., 2004, p. 284). 

 

Cultural diversity can have either positive or negative working outcomes depending on 

the similarities and dissimilarities we experience. We tend to interact mostly with 

people who have similar behaviours as their attitudes comfort us concerning our shared 

norms and values. Also, similarities increase communication as it becomes easier to 

understand people with common attitudes. (Van der Zee et al., 2004, p. 284) However, 

as individuals tend to interact with similar people such as themselves, they stick to their 

cultural values. This explains why in highly diverse work groups it is extremely 

complicated for members to develop common norms which might lead to negative 

relationships and work outcomes (Van der Zee et al., 2004, p. 285). A common 

identification, or organisational social identity is then essential and even necessary in 

organisations composed of many cultural differences. However, a challenge arises as 

members should identify themselves with organisational social identities which might 

require them to withdraw from their own cultural identity, or at least from some 
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elements of it. The importance of a group identity becomes even more relevant in highly 

diversified organisations than in homogeneous ones. (Van der Zee et al., 2004, p. 285) 

Beneficial outcomes increase when members of a group share common goals and values 

which then assures the contribution of cultural diversity (Ely & Thomas, 2001, p. 234). 

However, a high level of diversity negatively influences the well-being and 

commitment of individuals towards their job although the contribution of cultural 

diversity becomes stronger when the organisational identity is commonly shared (Van 

der Zee et al., 2004, p. 298). With this common identity, diversity groups develop 

stabilisation between members and therefore improve their efficiency and effectiveness 

of interaction (Van der Zee et al., 2004, p. 284). This common identification is even 

more valuable when considering the cultural synergy of organisations explained in 

section 2.1.2.  

2.1.1 Cultural Diversity Management 
The theory of Diversity Management emerged in the HRM literature during the 1990s 

which has been the natural answer to the increasing demographic changes that 

organisations experienced with the development of societal and industrial environment 

(Harzing & Pinnington, 2011, p. 600). This concept “refers to a set of managerial 

actions aimed at either increasing diversity and/or promoting amicable, production 

working relationships” (Jonsen et al., 2011, p. 36). Hence, in our aim to study the ways 

to ensure the contribution of cultural diversity in a Swedish SME’s internationalisation 

process, we consider the purpose of Diversity Management in organisations to enhance 

cultural awareness and the understanding of differences in order to improve the 

perspective of cultural diversity through its acceptance and worthiness in organisational 

culture and leadership practices (Harzing & Pinnington, 2011, p. 601). Through 

Diversity Management, organisations take actions with the aim to create more inclusive 

policies and programmes focusing on individuals with various backgrounds (Mor 

Barak, 2005, p. 208; cited in Jonsen et al., 2011, p. 38).  This theory is based on 

handling differences proactively by ensuring a high level of inclusiveness (Jonsen et al., 

2011, p. 39).  

Cultural Diversity Management relates to a range of managerial challenges and 

activities depending on individuals with different cultural backgrounds involved in 

organisational systems (see Appendix 1). There are seven different spheres that are 

considered in the management of cultural diversity: education programmes; cultural 

differences; mind-sets about diversity; organisation culture; HR management systems; 

higher career involvement of women; and heterogeneity in race/ethnicity/nationality. 

Our study covers some of these spheres of activities (cultural differences; organisation 

culture; mind-sets about diversity; and HR management systems) according to our 

research problem which is the contribution of cultural diversity in the 

internationalisation process of a Swedish SME. The cultural differences sphere 

corresponds to the ways of promotion for cultural diversity and to the advantage 

provided by this cultural diversity. The organisational culture sphere is related to the 

value perspective of differences and inclusiveness of culture. These two first spheres 

correlate with the level of cultural synergy developed in section 2.1.2. The sphere of 

mind-sets about diversity is defined by view on diversity as a positive or negative asset 

being handled to some extent. This sphere correlates with the three main approaches on 

cultural diversity defined by Adler and Gundersen (2008, p. 109) being parochial, 

ethnocentric and synergistic previously introduced in the problem background section. 

This will help us assess the diversity climate dimension defined by Cox (1994, p. 6) in 
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his Interactional Model of Cultural Diversity. Finally, the last sphere considered in our 

study is the HR management systems; i.e. recruitment, training and development, 

performance appraisal, compensation and benefits, and promotion. This sphere 

correlates with one of the five elements composing the Model for Planning Organisation 

Change described later on in this same section (Cox, 1994, p. 231). Managing cultural 

diversity influences various dimensions that can contribute to the competitive advantage 

of an organisation such as cost, resource acquisition, marketing, creativity, problem-

solving, and system flexibility (see Figure 2) (Cox & Blake, 1991, p. 47). These 

arguments will help us to assess the contribution of cultural diversity in an 

internationalisation process and their application at a smaller scale for a Swedish SME. 

 
Figure 2: Managing Cultural Diversity Can Provide Competitive Advantage (Cox and 

Blake, 1991, p. 47) 

  

To ensure a positive contribution of diversity management, it has been argued that the 

adoption of specific structures and systems are necessary (Herrera et al., 2011, p. 2630). 

Although diversity management offers guidance to organisations on how to manage 

cultural diversity with a well-developed theoretical work; findings in the literature do 

not yet provide any general or acceptable conclusions on its benefit regarding the 

employee, team, or organisational level (Curtis & Dreachslin, 2008, p. 107). Indeed, 

diversity management literature remains very limited and is most importantly not 

rigorous when gathering and analysing data. Indeed, results might be biased due to 

samples of convenience (Curtis & Dreachslin, 2008, p. 130-131). Thus, taking this 

reality into consideration, we will test some guidelines given for diversity management 

and cultural diversity using two models that enable us to create our own theoretical 

framework. 

 

Considered as pioneer of the concept of diversity management (Süb & Kleiner, 2007, p. 
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1934); Cox initiated two models to understand and manage cultural diversity through 

diversity management: (1) Interactional Model of Cultural Diversity (IMCD) and (2) 

Model for Planning Organisation Change. These models are presented from a unique 

source (Cox, 1994) as they are considered as a reference in our thesis. In addition, we 

did not find any sources challenging these models, and rather noticed the extensive use 

of them in other researches under the field of Cultural Diversity Management. 

(1) Interactional Model of Cultural Diversity (IMCD): The IMCD model (see 

Figure 3) is aimed at providing an explanation of the influence that diversity has 

no matter the cultural configuration or organisational systems (Cox, 1994, p. 6). 

This models takes into consideration three main dimensions: diversity climate; 

individual career outcomes; and organisational effectiveness. It is argued that the 

influence of diversity over organisational outcomes depends on a complex 

interaction between individuals and the context in which they evolve (Cox, 

1994, p. 8). The three levels used in the IMCD model correlate with 

interpersonal, group, and systemic levels (Alderfer & Smith, 1982; Rice, 1969; 

cited in Cox, 1994, p.9). These three levels define the diversity climate that will 

impact the individual career outcomes in terms of affective and achievement 

depending respectively on how individuals relate personally to their job and 

perform within a group/organisation. Finally this individual dimension will 

influence the organisational effectiveness mainly at two different levels 

depending on the type of organisation. Moreover, some elements of the diversity 

climate such as cultural differences, structural integration and informal 

integration can directly influence the organisational performance on its creativity 

and innovation, problem solving, and workgroup communication and 

cohesiveness. (Cox, 1994, p. 10) The IMCD model will support our research in 

understanding the various dimensions of cultural diversity. The diversity climate 

will be assessed through the social network abroad of one Swedish SME at an 

organisational level and the international experiences of individuals within the 

same Swedish SME at an individual level. The individual career outcomes can 

be considered in our research with expatriates and returnees; however 

considering the aim of our study to research on the staff’s cultural diversity of a 

Swedish SME and its social network abroad; we will not expand our research to 

this dimension. The organisational effectiveness is narrowed down in our 

research on the internationalisation process of a Swedish SME. This model will 

serve as general framework to develop our conceptual framework basing our 

research on two of its dimensions: diversity climate and organisational 

effectiveness. 
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Figure 3: An Interactional Model of the Impact of Diversity on Individual Career 

Outcomes and Organisational Effectiveness (Cox, 1994, p. 7) 

The structure of our theoretical framework (see Figure 7) is divided into two sections 

adapted from the IMCD model: diversity climate of the SME, and Organisational 

effectiveness. We consider the diversity climate corresponding the environment of the 

SME and the Cultural Diversity Management that the firm adopt. This enable us to 

assess the level of cultural diversity of the SME at two levels: the SME’s social network 

and the individual international experience. The second part of the framework is the 

organisational effectiveness corresponding then to the resulted contribution of the 

cultural diversity identified in the first part of the model. 

 

(2) Model for Planning Organisation Change: Organisations can be classified under 

two categories: traditional and multicultural. It is assumed that both categories 

qualify organisations under different characteristics that will lead to cultural 

diversity being positively or negatively managed. Hence, the model for planning 

organisation change (see Figure 4 below) provide traditional organisations 

guidelines to convert into a multicultural organisation enhancing the positive 

outcomes and minimize the drawbacks of diversity. (Cox, 1994, p. 230) A 

multicultural organisation is an organisation “in which both minority and 

majority culture members are influential in creating the behavioural norms, 

values, and policies of the organization” (Cox, 1994, p. 244). Five key elements 

are defined as necessary for a traditional organisation to transform into a 

multicultural organisation: leadership; research & measurement; education; 

changes in culture & management systems; and follow-up (Cox, 1994, p. 231). 

The framework provided by Cox (1994, p. 231) is based on the five key 

elements for which guidelines are provided enabling organisations to value 

diversity through changes in their systems and processes.   
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Figure 4: Model for Planning Organization Change (Cox, 1994, p. 231) 

 

Cox (1994, p. 230-241) explains further the five key elements as presented in this 

following paragraph. Leadership corresponds to the call for individuals to stand up for 

the need to change for the cause of diversity (Cox, 1994, p. 230). Cox explained that 

these individuals are expected to take the lead and a personal stand for change as top 

management leaders. Therefore, employees will become followers and support this 

change from a traditional towards multicultural organisation. He argues that their 

responsibility is to enhance the consideration and inclusion of diversity within the 

business strategy by demonstrating commitment; to implement the potential changes in 

the human resource management practices; to assure the mental and financial support on 

the objectives agreed in the long term perspective; and finally to establish diversity as a 

core value of the organisation. Although the support of top management is necessary; it 

is not sufficient for the organisation to move towards a multicultural organisation, as 

mentioned by Cox. Indeed, other leaders at lower levels in the organisation need to play 

a part to spread out the commitment over the different layers of the organisation (Cox, 

1994, p. 232). He also affirms that in addition to leadership, it is important that an 

explicit communication strategy is established and implemented with regard to the 

transitional work on diversity for the organisation. Research & Measurement of data 

concerning diversity-related issues is crucial to ensure the transition of an organisation 

towards multiculturalism (Cox, 1994, p. 235). Cox explains that the data is composed of 

measures of the organisational culture and analysis of behaviours enhancing differences 

or experiences among a diverse group. This gathering of data enables an organisation to 

overcome challenges more efficiently thanks to a higher awareness and better 

understanding in communication between individuals with different cultural 

backgrounds, as argued by Cox. He affirms that this information provides an ability to 

identify the needs of an organisation and how to handle the necessary changes 

according to the different cultures represented in terms of changes in the organisational 

culture, management practices and relationships between individuals. Finally, he adds 

that it will contribute to assessing the change effort required. Education can be referred 

to the initial step for the transition work of an organisation towards multiculturalism 

through education programmes (Cox, 1994, p. 236). Cox justifies that the education 

programme is meant most importantly to raise cultural awareness among members of an 

organisation and their sensitivity on cultural diversity. Ideally this training would start 
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with senior managers who will take responsibility to pass on the knowledge acquired as 

leaders of the organisation as stated above in regards to the leadership key element, as 

explained by Cox. Therefore, as time goes on all members of the organisation will be 

trained. This education programme needs to take into consideration the recruitment 

process to ensure that the continuity is maintained with change in employee turnover 

(Cox, 1994, p. 236). Although an educational programme can be considered as a crucial 

first step; Cox argues for its need to be combined with other key elements, for its 

effectiveness is not reliable when used in isolation. The Culture and Management 

Systems Audit fourth key element provides an evaluation of the organisational culture 

and human resource management systems of the organisation (Cox, 1994, p. 237). Six 

components of this key element are assessed, as defined by Cox: recruitment; 

orientation; performance appraisal; compensation and benefits; promotion; and training 

and development. The author argues that the first objective is to support the 

identification and understanding of the current situation with the aim to accurately 

assess the management practices and performances. He explains the second objective is 

to enable the identification of inconsistencies in the organisational culture in order to 

change them with the needs of a diverse workforce. He analyses that the outcome of this 

audit is to come up with an action agenda to implement the changes required. Finally, 

the last key element to consider is the Follow-up. The purpose of the follow-up is to 

ensure continuity and sustainability of the changes implemented in an organisation 

(Cox, 1994, p.239). The author suggests that this change process needs to be tracked 

and assessed in order to constantly adjust and ultimately it is required to be 

institutionalized to sustain it.  

 

 

The five key elements of the Model for Planning Organisation Change support the 

change process of an organisation shifting from a traditional to a multicultural 

organisation. By applying these elements, it is argued by Cox (1994, p. 230) that the 

change towards cultural diversity can be successfully implemented. We aim at 

identifying whether these elements are being used by a Swedish SME and how they 

would support the contribution of cultural diversity to strengthen the firm’s 

internationalisation process. In our theoretical framework (see Figure 7) we consider 

these five key elements as being the last step resulting from Cultural Diversity 

Management for an SME to assess its cultural diversity. 

2.1.2 Cultural Synergy 
The concept of cultural synergy defined by Adler and Gundersen (2008, p. 109) argue 

for an approach enabling organisations to handle the influence of cultural diversity 

through strategies, structures and practices adapted to a cross-cultural environment. 

Cultural synergy is implemented in organisations through new managerial perspectives. 

This concept values the components of various cultures together, both similarities and 

differences, within an organisation and considers them as a resource to develop and 

improve organisational systems. (Adler & Gundersen, 2008, p. 109) Culturally 

synergistic organisations challenge the common, yet misleading, belief of homogeneity 

among people and so thinking that everyone is the same as another. This concept 

contributes to overcoming the challenge of ethnocentrism in which people assume that 

their ways are the best. Indeed, cultural synergy implies cultural contingency, i.e. 

according to the people involved, the best way to handle a situation will vary and 

cultural synergy will contribute to provide the organisation with the best alternative and 

the best aspect from different cultures. (Adler & Gundersen, 2008, p. 110) The 
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awareness of cultural differences and its synergies can contrast the overall positive and 

negative influences on results provided by group performance (Nkomo & Cox, 1996, p. 

344). The objective of creating synergy between cultural differences is to capitalize on 

the various perceptions, experiences, insights and knowledge by sharing them with the 

aim to increase the effectiveness of the interaction and collaboration between people 

(Harris, 2004, p. 359). It is argued that cultural synergy can contribute and support 

problem solving and also improve the decision process (Harris, 2004, p. 361). 

Organisations can be categorised by their cultural synergistic performance as a high or 

low-synergy organisation. A high-synergy corporation is defined by the high level of 

collaboration between its employees in a non-competitive environment, aimed at 

finding the better alternative with everyone’s contribution. A low-synergy corporation 

on the contrary is based more on individualism in which the decisions are mostly taken 

and imposed by managers and partnerships are avoided. (Harris, 2004, p. 363) In our 

research we aim at assessing the level of cultural-synergy of a Swedish SME to 

understand how the company use and benefit from it. Our framework (see Figure7) 

presents a high synergy level as the second step of Cultural Diversity Management in 

the diversity climate of the SME part. 

 

The steps proposed by Adler and Gundersen (2008, p. 112; Harris, 2004, p. 363) to 

create this cultural synergy argue for the need to first describe the situation, then 

interpret the cultures, and finally increase the cultural creativity. These three steps 

support the problem solving phase in an intercultural context. However to enhance this 

process and ensure its effectiveness and sustainability; it is necessary that the 

individuals involved remain self-aware of their own culture and hold the competency of 

cross-cultural awareness. The understanding of this cultural dynamism is vital, and 

necessary for the implementation of cultural synergy within organisational strategies 

and systems. The steps are described as follow:   

(1) Different cultures understand different meanings. Hence, the first step 

“describe the situation” is highly critical and the most difficult one in the 

process of cultural synergy. It involves the description of the context from 

one’s culture and then from another one’s perspective in order to include 

every culture which will enhance the process of cultural synergy. These 

complex multicultural problems create difficulty to have a common 

understanding and so finding solutions as different cultural values challenge 

one another.  

(2) The second step of the cultural synergy process is to “culturally interpreting 

the situation”. This step is the core step of the cultural synergy process 

during which the situation is analysed according to each culture involved. 

This step aims at understanding the similarities and differences in thoughts, 

feelings and actions by identifying and interpreting them. During this part of 

the process, people involved intend to comprehend someone else’s 

perspective in order to avoid and clarify misinterpretation or misbelief.  

(3) The last part of the cultural synergy process corresponds to “increase 

cultural creativity”. The objective of this step is to create synergistic 

alternatives as solutions where everyone gets involved and contributes with 

their own cultural background as resources by learning from each other. 

This can be related to the concepts of informational diversity and 

knowledge acquisition explained in section 2.2. The challenge of this step is 

to combine and leverage the various insights to create one solution 

compatible with all individuals involved. 
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2.2 Global Knowledge Management 

2.2.1 Informational Diversity 
Informational Diversity corresponds to one of the three categories of diversity being 

considered in researches, the two others being social category diversity and value 

diversity (Jehn et al., 1999, p. 743). Informational Diversity correlates with the 

contribution of members within a group taking into consideration the various types and 

levels of knowledge bases and points of view of the individuals involved within the 

same group which have been acquired through education and experience (Jonsen et al., 

2011, p. 41; Jehn et al., 1999, p. 743). The concept of informational diversity is 

commonly described as “true value of diversity” (Lauring & Selmer, 2013, p. 634; Ely 

& Thomas, 2001). The inclusiveness of these various types and sources of information 

corresponds to an openness to diversity. It is believed that the performance of a group 

can be improved by diversity if the category of informational diversity is being 

considered. This informational diversity increases the possibility that a group will have 

many opinions and perspectives in their interaction (Jehn et al., 1999, p. 743). Indeed, 

an organisation can potentially take advantage of informational diversity by having 

internal complexity in terms of knowledge and perspectives that matches the complexity 

of the environment in which the organisation evolves (Jonsen et al., 2011, p. 41). 

Hence, the availability of informational diversity according to the context and the 

organisation’s needs enhances the performance of an organisation (Jehn et al., 1999, p. 
747). It is argued that a diverse team can provide a wide range of information; therefore 

enabling organisations to settle on more thorough strategic choices (Zhou et al., 2013, p. 

41). This performance is particularly high when informational diversity is available for 

complex tasks (Jehn et al., 1999, p. 758). According to different findings in this domain, 

a high level of information diversity such as educational background can lead to higher 

level of task-related debates in those groups. Task-related debates correspond to 

challenges regarding the content or the process of the task. (Jehn et al., 1999, p. 743) 

The outcomes of informational diversity in terms of benefits or conflicts that are 

generally not considered as groups tend to be formed from a common social network as 

it is easier for individuals to share same knowledge, experiences and perspectives than 

being challenged by differences. Hence, groups or organisations formed naturally tend 

to lack diversity which might lead to a lower problem-solving effectiveness due to a 

lack of insight for instance. However it has also been argued that diversity complicates a 

consensus within an organisation for instance when individuals have different 

educational backgrounds. (Jehn et al., 1999, p. 743-744) In addition, informational 

diversity contributes to an organisation’s performance when its members can work 

effectively together. Thus, although diversity can benefit an organisation; there remains 

the need to have similarity which members can commonly relate to for a successful 

interaction among members. (Jehn et al., 1999, p. 746).  

 

In addition to the broadening of sources of knowledge, informational diversity can 

increase the entrepreneurial alertness towards new market entries (Westhead et al., 

2005; cited in Zhou et al., 2013, p. 41); supporting the contribution of social network 

broad of a Swedish SME (see Section 2.4). Informational diversity contributes to the 

learning process through an increase of knowledge and skills (Ackerman & Humphreys, 

1990; cited in Zhou et al., 2013, p. 41). We give attention to informational diversity in 

our study as entrepreneurial organisations, such as start-ups or SMEs with a growth and 

expansion perspective, need different sources of information to support their efforts 

(Zhou et al., 2013, p. 40). In addition, although scholars researched the relation between 
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informational diversity and entrepreneurial team performance; there remains a need to 

understand how informational diversity influences performance (Zhou et al., 2013, p. 

40). Hence, our focus on informational diversity remains relevant in this research field, 

and will help us understand the contribution of cultural diversity through informational 

diversity in the development, more specifically in the internationalisation process of a 

Swedish SME. When considering our theoretical framework (see Figure 7) we consider 

the informational diversity of an SME as being the first step of the Cultural Diversity 

Management in the diversity climate part. 

 

Informational diversity can be measured by the variety in education, functional areas 

and positions within an organisation (Jehn et al., 1999, p. 749). In the context of our 

study, we will assess informational diversity based on the international background 

experienced during education (i.e. studies or internships abroad) and career paths which 

will be related to the social capital of the organisation developed later in section 2.4. 

Zhou et al. (2013, p. 41) define four different types of sources of informational diversity 

that can support our research. The first source considered is the educational level 

diversity which corresponds to the educational background of the individuals involved 

in an organisation. The second source is the educational speciality diversity which 

corresponds to the unique knowledge that can support an organisation on a specific area 

thanks to instrumental knowledge. (Zhou et al., 2013, p. 41) The third source is the 

functional speciality diversity which corresponds to the professional experience of 

individuals in a specific area. This diversity contributes to the effectiveness of taking 

decisions as it enhances the team’s human capital. The fourth source is the managerial 

skills diversity which corresponds to the ability of individuals to manage processes and 

strategies. It can contribute to the performance of new venture development. (Zhou et 

al., 2013, p. 42) According to Zhou et al.’s (2013, p. 50) study these first two sources do 

not seem to contribute to the entrepreneurial team performance. However in the context 

of our research we search for the contribution of an international experience in the 

education background which could contribute to the internationalisation process of a 

Swedish SME, which is why we consider this source of informational diversity. 

Considering the two latter sources of informational diversity, the authors argue for their 

contribution in the entrepreneurial team performance (Zhou et al., 2013, p. 50). We 

study these sources of informational diversity to assess the type of contribution 

provided from cultural diversity regarding the internationalisation process of a Swedish 

SME.  

2.2.2 Knowledge Acquisition  
Knowledge acquisition is related to the acquisition of innovation-related knowledge 

resulting from alliance partners (Lyles & Salk, 1996; cited in Zhang et al., 2010, p. 81) 

supporting the contribution of the social capital of an organisation (see Section 2.4). 

Indeed, knowledge acquisition is related to social capital as an essential international 

source of knowledge (Presutti et al., 2007, p. 25). This concept is being considered with 

the idea that knowledge acquisition fosters international growth thanks to a large 

amount of strategic knowledge overcoming challenges rising from traditional resource 

constraints as argued by Presutti et al. (2007, p. 25). The international knowledge 

acquisition contributes to the decrease of traditional liability of newness and smallness 

therefore strengthening the international growth of an organisation (Presutti et al., 2007, 

p. 26). The ability to develop and use social capital at a high level enables organisations 

to acquire and exploit international useful knowledge with better outcomes; hence 

contributing to the expansion in foreign markets (Presutti et al., 2007, p. 26).  
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It is argued that knowledge acquisition contributes to the innovativeness of an 

organisation which is even more significant in international alliances (Zhang et al., 

2010, p. 86). Hence it can contribute to the entrepreneurial orientation of a small firm 

and thus enhances the internationalisation process of SMEs as explained in section 

2.3.4. The knowledge acquired through social capital enhances the economic and 

innovative performance of organisations abroad. Knowledge acquisition supports 

economic and innovative foreign growth of organisations thanks to relevant knowledge 

provided by the social capital located abroad. Hence, this leads to better foreign sales, 

larger markets of reference abroad and broader and stronger collaborations on R&D. 

(Presutti et al., 2007, p. 39) It is critical for organisations to use various external sources 

of knowledge and a broad social capital from inside foreign market to be stronger in 

new competitive foreign contexts (Yli-Renko et al., 2001; Zahra et al., 1999; cited in 

Presutti et al., 2007, p. 39). The concept of knowledge acquisition is related with the 

theory of Social Capital developed further in section 2.4. 

 

Taking into consideration informational diversity and knowledge acquisition, we can 

consider in our research the influences of expatriates, inpatriates and returnees in the 

internationalisation process of a Swedish SME. Expatriates correspond to employees 

being sent abroad as trusted persons to handle operations in foreign markets for a 

particular job (Adler & Gundersen, 2008, p. 273). Becoming an expatriate can be 

considered under the dimension of individual career outcomes of the IMCD model. This 

can influence the organisational effectiveness of a Swedish SME in their 

internationalisation process. Inpatriates are in the opposite, managers from local cultures 

around the world brought into the home country to contribute to the development of 

projects within an organisation, thanks to international market knowledge (Adler & 

Gundersen, 2008, p. 274). After having experienced another culture as expatriates and 

inpatriates, the employee becomes a returnee when going back home. An organisation 

can benefit from the experience and informational diversity provided by this employee’s 

experience. (Adler & Gundersen, 2008, p. 285) In all of the cases, expatriates, 

inpatriates or returnees, we consider the possible contribution that a Swedish SME can 

benefit from them regarding their internationalisation process. However considering the 

profile of the Swedish SME chosen for our research, we are aware of the low number of 

employees who have experienced these types of global assignments only for a short 

time period and the absence of inpatriates. Hence, our study will not reflect the research 

on this due to limitations.  

2.3 Internationalisation  
The aim of our study is to assess the contribution of cultural diversity in the 

internationalisation process of a Swedish SME. This internationalisation context of a 

Swedish SME has been defined as the organisational effectiveness dimension of the 

IMCD Model (see Section 2.1.1). This dimension corresponds to the second part of our 

preliminary framework (see Figure 7), focusing on how cultural diversity would 

strengthen the SME’s internationalisation process. Hence, the concept of 

internationalisation is one of the fundamental elements of our research which needs to 

be investigated.  

 

Knudsen and Madsen (2002, p. 475) state that the increasing internationalisation of the 

marketplace over the last decades has co-evolved with a flourishing scholarly interest in 

the firm’s export activities. “Businesses in an increasing number of countries are 
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seeking international competitive advantage through entrepreneurial innovation” 

(Simon, 1996; cited in McDougall & Oviatt, 2000, p. 902). This development is 

accompanied by an accelerated internationalisation even among the smallest and 

youngest organisations (Oviatt & McDougall, 1999; cited in McDougall & Oviatt, 

2000, p. 902). These viewpoints emphasise the importance of studying the 

internationalisation process of an SME and hence underpin the relevance of our research 

endeavour. 

 

Yet there is a substantial number of definitions for the concept of internationalisation. 

We present a selection of those with the most relevance to the context of our study. By 

being most relevant we mean that these definitions were most frequently used and 

referred to in the literature under observation.  Schweizer et al. (2010, p. 343) claim that 

crossing the borders of their home markets means by definition “internationalisation”. A 

couple of authors occupy an entrepreneurial perspective by acknowledging the idea 

“that internationalisation is an act of entrepreneurship because it is a strategy in 

search of opportunities for firm growth and wealth by expanding into new markets” 

(Lumpkin & Dess, 1996; Zahra et al., 1999; cited in Lu & Beamish, 2001, p. 567). 

Frynas and Mellahi (2011; cited in Toulova et al., 2015, p. 6) describe 

internationalisation as “a gradual process of increasing firm’s commitment in foreign 

markets”. Welch and Luostarinen (1988, p. 36) define internationalisation in a similar 

vein “as a process of increasing involvement in international operations”. Frequently 

definitions of internationalisation involve the role of cooperative strategies, networks, 

and alliances. Johanson and Vahlne (2009; cited in Schweizer et al., 2010, p. 344) claim 

that the internationalisation process is considered to be “a by-product of the firm’s 

efforts to improve its position in its network or networks”.  

 

These definitions show how ambiguous the term “internationalisation” is evaluated by 

scholars. The presented definitions show several viewpoints of internationalisation that 

need to be discussed further in context of our study here. A couple of authors 

characterize internationalisation by putting the focus on a geographical criterion saying 

that it is an act of crossing the borders of the home market. Considering the involvement 

of searching for opportunities, we notice that entrepreneurial traits are needed in an 

internationalisation process. Johanson and Vahlne underline additionally in that context 

the importance of networks and alliances. We agree with these stances and refer to them 

in the empirical part of the study (see Chapter 4). Others as Frynas & Mellahi describe 

internationalisation as a gradual process. We disagree with this standpoint in the given 

context. Particularly in the fast paced business environment that IT companies are 

usually involved in, a gradual approach to internationalisation does not seem to be 

appropriate in order to become a successful player, as competitors may gain advantages 

by being first on the market. This viewpoint is coherent with our critique of the stage 

model approach (see Section 2.4). Hence we conclude that internationalisation is an act 

that is strongly influenced by entrepreneurial traits which lead to a change of the 

company's geographical focus in the end. The internationalisation can be supported by 

taking advantage of network structures and alliances (See Section 2.5). It is to say that 

we evaluate the internationalisation process of CodeMill, a Swedish SME mainly by 

two aspects. Firstly their commitment with non-Swedish customers who are operating 

outside the home market, in our case mostly with companies from the UK and 

Germany. Secondly, on an individual level by assessing the international experience of 

the employees from living abroad and their daily contacts with foreign customers.   
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The following sections are applied to deepen our understanding on the 

internationalisation literature when considering the contribution of cultural diversity. 

Their connection with our research problem is shown in our preliminary framework (see 

Section 2.6). 

 

2.3.1 International Entrepreneurship 
In order to connect the internationalisation literature more precisely to our study, we 

present the field of International Entrepreneurship (IE) here. As IE is considered to be a 

sub-discipline of entrepreneurship, we want to provide a definition of entrepreneurship 

in the first place. Furthermore, entrepreneurial traits are often an indicator for a 

company’s willingness to get international; hence it seems meaningful to introduce the 

concept here. By presenting the following definitions, we are aware of the fact that there 

are several ones to be found in the literature, and that there is an ongoing debate about 

the most applicable formulation among experts from the entrepreneurship discipline. 

(Oviatt & McDougall, 2005, p. 537-538) 

 

Entrepreneurship is described “as the scholarly examination of how, by whom, and with 

what effects opportunities to create future goods and services are discovered, evaluated, 

and exploited” (Venkataraman, 1997; cited in Shane & Venkataraman, 2000, p. 218). 

Other authors emphasise a combination of proactive, innovative, and risk-taking 

behaviour as essentials of entrepreneurship (Covin & Slevin, 1989; Miller, 1983; cited 

in Oviatt & McDougall, 2005, p. 539). Kirzner’s theory of entrepreneurial alertness, 

dated back from the early 70’s, asserting that entrepreneurs are more alert toward new 

opportunities is often applied by authors in order to delimit the term entrepreneurship 

from other business disciplines such as management or marketing (Busenitz, 1996, p. 

35-36; Runyan et al., 2008). We, as authors of the study in hand, consider 

entrepreneurship and hence the orientation towards this concept as follows. Somebody 

who is being particularly risk-taking, innovative, and proactive in the process of 

discovering new opportunities. These traits were considered in course of our empirical 

study (see Section 4.3.3).  

 

IE is particularly used to describe internationalisation endeavours of smaller companies 

possessing an entrepreneurial orientation. Hence IE is an interface of topics related to 

internationalisation and entrepreneurship corresponding to the context of our research: 

the internationalisation process of a Swedish SME. The term itself has different 

meanings. It has not only been described as entrepreneurial behaviour that is conducted 

in various countries and cultures but also as entrepreneurial behaviour across national 

boundaries. The area has received an increasing attention with the simultaneous trend 

toward globalisation. Competition is becoming a worldwide phenomenon as barriers of 

international trade vanish and communication as well as information networks improve, 

therefore facilitating the process for business people in getting engaged with 

international entrepreneurial activities. (Burns, 2011, p. 203) The character trait of being 

a small company that seeks for opportunities in order to get international by 

incorporating an entrepreneurial orientation fits our case company CodeMill and is 

more carefully explained in Chapter 4 .  

 

According to Zahra and George (2002) the term IE was firstly applied by Morrow in a 

short article that was published in course of the year 1988. Hence we can adhere that IE 

is considered to be a young discipline. McDougall’s study in 1989 was the first 
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meaningful work that encouraged broadening the research in the field of International 

Entrepreneurship. He defined IE initially as “the development of international new 

ventures or start-ups that, from their inception, engage in international business, thus 

viewing their operating domain as international from the initial stages of the firm’s 

operation” (McDougall, 1989, p. 387). Four years later, Zahra defined IE more broadly 

by expanding this definition and including corporate entrepreneurship as well. Hence 

illustrating that IE is “the study of nature and consequences of a firm’s risk-taking 

behaviours as it ventures into international markets” (Zahra, 1993, p. 9). McDougall 

and Oviatt (2000, p. 903) specified the definition claiming that “International 

Entrepreneurship is a combination of innovative, proactive, and risk-seeking behaviour 

that crosses national borders and is intended to create value in organisations”. Later 

they redefined IE by referring to Shane and Venkataraman’s definition of 

entrepreneurship (see above). Differing from the other definitions, it focuses on 

opportunities; it permits the formation of new organisations, but does not mandate them. 

It allows for corporate entrepreneurship; renders unnecessary a debate over how many 

dimensions are included in entrepreneurial orientations; and highlights entrepreneurial 

activity across borders. Hence they define IE as “the discovery, enactment, evaluation, 

and exploitation of opportunities - across national borders - to create future goods and 

services” (Oviatt & McDougall, 2005, p. 540). Adjusting our assessment to the 

previously given definitions of entrepreneurship, we claim that IE is a mixture of 

innovative, proactive, and risk-taking behaviour by having an intention to cross the 

borders of the home market. Our evaluation is hence in line with the assessment of 

McDougall and Oviatt (see above).  

 

However, critics on the research of IE claim that the field is still fragmented, 

inconsistent, lacking unifying paradigms, and is hindered in development by its 

phenomenological basis (Keupp and Gassmann, 2009; cited in Jones et al., 2009, p. 

633; O’Cass & Weerawardena, 2009, p. 1326). This evidence is supported by a study of 

Blackburn and Kovalainen (2009) on researching small firms and entrepreneurship. 

They claim  that the research in this particular field lacks quality e.g. due to a poor level 

of data analysis and thus emphasise the need to employ rigorous research methods and 

further to integrate applied methods in core discipline such as economics, psychology 

and sociology (Blackburn & Kovalainen, 2009, p. 128). Considering the fact that IE is 

still a very young discipline, we agree with the assertion of the previously mentioned 

authors who claim that IE is among other things inconsistent by lacking quality due to 

poor and undeveloped research methods for example. Finding only little pieces of 

evidence on IE during our research supports this assessment. However we do believe 

that researching IE will become more important in future, as the ongoing globalisation 

in accordance with the strive of start-up companies to become quickly an international 

player fosters the importance of the particular field. Our study including the concept of 

Entrepreneurial Orientation, will contribute to the subfield of IE which explains the 

importance of taking it into consideration here. 

 

2.3.2 International New Ventures (INVs) and Born Globals (BGs) 
Differing from the “ordinary” SME, there are firms that get engaged in foreign business 

activities right from inception, leaving out the incremental internationalisation process 

as illustrated in the stage model by Johanson and Vahlne (see Section 2.4). These firms 

are called International New Ventures (INVs) and Born Globals (BGs). INVs and BGs 

are developments within the area of IE, meaning that they originated through 
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entrepreneurial attitudes and the aim to get quickly involved in internationalisation 

activities. Both terms describe types of companies that typically arise in this particular 

context. INVs and BGs incorporate traits as innovativeness and proactiveness that are 

intertwined with the domain of IE. These companies are commonly led by entrepreneurs 

who pursue an international orientation. This is indicating a lucid coherence between 

the concepts of IE, INVs and BGs. For this reason we discuss their significance closely 

to the section of IE in order to make their connection conspicuous.  

 

Studying born global companies is still a considerably nascent phenomenon that started 

in the early 90’s of the past century. Hence theory and practice is still evolving 

(Gabrielsson et al., 2008, p. 385). However a number of recent trends have led to the 

emergence of born global firms. There are numerous reasons for this development. The 

evolving advances in process technologies and communication technologies are a case 

in point. BGs possess advantages in terms of flexibility and adaptability; the overall 

internationalisation of knowledge, tools, technology, and facilitating institutions; further 

increasing global network abilities, which facilitate mutually beneficial relationships 

with international partners lead to a high increase in rates of these firms. (Knight & 

Cavusgil, 1996; cited in Bell et al., 2001, p. 177) 

 

The literature BG’s presents various definitions on the concept and how it is to be 

differentiated from the ordinary SME. A definition originated from the US affirms that 

born global companies need to export at least 25% of their goods within three years of 

inception (Knight & Cavusgil, 1996; cited in Gabrielsson et al., 2008, p. 387). Looking 

at it from a European perspective, this definition is not challenging at all as the home 

markets of the different countries are considerably smaller, thus leading to the trend of 

export higher export rates. Finnish researchers came up with a stricter formulation, 

stating that a born global company needs to have an export rate above 50% on 

continents external to the one from which the firm originated (Luostarinen & 

Gabrielsson, 2006; cited in Gabrielsson et al., 2008, p. 387). However these definitions 

seem weak in describing such companies as the operating numbers are highly dependent 

on the home country of the company, the distribution opportunities of its neighbouring 

countries, and factors such as the type of industry and competitors. Instead, we favour 

other characteristics that are more relevant to determine what a BG is. Born global firms 

are a sub-set of international entrepreneurial SMEs, explained earlier in section 2.3.1 of 

International Entrepreneurship. Amongst other things they can be described by the 

following attributes: they are led by entrepreneurs and pursue an international 

orientation; they target worldwide the key country markets in which potential exists. 

They are characterised by a rapid growth in their international communication 

technology by using foreign technologies; and BGs tend to follow their clients to 

foreign countries, if necessary. In short one can say that BGs have a global vision at 

inception. (Gabrielsson et al., 2007, p. 387-388). Knight and Cavusgil (2004, p. 124) 

define BGs as “business organisations that, from near their founding, seek superior 

international business performance from the application of knowledge-based resources 

to the sale of outputs in multiple countries”. 

 

The products that are distributed by born global companies have to fit the international 

ambitions of the firms. As such they either have “unique technology and/or superior 

design or unique product/ service, or know-how, systems or other highly specialised 

competence” (Gabrielsson & Kirpalani, 2004; cited in Gabrielsson et al., 2007, p. 388). 

Hence BGs possess a repertoire of products with global market potential. In course of 
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their establishment process they pass through three different phases. The first phase is 

the introduction and initial launch phase, the second phase is characterised by its 

growth and resource accumulation, and finally the break-out phase (Gabrielsson et al., 

2007, p. 386). The time horizon in which BGs need to establish themselves is 

considered to be flexible as there exist different external influences in each case. Thus 

diminishing the three-year rule that is often presented in the literature to be the period of 

establishment for BGs (Gabrielsson et al., 2008, p. 388). Another phenomenon that is 

emergent is the existence of so called “born-again” globals. These are typically 

companies that were initially only focused on their domestic markets, and then suddenly 

embraced rapid and dedicated internationalisation (Bell et al., 2001, p. 194). In contrast 

to born global companies they lacked the global vision at the inception stage. 

 

The term International New Ventures (INVs), closely related to BGs, was initially 

applied by entrepreneurship scholars in 1989. Oviatt and McDougall (2004, p. 31) 

define an International New Venture as “a business organization that, from inception, 

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

of outputs in multiple countries”. The two terms, namely INVs and BGs are “somewhat 

interchangeable” as Crick (2009, p. 453) claims. The results of his study indicate among 

others that the BG’s focus is more global while INVs have a more regional focus 

(Crick, 2009, p. 459-465).  Looking at the definition of BGs and INVs, one can indeed 

notice many similarities and very few differences (e.g. those INVs seem to have a more 

narrowed geographical focus). However we chose to treat the two concepts as one and 

refer to them as BG later on. Applying the criteria “number of countries involved” and 

“few vs. many activities”, there evolve four different types of INVs. The Export/ -

Import Start-up does business in a carefully selected amount of countries by only 

coordinating inbound and outbound activities. The Multinational Trader focuses mainly 

on simple trading activities as well, but its area of operation geographically spread. The 

Geographically Focused Start-up operates in few countries, but has to coordinate many 

activities across them. Finally the Global Start-up is engaged in business activities all 

over the world by being engaged in a considerable number of activities. (Oviatt & 

McDougall, 2004, p. 37-38) 

 

Being aware of CodeMill’s strive to get an international player from its inception phase, 

we considered it relevant to introduce the concepts of INV and BG here. Our objective 

is to ensure that CodeMill is clearly identified in order to avoid misunderstandings in 

our research. 

 

2.3.3 Internationalisation of SMEs 
Arriving from discussing the narrowed concepts of INVs and BGs, we lay the focus on 

the SME’s context in the internationalisation process here by applying a broader 

perspective. 

 

Our research problem focuses on an SME which explains the need of reviewing the 

internationalisation process specifically for SMEs in this section. SMEs are commonly 

defined in terms of employed persons and key financial figures (see Section 1.7.) The 

research on SMEs emerged in 1970s when several authors published their findings on 

internationalisation strategies by presenting the stage models (see Section 2.4) (e.g. 

Bilkey & Tesar, 1977; Johanson & Vahlne, 1977; Johanson & Wiedersheim-Paul, 

1975). SME’s internationalisation can be described as a growth strategy, aimed at 
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improving performance (Khavul et al., 2010; Yip et al., 2000; cited in Hilmersson, 

2014, p. 388). As SMEs possess limited resources and knowledge compared to large 

multinational corporations, they face more risks and difficulties (barriers to entry) in the 

internationalisation process. (Hilmersson, 2014, p. 395) Barriers to entry can be natural 

and are for example related to differences in legal systems, cultures, and languages (Acs 

et al., 1997, p. 8). Hence SMEs need to consider the move abroad more thoroughly than 

bigger corporations. Exporting strategies are therefore mostly applied by SMEs when 

choosing an entry mode for going international. It is particularly applicable for these 

firms as they often face resource constraints in terms of financial aspects or knowledge 

(Lu & Beamish, 2001, p. 568). It is a comparably easy strategy as it does not involve the 

complexities of setting up a foreign market subsidiary. Moreover, it facilitates the 

access to a foreign market by using existing production facilities in order to serve its 

customers abroad (O’Cass & Weerawardena, 2009, p. 1332). The internationalisation 

process of SMEs may involve considerable challenges resulting from different financial 

and economic systems, remoteness from markets, an enterprise's learning capacity, and 

from cultural differences (Nkongolo-Bakenda, et al., 2010; cited in Raymond et al., 

2014, p. 233-234). 

 

We consider this part to be a required supplement to the previous section of INVs and 

BGs for the following reasons. Our RQ and the title of the thesis are focused on the 

term “SME” making it inevitable to explain it in the context of internationalisation 

processes. Furthermore is this term used in general as an umbrella term for smaller 

companies which cannot be evaluated as a large corporation or a big multinational 

company.  

 

2.3.4 Entrepreneurial Orientation in the context of internationalisation 
The concept of Entrepreneurial Orientation (EO) is considered to be the springboard for 

entrepreneurial behaviour. This kind of behaviour is again crucial to get actively 

engaged in network activities. It is further regarded to be the trigger for 

internationalisation process of a Swedish SME (see Figure 7). Hence it is necessary to 

devote a section to this topic in our research work. In order to be a successful 

entrepreneur, one needs to internalise EO and possess the appropriate character traits in 

the first place. Studying EO in the context of our study seems to be justified as O’Cass 

and Weerawardena (2009, p. 1327) point out that the internationalisation process of 

SMEs is an entrepreneurial activity. Wiklund and Shepherd (2003, p. 1307) claim that 

EO enhances the positive relationship between knowledge based resources and firm 

performance. EO is further described as the antecedent of an internationalisation 

process, contributing strongly to the internationalisation process of the SME. (Knight, 

2001, p. 159) We align our preliminary framework to this viewpoint (see Figure 7), 

positioning EO before the inception of the internationalisation process. Thus proving 

again the legitimacy to introduce this entrepreneurial concept here. 

 

There are a couple definitions for EO that are prevalent in entrepreneurship literature. 

The EO expresses the entrepreneurial activity of an entity and is linked to its growth and 

performance (e.g. Covin & Slevin, 1989; Wiklund, 1999; cited in Wiklund et al., 2009, 

p. 353). It is further considered to achieve competitive advantage (Covin & Slevin, 

1989; Müller 1983; cited in Runyan et al., 2008, p. 567) and to enhance a firm’s 

performance (Wiklund & Shepherd, 2005; Covin & Slevin, 1989; cited in Runyan et al., 

2008, p. 567). EO is a valid conceptualisation of entrepreneurship in existing 
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corporations. It refers to the strategic orientation of the firm by involving 

entrepreneurial aspects of decision making styles, methods, and practices that lead to a 

new entry in the end. Lumpkin and Dess (1996, p. 136) further identify five dimensions 

of EO namely autonomy, innovativeness, risk-taking, proactiveness, and competitive 

proactiveness. These dimensions include a tendency to act autonomously, a willingness 

for innovation and risk-taking, the readiness to be aggressive towards competitors, and a 

spirit of proactiveness in order to discover opportunities in the marketplace (Lumpkin & 

Dess, 1996, p. 137). 

 

In the following paragraph we describe these five dimensions by Lumpkin and Dess 

(1996) more precisely. Autonomy refers to an independent action accomplished by an 

individual person or a team in bringing forth an idea or a vision until it is completed and 

yields profits. The term is often connected to somebody’s courage to leave a secure 

position and pursue new ideas instead of staying in an inhibiting environment of a 

corporal organisation. However, acting autonomously does not imply that the 

entrepreneur can gain advantages via established network contacts. An important factor 

to characterise entrepreneurship and also belonging to the five dimensions is 

innovativeness. The Austrian economist Joseph Schumpeter (1934 & 1942; cited in 

Lumpkin & Dess, 2009, p. 142) emphasised its importance in the field of 

entrepreneurship. The term is defined as the company’s tendency to engage in and 

support new ideas, novelty, experimentation, and creative processes that may result in 

new products, services, or technological processes (Lumpkin & Dess, 2009, p. 142). 

“Innovation represents a basic willingness to depart from existing technologies or 

practices and venture beyond the current state of art” (Kimberley, 1981; cited in 

Lumpkin & Dess, 2009, p. 142). The third dimension deals with the phenomena of risk-

taking. This action was initially linked to the uncertainty and riskiness of self-

employment and is hence a concept that is frequently used to describe entrepreneurship. 

This term has various meanings. Baird and Thomas (1985; cited in Lumpkin & Dess, 

1996, p. 144) identified three types of strategic risks: venturing into the unknown, 

committing a relatively large portion of assets and borrowing heavily. Applying the 

term in a financial context (e.g. in a risk-return trade-off) it would specifically refer to 

the probability of a loss or negative outcome. Dealing with risks is a daily process in 

business operations. To facilitate the work with risks, they are grouped according to 

their likelihood of riskiness. This is a common procedure in the financial sector, for 

example in the context of evaluating bonds and funds. Proactiveness is about being the 

first and taking over the initiative in an entrepreneurial process. Its target is to gain a 

first mover advantage in order to anticipate and pursue opportunities in an emerging 

market. Firms need to adopt a forward-looking perspective by anticipating future 

problems, needs, or changes. While proactiveness refers to how a firm relates to market 

opportunities in the new entry stage, competitive aggressiveness instead refers to a 

firm’s tendency to directly and intensely challenge competitors in order to access a 

market or to improve the firm’s own position. The two approaches appear to be similar. 

However being proactive is more about meeting demand, and competitive 

aggressiveness about competing for demand (Lumpkin & Dess, 1996, p. 146-148). 

 

A study by Richard et al. (2004) investigates the effects of cultural diversity as a 

moderating role in EO dimensions. The research was conducted in the banking sector 

and focussed on three dimensions namely risk-taking, innovativeness, and 

proactiveness. The results supported the author’s claim that risk-taking would emerge 

as a negative moderator in the diversity-performance relationship, while the other 
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hypotheses were rather supportive (Richard et al., 2004, p. 262). However, more 

important than the results is the fact that cultural diversity has been studied in an EO 

context before and hence emphasises a relevant connection between this two concepts, 

especially in the context of our study. We want keep in mind, that EO is a key 

ingredient for organisational success.  This has been stated by many authors previously. 

(Collins & Moore, 1970; Covin & Slevin, 1991; Peters & Waterman, 1982; 

Schollhammer, 1982; Zahra, 1993; cited in Lumpkin & Dess, 1996, p. 151). It is further 

associated as having a positive relationship with the international performance of firms 

as Knight and Cavusgil (2004, p. 129) confirm. 

 

Although Lumpkin and Dess (1996) present in total five dimensions, also including 

autonomy and competitive aggressiveness (see above). We focus only on risk-taking, 

innovativeness, and proactiveness for the following reasons:   

 

(1)   A couple of authors (e.g. Covin & Slevin, 1989 and Miller, 1983; cited in 

Oviatt & McDougall, 2005, p. 539; see Section 2.3.1) emphasise the 

combination of proactive, innovative, and risk-taking behaviour as essentials of 

entrepreneurship. As we particularly concentrate on entrepreneurial issues, we 

considered the selected criteria as sufficient for our study. 

(2)   The field of IE, in which we clustered the type of the SME’s business activities 

considered for our research is described by focussing on the chosen dimensions: 

“International Entrepreneurship is a combination of innovative, proactive, and 

risk-seeking behaviour that crosses national borders and is intended to create 

value in organizations” (McDougall & Oviatt, 2000, p. 903; see section 2.3.1). 

(3)   A previous study by Richard et al. (2004) investigating the effects of cultural 

diversity as moderating role of EO dimensions included the selected dimensions 

(see above). Hence proving them to be relevant in the context of studying 

cultural diversity. 

(4)  As we faced time and resource constraints a limiting the scope to the three 

dimensions, enabled us to focus more in depth on them. 

 

2.4 Stage models in an internationalisation context 
The first articles on internationalisation of small firms were published in 1970s. The 

pioneer of researching the field of SME’s internationalisation was Jan Johanson. The 

so-called stage model of internationalisation gained popularity thanks to Johnson’s 

publications with Wiedersheim-Paul (1975) and Vahlne (1977). (Bruns, 2011, p. 203) 

Johanson and Wiedersheim-Paul (1975, p. 305) observed from their studies of 

international business, that the internationalisation process of most Swedish firms is 

rather characterised by gradual steps than by large foreign investments. They assumed 

that internationalisation is the consequence of multiple incremental decisions (Johanson 

& Wiedersheim-Paul, 1975, p. 305; Johanson & Vahlne, 1977, p. 23). Small firms 

would develop themselves initially in their domestic markets, before engaging in 

international sales activities. A reason for this behaviour lies especially in the fact, that 

small firms lack the need of financial resources and knowledge. Incremental decisions 

would help in this context to reduce uncertainties by learning about foreign markets and 

appropriate operations. (Johanson & Wiedersheim-Paul, 1975, p. 306). 
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Johanson and Wiedersheim-Paul (1975, p. 307) identified four different stages in their 

study of four multinationals firms, which describe increasing levels of 

internationalisation embeddedness: 

 

(1) no regular export activities 

(2) export via independent representatives (agents) 

(3) sales subsidiary 

(4) production / manufacturing. 

 

These four steps represent the aforementioned stage model of internationalisation, later 

called Uppsala Model, named after the Swedish city where Johanson and Vahlne 

conducted their research activities. It is based on the amount of committed resources 

and the degree of commitment. The contribution of cultural diversity might be 

influenced and altered by various factors. Thus, we consider it important to frame and 

correctly identify the company’s environment to relate our finding only to this specific 

environment. 

 

In order to illustrate the dynamic process of internationalisation, Johanson and Vahlne 

(1977, p. 26) established a model (see Figure 5), showing how market knowledge, 

resource commitment (state aspects) are related to commitment decisions and current 

activities (change aspects). Both models in combination are eligible to show the 

characteristics of a company’s internationalisation process in terms of commitment and 

performance. The Uppsala model considers the temporal aspect of the 

Internationalisation process. The model of the basic mechanism of Internationalisation 

focuses in contrast on four aspects that permanently influence the outcome of a firm’s 

internationalisation activities. 

 

 
 

Figure 5: The basic mechanism of Internationalisation - State and Change Aspects 

(Johanson & Vahlne, 1977, p. 26) 

 

The Uppsala model has received criticism for diminishing the importance of knowledge 

acquisition in the course of the internationalisation process (Leonidou & Katsikeas, 

1996, p. 521). Hence the revised model from 2009 includes knowledge creation and 

trust-building criteria in the change aspects (Johanson & Vahlne, 2009, p. 1424). It 

seems therefore justified that we regard the concept of knowledge acquisition as highly 

relevant to the context of our study (see Section 2.2.2).  
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Alongside the stage model of internationalisation, there is a second group of models that 

are worth mentioning here: the innovation-related models. They typically regard the 

internationalisation process as an innovation for the company. These models are 

oriented more specifically to certain subjects of a company’s internationalisation 

process. In this particular context the model focuses only on a single criteria namely 

innovation. Hence the model can generate more accurate analytical results by only 

being directed to the specific innovation criterion. In contrast the stage model is not 

directed at one single aspect but to numerous points which encompass the complete life 

cycle of an internationalisation process. Hence it contains a broader scope which may 

also lead to rather general implications. The most important innovation-related models 

were established by Bilkey and Tesar (1977), Cavusgil (1980), and Czinkota (1982). 

Innovation-related models encompass generally three main stages in a firm’s 

internationalisation process. The pre-export phase in which the firm is only operating in 

the domestic market is the first step. Then follows the export test phase. This stage is 

characterised by firms trying to establish an export strategy, mostly in an irregular way. 

Lastly follows the advance export phase. Companies typically extend their export 

activities and consider further modes of internationalisation. (Bell et al., 2001, p. 175; 

Leonidou & Katsikeas, 1996, p. 521-523) 

 

The stage model approach, encompassed in the Uppsala model and the innovation-

related models, was repeatedly criticized for wrongly assuming stepwise progression 

and forward motion. Several authors claim further that stage models pay insufficient 

attention to industry, company or people contexts. Overall, they are described as too 

deterministic. (Buckley et al., 1979; Cannon & Willis, 1981; Rosson, 1984; Turnbull, 

1987; Reid, 1983; cited in Bell et al., 2001, p. 174). Other criticisms refer to the 

assumption, that firms do not necessarily apply consistent organisational approaches 

(Buckley et al., 1979; cited in Bell et al., 2001, p. 175); and that there is a lack of 

empirical support for stepwise internationalisation (Turnbull, 1987). Andersen (1993) 

faults the lack of congruence between theory and practice by referring to weakly 

underpinned theoretical models. In general, the incremental approach does not seem to 

be up to date anymore as increasing globalisation and connectivity efforts lead to the 

phenomenon that more and more firms internationalise at inception. Thus stage model 

approaches are becoming overdue in today’s business environment. (Bell et al., 2001, p. 

174-175)  

 

Instead of using ancient stage model approaches, one needs to apply methods that meet 

the requirements of today’s business environment. Meaning that the revised Uppsala 

model, as aforementioned, could be extended by knowledge creation and trust-building 

criteria. Moreover researchers need to pay special attention to the industry the firm is 

working in and to the company’s or the people’s contexts. To give a practical example: 

IT companies are assumed to dare the move abroad earlier than a manufacturing 

company as their products are easier to transfer to another country and often do not need 

to be changed at all. The circumscribed approach fits the one of CodeMill, our case 

study object. We noticed later during our empirical study that CodeMill’s 

internationalisation process is neglecting the above presented stage model as well (see 

Chapter 4).  
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2.5 Social Capital and Network Approach to Internationalisation 
The reasons for studying the concept of Social Capital in the context of our study are 

multiple as we showed in Section 1.1. Over the last years, the role of social capital has 

become more important for SMEs. Especially for those who aim to enter foreign 

markets in a yet unknown business environment. Social capital is considered to be 

crucial for creating and leveraging the knowledge base of a firm (Nahapiet & Ghoshal, 

1998; cited in Lazarova & Taylor, 2009, p. 119-120). Coviello (2006, p. 714) adds that 

networks are widely recognized to have an influence on internationalisation processes. 

Dubini and Aldrich (1991) acknowledge in a similar vein that networking is a powerful 

tool for the entrepreneur. The cruciality of having good network capabilities is 

highlighted by Dunning (1995), illustrating that networking has gained escalating 

importance in an international context. Coviello and Munro (1995; cited in Fernhaber & 

McDougall, 2005, p. 126) see in networks a motivational factor to get international, as 

unseen opportunities may become evident through them. Having a well-structured 

network, consisting of strong and weak social ties may facilitate the firm’s 

internationalisation process by getting established in a foreign market. The ongoing 

globalisation and technologization processes play an important role in this context. This 

development eases the creation of numerous contacts within a considerably short period 

of time. These viewpoints are supported by a recent study of Gabrielsson et al. (2014, p. 

463) on international new ventures. Social Capital can be defined as “the capitalized 

value of improvements in economic performance that can be attributed to high-trust in 

social networks” (Casson & Della Giusta, 2007, p. 221). Lazarova and Taylor (2009, p. 

124) refer to a definition provided by Inkpen and Tsang (2005) stating that Social 

Capital is “the aggregate of resources embedded within, available through, and derived 

from the network of relationships possessed by an individual or organization”. 

Networking is often considered as manifestation of Social Capital which is emphasised 

by the given definitions. Although entrepreneurship is often perceived as an individual’s 

activity it is indeed socially embedded in network structures (Aldrich, 1987; cited in 

Casson & Della Giusta, 2007, p. 222). Hence social networks influence various areas of 

entrepreneurship such as opportunity, resource acquisition (e.g. knowledge acquisition), 

and project implementation. Having social capital identified as a relevant tool to build 

up contacts, and thus be able to facilitate the internationalisation process, especially for 

resource constrained SMEs, makes it a worthy concept to study in the context of our 

thesis work. We agree with the here presented assessments of the term Social Capital. It 

seems indeed to be a helping factor in order to get successfully engaged in 

internationalisation processes. In the empirical part of the study we come back to this 

viewpoint (see Chapter 4).  

  

There are two different perspectives on Social Capital prevalent. The first focuses on the 

individual level, illustrating that this concept is primarily individually generated and 

owned. This concentrates on the positions of focal actors in the network and how the 

individual's location in the network provides the benefits of information access. 

Important features of this perspective give indication about the number of ties a network 

possesses (density) with whom, and how strong the particular ties are (frequency of 

contacts, quality of information). Focal actors often serve as a bridge between two 

members of a network, leading to a benefit for the individual in the first place. The 

second approach focuses on the organisational level. It puts greater intention on 

cognitive and relational attributes of ties between actors having an organisational 

background. Common attributes in this context are trust, understanding, shared norms, 

and goodwill. Here, social capital is available to anyone in the group, no matter if 
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personally engaged in the creation of the contact or not. (Lazarova & Taylor, 2009, p. 

124) These two perspectives are also depicted in our theoretical framework (see Figure 

7). 

 

Social Capital can be grouped in different clusters under the following dimensions: 

structural, relational and cognitive (Nahapiet & Ghoshal, 1998; cited in Lazarova & 

Taylor, 2009, p. 124).  Whereas structural Social Capital consists of rather weak ties, 

relational and cognitive Social Capital is composed by strong ties, characterised by the 

strength and quality of its relationships and contacts (Presutti et al., 2007, p. 26). An 

increased recognition of the importance of social networks has evolved since the mid-

1980s as they provide entrepreneurs with important resources such as information, 

access to finance, access to skills, knowledge and advice, social legitimacy, and 

reputation as well as credibility (Klyver et al., 2008, p. 332). Thus the people’s network 

influences to a high degree the outcome of their entrepreneurial actions and their 

possibility to exploit opportunities. People who have close family members in business 

or who personally know someone who has started a business have better chances of 

becoming an entrepreneur (Klyver et al., 2008, p. 333). This demonstrates the influence 

social networks may have. The way in which entrepreneurs use their networks and get 

engaged in entrepreneurial activities depends on different variables such as their 

knowledge of other entrepreneurs, their age, their gender, their competence, and their 

general alertness toward opportunities (Klyver et al., 2008, p. 337-338). 

 

To draw a connection between the concept of Social Capital and the field of 

entrepreneurship, we refer to the importance of opportunities. The concept of 

opportunity is centred within the entrepreneurship discipline. Without an opportunity, 

there is no entrepreneurship (Short et al., 2010, p. 40). Opportunity seeking is mainly 

related to the gathering of information. A well-established social network helps to get in 

contact with people that are willing to share information needed to exploit the 

opportunity, mostly acquired from people who cannot take advantage of the information 

themselves. Social events are considered to be a great possibility to seek for 

opportunities. When it comes to resource acquisition social networks are needed to 

make contact with reliable people, as trust becomes a major issue in the process of 

mobilising resources of labour and capital. Having a network with a mixture of people 

who have already made contacts with each other facilitates the acquisition process. 

Institutions such as the church, sport clubs, or non-profit voluntary organisations are 

extremely useful in building trust. It is obvious that the process of resource acquisition 

requires a different type of network to the discovery of opportunities. Later on in the 

marketplace the entrepreneur needs to win customer support by integrating them into 

his customer club. Thus creating another social network he is depending on. This leads 

us to the conclusion that in each phase of entrepreneurial activity, being a member of a 

particular network is beneficial. (Casson & Della Giusta, 2007, p. 230-233) 

 

Here we explain the relationship between the concepts of social capital, the 

internationalisation process and the network approach. If social capital is used to ease 

an internationalisation process, the so called network approach is deployed. Business 

networks are considered to be relationships a firm maintains with its customers, 

distributors, suppliers, competitors, and the government (Johanson & Mattsson, 1988; 

cited in Chetty & Blankenburg Holm, 2000, p. 80). Johanson and Mattsson identified 

four different categories of firms: the early starter, the late starter, the lonely 

international, and the international among others (see Figure 6). These categories 
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evolve from the internationalisation characteristics of the firm, but also how the market 

environment and its actors are involved in international business activities (Johanson & 

Mattsson, 1988, p. 297). 

 

 
Figure 6: Market Position of Firms in Internationalisation Processes (Chetty & 

Blankenburg Holm, 2000, p. 79)  

 

(1) The early starters possess, similar to its competitors and suppliers only a few 

international relationships. Hence they cannot access required assets like 

knowledge of foreign markets. They use most commonly agents in foreign 

markets in order to reduce uncertainties and to benefit from the agent’s 

previously created network (Chetty & Blankenburg Holm, 2000, p. 80) 

(2) The lonely international is highly internationalised. But the actors in his network 

such as suppliers, distributors, or competitors have a rather domestic-oriented 

focus. As a result they cannot gain advantages from their network in the 

business environment. However this type of firm is characterised as having 

enough capabilities in order to promote the internationalisation process by itself. 

(Chetty & Blankenburg Holm, 2000, p. 80). This independency is a valuable 

asset. 

(3) The business environment of the late starter is yet to be internationalised and the 

companies belonging to it possess widespread international relationships. Being 

surrounded by internationally operating firms drives the company to get in 

engaged in the international processes as well. But lacking knowledge and 

experience about foreign markets makes it difficult to enter an already existing 

network. Hence the late starter is handicapped compared to its competitors. 

(Johanson & Mattsson, 1988, p. 302; Chetty & Blankenburg Holm, 2000, p. 80) 

(4) Finally, the company that operates internationally among others is characterised 

by a highly international network and also in very international working 

environment. Thanks to its tight networks, they can easily access external 

resources, which benefit them in their business operations with foreign actors. 

(Johanson & Mattsson, 1988, p. 305-306; Chetty & Blankenburg Holm, 2000, p. 

80) 

 

The concept of Social Capital presented in this chapter allows us to understand the 

involvement and contribution of social networks and how they benefit the 

internationalisation process of an SME. Our research has been divided into two criteria. 

The first one is the SME’s social network abroad. The second criterion corresponds to 

the individual’s international experience. These two criteria are reviewed according to 

the concepts of Informational Diversity and Cultural Synergy level to assess the 

diversity climate of the Swedish SME studied as shown in our preliminary framework 

(see Figure 7). These two concepts are firstly related to Global Knowledge 
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Management, and secondly as mentioned above in section 2.2 the Social Capital of an 

SME contributes to the assessment of its Informational Diversity and Cultural Synergy. 

Hence justifying again the necessity of applying concept of Social Capital in our 

research. 

2.6 Preliminary Framework 
The literature review chapter provides an overview of the concepts and theories related 

to our research problem “the contribution of cultural diversity in the internationalisation 

process of a Swedish SME”, having CodeMill as our case study. The literature has been 

studied and presented in correlation with our two research questions: 

 

RQ1: How does the individual’s international experience and the SME’s social 

network abroad support the internationalisation process of a Swedish SME? 
 

RQ2: How does a Swedish SME, ensure the contribution of the individual’s 

international experience and the SME’s social network abroad in their 

internationalisation process? 
  

Cultural diversity has become an important dimension of today’s globalisation (Kim & 

Bhawuk, 2008, p. 302) which influences the HRM practices of global corporations 

(Harzing & Pinnington, 2011, p. 30). Our study is delimited by the study of the Cultural 

Diversity Management in the internationalization context of CodeMill, a Swedish SME. 

In this context, cultural diversity corresponds to “the distribution of differences among 

members of a unit with respect to a common attribute” (Harrison and Klein, 2007; cited 

in Jonsen et al., 2011, p. 37). Our study on cultural diversity is motivated by two 

specific criteria of cultural diversity being the individual global experience within an 

SME and the SME’s social network as argued previously in section 1.3. In correlation 

of our study these criteria of cultural diversity, corresponds to the various national 

cultures that can be experienced (individual’s international experience) and shared by 

individuals (social network abroad) as argued in chapter 1. We particularly study the 

contribution of these elements of cultural diversity in the internationalisation process of 

a Swedish SME, CodeMill. 

 

The literature review leads us to the most important part of the second chapter in which 

our conceptual framework of “cultural diversity process in international 

entrepreneurship of a Swedish SME” is presented on the following page (see Figure 7).  

 

The basis of this framework has been created from the Interactional Model of Cultural 

Diversity (IMCD) as it reflects the individual and organisational levels of our study with 

the individual global experience and SME’s social network abroad. The two dimensions 

of the IMCD model used in our concept are the diversity climate of the SME and the 

organisational effectiveness. The first dimension “diversity climate of the SME” 

presents an understanding on how an SME ensures the contribution of cultural diversity 

in their organisational processes and systems, which corresponds and potentially gives 

an answer to our RQ 2. The second dimension “organisational effectiveness” argues on 

how cultural diversity strengthens the internationalisation process of an SME which 

corresponds and potentially gives an answer to our RQ 1.  

 

The first dimension “diversity climate of the SME” is centred on the individual global 

framework and the SME’s social network abroad. Three phases are defined to explain 
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how an SME can ensure the contribution of cultural diversity. The first stage is 

informational diversity which according to the context and the organisation’s needs 

enhances the performance of an organisation (Jehn et al., 1999, p. 747). It is argued that 

a diverse team can provide a wide range of information; therefore enabling 

organisations to settle on more thorough strategic choices (Zhou et al., 2013, p. 41). The 

beneficial outcomes of cultural diversity can be supported with a high-synergy level 

which is the second stage of the dimension of diversity climate of the SME. The 

objective of creating synergy between cultural differences is to capitalize on the various 

perceptions, experiences, insights and knowledge by sharing them with the aim to 

increase the effectiveness of the interaction and collaboration between people (Harris, 

2004, p. 359). Indeed, a high-synergy corporation is defined by the high level of 

collaboration between its employees in a non-competitive environment aimed at finding 

the better alternative with everyone’s contribution (Harris, 2004, p. 363). In order to 

ensure the high-level synergy of the organisation, we implemented five key elements in 

our concept of the Model for Planning Organisation Change: leadership; research 

measurement; education; changes in culture and management systems; and follow-up 

(Cox, 1994, p. 231). Our study aims to understand the role of each key element in the 

process in comparison to one another and their relevance in the context of the 

contribution of cultural diversity in the internationalisation process of a Swedish SME. 

 

 
Figure 7: Preliminary Framework of Cultural Diversity Process in International 

Entrepreneurship of a Swedish SME 

 

The second dimension “organisational effectiveness” results from the first dimension 

“diversity climate of the SME” and the three phases of cultural diversity contribution 

process. This dimension starts with Entrepreneurial Orientation (EO) as a foundation. 

As mentioned before, EO is described as the antecedent of an internationalisation 

process, contributing strongly to the internationalisation process of the SME (Knight, 

2001, p. 159; see Section 2.3.4). Out of the three Entrepreneurial Orientation 

dimensions, it is argued that risk-taking would emerge as a negative moderator of the 

diversity-performance relationship, while innovativeness and proactiveness were rather 

supportive (Richard et al., 2004, p. 262; see Section 2.3.2). Our study aims to 

understand how cultural diversity contributes to the internationalisation process of an 
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SME. This contribution appears to be dependent on the EO process as shown in the 

preliminary framework above.  As an outcome we expect that the stages of the diversity 

climates of an SME will contribute to the organisational effectiveness on its 

internationalisation performance with the support of EO. This is argued through the 

increase of six competitive advantages: cost; resource acquisition; marketing; creativity; 

problem-solving; system flexibility presented earlier in section 2.1.1 (Cox & Blake, 

1991, p. 47), and the decrease of differences in cultural diversity which contributes to 

the creation of a common identification, or organisational social identity is then 

essential and even necessary in organisations composed by many cultural differences as 

argued previously in section 2.1.1 (Van der Zee et al., 2004, p. 285). 

 

Our preliminary framework is the basis of our data gathering. It will be adjusted 

according to our empirical findings from the interviews we conduct at CodeMill. We 

argue later for a final conceptual framework including the results of our research. This 

framework does not provide any generalisability as only one case has been studied. 

However it provides us with an example on how cultural diversity is handled in a single 

case. As argued previously in section 1.3, we believe that CodeMill will benefit from 

the study’s result in terms of using their level of cultural diversity in a more efficient 

way. Eventually SMEs with similar characteristics (e.g. size and sector) can also gain 

insights from the study and hence improve issues related to cultural diversity.   
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CHAPTER THREE - METHODOLOGY 
The methodology chapter is divided into a scientific section and a practical section. The 

scientific section starts with illustrating the authors’ preconceptions. A presentation of 

our ontological and epistemological worldview is followed, before we continue with the 

research approach and the research strategy including an overview of the literature on 

case study related matters. The scientific section ends with the description of the 

research design. The practical section of this chapter starts with the data collection 

(3.6) illustrating the sample selection of respondents and the company. A presentation 

of semi-structured interviews is included by also referring to issues related to quality 

criteria as well as a section on secondary data and the literature selection. We further 

described the method of the data analysis and end with our considerations to the ethical 

issues of the study.  

3.1 Preconceptions 
A research is initiated by the interests of the author which endorses the wish to conduct 

an investigation. Thus, the research is influenced by the researcher’s background in the 

topic, the perspective, the methods and communication ways chosen and judged as most 

appropriate (Malterud, 2001, p. 483-484). Indeed, as explained by Haraway (1991; cited 

in Malterud, 2001, p. 484), the angle used by the researcher which affects every step of 

the research process is limited to what is perceived by him according to his background 

which defines what is considered for the study. This leads inevitably to subjectivity in 

the research process; which we tried at a high level to overcome by showing awareness 

of the limitations throughout the process (Malterud, 2001, p. 484). However, although 

research, especially qualitative research, can be subjective to some extent; it brings 

broaden approaches on the same topic which increases the understanding of complex 

phenomena (Malterud, 2001, p. 484). This is relevant to mention considering the 

complexity of the cultural diversity subject. This section’s objective is to understand 

this subjectivity in our thesis by presenting preconceptions. The term “preconception” 

has been defined by Malterud (2001, p. 484) as the “previous personal and professional 

experiences, prestudy beliefs about how things are and what is to be investigated, 

motivation and qualifications for exploration of the fields, and perspectives and 

theoretical foundations related to education and interests” or as well mentioned “the 

researcher’s backpack” as a metaphor.    

 

In order to understand the outcomes of the thesis, and how our unavoidable subjectivity 

as authors affects the different steps of the research process; we consider important to 

present our preconceptions on our topic. This provides a dissociation for the readers 

between what can be considered as “real” or academic knowledge and preconceptions 

based on our beliefs from our backgrounds as individuals. When starting the thesis we 

had both a common interest in cultural diversity and considered it as a valuing asset for 

organisations. Having both international experiences, our backgrounds influence us in 

the added-value we see in cultural diversity. Although we are aware of the challenges 

that cultural diversity can bring to an organisation, we tend to have a very positive 

perspective regarding its contribution and the possibility to find ways to tackle and 

overcome arising challenges. Even further, we believe that cultural diversity is a 

necessity in the internationalisation process of an organisation to ensure its high level 

performance and sustainability. Our preconceptions were also influencing our point of 

view on entrepreneurial orientation as we consider very important for a small enterprise 

to ensure an efficient internationalisation. 
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Considering these preconceptions and discussing them as authors during the first step of 

our research increased our awareness of them and enabled us to be particularly 

conscious and rigorous throughout the study. This research has been conducted by two 

authors which strengthens the outcomes of the study. Indeed we are constantly being 

challenged by one another according to our different points of view and supplementing 

our knowledge (Malterud, 2001, p. 484); although we might have some common 

preconceptions discussed in the paragraph above. Thus, we enhance our endeavours to 

be as objective and reliable as possible.   

 

Values are defined as personal beliefs and feelings which therefore can be categorised 

as a part of preconceptions. Thus, values can also influence social research in addition 

to theory, practical consideration, epistemology, and ontology. (Bryman & Bell, 2011, 

p. 39) As argued by Heron (1996; cited in Saunders et al., 2012, p. 139) “our values are 

the guiding reason of all human action”; i.e. all our decisions as researchers in terms of 

fields of research, concepts, methods, and analysis have been led by our values. As 

argued in the previous paragraph for our preconceptions, we aim at enhancing the 

credibility of our thesis by presenting our personal values in relation to the topic of 

cultural diversity. As authors we are driven by values that have been leading our work 

on this thesis: positiveness; respect; living diversity; and people-oriented. 

3.2 Research philosophy 
The research philosophy defines the criteria based on which the approach is perceived 

and the assumptions of the authors influencing their research (Saunders et al., 2012, p. 

128). The research philosophy influences the way the research problem is expressed and 

studied (Creswell, 2009, p .5). Also named worldview by Creswell (2009, p. 6) or 

research paradigms by others researchers; Creswell defined it as an essential set of 

convictions that guides attitudes. The extent of this impact and awareness of it could be 

discussed, yet remains present through the research process. Hence, it is important to 

present explicitly the influences orienting our research work as our convictions and 

philosophical beliefs have an impact on the research developed. (Creswell, 2007, p. 15) 

As explained by Creswell (2009, p. 6) those beliefs and assumptions are also 

distinguished as ontologies and epistemologies. Those philosophical assumptions are 

discussed in this section for further explanations enabling researchers to clarify their 

own views on them. 

 

Ontological considerations are related to the role and characteristics of social entities as 

actors in a social world (Bryman & Bell, 2011, p. 20). An ontology presents how the 

world is perceived by distinct individuals. The description of the ontology considered in 

a research is aimed at providing how the nature of reality is seen by the authors. Two 

major schools namely objectivism and constructivism have been described (Saunders et 

al., 2012, p. 131).  

 

(1) Objectivism is defined by the belief that organisations are tangible; i.e. the world 

is perceived as social phenomena that are completely independent from social 

actors. In this perception, individuals consider that social entities and social 

actors evolve without influencing or impacting one another. (Saunders et al., 

2012, p. 131)  

(2) Constructivism (also referred to as constructionism) on the contrary, is based on 

the assumption that social phenomena are regularly revised due to the social 
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interactions with social actors. This philosophy considers that social phenomena 

find their origin in the interaction of social actors through their perceptions and 

actions. (Saunders et al., 2012, p. 132) 

 

The ontological approach on which our research is based is constructivism. We believe 

that outcomes of cultural diversity in organisations is influenced by individuals’ 

behaviour independent from any unique reference and most importantly relies on their 

social interactions. As explained earlier, we propose a conceptual framework presenting 

the contribution of Cultural Diversity Management (from the individual’s international 

experience of the staff and the social network abroad) in the internationalization context 

of CodeMill, a Swedish SME. Thus, we believe in an interdependency between 

individual’s actions as social actors and the organisation effectiveness in which they 

interact. In addition, our study is focused on a specific growing SME as a single case 

study which faces higher chances of change and can be affected by individuals’ 

background and actions at a higher level. This explains our ontological approach of 

constructivism, corresponding to our preconceptions, perspectives as authors, and most 

importantly the context of our study.  

 

Epistemological considerations correspond to the type of knowledge regarded as 

receivable in an academic field (Bryman & Bell, 2011, p. 15). It gives evidence about 

how the received knowledge is created. By defining the epistemological philosophy 

used by the authors, the reader can understand better what has been considered as 

acceptable knowledge. (Saunders et al., 2012, p. 132) There are three epistemological 

categories which are categorised as positivism, realism or interpretivism (Saunders et 

al., 2012, p. 134-137).  

 

(1) Positivism is characterised by the use of natural sciences practices while studying 

social realities based on the belief of an objective reality. In a positivist approach 

the research is not influenced by values and the researcher is neutral and objective 

in his perspective. (Saunders et al., 2012, p. 134-135) Closely related to 

positivism, the postpositivist philosophy appeared after positivism; arguing on the 

traditional and strict perspective of positivism in which the absolute truth and 

neutral approach on studies cannot be reached when considering behaviours and 

actions of individuals (Creswell, 2009, p. 7). This philosophy is based on an 

objective reality which still remains influenced by the researchers particularly in 

social sciences and so biases the outcomes of a study although aimed at being 

neutral (Engel & Schutt, 2014, p. 35). Later, the advocacy/participatory 

worldview claimed for the need to include politics in the perspective arguing for 

the lack of inclusion of marginalized individuals and social justice challenges in 

the postpositivist philosophy (Creswell, 2009, p. 9).  

(2) Realism relates to a scientific approach and corresponds to the belief that objects 

exist independently from individuals and evolve in their own reality. Realism 

differs from positivism based on the conviction that objects and individuals even 

differs from our description and interpretation of it. Similarly to positivism, 

realism prevails the need for social sciences to base the collection and analysis of 

data under the same approach and principles of natural sciences. (Saunders et al., 

2012, p. 136; Bryman & Bell, 2011, p. 17) This philosophy is in complete 

opposition with idealism based on the principle that reality is strictly limited to 

individuals’ minds and their contents (Crotty, 1998; cited in Saunders et al., 2012, 

p. 136).  
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(3) Interpretivism considers the importance to distinguish people and objects from the 

natural sciences arguing about the subjective connotation of social action. This 

philosophy enhances the influence of individuals as social actors within an 

environment whose consequences find their origin in the outcomes arising from 

interactions between social actors. (Saunders et al., 2012, p. 137) The 

constructivist ontology develops the interpretivist epistemology by seeking for a 

consensus among the various individuals and researches by combining different 

perspectives and building a common ground that can be reach for all individuals 

involved (Engel & Schutt, 2014, p. 36).  

 

Taking into account our research topic, it was important to conduct a broad research on 

the various epistemological assumptions defined by scholars. The understanding of 

cultural diversity depends on individual's culture. Hence it is necessary that we identify 

properly our epistemology to remain consistent in our study. This is why we decided to 

review the epistemological philosophies mentioned above to ensure that we describe the 

one fitting our study and our perspectives on it. We believed that by providing a 

description of them enables the reader to understand properly the perspectives of the 

authors by comparison. The epistemological approach adopted for our research work is 

most importantly related to interpretivism. Considering Cultural Diversity Management, 

we believe that human reactions cannot be predictable and will depend on various 

factors provided by the context. Some situations can be considered as similar however 

not identical, which limits the use of natural sciences methods and therefore positivism. 

In addition, the concept of cultural diversity remains a challenge for scholars to agree on 

a definition as the concept of culture varies from a culture to another. Hence, it appears 

highly complex to consider this study subjective as the understanding and interpretation 

of culture and cultural diversity depends on individuals. Although we provided an 

explanation of the concept of cultural diversity in the context of our study (see Section 

2.1), we remain aware of the influence of individuals’ understandings and perspectives. 

In addition, the purpose of our research problem (see Section 1.3) is to assess the 

contribution of cultural diversity and understand how cultural diversity management 

ensures these positive outcomes in the internationalisation context of a Swedish SME, 

CodeMill. The answers of these questions on which our interpretation is based, might be 

influenced by the personal understandings of cultural diversity of the people involved in 

our study. We highlight these points to raise awareness for possible misunderstandings 

in the interview situation. These may evolve for instance, if a posed question is initially 

interpreted and answered according to the respondent’s perspective, but the answer later 

analysed based on the researcher’s understanding of it. Hence we decided to conduct a 

study based on interpretivism. 

 

In addition, we believe that it is relevant and important to present our perspective as 

researchers on cultural diversity with the aim to raise awareness of the potential 

influences affecting our study; although we kept challenging ourselves to overcome the 

challenge of subjectivity. A perspective corresponds to “a particular attitude towards or 

way of regarding something, a point of view” (Oxford Dictionaries, 2015). Hence, to 

present our perspective we consider the three approaches of cultural diversity (Adler & 

Gundersen, 2008, p. 109) presented previously in section 1.1: parochial; ethnocentric; 

and synergistic. Taking into consideration our research philosophies of constructivism-

interpretivism, we believe on the interdependence between social actors’ actions and 

their environment. We think that cultural diversity influences organisation’s outcomes. 

Our preconceptions identified in section 3.1 describe the belief of positive contributions 
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of cultural diversity and the awareness of its challenges. Hence, as authors we can relate 

our point of view on cultural diversity to the synergistic approach, i.e. cultural diversity 

can bring both negative and positive outcomes depending on the individuals involved 

and the context creating balance and strategic leverages between the various cultures 

represented in an organisation as explained previously in section 1.1 (Adler & 

Gundersen, 2008, p. 109). Nevertheless, it is important to enhance that our perspective 

might be different and challenged by the individuals’ perspectives interviewed. 

3.3 Research approach 
A research can be defined by the need to contribute to theoretical considerations 

discussing the collection and analysis of data. Hence, the research approach conforms to 

the nature of the research work depending on the reasoning of the authors and the 

creation of a correlation between the theory and the research. (Bryman & Bell, 2011, p. 

11) The way a theory is developed defines the research approach depending on if a 

study is aimed at testing a theory or developing a theory (Saunders et al., 2012, p. 142). 

Authors describe two major research approaches commonly called the deductive theory 

and the inductive theory that can be used separately (Engel & Schutt, 2014, p. 31). A 

deductive theory is based on initial knowledge from theories being reviewed. 

Hypotheses can be proposed and tested through an empirical study with data collection 

enabling the findings to confirm or reject the hypotheses leading to a potential revision 

of the theories initially challenged. The empirical study does not necessarily result from 

hypotheses and can also review directly the literature. The objective of deduction is to 

demonstrate a correlation between concepts and variables. (Saunders et al., 2012, p. 

144-145) An inductive reasoning starts by collecting data and corresponds to the 

emergence of theories from the outcome of researches and their resultant data 

interpreted as generalised inferences. This approach emerged with social sciences and 

the critics against the deductive theory which argues for the need to understand how 

individuals interpret their social environment to demonstrate causalities between 

variables. (Saunders et al., 2012, p. 146) The back and forth combination between 

deductive and inductive theories is named the abductive theory. This approach starts 

with a discovery and aims at exploring this phenomenon newly observed to create or 

change a theory and finally tests this emerging theory with another data collection. 

(Suddaby, 2006; Saunders et al., 2012, p. 149) Another research approach is called 

descriptive and is limited to the description of data making empirical generalisations 

however without connecting it to theory (Engel & Schutt, 2014, p. 35). All these 

approaches can be summarized in the research circle (see Figure 8 below). 
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Figure 8: The research circle (adapted from Engel & Schutt, 2014, p. 31) 

 

According to the research circle, our research approach corresponds to a deductive 

reasoning. After reviewing the literature, we proposed a preliminary framework (see 

Figure 7) which will need to be tested in further researches to consider any empirical 

generalisations later on. We believe that such an approach for a study like this will 

enable us as authors to work on a specific case whose resultant data might not be 

generalised; however used as a strong reference towards cultural diversity potential both 

positive and negative. Choosing a deductive approach enables the development of the 

cultural diversity field including the combination of theoretical concepts proposed in the 

theoretical framework. By creating knowledge from the existing knowledge we increase 

the understanding of this complex topic. 

3.4 Research strategy 
Bryman and Bell (2011, p. 26) clarify that the research strategy characterises the way 

information are gathered and dissected. There are two major research strategies that are 

named the quantitative research and qualitative research which can be distinguished 

respectively between numeric findings (numbers) and non-numeric findings (word, 

image, etc.) (Saunders et al., 2012, p. 161). A quantitative research is based on 

causalities and relations through measurements and statistical generalisations; i.e. 

evaluate the interaction between variables that are assessed numerically (Sanders et al., 

2012, p. 162). A quantitative study aims at understanding the influence of some specific 

and measurable factors or variables which sometimes support the testing of a theory of 

hypotheses (Creswell, 2009, p. 99). It is characterised by a deductive research approach 

challenging concepts and using natural sciences methods based on positivism and 

objectivism most of the time (Bryman & Bell, 2007, p. 28; Saunders et al., 2012, p. 

162). In contrast, a qualitative research is more flexible and depends upon the research 

context as it is more oriented towards observation, understanding of different meanings 

and processes (Bryman & Bell, 2007, p. 28-29). It corresponds to the gathering of 
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information about social phenomena using non-statistical research techniques (McNabb, 

2013, p. 301). This strategy supports the development of a conceptual framework 

through the analysis and interpretation of non-numeric data (Saunders et al., 2012, p. 

163). This type of research strategy is distinguished by an inductive approach leading to 

the emergence of theories, and so influenced by interpretivism and constructionism 

(Saunders et al., 2012, p. 163). The purpose of a qualitative research is to develop a 

theory or concept considered “immature” due to a knowledge gap which needs to be 

filled; inconsistencies; the development of a theory from a phenomena existing that 

need to be explored; or a specific study that is not suitable with the techniques used in 

the qualitative research strategy (Creswell, 2009, p. 98).  

 

We decided for our research methodology that the use of a qualitative research strategy 

is suitable to our research problem: “the contribution of cultural diversity in the 

internationalisation process of a Swedish SME”. In addition, this strategy remains 

coherent with our ontological and epistemological approaches respectively 

constructivism and interpretivism. The purpose of our study is to explore the 

relationships between individual’s international experience and SME’s social network 

abroad, and the performance of the SME’s internationalisation process. Hence, a 

qualitative research will enable us to understand these relationships, as proposed in our 

preliminary theoretical framework (see Figure 7), and the actions taken at an individual 

and organisational level from the perspective of employees of the SME studied. 

Although the amount of results can be limited in a qualitative research; our resultant 

data and conclusions are more precise for a research problem aiming at developing a 

concept from cultural diversity phenomena existing, yet which still needs to be further 

explored. It gives us the resources to have a deeper perspective to analyse and 

understand how social phenomena occur. 

 

This qualitative research will be held by interviews as it is absolutely necessary that we 

let the individuals express their concerns themselves naturally instead of being oriented 

by a survey or a questionnaire. In order to gather information we are looking for, our 

interview will be semi-structured based on three themes: cultural diversity, diversity 

management, and networks and entrepreneurial orientation. The discussion is then 

oriented by the answers of the interviewees with follow-up questions if the answer 

needs to be developed further or clarified (see Appendix 4). In order to ensure the 

neutrality of the interviewee the main initial questions have been carefully chosen to not 

influence the respondent answer. However, sometimes the answer does not include 

some elements of our research that need to be considered in our analysis, which is why 

only after the respondent replied a follow-up question can be asked with specific 

elements of our research. The spontaneous replies and answers to follow-up will be 

reported in the empirical findings and throughout our analysis to ensure the credibility 

and validity of our research. 

 

The qualitative technique that we want to apply in this study is the case research 

strategy. Various authors have argued for advantages and disadvantage of each research 

strategy, including case studies. However, we believe that the case study design is the 

most suitable design for our study. Roethlisberger (1977; cited in Cepeda & Martin, 

2005, p. 852) argues for example that “case study research is particularly appropriate 

for certain types of problems: those in which research and theory are at their early, 

formative stages”. This quote fits the current state of research on cultural diversity in 

the literature of SMEs and is also in line with the status of dealing with cultural 
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diversity in the company of our empirical study, CodeMill (see Chapter 4.). Cepeda and 

Martin (2005, p. 852) conclude that case study is a viable management research strategy 

by delivering three main points. First, phenomena can be studied in a natural setting, 

which allows the researcher to learn about the management’s state of art and to generate 

theories from practice. Second, the case study answers “how” and “why” issues in order 

to mediate an understanding of the nature and complexity of the processes taking place. 

And finally, this method is suitable to perform research in an area where research 

studies are scarce. This reasoning supported our idea of conducting our research by 

applying a single case study. We are aware of possible drawbacks of our research 

method. We refer more in detail to these shortcomings in section 3.6.3. 

3.4.1 Case study research cycle  
Cepeda and Martin (2005, p. 857) claim that a sound case should have three main 

elements. These are also implemented in this study.  

 

(1) A conceptual framework that “explains either graphically or in narrative form, 

the main things to be studied – the key factors, constructs or variables – and the 

presumed relationships between them” (Miles & Huberman, 1994, p. 18; cited 

in Cepeda & Martin, 2005, p. 858). Our framework is developed in section 2.6.  

(2) A research cycle consisting of four phases, namely planning, data collection, 

analysis, and reflection. The planning phase is part of sections 3.4 and 3.6.1, 

where decisions regarding research strategy and sample selection are discussed 

more in detail. Data collection and data analysis are treated in sections 3.6 and 

3.7. The reflection involves the review of the empirical study and ends with the 

modification of the conceptual framework (see Chapter 5). Here are the findings 

of the integrated empirical study. 

(3) Neumann (1991; cited in Cepeda & Martin, 2005, p. 860) refers to theory 

building as a “system of interconnected ideas that condense and organise 

knowledge”. We refer to theoretical framework from our literature review (see 

Chapter 2) that complements the final conceptual framework with findings 

drawn from our empirical study. This framework might encourage researchers to 

get engaged in further research activities that contribute to the establishment of a 

more generalizable framework. 

 

The case study research cycle and its interdependence with the conceptual framework is 

shown in Figure 9. Our study involves only the first cycle and ends with the 

presentation of the revised framework (see Section 5.4). Due to time constraints this 

framework could not be evaluated again. Future studies could involve a second 

evaluation process and hence contribute to more valuable findings of the case study. 
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Figure 9: Conceptual Frameworks and Research Cycle (Cepeda & Martin, 2005, p. 

861) 

3.4.2 Case study types  
The term “case” refers, depending on the context, to a person, group of people, 

organisation, process, or information system (Cepeda & Martin, 2005, p. 853). Similarly 

Benbasat et al. (1987, p. 370) illustrate that “a case study examines a phenomenon in its 

natural setting, employing multiple methods of data collection to gather information 

from one or few entities (people, groups or organisations)”. 

 

Yin (2003, p. 47) and Saunders et al. (2012, p. 179) both differentiate four case study 

strategies based on two distinct dimensions: 

 

(1) single case study vs. multiple case study; 

(2) holistic case study vs. embedded case study. 

 

A single case study is mostly applied when researchers investigate a critical, extreme, or 

unique case. It is typically chosen when somebody gets the opportunity to observe and 

analyse a phenomenon that few have considered before. Multiple case studies 

incorporate more than one case and thus enable the researcher to focus on a particular 

issue from more than one perspective. The reason for applying multiple cases focuses 

on whether findings can be replicated across cases. In this context, Yin (2003, p. 47) 

distinguishes between literal replication whereby it is expected that the case studies 

predict similar results; and theoretical replication which is expected to reveal 

contrasting results. 

 

The second dimension refers to the unit of analysis. If our study would treat the selected 

organisation CodeMill as a whole, then it would be considered to be a holistic study. 

However we aim to conduct research within the organisation by focusing on multiple 

perspectives from people of different hierarchical levels with different educational and 

international backgrounds. Focussing our research on sub-units (interviewees) within 

the organisation makes it an embedded single case study.  
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Regarding our research endeavour a single case study seems to be the most promising 

option, as we aim to find profound findings rather than having a higher quantity of weak 

results. Further we were facing time and resource constraints, hence we believe it was 

appropriate to focus on a single case rather than on multiple companies. Finally, after 

reviewing extensively the literature and presenting our initial conceptual framework, we 

argue that the study of it was a heavy one and needed to be focus oriented.     

3.5 Research design 
The traditional research design is a blueprint that provides a framework on how to 

conduct a research study. Variables are to be operationalised in order to be measured; a 

sample of interest to study is to be selected, then collected data is used as a basis for 

testing the hypothesis and for analysing the data (Kerlinger, 1986, p. 279). As such, it 

can be understood as a procedural plan or timetable, which is used by the researcher to 

answer questions validly, objectively and economically. The research design illustrates 

all planned procedures and tasks that are going to be tackled in order to obtain relevant 

answers to our research questions (Kumar, 2011, p. 94-95).  

 

McNabb (2013) discovered three major research designs that are predominantly used in 

in quantitative approaches and three further approaches that address qualitative research 

matters. Exploratory-, descriptive-, and causal designs are considered to be quantitative. 

An explorative design is often used to get familiar with a research problem or in the 

preparation process of follow-up studies. Small sample sizes are used to get insights and 

are frequently characterised as “pilot studies”. Data is gathered in personal interviews 

with knowledgeable individuals, in focus-group interviews, or by using surveys that 

target small random sample sizes. (McNabb, 2013, p. 105; Royse, 2011, p. 27) In 

contrast, descriptive designs typically involve large samples. “The focus of descriptive 

research is on the careful mapping out of a circumstance, situation, or set of events to 

describe what is happening or what happened (Rosenthal & Rosenow, 1991; cited in 

McNabb, 2013, p. 106). Descriptive design is either cross-sectional or longitudinal. The 

cross-sectional design involves data assessment on more than one case and at a single 

point in time (Bryman & Bell, 2011, p. 53). Descriptive research that is repeated with 

the same sample over more time intervals is called longitudinal. There are commonly 

used two kinds of approaches in descriptive research approaches. Field studies usually 

focus on smaller sample sizes by going into greater depth, while field surveys address a 

broader range of samples. Both produce data that are used as numeric description. 

(McNabb, 2013, p. 106; Royse, 2011, p. 27-28) Causal designs require designing and 

conducting experiments. This approach is either relational or experimental. A relational 

study strives to find how one or more variables are related to each other. An 

experimental study aims to identify the cause or causes of change in a variable or event. 

Experiments are the principal activity in a causal research project. (McNabb, 2013, p. 

106-107) 

 

Explanatory-, interpretive-, and critical research are qualitative research designs. 

However, different from the quantitative methods, qualitative research methods are not 

based on a single, unified theoretical concept and do not follow a single methodological 

approach either. Instead they involve a couple of theoretical approaches and methods 

(Flick, 1999, p. 634-638). Flick has identified the following features of qualitative 

research that help differentiate positivist quantitative methods: 

 

(1) different theories underlying the approach 
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(2) multiple perspectives of the participants 

(3) reflexivity of the researcher and the research 

(4) variety of approaches and methods 

(5) reconstructing cases to get started 

(6) construction of reality as a basis for the research 

(7) use of text as empirical data 

 

The goal of the explanatory research is to go beyond the traditional descriptive designs 

in order to build theories that explain and predict social and natural events. Interpretive 

research emphasises the connection between the researcher and the individuals who are 

part of an interpretive study. It focuses on rules, norms, standards, and values held in 

common and how these may influence human interactions. It aims to establish the 

meaning of a circumstance, social situation, or event. (White, 1999; cited in McNabb, 

2013, p. 109) The critical research is the least-used approach in qualitative research and 

most difficult for students to use and adopt in an appropriate manner. The principal 

target of this type of research is to change people’s belief and actions to satisfy their 

needs and wants more appropriately. (McNabb, 2013, p. 110.) 

 

As earlier mentioned in section 3.4, we aim to conduct a qualitative study, hence 

emphasising validity instead of reliability like quantitative research designs do. 

“Validity is concerned with the integrity of the conclusions that are generated from a 

piece of research” (Bryman & Bell, 2011, p. 42). Meaning that the conclusions that are 

provided by a qualitative research are correct, objective, and overall trustworthy. Our 

research endeavour is coherent with the design of the explanatory approach and the 

interpretive approach. The use of multiple theoretical approaches and methods is 

justified according to Flick (see above). Our research as such fits the explanatory design 

as we aim to build up a framework that explains the contribution of cultural diversity in 

the internationalisation process of a Swedish SME, here CodeMill. The study is affected 

by the interpretive design as well, aiming to understand how individuals, in our case by 

possessing international experience for example, can contribute the internationalisation 

process of CodeMill. We aim to conduct a single case study in order to find proof for 

our preliminary framework (see Section 2.6). This kind of research tool entails a 

detailed and intensive analysis of a single case, which is mostly associated with a 

specific geographical location such as a workplace or an organisation. There is a 

tendency to link case study designs with qualitative research endeavours, but such a 

generalisation is inappropriate as they can be used in quantitative studies as well. 

(Bryman & Bell, 2011, p. 59-60; David & Sutton, 2011, p. 207)   

3.6 Data Collection  
This section is the starting point of the practical part of the methodology chapter. We 

will provide details on how empirical and secondary data have been gathered in course 

of the research endeavour. The units of analysis are presented and various methods of 

the collection process are discussed. We also refer to advantages and limitations.   

3.6.1 Sampling: Company and respondent selection 
In order to address the research questions and the purpose of our study appropriately we 

needed to find a company that is internationally oriented by also conveying the 

impression to have a particular interest in cultural diversity. Our aim was by inception 

to investigate the contribution of cultural diversity in the internationalisation process of 

a Swedish SME. In this case the IT company, CodeMill. Taking the master thesis at 
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Umeå University provided us with a great network of small companies which strive to 

get international. The university cooperates in a great extent with small enterprises 

including a business incubator for new business ventures. Hence we can adhere that the 

location of conducting our study seemed to fit perfectly our requirements. We can 

further refer to Bryman and Bell (2011, p. 190) that the choice of an eligible 

organisation is also motivated by practical reasons. That facilitated our research 

activities in terms of having the possibility to conduct the interviews in person with the 

interviewees and not indirectly via telephone or video call. 

  

Although the university has good connections to various companies that might have 

been suitable for our research, we recruited the company CodeMill from our own 

personal network. We pre-selected in total five companies after an intense internet 

research. Along with CodeMill, we contacted COS System, DOHI Sweden, 

RebelBetting, and Knightec. All of these Umeå based companies that have international 

customers and targeting foreign markets. We approached the companies by sending an 

informal e-mail in which we introduced ourselves and the purpose of the study (see 

Appendix 2). A reference letter from Umeå University was attached for authorisation 

issues (see Appendix 3). Out of the pre-selected five companies we favoured Knightec 

and CodeMill. Based on their profile (e.g. customer cluster, team collocation) they 

seemed to fit best our requirements. The fact that we had a personal contact to the CEO 

of CodeMill, knowing that they would fulfil the selection criteria perfectly, and as they 

replied at first to our request made us choose CodeMill for being the company of our 

empirical single case study. They further fulfil the requirements to be categorised as an 

SME in regarding number of employees and turnover (see Section 4.1).  

 

We conducted in total seven interviews at CodeMill. The targeted employees were from 

different hierarchical levels, and were preferably involved in projects with foreign 

customers having either a different cultural background or possessed experiences from 

working or living abroad. English proficiency was assumed. The selection criteria 

should provide us with insights of cultural diversity issues from various perspectives. 

According to the selection criteria we set up and the recommendations we kindly 

received from Rickard Lönneborg (CEO) and Emilott Lantz (Communications 

Manager) we interviewed chronologically the following people: Rickard Lönneborg 

(CEO), Emil Lundh (Developer, PhD), Johan Westerlund (Developer, System 

Administrator), Emil Eriksson (License Developer), Emilott Lantz (Communications 

Manager), Jon Hollström (Senior Developer & Team Leader), and Andreas Danielsson 

(Sales Manager). All interviewees are presented more detailed in section 4.2.   

 

The sample method we used here is called purposive sampling. This approach is 

described as mostly applied in qualitative research. The sample group is not chosen on a 

random basis, but in a strategic way. Purposive sampling is conducted with strong 

reference to the goals of the research. Meaning that the units of analysis are selected 

according to criteria that allows the research questions to be answered completely. The 

most common examples of purposive sampling in qualitative research are theoretical 

sampling and snowball sampling. (Bryman, 2007, p. 418). We focused on theoretical 

sampling. Charmaz (2000, p. 519) paraphrases this sampling method as a “defining 

property of grounded theory that is concerned with the refinement of the theoretical 

categories that emerge in the course of analysing data that has been collected, rather 

than boosting sample size”. This justifies to some extent our rather small sample size.  
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3.6.2 Semi-structured Interviews 
In order to shed light into our research questions on cultural diversity we applied so-

called semi-structured interviews. This type of interview is non-standardised (Saunders 

et al., 2012, p. 374) and leaves the interviewers room for follow-up questions that 

directly refer to previously given answers or statements of the interviewee. It further 

allows to make spontaneous remarks on issues that evolve during the interview. We 

created an interview guide (see Appendix 4) that was based on selected theories from 

the literature review (see Appendix 6). This interview guide has been divided in three 

major themes (Cultural Diversity, Diversity Management, and Networks & 

Entrepreneurial Orientation) developed from the theoretical concepts introduced earlier. 

It leads later to a thematic analysis (see Section 3.7). The questions from the interview 

guide were sent previously to our interviewees (see Appendix 5) in order to make them 

familiar with the research topics and particularly to make them feel comfortable with 

interview situation by receiving first information beforehand. The remarks for possible 

follow-up questions were excluded from the sent interview guides to prevent them 

getting influenced by these notes and allow them to answer freely on the stated 

questions. We, in our function as researchers, kept an appropriate balance, between not 

talking too much nor too less, and avoided using leading questions (Bryman & Bell, 

2011, p. 475). Saunders et al. (2012, p. 377) claim that semi-structured interviews are 

suitable for exploratory and explanatory studies. Hence our choice of methods are 

justified.  

 

Alongside the semi-structured interview there are two more interview methods to 

collect empirical data. The structured interview is based on a predetermined and 

standardised set of questions. The interviewer reads out the questions as they are 

formulated in the given sequence. He aims to use the same tone of voice to no indicate 

any bias. Follow-up questions are not considered to be part of this method and generally 

speaking there is no chance to react on the interviewees answers. Structured interviews 

are used to gather quantifiable data. As such they are referred to be “quantitative 

research interviews” (Saunders et al., 2012, p. 374). Unstructured interviews are 

informal. There is no predetermined list of questions or procedures that are to follow. 

Instead the interviewer needs to possess a clear idea about what he wants to achieve and 

explore by conducting the interview. The interviewee is encouraged to speak freely 

behaviours, beliefs, and events related to the topic area. These interviews do not cover 

only topics superficially but rather aim to explore them more detailed. Hence they are 

frequently named “in-depth interviews”. (Saunders et. al., 2012, p. 375).  

3.6.3 Limitations of semi-structured interviews and their overcoming 
The use of qualitative research methods is related to a couple of issues. Saunders et al. 

(2012, p. 381) name reliability, different forms of bias, generalisability, and validity as 

the most common ones. Due to the lack of standardisation, issues of reliability may 

arise. In the context of qualitative research reliability is concerned with whether other 

researchers would find comparable information. Two different forms bias are found by 

Saunders et al. (2012, p. 381). The interviewer bias refers to the behaviour of the person 

conducting the interview. General comments, tone of voice, or nonverbal behaviour of 

the interviewer may influence the way how the interviewees respond to the stated 

questions. It is further important to not confront the interviewees with emerged 

preconceptions during the previously conducted research work. Hence the interview 

guide that was sent to the respondents in advance did not contain any clues to possible 

follow-up questions or discussion topics (see Section 3.6.2). The interviewee bias is 
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possibly caused by preconceptions about the interviewer. However the reason for this 

kind of bias is not necessarily associated with the interviewer personally, but rather 

related to the sensitivity of a certain topic. As a consequence interviewees may decide 

not to reveal and discuss aspects that may lead to probing questions. Eisenhardt and 

Graebner (2007, p. 28) add in this context that interviews often appear to be data biased 

from retrospective sense making. They suggest to select numerous highly 

knowledgeable informants possessing the ability to view the basic phenomena from 

multiple perspectives. These informants come preferably from different hierarchical 

levels, functional areas, groups, and geographical regions.  

 

Generalisability refers to the extent to which the results can be transferred and applied 

to similar research endeavours. Particularly the statistical generalisability of qualitative 

research is often questioned due to the smaller sample sizes compared to quantitative 

research. However that does not mean that a qualitative study is less generalizable, but 

depends rather on the research’s nature of sample on which it is based (Saunders et. al., 

2012, p. 382). And finally validity refers to the scope the researcher has gained access to 

in order to explore a participant’s knowledge and experience and how he is able to infer 

intended meanings for example by the language the respondent uses (Saunders et al., 

2012, p. 382). 

 

Overcoming these four issues were crucial to gather useful information that helped us in 

bringing forward our research endeavour. To answer the issue of reliability we refer to 

Saunders et al. (2012, p. 382) claiming that findings derived from using semi-structured 

interviews usually do not intend to be repeatable, as they explore complex and dynamic 

circumstances. They are instead characterised by their rigour in discovering results. 

Applying qualitative methods in our research, the results also lack reliability to some 

extent. The reasons for that lie in the dynamic environment of CodeMill’s projects 

meaning that customer requests are differing tremendously from project to project and 

that settings are interchangeable. However, we believe that our study delivers a useful 

practical example on how cultural diversity is handled in a Swedish SME. It may 

encourage other firms to deploy similar strategies in order to increase their cultural 

diversity, and more importantly proves its importance for successful internationalisation 

endeavours.  

 

In order to reduce the possible bias of interviewers and interviewees several 

measurements were undertaken before conducting the interviews. After identifying a 

company that fits our research requirements, we approached the CEO of the respective 

company CodeMill by e-mail (see Appendix 2). As above mentioned, we presented 

ourselves shortly, explained the purpose of the study and illustrated possibly benefits for 

the company itself. We further attached an endorsement letter from of Umeå University 

(see Appendix 3) proving the legitimacy of our study by an authorized institution (see 

Section 3.6.1). After the company agreed on participating in our study and confirmed an 

appointment for the first interview, we provided the CEO with an interview guide (see 

Appendix 4). The interview guide was sent in order to make them in detail familiar with 

the procedure and our research. A side effect was to diminish a possible bias as well. 

Other factors we fulfilled in order to reduce the risk of interviewer and interviewee bias 

were the following: we gathered a decent level of information about CodeMill its 

employees, the company’s history, and its area of business to be well prepared for the 

interview situation; the interview location was appropriate as we got invited to the 

company’s Headquarters in order to conduct the interviews in person with the 
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interviewees. This enabled us to focus for example in detail on body language, tone of 

voice, or facial expressions. We analysed these characteristics during the interviews to 

assess the need of follow-up questions or the need to rephrase them. For instance, in a 

situation of a respondent whose hesitation is expressed by gestures such as hands 

moving around, we assumed it as a sign for the respondent feeling uncomfortable and 

helped him by rephrasing our question. The observations were later helpful for the 

analysis of the interviews (see Chapter 5). We carefully introduced the interviewees in 

the procedure of the interview by explaining them again the procedure, presenting 

ourselves, and giving them room for personal questions. Our behaviour during the 

interview was aimed to make them feel comfortable and allowing them to speak freely 

about the points they wanted to make. We ensured the best possible outcome by 

attentive listening and an appropriate use of open questions to not influence them by 

leading the questions in a certain direction. We recorded the interviews with permission 

of the respective interviewees. The transcribed versions were sent back to our 

respondents for verification reasons and thus guaranteed an accurate documentation.  

Saunders et al. (2012, p. 383) provide in this context similar steps to diminish the 

evolvement of interviewer and interviewee bias and hence support indirectly our 

procedure in conducting the interviews.  

 

Conducting a qualitative research by using semi-structured interviews, you cannot draw 

statistical generalisations about a whole population from the achieved results (Saunders 

et al., 2012, p. 384). However a well-completed and rigorous case study can deliver 

valuable results that are applicable for other organisations or situations as well. Hence 

drawbacks from an unrepresentative number of respondents can be overcome, if the 

tools (e.g. in-depth interviews or semi-structured interviews) are correctly applied. We 

used suggested checklists (e.g. Saunders et al., 2012, p. 383) in order to receive bias-

free results that are applicable for other research endeavours in this field. By conducting 

the interviews personally with the interviewees in the company we can guarantee a high 

level in terms of validity of our study. The advantage of not being spatially divided as in 

telephone interviews or video calls for instance, was the fact that we were able to 

observe the respondent's body language and facial expressions. Hence the chances to 

infer meanings that the interviewees intended were higher compared to other interview 

methods. Thus we argue that study contains a high level of validity. 

3.6.4 Secondary Data 
In addition to the data material that we collected through the empirical study we used 

secondary data for our work as well. Secondary data is according to numerous authors 

described as a data set that has already been collected for other research purposes (Dale 

et al., 1988; cited in David & Sutton, 2011, p. 15; Saunders et al., 2012, p. 304). 

Applying secondary data comprises important advantages that researchers need to 

consider in course of their research endeavour. The ability to use secondary data saves 

time and money in the first place, and enables people not having any possibility to 

collect detailed large data sets to conduct researches (Saunders et al., 2012, p. 304).  

 

Secondary data can be used in quantitative and qualitative studies. It is typically applied 

in descriptive and explanatory research endeavours. Various experts in this field (e.g. 

Bryman 1989; Dale et al., 1988; Hakim 1982, 2000; cited in Saunders et al., 2012, p. 

307) have identified several classifications for secondary data (see Figure 10). 
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Figure 10: Types of Secondary Data (adapted from Saunders et. al., 2012, p. 307) 

 

The decision of using secondary data is influenced by certain constraints (e.g. lack of 

time and money) but also from the study itself and the mind-set of the researcher (David 

& Sutton, 2011, p. 15). We decided to include secondary data in our study by mostly 

applying documentary data from the company’s website. Prior to the interviews, we 

gathered information that helped us to create the interview guide (see Appendix 4). We 

informed ourselves for example more in detail about the business field that CodeMill is 

operating in, about their history, conducted projects, and especially how the team is 

composed. After the interview sessions, the information from the website allowed us to 

classify information correctly and supported discoveries and findings from the 

interviews. To a limited extend the use of secondary data enabled us to identify issues 

related to the analysis part later (e.g. turnover figures). However the analysis and 

discussion mainly relies on primary data gathered from the semi-structured interviews. 

3.6.5 Literature selection 
The literature research was conducted by using journal databases that are accessible at 

Umeå University. We used among others Business Source Premier, Ebsco, Emerald, 

and Scopus in order to collect peer reviewed journals in the fields of management, 

entrepreneurship and international business. The most used articles were published in 

the following journals: Journal of International Management, International Small 

Business Journal, Strategic Entrepreneurship Journal, Academy of Management 

Journal, and Journal of International Business Studies. Google scholar proved itself to 

be the most efficient search engine when we looked for distinctive articles or edited 

sections from relevant books with the exact title. Some of our sources are secondary 

references. This has been a deliberate choice. Although we are aware of the importance 

to go back to the primary reference, we chose these kind of references for several 

reasons:  

 

(1) the sources were more appropriate for the context of our study 
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(2) using more recently published sources enhanced the coherency of the research, 

particularly in a new established fields such as Cultural Diversity Management 

and International Entrepreneurship.  

 

The literature research with the databases available at Umeå University was executed in 

two steps. First, we used the following keywords (e.g. cultural diversity, SME 

internationalisation, entrepreneurial orientation, social capital) by applying the so 

called Boolean logic which is described as a “system by which the variety of items found 

in a search based on logical propositions that can either be true or false can be 

combined, limited or widened” (Saunders et al., 2012, p. 666). The abstracts of the 

articles were read in order to judge if the respective source fulfils the research criteria 

and is considered to be relevant for the investigated topic. The second step was to detect 

supporting literature for our topic that was cited in the primarily selected papers. These 

specific articles or edited book chapters were then gathered as previously mentioned by 

using Google scholar. The articles were chosen based on the areas of focus for our 

study, the relevance and date published. It was crucial to grasp what the current state of 

study in the respective fields was and how they were studied. This approach helped us 

to confirm that the stated research questions were answered in alignment of the study’s 

context. We further identified the major authors in the fields in order to make sure that 

the used data sets were approved in terms of scientific relevance.  

 

Additionally we used the facilities of Umeå University’s library for textbooks that 

mainly addressed issues of cultural diversity and entrepreneurship. We gathered a 

substantial part of literature used in this methodology part from diverse textbooks on 

research methods. As previously mentioned the website of CodeMill was used by us as 

preparation for the interviews and to complement information from these later (see 

Section 3.6.1). We further used the few internet sources for latest statistics on SMEs. 

These were retrieved from publications of authorized institutions such as the EU 

Commission (see Section 1.7).  

3.7 Data Analysis 
The challenge of analysing qualitative data lies in the circumstance that rapidly 

generates large set of data evolving from notes, interview transcripts or documents 

(Bryman, 2007, p. 565). The first step of analysing our data set was to transcribe the 

conducted interviews, as suggested by numerous authors. (e.g. Saunders et al., 2012, p. 

550; David & Sutton, 2011, p. 325). The interviews were audio-recorded and then 

reproduced as a written text. The process of transcription involves to a certain degree a 

personal analysis. Several interviewees left words out or did not complete sentences 

because of possible language barriers or just being interrupted by phone calls for 

example. This may have led to a reduction of the recorded material, although we aimed 

to keep the personal analysis at very low level by ensuring that we clarify these blanks 

with follow-up questions during the interviews. The interviewee’s tone and nonverbal 

communication needed to be observed and evaluated in order to interpret their 

statements correctly and to discover their meaning for the purpose of the study. Kvale 

and Brinkmann (2009; cited in Saunders et al., 2012, p. 550) note in this context that the 

data will be impoverished to some extent, if this additional contextual information is not 

considered.  

 

The chosen approach in order to analyse our qualitative data set is the so-called thematic 

analysis. It aims to cluster the results from the data collection process into several 
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central themes. This approach is not understood as an identifiable heritage that is 

characterised by a distinctive cluster of techniques. To the contrary, most approaches to 

qualitative data analysis search for themes, such as grounded theory, critical discourse 

analysis, qualitative content analysis, or narrative analysis. For several authors who 

conduct research on qualitative data analysis is a theme more or less the same as code, 

which makes it appear similar to various coding strategies. However the thematic 

analysis is not a clearly identifiable approach, but rather a new technique that evolves 

from more traditional strategies such as grounded theory or qualitative content analysis. 

The cluster for the main topics of our study can be referred from our interview guide 

(see Appendix 4). We clustered the themes for our study as follows: Cultural Diversity, 

Diversity Management, Networks and EO. 

3.8 Ethical Considerations 
We were aware of possibly arising ethical issues in conducting this study, as they are 

considered to be a crucial aspect of research activities in any business study (Bryman & 

Bell, 2011, p. 122). Two sets of ethical dimensions were addressed: 

 

(1) a practical dimension referring to the interaction with the participants of the 

interviews and the data analysis afterwards; 

(2) a theoretical dimension referring to the use of literature and other secondary 

data. 

 

Referring to the interview process with the respondents we apply the four ethical 

principles introduced by Diener and Crandall (1978; cited in Bryman & Bell, 2011, p. 

128). They emphasise the importance to avoid any harm to the respondents, lack of 

informed consent, invasion of privacy and deception. Bryman and Bell (2011, p. 128) 

encourage the researchers further to assess their influence on the participants of the 

study carefully. Any risk of harm should be diminished, including any kind of 

inconvenience, potential of stress, and threat to future career opportunities or 

employment. Deploying these principles we sent the interview guide in advance to all 

respondents to make them familiar with the purpose of the study aiming to diminish all 

possible kind of biases (see Section 3.6.3). Before starting the interviews the 

respondents were additionally briefed. We introduced ourselves shortly, explained again 

the content of our study, asked for allowance to record the interview and illustrated why 

the respective interviewee has been selected for the interview. Considering the 

confidentiality of our study we asked all the respondents if they wish to stay anonymous 

or if we were allowed to use names. We did not disclose any personal details of the 

interviewees or company information that they did not want to be revealed. The CEO 

was in addition asked if he wished to keep the company’s name anonymous. That was 

not the case. We also gave the participants room to ask questions about the study itself 

and the interview procedure to dismantle obscurities. The contact persons were further 

informed that the study, after the final thesis seminar and approval, will become a 

public document and that it will be publicly available on an internet platform. All 

interviews were conducted at a time convenient for the respondents and in familiar 

surroundings, the offices of CodeMill. Additionally we tried to avoid any means of 

privacy invasion by treating each interviewee sensitively and withdrawing questions in 

case the respondent struggled to answer them. Although the respondent did not choose 

to be anonymous, we argue that this did not affect their answers thanks to their body 

language that has been assessed during our face-to-face interviews. Also, the fact that 

we conducted our interviews in CodeMill office can be regarded as an evidence to 
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witness the free speaking of the staff. We believe that this environment led to open and 

honest answers by the participants. 

 

The literature sources used in this study were aimed to be acknowledged by granting 

appropriate citation and accurate referencing in order to avoid any concerns regarding 

plagiarism. We further sought approval of the secondary data we acquired from the 

company's website during the interviews. To our knowledge, no ethical issues were 

raised by conducting the study.   
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CHAPTER FOUR - EMPIRICAL RESEARCH AND FINDINGS 
In the fourth chapter we will review our empirical data collected in correlation with our 

preliminary framework.  In order to provide the research background of our research, 

this section starts first with the company overview chosen for our case study which is 

followed then by the presentation of the participants selected. The empirical findings 

are then presented and interpreted. 

4.1 Company Overview 
The setting up of CodeMill AB was initiated during the year 2007 by the founders 

Rickard Lönneborg and Johanna Björklund. It was established as a spin-off from Umeå 

University located in the county of Västerbotten, Sweden. Currently, they also run 

operations from an office based in Stockholm. However the main office is still based in 

Umeå independently from Umeå University although the company is still closely 

related to their academic world. (CodeMill, 2015) The generated turnover for the year 

2013 was 17,807 k SEK (Hitta, 2015). Converted to Euro (€) on the basis of the current 

exchange rate (1 € = 9.32455 SEK (XE Currency Converter, 5th May, 2015)) it 

corresponds to 1.921 Million €. Referring to its 35 people encompassing staff and the 

turnover of almost 2 Million € the CodeMill is hence to be categorised as a small 

company (see Table 1). However, we refer to CodeMill as an SME in this study, as it is 

a common acronym for companies of this size.   

 

CodeMill is an IT company operating specifically in media asset management systems. 

Their service offer is composed of graphic design, development, complex systems, and 

interaction design (UX/UI). The focus of CodeMill is oriented towards projects related 

to Media and Broadcasting, Usability, and Open Source. (CodeMill, 2015) The 

customer range of the firm is diverse in terms of the size and field: Cantemo (Sweden), 

The Guardian (UK), BBC (UK), Burberry (UK) belong to various customers having 

multiple projects over a certain period of time. (CodeMill, 2015; Lönneborg) The 

company offers also consultancy services in addition to the research and development 

(R&D) of their own products. These consultancy services correspond to the 

development of new systems, maintenance and support for old systems, and on-site 

consultants. (CodeMill, 2015; Lönneborg) 

 

During their first year of operation, the company has become international with their 

first international customer from the UK, Oxford (Lönneborg). Hence CodeMill can be 

classified as a born-global company (see Section 2.5). Typically for this company type, 

CodeMill wished to have operational activities with foreign customers from the 

company’s inception. The firm is currently having customers from many different 

countries such as the UK, France, Germany, and the US. Today, about 25% of their 

turnover is generated from projects abroad. The biggest foreign markets are based in the 

UK and the US. Both markets are still growing considerably and are expected to 

contribute in a broader extent to the total turnover in the upcoming years (Lönneborg). 

The development of the firm has been constant with a turnover increasing by almost the 

double every year (CodeMill, 2015).  

 

The financial success and the economic growth of CodeMill AB is consistent with its 

expansion of the total staff number. Currently there are 35 people employed at 

CodeMill. Meaning that five new employees were hired on average per year since 

inception in 2007 (Lönneborg). The firm defines itself as a reliable IT service provider 
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enhancing the high level of education of their employees mostly having an MSc degree 

minimum if not higher in Computing Science or Interaction Design (CodeMill, 2015). 

The quote “an IT company that loves to develop systems and can tackle most projects!” 

taken from the company’s website underpins this viewpoint (CodeMill, 2015). 

4.2 Presentation of the selected interviewees 
Each interview started with introduction questions to understand the position and role of 

the interviewee within CodeMill. It helped us to assess the cultural background of every 

participant regarding their international experience. This introduction provided us a 

perspective regarding the answer of the participant which might differ according to 

various factors. Hence, in order for us to consider and assess the potential influence of 

factors such as previous international experience, job position and role within CodeMill. 

These starting questions have been the source for us to present the participant in this 

section. The interviews were held over a period of approximately three weeks. They 

were split in three sessions when visiting the headquarters in Umea. The transcriptions 

were written and send within a week after each interview. 

 

Interview 

No. # / 

Date 

Name Position International 

Background 

Experience 

Duration of the 

interview  

1 / 02.04.15 Rickard 

Lönneborg 

CEO Yes 59:28 min 

2 / 15.04.15 Emil Lundh Developer, PhD Yes 28:34 min 

3 / 15.04.15 Johan Westerlund Developer, 

System 

Administrator 

Yes 29:06 min 

4 / 15.04.15 Emil Eriksson System 

Developer 

Yes 32:45 min 

5 / 15.04.15 Emilott Lantz Communications 

Manager 

No 42:11 min 

6 / 27.04.15 Jon Hollström Developer, Team 

Leader 

Yes 47:54 min 

7 / 27.04.15 Andreas 

Danielsson 

Sales Manager Yes 48:39 min 

Table 2: Selected Respondents for the Interviews 

 

The first interview was conducted with Rickard Lönneborg the CEO of CodeMill. 

Lönneborg is one of two co-founders currently working in the company. He earned a 

master’s degree at Umeå University. Before founding CodeMill, he worked for a couple 

of years at University Admissions as a System Administrator. His suitability for the 

interview can be explained mainly by two reasons. First, due to his position as “first 

man” of the company being involved in all important decision processes and secondly 

by his international experience. He went on a six month Erasmus exchange in Australia 

during his studies and also spent some time abroad in Spain studying Spanish. In his 
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daily business activities he deals usually with foreign customers that possess different 

cultural habits and attitudes. Rickard Lönneborg is further travelling a lot for business 

reasons which raises his awareness of issues related to cultural diversity on a very high 

level. (Lönneborg) 

 

Emil Lundh is a Developer with a PhD degree earned at Umeå University. He is 

currently employed for doing programming tasks in-house and for customers as well. 

During the interview he proved his eligibility to be interviewed for our study by several 

reasons. Lundh joined CodeMill two years ago. He has a scientific background, working 

in the physical department of Umeå University for years. Previously he had lived in 

total three years abroad. He conducted his Master Thesis in Copenhagen, Denmark. 

Lundh continued his professional career by working in Oslo, Norway and Helsinki, 

Finland. Living abroad provided him with the desired international experience for our 

study. We had our second interview with him. He was recommended to us by Emilott 

Lantz, CodeMill’s Communications Manager. (Lundh) 

 

The third interview was conducted with Johan Westerlund after recommendation by 

Emilott Lantz. His international experience is considerably lower compared to the 

previously interviewed respondents. Westerlund is employed as Developer and System 

Administrator in CodeMill. He proved his suitability for taking part in the study 

especially through his working experience with foreign customers, as he is specifically 

assigned to work with them. One of his interviewed colleagues remarked in this context 

aptly that Johan “is sort of the guy who is sent everywhere” (Eriksson). He works 

mostly with British and American customers. We did not recognize any longer stays 

abroad so far, neither for educational reasons nor for working related issues. He had 

been part of a weekly conference in London, Great Britain and accompanied the CEO 

Rickard Lönneborg to a trade show in Amsterdam this year. However a long stay 

abroad is planned. Westerlund shall supervise a project in London for a couple months 

from May on. This supported our assessment that he is eligible to speak with us about 

culturally related issues, which he proved in course of the interview. (Westerlund)   

 

Emil Eriksson was our fourth respondent. He is employed as System Developer at 

CodeMill. Similarly to Emil Lundh, he gained most of his international experience in 

his previous job. Before joining CodeMill in 2011, he was working at Umeå University 

by being part of an international EU project that centred the optimisation of energy 

performance. Eriksson has been working in the IT sector since 2008 alongside to his 

education. He was recommended to us because of his involvement in multiple 

international projects at CodeMill. For the last 18 months he has been part of the 

Burberry project team. Dealing with a big foreign customer over an extensive period 

made him particularly interesting for our study. (Eriksson)        

 

We decided rather spontaneously to interview Emilott Lantz, the Communications 

Manager of CodeMill for multiple reasons. First of all she has been the only selected 

female respondent of our study. We would have wished to have a more even proportion 

of male and female respondents. However, CodeMill employs only seven women which 

covers the gender proportion of our selected sample. Another reason for being 

interviewed is her broad area of responsibility. Although Lantz is only part-time 

employed as Communications Manager, mainly dealing with PR and branding related 

issues, she is currently also doing the invoicing of the firm and is additionally involved 

in staff administration and recruitment processes. Hence she possesses a valuable 
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overview over multiple processes in the firm. Being engaged in the recruitment 

processes makes her particularly aware of the company's desire to increase the diversity 

level by employing more female developers and people having a more diverse 

background than presently. Being sensitive of these issues made her valuable for being 

interviewed. Although she did not possess any international experience, neither 

educational nor organisational she had a clear mind on diversity issues. Her interests in 

travelling, experiencing different cultures and learning other languages were aspects 

that proved to have a positive outcome for answering our questions appropriately. 

(Lantz)    

 

We especially wished to interview Jon Hollström as he spent four years of living in the 

United Kingdom (UK). We expected such an extensive international experience to be 

valuable for the study’s purpose. Rickard Lönneborg recommended us to interview him 

in the course of the first interview we had at CodeMill. Hollström studied together with 

Lönneborg, Computer Science at Umeå University and graduated in 2003. Then he 

moved to the UK and worked in a small IT company. Hollström and his girlfriend, both 

quit their jobs after staying four years, as they saw better opportunities to raise children 

in Sweden. Knowing Rickard Lönneborg from studying together, he was offered a job 

in his newly established company CodeMill. That was seven years ago. (Hollström) 

 

To interview Andreas Danielsson was particularly interesting for us because of the 

international environment he is dealing with in his daily work life. Danielsson is 

employed as Sales Manager in CodeMill and hence dealing on a daily basis with foreign 

customers, mainly from the UK and the US. For this reason we expected him to be 

highly aware of issues that arise in the context of cultural diversity. As many other 

employees of CodeMill, Danielsson studied Computer Science at Umeå University and 

graduated in 1998 with the master title. He has been working in the IT and Media 

industry for almost ten years and joined CodeMill 18 months ago.  Andreas Danielsson 

is based in the Stockholm sales office of CodeMill, as many Swedish customers come 

from southern Sweden. Besides, it is a good starting point for his regular business trips 

abroad. He is only occasionally available in the office in Umeå. We were lucky to meet 

with him on one of his stays here. The Sales Manager has never lived over a certain 

period abroad. He grew up in Örnsköldsvik and stayed there for the first 18 years of his 

life before he moved over 100 km up north for studying in Umeå. Danielsson lives 

currently in Stockholm. (Danielsson) 

4.3 Qualitative Data Analysis 
This section introduces the data collected of our qualitative research. The presentation 

of these data are divided in three sections following the structure of the interview guide 

(see Appendix 4): cultural diversity, diversity management, networks and 

entrepreneurial orientation. In the cultural diversity part, our findings reflect the 

perspective given to diversity within CodeMill. The next part, diversity management, we 

gather information on how CodeMill handles cultural diversity regarding its potential 

challenges and potential contribution. Finally, in the last part, networks and 

entrepreneurial orientation, we present how the company uses its social capital 

provided by network contacts and the international experience of the employees. The 

presented findings result from recorded interviews that were conducted with the 

previously named employees of CodeMill.  
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Conducting a qualitative case study, we argue for the importance to present our 

empirical data with illustrate to present evidences from our research. 

4.3.1 Cultural Diversity 
Based on our findings, we can adhere that the understanding of cultural diversity is very 

different from one interviewee to another. All respondents had difficulties defining and 

explaining the term “cultural diversity” and responded with hesitation, not being sure of 

their answers. The term cultural diversity is mostly defined by CodeMill’s employees as 

the differences in origin. Cultural Diversity is mostly related to ethnicity by the 

respondents as mentioned by Westerlund (Developer and System Administrator) “I 

guess to me it means simply that we do not only have Swedes working here 

[CodeMill]”, and as well by Lantz (Communications Manager) “It means hiring 

different people from different cultures”. Hollström’s (Senior Developer and Team 

Leader) definition of cultural diversity is as well close to the previous one presented 

already: “Mix of people from different backgrounds and places”. One employee 

(Lundh, Developer) refers also to immigration influencing the labour force, “You have 

cultural diversity in any country really because people have different origins, because 

there immigrants in labour force, also because there are within country or origin you 

have different ethnic groups also and indigenous people”. Danielsson (Sales Manager) 

also mentioned immigration defining cultural diversity as being “different people from 

different parts of the world. Quite obvious you have different cultures all over the 

world. All over Europe, the Nordics, Middle East, the US for instance. So cultural 

diversity is having people with different backgrounds growing up in different societies, 

perhaps even I guess it doesn’t even have to be different countries. There are a lot of 

immigrants here in Sweden with a lot different cultural backgrounds”. Eriksson 

(System Developer) shared a broader perspective on cultural diversity taking into 

consideration communication between individuals, expectations setting as challenges 

affecting the work outcome.  

 

After gathering the various point of views that CodeMill’s employees have on cultural 

diversity, we explained them that our research focuses specifically on two criteria of 

cultural diversity (educational, functional, informational) being individual’s 

international experience and CodeMill’s social network abroad (partners, customers, 

etc.) as previously argued in section 1.3. This enables us as researchers to orient the 

interviewees towards the direction of our study and therefore to gather the information 

we were interested in considering our research problem as well introduced in that 

section. Hence, the following findings correspond to an understanding of cultural 

diversity by the respondents according to our study.  

 

All respondents consider cultural diversity a positive element of their 

internationalisation process, however they do not have the same perspective on it in 

terms of priority and order of importance. Lönneborg (CEO) explains that “it is 

important, but it is not the most important thing” and that in the case of CodeMill as an 

IT company, competencies are more important: “It’s more important to have good 

designers...meaning that technical skills are crucial in the first place”. He defines the 

importance of cultural diversity as “more and more important as we are growing” 

which is agreed by Lundh (Developer) as well explaining that “it might be much 

smoother actually to work together within a workplace where you have the same more 

or less the same background and experience. But in the long-run that is probably not 

very helpful”. Hollström (Senior Developer and Team Leader) argues that “It sorts of 
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opens your eyes and widen your views sort of. (...) I mean growing up here and then just 

working in a local company you probably won’t find all the keen people here because 

they moved. So by getting people who move back or come from abroad somewhere they 

are coming with more ideas and peep tips”. The easiness to interact with international 

customers when having cultural diversity has been mentioned by Eriksson (System 

Developer). Lantz (Communications Manager) also states that “We can’t talk to 

international customers if we don’t understand their culture”. Danielsson shares this 

perspective and pushes it further bringing up the concept of trust: “t’s a key in lots of 

areas that you have it, because business is really a lot about trust. (...) if I am selling 

services, it’s all about trust. (...) And it is harder to trust people, if you don’t understand 

them. If you have them same cultural identity, or at least understand the other culture 

then it’s easier to build trust. Therefore I think it is quite important that you have at 

least an understanding of cultural diversity, although people don’t have it in team. At 

least you need to be acknowledged about it, aware about these things”. 

 

The level of cultural diversity in CodeMill appears to be very low regarding the staff 

“because the team is very Swedish today” (Lönneborg, CEO) which is perceived as 

something negative by some of the respondents. However, Lantz (Communications 

Manager) argues that the individual’s international experiences of the staff contribute to 

their level of cultural diversity, although it only concern a minority of the staff as the 

company is not that big as said by Lantz which can be reflected as will in our panel of 

respondents (see Table 2). She explains “we have some people that have been abroad 

and it’s not that big as I hope it would be and as CodeMill would hope it to be; but I 

think we are good in seeing other cultures and trying to understand them, at least. And 

that is a very important start. You understand it? We are not that broad ourselves but 

our mind is broad”. Lönneborg also mentioned the individual’s international experience 

of the staff “we have people with an international background. We have one guy who 

has been living in the UK for a number of years and there are probably some people 

who did exchange studies”. At the end of the interview with Lönneborg we requested to 

interview the employee who lived in the UK. It was Jon Hollström, we conducted an 

interview with him later on. Both Lönneborg and Lantz consider cultural diversity as a 

valuable asset for the company as the CEO declares “a company such as mine 

[CodeMill] would benefit from cultural diversity”, a point of view shared by the 

Communications Manager as well “cultural diversity is very essential for me to build a 

good society and company”. We noticed in the responses that CodeMill is lacking of 

diversity not only with culture, but as well with gender and age as explained by 

Eriksson (System Developer) “I think there are about seven women employed here, of 

30 employed here” and Lundh (Developer) “Same sex almost, same age more or less. I 

am one of the absolutely oldest. Almost everybody lives and was born in this region”. 

Hollström (Senior Developer and Team Leader) adds that CodeMill is reaching some 

gender equality which is the only type of diversity CodeMill is having. While 

describing the level of cultural diversity, Lönneborg emphasises their perspective to 

change that and “to recruit people with other backgrounds” and also “to hire more 

female developers but it’s very, very hard in Umeå” as Lantz adds. Beside the staff 

diversity, some respondents related the question to the social network abroad of 

CodeMill which appears to be more diverse. Westerlund replies to this question by 

saying that “In terms of international customers, I would say that the level of cultural 

diversity is quite good”. This answer is supported as well by Lönneborg’s words 

explaining that “if I would compare us [CodeMill] to other equally big companies here 

in Umeå, I would say that our network is more international than the others. At least 
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since we are doing international business we are also growing in terms of our network 

structures”. Approximately, “5-10% would be international ties, while over 90% are 

domestic ties. That is very rough...including customers as well” (Lönneborg, CEO). 

Danielsson provided us with the same percentage but also added: “10%, but in size of 

the business it’s more than a third. International customers are often more important 

ones...bigger contracts and we have larger projects with them. But we have a lot of 

small customers on a local level. (...) Usually a third of our revenue is coming from 

international customers”. Moreover, he also raises the type of culture and the distance 

between them: “well, it is of course different cultures, there are a lot of cultural 

different impressions from UK and US customers. But similar is that we understand 

them, we know more about them than if would do business in Dubai, or in Korea or in 

Nairobi for example. For me at least it’s a bigger step, a larger level of 

difference...differentiation. There are more differences”. However, Danielsson 

describes that “on an employee level...I think we are only from north of Sweden...not so 

very much. I think we are not culturally diverse at all...although a lot of people have 

been abroad, have travelled. We have people that did exchange studies, a lot of people 

have experiences in cultural things, but again...it’s a preconception. People have been 

mostly in Australia, or other Anglo Saxon, European cultures, where we have the most 

knowledge. So... and even if you look at a customer level. It is also a quite closely 

cultural linkage. We have customers in the UK, US things like that, where the culture 

still is similar”. 

 

In CodeMill the different expressions of cultural diversity influence the performance of 

their internationalisation process according to the respondents of our study. This 

influence is characterised by the easiness in communication considering the experience 

of Lundh (Developer) who communicates easier with Norwegian customers thanks to 

his previous experience in Norway. The cultural awareness of corporate differences of 

CodeMill’s appears to influence their interaction with their customers such as the 

example shared by Westerlund (Developer and System Administrator): “Well...for 

example. There is the corporal culture in Great Britain. That is a bit more hierarchical 

than here. I am used to speak directly to an engineer or technical person on a lower 

level when I need something. In Great Britain, America, and especially not in Germany 

you can’t go directly to person you need to speak to...you need to go through the proper 

channels. That’s one thing I learned in dealing with international customers”. 

Lönneborg explains also that his experience living one year in Australia would make the 

expansion of CodeMill easier in their initial contact: “I think that all the experiences 

from travelling and meeting other people make it easier and get know and work with 

people from other cultures. If I would just have stayed in Umeå all the time here it 

would be harder for me to get in contact with international customers”. He also 

enhanced that this influence would be supported by his experience per se more than his 

social network “I think it’s the experience of meeting people from other countries. That 

is the main thing. Because I still do not have any benefits from my contacts in Australia. 

The ones we are doing business with, were all new contacts”. This has also been argued 

by Lantz (Communications Manager) “I guess that it’s easier to get into new markets, if 

we understand the culture”. However, Eriksson (System Developer) did not feel 

influenced by his international experience as delegate in a conference hosted in the UK 

lasting a few days. For Hollström, this influence is experienced differently and appears 

more in his interaction with his colleagues: “What I’ve brought back from there [the 

UK] is more being hungry for life, as I said people are much more optimistic, they go 

where they think they can do something. So what I can give my colleagues here is this 
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peep, we can do this”. He explained that he challenges the “lagom” culture and support 

the development of widen perspectives. He notices that this change has been accepted 

most of the time by the team, although this can be ignored or bring conflicts from time 

to time. As Sales Manager, Danielsson’s perspective is more oriented towards his 

interaction with customers. Indeed, he explains that “trust and understanding” ease and 

increase the performance of internationalisation lowering the potential cultural conflicts 

and so its consequences. He adds that his experience “is definitely influencing, where I 

am [he is] focussing on” as “it’s much easier for me [Danielsson] to get there”. He 

also argues that at the moment “the markets in the UK and the US are still so big that 

for us being a small company the market is big enough, so we don’t need to go 

everywhere. We can focus on areas where we have built up relationships and then 

maybe take another step”. However, when considering perspectives on other markets 

abroad, Danielsson states that, “going into the other markets would probably need some 

right to find one person, a representative. Either as a partner or an employee, that 

knows”. 

 

After assessing the cultural diversity of CodeMill and taking into consideration the 

influence of it in the internationalisation process according to the perspective of the 

respondents; we asked the participants how their cultural diversity favours CodeMill in 

terms of competitive advantages. The answers were varied from one respondent to 

another. Lundh (Developer) did not mention any competitive advantage as he could not 

see any from his experience. Eriksson (System Developer) explained that “I [Eriksson] 

really can’t say that it is an advantage since the contribution of cultural diversity is not 

that large [in CodeMill]”. However, he also said that the background in research and 

practical working experience could be an advantage without mentioning any specific 

competitive advantages. Westerlund (Developer and System Administrator) considered 

as competitive advantage from cultural diversity the fact that “If you already work with 

international customers, it’s a lot easier to get more international customers”. Indeed 

he defended that “if you meet potential customers, they certainly want to know with 

which customers you have worked before and if you can mention a couple of big 

companies from around the world then they are usually more interested”. In addition to 

the connections, Lantz (Communications Manager) argued that it would be a 

competitive advantage for communication and relationship with customers abroad as 

the international experiences from the staff in the concerned market would enable them 

to “have a much easier way and having a good relationship with these customers than 

someone from a small village in Sweden. So, if we could have a broader diversity here it 

would be easier to take new markets of course, because we are close to our customers 

and I mean generally in business they are talking more from people to people than from 

business to business. You can’t call it business to business because there are still 

humans behind every decision”. She also added that the share of the same cultural 

heritage with international customers thanks to diversity “would mean better 

communication and quicker business maybe...and hopefully better price and deals”. 

Lönneborg has also mentioned the relationship and communication competitive 

advantages explaining that “It makes it easier to communicate. Business is based on 

relationships and it is easier to create and maintain relationships overseas when you 

have some international experience”. Hollström considers also communication as a 

competitive advantage resulting from cultural diversity and states that it would benefit 

them for “social interaction, and just getting along with each other, that could be easy 

to understand, easy to cooperate. (...) the cultural diversity would give the 

communication benefit”. For Danielsson cultural diversity advantages CodeMill 
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regarding the knowledge of the markets abroad particularly considering the differences. 

Indeed, he says: “that [cultural diversity] makes you being prepared, you are aware 

that other people not got to know everything that in itself is an advantage”. 

 

From there, we explained to the participants that we wanted to gather information 

regarding what they perceived during their daily work tasks as competitive advantage 

from cultural diversity without influencing them by our findings on literature. Hence, as 

follow-up question, we shared with them the competitive advantages we wanted as well 

to gather information on as competitive advantage in CodeMill. So we ask the 

participant to answer the same question again for each of the six competitive advantages 

from the literature according to their experience and not opinions. The six competitive 

advantage explored are cost, resource acquisition, marketing, creativity, problem-

solving, and system flexibility. Each competitive advantage has been explained to the 

respondents when being mentioned as follow-up questions. 

 

Cost: As already stated above, Lantz considered it as a potential competitive advantage 

although she did not share any actual facts on this thought. Eriksson explains that 

cultural diversity enables CodeMill to understand better their customers and which 

“would take less time for the project work, and also less risk when you try to develop a 

certain solution”. The other respondents did not see any competitive advantage in term 

of cost or did not know the answer.  

 

Resource acquisition: This competitive advantage is noticed by the respondents when 

considering the social network of customers of CodeMill. Hollström sees this as a 

competitive advantage without giving further explanations. Westerlund referred to this 

cost advantage before being mentioned as follow-up question. As previously explained, 

he considers that the customer network of CodeMill is a resource to acquire a more 

international customers thanks to a better and bigger network and as well a more 

credible image. He argued that “if you meet potential customers, they certainly want to 

know with which customers you have worked before and if you can mention a couple of 

big companies from around the world then they are usually more interested”. Eriksson 

has also referred to this competitive advantage beforehand saying that his contacts 

enable him to have an easier access to some information particularly in the research 

field. Lantz shared this perspective as well as explained already above. Before being 

influence by this follow-up question, she explained that the persons CodeMill interacts 

with abroad can possess more information about the concerned market than a Swede. 

Danielsson also mentioned this competitive advantage before being influenced by the 

follow-up question referring to knowledge acquired from cultural diversity. For 

instance, he gives the following example: “legal systems are quite different in those 

areas. And you need to be aware that contracts are more important in doing business 

with UK customers than with Swedish customers”. In addition, he refers to the network 

of customers for the contacts provided. Neither Lundh nor Lönneborg consider this 

competitive advantage benefiting CodeMill. Lundh added that although he has a 

network, he does not really use it as a competitive advantage either for resource 

acquisition purpose.  

 

Marketing: Westerlund refers to the brand of CodeMill thanks to the international 

customers, saying that “Working with international customers that is marketing in 

itself”.  He explains that more relationships are created which can help to get more 

projects through those channels as argued for the resource acquisition competitive 



 67 

advantage. Cultural diversity can as well support marketing as a competitive advantage 

in terms of better knowledge such as language and communication according to some 

participants. Lönneborg mentions that English is the major marketing language of 

CodeMill and “having the right words for things is important”. He explains that 

CodeMill also use Swedish as language for recruitment marketing, however do not aim 

at adapting their marketing in other languages in international markets because they 

raise more customers through their social network of customers. Lantz argues that it 

contribute to a better understanding of other markets and so a better communication 

with the customers as “different cultures react differently to commercials, news...and 

the consumer”. Eriksson as well considers this for a better communication and broader 

knowledge of the international markets. Danielsson mentions it as a competitive 

advantage “knowing the business” without more details. For Hollström, the competitive 

advantage of marketing comes from the previous experiences had with the customers to 

sell to other potential customers, taking into consideration the knowledge acquired, the 

brand image and the credibility given to CodeMill. We notice that before being 

influenced by this follow-up question, he considered the cultural awareness and 

communication benefit that can be related to marketing as competitive advantage. 

Lundh did not know how to answer to this question.  

 

Creativity: As a general result, creativity appears to be accepted as a competitive 

advantage for CodeMill considering cultural diversity as argued by the participants. 

Lönneborg mentioned this competitive advantage straight from the start of the interview 

by sharing his understanding of cultural diversity: “I think that cultural diversity is good 

for creativity”; and then later concerning the influence of cultural diversity over the 

internationalisation process of CodeMill: “As I said I believe that it [cultural diversity] 

increases creativity”. Westerlund and Lantz “strongly believe” that creativity is a 

competitive advantage regarding cultural diversity without giving further explanations. 

Lundh does not know if creativity is a competitive advantage for CodeMill when 

considering their level of cultural diversity. Eriksson agrees with considering creativity 

as a competitive advantage with cultural diversity by referring to “different 

backgrounds, education or everything you know, facts, the ideas you have” leading to 

“different solutions”. Hollström mentions that creativity is a competitive advantage, for 

instance like him “Bringing the peep!” from his experience in the UK. For Danielsson, 

this is a way to “align it a bit closer” and to “make use of what we know and not 

assume that the Swedish way works for everyone”.     

 

Problem-solving: The perspectives on problem-solving have been very different 

between the respondents. Lönneborg does not see problem-solving as a competitive 

advantage as “problem solving might be very cultural independent”. Lundh has a 

positive perspective although he did not develop his answer further. Lantz as well 

shared a positive point of view and compared problem-solving with creativity; however 

did not go beyond on explanations. Eriksson is positive by explaining that “cultural 

diversity helps problem solving (...) as long you get along it shouldn’t be hindrance”. 

He raises the concern of relationship and interaction with cultural diversity which might 

challenge problem-solving. In his side, Westerlund does not notice any specific support 

of cultural diversity for problem solving stating that “if there is a problem I just fix it by 

myself. In certain countries you can’t do that. You need the permission from your boss 

first to fix it”. He explains that problem-solving might be a competitive advantage if the 

distance between the cultures is not too big to communicate easily. In his side, 

Hollström argues that CodeMill does not have a high-level of cultural diversity yet to 
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consider problem-solving as a competitive advantage. When related to communication, 

Danielsson sees it as a competitive advantage. However when considering the internal 

and external environment of CodeMill he believes that “if the problems are related to 

communication with the actual company; if it is more internal, it doesn’t really matter”.   

 

System flexibility: It has been generally by the most of the respondents that cultural 

diversity bring more system flexibility to CodeMill. Lantz explains that there is a need 

“to understand other sorts of systems and cultures”. The other respondents agreed by 

sharing how the lack of cultural diversity can have negative effect of CodeMill. 

Lönneborg argues that “this is an advantage if we are too narrow minded and don’t see 

solutions outside the box”. Eriksson discusses that “there is a risk, that we are seen as 

less flexible since we are mostly, we need to talk to the people. But people who work 

here look like me and talk like me, so I think it’s a disadvantage, so we need kind of 

different people when we talk to students for example”. Danielsson thinks that cultural 

diversity leads to a more flexible attitude as the company has to deal with different ways 

of doing things. Hollström has shared a more negative perspective to consider this as a 

competitive advantage brought by cultural diversity taking into consideration their field 

of work. He states that “since developing and computer stuff is so international, (...) it’s 

pretty much the same working wherever you are in the world. In the western world at 

least”. He adds that this competitive advantage depends on the field describing it as “an 

international sector” and so sees system flexibility as “not that important”. 

 4.3.2 Diversity Management 
CodeMill does not appear to have any specific process to overcome the challenges 

arising from cultural diversity as thought by Lundh (Developer). In addition, Eriksson 

states that “there hasn’t been enough large differences here to overcome”; a point of 

view shared as well by Lantz (Communications Manager): “I can’t really see that 

because we didn’t have any situations yet”. Hollström mentioned as well that CodeMill 

“don’t have any challenges because we have so little of it”. Although CodeMill does 

not have any current strategy, Westerlund believes that they learn from their previous 

experiences with cultural differences. He says that there has not been any major 

mistakes; however “probably some minor ones, talking to wrong persons, going over 

the people’s heads”. Although no steps has been identified by Danielsson, he argue that 

there is a need to “set some rules (...) and measurements to make sure that people feel 

included and not excluded”. Lönneborg (CEO) has a different perspective: “we see it as 

more important now that cultural diversity is a factor, for example in recruitment. We 

didn’t see it as so important before, but now this importance is growing. I would say 

that we look more at it now than years ago. And try to actively find recruits that have 

other backgrounds”. He mentioned the changes in their recruitment process explaining 

that they “try to look at people who have some background in exchange studies. 

Especially the ones that we are doing business with such as the UK” and adding that “if 

we were to do more business with Germany, it would be useful to have somebody from 

Germany in the team to bridge that culture gap. The same thing counts for other 

countries”. None of the respondents identified the three following steps to overcome 

challenges: describing the situation, culturally interpreting the situation, and increasing 

the cultural creativity. Lönneborg said not recognizing these steps; however “they make 

sense”.  

 

According to our respondents, CodeMill has various ways to ensure the positive 

contribution of cultural diversity. As researchers we considered two levels being the 
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individual level of the staff and their international experiences and the external level 

with the social network of customers and partners. Lundh does not see any support from 

CodeMill. Hollström thinks as well that nothing specific such as steps or process has 

been done by CodeMill to ensure the positive contribution of cultural diversity. 

Moreover, when considering his living experience in the UK he also explains that he 

has been selected to be in charge of the UK customers more based on his technical skills 

than his cultural background regarding the UK. Danielsson cannot identify either 

concrete processes; however argue for the need of it stating that “if you have people that 

have market knowledge about the market or a different culture, you would like them 

fronting towards that market and helping out where to go”. Meanwhile, Westerlund 

(Developer and System Administrator) shares another perspective explaining that “we 

use the names of our international customers in our marketing, if we are allowed to. 

Like the British clothing company Burberry for example, the Guardian. Big 

names...that’s good marketing”. However, when considering his individual’s 

international experience, CodeMill has not benefit from it as Westerlund has been 

“assigned to British customers based on my [his] technical skills”. Eriksson (System 

Developer) sees the positive contribution of cultural diversity being ensured thanks to 

CodeMill having “an open organisation with flat hierarchies, so if you have something 

to say or influence in some way they really try to keep the floor open and as we are a 

small enough company it’s okay for everyone to knock on the door of each office and 

say I have an idea...what do you think about it?”. In her side, Lantz (Communications 

Manager) mentions a process being done however more focused on gender diversity 

than cultural diversity: “we always have an extra eye for female developers and 

internationals. But we haven’t done any bigger recruitment campaigns specifically for 

one group. But we are thinking about it actually right now...but it’s more a gender 

question than a culture question”. But still she also explains that “we have no non-

Swedish people working here. And we want to change it...we are looking very actively 

for it”. This last statement correlates with Lönneborg’s (CEO) perspective on the steps 

being proceed so far by CodeMill to ensure the positive contribution of cultural 

diversity. Indeed, he explains that “the recruitment is the only thing [step] at this point. 

We have had the opportunity of having internships. People from Jordan have been here 

for a while on exchange. Two guys had an internship here and they did not speak 

Swedish. That was really positive to have them, bringing in some more diversity. 

Unfortunately they did not do so well as developers, so I did not want to employ them 

further. I tried to make one of them stay, as some kind of a research collaboration with 

the University. But we never managed to get the funding and we were not able to 

finance it by ourselves. That is one thing, if we get the possibility to have internships, 

having an exchange without that it cost too much. But the other thing is looking more 

and more into recruitment for having other backgrounds”. From there has been raised 

the potential partnership between CodeMill and AIESEC, a student organisation 

supporting companies with recruitment talent from abroad, considered as “a good 

thing” by Lönneborg. 

 

To gather further information, we asked follow-up questions regarding specific 

elements to consider. Hence, we explained to the participants that we wanted to gather 

information regarding what they perceived during their daily work tasks as a support 

ensured by CodeMill to ensure the positive contribution of cultural diversity without 

influencing them by our findings on literature. As follow-up question then, we shared 

with them the elements we wanted to gather information on. So we ask the participants 

to answer the same questions again for each of the five key elements from the literature 
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according to their opinion. We wanted to know if the respondents believed these 

elements would ensure the positive contribution of cultural diversity, therefore 

supporting CodeMill on its internationalisation process. The five key elements explored 

are leadership, research and measurement, education, changes in culture and 

management systems, and follow-up (see Figure 3). Each key element has been 

explained to the respondents when being mentioned as follow-up questions. 

 

Leadership: This element has been considered as a good way to “encourage” this 

behaviour (Eriksson). For Danielsson as well it is important to use it because “people 

have some unique knowledge. They need to be able to utilize it, otherwise there is no 

gain for the company”. Hollström perspective is divided between negative and positive 

outcomes explaining that “it depends on what it is all about” referring to leadership 

style and idea conveyed. In addition, considering Hollström experience as a team leader 

as explained earlier, his team seems to assimilate and consider his insights which 

influence the team to some extent. However Westerlund also raised the concern of the 

Swedish culture, arguing that “we have pretty flat structures here in Sweden. There is 

not a lot of hierarchy and I don’t see that changing anytime soon”. Although Lundh 

appears to be positive, he only see this element as minor without providing further 

explanations. Lantz does also see this as something positive, however did not share 

more details on her perspective.  

 

Research and measurement: Lundh, Hollström and Westerlund have all confirmed this 

key element as a positive one; however they did not explain their perspective further. 

Eriksson explains that “knowledge is shared but mostly informal, I don’t think 

something that is sort of documented (...) and if they make a mistake we mostly hear 

about it”. This answer is as well shared by Lantz stating that CodeMill works 

“according to SCRUM. (...) That’s a method is all about learning and improving from 

mistakes. So we can apply this for business development as well. (...) Anyone working in 

business can have use of it, because it’s a good way to take care of the knowledge you 

get and you are just improving all the time”. In Danielsson side, the people ensure the 

information of their experienced by their presence; however “if you can formalize it in 

some kind of database or documents, that’s even better. But not many persons dare”. 

He also mentioned this earlier as previously described, before being influenced by the 

follow-up question. 

 

Education: Participants shared different point of views regarding the utility of this key 

element to improve the benefit of cultural diversity in the internationalisation process of 

CodeMill. Hollström argues that “it’s more important than we know, since we haven’t 

that training yet”. Westerlund explains us that “it would be a positive but wouldn’t 

change anything either the cultural difference between Sweden and Great Britain is not 

big, there are only little differences”. Eriksson has also raised the concern of the low 

differences between the current cultures involved in the social network of CodeMill 

saying “I don’t think as it is right now with the project. I think it could be for the people 

working as...people trying to talk to new customers”. Lantz sees it as a positive 

potential key element, however depending on how this would be implemented. She 

argues that “it would be hard because the company culture has become very 

individualistic. So it would be very hard just to say. Okay today we are going to talk 

about cultural diversity and learn how to be good at it. But by sending people out on 

missions abroad, I think they would learn more, than just go out on projects generally”. 

Danielsson thinks that “people would be quite interested in hearing about other things” 
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and although this “may be hard to connect it with business (...) just hearing about other 

cultures just helps you” as an individual and so then in your work position for the 

company.   

 

Changes in culture and management systems: Opposite views on this key element has 

been shared by the participants. Westerlund and Lundh do not see it as something that 

would support the contribution and strengthen the internationalisation process of 

CodeMill. Danielsson as well do not believe that this would change and help CodeMill 

arguing that “there not really much need from the management to push things down or 

to change much, otherwise in recruiting, that actively trying to find and increase 

diversity”. Lundh argues that the company is already “fairly successful anyway in the 

internationalisation”. However, both Lantz and Lönneborg actually mentioned a 

perspective of change in the recruitment process of CodeMill as previously explained. 

For Hollström it has been difficult to answer this question; however he shared that “the 

culture is being flat structure with Rickard selling and just a bunch of us working. There 

has been no structure at all and no rules, and no system. This thing that I am a team 

leader, that’s something that came up just two years ago maybe. So now we have a bit 

more structure just to help people focus on a couple of products at a time”.  

 

Follow-up: This element has been generally positively perceived by the participants to 

some extent. Lundh expresses his lack of perspective on how this would implemented 

on a “concrete level”, but remains positive. Eriksson raises the fact that CodeMill is 

growing fast and so “it would be good, (...) [it] would probably be easier to start with it 

right now when we are not that many people and not 130 or 160.  Right now we are 

growing, I think there is a lot of stuff, that previously had not been structured, that 

needs to be structured unless we want to overcome more or less chaos”. For Hollström, 

there would a positive outcome from this key element; however he raise the importance 

of keeping it simple and not “too mandatory”. Danielsson argue in favour by stating 

that “having those kind of policy would probably make a difference”. Finally, Lantz 

even states that “that’s actually a task at work right now to set up the policies. And I 

believe they are good to have not as something to pointing fingers at but as something 

to lean on. But I think it’s good to mention these kind of things in a staff handbook for 

example, because expressing it and not just having it as an abstract idea is an important 

thing”. 

 

The internationalisation process of CodeMill has been more or less influenced by the 

different sources of international information depending on the participants’ experiences 

and perspectives. Lundh (Developer) does not believe that his experience as 

international information has influenced the internationalisation process of CodeMill, 

however his experience in Norway has been used when Norwegian customers contacted 

CodeMill. Eriksson does not think either that his experience has influenced the 

internationalisation performance of CodeMill. For Hollström, his experience influences 

only through widen perspectives but this does not really make a big difference. 

However Westerlund’s (Developer and System Administrator) experience has 

influenced his interactions with the customers throughout the internationalisation 

process by learning about them as it “makes it more efficient as well, if you know their 

routines”. Lantz’s (Communications Manager) perspective correlates with Westerlund 

explaining that “We are not that good at following up on things generally, because we 

have been growing so quickly. That has been just low priority sadly. So what we do is 

what every consultancy company would do, we put our assigned people to new projects, 
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if they have the right experience. I don’t know how much we can say about customers 

here; but we tried to…, we wanted to use the Burberry competence when we signed the 

Guardian for example. Not just because it was a similar project but also I guess 

because of the culture of a big UK company. So that is the only thing I can come up 

with”. She added that CodeMill staff shares a lunch together to take part of a lecture 

which could be a space to learn about different experiences: “We have an internal thing 

that takes place once every month. We have CodeMill lunches, when somebody comes 

in and talks about something it could be an external lecture or it could be talking about 

the economy, or just internal stuff. Maybe we should do that when somebody has been 

out on a mission in a different country. They could come back and talk about their 

experience from it, the company culture and everything”. Lönneborg’s (CEO) point of 

view can be related as well to Westerlund mentioning that “it’s more an indirect 

advantage. Not direct right now; but that could change”. He states that “we do not have 

a really good strategy on using that contacts, those benefits. It’s more that there 

experience add to the total”. As Sales Manager, Danielsson noticed this influenced 

most importantly in the customer network stating that this network “is the key”. He 

adds that “the direction we take is depending on it. In general sense our sales, the 

process of acquiring new customers and products is pretty much based on relationships 

and our networks”; however he also sees this method as a limitation as they “don’t 

have a network in the middle east for instance. Thus we don’t do business over there”. 

4.3.3 Networks and Entrepreneurial Orientation 
The success of CodeMill’s internationalisation process is closely connected to their 

efficient use of network ties. Lönneborg, the CEO emphasised that “The reason why we 

[CodeMill] are so international is that we have strong partnerships with product 

companies, especially in Stockholm”. Lönneborg explains that his firm “helped them 

[the partner companies] to develop their products, which makes us [CodeMill] the 

world’s experts on building solutions around those products. These companies have 

resellers around the world, basically system integrators”. By partnering up with these 

system integrators CodeMill increases its market influence. In that way the company 

becomes a steady ingredient in the partner’s value chain and hence creates a 

dependency on CodeMill’s expertise. Lönneborg characterises this approach as “side-

stepping” by adding that “we [CodeMill] build these relationships with the system 

integrators, so we can also work on other projects with them”. He referred to a 

particular project in Norway, where CodeMill has a partnership with a system 

integrator. Based on this partnership, the company is currently supervising a project that 

has nothing to do with the initial project. “Maintaining our [CodeMill’s] strong 

relationships with the product companies” is a key success factor for them as CodeMill 

benefits highly from good recommendations these companies give to their partners. 

Hence this side-stepping approach provides CodeMill with essential synergy effects 

that are to be exploited fully. Our interview guide contained one question, asking 

specifically for the synergy level among different cultures within the organisation. 

Westerlund is convinced that CodeMill has built up a high synergy level with its 

international customers. He characterises this approach as a “win-win situation” for 

both sides. These viewpoints are supported by CodeMill’s Sales Manager, Danielsson. 

He says that “we [CodeMill] try to do a lot recommendations for each other and help 

us to find into business. And we take potential customers to existing customers, if they 

allow it. So our own customers promote us to new customers as well”. This procedure is 

particularly applied in London, where CodeMill is “trying to make them [partners] 

speak kindly of us [CodeMill] to get more customers for us there [in the UK]”. 
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Compared to similarly big companies from the same sector, CodeMill’s “network is 

more international than the others”. Lönneborg adds additionally that due to the 

involvement in “international business we [CodeMill] are also growing in terms of our 

network structures”. CodeMill generates currently about 25% of its turnover from 

projects abroad, as he estimates. Compared to this figure the rate of international ties is 

still considerable low. Lönneborg claims that “five to ten percent would be international 

(...), while over 90% are domestic ties”. Danielsson claims that even more than a third 

of the total turnover is generated by foreign customers. The estimated number of 

international customers, according to him around ten percent, is in line with estimated 

figure of international ties, previously provided by Lönneborg. An explanation for the 

low figure of international ties may also lie in the fact that CodeMill is lacking an 

efficient strategy in using contacts that have been created through the international 

experience of its employees. That counts particularly for his personal contacts from his 

time in Australia, as Lönneborg admits. But also other employees mention that despite 

being abroad over a longer period of time, they do not make use of contacts created 

through international experiences, at least not business related. Hollström claims 

paradigmatic: “I have them on Facebook, I see them when I go to the UK, but no more 

than that”. Lundh replied further, after being asked, if he makes use of the previous 

established network: “Only a little, I don’t use it that much”. Danielsson, characterises 

the existing network as “a key” saying that “the process of acquiring new customers 

and products is pretty much based on relationships and our networks” and that “almost 

all the business that we acquire is based on relations”. However he also sees a negative 

aspect of CodeMill’s network dependency. As “it limits the business to the network. So 

we [CodeMill] don’t have a network in the Middle East for instance. Thus we don’t do 

business over there”. Besides creating network ties with international customers, 

CodeMill also aims to maintain a strong network with the University, as Lundh knows 

from having a previous working experience as a researcher in the department of physics.  

 

Most of interviewees confirmed that CodeMill carries the spirit of an entrepreneurial 

firm. Only few (e.g. Lundh) could not give an appropriate answer to this particular 

question. The CEO, Lönneborg points out that entrepreneurial behaviour is crucial for a 

firm in the IT sector. “We [CodeMill] don’t build the same house over and over again. 

Every new project is creating something new, so there needs to be some kind of 

entrepreneurial thinking with each customer and if we don’t bring in this thinking for 

the benefit of our customer, it’s not much value as it should”. Lönneborg confirmed 

further that being entrepreneurial oriented helps CodeMill to achieve better results in 

course of the internationalisation process. He explains in this context that “innovations 

are coming up daily, you need to stay ahead of that to be able to work with that”. Emil 

Eriksson supports that view by thinking that “the company tries to keep the feeling of 

being a small and entrepreneurial company”. Danielsson confirmed to some extent an 

EO of CodeMill. In his opinion it depends on each person and from the entrepreneurial 

perspective you take on. The Communications Manager, Lantz takes on another 

viewpoint by focusing on the consequences of entrepreneurial behaviour for the 

employees. She considers the company culture to be entrepreneurial saying that “we 

[CodeMill] allow people to be individualistic, to develop their own, and to take on own 

responsibilities”.  

   

With reference to the risk-taking behaviour of CodeMill, Westerlund, the System 

Administrator states that there is not a big risk involved neither in international business 

activities nor on the home market. In a similar vein CodeMill aims to minimize risks 
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(Eriksson). Lantz evaluates the risk-taking behaviour differently. After Lönneborg had 

already confirmed the risk-taking behaviour of CodeMill in course of the first interview, 

she gave us a more detailed background on that by referring to a practical example of 

company that set up an online platform. This platform offers students help to prepare 

themselves appropriately for exams. She referred to this project by saying “and 

sometimes of course, we sign up with customers, where we are not sure that we properly 

paid. But we give them buddy prices...or nice deals because we believe in them and 

maybe we get something from it, when their product is finished”. The Sales Manager 

Danielsson supports the stance of Lantz and confirms this behaviour by claiming that 

“we [CodeMill] offered services and accepted a much lower level of payment...and we 

take a small ownership and share the revenues. That’s of course risk-taking”. He 

further mentions that the company is planning to open a sales office in London this 

year. Finding the right people for these positions is also risk-related, as Danielsson 

claims.  Both Lantz and Danielsson confirm that CodeMill accepts a certain financial 

risk by getting engaged in these projects, as a failure would include a financial loss for 

them as well. Lantz also considers the R&D department to be risk-taking in terms of 

time resources and staff availability. Hollström, Team Leader and Senior Developer, 

points out that “we [CodeMill] are risk-taking since we are willing to go into all kinds 

of projects even if we don’t have experience yet. So we are not afraid to do new things”. 

 

Westerlund further confirms innovativeness by referring to “a lot innovative products 

that are developed in-house”. Eriksson (System Developer) mentions research activities 

in the development process of an own project, proving a certain degree of 

innovativeness. Danielsson refers to innovativeness by saying that “we [CodeMill] are 

looking into a lot of different areas and try to come up with new products as well as 

doing service based… [applications]”. Lantz refers in that context to the increasing 

efforts the company puts towards R&D, and EU projects. Only Hollström takes another 

stance towards innovativeness by claiming that “most of the stuff we [CodeMill] do is 

just helping other entrepreneurs and sort of realizing their ideas which means that we 

don’t have to be that creative”. He confirms to possess rather a consultant function and 

adds that they have only recently started to get engaged in research activities on new 

products.  

 

Westerlund refers to a proactive behaviour of the sales team by mentioning visits of 

various trade shows and by getting engaged with new customers for example. Hence 

“they try actively to get more customers in different countries”. Hollström also confirms 

the proactive behaviour of sales team by mentioning that meetings with potential 

customers are often set up spontaneously. He refers to the case of Tictail in that context. 

Interestingly the Sales Manager takes on another stance in this context by claiming that 

“we [CodeMill] have great areas of improvements, or opportunities of improvement 

there”. He considers CodeMill “too reactive” in approaching new customers for 

example. Danielsson explains that “a lot of business comes actually...they approaching 

us, instead of we finding projects” he adds that this “is of course a good situation to be 

in because we [CodeMill] are half way through the deal already, if they ask you”  

4.4 Empirical findings 
Overall the empirical study shows that cultural diversity is perceived by the employees 

of CodeMill as an important element, which can contribute to the internationalisation 

process of the firm. However, cultural diversity is yet not seen as a priority in the 

internationalisation process. In fact, it is defined as “more and more important as we 
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are growing” by Lönneborg (CEO). We argue that the individual’s international 

experience is presently not used strategically by CodeMill to ensure the contribution of 

cultural diversity in the internationalisation process. This does not enable us to assess 

the individual level investigated in our RQ1 and RQ2. Contrastingly the company’s 

social network, consisting of ties with international partners and customers, contributes 

to the level of cultural diversity in the internationalisation process. We find correlations 

between informational diversity, the synergy level of cultural diversity and key 

elements enabling CodeMill to strengthen the internationalisation process. We further 

proved that CodeMill, by being entrepreneurial oriented possesses the three dimensions 

of risk-taking, proactiveness and innovativeness, has advantages in creating contacts 

abroad. This leads to a facilitated internationalisation. Our empirical findings enable us 

to argue that the internationalisation process of CodeMill is strengthened thanks to six 

competitive advantages argued in chapter five. However we notice that by only focusing 

on its social network, CodeMill is therefore likely to face certain limitations in 

expanding abroad. 
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CHAPTER FIVE - DISCUSSION 
This chapter presents the discussion of our empirical findings presented in chapter 4 

therefore providing answers to our two research questions of the study introduced in 

chapter 1. This discussion is presented according to the structure of the empirical 

findings chapter. The preliminary framework is then reviewed and enables us to present 

a revised framework at the end of this chapter. 

 

Our research aims to provide an understanding of the contribution of cultural diversity 

in the internationalisation process of a Swedish SME such as CodeMill. To study this 

research problem we considered it important to analyse how this cultural diversity 

contributes to the internationalisation process of a Swedish SME in section 5.1 and 5.2 

focusing on answering our RQ1: “How does the individual’s international experience 

and the SME’s social network abroad support the internationalisation process of a 

Swedish SME?”. We also argue for the relevance of analysing how a Swedish SME 

ensures that their cultural diversity contributes to their internationalisation process in 

section 5.3 discussing our findings related to our RQ2: “How does a Swedish SME, 

ensure the contribution of the individual’s international experience and the SME’s 

social network abroad in their internationalisation process?”. 

5.1 Cultural Diversity 
In order to understand the context and the environment of CodeMill, as the case study 

of our research we assume it is necessary to assess the perspective of the respondents on 

cultural diversity per se and how this cultural diversity exists around them according to 

their points of view. The findings demonstrate a difficulty for the participants to define 

“cultural diversity” which correlates with the current reality of the field and the different 

understandings of this concept (Harrison and Klein, 2007; cited in Jonsen et al., 2011, p. 

37). We notice a strong reference to ethnicity in the answers which appear to also 

influence the mind-set of CodeMill employees in their perspective of cultural diversity. 

Indeed, Mohr and Shoobridge (2011, p. 750) argue that limiting the concept of cultural 

diversity to the ethnic origin of individuals from different countries is problematic when 

taking into consideration the various elements shaping cultural diversity. Hence, it has 

been important for us as researchers to challenge this perspective by sharing ours related 

to our study. We explained to the respondents that we consider cultural diversity as 

being the individual’s international experience and CodeMill’s social network abroad. 

This step of the interview has been important for us as researchers to align our 

interviews with our research. However, this perspective mostly oriented towards 

ethnicity has limited CodeMill in taking advantage of their cultural diversity.  

 

The empirical findings show a clear positive perspective of cultural diversity. All the 

participants agreed on benefiting from cultural diversity in the internationalisation 

process of CodeMill. However the importance of this element has not been perceived 

the same way by all the participants. Considering the perspective of the CEO, cultural 

diversity remains important however not a priority at this point of time for the company 

(Lönneborg). It is argued that CodeMill being an IT company and this sector being 

mostly international, competencies and technical skills are more important and crucial 

for the development of the firm (Lönneborg). We could think that CodeMill considers 

cultural diversity as positive without influencing their performance. However, cultural 

diversity has been considered as something that is becoming “more and more important 

as we are growing”. CodeMill considers cultural diversity valuable and something 
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whose value increases with their internationalisation process. This perspective can be 

related to the theory of Ely and Thomas (2011, p. 265) arguing for the increase of 

efficiency in work thanks to cultural diversity This makes us believe that the cultural 

diversity of CodeMill can strengthen its internationalisation process depending on the 

stage of this process. The more CodeMill grows, the more this becomes important in 

their international growth. However, this increase of cultural diversity also raises the 

concern of challenges arising for CodeMill which need to be considered. Although 

cultural diversity is valuable for CodeMill it also threatens the well-being of the 

environment if diversity is increased which corresponds to the theory presented by 

Adler and Gundersen (2008, p. 102-103). Hence we can argue that CodeMill has a 

synergistic approach towards cultural diversity, i.e. it can bring both negative and 

positive outcomes depending on how the various inputs from the different cultures are 

leveraged (Adler & Gundersen, 2008, p. 109).  

 

This perspective of cultural diversity shared by the respondents can be related to the 

level of cultural diversity of CodeMill. The staff of the company is exclusively Swedish 

with only a few of them having individual international experiences such as education, 

functional, or managerial. For instance, Hollström’s experience of living a few years in 

the UK (Hollström), and the international sales experience of Danielsson (Danielsson) 

provides CodeMill with these criteria of cultural diversity described for our study. This 

limits the interaction of CodeMill with cultural diversity which explains the current 

state of mind of the firm regarding the level of importance of cultural diversity. 

However when taking into consideration the international customer network, although 

this might only represent about 10% of their market share; they still generate one third 

of CodeMill’s revenues. When comparing CodeMill to another small company in 

Umeå, we can see that the cultural diversity of their social network abroad is 

considerable. Hence, this network is very significant for the firm and so is their 

approach to interacting with it. There is a growing level of cultural diversity which 

needs to be considered in order to benefit from it and strengthen the internationalisation 

process of CodeMill. We notice that CodeMill tends to interact mostly with individuals 

who share similar behaviours. Indeed the firm has recruited only Swedes so far and 

interacts with low cultural distant customers. Thus we can see that it is easier for 

CodeMill to interact within their comfort zone and verified the argumentation of Van 

der Zee et al. (2004, p. 284) presented in the theory. 

 

The influence that cultural diversity can have on CodeMill’s internationalisation process 

appears to vary from one respondent to another. This can be related to communication, 

knowledge of the markets abroad, cultural awareness, and social interaction. It is 

interesting to notice that for developers, cultural diversity has not influenced their 

performance in the internationalisation process of CodeMill; however they believe that 

their communication skills have improved. For Hollström as a team leader, he has 

influenced his team by widening perspectives from his living experience abroad. Finally 

as Sales Manager, Danielsson appears to be the person the most influenced in our panel 

which can be related to the different interests of the positions. This can be explained by 

the IT industry being international; i.e. skills are more important than cultural diversity 

when it comes to project at this stage of internationalisation. However cultural diversity 

is a strategic asset for sales when expanding abroad. Indeed, CodeMill appears to be 

limited by their current network as they only have informational diversity based on their 

network. In addition, this network is mostly confined to the western European region 

and so can easily be considered as low distance in terms of cultural differences. In order 
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to expand into other regions, CodeMill needs to consider ways to acquire the market 

knowledge and informational diversity (Jonsen et al., 2011, p. 41). In our research we 

focus on two levels of the IMCD model: diversity climate and organisational 

effectiveness (Cox, 1994, p. 6). We can argue that the level of cultural diversity of 

CodeMill influences the dimension of diversity climate by lowering prejudices and 

stereotypes of the individuals and it also challenges personalities by widening 

perspectives. However, the organisational effectiveness does not seem to be 

significantly influence the internationalisation process. We believe that this is explained 

by the low level of cultural differences and most importantly the lack of structures and 

systems such as the five key elements of the Model for Planning Organisation Change 

(Cox, 1994, p. 231) in order to enhance this performance. 

 

Cultural diversity has been considered as an asset to enhance some competitive 

advantages for an organisation as previously explained in chapter 2 (Cox & Blake, 

1991, p. 47). Here, it is important to mention the results before and after being 

influenced by follow-up questions on the six competitive advantages from the theory 

and then compare them for more relevance. Some did not mention any competitive 

advantages from cultural diversity; however the results demonstrate the existence of 

some of them from other respondents. However we can say the low level of cultural 

diversity explains these different perspectives which might not have been experienced 

by everyone in the same way. The major competitive advantages that have been defined 

by our participants are the communication with international customers; the brand 

image and credibility of the company thanks to the network of customers; the social 

interactions and relationships; the costs; and knowledge acquired from the experiences 

as individual or through CodeMill’s social network abroad. Although those advantages 

do not yet seem to be significant, they have been experienced in CodeMill to some 

extent. This enabled us to assess the diversity climate of the company (Cox, 1994, p. 6). 

When reviewing the six competitive advantages more specifically as defined by Cox 

and Blake (1991, p. 47) we discovered that not all of them appear to be applicable for a 

small company at this stage of internationalisation such as CodeMill. The cost argument 

has already been mentioned above which is mostly related to the time and risk that the 

company would invest. In terms of resource acquisition, it has been mostly related to 

the customer network for the international knowledge acquired on markets. It is also a 

competitive advantage for their social network when acquiring customers from their 

current customer network. Marketing can be related to communication and the brand 

image mentioned earlier. It is perceived as a competitive advantage as well for 

language. As a general belief, creativity has been accepted as a competitive advantage 

even before being influenced by the follow-up question mostly argued to widen 

perspectives. The points of view on problem-solving have been different. It has already 

been stated previously that cultural diversity can actually create conflicts if individuals 

do not get along. According to our empirical findings, this competitive advantage 

depends on the level of cultural diversity in the company and most importantly on how 

individuals interact with each other.  Finally, is has been generally accepted that system 

flexibility is a competitive advantage as cultural diversity raises cultural awareness and 

the understanding of others. However, someone argued that this is not necessarily a 

competitive advantage for CodeMill as IT is an international sector; i.e. the ways of 

working in the IT sector does not need any specific flexibility. To summarize, the 

competitive advantages identified from our empirical results and adapted to our case 

study can be named as follow:  
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(1) Cost 

(2) Knowledge Acquisition 

(3) International Brand Image and Communication 

(4) Creativity 

(5) Cultural Awareness 

 

The following section will help us understand how CodeMill leverages these inputs and 

whether or not they are using a synergistic approach and how cultural diversity is 

handled throughout the internationalisation process and operations of CodeMill.  

5.2 Diversity Management 
In our literature review, we found out about steps to overcome challenges arising from 

cultural diversity that we wanted to assess at CodeMill. From our empirical findings we 

can say that there are no specific steps or processes comparable to the steps defined by 

Adler and Gundersen (2008, p. 112; cited in Harris, 2004, p. 363). This can be 

explained by the lack of cultural diversity within the company. CodeMill does not 

appear to have the need to create processes to overcome challenges arising from cultural 

diversity as their current level of cultural diversity does not pose any significant 

challenges so far. We believe that these steps are not necessary for a small firm such as 

CodeMill to create a high-level of synergy with their social network. Indeed, CodeMill 

uses its customer network for its sales strategy. However, these steps might help 

overcome the potential challenges that arise from a higher level of cultural diversity. 

This would need to be verified in future research with a Swedish SME having 

challenges arising from cultural diversity. This mentioned however, CodeMill aims at 

changing the recruitment process to increase cultural diversity. This will be developed 

further in this section.  

 

The ways in which CodeMill ensures the contribution of cultural diversity have been 

evaluated at two levels being the individual’s international experience and the social 

network abroad of CodeMill. When considering the staff’s individual international 

experience, the company does not have any processes to ensure the contribution of 

cultural diversity probably due to the lack of this same cultural diversity. However, the 

CEO expressed his wish to change that and is currently looking for more cultural 

diversity in the recruitment process. This should support the interaction with 

international customers by recruiting individuals with cultural backgrounds related to 

the customer network abroad. The staff believes that cultural diversity can contribute to 

the internationalisation process of CodeMill; however the firm does not benefit from it 

yet taking into consideration its level of cultural diversity and the needs of the company 

as argued by the respondents. Nevertheless, an awareness regarding its importance as 

the company grows raises the concern of taking measurements for CodeMill to ensure 

the contribution of cultural diversity. As follow-up questions, we reviewed the Model 

for Planning Organisation Change (Cox, 1994, p. 231) concentrating on the five key 

elements of the model. CodeMill is a very flat organisation, however about two years 

ago they assigned a team leader position to someone to help employees focus on 

specific projects which we relate to leadership as the key element. Considering the 

Swedish culture, creating layers with leadership management might lead to challenges. 

Nevertheless the participants considered the key element as a good way to support the 

contribution of cultural diversity. In addition, the example of Hollström sharing his 

cultural background with his team and hence widening their perspectives, can be 

considered as successful. Research and measurement is considered as a positive key 
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element that exists in CodeMill informally. Although documentation has not been 

created yet, it is most likely that CodeMill will need it to ensure improvements more 

efficiently. Regarding the education of CodeMill on cultural diversity, perspectives can 

be considered. However at this time considering the low cultural distance of the 

customer network and the individualistic mind-set of the staff, training might not be 

successful. This said, one of the respondent offers the solution to send employees on 

missions abroad to enhance the learning process. Although, the respondents are 

sceptical about changes in culture and management systems, the experience to 

implement a team leader seems to be working in terms of function and culture. This key 

element might appear as a challenge for a small firm such as CodeMill that is growing 

fast. Finally, the follow-up key element has been generally accepted as a positive factor 

for CodeMill. It is agreed that this will contribute to the sustainability of the company 

considering how fast they grow and the need to create strong roots for CodeMill to 

ensure sustainability. When considering our research with CodeMill as a case study, we 

can say that those key elements are however not needed to the same extent. For a small 

firm with a low level of cultural diversity meanwhile having a significant international 

social network, the key elements to be considered as a priority are: 

 

(1) Leadership: this will enhance the commitment and support to develop a higher 

level of cultural diversity 

(2) Research and measurement: this will create a higher level of knowledge for the 

staff to perform more effectively 

(3) Follow-up: it will ensure the sustainability of the firm by creating strong roots 

for the cultural diversity processes 

 

When considering the management of cultural diversity we research the influence that 

informational diversity had CodeMill and how the staff contributes to the 

internationalisation process with information acquired through education and 

experiences abroad (Jonsen et al., 2011, p. 41; Jehn et al., 1999, p. 743). Most likely, 

these sources have not been used either for knowledge or for the social network. This 

lowers their chance to have different opinions which can limit CodeMill in their 

creativity or innovativeness and limit the internationalisation process effectiveness 

(Jehn et al., 1999, p. 743-744). As an IT company the distribution of customers for 

instance is based on skills considered as a priority over cultural diversity simply because 

the field is international and does not need any consequent adaptation. The respondents 

also stated that CodeMill has an entrepreneurial attitude highly important in the IT 

sector (Lönneborg) which can be supported by the information diversity of knowledge 

on new market entries (Westhead et al., 2005; cited in Zhou et al., 2013, p. 41). Thus, it 

is encouraged for CodeMill to use the informational diversity from the individual’s 

international experiences of its staff and create a higher synergy level with cultural 

diversity. Indeed, as an SME CodeMill needs to use its resources and enhance them to 

strengthen its internationalisation process (Zhou et al., 2013, p. 40). The knowledge 

acquisition of CodeMill is limited to their network of customers for the brand image and 

network when promoting and selling CodeMill. Knowledge acquisition fosters the 

internationalisation process of an SME as it contributes to its entrepreneurial orientation 

and innovativeness (Zhang et al., 2010, p. 86). Thus, CodeMill needs to implement 

means of knowledge acquisition other than the customer network, as the informational 

diversity is not enough to benefit from it yet. A strategy that CodeMill is currently 

working on is the recruitment of non-Swedish people who will support their 

international market knowledge (Adler & Gundersen, 2008, p. 274). 
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5.3 Networks and entrepreneurial orientation 
CodeMill began on the international path right after its inception, as the CEO Rickard 

Lönneborg explains. Having the first international customer in Oxford, they soon 

increased their client base (Lönneborg). CodeMill's approach of aiming “to become 

international straight away” fits McDougall’s research on international 

Entrepreneurship (IE). Yet in the late 80’s he defined IE as “the development of 

international new ventures or start-ups that, from their inception, engage in 

international business, thus viewing their operating domain as international from the 

initial stages of the firm’s operation” (McDougall, 1989, p. 387; see Section 2.3.1). In 

this context we can also apply the term of a born global company (BG), as CodeMill 

accomplishes defined criteria such as having a global vision at inception (Gabrielsson et 

al., 2008, p. 387-388; see Section 2.5) and being a “business organisation that, from 

near their founding, seeks superior international business performance from the 

application of knowledge-based resources to the sale of outputs in multiple countries” 

(Knight & Cavusgil, 2004, p. 124; see Section 2.5). The product range of a BG needs to 

encompass one following criterion as Gabrielsson and Kirpalani (2004; cited in 

Gabrielsson et al., 2008, p. 388) claim: “unique technology and/or superior design or 

unique product/ service, or know-how, systems or other highly specialised 

competence”. The CEO of CodeMill says with reference to their services that “we 

[CodeMill] helped them [their customers and partners] to develop their products, 

which makes us the world’s experts on building solutions around those products”. 

Hence the company possesses a unique product/service, potentially with a unique 

technology that results in a highly specialised competence, which correlates to the 

requirements of a product that is typical for a BG.  

 

In order to test the existence of entrepreneurial orientation (EO) in CodeMill we 

specifically assess three criteria namely risk-taking, innovativeness, and proactiveness. 

Although Lumpkin and Dess (1996) present in total five dimensions, and includes 

autonomy and competitive aggressiveness, we focus only on these three dimensions (see 

Section 2.3.2). The decision to focus on EO as a key concept for the study was based on 

our assumption that EO is contributing to the internationalisation process of SMEs. This 

claim is supported by Knight (2001, p. 159; see Section 2.3.2).  

 

The answers were quite diverse when asking the interviewees about the risk-taking 

behaviour of CodeMill. Employees with a rather technical background, who are only 

occasionally involved in daily business activities assessed CodeMill mostly as risk 

averse. Westerlund (System Administrator) claims that there is not much risk involved 

neither in international operations nor in activities in the home market. Emil Eriksson, 

another Developer, confirms this stance by adding that CodeMill aims to minimize 

risks. Only Hollström, a Senior Developer, says that the company is “risk-taking since 

we are willing to go into all kinds of projects even if we don’t have experience yet. So 

we are not afraid to do new things” (Hollström). Employees who deal directly with 

operational activities support Hollström’s risk assessment. The CEO Lönneborg 

confirmed generally that some kind of risk-taking behaviour is necessary in order to be 

successful in the IT sector (Lönneborg). Both, Lantz (Communications Manager) and 

Danielsson (Sales Manager) mention investments in projects, where an appropriate 

payment was not guaranteed in advance. CodeMill gave discount prices in order to 

profit to a bigger extent from possible revenues of future projects with the same firm. 

Danielsson mentions further the risk of setting up a new sales subsidiary in London. 

(see Section 4.3.3)  
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The risks that CodeMill is willing to commit can be referred to the strategic risks that 

were identified by Baird and Thomas (1985). They claim that venturing into the 

unknown, committing a relatively large portion of assets and borrowing heavily are 

strategic risks (Lumpkin & Dess, 1996, p. 144; see Section 2.3.2). CodeMill’s 

engagement in projects that are not guaranteed to pay off, but aim to open a sales 

subsidiary abroad can be categorised as the first strategic risk of venturing into the 

unknown. Acs et al. (1997, p. 8; see Section 2.3.4) mention that barriers to enter can be 

natural and are for example related to differences in legal systems, cultures, and 

languages. In a similar vein add Nkongolo-Bakenda et al. (2010; cited in Raymond et 

al., 2014, p. 233-234; see Section 2.3.4) among other things that the internationalisation 

process of SMEs may involve considerable challenges resulting from different financial 

and economic systems and from cultural differences. Danielsson in this context shares 

experiences about differences between Swedish and British legal systems and contracts 

that hamper business activities (Danielsson).  

 

The second dimension that we applied to determine the existence of EO was 

innovativeness. This term represents “a basic willingness to depart from existing 

technologies or practices and venture beyond the current state of art” (Kimberley, 

1981; cited in Lumpkin & Dess, 1996, p. 142; see Section 2.3.2). All interviewees 

confirmed an innovative atmosphere at CodeMill according to this definition by 

referring to “innovative products that are developed in-house” and research co-

operations with Umeå University (Westerlund). Eriksson mentions research activities in 

the development process of an own project. Danielsson adds that “we [CodeMill] are 

looking into a lot of different areas and try to come up with new products as well as 

doing service based… [applications]”. Lantz mentions that in the context of increasing 

efforts the company puts towards R&D, and EU projects. Only Hollström takes on 

another position by claiming that CodeMill rather possesses a consultant function 

without being innovative in terms of getting engaged in research activities or new 

product ideas. (see Section 4.3.3)   

 

Our findings regarding proactiveness also present two different viewpoints. We defined 

proactiveness as being the first and taking the initiative in an entrepreneurial process 

(see Section 2.3.2). Most of the staff members confirmed a proactive behaviour on the 

part of CodeMill. Westerlund and Hollström both assess the sales team to be proactive 

in the process of acquiring new customers. However the responsible Sales Manager sees 

room for improvement in this specific area. He considers CodeMill and particularly the 

sales team as “too reactive” in approaching new customers for example (see Section 

4.3.3). The reason for having a different assessment from his colleagues may lie in the 

fact that he has a different perspective on sales processes that enables him to see 

shortcomings others cannot. Moreover we assume him to be critical in evaluating 

something that is directly linked to his daily work. Putting all three entrepreneurial 

dimensions (risk-taking, innovativeness, and proactiveness) together, we can assess that 

these characteristics help CodeMill to strengthen their internationalisation process. The 

willingness to commit to risk-taking behaviour is often needed in order to get more 

profitable deals. Putting money in start-ups with an innovative idea were mentioned by 

Lantz and Lönneborg in this context. Being innovative in terms of creating new 

products helps CodeMill to attract customers outside from Sweden. Thus becoming 

more successful abroad as well. And using a proactive approach helps them in general 
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to generate more customers and hence increase their chances to broaden the 

international network as well.  

 

The importance of studying network capabilities and hence the concept of Social 

Capital was mentioned multiple times before. In the particular case of CodeMill’s 

internationalisation process we want to apply the most important arguments again by 

referring to them directly in our case study object. Being an SME, CodeMill faces 

typically resource constraints, on an economic and social basis. To overcome these 

shortcomings and to facilitate international growth they need to build up network 

capabilities and exploit them thoroughly (Fernhaber & McDougall, 2005, p. 118; see 

Section 1.1). Coviello (2006, p. 714; see Section 2.4) further adds that networks are 

widely recognized to have an influence on internationalisation processes, which is 

crucial in the context of our study. In a similar vein Dunning confirms (1995) that 

networking has gained escalating importance in an international context. The 

significance of networking is underpinned by Dubini and Aldrich (1991; cited in 

Fernhaber & McDougall, 2005, p. 126; see Section 2.4) claiming that it is a powerful 

tool for the entrepreneur. An important feature of networks is the concept of trust. 

Casson and Della Giusta (2007, p. 230-233; see Section 2.4) claim that, in the process 

of resource acquisition, social networks are needed to make contact with reliable people, 

as trust becomes a major issue in the process of mobilizing resources of labour and 

capital. Sales Manager Danielsson mentions in this context that trust is absolutely 

necessary in order to get engaged in business with another person (Danielsson; see 

Section 4.3.1) 

  

CodeMill, uses its social network abroad to ease the internationalisation process, 

deploys the so called network approach. The company combines the attributes of a 

typical early starter (see Section 2.4). As Lönneborg outlined, CodeMill aimed to get 

international straight away, but their network continues to be dominated by domestic 

ties. They rather benefit from the previously created network of their Sales Manager 

Danielsson than their international relationships, which represent only five to ten 

percent of the entire network as Lönneborg admits (Lönneborg; Danielsson). Our study 

focuses on two different levels of Social Capital. 

 

(1) On an organisational level, by focussing on the network ties the company 

possesses with international customers, partners, and suppliers; 

(2) And on an individual level, by focussing on the individual's network created 

through international experience (living abroad, exchange studies, business 

travels). 

 

This differentiation coincides with our findings of the literature review. Lazarova and 

Taylor (2009, p. 124; see Section 2.4) also detected two different perspectives that are 

prevalent in the concept of Social Capital. The findings of our study indicate a high 

synergy level on an organisational basis and a low synergy level with regard to the 

individual relationships of the interviewees. The international success of CodeMill is 

based on their good use of existing network ties. The company benefits from strong 

partnerships with the product companies and especially from the fact that these firms 

recommend CodeMill to their network as well. The interviewees describe the 

relationships with them to be highly synergistic. The network is a key success factor. 

CodeMill makes use of these contacts by acquiring new customers and in using 

references of their big customers, such as The Guardian, or Burberry for their 
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marketing campaigns in the UK for example. In contrast the synergy level of the 

individual’s social network is surprisingly low. Our analysis focuses here on Rickard 

Lönneborg, Emil Lundh, and Jon Hollström as they have lived for a certain period 

outside of Sweden. But none of them confirmed the use of their established networks 

from their stays abroad as important for their current work with CodeMill. If contacts to 

people from these foreign networks still exist, they are rather private and not business 

related (see Section 4.3.3). 

 

We conclude this section by shortly examining the internationalisation process of 

CodeMill. Becoming an international player straight away, we cannot refer to the stage 

model of internationalisation here, as it claims that internationalisation processes are the 

consequences of multiple incremental decisions (Johanson & Wiedersheim-Paul, 1975, 

p. 305; Johanson & Vahlne, 1977, p. 23; see Section 2.3.3). However referring to the 

four stages that form the basis this model, CodeMill is currently about to achieve the 

third stage. Companies getting to this phase having a sales subsidiary abroad in order to 

increase their international sales activities. Danielsson explains that CodeMill is aiming 

to open such a facility in London in course of the current fiscal year (Danielsson; see 

Section 4.3.3). Instead, the model of the basic mechanisms in internationalisation 

processes (see Figure 5) seems to be more applicable to the case of CodeMill. The 

market knowledge of CodeMill in the UK leads to a commitment decision, such as 

establishing a new subsidiary abroad. This move impacts the current activities (e.g. even 

bigger focus on the British market) and leads finally to a general market commitment in 

this particular region.   

5.4 Revised framework 
Our research presents a combination of theories (see Chapter 2) arising from our interest 

as researchers in the field of cultural diversity. Our preliminary framework (see Figure 

7) results from concepts chosen with relevance to align the purpose of our study. The 

combination of these concepts have been adequately put together. Our research 

integrates a designed construct of theories and has enabled us to explore and gather 

empirical findings presented in chapter 4. The analysis from this chapter covers the 

review of the empirical findings in relation with our constructs of theories and enables 

us to revise our preliminary framework and present our modifications accordingly in 

this section. This revised framework is a chance to enhance the usability of our 

empirical findings for future researches on cultural diversity. We believe that the 

revised framework is specifically applicable to CodeMill. Although we do not consider 

any generalisation for this framework, we believe that it might be applicable in a 

broader context. Eventually, this framework might help other Swedish SMEs in the IT 

sector similar to CodeMill in terms of size, company structure and stage of 

internationalisation as argued in section 1.3. We limit this extent to Sweden as we are 

aware of the different understandings of cultural diversity among countries, which 

might lead to different findings and lower the applicability of our results. 

 

Our revised framework presents the cultural diversity process in international 

entrepreneurship of CodeMill based only on the criterion of the SME’s social network. 

Due to a low level of cultural diversity in the company, we could not have gathered 

enough information or significant empirical findings concerning the individual’s 

international experience. Hence, we removed this element from our revised framework, 

aligned to the context of CodeMill (see Figure 11). This does not mean that the 

characteristics of the individual’s international experience must be excluded on a 
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general basis. It is instead an opportunity for future researches to assess this criterion 

considering our initial framework (see Figure 7). We present our revised framework 

according to the two dimensions adopted from the IMCD model: diversity climate of 

the SME and organisational effectiveness.  

 

 

 

 

 

 

The changes have been marked in red. 

 
Figure 11: Revised Framework of Cultural Diversity Process in International 

Entrepreneurship of CodeMill 

 

Diversity climate of the SME 
The results of this dimension depend on the understanding and perspective of CodeMill 

on cultural diversity. In our revised framework, we consider CodeMill having a 

parochial approach moving towards a synergistic approach throughout the growth and 

expansion of the company abroad. The diversity climate of CodeMill can be assessed 

and managed throughout the three stages that we named: informational diversity; high-

synergy level; and three key elements. 

 

We discovered that the informational diversity of CodeMill influences the performance 

of its internationalisation process. If underused, the contribution of cultural diversity is 

low if not insignificant which limits the creativity and innovativeness of the SME and 

so decreases the EO and its performance outcomes later on in the process of the 

framework. Hence, we argue that informational diversity contributes to the 

internationalisation process of CodeMill. The level of informational diversity influences 

the importance of the contribution as well. However for this to be accurate, this 

informational diversity needs to be capitalized on with a high-synergy level. By using 

this cultural diversity as a resource for informational diversity, CodeMill will benefit 
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from it through its social network abroad. Thus, to ensure the contribution of cultural 

diversity and increase it, there is a need to create a level of high-synergy. 

 

Finally, to make this happen, we propose three key elements adopted from the Model 

for Planning Organisation Change (see Figure 4) presented in chapter 2. We believe that 

the five initial key elements are necessary to apply this change; however we considered 

the context of CodeMill at its specific phase of its internationalisation process. Hence 

we only argue for three key elements to be prioritized as presented above in section 5.2 

and reiterated here: 

 

(1) Leadership: it enhances the commitment and support of CodeMill to develop a 

higher level of cultural diversity through its social network 

(2) Research and measurement: it creates a higher level of knowledge for the staff 

to perform more effectively and so contribute to the increase of informational 

diversity through CodeMill’s social network 

(3) Follow-up: it ensures the sustainability of the firm by creating strong roots for 

the cultural diversity process throughout the growth and international expansion 

of CodeMill and its social network. 

 

Organisational effectiveness     
The diversity climate as described above leads to organisational effectiveness and 

corresponds to the strengthening of the internationalisation process of CodeMill. Our 

initially stated assumption that the concept of EO as a facilitator of internationalisation 

processes proved to be right in our case-study. Applying the three used entrepreneurial 

dimensions of risk-taking, innovative, and proactive helped the company to come up 

with new product ideas in the first place. Possessing unique knowledge enabled them to 

later create valuable network ties; in other words increasing the relevance of CodeMill’s 

social network. Hence, according to our study, EO supports the contribution of cultural 

diversity in the process of getting an international player.   

We argue that this process increases six competitive advantages for CodeMill. These six 

competitive advantages have been redefined from the literature and adapted to the 

context of a small internationalising SME. In our revised framework they correspond to: 

 

(1) Cost: CodeMill can lessen cost by saving time and lowering risk consequences 

thanks to the contribution of cultural diversity. This is a significant competitive 

advantage for the firm 

(2) Knowledge Acquisition: CodeMill’s customer network provides the company 

with international market information and knowledge. It is used in sales when 

interacting within the same markets of CodeMill’s customer network 

(3) International Brand Image and Communication: CodeMill’s social network 

provides a higher credibility to the company for sales and enhances its 

performance in communication thanks to better messaging in foreign languages  

(4) Creativity: cultural diversity widens perspective leading to creativity for 

CodeMill 

(5) Cultural Awareness: this supports the social interaction and relationship 

CodeMill with its social network, becoming more strategic, proactive and 

effective 

 

However, this process leads CodeMill only to rely on its social network and so limits it 

from expanding to other markets that are high cultural-distant markets. Hence we argue 
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that the cultural diversity of CodeMill’s social network hinders the opportunities for 

new market entries outside the SME’s social network. We believe that this can be 

overcome thanks to a higher level of cultural diversity in terms of the staff’s individual 

international experience. This needs to be studied in further researches (e.g. in Swedish 

SMEs having a higher level of cultural diversity at the level of individual’s international 

experience) to verify our belief and provide a solution to this challenge.  
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CHAPTER SIX - CONCLUSION 
This chapter is dedicated to present an overview of the key findings. The focus lies on 

answering our two research questions and on filling the research gaps, which are 

initially presented in the introduction chapter. Recommendations for CodeMill are 

given and applied concepts related to cultural diversity are included as well. This 

section continues with an explanation of the limitations regarding this study and 

concludes with giving suggestions for future research activities in the field.  

6.1 General conclusion 
Arriving from the presentation of the revised framework which illustrated the principal 

findings of the conducted study, we want to focus now on general conclusions by 

aligning them in the direction of the early presented research questions and research 

gaps (see Chapter 1).   

 

RQ1: How does the individual’s international experience and the SME’s social 

network abroad support the internationalisation process of a Swedish SME? 
 

The findings of our empirical study show that the individual’s international experiences 

do not significantly contribute to the internationalisation process of CodeMill, the 

Swedish SME chosen for our case study. This argument only relates to our specific 

study on CodeMill; and cannot be generalised outside of this context. This needs to be 

verified in future research as explained in section 5.4. Contacts that were established by 

being abroad only function for private matters (see Section 5.3). In contrast, evidence is 

found that CodeMill benefits to a high extent from its international network ties, i.e. its 

social network abroad. Partnerships and connections on this organisational level are in 

multiple ways described to be a key success factor in the business environment. We 

have identified competitive advantages resulting from their cultural diversity. They 

differ from the literature and are more adapted to the context of CodeMill. These 

competitive advantages ensuing from cultural diversity are named as follows: cost; 

knowledge acquisition; international brand and communication; creativity; and cultural 

awareness.  

 

The influence of cultural diversity seems to occur at a personal level however it does 

not provide any noticeable contribution in CodeMill’s internationalisation process yet. 

In addition, we notice that the individual’s personal network is not being used to support 

this process. Only the Sales Manager’s experience appears to be the most influenced, 

using CodeMill’s social network abroad (see Section 5.1) which can be explained by the 

different interests of the positions. However, this hinders the opportunities to enter new 

markets, being limited by the company’s social network. We believe that this depends 

on the organisational culture and management systems of a company as argued by Cox 

(1994, p. 231). The performance of CodeMill’s internationalisation process is not 

significantly strengthened which we argue can be explained by the low level of cultural 

diversity as explained in section 5.1. Our RQ2 helps us understand how CodeMill 

ensures this positive contribution.  

 

RQ2: How does a Swedish SME, ensure the contribution of the individual’s 

international experience and the SME’s social network abroad in their 

internationalisation process? 
 



 89 

The results of our research demonstrates that CodeMill does not have any strategies or 

processes to ensure the positive contribution of cultural diversity neither at the 

individual’s international experience level nor at the level of the SME’s social network 

abroad. We believe that this is due to the low level of cultural diversity which does not 

raise any challenges for CodeMill to be concerned about at this stage of its 

internationalisation process. We notice that although CodeMill does not have any 

specific steps to ensure the contribution of cultural diversity; the company still uses and 

benefits from its social network abroad, especially when selling to customers abroad. 

However, the individual’s international experience has not been used so far as an asset 

by CodeMill. This is explained by the priority of competencies over knowledge on 

cultural diversity when interacting with customers. We identify a pattern for 

informational diversity to be used for the organisational level but not for the individual 

level. Hence, CodeMill created a high-synergy level for its social network abroad only 

by strengthening the internationalisation process of the company.  

 

Although the level of cultural diversity does not leave room for implementing steps to 

ensure the contribution of cultural diversity; we argue for the importance of creating 

steps for CodeMill. This will help the firm to cope with its internationalisation pace and 

ensure its sustainability and stability later on. This is related with the three key elements 

of our revised framework presented in section 5.4. We provide further recommendations 

later in this section. CodeMill has started considering recruiting people from more 

culturally diverse backgrounds to benefit from cultural diversity. This demonstrates the 

need for an SME at this stage of its internationalisation process to start implementing 

processes to ensure this cultural diversity contribution for their internationalisation. 

 

We believe that CodeMill’s perspective on cultural diversity influences the company to 

not have any process to ensure this cultural contribution. It is not yet perceived as a 

priority, but considered as something important to some extent. We understand as well 

that the importance of this cultural diversity grows with the development of the 

company and its expansion abroad. We consider CodeMill as having a parochial 

approach on cultural diversity moving towards a more synergistic approach in this stage 

of their internationalisation process with their recruitment strategies oriented towards a 

more culturally diverse background. 

 

Recommendations 

Our findings, derived from the analysis lead to a couple of recommendations that are 

presented here. These recommendations specifically refer to CodeMill, our case study 

object. Although we do not consider any generalisation of these recommendations, we 

believe that they could help in a broader context. Eventually, these recommendations 

might help other Swedish SMEs in the IT sector similar to CodeMill in terms of size, 

company structure and stage of internationalisation as argued in section 1.3. We limit 

this extent to Sweden as we are aware of the different understandings of cultural 

diversity among countries, which might lead to different findings and lower the 

applicability of our results as previously explained in section 5.4. However, these 

recommendations are neither exhaustive nor generalizable, and can be seen as 

perspectives for future research to be developed.  

 

CodeMill should utilise their staff’s personal network and experience abroad to benefit 

from this cultural diversity. These elements are informational diversity that need to be 

used when available to benefit from it.  
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The implementation of structures to create a leadership level in the company might be 

an opportunity for CodeMill to develop a practice of cultural diversity in the near future 

to start benefiting from it at the individual level and to a higher degree at the 

organisational level. The recently initiated team leader position CodeMill has 

demonstrated to be a good opportunity to benefit from it. 

 

The recruitment strategy oriented towards a more culturally diverse background is a 

good opportunity to enhance the informational diversity of CodeMill and create a high 

synergy-level for the individual’s international experience. 

 

Finally, the three key elements proposed in our revised framework (see Section 5.4) are 

a good opportunity for CodeMill to ensure this cultural diversity and create strong roots 

for the company to strengthen its internationalisation process. Those three key elements 

are leadership, research and measurement, and follow-up. 

 

Research Gap Findings 
Referring to the detected research gaps that were initially presented in the introduction 

(see Section 1.2) we come up with the following results:  

 

(1) Gap 1: Although our case study did not enable us to provide results at the 

individual level regarding the individual's international experience; our research 

filled the first gap (see Section 1.2) providing an understanding of how cultural 

diversity contributes to the organisational level. In the context of our study we 

consider the SME’s social capital as the organisational level of the company (i.e. 

social network abroad), and we conclude that this level provides six competitive 

advantages which strengthen the internationalisation process of CodeMill, a 

Swedish SME. However, it can also hinder opportunities to enter new markets.  

(2) Gap 2: Our study enabled us to provide the field of cultural diversity with a 

grounded concept whose final version is presented in our revised framework in 

section 5.4 (see Figure 11). This framework presents the influence of national 

contexts taking into consideration the international SME’s social network 

abroad, in its final version. Focusing on the specific criterion of CodeMill’s 

social network provides clarity to the field of Cultural Diversity Management in 

an internationalisation context; therefore avoiding inconsistencies. We believe 

that this framework partly contributes to the second research gap by providing a 

better understanding of cultural diversity considering the SME’s social network 

abroad.   

6.2 Limitations of the study 
Several constraints were faced in the process of conducting this study that led to the 

limitations having an impact on the presented results. The most important limitations 

are highlighted here. Employing qualitative research methods bear the risk of leading to 

double hermeneutics and thus to biased findings, despite employing mechanisms to 

avoid them. 

 

Regarding the employed research strategy, the following shortcomings have to be 

considered. Although data and interviewee triangulation is used to grasp various 

perspectives of the internationalisation phenomenon, the study can be criticised for 

relying on limited evidence types namely the interviewees’ responses. We did not have 
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access to CodeMill’s internal documentation and the amount of secondary data that was 

useful for the study’s purpose was small, primarily applicable as back-up information 

and to support the findings from the empirical study. The employment of semi-

structured interviews involves risks of reliability concerns. Conducting the research in 

English, not being the native language, neither of the researchers nor of the respondents 

has hampered the research process and might have led to misunderstandings that 

influence the study’s outcome.   

 

The low level of cultural diversity of the company studied did not enable us to gather 

meaningful results regarding one aspect of cultural diversity: the individual’s 

international experience. This limitation did not enable us to fully review our initial 

conceptual framework.  

 

General limitations were time and resource constraints. The focus of the study hence 

encompasses only a comparatively small sample size with seven respondents in only 

one particular industry. A further issue was the accessibility of companies. Aiming to 

conduct face-to-face interviews we were bound to local companies. This geographical 

constraint did not enable us to find a company in Umeå that employed enough 

inpatriates and expatriates to focus our study more in the direction of cultural diversity 

in the sense of different nationalities and ethnicities. Having the possibility to conduct 

the study in a more internationally influenced setting, such as Stockholm for example, 

might have led to other results as a consequence of defining cultural diversity in another 

way. 

6.3 Suggested Future Research 
Arriving from the shortcomings of the thesis, this section is meant to give 

recommendations for future research endeavours in the field of Cultural Diversity 

Management in an internationalisation context. Conducting a quantitative study in 

future research work could be perceived to be more objective. This type of study would 

allow for a quantitative measurement (e.g. correlation analysis). Employing surveys as a 

method in the context of quantitative study with a large sample, instead of conducting a 

limited number of qualitative, semi-structured interviews, would allow for more 

statistically generalizable results. Having conducted a single case study, both random 

sampling and generalisation were not a feasible approach.  

 

Future studies may overcome the previously described shortcomings (see Section 6.2) 

by applying multiple sources of evidence. Conducting this research in multiple 

countries and various sectors would increase the significance of the results 

tremendously. Concerns of reliability could be overcome by applying standardised 

interviews instead of semi-structured ones. Limitations regarding the language barriers 

could be solved by conducting the research in Swedish as a native language for both 

researchers and interviewees. Moreover the results may be beneficial from a more 

culturally diverse focus group. The study in hand was conducted with Swedish people 

only. Having multiple nationalities among the respondents would enrich the outcome 

and lead to more meaningful results.    
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Appendix 1: Spheres of Activity in the Management of 
Cultural Diversity 
 

 
Spheres of Activity in the Management of Cultural Diversity (Cox & Blake, 1991, p. 

46) 
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Appendix 2: Introductory E-mail 
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Appendix 3: Endorsement letter of Umeå University 
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Appendix 4: Interview Guide for Interviewers (Researchers) 
 

BRIEFING:  

❖ Thank him/ her for his/ her participation 

❖ Introduce ourselves (name & studies) 

❖ Define the situation for the interviewee: 

➢ Confidentiality of the information gathered and of the interviewee 

➢ Recording of the whole interview with a mobile phone, with the 

interviewee approval 

➢ Duration: about 50 minutes 

❖ Briefly state the purpose of the interview: 

The interview is meant to support our research work on “The contribution of cultural 

diversity in the internationalisation process of a Swedish SME”. We want to find 

out if it is easier for a small Swedish firm to run operations in a foreign country if their 

staff and social network abroad possess cultural differences (e.g. different nationalities 

and living experiences abroad). The questions asked are aimed at gathering findings to 

answer the two research questions (RQ) of our thesis: 

 

RQ1: How does the individual’s international experience and the SME’s social network 

abroad support the internationalisation process of a Swedish SME? 

RQ2: How do a Swedish SME ensure the contribution of the individual’s international 

experience and the SME’s social network abroad in a Swedish SME’s 

internationalisation process? 

 

❖ Any questions from the interviewee before the start of the interview? 

 

QUESTIONS 

Introduction questions on the company: 
 

❖ Did you have any educational/professional experience abroad? 

❖ Does your staff have any educational/professional experience abroad? 

❖ Do you supervise projects abroad? 

❖ If yes, what is the distribution of domestic and foreign activities in percent? 

 

Cultural Diversity 
 

1) How do you perceive (understand) cultural diversity? 

-Explain what is cultural diversity for our study considering particularly 2 criteria social 

capital + international experience from staff 

 

2) How do you believe in the importance of cultural diversity in your 

internationalisation process? 

-Follow-up: elaborate on the parochial; ethnocentric; and synergistic approaches 

 

3) Can you describe the level of cultural diversity in your company? 

 

4) According to your experience and results, how does cultural diversity 

influence the performance of your internationalisation? 

-Follow-up: how do you consider the potential contribution of your social network 

abroad? Previous international experience from the staff? 
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5) How does the cultural diversity favour your company in terms of 

competitive advantage when expanding abroad? 

-Follow-up : depending on answer based on the 6 competitive advantages: cost; 

resource acquisition; marketing; creativity; problem-solving; system flexibility - follow 

up on the ones not mentioned in the answer by the interviewee) 

 

Diversity Management 
 

6) How does your company overcome the challenges of cultural diversity to 

benefit from them? 

-Follow-up: on three steps to create cultural synergy: “describe the situation” / 

“culturally interpreting the situation” / “increase cultural creativity” 

 

7) How does your company ensure the positive contribution of cultural 

diversity for your internationalisation? What are the steps or processes 

used? 

-Follow-up: depending on answer based on the 5 key elements: leadership; 

research/measurement; education; changes in culture and management systems; and 

follow-up 

-If no steps, which one of the 5 key elements would support them? 

 

8) How do the different sources of international information (educational, 

functional, and managerial) influence your internationalisation 

performance? And how do you take advantage of these sources of 

international information? 

 

 

Networks & entrepreneurial orientation 
 

9) What types of relationships does your company create between various 

cultures represented in your organisation? 

(High/low-synergy level) 

 

10) Do you consider your firm to be entrepreneurial oriented to achieve a 

better outcome from an internationalisation process? 

Follow-up question: How do you think your company is entrepreneurial oriented 

(criteria)? (Risk-taking / Innovative / proactive) 

 

DEBRIEFING 
❖ Are there any more things you would like to say before we end the interview? 

❖ May we contact you, if further questions should arise? 

❖ We wish to conduct interviews with other persons from your company 

➢ Are we allowed to contact them? 

➢ Can we have your support in being introduced to some employees who 

could support our research please? 

❖ Thank you for the co-operation and time provided. 
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Appendix 5: Interview Guide for Interviewees (sent to 
respondents) 
 

BRIEFING:  

❖ Thank him/ her for his/ her participation 

❖ Introduce ourselves (name & studies) 

❖ Define the situation for the interviewee: 

➢ Confidentiality of the information gathered and of the interviewee 

➢ Recording of the whole interview with a mobile phone, with the 

interviewee approval 

➢ Duration: about 50 minutes 

❖ Briefly state the purpose of the interview: 

The interview is meant to support our research work on “The contribution of cultural 

diversity in the internationalisation process of Swedish SMEs”. We want to find out 

if it is easier for a small Swedish firm to run operations in a foreign country if their staff 

and social network abroad possess cultural differences (e.g. different nationalities and 

living experiences abroad). The questions asked are aimed at gathering findings to 

answer the two research questions (RQ) of our thesis: 

 

RQ1: How does the individual’s international experience and the SMEs’ social network 

abroad support the internationalisation process of Swedish SMEs? 

RQ2: How do Swedish SMEs ensure the contribution of the individual’s international 

experience and the SMEs’ social network abroad in the Swedish SME’s 

internationalisation process? 

 

❖ Any questions from the interviewee before the start of the interview? 

 

QUESTIONS 
 

Introduction questions on the company: 
 

❖ Did you have any educational/professional experience abroad? 

❖ Does your staff have any educational/professional experience abroad? 

❖ Do you supervise projects abroad? 

❖ If yes, what is the distribution of domestic and foreign activities in percent? 

 

Cultural Diversity 
 

 

1) How do you perceive (understand) cultural diversity? 

 

2) How do you believe in the importance of cultural diversity in your 

internationalisation process? 

 

3) Can you describe the level of cultural diversity in your company? 

 

4) According to your experience and results, how does cultural diversity 

influence the performance of your internationalisation?  

 



 106 

5) How does the cultural diversity favour your company in terms of 

competitive advantage when expanding abroad? 

 

 

Diversity Management 
 

6) How does your company overcome the challenges of cultural diversity to 

benefit from them? 

 

7) How does your company ensure the positive contribution of cultural 

diversity for your internationalisation? What are the steps or processes 

used? 

 

8) How do the different sources of international information (educational, 

functional, and managerial) influence your internationalisation 

performance? And how do you take advantage of these sources of 

international information? 

 

Networks & entrepreneurial orientation 
 

9) What types of relationships does your company create between various 

cultures represented in your organisation? 

 

10) Do you consider your firm to be entrepreneurial oriented to achieve a 

better outcome from an internationalisation process? 

 

DEBRIEFING 
❖ Are there any more things you would like to say before we end the interview? 

❖ May we contact you, if further questions should arise? 

❖ We wish to conduct interviews with other persons from your company 

➢ Are we allowed to contact them? 

➢ Can we have your support in being introduced to some employees who 

could support our research please? 

Thank you for the co-operation and time provided.  
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Appendix 6: Interview Guide: link to theories  
 

Interview Parts: Relates to following theories: 

1. Cultural Diversity 

Cultural Diversity Ely and Thomas, 2001, p. 230; Jonsen et al., 2011, p. 37; 

Cox, 1994, p. 6; Van der Zee et al., 2004, p. 283; Adler 

Gundersen, 2008, p. 102; Adler & Gundersen, 2008 

Interactional Model of 

Cultural Diversity (IMCD) 

Cox, 1994, p. 6 

Knowledge acquisition Zhang et al., 2010, p. 81; Presutti et al., 2007, p. 25 

Managing Cultural 

Diversity Can Provide 

Competitive Advantage  

Cox and Blake, 1991, p. 47 

2. Diversity Management 

Cultural Diversity 

Management 

Harzing & Pinnington, 2011, p. 601; Adler and 

Gundersen 2008, p. 112; Harris, 2004, p. 363 
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