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Abstract

The International market selection has a critical role in defining the entry strategy, the more
accurate and relevant the approach, higher the odds to succeed in entering the targeted
market(s). The International market selection approach studied here, is another contribution to
the works already done before, it involves practical application to a business context, and
cover quantitative and qualitative aspects of criteria shaping the decision making, which has
been translated into a functional tool, a multicriteria approach based on a flexible model,
namely the fuzzy expert system.

This tool demonstrates the potential to make accurate choices and orientations, beyond the
solely instinctive managerial directives.

The approach based on the fuzzy expert system provides another perspective into assessing
foreign markets attractiveness and accessibility, preventing missteps and costly decisions.
The Model was applied to a multinational IT firm, under their branch specialized in library
management systems, to identify potential markets worth investigating for future market

tenders and entries. The Final results, limitations and managerial takeaway, were discussed.



Table of Contents

ACKNOWIBAGMENT ...t r bbbttt 1
N 0] 1 (o ARSI 2
(@4 0 F=1 o =] ot TP TP UT PR PPORPRPPRO 6
I S 11 oo [FTox 1 o] RSO SRTPTURRPRPRTIN 6
1.2, The Case COMPANY....cciiiiiiiiieiteaieseesteeseestee e eseeseesteeseesreesseeeeaseesseeaesseesseensesseesres 7
1.3, TRESIS SIIUCTUIE ...ttt bbbt bbbt 9
Chapter 2: Theoretical and conceptual framework.............cccccecviviiievcicce e 10
2.1, Theoretical TraMEWOTK ........ccooiiiiiiiiieieee e 10
2.1.1. Internationalization thEOKIES. ........cueii i e 10
2.1.1.1. BENAVIOral thEOIIES ......ecviieieciiee et 10
2.1.1.1.1. Uppsala internationalization model (U-Model) ..........ccoovririniiiininnnnnn, 10
2.1.1.1.2. NetWOrK thEOIY .....oouiiiiiiieeee s 15

2.1.1.2. Economic Theory: Eclectic framework.............ccccovveviiiciieiie s, 17

2.1.2. Framework explaining the relevance of internationalization theories.................... 18
2.1.3. TREOIIES SUMMIAIY .....viiiieiiieie ettt et be e e sne e e sreeee e 21
2.1.4. The international market selection (IMS) ........ccccovviiiiiiiie e 22
2.1.5. Overview of the International market selection literature ............c.cccocvevveieneennnn, 23
2.1.5.1. IIMS @PPIOBCINES ......ciuiiiieiiteite sttt 24
2.1.5.2. Systematic and non-systematic PersPeCIVE .........ccovvvererereie e 25
2.1.5.3. Proposed IMS MOUEIS .........coiiiiiiiiieie s 26
2.1.5.4. Complexity and limitations of the IMS.............ccccovveiiiiciec e, 27
2.1.5.5. Model building and the choice of criteria ..........c.ccccoovveveiieii i, 28
2.1.5.6. IMS for service firms and its determinants ..........ccoccooererenene s 30
2.1.5.7. Chance factor and knowledge sources withinthe IMS ...............cccccoe e, 32
2.1.5.8. The pSYChIC ISTANCE ........coueiiiiiiiiiiiieiee e 33

2.2.  Conceptual fraMEWOTK ........cooiiiiiiiiiieieee et 35
Chapter 3: MethodOIOgy .........coviiiiiieieie e 37
3.1, RESEAICN DESIGN ...ttt bbbt 37
3.1.1. Model variables deSCrIPLION .........cuiiiiiieieiee e 39
3.1.1.1. Subjective variables desCription..........ccccccveiiieiii i 39
3.1.1.2. Objective variables deSCrPLioN .........cocveiiiiiieiii e 40

3.1.2. Fuzzy expert system, definition, links and Weights ...........ccccoce e, 41
3.1.2.1. The System’s Memberships ..........cccceiiiiiiiiiiiii e 44

3.1.2.2. The System’s RUle Dases.......ccccoviiieiiiiiiiiiieic e 45



3.1.2.3. The System’s WEIGNT ......cccoeiieieiie e 47

3.2. Data collection and validation ..o 49
3.2.1. Triangulation apProach .........ccoccveiiiiiic e 49
3.2.1.1. KeY INTOIMMANTS .....eoviieieieee et 50
3.2.1.2. QUAlITAtIVE FESEAICH ......eciieiiieie ettt 50
3.2.1.3. Scaling form: Complementary quantitative form to the qualitative research .. 52

3.2.1. SECONAAIY LA .....cveeeeeieeee ettt 53
3.2.2. Validity and reliability of the data ..........cccooeiiiiiiiiicee e 54
3.2.2.1. The Interviews and the constructs operationalization ..............cc.ccoovvvrirnennenn. 54
3.2.2.2. Secondary data tradeoff ChOICE ........c.cccveviiiiiiee e, 55
3.2.2.1. Data NOrMAliZAtION ........ccoiuiiiiiiiiiisieiee e 56
3.2.2.2. Data triangulation and data approXimation ............ccccceeveveeneeiesieeseere e, 56
Chapter 4: Data analysis and diSCUSSION.........c.cccveiuiiiieiierieiieseese e e 57
4.1. Data analysis and main fINAINGS .........ccciiriiii e 57
4.2.  Discussion and managerial impliCAtioNS ..........cccoviiriiiniininieeee e 59
4.3, ReSearch lMItatioNS .........coiiieiiiieiiere et nre s 61
Chapter 5: Conclusion and IMplCAtIONS ..........coeiiiiiiiiireee e 64
5.1 CONCIUSION ...ttt bbbttt sb e bbb e s et e e 64
5.2.  Implication for future reSearch ..........cccocooieii i 65
RETEIEINCES ...ttt b et ettt e et e sb et neenees 66
N o] 0 =T o [ o0 OSSP PSSR 70
Appendix 1: Cicero LMS Product (Company BroChure) ..........c.ccoceeveiininineniniieceen, 70
Appendix 2: Interview Guide — 13 SHUES .......c.eiiiiiiiieee e 73
Appendix 3: Subjective variables SCaling FOIM .........ccooviiiiiiiiiiecee e 77
Appendix 4: Subjective variables — Form result compounding ..........cccocevvrenenieninnienenn, 89
Appendix 5: Fuzzy expert SYStemM SEHINGS ......coveieeriiieeiie e 89
Appendix 6: Rule base and their argumeNntS............covoveieeiicie e 90
Appendix 7: Source Code of the Fuzzy EXpert SYStem .........ccccooveevieiiie v 99
Appendix 8: Interviews - FOIHlow up emails ..........ccooveiiiiiiii e, 105
APPENTIX 92 DALA SBL ...ttt bbbt 107
APPENTIX 10: DALA SOUICES.......ccueeieeiiieeitesie sttt sttt b e bbbt 109
Appendix 11: Definition of the level of COmMPEtition ............ccocooviiiiiiniie, 109
Appendix 12: Cultural differences - Morosini Formula using Hofstede dimensions......... 111
Appendix 13: Definition of the Number of public libraries ...........ccocovniiiiiniiieen, 112

Appendix 14: Subjective variables — Result compounding.........ccccocvvevieeiieviie e sie e, 112



List of tables

Table 1 - Uppsala model imProvVEMENTS ..........cccveieiieieeieiieseesie e sie e sre e sre e enee e 15
Table 2 - THEOIES SUMIMEAIY .....ccovi ettt et s re e raesbeeeeaneenres 22
Table 3 - Differences between systematic and non-systematic approach of the IMS.............. 26
Table 4 - Proposed screening criteria by different authors ..., 30
Table 5 - Predefined COUNEIY TArgetS .........cooviiiieieieieie s 38
Table 6 - Perceptual variables and their Operationalization ..............cccccoeiiiiiiininiceee, 39
Table 7 - ODBJeCtiVe VAriabIes ..o 41
Table 8 - The INPULS COMPOSTTION .....cviiiiiiiiiiiiiieeie e 42
Table 9 - Parameters’ WEIZNtING .......ccoviiiiiiiiiiieie e 48
Table 10 - INTEIVIEW QUILE ..o bbbt 52
Table 11 - Key INTOIMANTS .....oiiiiicieciese ettt e e aneenreas 52
Table 12 - Advantages and disadvantages of secondary data ............cccceverireneninienieiieneeen, 55
Table 13 - IMS Countries’ ranking SCOTES .........ueuerrerrerreriereriisriseeeeressessesse e ssesresseseeseeseens 57
Table 14 - Norway and New Zealand iNdIiCatOrS...........cccveiieiieieiic e 58

List of figures

Figure 1 - The basic mechanism of internationalization: State and Change aspects ............... 12
Figure 2 - U-model improvements from 1977, 2009 and 2013 ..........cccccoveveieeeeeviecie e 14
Figure 3 - Framework for classifying internationalization theories.............ccccovvevevieieennenne. 19
Figure 4 - Inventory and taxonomy of statistical approaches to IMS ...........cccccooveveiieieenene, 24
Figure 5 - Conceptual framework of the international market selection process..................... 36
Figure 6 - Fuzzy expert system’ tree for the IMS ..o 43
Figure 7 - HDI Membership and range Variation .............ccoeririniienierene s 45
Figure 8 - Market INtenSity COMPOSITION ........ccviiiieiiieiieit et 46

Figure 9 - Market INtensity rule DASe ..o 47



Chapter 1
1.1. Introduction

Globalization has shaped entirely the international business environment, pushing firms to
conduct their business in a multi-dimensional and fast-moving ecosystem, characterized by
stronger competition, lower barriers and a beyond boundary expansion. But still, the
environment in which each of those firms operates is defined by the strategic decisions they

take upon their internationalization process, (Papadopoulos & Martin Martin, 2011).

Each firm that plans to expand internationally face the important concern of choosing which
country to target, and the stakes of this guessing game are very high, because defining the
right market determines the success or failure of the expansion, it defines the development of
the marketing programs, the coordination of foreign operations and in a higher scale the shape

of its global competitive positioning strategy, (Papadopoulos and Denis 1988).

The international market selection (IMS) is a central feature of international business,
(Papadopoulos and Martin Martin 2011; Root 1994). Central but also quite diverse and
complex, especially when we think about the large choice of alternative market opportunities
that a firm can consider, involving a vast array of differences in term of size, income,
infrastructure, market access, and so forth. However, to discriminate between options and
determine which market is worth entering, the key lies within those differences and
similarities, (Brewer 2001; Cavusgil, Kiyak, and Yeniyurt 2004; Farrell and Wood 1994).

Therefore, the IMS is a critical issue in the definition of foreign entry strategy. Studies have
shown that the internationalization process is often sequential and might involve an
incremental commitment to the entered markets, hence, choosing the right market is an
important milestone that will support the entire internationalization strategy of the firm,
(Johanson and Vahlne 1977; Kumar, Stam, and Joachimsthaler 1994; Papadopoulos, Chen,
and Thomas 2002).

International market selection should be seen as a complete decision process, by which a firm
end up allocating marketing resources to one or many specific market(s), even though the
selection might be unsuccessful, the completion of this process is achieved when the firm

decide whether to allocate or not its marketing resources to the target market, (Brewer 2001).

Firms should be aware of the importance of the IMS, considering that mistakes related to

international market selection often occurs because of inadequate evaluation of markets, “ and



the outcomes are almost always more expensive than the costs associated with a systematic

evaluation that would have prevented their occurrence”, (Rahman 2003: 119).

Important research attention has been oriented toward IMS since the 1960s, but the difficulty
in developing powerful and generalizable models remain an issue up to date, framed between
qualitative assumptions and non-sufficiently tested operational models, (Papadopoulos et al.
2002).

The intention of this thesis is to supplement the extensive research that has been conducted on
the international market selection. It tests and examines the use of systematic IMS in the
specific case of a software provider, Systematic, located in Denmark within the library
automation industry. | choose to adopt an approach often used in the IMS literature, a multi-
criteria selection approach to determine the right target market that will help define the
subsequent guidance to choose the adequate entry strategy, (Kumar et al. 1994; Marchi et al.
2014).

Thus, the main research question and its sub-questions can be formulated as follow:
Research question: How can Systematic define the most suitable market to enter?

- What are the pre-requisites that defines a right target market?

- What are the key criteria to fine-grain the selection?

- Which market is the best and second-best to target, and which one should be
considered for future moves?

- Which elements should be used as main directives for a potential market entry
strategy?

1.2. The Case Company

Under this investigation, to develop and test one of the IMS approaches, a Danish

multinational enterprise, named Systematic has proposed to collaborate as a case company.

Systematic is operating within the software industry and provides high-end IT solutions for
five core business areas: healthcare, intelligence & national security, defense, government

agencies & large corporations, library & learning.

Founded in 1985, Systematic is one of the largest privately-owned software and IT companies

in Denmark, the company achieves over 150 Million in yearly revenues and employs more



than 900 employees worldwide (that represent over 23 nationalities). All business units
combined, Systematic has partners in 15 countries and has sold solutions to customers in over
50 countries, involving subsidiaries in Australia, Finland, France, Germany, New Zealand,
Singapore, Sweden, the United Arab Emirates, the United Kingdom and the United States,

(Brgchner-Mortensen n.d.).

For this study, the focus will be aimed at the library & learning business unit with respect to a
library management system, called Cicero, which is mainly addressed to public libraries for

the time being, (See Appendix 1).

Why was this case company chosen? First, the need was expressed by the firm to deepen
and gain knowledge on IMS, consequently, the vice president, the product manager and his
team were highly committed, since the issue faced is real and existed during the period of the
research. Second, the internationalization market selection made previously by the firm, with
respect to library & learning business unit, consisted mainly on choices based on client
enquiries emanating from close markets: The Swedish market was an outsourcing work which
ends up by the acquisition of the client. The Greenland market followed due to the existence
of strong networks with the Swedish industry, furthermore, all other attempts elsewhere were
only responses to available tenders at that time. Therefore, the management expressed the

need for a more proactive approach in addressing the expansion choices.

Moreover, the firm does have a monopoly in its respective market (Denmark) since the
product is addressed to public libraries, involving almost all municipalities in the country.
Which makes no room for more expansion locally, in addition to the fact that the business unit

currently does not achieve yet the strategic growth objectives it is supposed to achieve.

Finally, the size of this kind of projects is tremendous and involves considerable investment to
implement, which make the IMS even more sensitive, considering that any wrong choice may

yield to considerable loss.



1.3. Thesis structure
The thesis consists of five chapters:

Chapter 1: Introduces the topic, the purpose of the paper and outlines the research questions
and gives a justification for the study and the firm's collaboration, in addition to the paper

structure.

Chapter 2: Highlights the theoretical framework of the thesis, including some of the relevant
internationalization theories to the subject, and the dominant IMS literature, in addition to a

display of the conceptual model adopted for the study.

Chapter 3: Draws the overall design of the research and its methodology and describes the
necessary approach, data and measures to be adopted to answer the research question. The
overall model proposed is based on a multi-criteria selection algorithm, commonly known as

Fuzzy expert system.

Chapter 4: The results on the application of the fuzzy expert system are analysed and

presented accordingly.

And finally, in Chapter 5: Includes a discussion, a conclusion and further implications for

future research and managerial applications, that might represent important insights for the

company case.
E CHAPTER 1 { Introduction, purpose of the paper and research questions J i
i [ Case Company ] [ Thesis Structure ] !
I:iIZIZIiii:i:::ii::iiii:iii::ii:ii::iiiZZ:iiIZiZZZIii:ii:::iii:i:ﬁ:iii:i:::iiiii:i:ﬁ:iii:i:ii:ii::iiii::
| —{ Theoretical framework ] i
i ‘{ Internationalization ] i
i -[ Upsala Model ] i
| —'[ Proposed frameworks ] i
H —’[ Eclectic Paradigm ] ] !
' CHAPTER 2 Complexity and constraints i
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; R - -[ Model building and criteria weighting ] '
i T - :
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i 4{ IMS Literature Factors of influence ] E
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Chapter 2: Theoretical and conceptual framework
2.1. Theoretical framework
2.1.1. Internationalization theories

There is no general agreement on the definition of the internationalization concept, but based
on the two strategic dimensions that this concept involves: Which country to enter? and which
foreign market entry strategy to pursue? The following definition can be adopted
“Internationalization is the process of adapting exchange transaction modality to
international markets”, In other words, international market selection and choice of entry
mode, (Andersen 1997: 29; Calof and Beamish 1995; Welch and Luostarinen 1988).

The early literature on the internationalization has its roots in general marketing. Later, when
firms started facing choices to export or enable foreign direct investment (FDI), more interest
rose toward the internationalization of the firm. However, the international business research
was mainly focused on multinational enterprises (MNESs). Today and during the last two
decades, the interest included the small and medium enterprises (SMEs) and the focus started
shifting significantly to the network aspect in internationalization, in which firms are seen not
only as part of a firm-customer relationship but also part of relationships with other actors in
their environment, (Hollendsen 2011; Knight and Liesch 2016).

This chapter will give an overview of some selected theories belonging to the behavioral and
economic theories, it includes for the former, the internationalization process theory and the
network theory (Johanson and Vahlne 1977, 1990), and for the latter, the eclectic paradigm
(Cantwell and Narula 2003; Dunning 1988; Hill, Hwang, and Kim 1990), then goes through
the literature of one of the important dimensions of this concept, and basically the main

research area related to this thesis work: The international market selection (IMS).
2.1.1.1. Behavioral theories
2.1.1.1.1. Uppsala internationalization model (U-Model)

Back to 1970, researchers from the University of Uppsala Studied the internationalization
patterns of a number of Swedish manufacturing firms, based on that, they created a dynamic
model that explains the characteristics of the internationalization process and displays its
mechanisms. The model aims to capture the gradual process of acquisition, integration, use of
knowledge and commitment to foreign markets, (Hollendsen 2011; Johanson and Vahlne
1977).
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The basic idea of the model is that firms tend to begin their expansion abroad in physically
nearby markets, which often are of low psychic distance, and start penetrating the market
gradually on a low involvement pace, which is known as “the establishment chain”. While
they are achieving a better learning and market knowledge, firms advance to more distant
markets. The researchers noticed that most companies started their expansion by exporting to
new markets and seldom used other modes of entry. A firm could create its own branches
only when it achieved several years of export within the same market. However, this view has
been very challenged by new research in the field, and the authors updated their model and
integrated, with a great emphasis, the network aspect that was lacking in the former version,
(Hollendsen 2011; Vahlne and Johanson 2013).

Before going further, an introduction of the psychic distance concept is of utmost importance,
it’s a core construct within the internationalization stages. The decision makers prioritize
market entrance based on countries that are perceived similar to the home country, which
means that firms consider factors that prevent or disturb the flow of knowledge from markets,
factors such as language, culture, industrial development and others, and since geographical
proximity may imply greater market knowledge, firms tend to target their neighbors, and it is
particularly the case for firms in their early stage of internationalization, that lacks
international experience. In fact, the psychic distance is an uncertainty avoidance strategy that
decision makers follow when they have a low understanding of the decision problem and its
context, this distance is highly context specific and depends on the experience of the decision
makers, (Andersen and Buvik 2002; Johanson and Vahlne 1977; Papadopoulos and Denis
1988).

In Figure 1, the structure of the model distinguishes between a state and a change aspect of
internationalization, seen as an interplay between growing knowledge on foreign markets and
operations and increasing the level of commitment to those markets. The state aspect
considers the market commitment and the market knowledge. The change aspect is typically
the decisions to commit resources and the current business activities’ performance, (Johanson
and Vahlne 1977, 1990).
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State Change

Market > Commitment
knowledge decisions

Market Current activities
commitment

Figure 1 - The basic mechanism of internationalization: State and Change aspects
(Johanson and Vahlne 1977: 26).

Within this model, a firm is supposed to change by acquiring knowledge and learning from
the experience accumulated in its foreign market’s operations and current activities, then
through its commitment decisions, that aim to enhance its position within the foreign market.
Commitment can be defined as the combination of the size of investment and the degree of
inflexibility, in other words, not only the size of investment matters but also to which extent
the company is able to dedicate more effort for its customer’s needs. Consequently, the body
of knowledge achieved shapes those decisions, and define in return, the level of commitment
and the activities in accordance, yielding to the next level of commitment on the model and

keeping the incremental dynamic, (Johanson and Vahlne 2009).

According to Penrose (1959), as cited in Johanson & Vahlne (1990), knowledge appears
under two forms: The objective knowledge that can be taught and the experiential knowledge
that can only be acquired by personal experience. Knowledge is a critical element in this
model and a building block for the revised U-Models because it is assumed that market
knowledge is primarily acquired through experience or experiential learning, which is a
central force that drives the internationalization process, (Johanson and Vahine 1990).

Based on this critical dimension of knowledge in addition to other postulates, many updates of
the internationalization process will take place, with a more proactive approach, looking for
opportunities instead of only risk reduction when addressing the internationalization patterns,
(Knight and Liesch 2016; Vahlne and Johanson 2013).

Furthermore, the establishment chain has been described as sharing similarities with the
eclectic framework, that we will discuss later on when addressing the paradigm, (Andersen
1997).
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Finally, the revised U-Models integrated new interesting postulates: Network view, Dynamic
capabilities and the business enterprise’ role of the multinational business enterprise (MBE),
(Johanson and Vahlne 2009; Vahlne and Johanson 2013).

First, the unit of analysis shifted from MNE to MBE, “moving the focus from structure of
production to change processes in business relations and entrepreneurship”, as the MBE
encompasses “a firm that has the capability to build, develop and coordinate value-creating
multinational business network structures, involving both internal and external actors”,
(Vahlne and Johanson 2013: 194)

Second, the network view, where markets are considered as networks of relationships,
connecting firms to each other (Business networks) in various levels and complex links.
Which make the success of the model to be within the reciprocal commitment between the
firm and its counterparts. Implying that the unit of analysis should go from MNE to MBE in

its respective network, (Johanson and Vahlne 2009; VahIne and Johanson 2013).

Each firm entering a new market face the so-called liability of foreignness or outsidership,
consequently growing the right relationships and the effective network can transform it to an
insidership state. Back to the knowledge postulate, relationships partners represent a relevant
source of information, about their own network, which was previously a distant one for the
firm could become a closer one, through privileged knowledge displayed within this business
network. In addition, opportunities are more likely to rise from this kind of relationship-
specific knowledge, allowing the firm to recognize what others bypass. The existence of
business relationships, enhance the chances to identify opportunities and therefore have
influence on the entry mode decisions, (Johanson and Vahine 2009; Vahine and Johanson
2013).

One important take away from the network view is that while studying foreign market entry,
the firm should not address the issue as an entry mode decision, but more like a position-
building process into the foreign market network, (Johanson and VahIne 2009).

Finally, the dynamic capabilities concept finds its roots in the resource-based view, it’s the
ability of an organization to purposefully create, extend and modify its resource base, and
unlike the traditional resource view, the dynamic capabilities can exploit and develop a given
set of resources by operating strategic changes, performed in an “evolutionary fitness” in

order for the firm to adjust to its environment. Dynamic capabilities are used through
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organizational processes but in the meantime developed by such processes, (Vahlne and
Johanson 2013).

The U-model updates are illustrated below, from the three chronological versions:

State Change

Stale Change Dynamic capabilities Commitment decisions

Opportunity Reconfiguration
development capability change of coordination
Internationalization
capability

Netwerking capability
Operational capabilies

Netwark position Inter-organizational
processes

Knowledge
Opporwnities

L urrent activiti Network
position

Inter-organizational
network position Learning
Intra-organizational Creating

network position Trust-building
MNetwork power

Figure 2 - U-model improvements from 1977, 2009 and 2013

As mentioned before, the model has two aspects: State and Change, with variables interacting,

the table below gives a summary of the U-model improvements:

Before After Improvements
Market Dynamic Great importance attached to the dynamic capability of
knowledge capabilities firms, including the knowledge required to use the
resources.

Dynamic capabilities are influenced by processes of
learning, creation and trust building and the related
commitment decisions.

Three types of dynamic are considered with respect to the

firm international development:

- The opportunity development capability that drives
the firm development process which includes the
capability to identify opportunities and mobilize
relevant resources internally and externally.

- The internationalization capability includes
capabilities to approach and develop different markets
under various circumstances.

- The networking capability includes the ability to
build, sustain and coordinate relationships in a

network.
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Commitment | Commitment | Encompass two dimensions: volume and degree of
decisions decisions — restraint in re-allocating the resources committed.
reconfiguration | Which can be regarded as reconfiguration of resources
Change of available and re-design of coordination systems and their
coordination content and may concern both internal and external

configuration and coordination systems

Current Inter- Inter-organizational interplay involving learning,
activities organizational | opportunity creation and trust building within
processes: relationships
Learning,

creating, trust

building
Market Network The power-dependence relation between the network
commitment | position partners defines the network position.

A good network position in terms of profitability and
potential for continued good position development is
defined by earlier commitments and learning, creating
and trust building which in turn represent another starting

point for future commitment decisions within the network

Table 1 - Uppsala model improvements (Vahlne and Johanson 2013)

2.1.1.1.2. Network theory

It has been clear that the first Uppsala model, did not recognize the importance of the network
perspective, which was pointed out later by the network theory. However, in recent papers,
the authors included and put a stronger emphasis in this critical element on their revised

versions of the U-model inspired by the network theory, (See Revised Uppsala model above).

A better apprehension of the Internationalization process is achieved, when the analysis tries
not to only grasp the individual firm’ actions but rather consider the firm’s role and position
within its network of relationships. According to this network view, the market selection and
the entry decisions are based on the opportunities found within the network, which can be
business related or informal and thus goes beyond the solely managers’ considerations. In the
network theory, markets are viewed as a system of relationships among different players, such
as customers, suppliers, agencies...etc. Thus, the nature of those relationships influences

future strategic decisions, (Coviello and Munro 1995).
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Within the Industrial network, actors manage their interdependences bilaterally rather than
under a hierarchical behavior, which make the business organized based on the willingness of
each actor to engage in exchange relationships with the others in the network. Consequently,
the shape of the network can change easily and one actor in the network can engage in new
relationships or dismantle old ones, changing completely the structure of the whole network,
(Hollendsen 2011).

A relationship creates a bilateral influence, implying that each firm gain control over a part of
its environment while giving away some of its internal control, moving from the notion of a
firm that interact with its perceived environment to a wider dissolved boundary notion

between firms, (Anderson, Hakansson, and Johanson 1994).

According to Snehota and Hakansson (1995), those relationships can be seen as a resource
provider; all firms activities are based on a combination of resource use, it might be technical,
financial or else, but a firm cannot always marshal all the resources it needs internally,
however, it can uses its relationships to do so. For instance, valuable information and ideas

that a client might provide to the firm, can allow innovation and substantial enhancement.

Those networks are linked together into an invisible pattern, that cannot be easily observed by
actors outside that network, for instance, a potential entrant. Those links can be various, and
of different natures such as technical, social, legal, economic or others. Only an immersion
inside the network can provide a clear understanding of it, especially if the cultural distance is

important, (Johanson and Vahlne 1990).

Furthermore, the awareness of foreign market opportunities, which is critical to market entry,
is usually acquired through existing social ties, in other words relationships. This knowledge
comes from the specific information that an individual’s social network provides. Decision
makers have to make investment decisions based on incomplete information, combined with
the high cost for the search of international partners which also involves a great amount of
uncertainty and complexity, therefore, relying on the social network can be an important mean
to reduce risks capitalizing on the existing connections whether with the potential seller, the

direct buyer or another third party, (Ellis 2000).

For a firm to get into a network, it needs an access card from an insider, which means that
only an inside actor willing to engage in interaction with the firm would grant access to the
rest of the network, this operation is known to be resource demanding. The firm’s domestic

network can often be used as a bridge to access other networks in other countries, in addition,
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it can be expected that personal influence has a stronger importance in the early stage of the
relationship and give place to routines later within the relationship, (Hollendsen 2011;
Johanson and Vahlne 1990).

Under the lights of entrepreneurial high-technology firms, which correspond to the firm
studied in this thesis, it was reported that those firms tend to develop multiple relationships
for internationalization and to put them in use to achieve faster expansion across other
markets. In addition, this network capital allows the firms to escape the traditional stepwise
approach in IMS, usually followed by its manufacturing peers, that we will address

thoroughly later in this chapter, (Coviello and Munro 1995).
2.1.1.2. Economic Theory: Eclectic framework

The Eclectic paradigm, also called OLI framework (Ownership-Location-Internalization), is
one of the economic theories that aim to predict foreign direct investment undertaken by
MNEs and explain the pattern of their international production. The paradigm draws its
explanation based on several economic theories and asserts it through three distinct sets of
advantages, that are interrelated one to another, (Dunning 2003; Hollendsen 2011) :

Ownership advantage (O): The firm’s possession of specific assets and skills, which implies
a transaction advantage that can help the firm to enjoy lower transaction costs (e.g. superior
technology or know-how). Assets imply the firm’s size and experience, skills imply the firm’s
ability to achieve product differentiation. Therefore, Ownership advantage should be both

unique and sustainable, (Andersen 1997; Dunning 1988).

Locational advantage (L): Reflects the attractiveness of a specific country through its
investment climate and its market potential, which allow the firm to locate its value-adding
activities across national borders, using the endowment factor of the foreign market, (Dunning
2003; Hollendsen 2011; Root 1994).

Internalization advantage (I): A firm that faces a high transaction cost using the external
market might find it less costly to internalize that transaction, choosing a hierarchical mode of

operations instead of an external mode, (Dunning 1988; Johanson and Vahine 1990).

According to Dunning (2003), the eclectic paradigm is not supposed to give a full explanation
of all kind of international production but rather give a generic set of variables necessary to

enough explain specific types of value-added activities. Although many critics were addressed
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with respect to its static nature, redundancy and the use of too many explanantia, the
framework still represents an important multi-theoretical approach in analyzing entry modes,
(Andersen 1997; Dunning 2003).

Back to the Uppsala model, it appears that it shares some similarities with the eclectic
paradigm, with respect to the firm’s knowledge aspect, and the similar role of dynamic
capabilities to ownership advantage. Even though both theories are quite different when it
comes to the entry mode perspective: the establishment chain is built on a time-dependent
process in defining the entry mode, it is sequential and based on prior states, while the eclectic
framework is based on the current values of the factor set in defining the firm’s entry mode,

(Andersen 1997; Vahlne and Johanson 2013).

Furthermore, one of the forces of the paradigm, namely the locational advantage is directly
linked to the international market selection since the mode of entry is linked to the choice of
the country to enter. Later in this chapter, the IMS will be addressed in more details,

(Douglas, Samuel, and Keegan 1982).
2.1.2. Framework explaining the relevance of internationalization theories

We discussed above different theoretical perspectives of the internationalization behavior of
firms, more specifically, the internationalization process (stages theory), eclectic paradigm
(influenced by the Transaction cost economics - TCE) and the network theory. Those theories
have different concerns with respect to the IMS and the consequent entry modes, however, it
is very important to point out that each theory might have more relevance to explain the

internationalization behavior depending on specific firm’s circumstances.

Solberg and Askeland (2006) advanced a framework, that explains the underlying
circumstances of each theory. The framework is constructed around two important

dimensions: Preparedness for internationalization and industry globality.

Preparedness for internationalization: To what extent the firm is internationalized at time t;
the degree of internationalization can be assessed with different degrees of measurability,
from an operational and a strategic perspective. Operational indicators range from percentage
of sales abroad, proportion of foreign employees to number of countries where the firm is
established. Combined with strategic factors such as decentralization decisions, resource
commitments, and organizational structure and market share, gives a deep understanding of

the level of firm internationalization.



19

Industry globality: Encompasses the transition that occurs from a multi-local industry to a
global industry, in other words: the degree of homogeneity across markets, usually
heterogenous in multi-local industries, and the degree of interconnectedness of the
competition, which means that the firm’s competitive position in a country influences its
position in another one. Many indicators are included to evaluate the level of industry
globality such as the number of alliances, the concentration of international industry structure,
and the international price sensitivity.

Based on those two dimensions, the following framework have been developed:

High
Cell 2 Cell 4
Transaction Global
5 5 cost economics management
% @
o N
8=
£
o 8
T ®
e
© s Cell 1
oE e C
= ell 3
Incremental Network
Internationalization .
perspective
Low
Multi-local Global

Industry globality

Figure 3 - Framework for classifying internationalization theories (Solberg and Askeland 2006: 10)

Accordingly, each cell describes a specific theory and the circumstances where one theory is
more relevant than the other, (Solberg and Askeland 2006):

Cell 1: Incremental internationalization, based on different incremental theories among them
the U-model, that emphasizes a cyclical stepwise process. This cell is considered as a point of
departure for internationalization. Where a firm has no international experience and
operates on a multi-local industry, in this situation the stepwise internationalization process

is expected to be followed to strengthen internal capabilities.

However, there is exceptions that make a firm able to skip some stages: Either because it
cumulated larger resources, the market conditions are stable, and managers have earned

international experience, or because the market was globalized way before that the firm get
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ready. In that former case it can move to the second cell, and in the latter, it will move to the
third cell.

Cell 2: The firm here has gained substantial preparedness and can cope better with higher
complexity in choosing where and how to enter foreign markets. The firm is able to obtain
and evaluate market information and make the right moves, in that situation it is suggested
that TCE approach is more relevant. Among those theories, the eclectic paradigm that
included the internalization advantages of TCE in addition to the L and O advantages. The
relevance of TCE, can be explained by the fact that internalization needs a high level of
preparedness, which is demanding in term of information and resource commitment, in other
words human and financial capital, whether for the pre-entry, entry or post-entry phase. In
addition, the TCE approach only allows each entry decision to be considered in isolation,
instead of a long-term process of international expansion, which make it more appropriate
for a multi-local industry and too narrow to cope with the complexity of a global

competition.

Cell 3: This apply for firms that operate already in a global industry but one of the
dimensions of preparedness is not reached yet, such as market knowledge, or experienced
managers. This is the typical situation for latecomers or the born global. In that case the
main challenge for those firms, is the incapacity to compete against larger MNEs, for a lack of
financial strength and key capabilities. Pushing the firms to find combination of internal
capabilities and external resources, which is especially valid in an environment of global
competition. Making relationships a mean to counter this handicap and capitalize on reliable
firm’s connections to overcome high uncertainty and complexity and reach resources outside
the firm’s boundaries. Hence, the network theory has the most to say in these specific

circumstances.

Cell 4: The last quadrant, is where firms operate in a global industry characterized by
oligopolistic competition, and greater transparency with respect to the firm’s
capabilities. In those circumstances, a firm action impact the whole industry structure, it
achieved a global organization, key international position, and a strong financial base, making
stages and TCE theories unable to cope with the complexity of both their internal and external

factors within the global competition.
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2.1.3. Theories Summary

Following these theories, it can be argued that a firm’s internationalization depends on how

the firm assesses its advantages within a network building position, by adapting its

capabilities and external resources to seek market development opportunities. However, it is

of utmost importance to keep in mind the consideration of each firm’s level of preparedness to

internationalize and the industry’s level of globalization in defining the most relevant

explanatory theory. Moreover, a number of important postulates on each of those theories has

a direct contribution on the international market selection approaches.

The table below, gives a summary of the theoretical perspective:

Basic Theory

Uppsala Model Eclectic framework | Network theory
Resource-based theory, Transaction cost Network-based
in addition to the theory, international theory

acknowledgement of the
network theory in the recent

trade theory,
Resource-based theory

updates
Unit of Firm Firm Firm’s network
analysis (recently the MBE)

Explanatory

variables

Dynamic capabilities
Learning and trust

Network position

Ownership, locational
and internalization

advantages

Formal and
informal

relationships

Decision

criteria

VVolume and degree of
restraint of committed

resources.

Trade-offs between
risk, return, control

and resources

Network

opportunities

Mode of

entry

Follows an establishment
chain: range from export entry
modes, contractual entry
mode, to the investment entry

modes

Independent,
cooperative and

integrated mode

Collaborative

modes

International
market
selection

Influence

Psychic distance
and degree of resource

commitment

Locational advantages

Relationships as
a mean to access
resources

outside the
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firms’

boundaries

Table 2 - Theories Summary, (Andersen 1997; Root 1994; Vahlne and Johanson 2013).

2.1.4. The international market selection (IMS)

First, and before addressing the different aspect of the international market selection, a
highlight of where actually this concept is situated in the overall International market entry
strategy is necessary, in order to signal its very importance. Second, a linkage to previous
chosen theories is fundamental to achieve an understanding of their influences on the IMS

concept.

As for the international market entry strategy, Root (1994: 2), defines the entry strategy for
international markets as “A comprehensive plan, that sets forth the objectives, goals,
resources, and policies that will guide the company's international business operations over a
future period long enough to achieve sustainable growth in world markets”, this planning
helps the firm to wisely allocate its resources, achieve precious ventures and sets its value-
adding operations in major cross border markets, while staying responsive to any foreign

competitive moves, (Cavusgil, Knight, and Riesenberger 2012).

With that in mind, many approaches to international market entry strategies were discussed
through the literature, and shared certain similarities, among others: Cavusgil et al., (2012);
Kotler & Keller, (2012); Root, (1994).

Root (1994) suggests an approach that requires decisions to be made on five elements: (1) the
choice of a target product/market, (2) the objectives and goals in the country, (3) the choice
of an entry mode to penetrate the target country, (4) the marketing plan to penetrate the target
market, (5) the control system to monitor performance in the target market.

Kotler and Keller (2012), suggest also a five-stage approach: (1) Deciding whether to go
abroad, (2) Deciding which market to enter, (3) Deciding how to enter the market, (4)
Deciding on the marketing program, (5) Deciding on the marketing organization.

Cavusgil et al. (2012) identify an approach consisting of six decisions: (1) Analyze
organizational readiness to internationalize, (2) Assess the suitability of the firm’s products
and services for foreign markets, (3) Screen countries to identify attractive target markets,

(4) Assess the industry market potential, or the market demand, for the product(s) or



23

service(s) in selected target markets, (5) Choose qualified business partners, such as
distributors or suppliers, (6) Estimate company sales for each target markets. It is important to
underline that those approaches are iterative with loop possibilities, which makes the

international entry strategy ““ a continuing open-minded process” (Root 1994: 3)

Again, what is the interest in pointing the international market entry strategy
approaches? It is to give a reminder of the importance of each of those decisions to be made
in order to achieve successful global expansion. More specifically, and for the purpose of this
paper study, the importance of the IMS. It is clear that the IMS is present on each approach
listed above, hence, it has a critical and deterministic role, that should be taken into keen

consideration by managers and decision makers.

2.1.5. Overview of the International market selection literature
As already mentioned, one important phase in the international market entry strategy is to
choose the right market to enter, in other word the IMS. That choice will determine the
success and thus the performance of the firm.
The IMS is the process that a firm follows in order to start its expansion internationally, it
comes before the final in-depth assessment of a specific market and should not be confused
with the idea of “going international”, (Papadopoulos and Denis 1988).
Significant research from the 1960s up to date addressed different sides of the IMS, a number
of methods and approaches to IMS have been proposed, some researchers reported relevant
business practices, others compared key methods for systematic IMS, and few attempts have
been made to gather a detailed synthesis of the literature with respect to the available models,
their methodologies and their practical applicability such as the taxonomy assessment work
made by Papadopoulos and Denis (1988).
Furthermore, the development of an IMS model that combines generalizability to various
industries and relevant predictive power for decision makers is still one great challenge, either
the proposed models have not been sufficiently tested or are too complex to apply in practice,
(Papadopoulos et al. 2002).
However, the literature provides substantial insights on IMS, that are useful and can inspire
decisions makers according to their specific experience and firm context.
This part of the thesis will address different aspect of the IMS and will be the foundation of
this research and the base to build a conceptual model of IMS, which will be used to address

the company case international market selection issue.



2.1.5.1. IMS approaches
The IMS literature distinguishes between two normative approaches while addressing foreign
market selection: The qualitative approach and the quantitative approach.
The former involves a thorough analysis of qualitative information of a potential set of
country markets; the latter involves a quantitative analysis of secondary data about larger
number of foreign markets or even all of them, (Papadopoulos and Denis 1988).
The qualitative approach aims to generate a short list of country markets to consider based on
established objectives and constraints.
The Quantitative approach, that represent the clear majority of normative models proposed in
the literature (See figure 4), can be divided into two categories: Market grouping methods,
which is a clustering based on similar macro or micro indicators, and market estimation
methods, which discriminate markets according to their potential based on several criteria and
rank by preferences, (Papadopoulos and Denis 1988).

Statistical approaches
Market grouping Market estimation
Macro-segmentation Total demand potential Import demand potential
\
! | \ [ | \
‘ Multiple Econometric Multiple Econometric [ | Shifi-share
factor methods criteria methods analysis
Micro-segmentation indices
Macro- _
criteria 1
Bartels, 1963 Micro-
criteria
Liander, ef al.,
1967
Connors, Douglass, Moyer, 1968 UNCTAD/GATT, i Green and
Litvak and Hodgson and 1960 i 1968 Alexandrides Allaway
Uyterhoeven, 1962 3 1973
Banting, 1968 and Wind, 1972 Armstrong, 1985
. Dickensheets, 1970 CFCE, 1979 i
. Wind and Douglas, J Alexandrides
Setni, 1971 1972 1963 Douglas, Craig and Moschis
and Keegan, 1982 Singh and 1977
Sethi and Douglas and Craig Liander et ai., Kumar, 1971
Curry, 1973 1982 1967 Douglas and Craig
1983 Ferguson,
Sheth and Beckerman 1979
Lutz, 1973 Papadopoulos, 1966

Lindberg
Ramond, Moyer, 1968 1982
1974
Samii, 1977
Doyle and
Gidengil
1977

Figure 4- Inventory and taxonomy of statistical approaches to IMS, (Papadopoulos and Denis 1988)

Despite, the existence of different qualitative and quantitative techniques of IMS, little
evidence has been found on the use of such methods by firms on a systematic basis. It has

been argued that firms are not entirely rational when it comes to IMS which makes it a very



25

unpredictable and unconventional process and less likely to occur in a systematic fashion,
(Brewer 2001; Papadopoulos and Denis 1988).

2.1.5.2. Systematic and non-systematic perspective
The systematic perspective implies that decisions made within the IMS process are
structured and formalized and follows a certain rational order, which means that the analysis
is carried out in a way that uses specific ordered rules and procedures. According to previous
investigations, those rational stages are as follow, (Andersen and Buvik 2002; Hisrich 2012;
Papadopoulos and Martin Martin 2011):
1- Problem definition: Structure, define and isolate the IMS problem from other topics
2- Identification of the choice criteria: Identify the relevant criteria or objectives, that
might be indicators at the macro and industry level, which will represent the market
attractiveness
3- Weighting of the criteria: Define the weight of each indicator according to their
importance to the firm’s strategic objectives
4- Generation of the alternatives: Identify the attractive country markets and generate a
list of alternatives
5- Alternative rating: Rates each country market according to the criteria
6- Optimal decision: Make a choice based on a trade-off between criteria or consider
only a specified level of one of the important dimensions (referred to as compensatory
and non-compensatory models)
Conversely, the non-systematic perspective follows informal methods and rules of thumbs
that can be used at any step of the process, it seems to be more as a descriptive approach of
how firms behave when selecting their markets. The most commonly known hypothesis is the
psychic distance, that is used as an incremental disjointed decision making model while
addressing the IMS, (Andersen and Buvik 2002; Papadopoulos and Martin Martin 2011).



The table below gives the main differences between both perspectives:

Approach

Systematic

Non-systematic

Decision problem

Level of analysis
Purpose
Decision-making model
Marketing paradigm
Time horizon
Connections to other
decisions problems

Information search
Type of information

Selection of country

The selling firm
Normative

Rational

Discrete transaction
Not specified

IMS ftreated as an
isolated decision

Extensive
Country-/market-

Selection of country

The selling firm
Descriptive

Disjointed incrematalism
Discrete transaction

Not specified

IMS as a function of the
firm’s
internationalization
Little/none

Perceived psychic

indicators distance (subjective)

Sources of information  Secondary data Experiential knowledge

Table 3 - Differences between systematic and non-systematic approach of the IMS process,

(Andersen and Buvik 2002)

2.1.5.3. Proposed IMS models

The Models proposed as process to evaluate potential foreign markets in the literature are

rather consistent between each other, and represent a sequential and gradual selection process,

they can be confined in three main stages, (Cavusgil 1985; Kumar et al. 1994):

1- Screening stage (or preliminary screening): Answers the question of which foreign
market is worth investigating, usually macro-level indicators such as political stability,
socio-cultural factors, and geographic distance, etc. are used in this stage. The point is to
eliminate the countries that does not meet the firm’s objectives in a macro level. In
addition, firm’s managers use the list established on their own mind, which basically
consists of all countries less those countries that they recognize as being unfeasible
because of practical considerations applying to the firm, (Brewer 2001; Kumar et al.
1994).

This preliminary stage, should minimize two risks: Ignoring countries that offer good
prospects, by including all countries in the screening, and investigating countries that are
poor prospects, by making use of secondary available data since it is quick and
economical, (Root 1994).

2- ldentification stage (in-depth screening): Assess the industry market potential, which
includes market size and market growth rate, and identify the aggregates in each market,
this stage aims to assess the industry attractiveness for the countries previously short

listed. The objective is to identify markets that offer minimum or better level of potential
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returns based on industry specific information such as level of competition, market
potential, entry barriers, those are considered to be one of the most valued indicators of
attractiveness. Then identify which country market to consider for deeper analysis.
Usually, this stage involves a trade-off between size and growth, (Brewer 2001; Cavusgil
1985; Kumar et al. 1994; Root 1994). However, and this is often the case, industries will
have few available key indicators to determine industry strength and demand within
foreign markets, (Rahman 2003).

3- Selection stage: Analyses how attractive are the selected market with respect to the firm’s
objectives, constraints and expansion strategy. A deeper analysis is required at this stage,
and information such as profitability, product adaptation, can be used to select the optimal
market and make resource allocation decisions, and unlike the two previous stages, this
stage relies more on primary data than secondary data, because of the need on firm-
specific information, (Brewer 2001; Cavusgil 1985; Kumar et al. 1994; Rahman 2003).

In Sum “No action is taken in countries that are not sufficiently attractive or in which the

firm is not competitive (i.e. countries not assessed as sufficiently profitable)”, (Brewer 2001).

2.1.5.4. Complexity and limitations of the IMS
IMS is clearly seen by the literature as a complex topic, this complexity lies within many
factors that involves, among others, the features of the process, the information and
knowledge required, the decisions and the level of analysis used and the characteristics of the
decision makers. As for the latter, their rationality is constrained by their cognitive
limitations, the amount of time for taking the decision and the information they have in hand,
in addition to the imperfection of available models. There is always an inherent risk within the
stepwise process, either the risk to exclude at an early stage, opportunities that should have
been retained, or include considerations that should have been excluded, this add to the
complexity of the process and makes it extremely delicate, (Papadopoulos and Martin Martin
2011).

As for the approaches usually followed within the IMS, either grouping or estimation models,
a key issue is the choice of indicators to include with respect to each of the three stages. There
is no consensus in which indicators should be chosen nor their weights to represent their
importance. “The literature presents a number of theoretical and applied suggestions, but

none display the characteristics of being industry specific, generalizable, relatively simple to
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use, strategic and able to reflect the total demand available to the firm and empirically

validated”, (Papadopoulos et al. 2002)

More specifically, qualitative approaches are open to potentially biased opinions of those who
provide information such as consultants, and of the actual decision-makers judgement, which
can result in high risk of inaccuracy of the assessment. As for the quantitative approaches, the
weaknesses come from the quality of the secondary data they are based on, those method
might suffer from the lack of comparability between countries, unreliability of data in some
countries, insufficiency and scarcity of specific data, and the change of value of some

indicators over time, (Papadopoulos and Denis 1988; Papadopoulos and Martin Martin 2011).

In addition, the cost of gathering knowledge on multiple markets on a deeper level of analysis
can be very costly, for the vast majority of firms. Furthermore, it requires a certain level of
competencies from decision makers to be able to increase the effectiveness of their decision
with respect to carrying a systematic market selection process, which is often not the case,
(Papadopoulos and Martin Martin 2011).

It can be argued that the size of the firm also conditions the choice of IMS approach, there is
evidence that the majority of the SMEs in their early stage of internationalization do not
follow a systematic approach of IMS, furthermore, the decision makers within small business
are usually short on human and financial resources to carry out and interpret complex
statistical analyses, and are more tempted to follow a more intuitive approach, or at best
analyses a small number of markets based mostly on qualitative information. As for the
MNEs, the issue is different, either the decision makers do not see an extensive pre-screening
as cost effective or often they are already present in many markets and aim to choose which of
those markets they might prioritize to introduce their product(s), this also provide those firms
with a better source of primary data compared to SMEs, (Farrell and Wood 1994;
Papadopoulos and Denis 1988).

2.1.5.5. Model building and the choice of criteria

The development of a model should satisfy certain aspects: (1) the model should be able to
screen many markets at the industry level in order to identify those worthy of investigation,

(2) it should be testable to confirm its external validity and generalizability, (3) Multiple
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variable approach should be used for meaningful result, (4) Use of a reasonable number of
variable to keep it simple and at a low cost, (5) it should cover general environmental
conditions both with specific product level, (6) it should include strategic dimensions of the
firm with respect to its objectives, expansion strategy and constraints, (Papadopoulos et al.
2002: 169; Papadopoulos and Denis 1988).

There is no agreement to which criteria should be chosen. The choice is usually based on the
author’s perception of which criteria might be useful for the screening. However, this choice
should be able to convoy a certain rationality, which includes relevance, frequency of use in
past research, evidence that it has been satisfactory in different settings, data availability,
reliability, comparability and ability to express qualitative factors where necessary. The
criteria should be defined before starting the screening process, and the strategic orientation of

the firm can be used to guide the weighting of the constructs and their measures.

Furthermore, and as mentioned before, the same non-agreement issue is brought up with
respect to the weights of indicators assigned to these criteria, there is a large array of choice,
and again it depends on the author’s perception, (Papadopoulos et al. 2002; Russow and
Okoroafo 1996).

Russow and Okoroafo (1996), through their review of the international business theory and
the market screening and assessment literature, gave a summary of the most supported criteria
and their sub-sequent indicators proposed by several authors for a country screening purpose
(might be involved in both screening and identification stages), the following table displays

those criteria:
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Criteria Indicators Marketing literature International business theory
Kramer (1964)
Deschampsneufs (1967)
(1) Domestic production (thousands). L\tva;:br;:siin(tllngg?{;;gi'ﬂ
(2) Imports (USS, thousands). Walvoord (1980) Market
Market size (3) Exports (USS, thousands). ! .
. X . Douglas and Craig (1983) Hirsch (1967)
and growth (4) Shift-share of domestic production (per cent). Cundiff and Hilger (1984)
(5) Shift-share of imports (per cent). Green and Allaway (1985)
(6) Shift-share of exports (per cent).
Connolly (1987)
Ball and McCulloch (1993)
Root (1994)
(Capital)
(7) Gross fixed capital formation (percentage of GDP) or net
fixed capital formation (percentage of NMP). Smith (1775)
(8) Money supply (USS, millions). Ricardo (1800)
(9) Total international reserves (USS, millions) Heckscher and Ohlin (1933)
Factors of (Labour) Vernon (1966)
production (10) Population (both sexes, thousands). Root (1994) Hirsch (1968)
(11) Percentage unemployed (per cent). Wells (1968)
(Land) Krugman (1990)
(12) Average hourly wages in manufacturing (USS$). Porter (1990)
(13) Surface area (square km).
(14) Density (per square km).
(15) Gross domestic or net material product (USS$ millions).
4
(16) Gross domestic or net material product per capita Desclf;amn:;;(etif(imi?)
(US3). - Litvak and Banting (1973) Robinson '_:‘a’k (1940)
(Sectoral activity) (1978) Linder (1961)
Economic (17) Agriculture (percentage of GDP). Walvoord (1980) Maizels (1963)
development (18) Manufacturing industries (percentage of GDP). X . Vernon (1966)
) Douglas and Craig (1983) Cundiff o
I . . i
(19) Construction (percentage of GDP) Sherbini (1967)
N and Hilger (1984) Connolly (1987)
(20) Wholesale and retail trade (percentage of GDP). Ball and McCulloch (1993) Wells (1968
(21) Transportation and communication (percentage of allan Rooct (lig{;ct;)
GDP).

Table 4 - Proposed screening criteria by different authors (Russow and Okoroafo 1996: 50)

According to Root (1994) the market size above is separated into two components: (1)

Product-specific (direct market size), and (2) General macro-economic measure (Indirect size)

Those criteria listed are most likely to remove some of the risk involved in selecting new
country markets, for a sub-sequent in-depth assessment. Of course, it should be noted, that the
spectrum of the criteria and the indicators they involve can be larger, It is also influenced by
the firm’s expansion strategy, existing knowledge and manpower expertise, (Gorecka, Dorota;
Szalucka 2013; Kumar et al. 1994; Russow and Okoroafo 1996).

2.1.5.6. IMS for service firms and its determinants
It is important to underscore that most of the IMS literature have been dominated by
analyzing manufacturing firms rather than service firms, the service nature of the firm add
different factor of complexity to the IMS, and the influence of some factors is more relevant
for manufacturing firms than for the service firms and vice versa, for instance, it can be
argued that factors as client-supplier interaction will have influence on the IMS of a service

firm, which is unlikely to be relevant for a manufacturing firm, (Farrell and Wood 1994).
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First of all, a service firm displays some specific characteristics, that should be considered
while trying to conduct an IMS: "(1) The distinction between trade and investment is less
clear than the manufacturing firm, (2) It requires usually a greater level of customization for
the client, (3) and both the customization and the simultaneous production-consumption
nature of many services require an office in the host market via FDI or partnership, which
apply for most service firms", (Farrell and Wood 1994).
The service firms share some determinants factors of IMS with the manufacturing firms,
however other aspects have been developed by Farrell and Wood (1994) regarded as
elements that can encourage or discourage the market selection, and clearly the influence
might change depending on the firm. The authors cover nine factors commonly present in the
IMS literature:
1- Market Size
2- Geographic proximity and cultural distance: Involving the psychic distance construct
3- Country risk: Usually political risks, ownership controls risks, operations risks and
transfer risks.
4- Intensity of competition
5- Market similarity: Appears to be more important for service firms, due to the frequent
need of interaction between supplier and client while creating the service, hence, the
psychic distance might need a more careful consideration
6- Size of the firm: SMEs and MNEs address the selection approach differently
7- Firm’s international experience
8- Servicing home country clients: The distinction between proactive, and reactive
strategies
9- Oligopolistic reaction: The oligopolistic nature of the industry, motivate the need to
protect the firm’s international market position and may lead to follow the leader to

foreign markets

Farrell and Wood (1994) added two new factors that are typical to the service firms:
Nature of service supplier-client interaction: The nature of this interaction affects the
market selection choice, defining the interaction is therefore necessary to decide to enter
or not enter a specific country market. For that purpose, a number of dimensions is to be
considered in order to specify the level of interaction, " (1) the complexity of the
information supplied by the client, (2) whether he/she contributes directly to the ideas and

problem solution or becomes part of the production function as an integral member of the
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team creating the service, (3) the depth of client interaction at different stages of service
creation; (4) the intensity of the client monitoring of engaged activities".

Those dimensions involve that the more complex the information is, the higher the level
of interaction is, the more involvement in the product creation is, and the higher the need
to monitor the work of the supplier is, the more the cultural and language similarity will
have an important weight in deciding of the market to consider/enter. In addition, the
relationships, the mode and type of interaction are also considered as proxies of the
supplier-client interaction and consequently the degree of cultural and linguistic similarity
needed and therefore the choice of the market, (Farrell and Wood 1994; O’Farrell and
Moffat 1991: 208).

Change in the firm’s organizational form: A firm should consider the potential change
of entering a new market that can be reflected into its organizational form, this can be
illustrated in the need of a partnership to supply the necessary resource needed for a
potential foreign market entry, such co-operative organizational behavior is most likely to
be required for service firms than for manufacturing firms, consequently, the power
position of a firm within a collaborative network will influence its foreign market
selection, the choice of partners and collaborative network should be carefully evaluated,
with keen attention to the collaborative agreements it might have to comply to before

considering entering a market, (Farrell and Wood 1994).

2.1.5.7. Chance factor and knowledge sources within the IMS
Chance circumstances are enabler of leads and opportunities in foreign markets, whether in a
reactive or proactive way, it involves situations such as the client following phenomenon,
which is when a client open operation in a foreign market, and the firm uses its already
existing relationship with that client to serve him abroad and win additional sales. There is
also what is described as a reactive process, which is an answer to an enquiry from a foreign
client looking for a new supplier or product. Other chance aspects may trigger the market
selection choice, such as the government/institution encouragement for firms to start business
in a specific market or referrals from business connections. Those are not a powerful basis to
explain the IMS, but more likely to be additional aspects that might have indirect influence on
the choice process, (Brewer 2001).
In addition, Brewer (2001) advances some specific information sources, that are most

commonly used as a channel of knowledge to support the judgments of the criteria used for
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their foreign market selection and their importance. Eventually, the ones that should be
considered with more energy from the firm are the following: (1) Knowledge provided by
representatives overseas, involving formal and informal representatives, it’s either a presence
as official agents or other pre-existing network that can provide information on opportunities,
(2) enquiries from potential buyers, (3) visits to markets, to assess in-situ the attractiveness
and the competitiveness, (4) following existing customer, (5) knowledge provided by allies,
which are resources associated with business units, business associations, government

agencies and other entities with shared interests.

2.1.5.8. The psychic distance
First, the concept of distance has multiple dimensions (geographic, cultural and institutional,
economic), which can be approached and measured adopting an objective perspective (how
distant is country A from country B in terms of kilometers, institutions, markets, etc.) or
through the subjective point of view of decision makers (psychic distance). The different
dimensions can be approached from three different perspectives, (1) objective measures, (2)
individual decision maker perceptions, (3) strategic objectives of the firm; they all remain
complementary, each perspective would provide different apprehension of distance. For the
purpose of this paper, the focus will be shed on the perceptual facet of distance, namely the
psychic distance, (Magnani, Zucchella, and Floriani 2018: 2).

The psychic distance was previously addressed when the U-model was discussed, as an
important construct on the internationalization stages, it is also a construct of importance with
the international market selection, it is seen as an intuitive non-systematic approach of market
selection, based on the manager’s perception of environmental factors such culture, language,
and others that are believed to influence his/her decisions, it encompasses managerial
cognition and perception of country-specific diversities, (Andersen and Buvik 2002; Johanson
and Vahlne 1977; Magnani et al. 2018).

“While on one hand, country-specific (objective) characteristics and managers’ (subjective)
perceptions of them are relevant to the decision to enter a country, on the other hand, it is
also true that the firm s volition, driven by strategic objectives, plays an important role in
foreign market selection. Firms can expect higher returns from venturing into more distant

countries, especially if the latter are ‘strategically important’ , (Magnani et al. 2018: 3).
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In other words, managers should give more importance to the relative strategic importance of
the markets, which means the firm’s current and future market entry decisions to distant
markets can be explained by the fact those market might actually be hubs that will connect the
firm to other markets afterward. Therefore, looking beyond the distance might be a better
option, although the country market may display great differences from the country of origin,
in terms of culture, institutions, geography, and so forth, that same market may represent a
crucial hub for prospective internationalization plans, (Magnani et al. 2018).

The literature recognizes the influence of the psychic distance on the business success on a
multinational scale although the decision makers do not consciously recognize it. However,
the literature is still confused when it needs to define and measure exactly this construct. It is
often equated with cultural distance, although both constructs are different, (Alexander,
Rhodes, and Myers 2007).

It is also important to highlight two underlying elements in the psychic distance, relativity and
asymmetry. Cultural, economic and geographic distance can be perceived differently by
different individuals from the same country (relativity), while decision makers in two
different countries will perceive distance differently from their perspective (asymmetry).

Those elements, add complexity to the measurement issue, (Magnani et al. 2018).

The concept of psychic distance is assumed to be means by which to operationalize cultural
differences and measure foreignness, hence, the main issue that is brought usually to light, is
how could the firm measure that concept? A number of ways have been investigated, such as
Hofstede’s pre-established criteria of cultural differences, or the cognitive mapping based on
managers’ individual perceptions of distance, but none satisfy accurately the measure of the
concept, (Alexander et al. 2007).

In addition, it is believed that firms which decide to enter markets based on which one is the
closer psychically, perform better simply because of less psychological and cultural barriers to
overcome, and this is not completely true, since firms can go to other markets that are of
lower distance, but achieve a better or similar performance, because they possess better skills
than the one available in the entered markets, or a better use of their cumulated experience
internationally, which make the positive or negative relationship of psychic distance to the
organizational performance not conclusive yet within the literature, (Alexander et al. 2007).
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2.2. Conceptual framework
“A conceptual framework is logically developed, described, and elaborated network of
associations among concepts that have been identified through the theoretical and empirical
research. The relationships between the independent concepts, the dependent concepts, and if
applicable, the moderating or intervening concepts are elaborated. /¢ ’s not a theory since it

does not have the prerequisites of theoretical constructions”, (Andersen 1997:30).

The literature does not suggest any general agreement regarding the conceptual framework
and concepts to be used to explain the IMS process. The following framework will be based
on the most important contributions of the internationalization theories (Anderson, Dunning,
Vahlne and Johanson, et al.) and IMS literature (Alexander, Anderson , Brewer, Cavusgil,

Papadopoulos and Denis, Snehota and Hakansson, et al.)

In this section, the conceptual framework (see figure 5) and the concepts it involves is
articulated on the three stages model proposed by most literature in order to provide a limited
set of attractive countries with meaningful market similarities.

A set of selected variables commonly used within the literature is included, covering both
objective dimensions (quantitative) and perceptual dimensions (psychic distance and
perception of strategic objectives), (Marchi et al. 2014).

Once the process is completed, the compatibility of management objectives and the
approach’s result must be evaluated, in case of inconsistence, a reassessment might be
needed. For that purpose, the process is iterative and allows a feedback loop, to perhaps
incorporate other relevant criteria and indicators. Finally, an in-depth analysis is necessary to

achieve a more accurate selection of the targeted foreign market(s), (Douglas et al. 1982).
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Figure 5 - Conceptual framework of the international market selection process

Accordingly, the following hypotheses try to link the conceptual model to the research

questions formulated previously:

H1: The Model allows the management to reduce decision making risks and confirm the

relevance of the chosen variables for the IMS process to the company case.

H2: The target country identified comply to the management rational.




Chapter 3: Methodology

This chapter explains in detail, the research design of the thesis and the methodology followed
to test the model. Involving the nature of data used, the definition of the variables, the

different data collection methods, and the analyses approaches.

3.1. Research Design
“The function of a research design is to ensure that the evidence obtained enables us to
answer the initial questions as unambiguously as possible, in other words, when designing
research we need to ask: given this research question (or theory), what type of evidence is

needed to answer the question (or test the theory) in a convincing way?”” (De Vaus 2005:9)

This thesis work followed a deductive approach, as previously displayed, the conceptual
framework was an attempt to synthetize the existing knowledge on the matter, and its ability
to answer the research questions, by testing the collected and operationalized constructs on a
real case company, under empirical scrutiny, (Bryman and Bell 2015).
The objective of this thesis is to explore what are the determinants of IMS and why does the
firm have to prioritize one country market over another and put the light on the systematic
process to be followed.
Accordingly, it follows three stages, mentioned previously on the conceptual framework:
The first stage, the preliminary screening, usually involves the definition of a threshold
requirement to eliminate countries not worth investigating, however, in this case, the company
usually expresses those no-go requirements depending on each specific situation, since more
complex parameters are involved, with respect to the overall costs, the volume of the contract
and the protection of the source code, those elements cannot be verified at a pre-screening
phase. In the other hand, the screening aimed for, does not include all countries, for a matter
of data availability and time resources, hence a predefined list was set up based on (See Table
5):

- The interest expressed by the management

- The countries with potential existing network, such as other business units’ offices,

existing partners and suppliers.
- In addition to other countries geographically or culturally perceived close or similar

(such as the Nordic countries)
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Predefined country markets
Netherlands New Zealand
France United Arab Emirates
Belgium USA
Luxembourg Norway
Monaco Iceland
Switzerland Ireland
UK Canada
Morocco Austria
Algeria Qatar
Tunisia Malaysia
Egypt Sweden
Australia Czech Republic
Finland Poland
Germany Croatia
Romania Latvia
Singapore

Table 5 - Predefined country targets

For the second stage, the country attractiveness was assessed, under both an objective and
subjective (perceptual) perspective, using variables based on the literature and the manager’s
(key informants) experiential knowledge and strategic orientation.

The objective perspective includes quantitative variables that are measured using secondary
data from statistical sources. As for the subjective (perceptual) perspective, it uses insights
from the interviews, to build and scale the managers’ perceptions according to their

experience and business knowledge.

As for the third stage, the different variables were integrated into a multi-criteria approach
algorithm, called a fuzzy expert system, that processes the variables, regardless of their
quantitative or qualitative nature, and considers their different weights and interconnections.
The system used was established based on the insights from the interviews and the secondary
data collection, the weights and rules applied by the system were defined using the managers’
common sense and experience and the experience of the designer.

The final results were accordingly cross-checked with the management assumptions in order

to confirm the compliance with their rational.
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3.1.1. Model variables description

The following tables display the variables identified through the literature, adapted to this
specific company case, and their respective measures. Both objective and subjective variables
were included into the multi-variable approach, namely, the Fuzzy expert system and were
assigned a specific weight in order to shape the accuracy of the output, based on the

management’s experiential knowledge.

3.1.1.1. Subjective variables description

Dimension Indicators Items Measures Calculation
Item 1: On a scale from 1 to 10. how suitable do you think your
product is for the need of the market demand in each of those 1 = Unsuitable , 10 = Very suitable

tential market?
Item 2: On a scale from 1 to 10, how sensitive do you believe is
the demand for Cicero LMS with respect to the price? For each |1 = Insensitive , 10 = Very sensitive
potential market
Item 3: On a scale from 1 to 10, how sensitive do you believe is
the demand for Cicero LMS with respect to the Quality? For cach (1 = Insensitive . 10 = Very sensitive
|potential market
Item 4: On a scalc from 1 to 10, how sensitive do you believe is
the demand for Cicero LMS with respect to the Product 1 = Insensitive , 10 = Very sensitive
Standards? For cach potential market
Item 5: On a scale from I to 10, How similar do you think is
Denmark to the countries on the list, from both a cultural and an
cconomic perspective? in other words. what is the overall
similarity that you perceive between each country and Denmark
Item 6: On a scale from 1 to 10, give your perceived similarity
between the danish market and the coustries on the list, with 1 = Very different. 10= Very similar
respect to the cultural aspect only
Ttem 7: On a scale from | to 10, give your perceived similarity
between the danish market and the countries on the list, with 1 = Very different, 10= Very similar
respect to the English language profiscency only
Ttem 8: On a scale from 1 10 10, give your perceived similarity
between the danish market and the countrics on the list, with
respect o the development of the level of ICT and
technology) only

Ttem 9: On a scale from 1 to 10, how do you'would you judge the
access to information from secondary sources in relation o each |1 = easy access , 10 = Very hard access
potential market ?
Ttem 10: On a scale from | to 10, how do youiwould you judge
the accuracy of information from secondary sources with respect 1 = inaccurate , 10 = Very accurate
to each potential market ?
Item 11: On a scale from 1 to 10, what is your degree of market
knowledge based on your previous experiences, for each of those (1 = Poor . 10 = Very good knowledge
Degree of experiential knowledge related |potential markets?

to the market Item 12: On a scale from 1 to 10. what is your degree of
Market knowledge knowledge about the competition for each of those potential 1=Poor , 10 = Very good knowledge Average of the seven items
markets?
Ttem 13: On a scale from 1 to 10. do you believe your local
nctwork can contribute to access knowledge about cach of those
foreign markets
Ttem 14: On a scale from 1 10 10, do you believe your
Intemational network can contribute to access knowledge about
each of those foreign markets?
Item 15: On a scale from 1 to 10. do you believe that shared
ige from other business units can contribute 1o access

about each of those foreign markets ?

Ttem 16: On a scale from 1 to 10. do you perceive any risk that
the Cicero LMS product will be imitated by the competition in |1 =Low risk . 10 = High risk
cach of those market?
Ttem 17: O a scale from 1 to 10, do you perceive any risk that
the Cicero LMS source code will not have sufficient protection |1 = Low risk , 10 = High risk
(Intellectual protection) in each of those market?
Ttem 18: On a scale from 1 to 10, considering all the staff
involved with the Cicero LMS, whether extemal or intemal. to
what extent the available managerial skills are adequate to
Managerial competencies Adequacy of managerial skills penctrate cach of those forcign market ? Average of the two items
Item 19: On a scale from 1 to 10, to what extent the available
competencies master the library business' rules of the game on |1 = Poor . 10 = Very good
each of those markets? e
Item 20: On a scale from 1 to 10, do you believe your Cicero
LMS is perceivediwould be perceived as superior to the existing |1 = Inferior , 10 = Very superior
products of the in each of those markets?
Item 21:0n a scale 1 to 10. what level do you think the brand
recognition of the Cicero LMS reached in each of those countries?|1 = Low , 10 = Very High Average of the three items

Product alignment Perception of the product on the market Average of the four items

1 = Very different, 10= Very similar

Psychic distance Perception of the psychic distance Average of the four items

1 = Very differeat. 10= Very similar

Perception related to the availability of
secondary related to the
market

1 = Low contribution , 10 = Very high
contribution

Importance of belonging to a network open
1o relations with the market

1= Low contribution , 10 = Very high
contribution

1 = Low contribution , 10 = Very high
(contribution

Intellectual property Perception of imitation risk Average of the two items

1 = Inadequate , 10 = Perfectly adequate

Perception of the superiority of the Cicero

Product superiority LMS product

Ttem 22: On a scale 1 to 10, to what extent do you believe that
the country of origin (Demmark) of the Cicero LMS will have an |1 =Low . 10 = Very High
impact on the attractiveness of the product on those markets?

Table 6 - Perceptual variables and their Operationalization, (Alexander et al. 2007; Farrell and Wood
1994; Magnani et al. 2018; Marchi et al. 2014)

Each of the six chosen subjective (perpetual) variables represent a dimension, that was
inspired by the literature (Alexander et al. 2007; Farrell and Wood 1994; Magnani et al. 2018;
Marchi et al. 2014). In order to retrieve answers for each of those dimensions, qualitative



40

interviews were done with the key informants, by the mean of an interview guide, (See

Interview quide appendix 2).

After the interviews were done and transcribed, the insights were used to confirm the
variables related by the literature and helped to fragment those dimensions into indicators and
then items (22 items) in order to facilitate the extraction of the information.

After the interviews, a special follow-up form was addressed to the key informants, that
contained all the items on the table 6, in order to translate the perceptions to a scalable level.
The form measured each item from 1 to 10 with respect to each country, and the average

score of the items represented the score of the dimension, (See Form and calculation

Appendices 3 and 4).

This integration of subjective variables into the model was also a way to compensate the

potential lack of data from secondary sources (Marchi et al. 2014)

3.1.1.2. Obijective variables description

As for the objective variables, it is also described by dimensions, each dimension is explained
by indicators then a sub-indicator. All the corresponding data was collected from secondary
data sources (most of them indexes), and some indicator were estimated following specific

calculations.



Factor

Country risk

Political freedom

Political freedom Index, Scale from 1 to 100

Freedom aggregate score, derived from the global report on political
rights and civil liberties, which is composed of numerical ratings and
descriptive texts for each country. derived in large measure from the
Universal Declaration of Human Rights. adopted by the UN General
Assembly

Ease of doing business

Ease of doing business Index. Scale from 1 to 100

Doing Business captures several important dimensions of the regulatory
environment as it applies to local firms.

Economic freedom

Economic freedom Index, Scale 1 to 100

The Index covers 12 freedoms from property rights to financial freedom

Level of corruption

Corruption Index. Scale from 1 to 100

According to transparency intemational

Market potential

Level of urbanization

% from Total population

Proportiion of people living in urban arcas

Market Size
Pop Total Total country pop
Real GDP growth Annual growth Rate %. Gross domestic product is the most commonly used single measure of a
country’s overall economic activity. It represents the total value at
n constant prices of final goods and services produced within a country
1 growth raf 8 s
Maket growthinite Projected Real GDP growth Annual growth Rate % during a specified time period, such as one year.
GDP per capita Uss SS}: per capita data are measured in US dollars at current prices and
The Human Development Index (HDI) is a summary measure of average
HDI Scale from 1 to 100. (human dev index) achi in key di ions of human P

Market intensity

Trade in services to GDP ratio

%of GDP

Trade in services is the sum of service exports and imports divided by
the value of GDP, all in current U.S. dollars.

Danish share in the target country total in]

% of total import

Import origins based on SITC (Standard International Trade
Classification) or HS (Harmonized System)

Market access

Level of competition

Number of major competitors

Entry barriers

Taxes level, duties, non tariff barriers

STRI Index , Scale from 1 to 100

The Services Trade Restrictiveness Index provides information on
regulatory changes affecting services trade. introduced through new or
amended laws and regulations, whether trade liberalising or trade

i to computer prog i 'y and related

activities.

Cultural distance
and geographic
proximity

Cultural differences

Cultural distance Index. scale from 1 to 100

Based on six cultural dimensions (power

distance, individualism/collectivism.

masculinity/femininity, uncertainty

avoidance: long-termy/short-term

orientation). Index calculated with respect to Denmark in accordance with
the formula used by Morosini et al. (1998)

Language

English proficiency

EFP index

The EF English P y Index is i cited as an

source by journalists, educators, officials, and business leaders. EF is
pleased to contribute to the ongoing global conversation about English
language education.

Time Zone

Hours difference

G iphic distance

Km distance between Denmark and target market

Education and

Communication infrastructure

Quality Index

ITU index 1 to 100

As the UN specialized agency for ICTs. ITU is the official source for
global ICT statistics.

Internet Infrastructure

Secure servers

Servers per million people

Secure servers are servers using encryption technology in Internet
transactions.

The Web Index. by the World Wide Web Foundation. tracks the Web's
contribution to social, economic and political progress across 86

infrastructure The web index Index scale from 1 to 100 X B i LR
development countries. It ranks these nations across four pillars: Universal Access.
Freedom and Openness. Empowerment and Relevant Content.
: i oz Person over 15 that can read and write, according to the CIA factbook
Literacy rate - Rate in % -
Education Level - % 25-64 y.o that completed the tertiary education Tetiary Cd‘fcarmn i fhe cd“m“‘mal. level following the completion of'a
school providing a secondary education.
Inflation rate . Rate in % Annual percent cha}lg: in consumer prices compared with the previous
year's consumer prices.
G ditisee it e % of GDP In % Expendi in education to the GDP
" "% of Total G xpendif |In % 2006-2013 Expenditure in to the total g p
Economic = . |This indicator is measured in terms of national currency per US dollar.
Exchange rate - Percent change in official exchange rate vs previous
The inward FDI stock is the value of foreign investors' equity in and net
R . loans to enterprises resident in the reporting economy. FDI stocks are
- 9 o
oLt ooy $aDE measured in USD and as a share of GDP
- TR " —
Public library T\lllllb?l’ ofllbmnfs _ Number Slalpnc.s provided by OCLC
& Spending on public libraries - In § Statistics provided by OCLC

Registered users

Number in millions

Statistics provided by OCLC

Table 7 - Objective variables, (Cavusgil 1985; Cavusgil et al. 2004, 2012; Douglas et al. 1982;
Gorecka, Dorota; Szalucka 2013; Kumar et al. 1994; Marchi et al. 2014; Papadopoulos et al. 2002;
Papadopoulos and Denis 1988; Rahman 2003; Russow and Okoroafo 1996)

3.1.2. Fuzzy expert system, definition, links and weights

A fuzzy expert system is a system that is based on imprecise, vague or uncertain concepts

under investigation, that are situated at some degree of truth, which means they are not

completely false neither completely true and will therefore belong somewhere between 0 and
1. (Marchi et al. 2014)

=
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Those concepts can be described on a linguistic format, such as High and Low or Cold and

Hot, this description is what is commonly known as Membership. (Marchi et al. 2014)

The fact of choosing the fuzzy expert system, in this specific case company, makes good
sense, because the concepts used, and the data collected to select target markets, are quite
uncertain and can be described linguistically.

Our fuzzy expert system integrated 37 parameters in total (indicators, variables and
intermediary variables). The indicators were aggregated into variables, and variables into
intermediary variables, and so on, creating five level of aggregation.

Below, Table 8 displays each parameter, its composition and the different level of
aggregation, in addition to details on the measures. As for the Figure 6 it shows how inputs
are connected to each other’s and converge into the final output that is the country markets by

score, that is represented by a tree shape.

Dimension

Output e |Dllm|u\ur|{lw'l4| Dimension (level 3) Factor (level 2) Indicator (level 1) Weasure/Unit
Index Seale from 1 to 100
Country risk {int 8) Index from 1 to 100

Index Scale 1 to 100
Index Scale from Lo 100
% from Tetal population
[Annual growth Rate %

Market Market potential Annual growth Rate %

Attractivens e
1nt9) -
n
Market acce
Country h
in axes
B Cultural dit
d eograph Linguist
proximity
o
3 (Quality Ind
Seeure s
‘Web inde I
iture in eduestion (Var 23] Jeot €02
" %5 of Total 12
Percent changs in official exchange rate vs previous year
0P
Numbe
Country s
fectio! racth Number in mill
utp e

Scale from 1te 10

pr fgnement (Var
educt A all"“c VBT | ereaption of the praduct on the market
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Table 8 - The Inputs composition
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Figure 6 - Fuzzy expert system’ tree for the IMS

The final output is the overall evaluation of each country market according to the combination
of all parameters and their respective weights. A modular system is so designed in the form of

a Fuzzy expert System (FES), that reduces the model complexity, (Marchi et al. 2014). (See
appendix 5)
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3.1.2.1. The System’s Memberships

As mentioned previously, the FES treats the variables by transforming the data entered, into a
linguistic format, such as “Low, Medium, High and Very High”, those variations are called
memberships. Most of the memberships used in this model have three to four range
variations. The variations were designed according to the distribution of the data, when some
parameter’s continuum has a substantial range that is described as high value, a fourth
membership was added to allow a better discrimination (“Very High”), which means that
instead of “Low, Medium, High” , it was adjusted to a more significant separation, “Low,

Medium, High and Very High”.

Furthermore, in each respective parameter, the Mean and Median, in addition to the Minimum
and Maximum values were used as proxies to define the curve’s shape, in other words the

position of each level on the continuum (Ranging from 0 to 1).

The Figure 7 illustrates an example of a parameter’s membership and range variation which
all has been defined for each of the 37 parameters in the system. Each indicator has its own
membership structure and leads consequently to the expression of the membership of the

aggregated variable it contributes in.

For instance, HDI score, a composite of market intensity among three other indicators (GDP
per capita, trade in services to GDP ratio and Danish share in the target country total import)
has a range from 0 to 1, and according to its data distribution, four memberships were
assigned and the following range separation (Low to Very high) was defined:

- Low: [-0.36 -0.04 0.5044 0.73]

- Medium: [0.6822 0.816 0.916]

- High: [0.7635 0.8809 0.9549]

- Very High: [0.89 0.975 1.11 1.43]
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Figure 7- HDI Membership and range variation

As mentioned before the choice of the memberships for each variable depends on its
distribution and the nature of the variable, in this specific parameter (HDI), the index is
known to be High if its score is above 0.8, and since there is many high scores to discriminate,

a fourth membership was added to express a very high level for countries beyond 0.9.

The distribution of its values shows a Mean of 0.73 and a Median of 0.82, which might be
used as proxies to place the Medium level on the membership, and consequently beneath this

level the index starts to weaken and could be described as Low.

3.1.2.2. The System’s Rule bases

As for the relationships between the inputs, it is the description of how might, for instance, the
interaction of a number of indicators impact the aggregated variable they represent (See
Figure 8), when those indicators are either high, low or medium.

Those relationships were built according to the perceived importance of each parameter with

respect to the company case (See rules’ arguments Appendix 6), which remains a subjective

judgment based on the knowledge and expertise of the persons collaborating in building the
system, those relationships are called Rule base and represent an important piece of

knowledge that shapes the entire logic behind the system.
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Figure 8 - Market intensity composition

As to illustrate the rule base definition, The variable market intensity, composed of four
indicators (GDP per capita, HDI score, trade in services to GDP ratio and Danish share in the
target country total import) is used again as an example: When each of the four indicators
vary (from low to very high), the market intensity changes accordingly (See Figure 9 below).
Moreover, the more the number of parameters increases under an aggregated variable the
more rule base needed, which is basically the number of combination possible, however all
combination possible do not have to be covered in order for the system to work, although the
lack of rules will influence the quality of the output. Because, when a certain combination
occurs and there are no rules previously set up to describe its outcome, the system
automatically assigns a middle value as the one to integrate which is a neutral value, that is
supposed not to influence the system but mainly use to avoid that it blocks the processing.
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In this example, 108 rules were established:
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Figure 9- Market intensity rule base

The rule base, are defined according to the expertise and arguments of the persons
contributing to the elaboration and building of the system, in this example, where Market
intensity is composed of GDP per capita, HDI score, trade in services to GDP ratio and
Danish share in the target country’s total import, we assumed the following to explain the
interaction of each of the four variables and the logic behind the rules generated, in different

level of memberships:

The indicator HDI, is known to have been built using the GDP per capita as one of its
constructs which means that it is more important since it describe a country in different
aspects including GDP per capita, however, the fact that this index is not highly updated, the
idea of adding the isolated GDP per capita was judged to compensate this lack, in the
meantime the HDI was judged be of upmost importance in describing the market intensity,
followed by the importance of the imports and then the share of Danish imports. Which

means that in general if the HDI is High it leads the rule up and so on.

The same reasoning was applied to all the other variables in order to generate the adequate

rule bases.
3.1.2.3. The System’s Weight

In addition, different weights were collected from the managers and integrated into the
system, by assigning a weight from 1 to 10, to each variable, where 1 is believed to be not

important and of less influence and 10 of upmost importance and of a high degree of impact
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on the subsequent outputs. The reason behind assigning weight is to maintain the relevance of
the parameters and achieve a more realistic balance reflecting the business reality, and
therefore increasing the accuracy of the system and thus its relevance to the company case.

The weights formulated by the management are described below:

How important do you perceive each of those parameters on a range from 1 to 10, in evaluating the attractiveness of potential
markets ?
Dimensions Importance (weight) Parameters Hans | Flemming | Dina |Average individual Weight
[Managerial perception of product alignment
Subjective Managerial perception of Market knowledge
(Perceptual) Managerial perception of Intellsctual property
33 5,10
Variables from 11010 Managerial perception of Managerial 8 !
(A) Managerial perception of the psychic distance
Managerial perception of Product superiority
Country risk
Objective K:r:e: gmemml
variables from 1t 10 LTt - 8 60 6 667
® Cultural distance and geographic proximity
Economic, social and infrastructure development
Public library potential
Parameters Importance (weight) Hans Flemming Dina | Average individual Weight
Country risk (1) | From 1 to 10 8 6 4 6,00
Objective Market potential (2) From 1 10 10 9 7 10 8,67
JECEVE [\ farket Access (3) From 1o 10 7 6 3 533
®) : Cultural distance and phic proximity (4) From 1 0 10 7 4 3 4,67
Economic, social and infrastructure development From 110 10 3 s s 533
Public library potential (6) From 1 o 10 9 7 5 7
Parameters Importance (weight) Hans Flemming Dina | Average individual Weight
Managerial perception of product alignment From 1 to 10 8 1] 8 5,67,
Subjective | Managerial perception of Market knowledge From 1 1o 10 4 5] 5 4,67,
(Perceptual) |\ ial perception of Intellectual property From 1 to 10 2 5| % 5,00
Variables Managerial perception of Managerial competencies From 1 to 10 2 7] 5 4,67,
(A) Managerial perception of the psychic distance From 1 10 10 3 1 2 2,00}
M. | perception of Product superiority From 1 to 10 4 1 7 4,00]
Parameter Importance (weight) Hans Flemming Dina | Average individual Weight
Political freedom From 1 to 10 2 1 2 1,67
Country risk |Ease of doing business From 1 to 10 8 7 5 6,67
(48] Economic freedom From 1 10 10 7 6 7 6,67
Level of cormption From 1 to 10 3 1w s 6,00
Parameter Importance (weight) Hans Flemming Dina | Average individual Weight
Market Size From 1 10 10 9 7] 5 7,00]
Market peteatial b et growth rate From 1 to 10 8 s| 3 533
Market intensity | From 1 10 10 8 2| 6 5,33
Market Accesss |Level of i From 1 10 10 8 5| 5 6,00}
3 Entry barriers From 1 1o 10 [] 71 8 7,67
Parameter Importance (weight) Hans | Flemming | Dina |Average individual Weight
Cultural distance Culural differences Frow 110 10 5 i a 533
and geographic |Laguze From 1 1o 10 9 s| 8 733
proximity | Time Zone From 1 to 10 3 s| 2 333
@ Geographic distance From 1 1o 10 1 A 200
Parameter | Importance (weight) Hans Flemming Dina | Average individual Weight
Comn tion infrastructure From 1 to 10 s s| 3 433
Inten structure | From 1 to 10 5 3 5,67
Economic, social Literacy From 1 o 10 1 7 1 5,00
and infrastructure Education Level From 1 10 10 5 7] 4 533
development | Inflation rate From 1 1o 10 3 il 4 2,67
5 Government expenditre in education From 1 10 10 3 6 8 5,67
Exchange rate | From 1 1o 10 1 1 4 2,00]
FDI net inflows | From 1 1o 10 2 1 5 2,67
Parameter Importance (weight) in % Hans | Flemming | Dina |Average individual Weight
Public library | Number of libraries From 1 10 10 9 71 3 6,33
potential Spending on public libraries From 1 1o 10 9 8 7 8,00|
(6) Registered users From 1 to 10 7 s 7 a,e?l

Table 9 - Parameters’ weighting

During the building of the system, those weights were again adjusted, in order to maintain the
consistency of the normalized data, since applying a weight to a variable implies to change it
range from [0 — 1] to [0 — 1] * W. But also, in order to maintain the importance expressed by
these weights, especially when variables are combined to give an aggregated one, the question
that remains is which weight the aggregated variable will have? and how it is going to reflect
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the original weights? This adjustment cannot be a simple extension of the range, because it
affects consistently the original expressed importance. Therefore, and in order to keep its
relevance, the following formula was included into the code (See Code appendix 7):

X * (1 + Wi)
Wi=Wi/¥", Wy

This formula allows to maintain the importance assigned to the weights even when
aggregated. (Saleh and Kim 2009)

3.2. Data collection and validation
3.2.1. Triangulation approach

A triangulation approach has been used during the data collection, in other words, both a
qualitative and quantitative research methods have been applied, with the use of an interview
guide and a form addressed to the firm’s key informants. However, the form was not
addressed as a pure quantitative approach (Survey) but more as a way to quantify the
perceptual insights identified through the qualitative approach and to gather the variable
weights that will help build the accuracy and relevance of the fuzzy expert system later and

was obviously addressed to the same interviewees.

“Quantitative and qualitative research methods often complement each other. Combined use
of quantitative and qualitative research methods in the study of the same phenomenon is
termed triangulation. Market researchers can improve the accuracy and validity of their
judgements by collecting both quantitative and qualitative data. Sometimes qualitative
research methods explain or reinforce quantitative findings and even reveal new information.
Sometimes it is relevant to use qualitative data collected by, for example, in-depth interview
of a few key informants as, exploratory input to the construction of the best possible
questionnaire for the collection of quantitative data. In this way triangulation can enrich our
understanding of a research question before a structured and formalized questionnaire is
designed.”, (Hollendsen 2011:228).
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3.2.1.1. Key informants

The company key informants have previously acquired an important international expertise
within the industry and their respective positions and have been of good help in determining
and evaluating a number of variables needed throughout this work in addition to the
validation of the model, and the evaluation of the results.

Three Key informants were interviewed, see below their position in the firm:

Name Key informants’ position

Flemming Bent Thomsen VP Sales Group Senior Vice President, Business
Development, Public & Private & INS

Hans Martin Marsk-Mgller Product Manager

Dina Myrup Raabjerg Senior Manager Business Development

3.2.1.2. Qualitative research

The qualitative research followed had both an exploratory and explanatory aspect, in other
words it aimed to situate the company’s market selection process and their market positioning
and evaluate the importance of certain perceptual aspects within the process, it was an

important step into defining the variables and their weights.

The guide was split into different sections, each of them covering a specific dimension and
underly several objectives: The first section, covered the history of internationalization of the
firm, in order to apprehend how the company approached new markets, the decision makers
expertise, the main drivers, the challenges and issues faced, in addition to the future
expectations, a second section tried to draw the perceptions that the decision makers have
regarding the Cicero LMS product and its market, with respect to competitiveness, market
positioning and level of market knowledge. A third section identified the strategic objectives
set by the company that motivate an IMS and evaluated the company’s readiness and
flexibility to commit resources, and the capabilities that it might exploit to create
opportunities, in addition to the management’s motivations to enter new markets. A last
section displayed the list of countries suggested for the research and evaluated the
management feel with respect to potential entries, (See Table 10).



Interview duration

90-120 min

Thank you for accepting to have this interview with me, and for your precious time Mr/Madam .......
My name is soufiane. I'm currently collaborating with Systemaic to address one of its strtegic issues.

Your i today. is keen to further expand its main Learning and library product (Cicero LMS) to other viable markets. this interview will help us to get more

knowledge on the current situation inside the company. and your actual perceptions and expectations with respect to that. and of course will allow me to address more accurately the issue

Section

Research Objectives

Position and background

Internationalization
history

Questions

+ Understand how the company approached
new markets

« Evaluate the decision makers (Key
informants) expertise

« Identify the main drivers for
internationalization

« Identify the challenges and issues faced during
the internationalzaition process

* Draw The future expectations

* Can you briefly present yourself and your actual position in the company ?

* Your business position (title)?

« How long have you been working mlh Sy: slemanc" In this Business Uml in particular?
+ What education do you have legal, 5.4

+ Have you grown up / lived abroad? If yes, where and how long?

+ Have you studied abroad? If yes, where and how long?

* What professional background do you have?

- Have you worked abroad? If yes, where and how long?

» Have you worked with a foreign company before?

* What do you speak?

* What countries are Systematics' leamning and library business unit in today?
+ Why did Systematic go internationally?
+ Who makes decisions on a strategic / commercial level? In other words, who do you believe is fundamentally responsible of the country
choice? Who was involved?
* What market did you enter first (with respect to this BU)? (Sweden/Greenland)
+ Can you tell me in more details how this entry started (Sweden\Greenland)?
* What enabled this entry? (Business network. Unsolicited order, etc.)
- Why did you decided to acquire the Swedish company? Who influenced the choice of this acquisition?
+ How would you describe your role in each market entry? Contribution?
* What was the main challenges you personally faced. and the one the company faced in general? through this market entry?
Probe on: Costs, company culture, personal efforts...
+ How would you describe the company position within this market today? Why?
Probe on: Competition /Market share, Business network, Plan to expand
- In general, how does it exactly work when you win a !ender (with respect to the project implementation)?
Probe on: Resource all ion, Team i ! (F country). O
* Do you expect a change in the way the company approach new markets? Why is that?
- Systematic operates in an industry ruled by tenders. do you believe it to be the only way to enter new markets? If not. what other ways do
you think of?
» Now. do you believe and feel confident that you will be able to gather whatever necessary tesomces”
+ What kind of control do you expect Systematic to have on its foreign operations? (Price, i 2
* Do you believe you have less or more chance when it comes to enter new markets than other large firms? What make you say that?
+ Do you have any business network from having studied abroad / living abroad / previous work abroad’ work with foreign company?
+ Has this network in any way helped to find the Swedish/Greenlandic market opp ity? To enter the Swedish/Greenlandic market?
Introduced or enable any of your relationships with respect to respective clients / partners / agencies’ service providers in the foreign
market?
- Do you believe this network would allow you to see upcoming opportunities? Or maybe get in touch with other new parts of the network?
+ Do you believe your local network can contribute to access other markets or gain substantial knowledge?
* Have you d to any local or i i Fair with respect to the library automation industry?

Market and product
status

* Understand the perceptions that the decision
makers have regarding their product. the
Cicero LMS and its demand: The satisfaction
level, the competition, the market positioning.
and the level of market knowledge

Product:

+ How maiy years have you been marketing Cicero LMS in the Danish market? Other market?

+ What is the main direct competition for the Cicero product? Do you believe your solution has something that the competition lack of?

+ Does it have to be updated often?

+ How sensitive do you believe is the demand for Cicero with respect to price, quality and trends? What about your main competition, do
they have the same sensitivity?

- Do you think your product is suitable for the actual needs in the market? Why?

+ Is it essential (not just desirable) for the Cicera use by the key customer ta have any specific technology. attributes or surrounding
industries?

\Probe on: Electricity, public utilities, relecommunications, a specific indusnry ...

+ Will the information supplied by the client be of a complex nature? Will this lead to an intense interaction during the production of the
service?

+ Does the Cicero LMS require that the client take part as a member of the team producing the service and thus will contribute directly ro
the work?

* Does It require a close monitoring from the client?

- What type of interaction does the Cicero LMS require with the client? (Person to person, group interaction, joint working...etc.)

+ Usually what mode of interaction will be invalved? (face to face, computer, telephane. etc )

Market:

+ What about your knowledge of local competitors. how do you think you will proceed to identify who are they when you will decide to dig
more mto a specific market?

+ Do you believe the Cicero LMS product would be easy to imitate by potential competitors in new markets?

+ T understood that the current customers using the Cicero product are not completely satisfied with the product? what is the reason for that,
what's missing?

+ Do you think there are any upcoming trends that might affect the Cicero sales, in the near\Mid future?

- What is your approximate market share on both markets?

+ Do you think that the market demand, In Sweden/Greenland considers your offering superior to that of the competition? Why?

+ Do you believe it will be the case in new markets? Why (not)?

+ Do you feel that it has been a successfil entry? Do you feel that you have fully exploited the market potential in both markets? Why is
that?

+ Would you describe Systematics® general knowledge about foreign market as a very good one? Why? How would you then describe it?
+ Do you see Systematic as an effective company in doing business in foreign markets? Why?

+ Does Systematic believes international market research to be valuable?

+ Do you believe most companies in the library automation industry find international market research valuable?

« In general, what do you regard as the strength / weakness of Systematic? And with respect to its learning and library BU?

Objectives of the
international market
selection

+ Identify the strategic objective(s) set by the
company that motivate its IMS

+ Evaluate the company readiness and flexibility
to comunit resources, and the capabilities that it
might exploit to create opportunities

Company SCA

+ Selecting and entering a new foreign market, implies that there is a pursuit of benefit by you and by your company. Each market will most
likely provide a different benefit. According to you what are those goals?

Probe on: Obtain Sales, Ongoing sales growth, increase the market share, Increase the international corporate image, acquiring new
learning, disposing of a product no longer anractive in other markets, increase product profitability, Channel the excess of capacity,
Minimizing efforts (Quantity and quality of resources).

+ Does Systematic have some capabilities that differentiate it from other or give
Probe on. Innovation, brand recognition, Product guality, Financial strength, Human resources..efc.

in a sustainable way (SCA)?




« Identify the management motivations and * Do you believe that the stuff involved in looking for markets for the Cicero LMS have enough knowledge on the library business and
competencies 1o enter new markets and perfectly understand the librarians?

potential barriers

s do you believe might add more value to the task of looking for new market within your team?
believe all the involved stuff have enough international experience to cope with different market settings?
rsons involved in finding new market have this task as their prim

Management motivation
and commitment

focus or it is not a priority on their overall duties? I mean

giving a person the task to focus on a specific market and dig sy

7 fically into that one? would that make any difference in your
approach to new market

« Did you proce
your product). t
thinking of? either in the resp
Have you ¢

* Before proceeding to an in-depth market screening, where it comes to market research and primary data analysis, a broader screening is
International market

: done in order to shorter the list of candidate market worth the in-depth analysis, do you conduct international market screening (as distinct
screening competencies from in-depth)

+ Do you collect and

les? Yes / No

« Is there any internal constraint with respect to systematic that might be considered as a No-go condition?

- Evaluate the management feel with respect to |* Try and name any foreign markets whic ave seriously explored the possibility of

" o enter during the last two years
Country selection view

potential entries * What would be the next suitable country

icero product? Why do yo at? Name the five top one

Table 10 - Interview guide

The qualitative research involved an individual in-depth interview with each of the key
informants, the interviews has been held via a skype session that lasted between 90 and 120
minutes and has been tape-recorded for later interpretation. Some follow-up questions were
sent by email to two of the key informants, since they had a time constraint and could not
afford to dedicate more time to the interview, (See appendix 8).

3.2.1.3. Scaling form: Complementary quantitative form to the qualitative
research

It only involved a form that was addressed to the same three key informants interviewed:

Domain expertise Name

VP Sales Group Senior Vice President, Business Flemming Bent Thomsen

Development, Public & Private & INS

Product Manager Hans Martin Marsk-Mgller

Senior Manager Business Development Dina Myrup Raabjerg

Table 11 - Key informants

The form aimed to scale the management perceptions in order to be able to integrate them into

the fuzzy expert system: All questions were addressed with respect to each country market
present on the list.

The form was developed using Google Forms, a user-friendly online survey tool that allows

an easy design and an easy collection of the answers and provides the necessary options to
build a valid form.
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The form was designed according to the perceptual questions, that was based partially from

the literature and the insights of the three interviews, (Marchi et al. 2014).

It included 22 questions, each of those questions was displayed as a grid ranging from 1 to 10

for each respective country, 1 being the lowest scale and 10 the highest.

An additional form was developed using Microsoft Excel and addressed to the three
interviewees in order to get their own expertise on the weights that should be assigned to the
parameters of the system, acknowledging the fact that there are no compromises on the
definition of the IMS parameters’ weights within the literature, the assignment is clearly case
specific and needed the knowledge of the filed experts. This allowed to increase the accuracy
and relevance of the system built, as previously mentioned on the weighting section (See

3.1.2.3 System’ weight).

3.2.1. Secondary data
The objective parameters of the model were based on secondary data gathered from different
statistical sources.
Secondary data is mainly data that have been collected by other researchers and organizations
and might have been done for other research topics than the one investigated.
This thesis based its sources on the most reliable one, that belong to highly recognized
organizations and statistical sources such as: OECD, ONU, UNESCO, CIA Factbook, IFM,

European commission, World bank, etc. (See Appendices 9 and 10 for sources and dataset).

As for the data collected, not all information regarding the countries listed were available, and
in order to be possible to integrate all data in the model without biases of the result, the
missing data was assigned a medium variation under the respective membership, to have less
or no impact on the system output.

In addition, the following parameters were qualified before being added to the dataset (See
appendices 11, 12,13 and 14):

- Level of competition: The assessment of the countries where each competitor is
present in, consequently identifying for each country the number of competitors
operating in it. However, the variables level of competition was solely based on the
global overview and not the local one, with help of the brand manager of systematic
and Breed marshal’s guidelines, which does not give a quite accurate assessment of
the situation but is unfortunately the only way to assess the competition, considering

the resource in hand.



- Cultural differences: The Use of the following formula of to calculate the distance
based on the six cultural dimensions of Hofstede, (Morosini, Shane, and Singh 1998)

- Number of public libraries: Due to difference on the methods used to assess number
of libraries, three reliable sources were used and only the most recent data was used
for each country.

- The subjective variables (Perceptual): Each of the six parameters used, have been

computed as an average score of the items it contains.

3.2.2. Validity and reliability of the data

3.2.2.1. The Interviews and the constructs operationalization
The individual in-depth interviews represented a crucial part on the building of the system and
the thesis as a whole, the insights extracted were used as a base to generate the questions that
operationalized the constructs needed. Since those constructs such as product alignment or
psychic distance could not be measured or observed directly (See Table 6 above). A form that
addressed those constructs enabled to have an approximation of which value will correspond
to the actual perceptions if those were expressed on a metric scale (continuous rating) from 1

to 10. This Data was essential since it represented the subjective variables of the model.

As for the qualitative research interviews, it has a number of issues that can be related to the
objectivity, confirmability, reliability, validity, credibility, and the list goes on. The idea is
whether the final findings are actually good or not, the fact that the method and tactics used
were good enough is not a guarantee of having good findings, (Miles and Huberman 1994).

In this research, the main concerns are reliability and validity of the findings draw from the
interviews:

- Reliability: Data was collected from three different executives in the company, which
occupy different positions. The same topics and constructs were covered with all three
interviewees.

- Validity: The descriptions were meaningful with respect to the context of the study,
the answers seemed convincing and plausible among the three interviewees, and no
contradictions were noticed although some uncertain points, (Miles and Huberman
1994).

As for the measurements used, it also has a reliability and a validity issue, usually different

approach can be followed in order to verify the reliability of the measurement used, such as
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using two different scaling method for the topic under investigation and see whether they

agree or not, (Schmidt and Hollensen 2006). In this research, this could not be done as the

respondent have limited time and could not proceed to fill the form twice, in addition, the

form was relatively long and demanding. Concerning the validity, to judge if the measures are

actually measuring the right construct, and minimize the risk of measuring the wrong

construct, for each construct it incorporated questions related to different sub-constructs.

3.2.2.2. Secondary data tradeoff choice

The collection of secondary data faces a tradeoff between its advantages and disadvantages

(See Table 12 below), shedding the lights on the validity and reliability of the secondary data.

Advantages

Disadvantages

Quick way of obtaining data

Collected for some other purposes

Low cost

No control over data collection

Less effort expended

May not be accurate

Less time taken

May not be reported in the required form

Sometimes more accurate than primary data

May be outdated

Some information can be obtained only
from secondary data

May not meet data requirements

A number of assumptions have to be made

Table 12 - Advantages and disadvantages of secondary data, (Schmidt and Hollensen 2006 :

16)

“To determine the reliability the researcher must answer the following questions:

- What was the purpose of the study?
- Who collected the information?
- What information was collected?

- How was the information collected?

- How consistent is the information with other sources? *“, (Schmidt and Hollensen

2006: 17-19).
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Most of the secondary data used for this research was collected from reliable organizations
that which employed consistent teams of professional experts within their respective fields

(See sources on appendices 10).

The data needed was mostly of macro-economic and geographic nature that matched the
purpose of the study. Each organization displayed the method of collection and the number of
limitations, in addition, most data was verified through multiple sources and displayed more
or less similar values, with slight differences, that are usually due to the methodology used,

but it did not show any big gap or high proportion of outliers.
However, some limitations were faced that we will address later, on the chapter 5.

3.2.2.1. Data Normalization
Through the collection of the secondary data, an important challenge was faced, which is the
difference of data values and ranges from variable to variable. This was important with
respect to the ability to integrate these differences into the system configuration, and thus,
difficult to process without a high risk of errors. Another difficulty was to define the
memberships of an aggregated variable, that is composed of different indicators that are
express in whole different measures. Therefore, the solution was to Normalize the data in
order to have a common range, that frame the value between 0 and 1, following the common
normalization formula:
Normalized Value = (Original Value - Minimum value in the distribution) / (Maximum
value in the distribution - Minimum value in the distribution)

3.2.2.2. Data triangulation and data approximation

Data triangulation was used as a mean to extract information from different sources, that has
either a date issue or absence of data, for instance for the variable number of libraries, three

sources of data were crossed in order to extract the most significant values.

When faced with absence of values for some countries, and their absence on all sources used,
a value was assigned based on the Mean of the related distribution (This was done to avoid
the influence of the missing data on the system, a mean value is addressed as a neutral one
and has weak impact on the outcome), with consideration of similarities to other countries to

keep a realistic value estimation.



Chapter 4: Data analysis and discussion

4.1. Data analysis and main findings

After running the Fuzzy expert system on the 31 preselected countries, the following score
ranking was achieved, displaying total and partial scores, which rank each country based on
all the defined parameters of the system that were exhaustively detailed on chapter 3, giving
us an overview of which countries to focus on, which countries to consider and whish

countries to avoid for the time being or at least to put in the bottom of the priorities, the scores

have a value within a range of [0 - 1]:

Ranking Country [ Management Perception Score l|  Public Library Potential Score [l  Market Attractiveness Score ll  Country attractiveness Score [l Country Selection Score [H
1 Australia 0.8523 0.8443 0.6468 0.6367 0.7611
2 UK 0,7123 0.8693 0.4636 0.1322 0.5930
3 Latvia 0.5000 0.5240 0.7672 0.7606 04729
4 Czech Republic 0.1445 0.5244 0.4638 0.4728 04729
5 Malaysia 0.5000 0.5197 03774 04712 0.4728
6 Romania 05000 05194 0.4646 0.4694 04728
7 Netherlands 0.5000 0.8450 0.5035 0.1340 04727
8 Germany 0.5000 0.8428 0.5151 0.4724 04727
9 Canada 0.1679 0.8536 0.4651 04725 04726
10 France 0.1731 0.8513 0.5068 04725 04725
11 Iceland 0.5000 0.5000 0.6353 0.4407 0.4724
12 Finland 0.5000 0.8263 0.1332 0.1524 04723
13 Ireland 0.5000 0.1829 0.6568 0.6718 0.4706
14 Switzerland 0.5000 0.6678 0.4648 0.2743 0.2153
15 Luxembourg 0,7123 0.1763 0.4650 0.2720 0.1670
16 Sweden 0.5000 0.6046 0.1357 0.1321 0.1432
17 Morocco 0.5000 0.5248 0.4648 0.2092 0.1426
18 Croatia 0.1731 0.1802 0.4648 04723 0.1350
19 Poland 0.5000 0.5225 0.2144 0.1643 0.1340
20 Qatar 0.5000 0.1762 0.2144 0.1642 0.1340
21 Tunisia 0.5000 0.1765 0.1510 0.1599 0.1332
22 Austria 0.5000 0.5246 0.1258 0.1573 0.1328
23 USA 0,1583 0.5000 0.4651 0,1322 01324
24 Algeria 0.5000 0.5000 0.4646 0.1526 0.1320
25 Belgium 0.5000 0.5314 0.1352 0.1322 0.1315
26 Egypt 0.5000 0.5222 02144 0,1473 0.1311
27 United Arab Emirates 0.5000 0.1768 0.2144 0.1473 0.1311
28 Norway | 0.5000 0.5252 0.5581 0.1455 0.1308
29 Singapore 0.5000 0.1465 0.5035 04725 0.1304
30 Monaco 0.5000 0.1761 0.5275 0.1388 0.1297
31 New Zealand 0.8837 0.1825 0.4647 0.1348 0.1293

Table 13 - IMS Countries’ ranking scores

Following this ranking we can differentiate between four level of interest that discriminate
between countries of high potential and countries of low potential, according to their
respective scores, this was an arbitrary judgement based on the distribution of the resulted
scores, this separation can be refined according to the results achieved later when applied to a

new set of countries or a new refinement of the settings.

In addition, the partial scores (management perception, public library potential, market
attractiveness, and country attractiveness scores), could be used to isolate a candidate country

and decide accordingly if it is worth investigating although it might have a low total score.
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All result considered, and with respect to this specific case company, the countries worth
investigating as a priority were: Australia and UK. Those two countries should be a target of
more in depth analysis and primary market research.

Followed by countries with a quite good potential: Latvia, Czech Republic, Malaysia,
Romania, Netherlands, Germany, Canada, France, Iceland, Finland and Ireland.

Then comes countries with lesser priority: Switzerland and Luxembourg.

The rest of the country list is to be avoided for the time being, as countries with a very low
attractiveness: Sweden, Morocco, Croatia, Poland, Qatar, Tunisia, Austria, USA, Algeria,

Belgium, Egypt, United Arab Emirates, Norway, Singapore, Monaco, New Zealand.

Through these findings we can notice that the 13 first countries with high scores, are not only
those that are supposed to be rich countries or neighboring ones. Running through the Data

(See appendix 9), All those countries represent in addition to good macroeconomic indicators

and political stability, a good combination of specific indicators related to public library
market, namely, the Number of libraries, the number of users and the spending on public
libraries. This finding partially gets in line with the management assumptions expressed
during the interviews, regarding the countries that they perceived as to be of first choices:

Netherlands, United Kingdom and Finland.

These three countries were expressed to be of high interest to the company as future target
markets, although the other top score markets have shown high potentials. These relatively
reassure the expressed choice of the company and give them a well-founded base, therefore
implying less risk into processing those countries further (H1 and H2). On top of that, the
company should also consider other candidates from the top score list and accordingly make a

tradeoff to whom the priority will be given.

However, two other countries mentioned by the management as a good potential target
markets, achieved a really low scores, respectively, New Zealand and Norway. This could be

explained by the following assumption based on some of the indicators:

M Entry barriers computer services §dl Number of publifid level of competition|ig

Norway 0.2700 740 8
Newzealand 0,1800 314 2

Table 14 - Norway and New Zealand indicators
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Accordingly, Norway shows a high entry barrier in term of IT services, and a low Number of
public libraries compared to the other countries, in addition, to a strong presence of the
competitors. Same goes for New Zealand with respect to the entry barriers and the number of

public libraries in the country.

Moreover, some countries could be perceived of high potential at first sight, as they are rich
countries or represent a high proximity and cultural similarity with Denmark (The company
case’ country of origin), Such us for instance Sweden. Nevertheless, through the interviews,
the company stated that it has business in Sweden, although not as the whole presented
software solution but more as an upgrade service. Furthermore, the company stated that
according to their estimations, the market was not worth a full entry or an expansion, in
addition, the other types of libraries besides the public ones would be very costly and not

worth the total investment and risks.

As for the other countries in the same section (4™ level of interest) that have been flagged to
be avoided, although they seem convenient, they all achieved low scores in many important

indicators, and this should be taken into consideration while making the final decision.

All that said, these insights should be interpreted carefully as their relevance can be very
much influenced by the quality of the data and the different rule base interactions. However,
this interpretation could make a good argument, if we consider the fact, that the company case
had an unsuccessful tender regarding the Norwegian public library market, and a costly to
exploit Swedish market in one hand, in the other hand is having ongoing tenders with respect

to Netherland and a prospective approach with respect to the UK.

Therefore, we can assume that the Fuzzy expert system, showed a good ability to reflect the
management assumptions, based on a more founded logic, approaching the issue differently

but keeping aligned with the strategic thinking.

4.2. Discussion and managerial implications

The FES will be a good tool for International market selection, and an additional support to
define the most suitable market to enter for Systematic. Giving a base of the pre-requisites

and the key-criteria’s that define a right target (See chapter 3) in a handy way, which means
that these criteria are a solid base that can be shaped and given specific weight according to

the experiential knowledge and to the strategic importance to the firm. In addition, the
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flexibility of the system gives room for a better fine tuning, with the ability to add more
criteria or to redefine the initial ones. Ultimately, it allows to build a continuous analysis, by
feeding new data and new parameters to the system.

The FES displayed a network of interactions between a number of parameters, linked to each
other’s. It implies that the strength of the model lies in the definition of those links. The
system is a tool, that if used properly may be of good help in term of decision making and risk

aversion.

This is important as it maintain a consistent logic for the managers and allow to follow a more
formal analysis than one based on solely intuition, risking missing relevant influential
parameters. In addition, it allows to avoid any cognitive distortions that are usually present
among the decision-making process. While allowing to take into account the firms objectives,

constraints and priorities

One of the perks of this system, is also the possibility to target specific scores and dig for
more answers according to specific partial results, it is also easy to read which of the
parameters had important influence accordingly. Moreover, the use of the knowledge
cumulated from prior analysis will be an important way to reshape the Model tree and the

initial settings into a more accurate and relevant tool.

The final results will be of help in shaping the next steps, in terms of deep market research
and strategy development, avoiding the money spill and focusing the effort into the worthy
targets. Thus, helping to build the appropriate market entry strategy and giving the

management more valuable decisions and lower risks of missing the right opportunities.

The management will have in hand a tool that allow to involve quantitative and qualitative
aspect into their decision-making process, meaning that they can capitalize on both the
secondary data and their experiential knowledge, using a systematic approach to narrow down
their set of choices. As well as it may provide a high degree of flexibility that encompasses
the firm strategic orientation and constraints, allowing the managers to reshape the system in
ways that servs better their new objectives.

The management as well could target exactly which secondary data to invest time and money
on gathering, that would be of relevance, moreover, the management can be more cost
effective in preparing the in-depth market research that follows using the countries selected

and the insights achieved.
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4.3. Research limitations
The thesis work has been done with all the possible resources in hand, however, it faced some
challenges that influenced the overall quality of the results, although it does not weaken the
core of the thesis which is the IMS process studied.
In other words, if those limitations could be fixed, the tool will bring to light better results and

for sure more relevancy and consistency to the company. Those limitations are listed below:

External validity: The final ranking was supposed to be submitted to the firm’s management,
however for some internal reasons, the project wasn’t meant to be completed. This would
have been a good insight source to orient the robustness and the alignment of the FES with the
ongoing decisions and the firm’s strategic endeavor. If the final choice and entry strategy

follows the model results, better conclusion on the model robustness could be achieved.

The Model: Shows a good robustness with respect to the changes occurring when the
parameters’ related Data changes. However, it reveals a high sensitivity when it comes to
changes in the settings of the system composition, rules and relationships, which is a good
sign but in the same time a risky game, because a slight unbalance on the settings or an
underestimation of some parameters might shift the accuracy and relevance of the outcome.
In the other hand, the model should be applied to different company cases and a larger
number to determine its flexibility and adaptability to different contexts, and its relevance for

the IMS and its decision process.

Managerial Trade-offs: The results might point top scorer countries, But the difficulty to
evaluate the trade-offs remain in the hand of the managers, to identify the favorite option(s).
Data Issues: Most probably one of the biggest challenges for the IMS, which is also very
important for the FES, as in these thesis work, many data issues were faced, thus making the
final results weaker and completely depending on the quality of the inputs. Although this
work emphasizes more the tool developed itself than the content. some of those challenges
faced were:

- The availability of the data, many countries lack of data for some indicators, or the

data is not updated as it should be.

- Due to absence of the secondary data for some variables, a tradeoff was made to
eliminate them, although their contribution might have been of upmost importance.

For instance, a variable such as National investment priorities, is a parameter very
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difficult to assess even though some country reports mention which sectors are of
priority, the importance of the sector remain not detailed and clear with respect to
which extent it invests or expect to invest on the public library sector. In addition, not
all countries display this information and there is a lot literature and reports to read
thoroughly, which is highly time consuming with low odds to assess accurately the
priority level. A work that might be done with a larger resource from the company
toward this research.

- When facing a hole in a data distribution: for instance all countries related data was
extracted for a specific variable, but only a couple of countries remained missing. The
missing information were estimated, because an empty cell would impact the
processing into the FES. The estimation was mainly arbitrary based either on an
average score of the distribution (to not affect the system) or adjusted to a close value
that a similar market has, when two countries have a high degree of similarity in all
other variables.

- Some variables have different ways of assessment, for each country, which means that
there might be a gap between values due to the methodology of assessment, for
instance variables such number of public libraries, according to Systematic manager’s
experience in the field, the number of libraries depend on the calculation method, most
libraries have a structure, where there is a “head” library ( as it is called by the Cicero
LMS terminology), this structure is called agency. Under the control of the head
library, there is usually a number of branches, the number of libraries will depend on if
you count or not the branches as libraries. Furthermore, libraries might have small
collections in prisons, in schools, at the dentist, at the kinder garden... if they are also

counted as libraries then the assessment will obviously vary.

Definition of the weights: Only three managers assigned weights to the defined variables, a
larger involvement would refine clearly the quality of the weighting. As to compound the
weights, a simple average score was used, taking the responses of the three interviewees.
Furthermore, if the system contains a larger set of variables the weighting would be more
difficult for the managers or the experts, and this is an important limitation, to consider on the

first stages of the variables definition.
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The follow up form: the form used to scale the perceptual insights, is a heavy form that tries
to capture on a scale of 1 to 10 the perceptions expressed, to be used as proxies later.
However, the length of the form is a considerable influence on the quality and the judgement
of the person filling the form. Since each question is directed with respect to each country in
the list, longer the list longer the form, therefore less accurate are the answers. Furthermore,
scaling a qualitative variable is a sensitive operation, the values extracted are for sure not as
accurate as the quantitative ones. Especially that compounding the results, was a simple
averaging of the items for the three gathered answers. With some challenges, that are either
the absence of some answers or a steady repetition of values in some situation, that might
reflect the person loss of interest on the form, due most likely to its length. For that reason, the
averaged result didn’t consider the non-answers as a zero value, which influenced again the
quality of the overall result and would be better tuned if we achieved a higher response rate.
As for the Google form, it has a limitation of the format of displaying the questions, making it
heavy, since each question was with respect to 31 country, which could be better done with
more sophisticated survey tools.

The FES settings: The system itself is very sensitive to how the settings are made, this is an
important part, that should be taken seriously by the management in order to give a realistic
base of processing the inputs, more the settings are close to the reality more the system is able

to give relevant outcomes. Which gave many challenges with respect to the definition of:

- The ranges: Defining what is low and what is high, depend on the values of the
distribution in each parameter, which means that with a larger set of countries there
will be a different distribution, therefore, point of variation of the ranges might shift.
And thus, should be adapted every time accordingly. The same goes, when the data is
updated, since the distribution change.

- The rule bases: identifying the right interaction between variables is demanding and
sensitive and should be a work that involve different managers, experts and

consultants.

Interviewees number: The number of managers interviewed was limited to three persons, for
collaboration constraints related to the company. Which should be mentioned, as the quality
of the feedbacks (qualitative interviews, Perceptual scaling and weight assignment) would

increase substantially with more managers and experts involved.
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Chapter 5: Conclusion and Implications
5.1. Conclusion

The International market selection is obviously a very delicate and complex aspect of
international business. Its critical role in defining the entry strategy, make the approach used
for the selection, a very important step if not a crucial one.

Widely studied by the literature, the approaches and methods were always lacking some
practical translation into the real business contexts. This thesis work is another attempt to
approach a more formal solution that goes a little bit beyond the normative and conceptual
studies and try to capture a practical process in a specific business context.

Underneath this work, is the basic idea of testing a reshaped model of international market
selection, a model that have been investigated by researchers such us Marchi et al. 2014.
The findings answer properly the research question submitted for this work and confirm
consequently the hypothesis formulated. Thus, provide an appropriate and more formal way
to assess the markets attractiveness and a tool to prevent costly decisions. In addition, to
giving room for more research in the field, and putting lights on both the quality of the data to
be gathered and the processes used to analyze it.

This work also includes the limitations encountered in the achievement of the final findings
and the managerial implications that might be of importance for practical applications.
Moreover, suggestions for further future research were also developed in order to keep this
topic under investigation and open other aspect that could be of added value to the literature
and the managerial business applications.

To Sum up, | agree with what some of the authors mentioned in their article: “The process is

the core of the model. The content follows” (Marchi et al. 2014).
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5.2. Implication for future research

Other type of analysis could be applied, and cross checked with the actual results and model.
Two analysis might be of interest, clustering analysis, in order to develop cluster of countries
with similar patterns which could be a good proxy to confirm the model results. Or multiple
discriminate analysis that might give insights in how the final result of the model actually
trace us back to the elements influencing the construction of the patterns that leaded to such a
grouping.

The same process of IMS could be also applied to different other industries, firms’ sizes and
different strategic orientations. In order to increase the validity of the process and create
adjustable models for practical use.

The building of the model also implies a tight collaboration between the designer of the model
and the management, which is a challenge in knowledge sharing, which means that
investigating the process of collaboration and the resources involved might be of use in
developing effective future models.
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Appendices
All the appendices can be found online in the link below:
https://1drv.ms/f/s!ArgZcFY MxqsqyxiSRPJmAPfSn3li

Appendix 1: Cicero LMS Product (Company Brochure)
External Link: https://1drv.ms/b/s!ArgZcFY MxagsgyyDMALBRKx4Z0feC
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SSYSTEMATIC

SYSTEMATIC

2 CICERO LIBRARY MANAGEMENT SYSTEM

Approximately 1500 Danish public
libraries and educational learning
centres to becon

of the Joint Library .

ar«

are Set 10 become users

THE DANISH JOINT
LIBRARY SYSTEM

The Joint Library System in Denmark is one of the largest of such library
systems in the world and the result of close cooperation between the Danish
municipalities. The system covers almost all the Danish municipalities

and was developed on the basis of tender requirements defined and
developed by a warking group consisting of KOMBIT (the joint IT company
for Danish municipalities) and representatives from the municipal public
libraries, educational leaming centres, and educational centres in Denmark.
Approximately 1,500 Danish public libraries and educational leaming centres
are set to become users of the Joint Library System, which will cover more
than 50 million annual loans.

~
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The Joint Librar tem is

one of the largest projects worldwide
within the [it tor

e liprary S

TECHNOLOGICAL MODERNISATION
CREATES VALUE

This is the first time ever that a single library system is able to cover most of
Denmark. This in tum apens up a range of opportunities for the library sector
— including big savings:

« Joint operations and administration

« Effective support for workflows

« Intuitive, user-friendly solution for patrns as well as staff
* Lower library operating costs for municipalities

JhA

vas built on the basis

of requirements stipulated by the
D

CICERO LIBRARY
MANAGEMENT SYSTEM

The Cicero Library Management System is the core of the Joint Library System
and is a new tool designed to support workfiows in libraries. The system can be
integrated with al types of existing solutions for lbrary users.

This scalable system can deal with all the administrative processes associated
with library materials throughout their service life. It was designed on the

basis of a desire for a unified, transparent, national structure in libraries in
Denmark. The system was built on the basis of requirements stipulated by the
Danish municipalities participating in the project, but is equally suitable for the
administration of all types of libraries and collections of library/teaching materials.




BENEFITS

The Cicero Library Management System was developed with a focus on lower
operating costs (savings of up to 30%) and easier administration. The system
is based on open standards for use by libraries of all types

The Cicero Library Management System provides effective support for

« Search throughout library records
« Search for library materials

« Maintenance of library materials

« Inter-library loans

» Purchasing - integration to suppliers
« Booking

« Handling library materials

* Administration of loans and fines

* Integration with accounting systems
* Cataloging

* Generation of statistics

* System administrator tools

The system also provides fundamental improvements
and streamlining of staff work procedures

CICERO LIBRARY MANAGEMENT SYSTEM

CICERO LIBRARY MANAGEMENT SYSTEM,

= A platform based on open and recognised standards

* Opportunities for common processes and collaboration between libraries

= Lower operating casts for the municipalities responsible for the libraries

» Support for cooperation between school libraries and educational leaming centres
« Anintuitive, user-friendly solution with a modem, contemporary appearance

» Effective support for staff work procedures

‘The Cicero Library Management System is specifically
designed for use by administrative staff in libraries
and provides access to all types of data associated
with library operations — including sensitive
personal data.




THE “F" KEYS

F1 1S WHERE USERS LOG IN AND SEE THEIR TASKS
You can use F1 to

» Log in o the system via a personal login

» See tasks depending on the role you have logged in with

» Access the system-generated tasks and messages sent
from Cicero to the individual user

F4 IS WHERE USERS BOOK MATERIALS FOR THE
FORTHCOMING YEAR'S TUITION
You can use F4 to
('8« Search for and book materials held in schaol
library collections
* Add the teacher who wishes to use the
booked material as a patron
* Add the linked students as being secondary patrons
* Create and fill in bookings
« Print pick lists for library staff when materials
have to be packed and readied for transport

LENDING PROFILES ARE REGISTERED
You can use FJ to
Sl « Set up lending rules and create groups of library material
» Set up and edit patron groups
+ Register the library's layout and structurs
— departments, display set-ups, efc.
« Set up user profles

* Carry out server setup — configuration
of each library’s particular solution
* Set up remate access

F7 1S WHERE LIBRARIES, USERS, PATRON GROUPS AND

« Register client setups (printers, scanning equipment, efc)

F2 IS WHERE LIBRARY MATERIALS CIRCULATE

You can use F2 to:

» Deal with all tasks related to the care and supervision of
library materials as well as loans, deliveries, reservations,
inter-library loans and management

« Search the library’s inventory

* Get information about the status of inter-library loans

» Find patrons via groups or direct lookup to reveal
{for example) what the patron might owe or which
library materials the particular persan has borrowed
or reserved

F5 IS WHERE USERS CREATE OVERVIEW LISTS AND

STATISTICS

You can use FS to:

» Print pick lists when reserved materials are to be sourced
from library shelves

» Search for bills and invoices, all of which are dealt
with either manually by printing and sending a physical
letter or electronically by sending them via email

« Activate the emergency system if the Cicera LMS
disconnects from the data repository, the hosting
partner, or other extemal partners.

* Create a list of the loans and deliveries made
while the emergency system has been in use

» Generate a range of different statistics, including
appropriate library royalties, lending statistics. etc.

F31S WHERE LIBRARY MATERIALS ARE PURCHASED
AND PROVIDES AN OVERVIEW OF ACCOUNTS
You can use F3 to:
= Acquite, purchass and register new library materials
 Find the bit
and order additional copies
* Access the week's material selection lists and place orders
for materials, which can subsequently be ordered directly
from the supplier through the electronic EDItX system
 Create bibliographic records for materials that cannot be
found in the data repositary
* Create an overview of spendings
with regard to library accounts

f already

F6 1S WHERE MATERIALS, PERIODICALS AND

THEMES ARE CONFIGURED

You can use F6 to:

 Register suppliers and supplier agreements

 Set up account plans and allocate budgets

* Set up searches to generate automatic materials lists

* Set up the itineraries for libraries” drivers to follow
when delivering books that have been reserved

Appendix 2: Interview Guide — 13 slides
External Link: https://1drv.ms/p/stArgZcFY MxqsqyyEqgljf

UsE-v6Ji

Introduction

INTERVIEW GUIDE

I'hank you for accepting to have this interview with me, and for your precious time Mr/Madam

My name is soufiane, I'm currently collaborating with Systematic to address one of its strategic issues

Your organization's management today

is keen to further expand its main Learning

and library product (Cicero LMS) to other viable

markets, this interview will help us to get more knowledge on the current situation inside the company, and your actual perceptions and

expectations with respect to that, and of course will allow me to address more accurately the issue
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INTERVIEW GUIDE

Internationalization history (2/3):

What about Green woul you et

Can you tell etails bow this
) Who wa

Hon

ey

d the one the company faced thvough this market entry? (Technica
How woul
o P

approach pew markets

. do you believe it to be 5?7 If not What other way

dustry ruled by tender
ial resource commitmen

entry will requi

Key informants: Position and background / International Exposure

briefly present yourself actual position in the compar

oad? If v

professional be

Internationalization history (1 7 went through in selecting its international
markets.

sitvess Lt in tods
other word: TeSpon: f the country ck

his BU)? (Sweden/Greenlai

marker entry?

Inter

What kiand of ceatrol do you expect A mumication, recruitment.
Do you believe you have less or more chanc i arkets th or larg ? Wha

Do you have any business network from bavine studied abroad / living ork with foreign company

Has this network in way helped to fi Swedisl/Greer i Swedish/Greenlandic market ? lntroduced or enable
iips with respect to respective clients / partoer

of your relatios
sous i this petwork

ou describe your relatio

robe: Purel

rer new parts of the network ?
bstantial knowledg,
o industy
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Market and Product status

Produc
How many years have you been marketing Cicero LMS in the Danish market? Other marks

‘What is the main direct competition for the Cicero product? Do you our solution has something that the competition lack of?

Doss it have to be updated often?

How sensitive do you believe is the demand for Cicero with respect to price, quality and trends? What about your main competition, do they have the

same clasticity 7

Do you think your product is suitable for the actual needs in both market demand? W

Assuming fandamental causes and constraints on foreign customer peeds will be similar to those known from your experience, please indicate what

believe are the customers needs that affect the level of sales of Cicero?

sential (not just desirable) for the Cicero use by the key customer to have any particular technology, attributes or swrrounding industries ?

o Probe on: Electricity, public utilities, telecommmications, a specific indust

plied by the client be of a complex nature? Will this lead to an intense interaction during the production of the service?

e Cicero LMS require that the client take part as a member of the team producing the service and thus will contribute directly to the work?

Does It require a close monitoring from the clien

What type of interaction does the Cicero LMS require with the client? (Person to person, group interaction, joint working,,.efc.)

Usually what de of interaction will be involved? ( face to face, computer, telephone...etc.)

Market:

* What 15 your approximate market share on both markets? What is the share of tumover achieved on both markets (current and previous)

Compared with previous expectations, are you satisfied with the results when it comes to

y Profitability in marke.
How do y make estimation of the market current and future demar
Do you think ths market demand, In Sweden/Greenland considers y
kets? Why (not) ?
entry? Do you feel that you have fi
Would you des ral knowledge about foreign market a:
Do you see Systematic’s as effective in ng business in fore: 7 W

Does Systematic believes international market r

> Why 7

markets? Wh

describe it 7

Do you believe most companies in the library automation industry find international market research valuable?

In general do you regard as the strength / weakness of Systematic?
Objectives of this International market selection:

+ Selecting foreign market, implies that there is a pursuit of some kind of benefit by you and by

provide a different benefit. According to you what are those goals ?
Probe on: Obtain Sales, O sales growth, Increase market share, Increase the international corporat

and library

our company. Each market will most likel

image, Acquiris

product no lenger attractive in other markets, Inc: c Clanmel pacity, Minia

resources

o Can you rank om most important 1o less imports

Risk preferences:

There is often a downside risk in entering & new market, it might no be successful and the effort invested mig
supports.... ). N apital you will probably invest ov
which en h 1 effort invested h the size of

be lost ( Funds, reputation. stakebolder
0 years in the pew market, regardless of
ght represent a small or large

proportion of the total b fi 4 b : would it be for Sy it fails at market entry and lose most of that two y

investment?
o Moderate

Would you describe your to take risks when it comes to
Yes /no

eneral do you find ris

* What would you define as a risk factor
Management Motivation and commitment :
=k Keen are you to enter a new market?
* What do you think of the following statement
Statements
tematic does not presently have the ability to penetrate an additional international market (1)

There are msurmountable external obstacles for Systematic to sell internationally (2)

Probe questio
Why do you think 50 ?

Can you mention some of those
obstacles 7

Allocating scarce organizational resources (p ) to locating netrating an additional foreign market would Why do you believe so 7

be cost-effective for Systematic (3)

I think th ystematic will benefit if we add an ad pal international mark
hink theat 1 will benefit if we add an additional international market (5)
ystematic is presently enthusiastic about loc ng an additional iternational markets (6)
1 dislike doing infernational business

I find it difficult to do busisess with foreign people (8)

act to, rather than initiate, new foreign opportunit:

Tn which way?
In which way ?
Why is that 2

For what reason?

Why?

What make you think tha
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Management Motivation and commitment :

Please indicate wiu f the o statements reflects what Systematic DOES about international market sales (if

one, please exp

Why do you think so

Why do you thisk so

Why do you think $o ?

Why do you think so

Systematics’ capabilities (Sustainable Competitive Advantange):

* Like any company, Systematic have some capabilities that differentiate it from other competitors or give some ki
specific arcas and try to bave your opimion on what do you believe to be Systematic advantage in cach area
Why do you believe so 7

* Do you think that Systematic have or might have any comp 3 c country level 7

Innovation (1)

exible operaticns
Equipme:
. :
al integratios

Patents force attitude and wotivation

v entering an additional market

Enhance customer value
Reduce operations cos

quired investment

r onientation
* Sales force

* Customer service / produ

Competencies:
Have you conducted any international market research with respect to the Cicero product?

years, what was the average number of formal weeks dedicated to Cicero intemational ma
od researcher?

ct research
Did that research produced generally positive results for any of the market entered?
* Yes/No
If yes, Under this market research bave you
o Conducted a desk research
isited directly the target mark
o Contac r business umits
o Contacted special agencics
o Visited exhibitions

Do you produce a written annial international marketing plan (or a written, anmual, business plan with significant intern
es/No

WIeT S OF |

you about

Ability to conduct transfer pricing

tional marketing component)

When entering a new foreign market do you expect to adap les literature, operating instricti interface and so forth (to specify) to suit the

<ally understood 1z
o All of
o Most of these usi
o Rarely
o Never

International market screening competencies:

Before proceedis depth muarket screening. where it comes fo market research and primary data analysis. a broader screeuiag is dove in order to shorter th

list of candidate market worth the in-depth analysis, the following questions are with respect to this preliminary screenin

Do you conduct international market screening distinet from in-depth) resear
Te
If yes, duritg the last 3 y
Do you collect and use ouly secondary
5 Are pearly all markets included (=180 countries) No
¢ variables (e.g. population. GNP, etc.) are used?
Do the variables include:
Product-specific variables? Yes / No
s /No
hted? Yes /No
ory. research or experience
* When you screen markets. do you assume beforeband that you will use only one specific entry mode ? (Full ownership.

. all screeniag, over the Last three years have been initiated for proactive or reactive reasons ? W

at venture

ete.)




Country Listing: Have more insights from the management feel with respect to the actual country list

Try and pame any foreign markets which you have seriously explored the por y of beg o eater duris,

What would be t xt suitable country to expand for Cicero product? } do you believe that?

* Our broad screening Idea, willtake into consideration a specific list of potential country that we think are worth investigating. could you give us your own

ranking dority

a. Tunisia,

her BU b
¢ of any those network’s actors in

. Doy

In our ¢ the right markets, we a three stage approach recning stage, (2) identifica Selec age. The first

stage, i u a defined mini qit / threshold to remove in an age, markets that do not meet fundament teria with respect

to the firm’s resourc 3} { v which Requirement do you perceiv mportant in order to
conntry as a target market ? Ca

) Pro

hink about them?

India)

aware of any international treaty that might affect the entry to any potential new market 7

Appendix 3: Subjective variables scaling Form
External link to the form: https://1drv.ms/b/s!ArgZcFY MxasqyxsMIYmMW25bmRiZ

Cicero LMS: International market selection -
Perceptions form

This form's objectve is to scale your perceptions, in order to be able to integrate them into the fuzzy [ogic
system (which is the system supposad to dafine which country is the most altractive) as data, Combinad
with ather secandary data, it would consfituts the base to define the attractivensss of the counlries,

All questions are addressed with respect to each country market, Each section concems a specific
perception, that you might have with respect to a specific country.

I would like 1o point some important facts;

- The more scores you assign the highast the accuracy of the system.

- All answers are scaled from 1 fo 10, make sure to use the horzontal bar if the whole scale is not
displayad

- In case you don't have any idea of which answer to give with respect to a specific country, you can
check the case "NA",

- This form contain 22 questions, that needs at least 30 min of your fime to be answered, this is mostly
due fo the large list of counfries (31 country).

- The email address is needed in order to share with you the answers you submitted,

Again, | would like to thank you for the time you will give to fill this form and the effort that you put to
contribute to this work,

NB: This form is easier to fill on computers than phones,
* Raquired
1. Email address *

Quick information

2, Your Nama:

3. Your position within Systematic:

Product alignment
Your Percaplion of the CI[CERO LMS


https://1drv.ms/b/s!ArgZcFYMxqsqyxsMIYmMW25bmRiZ
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4, On a scale frem 1 to 10, how suitable do you think the Cicero LMS is for the need of the
market demand in each of those potential market? *
1 = Unsuitable , 10 = Vary suitable
Mark only one oval per row.

Netherdands
France
Belgium
Luxembourg
Manaco
Switzerland
UK

Maroceo
Algeria
Tunisia
Egypt
Australia
Finland
Germany
Romania
Singapore
Mew Zealand

United Arab Emirates

USA
MNorway
Iceland
Ireland
Canada
Austria
Qatar
Malaysia
Sweden
Czech Republic
Poland
Croatia
Latvia

5. On a scale from 1 to 10, how sensitive do you believe is the demand (Customers) for Cleero

NA 1

2 3 4 5 & 7 & 8
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10

LMS with respect te the price? For each potential market *
1 =Insensilive , 10 = Very sensitive
Mark only one oval per row.

Norway
France
Australa
Mgeria
Romania
Catar

United Arab Emirates

Croatia
Egypt
Tunisia
Czech Republic
Ireland
Germany
Malaysia
Maorocco
Sweden
Netherlands
Switzerland
Poland
Luxembourg
Monaco
Belgium
usA

Latvia

UK

Canada
Mew Zealand
Singapaore
Austria
lceland
Finland

MA 1 2 3 4 5 & T & 8 10
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SSss8s38822S
C ¢ ¢ ¢ ) IC ¢ ¢ )¢ ¢ ¢ )

COCCC OC C C o OC OC D



6. On a scale from 1 to 10, how sensitive do you believe s the demand (Customers) for Clcero
LMS with respect to the Quality? For each potential market *

1 =Insansitive , 10 = Vary sensilive
Mark only one oval per row.

MA 1 2 3 4 5 & T B 8 10
usA CCCC I IC C I IC I IC D

Singapore 000000000 e
o S
Norway -*-*--*-*-
D D D b & o &b & e e
ireland 00000000006
UK -*-*--*-*.
oo A
ermany C OC O o X OC o0 )
. D 0000000606
Tss -*-*--*-*.
ni ralas

St XS
Austrafa CXATCHCHAT
Romaia 00000000 000
Lavi I
Saraden =
loeland -*-*--*-*.
el AR
Mo =SS
e e D D e e
e D e e e
France 0000000006
Ganada d’-*--*’-*-
Lwembour (X I XX I XXX
At 6D 6D 6D D 6D 60 6D &
7. On a scale from 1 to 10, how sensitive do you belleve is the demand (Custemers) for Cleero

LMS with respect to the Produet's Standards? For each potential market *
1 =Insensitive , 10 = Very sansilive
Mark only one oval per row.

NA 1

2 3 4 5 6 T 8
Monaco CDDCDDDDD

8 10

C
;ugm-nnaura DDC}DD%DD@DD
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Romania (DD O D ¢ ¢ D)

ingapore

s i
UK C O 0 0 2 o o 3¢ ¢ D)
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Poland 0000000000
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Ausirie 0000000000,
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leeland D 000000000
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Psychic distance

Thz“:lacim aims o evaluate your parception of similarities between Denmark and each of the patential
countries

4 On a scale from 1 1o 10, How similar do you think is Denmark to the countries on the list, from
both a cubtural and an economic perspoctive? in other words, how similar is each country to
Denmark *

1 = Very differont, 10w Very simier
Mask anfy ane ovel pev row,

lotars @5 S B W 5 A
K .’..:.-ﬁ.’.‘.’.:
Voraco p, = S wmseie
Swecen = ‘.’.§.,.,..,.
Germany - :.¢ o ---
o ‘:: ..1 *..’.
Harn :’,.,.1.‘..1 XXX
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“Canada X :.-.,. ¢-’. ,.¢
Ausaha T
Groata 8 D 6B .’..,.
 Finland q, .’-é é...
Tunisa
B —
Norway
~Frace

0. On o scado from 1 10 10, give your percelved simikarity botween the danish market and the
countries on the list, with respect to the cultural aspect only *
1 = Viary differant, 10« Vory simdar
Mark oy one ovll per row

£




=

10, On a scale frem 1 to 10, give your perceived similarity between the danish market and the
countries on the list, with respect to the English language proficiency only =
1 = Very differant, 10= Vary similar

Mark only one oval per row,

MA T 2 3 4 5 (] T a8 ) 10
Singapore DD 6D 6D 6D 6D DD 6D &
Ganada 00000060
UsA C_C T O X ¢ C Q_)DQ
—e—sssssss2sss
e . . .
R '@ @ @ 4 4 @ @ @ b &
Malaysia 00000000
Monaco XXX XXXXICKND
D
Romaria XX XXX
Groata 00000 666 ®
e i i i i i i
Qatar 00000 000ee
Swaden XXX XKD
e i
Algeria 00000 000ee
Frnce XXX XA
e . € b s i b b i b
Ausiraba 00000000 0e e
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L -
Finland 0000000

Newzesland (9 L 0 L 0 0 X I I A

11, On a scale from 1 to 10, give your perceived similarity between the danish market and the
countries on the list, with respect to the develop t of the level of ICT (Information and
communication technelogy) enly *

1 = Very differant, 10= Very similar

Mark anly ane oval per row.
MA 1 2 3 4 5 ] T a 9 10
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Market knowledge (1\3)
Your perceplion with respect te the availability of secondary data relalad to each specific market

12, On a scale from 1 to 10, how do youlwould you judge the access to information from
secondary sources in relation to each potential market 7 *

1=Easy access , 10 = Very hard access
Mark only one oval per row.

MA ot 2 3 4 5 & 7 8 8 10

Norway 00 2C ¢ ¢ 2C ¢ ¢ ¢ ¢ D
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13, On a scale from 1 te 10, how do rol.ﬂwn Id you judge the accuracy of information from
seconda ryuumswlﬂ'lrupu:t'lo ch potential market ? *
1 = Inaceurate , 10 = Very accurala
Mark only one oval per row.
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Market knowledge (2\3)

Your degree of experiential knowledge related to sach market

14, On a scale from 1 to 10, what is your degree of market knowledge based on your previous
experiences, for each of those petential markets? *
1=Paoor , 10 = Very good knowledge

Mark only one oval per row.

MNA 1 2 3 4 5 & 7 a &8 10
Meroceo C 2C C C C IC C A IC I C 3
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15. On a scale from 1 to 10, what is your degree of knowledge about the cempetition in each of
those potential markets (international and local)? =
1=Poor, 10 = Very good knowledge

Mark only one oval per row.

MA 1 2 3 4 5 [ T a8 9 10
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Market knowledge (313)
The Importance that you perceive in belonging to & netwark that might be open to relations with each
market

16, On a scale frem 1 to 10, do you believe your lecal netwerk can contribute to access
R L
Mark only one oval per row.
MNA 1 2 3 4 5 & 7 & 8 10

Poland CCC 2 C C ¢ C I IC D
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Canada CCCOCOCOCOC XD

17, On a scale from 1 to 10, do you believe your International network can contribute to access
knowledge about each of those foreign markets? *
1= Low conlributien , 10 = Very high contribution

Mark only one oval per row.
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18, On a scale from 1 to 10, do you believe that shared knowledge from other Systemaltic's
business units can centribute to access knowledge regarding each of those foreign markets 7
*

1= Low conltribution , 10 = Very high cantribution

Mark only one oval per row.

MA T 2 3 4 5 & 7 & 8 10
Norway CCC C C ¢ ¢ ¢ C ¢ I )
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Intellectual property

Your percaption of imitation risks.

19, On a scale from 1 to 10, do you percelve any risk that the Cleero LMS product will be imitated
by the competition in each of these market? *
1= Law risk , 10 = High risk
Mark only one oval per row,

1T 3 4 5 6 7 8B 8 10

Metherlands C 0 0 20 2 JC 2 3 ¢ JC 2
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20, On a scale from 1 to 10, do you percelve any risk that the Cicero LMS source code will not
have sufficient protection {Intellectual protection) in each of those market? *
1 = Low risk , 10 = High risk
Mark anly one oval per row.

NA- 1 2 3 4 5 & 7 g 8 10
France C 20 C 2C ¢ ¢ ¢ I IC 3 D
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Managerial competencies
Your perception with respact fo the adequacy of the available managerial skills

21, On a scale from 1 to 10, considering all the lh'l'f invelved with the Cicero LMS, whether
external or internal: To what extent the il rial skills are adequate to penetrate
each of those foreign market 7 ©
1 =Inadequate , 10 = Perfectly adequate
Mark only one oval per row.

MNA 1 2 3 4 & & 7 & 8 10

Ireland CC C C A C HC I IC IC )
Czech Republic () C 3 3 C 3 O C 3 )
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22, On a scale frem 1 to 10, to what extent the available competencies master the library
business' rules of the game on each of those markets? *
1 = Paar, 10 = Perfactly adequate

Mark only ane oval per row.

MNA 1 2 3 4 5 [ T a a 10
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Product superiority

Percaption of the superiority of the Cicero LMS product

23, On a scale from 1 to 10, do you believe your Clcero LMS is perceivediwould be perceived as
superior to the existing preducts of the competition in each of those markets? *

1 =Inferior , 10 = Vary superior

Mark anly one oval par row,

MA 1 2 3 4 & & 7 & 8 10
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24, On a scale 1 to 10, whal level do you think the brand recognition of the Cicero LMS reached in
each of those countries? *

1=Law , 10 = Vary High
Mark only one oval per row.

MA t 2 3 4 5 6 7 8 8 10

Canada €A IC I IC IC D
JC 0 C ¢ )¢ ¢ ) )

Sweden \_JC_:I )

Finland CC 0 O ¢ C ¢ ) JC_)(_A ),
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25, On a seale 1 to 10, to what extent do you believe that the country of origin (Denmark) of the
Cicero LMS will have an impact on the attractiveness of the product on those markets? *
1 = Low impact, 10 = Very High impact

Mark only one oval per row.

NA T 2 3 4 5 6 7 8 9 10
oyt XX HHHIHICND
Swedon 0D 0. 6D, 6D 6D 6D, 6D 6D
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anaco 000000000
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husi 000000660
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hland 00000000000
P o o o o e e o e
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Thank you for your time and patience
If you have any additional comments, you can write them here

26, Comments.

External link to the Form’s answers:
https://1drv.ms/b/s!ArgZcFY MxasqyxxXXFML24VAAAV3
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https://1drv.ms/b/s!ArgZcFYMxqsqyxxXXFML24VAAAV3
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Appendix 4: Subjective variables — Form result compounding

External link: https://1drv.ms/x/s!ArqgZcFY MxgsgyxoiKWrg3qgfzpf 1

Avg Product Alij Avg Psychic dit Avg Market | ledge |Avg Intelectual propertyAvg ial petencies Avg Product superirity
Netherlands 4,00 5,88 5,79 1,25 4,25 6,17
France 1,88 2,38 2,07 1,00 1,50 1,83
Belgium 1,38 4,63 3,29 1,00 1,25 3,67
Luxembourg 1,88 3,63 2,29 1,00 1,50 2,00
Monaco 2,13 2,38 1,21 1,00 1,50 1,67
Switzerland 2,00 2,75 1,50 1,25 1,25 2,00
UK 1,88 3,63 3,50 1,00 2,00 2,00
Morocco 2,13 1,38 1,07 1,25 1,25 2,00
Algeria 2,00 1,38 1,43 2,25 1,25 2,00
Tunisia 2,00 1,63 1,14 2,00 1,25 1,83
Egypt 2,13 1,00 1,07 2,25 1,25 1,83
Australia 1,88 2,75 4,29 1,00 1,25 2,83
Finland 2,63 4,63 4,64 1,00 4,00 4,17|
Germany 2,50 4,63 2,93 1,25 1,25 2,50
Romania 2,00 1,88 2,14 2,25 1,25 2,17
Singapore 2,13 2,25 1,50 1,50 1,25 1,67,
New Zealand 2,88 3,63 4,43 1,00 2,75 4,50
United Arab Emirates 2,00 1,25 1,86 1,75 1,25 2,17
USA 1,75 2,63 3,14 1,25 1,25 2,33
Norway 2,75 5,50 4,57 1,00 2,00 4,50
Iceland 2,88 5,00 4,64 0,75 3,25 5,33
Ireland 2,13 4,13 2,00 0,75 1,50 2,33
Canada 1,75 2,75 1,79 0,75 1,25 2,17
Austria 2,13 2,38 1,71 0,75 1,25 1,83
Qatar 2,00 1,00 1,14 1,75 1,25 2,00
Malaysia 2,25 1,13 1,14 1,75 1,25 2,17
Sweden 2,50 5,13 5,36 0,75 5,75 4,17
Czech Republic 1,75 2,00 1,21 1,25 1,25 2,17
Poland 2,00 1,75 1,50 2,00 1,25 2,00
Croatia 1,88 1,75 1,21 1,75 1,50 2,17
Latvia 2,25 1,75 1,07 1,50 1,25 2,00

Appendix 5: Fuzzy expert system settings
External link: https://1drv.ms/x/s!ArqgZcFY MxgsgyxoiKWrg3qgfzpf 1

Node [l Node Name [ -] Node Label [ Number of Inputs [l Number of rules & Membership H Defined Range |
1 Market Size ms_node 2 9 [Low-Medium-High] [0-1]
2 Market Growth mg_node 2 9 [Low-Medium-High] [0-1]
3 Market Intensity mi_node 4 108 [Low-Medium-High-VeryHigh] [0-1]
4 Market Potential mp_node 3 36 [Low-Medium-High-VeryHigh] [0-1]
5 Market Access ma_node 2 9 [Low-Medium-High] [0-1]
6 Market Attractiveness matt_node 2 12 [Low-Medium-High-VeryHigh] [0-1]
7 Country Risk cr_node 4 75 [Low-Medium-High] [0-1]
8 Internet Infrastructure ii_node 2 12 [Low-Medium-High-VeryHigh] [0-1]
9 Education and infrastructure development eid_node 4 144 [Low-Medium-High] [0-1]
10 Government expenditure in educatiion gee_node 2 9 [Low-Medium-High] [0-1]
11 Economic development ed_node 4 36 [Low-Medium-High] [0-1]
12 Economic social and infrastructure developement esid_node 2 9 [Low-Medium-High] [0-1]
13 Cultural distance and geographical proximity cdgp_node 4 81 [Low-Medium-High] [0-1]
14 Country attractiveness catt_node 4 108 [Low-Medium-High-VeryHigh] [0-1]
15 Public library sector attractiveness plsa_node 3 27 [Low-Medium-High] [0-1]
16 Product perception pp_node 2 9 [Low-Medium-High] [0-1]
17 Knowledge and competencies kc_node 3 27 [Low-Medium-High] [0-1]
18 Management perception mgtp_node 3 21 [Low-Medium-High] [0-1]
19 Country Selection cs_node 3 36 [Low-Medium-High-VeryHigh] [0-1]
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Appendix 6: Rule base and their arguments

External link: https://1drv.ms/p/s!ArqgZcFY Mxgsgyx90k9cDAzkXU19t

Var 14 (Market Size) — 9 Rules Var

as o Ind 3
Ind 1 =1 . Then Var 15=H

: i Ind 3
Ind I = High & | Medium Then Var 15

L lnd 3
Indl = High & Ind 2 = Low Then Var |15= Medium

- Ind 3
Ind | = Medium & Ind 2= Medium

: Ind 3
Ind | = Medium & Ind 2 = Medium, Medium

Ind 3

Ind | = Medium & Ind 2 = Low, Then Var 15 = Medium

z ¢ Ind3=1
H 5

Ind I = Low & Ind 2 Medium

Ind 1 = Low & Ind 2 = Medium, Then Var 15 = Low

Ind I = Low & lnd 2= Low, Th 1 Low

- Actual grow
anization (Ind1)

- Population (Ind2)

Argt nt: Ac
; /
Urbanization (ind1) seems to be more importar P
jected one
Urb. e countr more

Var 16 (Market Intensity) — Rules

High, Ind,6 = High and o  Ing5 = High, Ind 6 = Medium and

gh then 16 Very High then Var 16 High

fedium Then Var fium Then Var 16 F

Then Var 16 High @ Ind 8 =low Then Var 16 High @ low Then Var 16 N\

then Var
Medium Then Var 16 High Ind & = Medium Then

Then Var | High ® Inc Var 16 Medium © Ind§

Ind 8= High then Var 16 Medium
Ind 8 m Then Var 16 Medium ® Ind & = Medium Th
Then Var 16 Medium & Ind 8 =low Then Var 16 Medium

Ind 8 = low Then Va

Ind6 = VeryHighand: o Ind5 = Medium, [nd 6 Medium

Medium Then V

low Then Var 16 M

15 (Market growth rat

) — 9 Rules

High & Ind 4 = High, Then Var 15 = High
High & Ir edium Then Var 15 = High
High & Ind 4 = Low Then Var 15 = Medium
Medium & Ind 4 = High, Then Var 15 = Medium
Medium & Ind 4 = Medium, Then Var 15 = Medium
Medium & Ind 4 = Low, Then Medi

ow & lngd High, Then Var 15 = Medium

Ind 3 = Low & Ilnd 4 = Medium, Then Var 15 =1

Ind 3= Low & Ind 4 = Low, Then Var 15 = Low

> (Ind4)

tual growth rate (ind3) is more

(1 ) 1S yel subject 1o «

Ingd 6 = Low and

8= High then Var 16 High
ijum Then Var 16 Medium

w Then Var 16 Medium

6 Mediun
Var 1 jum Then Var

w Then Var 16 Medium

Medium Then Va

w Then Var 16 Low

Low and

fedium



https://1drv.ms/p/s!ArgZcFYMxqsqyx9Ok9cDAzkXU19t
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GNI per capita (Ind 5)
HDI

Trade in services to GDP (Ind 7)
share of the total imports (Ind 8)

and

4.6 = Low:

Argument: Ind 6 (HDI) includes already the Ind 5 (GNP per Capita), but it is judged to be less updated, that is why we found it wise to keep both indicators. In addition, the former deserves more weight as it imvolves

larger aspects. As for the Ind 7 it is less important than both but shows the importance of importing services for the coun

indicator, however, it does have the lower weight.

Low

Then Int

nsity)

and Var 15 (growth r

such so

dutl

fons than &

Int 3 (Market Potential) — 36 Rules

Var 15 = High, Var 14 = Medium and

Var 16 = Very

Medium

Then gt 3 = Medium

v present on the country, although of ¢

2 importance for the firm than Var 15 (mark

Low and

High

ry. The last Ind 8 is the part of Danish share on the total import, and I believe it to be a good

Medium Then [t 3 = Medium

mportance (o

th

notential
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Int 4 (Market Access) — 9 Rules

r 17 = High & Var 18 = High, Then Int 4= High

r 17 = High & Var 18= Medium Then Int 4 = High

far 17 = High & Var 18 = Low Then Int 4 = Medium

r 17 = Medium & Var 18 = High, Then Int 4 = Med

r 17= Medium & Var 18 = Medium, Then Int 4 = N

far 1 7= Medium & Var 18 = Low, Then Int 4 = Medi

far 17 = Low & Var 18 = High, Then Int 4 = Medium

Var

17 = Low & Var 18 = Medium, Then Int 4 = Low

17 = Low & Var 18 = Low, Then Int 4 = Low

Level of competition (Var 17)

Entr

{rgument

y barriers (Var 18)

Level of

to overcome

fedium then Int 8 = |
v then Int 8 = Low
Var 11 = Medium
Var 13= High then Int 8 = Medium
Var 13= Medium then Int 8 = Medium

ow then Int 8 = N n

yh then Int 8 = High
Medium then Int 8 = Medium

ow then Int 8 = Medium

mum

xdium

um

Int 9 (Market Attractiveness) — 9 Rules

Then

um, Then

(Int 3)

(Int 4)

Var 9 = Medium, Var 10

Var 1l

= High

Low

fedium

Medium

Medium




e Var 10 (E
d Importance

Var 28 (Government Expenditure in education) — 9 Rules

Ind 12=High& Ind 11 =H Then Var 28= Hi

Ind 12 = High & Ind 11 = Medium Then Var 28 = Hi,

Ind 12 & Ind 11= Low Then Var 28= Medium

Ind 12 = Medium & Ind 11 = High, Then Var 28 = Medium
Ind 12 = Medium & Ind 11 = Medium, Then Var 28 = Mediu
Ind 12 = Medium & Ind 11 = Low, Then Var 28 = Medium
Ind 12= Low & Ind 11 = High, Then Var 28 = Medium

Ind 12=1 & Ind 11 = Medium, The; 8 = Low

Ind 12= Low & Ind 11 = Low, Then Var 28 = Low

Int 5 (Education and infrastructure development) — 144 Rules

Var 25 = Medium, Var 2 High and

tigh then Int 5
then Int 5 = Hig ¢ V gh the gl &\ 23= High then Int 5

then Int 5 g Var 23=Medium then Int 5 &\ 3= Medium then Int 7 =Medium

w then Int 5= Hig Var 23=Low o fium

hen Int 5 Var 23 th the t fig A 2 ery High then Int
then Int 5 =H ¢ \ 2 sh the g \ 3= High then Int 5 =M

um then Ir i ¢ V d gl &  Var 23= Medium then

then Int 5
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High then Int 5= F ¢ v 1 then Int 5
) Int 5 = Hig o Var23=H en Tnt 5= Hig
then Int 5 =1
Low then Int 5= Hig
3= Very High then Int 5= Higl o Varl y High then Int 5 = ¢ ery High then Int
= High then Int § = High ¢ 3= High then Int 5 = Medium R i . = Low
Int 5 = High ¢ Var23= Medium then Int 5 = ! o Medit =1
23= Low then Int 5= Medium o V Low then I
Medium y 24 = Medium
gh then Int 5= im o Vi ery High then I
hen Tnt 5 = Medium
hen Int 5

= Med!

3= Very High then Int 5 = Higl
= High then Int 5 = Hi g High then Int 5 = Med:
Medium then Int5 =M

Argument: Var 25 (literacy rate) might be a bit more important than the Var 26 (Education level). Both are perceived to be more important that the infrastructure part,
which can be overcome, the Var 23 (Communication infrastructure) and Var 24 ( Bandwidth coverage).The Var 24 is to be the less important in terms of priorities.




Int 6 (Economic development) — 36 Rules

Var 27 = Low, Var29 = High and ® 2 29 = Medium and
Var
Medium e Var 3 ery Highthen Int 6 =H @ Very High then Int 6 = High
um Var 30= High then Int 6= 1 @ hen Int 6 = High
Low ¢ Var 30= Medium then Int 6= H @ ar Medium then Int 6 = Medium
30= Low then Int 6 = Low ® V ( W then Int 6 = | & nt edium
Medium ar 28 = Medium ar 2¢ dium
Int 6 = Medium &\ 30= Very en Int 6 =1 & ‘ar 30= Very High then Int 6 = Higl
ien Int 6 = Low @ 30= Highthen Int 6 = H & 7ar 30= High then Int 6 = Medium
dium then Int 6 = Low & Var 30= Medium then Int 6=F C 30= Medium then Int 6

v then Int 6 = Low

en Int 6 = Low ¢ Var3 y High then Int 6 ¢ V y ery High then Int 6
Int 6 = Low @ Var 30= High then Int 6 = Medium ® Var3 b Medium
30= Medium then Int 6 = Low @ 30= Medium the: t 6= N i @ ‘ar 30= Mediun en Int 6 = Medium

then Int W & L Int 6

Argument: Var 27 (Inflation rate) is usually correlated with the exchange rate , Var 29, whish means that when one is up the other is most likely to be down. As for
the Var 28 (government expenditure in education) , it might come after in terms of importance and so is the Var 30 (FDI inflows), both reflects the combination of
economic development factors and other elements and shows the attractiveness of the investment in the country.

Int 10 (cultural distance and geographic proximity) — 81 Rules

= High and : ¢ Var 19 = High, Var 20 = Medium and Var 19 = High, Var 20 = Low and

h then Int 10 = High & a it 10 = High & 2 igh then Int 10 = High

Medium then Int 10 = High & ar 22 € 1 then 10 = High & I Medum then Int 10= H

2= Low then Int 10 = Higk @ ar 2 s 1 N ® I ow then Int 10 =}

= Medium diur 21 = Medium

2= High then Int 10= High @ ar 22 4 1 & ar 2 gh then Int 10= High

Medium then Int 10= High @ . ium then Int 10 = N am & r Medium then Int 10 = High

v then Int 10 = Medium % a L then Int 10 = N & r Low then Int 10 = Medium

= Low

High then Int 10= High & ar 2 Hig Int 10= N ! ® 22= High then Int 10 = N\

Medium then Int 10 = High < a G then Int 1 Medium then Int 10 = Medium

Low 1 Medmum ¢ 2 L en Int 1 | 6 ar Low then Int 10 = Medum

Var 19 = Medium, Var 20 = High and @ Var 19 = Medium, Var 20 = Medi ¢ fium, Var 20 = Low ¢
= Hig ar 2 h 21 =High
Int 10 = High % 22= High then Int 10 = Higl > 2= High then Int 10 = Medum
Medium then Int 10 = High ® Va Medium then Int 1 Medium ® ar 22= Medium then Int 10 = Medium
Low then Int 10 = High @ ar 22= Low then Int 1C \ o ar 22= Low then Int 10 = Medium
= Medium £ Mediun = Medium
2= High then Int 10= Hig ¢ Va High then Int 10 = N im C r 22= High then Int 10 = Medum
= Medium then Int 10 = High @ 2 dium then Int 10= N | & ar 22= Medium then Int 10 = Medium
Low then Int 10 = Medium ar 22= Low then Int 1( 1 ® ar 22= Low then Int 10 = Medium
Var 21 = Low Jar 21 = Low ar21 = Low
22= High then Int 10 = Medium ® ar 22= High then Int 10 ! o ar 22= High then Int 10 = Medium

Medium then Int 10 = Mediur 2 22= Medium then Int 1 Medium 2 ar 22= Medium then Int 10 = Medium

Low then Int 10 = Medium @ E I 10 = Low > ar 22= Low then Int 10 = Low




Var 19 = Low, Var 20 =Highand : 3 m and @ ar 19 = Low, Var20 =Low ¢
Hig
/ar 22= High then Int 10 = Medium & Vi 10 = Medium ® ar 22= High then Int 10 = Medium
Jar 22= Medium then Int 10 = Medium C ar 2 Med 10=1 C ar 22= Medium then Int 10 = Low
22= Low then Int 10 = Medium % 2= Low then Int 10 = Lov e ar 22= Low then Int 10 = Low
ium Mediun Var 21 = Medium
High then Int 10 = Medium C Var 22= High then Int 10
Medium then Int 10 = Medium N um then I ( O\ ® Var 22= Medium then Int 10 = Low
22= Low then Int 10 = Medium @ 22= Low then Int 10 = Low ® ar 22 w then Int 10 = Low
21 = Low . ow Var 21 = Low
High then Int 10 = Medium ® 22= High then Int 10 =1 » Var 22= High then It Low

22= Medium then Int 10 = Low 5 22= Medium then Int 10=1 2 ar 22= Medium then Int 10 = Low

Low then Int 10 = Low @ Var 22= Low then Int 10

Argument: Var 21 (time zone) and 22 (geographic distance) are less important for the company than the Var 20 ( Language) and the Var 19 (cultural difference), since
both last variables impact strongly the production of the service.

Int 11 (Economic, social and infrastructure development) — 16 rules

High, Then

Int 13 (Public library sector attractiveness)

Var 32 =Medium, Var 31 = High and & Var 32 edium, Var 31 = Medium and & Var 32 = Medium, Var 31 = Low and
ery High then Int 13 = High 3 = Very High then Int 13= High : 33 = Very High then Int 13 = High
High Then Int 13 = High ar 3 High Then Int 13 = Medium ar 33 = High Then Int 13 = Medium

Medium Then Int 13 = Medium ar 33 = Medium Then Int 13 = Medium Medium Then Int 13 = Medium

Low Then Int 13 = Low ar 3 Low Then Int 13 = Medium ar 33 = Low Then Int 13 = Low

Argument: Var 32 (Spending on public libraries) and Var 31 (Number of public libraries), might have more importance for the firm than Var 33 (Registered users)
because it gave more importance to the potential of ROL

Int 12 (Country attractiveness) - 108 Rules

Int 8 = High, Int 9 = Very High and & Int 8 = High, Int9 = High and @ Int 8 = High, Int 9 = Medium and ® Int 8 = High, Int9 = Low and

Very High

Int 11 = Very High nt 11 = Very High Int 11 = Very High Int 11
Int 10= High then Int o Int10= High then Int 5 = Low o Int en Int 5 = Low o Int10= High then Int 5
Int 10= Medium then Int 5 = Medi o Int10=Medium then Int 5= Medium o Int10= Medium then Int 5 = Medit o Int10= Medium then Int 5
Int 10= Low then Int 5=Mediun o Int10=Lowthen Int 5=Medium o Int en Int 5= Medium o Int10="Low thenInt 5
Int 11 = Higl Int 11 = High Int 11 = High

nt 10= High then Int 5 = Low o Int10=Highthen Int 5 =1 & Int10= High then Int 5 = Low S High then Int 5

Int 10= Medium then Int 5 = Medi o Int 10= Medium then Int 5= Medium & Int10= Medium then Tnt 5 = Mediv o Tnt10= Medium ther

Int 10 = Low then Int 5=Mediun o Int10=Low then Int 5=Medium s> Int sw then It 5=Medium
Int 11 = Medium Int 11 = Medium Int11=M nt 11 = Medium

Int 10= High then Int 5 = Low o Int 10=High then Int § ¢ Intl en Int 5 = Low o Int10= High ther

11t 10= Medium ¢ 5= Medi o Int 10= Medium then Int 5= Medium o Int10= Medium then Int 3 o Tnt10= Medium t

It 10 then Int 5=Mediun o Int10=Low then Int 5$=Medium o Int10=I en Int 5= Low o Int10="Low then Int 5
Int 11 =Low Int 11 =Low Int 11 = Low 1 =Low

Int 10= High then Int'S = Lo o Int10=High then Tnt 5 = Loy o Int10= High then Int ! ® Tnt10= Highthen Tnt 5

Int 10= Medium th 5= Medi o Intl0 ium then Int 5= Loy o Tnt10= Medium then Int 5 = L o Int10= Medium then Tnt 5= Low

Int10 the: 5= Low @ Int10 v then Int § W & t 10= Low then Int Low @ t 10= Low then Int 5= Low
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Medium, Int 9 /ery High and
Int 11 = Very High
ligh then Int 5

{ium then Int 5

Int 8 = Medium, Int

edium, Int 9 = Low and

Int 11 = Very Higl Int 11 = Very High

High

Low then Int 5= High

Int 11
10= High then Int 5

Medium then Int 5

Int 11

10= Medium then Int 5

10 = Low then Int

Int 11 = Low Int 11 = Low

10= Higl en | V @ Int 10= High then Int 5 = Low

Me. henTnrs =T o o Int 10= Medium then Int 5

Int 10 = Low then Int M

n

Int 16 (Product Perception) — 9 Rules

igh & Var High, T Int 16 = Hig

r 1 = High & Var fedium, Then Int 16 = High

r 1 = High & Var Low, Then Int Medium

Medium & Var 8 = High, Then Int 16 = Hig
1 = Medium & Var 8 = Medium, Then Int 16 = Medium
1 = Medium & Var 8 = Low, Then Int 16 = Medium

r 1 = Low & Var 8 = High, Then Int 16 = Medium

r 1 = Low & Var 8§ = Medium, Then Int 16 = Medium
1 =Low & Var 8 = Low, Then Int 16 = Low

Product alignment (Var 1)

Product superiority (Var 8)

Argument: Both variables seems to have important weight against h other

Int 11 = High

Med; & Int10 i the: t5 = Mediunr

edium

Int 11 = Low
Higt
L

Int 11

) 15 even worth constderation, then fol

tal the country need a mintmum of Int 11 (

ted since it can create an important gap

Int 10= High then Ir

nt 10= Medium then Int 5

nt 10 = Low then Int 5= Low

L

nt 10= High then Int 5 = Low

nt 10= Medium then Int 5

nt 10= High then Int 5 = L«
nt 10= Medium then Int 5
nt 10 =1

then Int 5= |

Low

1

nt 10= High then Int 5 = Low

nt 10= Medium then Int 5

nt 10 = Low then Int 5= I

he Int 9 (Market
nomic and
lties to exp




Int 17 (Knowledge and competencies) — 27 Rules

Var 6 = High, Var3 = High and @ Var 6 = Medium, Var 3 = High and @ Var 6 = Low, Var 3 = High and
High then Int 17 = High Jar 7 gh then Int 17 &  Var 7= High then Int 17 = High
Medium then Int 17 = High Jar 7 17 ig O Var 7= Medium then Int 17 = High
Low then Int 17 = High > Jar 7= Low ther ¢ Var 7=Low then Int 17 = High
Medium and ® Medium, Var 3 = Medium and @ Low, Var 3 =Medium and
High then Int 17 = Medium & ar 7= High then Int 17 = Medium
Medium then Int 17 = Medium o Medium then Int 17 = Mediun
Low then Int 17 = Medium Jar 7= Low then Int 17 = Medium ® ar 7= Low then Int 17 = Low
High, Var3 = Low and @ Medium, Var 3 = Low and ® ar3 =Low and
High then Int 17 = Mediu & Jar 7= High then Int 17 = Medium o @ High then Int 17 = Low
Medium then Int 17 = Mediun far 7= Medium then Int 17 = Low ® ar 7= Medium then Int 17 = Low

Low then Int 17 = Medium ar 7= Low then Int 17 = Low > ar 7= Low then Int 17 = Low

- Intellectual property (Var 6)
- Market knowledge (Var 3)
- Managenial competencies (Var 7)

Argument: Intellectual property and market knowledge have more importance since they shape strongly the ability to enter successfully the targeted market, then
the competencies complement the entry by raising the odds of success and the implementation efficiency.

Int 18 (Management perception) — 27 Rules

Int 16 = High and g Int 17 = Medium, Int 16 = High and @ Int 17 = Low, Int 16 = High and
High then Int 18 = High Var 2 = High then Int 18 = High a High then Int 18 = Hig
Medium then Int 18 = High 4 Var 2 = Medium then Int 18 = High < i Medium then Int IS
Low then Int 18 = High Var 2 = Low then Int 18 = High ¢ 4 Low then Int 18 = Hig
.Int 16 = Medium and ] Medium, Int 16 = Medium and ¢ v, Int 16 = Medium and
Hi hen Int 18 = High < Var 2 = High then Int 18 = Medium & a High then Int 18 = Medium
Medium then Int 18 = F < Var 2 = Medium then Int 18 = Medium f Medium then Int I8 = Medium
Low then Int 18 = Mediun > Var 2 = Low then Int 18 = Medium ¢ g Low then Int 18 = Low
. Int 16 = Low and & 17 = Medium, Int 16 = Low and ¢ w, Int 16 = Low and
High then Int 18 = Medium Var 2 = High then Int 18 = Medium : 4 High then Int 18 = Low
Medium then Int 18 = Medium Var 2 = Medium then Int 18 = Low i Medium then Int I8 = Low

Low then Int 18 = Mediun > Var 2 =Low then Int 18 = Low ¢ 4 Low then Int 18 = Low

- Knowledge and competencies (Int 17)
- Product perception (Int 16)
- Psychic distance (Var 2)

Argument: Knowledge and competencies and Product perception have more importance, then comes the psychic distance to add the proximity parameter.

FINAL OUTPUT (Country Selection) — 36 Rules

Int 12 = Very High & Int 13 = High, @ Int 12 = Very High & Int 13 = Medium & Int 12 = Very High & Int 13 = Low
18 = High Then Output = Very Higl In 18 = High Then Output = High In1 18 = High Then Output = Medium

nt 18 = Medium Then Output = High Int 18 = Medium Then Output = High > Ing 18 = Medium Then Output = Medium

Int 18 = Low Then Output = High Int 18 = Low Then Output = High nt 18 = Low Then Output = Me

Int 12 = High & Int 13 = High & Int 12= High & Int 13 = Medium @ High & Int 13 = Low
Int 18 = High Then Output = High Int 18 = High Then Output = High t18 = High Then Output = Medium
Int 18 = Medium Then Output = High Int 18 = Medium Then Output = Medium t 18 = Medium Then Output = Mediun
Int 18 = Low Then Output = High Int 18 = Low Then Output = Mediun t18 = Low Then Output = Medium
Int 12 = Medium & Int 13 = High ® Int 12= Medium & Int 13 = Medium & Medium & Int 13 = Low
Int 18 = High Then Output = High Int 18 = High Then Output = Mediunt t18= High Then Output =Mediun
Int 18 = Medium Then Output = Medium > Int18= Medium Then Output = Mediun > t18= Medium Then Output = Low
18 = Low Then Output = Medium Int 18 = Low Then Output = Mediun t18 = Low Then Output = Low
Int 12 = Low & Int 13 = High ® Int12=Low & Int 13 = Medium > Low & Int 13 = Low
Int 18 = High Then Output = High Int 18 = High Then Output = Medium nt 18 = High Then Output = Low
Int 18 = Medium Then Output = Medium Int 18 = Medium Then Output = Low Int 18 = Medium Then Output = Low

Int18 = Low Then Output = Low Int 18 = Low Then Output = Low Int 18 = Low Then Output = Low

Argument: Int 12 (Country attractiveness) and Int 13 (Public library attractiveness) are of higher importance since they are more based on
quantitative insights and contribute with larger number of indicators, the Int 18 (management perception) is of less importance but still essential for
this approach to add another optique and more experiential knowledge to the logic of choice.
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Appendix 7: Source Code of the Fuzzy Expert System
External link: https://1drv.ms/u/s!ArgZcFYMxqsqyx4r5z45XPeCZL 3q

The following code was built on the software Matlab R2018a.

The Function:

function [Country selection, Management_percsption,

ts to total imports

1frastructure index

EF = 6.€7;


https://1drv.ms/u/s!ArgZcFYMxqsqyx4r5z45XPeCZL3q

=
o

% MS= Market Size, MG= Market Growth, MI= Market Intensity

MS 705

MC = 5.33;

MI = 5.33;

% CL= Lewel of Competition, EB= Entry Barricrs
CL = &.0;

EB = 7.€7;

% CD= Cultural distance, I= Language, Z= Time Zone, GD= Geographic Distance
CD = 5.33;

L = 7.33;
TZ = 3.33;
GD = 3.

ication infrastzucture, IF= Inteznet Infrastzucture, LR= Literacy level,

cation lewvel, IR= Inflation rate

% CEE
investment
CI 4.33;

Goverznement Expenditure in =ducaticn, ER= Exchange zate, FDI= Foreign dirsct¢

iF 4.87;
LR 5.07
EL = 5.33;
IR = Z.87;
CEE = 5.&7;
ER = Z.0;
FDI = 2.€7;

% NL= Mumber of libraries, SPL= Spending on public libraries, RU= Registred users
KL = €.33;

SPL 8.0;

RU = &.87;

% DA = Product alignement, ME= Market Knowledge, IP= Intelectual Erope:
Managerial competencies, PD= Psychic distance, PS5= Product supericrity
PA = 5.€7;

4_€7;

E.0;

4_€7;

2.0;

4.0;

MC=E

he system consists of 15 nodes for processing information collected for ally’

%% Hode 1: Market size node has two inputs urbanization and population and its outputy’
is Market size

ms_node = readfis('ms_node fis');

% It has two inputs: inputs = [urbani=zat
Market_size = evalfis(inputs(1:2), ms_ncds);

cpulation]

the node and the rule base surface plot use the commands:

is (ms_node)

& Sur

%% Node 2: Market growth node has two inputs Real GNP g
and its output is Market G th

th and Projected GNP growshe

mg_node = readfis('mg _node.fis');
% It has two inpucs: inputs = [GNP_gr

+th, Pro_gnp_growthl;
Market growth = evalfisi{inputs(3:4), mg_ncde):

% To plot the node and the rule base surface plot use the commands:
% Plotfis(mg_ncde)
% Surfview(mg_node)

%% Node 3: Market intensity node has 4 inputs; GNI per capita, HDI, Service import tow
CDP, Danish imports and its cutput is Market intensity

mi_node = readfis('mi_node.fis');
% It has four inputs: inputs = [GDF_per_capita
danish_i s]:

HDI, Service to_imports, ¢

Market_intensity = evalfis{inputs(5:8), mi_ncde);

%% Node 4: Market potential node has 3 inputs; Market size, Market g
intensity and its output is Market potential

mp_node = readfis|'mp_node.fis');

% It has three inputs: inputs = [Market_size, Market_growth, Market_intensityl;
% Adjusted weights:

ms = M5/ (MES+MGHMI) ;

=1 + ms;

= MG/ (MS+MG+MI) ;

1 + mg:

MI/ (MS+MGHMT) ;

=1 +mi;

Market potential = evalfis{[Market_size * ms, Markec_growth * mg , Market_ intensicy s
mil, mp node);

RREan

&

Tk e and the rule base surface plot use the commands:
{mp_node)}

Surfview (mp node)

o

%% Node 5: Market access_node has 2 inputs; Level of competition and Entry barriers andy
ics cutput is Market access

ma_node = readfis('ma_node.fis');
% It has two inputs: inputs = [Level of competit:
% Adjusted weights:

Entry barriers];



I'_‘|
o
=

cl = CL/ (CL+EB);

cl =1 +cl;

=b = EB/ (CL+EB);

sh =1 + eb;

Market_access = evalfis({[inpuss{3) * cl,inpucs{l0) * ebl, ma_node);

% To plot the node and the rule base surface plot use the commands:
Plotfis{ma node)

Surf

w

iew(ma_node)

%% Node €: Market attractiveness node has 2 inputs; Market potential and Market access¥¢

and its output is Market attract

matt_node = readfis{'mact_nods.fis');
: [Markst_potential, Marke

z=:

% Tt has two inp
Market_attractiveness = evalfis({[Market potential, Market_access], matt_node);

t_accass];

% To pl the node and the rule base surface plot use the commands:

% Plotfis{matt_node)

% Suzfview(matt_node)

%% Node cal fresdom, ease of doing business,

output is Country risk

cal freedom , Ease_of_doing business, ¢
% Adjusted weights:

pf = PF/{PF+EDB+EF+LC) ;

pE =1 + pi;

edb = EDB/ (PF+EDB+EF+LC) ;

ado = 1 + =do;

ef = EF /(PF+EDB+EF+LC);

ef =1+ =£;

1c = LC /(FF+EDB+EF+IC) 7

le =1+ le;

Country risk = evalfis([inputs(ll) * pf,inputs{lZ) * edb,inputs{l3) * ef, inputs(l4) *¢

1c], ecz_nodel;

-
=l
o
o
=4

e the node and the rule base surface plot use the commands:
Plotfis{cr_node)

o

%% Node 8: Intermet infrastru

ure_node has 2 inputs; Secure servers and Web index and¢
the cutput is Internet infrastructure

._node = readfis('ii node.fis’');
% It has two inputs: inputs = [Secure_servers, Web_index]
= evalfis (inputs(l5:16), ii_node)

Internec_infrastructux




=
o

e

infrastructure, communication infrastruct

output is Educa

literacy lewvel and education 1

and infrastructure development

eid node = readfis('eid node.fis');
% It has four inputs = [Internet_infrastructure, Communication infrastructure, 'y
Literacy le Education_levell;

% Adjusted weights:

i = IF/(IF+CI+LR+EL};

=1+ i_f:

= CI/{IF+CI+LR4EL} ;

1+ eci;

= LR /(IF+CI+LR+EL) ;

1+ 1r;

EL /(IF+CI+LR+EL);

=1+ =1;

frastructure development = svalfis({[Internst_infrastructure * i f , inputs«

inputs (18} * 1z, impuss{l9) * =11,

and the rule base surface plot use the commands:

o

o
m
z
w
%
o
o
B,
i

%% Node 10: Govermment expendi e in education _node has 2 inputs; Part of the GDP,Parc ¥
of government expenditures and its output is Government expenditure in education

gee_node = readfis(’gee_node.fis");
% It has two inputs: inputs = [Part_in GDP, Part_in expenditures];

Government_expenditure education = evalfis(inputs(20:21), gee node);

o

To plot the node and the rule base surface plot use the commands:

e

Surfview(gee_node)
%% Node 1l: Economic development node has 4 inputs; Governement sxpenditures ine’
n, inflation rate, exchange rate, and FDI net inflows and its output isw
Economic Development

ed_node = readfis('sd node.fis');

% It has four inputs: imputs = [Government expenditure education, Inflation level, ¢
Exchange_rate, FDI_net_inflows]:

% Rdjusced weights:

gee = GEE/ (CEE+IRFER+FDI);

gee = 1 + gee;

ir = IR/({GZEE+IR+ER+FDI};
ir =1+ ir;
er = ER /(GEE+IRfER+FDI);
er =1+ er;

fdi = FDI /{GEE+IR+ER+EDI};
fdi = 1 + f£di;

Economic_development = evalfis([Government expenditure_education * gee, inputs [22) %«

inputs{23) * er,inputs(Z4) * fdi], ed node};

To plot the node and the rule base surface plot use the commands:

o

Plosfis (=d nods)
Surfy (ed_node)

&

%% Node 12: Economic social and infrastructure developement node has 2 inputs; Econcmice’
develo) = and education and infrastcructure development and its output is Economice’
social and infrastructure developmment

Sk

esid node = readfis('ssid_node.fis');
& has two inputs = [Economic development, Education infrastructure development];
Eccnomic_social_infra develcpment = evalfis{[Eccnomic_development, ¢

Educaticn_infrastructure development], esid_node);

% To plot the node and the rule base surface plot use the commands:
Plosfis (esid node
Surfyiew(esid_node)

E

%% Node 13: Cultural distance and geographical
differences,Language, time zone and geographic
distance and gecgraphical proximi

imity node has 4 inputs; Culturale
tance and ics output is Culturals

cdgp_node = readfis({'cdgp node.fis');
It has nputs = [Cultural differences, Language, Time_zone, ¥

%

[

% Bdjusted weights:
cd = CD/ (CDH+L+TEZ+GED) ;
ed = 1 + eod;

1 = L/(CDH+LATZ+CGD};

1 =1+1;

tz = TZ /(CD+L#TZ+GD);
te =1+ tz;

gd = GD /{CHL+TZ4+GD} 7
gd =1 + gd;

Cultural distance gecproximity = evalfis{[inputs{28] * od,inputs(2€} * 1,...
inputs{27) * tz, inpucs{28) * gd], cdgp_node);

% To plot the node and the rule base surface plot use the commands:



o
w

§ Plotfis(cdgp node)

A4 Node Lli: 7 ATTTACTIVEness node has 4 inpu UELEY Fisk, markety’
ATTIACTIVENASS, CUltural distamce and gecgraphic proximicy, Zducaticsm, sooial anae
urs deVElOpmART and 1TE CUTPUT L6 COURTIY ATTIACCAVARGES

tance_gecprewimity, Esoncmic_social_infra_ cment 1;
Countzy_sttractivensss = evalfi=([Cowntry_zisk, Market_sttractivensss, @

Cultural discance geoproximity,Econcmic social infra dewslopment] , CATT_node);

% Tz plot the nods amd tha ruls bass furfaca plot use tha
L & (carc_nods)
5 e}

%% Nods 15: Public
libraries, spending on public li
labrary potentzal

ary sechkor abs

activensss_ncde has 1 inputs; Fusber ofu
aries, Registred users and its output iz publ

librarigs, Spanding pab

% Adjusced welgh
nl = NL/ (HL+3PL+RD] ;

nl = 1 # al:

spl = SFLS (HL+5FL+RO;
spl = 1 + =pl;

ma = RO 7 INL+SEL&RI) ;
ma = 1 4 ruf

Public library S@CTOr_atTIad snass= evalfiz([inpucs (23] ¢ =l, ...

impute (30} ¢ epl, impucs(31l) * ru], plsa_nods);

e nds

Bass surfass ploe ves che

de hat ? imputs; Product aligemmant and pro
product percepclon

has tws ing
ced weights:
pa = PRY(FR4EE):
pa = Ll & pa;

s = PE/IPR=F5);
FE = 1+ ps;

Product_perception= evalfis([inputs(32) * pa, inputs(33) * psl, pp nodel;

To plot the node and the rule base surface plot use the commands:
Plotfis (pp_node)
Surfyview (pp_nods)

%% Node 17: Knowledge and compecencies_node has 3 inpucs; Market knowledge, '
intellectual property and managerial competencies and its output is Knowledge ande
competencies

kc_node = readfis('ke_node.fis');

% It has three inputs: inputs = [Market_knowledge, Intellectual property, ¢
Managerial competencies];

% Rdjusted weights:

mk = ME/ (ME+IP+MC) ;

mk = 1 + mk;
ip = IP/{MEFIP+MC);
ip =1+ ip;
me = MO/ (ME+IPHMC);
me =1+ me;

Knowledge and competencies= evalfis([inputs(34) * mk, inputs{35) * ip, inputs(36) *v
mc], kc_node);

To plot the node and the rule base surface plot use the commands:
Plotfis (kc_node)
Surfriew (ko_node)

-

%% Node 18: Management perception node has 3 inputs; Product perception, Enowledge and¥”
competencies and Psychic distance its output is Management perception

mgtp node = readfis{'mgtp nods.fis');

% It has three inputs: inputs = [Fnowledge_and competencies, Product_perception, s
Psychic distance];

% Adjusted weight:

pd = ED/(ED) ;

pd = 1 + pd;

Management_perception= evalfis([Knowledge_and competencies, Product_perception, inputsy
(37} * pdl, mgtp_node);

To plot the node and the rule base surface plot use the commands:
Plocfis (mgop_node)
Surfview (mgcp_node)

o

%% Node 159: Country selection_node has 3 inputs; Country attractiveness, public librarye
sector attractiveness and management perception and the final output is countrye’

selection



=
(@)

c=_node = readfis|

The main execution code:

data = xlsread('Dataset.xlsx');
[country, variables] = size(data)
country_cs = [];

Management_P = [];

Public Library Sa = [];
country_a = [];

markst_a = [];

Total = [];

for i = l:country
inputs = datali,:);
[Country_selection, Management_perception,Publie library sector_attractiveness, s

Country attractivensss,Market_attractivensss] = ims_calc(inputs);
country_cs = [country_cs; Country_selection];
Management P = [ManegementiE; N_anagementjer:epti-:n];
Public_ Library Sa = [Public Library Sa; Public library sector_ attractiveness];
country_a = [country_a; Country attractiveness];
market_a = [market_a; Market_attractiveness];
Total = [cDuntry_cs,Managame:nt_P,Public_LibraIy_Sa,ccuntry_a,market_a];
end



Appendix 8: Interviews - Follow up emails

M Gma“ Soufiane Abeddaa <soufiane.abeddaai@gmail com>

Follow up Thesis Interview, 18th of April

Dina Myrup Raabjerg <dina.myrup.raabjerg@systematic.com= Fri, May 4, 2018 at 811 PM
To: Soufiane Abeddaa <scufiane abeddaa@@gmail com=>

Mad wvenlig hilen  Kind regards

SYSTEMATIC

Dina Myrup Raabjerg

Senior Manager Business Development

Seren Frichs Vej 39, BOOD Aarhus &
Benmark

Mabile: +45 2045 6321
i, Mynapfasb g ealemaliceom

waw systematic,.cam

Fram: Soufiane Abeddaa [mailto:soufiane, abeddaa@gmail.com]

Sent: 26. april 2018 17:50

To: Dina Myrup Raabjerg <dina.myrup.raabjerg@systematic.coms=

Cc: Hans Martin Maersk-Mgller <hans.martin.maersk=-moller@systemalic.coms=
Subject: Follow up Thesis Interview, 18th of April

Dear Dina,

Thank you again for having the interview and for the precious time you shared with me,

1 still have few guestions that woudd like to ask you if you don't mingd, and Hhank yeu in advance for the precious help,
Of course, you can write your answers or record them, whatever suits you the best:

=Wheo do you believe are your main competitors en the intemational market? and that you think will more likely compate
with you within any new market you try to enter?

oCLC
ExLibris

Axiell

=What about your knowledge of local competitors, how do you think you will proceed to idenfify whe are they when you
will decide to dig more into a specific market?

I am not quite sure, if I understand the question, It is normally rot that difficult to identify local competitors
in the countries that we ook at,

We know all about the competitors in GB, Norway, Sweden, The Netherlands and Finland, We will normally
meet the competitors when attending international and national conferences,

= Do you believe the Cicara LMS product would be easy lo imitate by potential competiters in new markats?

Mo, The competitors would have to change the whale architecture of the system, which would be very
expensive,

- Is it essential (not just desirabla) for the Cicero use by the key customer to have any particular technology, attributes or
surrounding induslries 7 for inslance, a specific infrastructure, a certain knowledge, specific skills. .stc,

Yes, we have requiremeants for the infrastructure, Knowledge and skills is not that important, as we provide
the education,
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- lunderstood that the current customers using the Cicero product are not completely satisfied with the product? what is
the reason for that, what's missing?

There has bean no developmeant in progress (due discussion of ownership)

The customers has sent a lot of wishes for improvements to KOMBIT, but they have only 5 million to develop
for and do not allow libraries themselves to pay / order,

There is a lack of visibility regarding the responsibilities for developmeant of the system and its surroundings
(KOMBIT, DBC, FBS Steering Group, Further Develepment Group, Systematic),

I have enclosed the latest customer survey (unfartunately in danish, It is confidential ),

= Do yau think there are any upcoming trends that might affect the Cicero sales, in the nearMid future?

‘Yes, A desire for open source and a web based solution,

- With respect to the product implemantaton, will the information supplied by the client be of complax naturs, in othar
words, would the interaction between you and your custamer be intense and high in order to praduce the final service?
{The more impartant the interaction with the customer the more the impact of culiural differance can be impactful and of
relevance on choosing markets),

Yas, it will be someawhat cDmpIEH(, Howaver, wa might hava an advantaga hera, as implamﬂnlatinn is one af our USP, Wa

are very good at implementations,

= Does the Cicero LMS require that the client take part as a member of the team producing the service and thus will
cenfribute direcly to the work?

= Daes It require a close monitoring by the cient?

The implementation requires a professional project managemeant by the customen

='What type of interaction does the Cicaro LMS require with the client? (Paerson to person, group interaction, joint
working...alo, )

Person to system,

= Usually whal modsa of interaction will be invelved? (face lo face, via compuler, telephone. . _slg,}

Via computer,

= Whan it comes to leoking for secondary data, lo identify markets and pertinant infermation, do you parceive it as
avalable and easily accessiole?

Mat easy, but possibla,

= Selecting and entaring a new foraign market, implias that thera is a pursuit of some kind of benafit by you and by yvour
company, Each markel will most likely provide a differant banafil, According to you what are those goals and why? for
instance: Obtain Sales, Ongaing sales growth, Increase markal share, Increase the inlernational corporale image,
Acquiring new learing, Disposing of a product no langer attractive in other markets, Increzse product profitacdity,
Channal the excess of capacity, Minimizing eforts (Quantity and qualty of resources),..

Increase product profitability and increase praduct growth, Moreover, in the long run also to Increase marksat
share,

=whal are the usual paramelers you consider in screening 2 new markel with respect to the library business?

Volume, Would the market provide cases large enough to cover development costs, Does the marked seek a
solution that provides the USP that Cicero provides? What are the |ibrary culture {(what doas the customer
and the end users value)? Which competitors exist in the market?

= Did you proceed to any market research (besides satisfaction) with respect to the librarians' perception of the market
offers {especially your product), their motivation and needs, in other waords, an exploralory research o be more dose on
what actually ene of the key decision makers are exactly thinking of? either in the respective market, you are already
present in of in ather potential markets you were considerng? If not why?

Yasg,

= Daas systematic has any constraints\minimum requirements when it comes to agraaing on the viability of a markat, for
instance, size of the potantial market, contract size or other emanis? what are they?

Yes, Larger customers which can benefit from a joint solution is of interest to us, Moreowver, the cost of selling
are high, Therafora, the contract neads to have a volume te cover tha costs, Bul we are apen also to smaller
contracts as long as the customer would |ike to develop with us, and the joint development makes us
attractive to other customers,



107

Some markets demands access to the source code, This is not acceptable to us,

- Is there any risk factors you think are of utmast imporiance when considering entering new markets for the Library and
learning market unit?

Met really,
Thank you very much for your time,

After processing all the information that you will provide me, 1will send a final small questionnaire anling to fill, In order to
transform your perceptions in a scaled form and also have your opinion with respect to the weights of the varables that
will be induded in the madel,

Looking forward to your answers,

have a nice day, Bestregards,

Soufiane Abeddaa

—-I Udtrzk af FBS brugertilfredshedsundersegelse 2018 23Jan2018,pdf
1058K

Appendix 9: Data set
External link: https://1drv.ms/x/s!ArqgZcFY MxgsgyxoiKWrg3qgfzpf 1

| % Urbanization ll Population Bl Real GNP Growth Il Projected GNP Growth Il GDP per capita$ EIHDI [l Trade in services to GDP__ [l Part of Danish imports [l Level of competition [ Entry barriers computer services

Netherlands 091]
France 0,80
Belgium 098 11.498.519,00 1,90 1,80 42.698,00 o&#
Luxembourg 0,90 590.321,00| 4,30 3,90 104.091,00| 0,21]
Monaco 1,00 38.695,00) 3.20) 3,70) 115.700,00 02
i 0,74] 8544 034‘0% 2,30) 2,90 65.096,00) @{ 035]
UK 083 66.573.504,00 1,60 1,50 43.857,00] 0909 0,209) 02
Morocco 0,61 36.072.723,00 4,10) 3,10) 860,00 0,647] 0,231] 02|
Algeria 090 42008 Uﬁ{ 2,20] 3,60) 1510000] 0,745 0,090) 02|
[Tunisia 2,00) 2.70) 12.000,00 _0.725] 0,149) 0.2]
Egypt 4,20 450) 13.000,00) o.sgﬁ 0,094 02|
[Australia 3.20] z,ﬁ 4g.m\ 0,095 0,17]
Finland 3.00 2.50] 45.204,00] 0,895 0,2245{ 0,28|
Germany 2.50) 2.30) 50.705,00 _ 0,926] 0,169) 0,17]
Romania 6.40| 4,50] 24 M{ 0,802 0,167] 02]|
|singapore 2,25| 2,40 90.500,00) o,@{ 1,@{ 02|
New Zealand 0,86 4.705, 31&(% 2,60 3,20 40.695,00 X 0,145 0‘1%_{
United Arab Emirates| 086 9.504.338,00 1,40 3,10) 68.200,00 02| 02|
USA 0.,82| 324.459.463,00| 2,20} 2,50 59.535,00 0‘067‘ U‘lilH
Norway 081 5305.383,00 210] 1,80 60.675,00 o‘zj 027
Iceland 094]337.780,00 5.50) 4,30) 53.817,00 0,425] 0,46|
Ireland 064 4803 mﬂ 4,00 2,7& 76.485,00 111 mﬁ
[Canada 3.00) 210] 46.320,00 0.119) 0,18]
Austria 3.00) 2% 52.561,00 u,zsj‘ o‘f#
Qatar 1,70 2,60) 124.900,00 0,306] 02|
Malaysia 5,80] 5@% 28.900,00 0,253 02]|
[Sweden 3,05 2,81 50.090,00) 0,259 024
[Czech Republic 4,27 3,4% 36 927% 0,878] 0,224 0‘1%_{
Poland 4,33 3,55) 28.948,00 _ 0,855] 0,178] 02
Croatia 0,60 4.164 753‘(% 3,00 2,60] 24, mo,ﬂ 0,827| 0,347| 02]|
Latvia 70| 4.164.783,00 5.22] 4,24] 27.641,000  0830) 0,281] 0,11
uption Bl Secure s
Netherlands 0,99| 0,7552] 0,7620) 0,82] 2.904,00 0,9184] 8,49 0,99 0,45|
France 0,90, 0,7619 0,6390 0,70 849,00 0,8909 8,24 0,99 0,32
Belgium 0,95| 0,7192] 0,6750) 0,75 1.018,00 0,8961] 7,81 0,99 0,37]
Luxembour 0,98, 0,6866 0,7640 0,82 2.639,00) 0,6000 8,47 1 0,46
Monaco 0,84 0,7700) 0,7400] 0,7500} 4.234,00 0,6000] 8,05 0,99 0,25|
Switzerland 0,96 0,7573 0,8170 0,85 3.063,00 0,8473 8,74 0,99 04
0,95 0,8234] 0,7800) 0,82 1.409,00 0,9567| 8,65 0,99 0,42]
Morocco 0,41 0,6794 0,6190 04 7,00 0,4038 4,77 0,685 0,25
Algeria 0,35] 0,4672] 0,4470) 0,33 4,00] 0,6000] 4,67 0,802] 0,25|
Tunisia 0,78, 0,6378 0,5890 0,42 13,00 0,5193 4,82 0,818 0,25
Egypt 0,26 0,5612] 0,5340) 0,32) 5,00 0,2898] 4,63 0,738] 0,25|
Australia 0,98, 0,8014 0,8090 0,77 1.431,00 0,8727, 8,24 0,99 0,42
Finland 1,00 0,8048| 0,7410) 0,85 1.791,00) 0,9881] 7,88 1 0,42]
Germany 0,95, 0,7919 0,7420 0,81 1.648,00, 0,8619 8,39 0,99 0,27,
Romania 0,84] 0,7270) 0,6940) 0,48 159,00] 0,6000] 6,48 0,988] 0,25|
|Singapore 0,51 0,8453 0,8880 0,84 890,00 0,7516 8,05 0,97, 0,25
New Zealand 0,98] 0,8673] 0,8420) 0,89) 1.187,00) 0,8748] 8,33 0,99 0,36]
United Arab Emirates| 0,20, 0,7686 0,7760 0,71 391,00 0,4490 7,21 0,938 0,25
USA 0,20| 0,8255] 0,7570) 0,75 1.623,00 0,9452] 8,18 0,99 0,44
INorway 1,00 0,8241 0,7430 0,85 2.075,00, 0,9732 8,47 1 0,48
Iceland 0,97] 0,7849) 0,7700] 0,77, 3.151,00 0,9372] 8,98 0,99) 0,37]
Ireland 0,96 0,7970 0,8040 0,74 866,00, 0,7828 8,02 0,99 0,41
Canada 0,99| 0,7938| 0,7770) 0,82 1.254,00 0,8582] 7,77 0,99) 0,54
Austria 0,95, 0,7869 0,7180 0,75 1.520,00, 0,8600 8,02 0,98 0,39
Qatar 0,26 0,6425] 0,7260) 0,63 269,00) 0,3801] 7,21 0,973] 0,25|
[Malaysia 0,44, 0,7747, 0,7450 0,47 106,00, 0,4834 6,38 0,946 0,25
[Sweden 1,00 0,8124) 0,7630) 0,84 1.780,00 0,9497| 8,41 0,99) 0,39)
Czech Republic 0,94 0,7624 0,7420 0,57 1.346,00, 0,6550 7,16 0,99 0,31
Poland 0,89 0,7712] 0,6850] 0.6] 763,00] 0,5881] 6,89 0,998] 0.43]
Croatia 0,87 0,7165 0,6100 0,49 324,00 0,6000 7,24 0,993 0,25
Latvia 0,87] 0,8005] 0,7360) 0,58 434,00] 0,6000) 7,26 0,999 03



https://1drv.ms/x/s!ArgZcFYMxqsqyxojKWrq3qfzpf_1

Inflation level |l Exchange rate me difference

Netherlands 0,053 0,121 0,013 0,89 1,039 48,7 0,7145 0,00
France 0,054 0,097 0,012 0,89 0,283] 92,1 0,6158 0,00
Belgium 0,064 0,119 0,022 0,89] 1,017 105,2] 0,5439 0,00}
Luxembourg 0,048 0,097 0,012 0,89 4,127 71,3 0,6457, 0,00
Monaco 0,01022 0,0501 0,015 0,89 0,33 92 0,6 0,00

i 0,057 0,1546 0,005 0,99 1,202 77,3 0,6095 0,00
UK 0,047 0,1388, 0,026 0,78] 0,455 58,4 1] 1,00
Morocco 0,05264 0,173 0,009 9,64 0,529 96,7 0,4791 1,00
Algeria 0,044 0,114 0,055 108,9 0,173 96 0,4211 1,00
Tunisia 0,065986! 0,229 0,045 2,48 07 90 0,4901 1,00
Egypt 0,037587 0,1051 0,235 18,05 0,308 119,7 0,4651 0,00
Australia 0,051927 0,1388, 0,02 131 0,458 59,9 1] 9,00}
Finland 0,061 0,125 0,08 0,89 0,345 438 0,6583 1,00
Germany 0,042 0,112 0,016 0,89 0,222 88,4 0,6235 0,00
Romania 0,037 0,0924 0,011 4,08 0,384 122,8 0,5913 1,00
Singapore 0,029158 0,199 0,009 1,39 3,692 96,2 0,6603 6,00}
New Zealand 0,029158 0,1799 0,022 1,42 0,385 50,1 1] 11,00
United Arab Emirates| 0,011094; 0,05 0,021 3,67 0,318] 134,6 0,4888 2,00
USA 0,049895 0,1345 0,021 1] 0,344 59,2] 1] 6,00
Norway 0,056 0,175 0,021 8,31 0,367 34,8 0,6777 0,00
Iceland 0,071 0,1767, 0,018 1117 0,481 34,1 0,65 2,00}
Ireland 0,033 0,1345 0,004 0,89 0,286 55,8] 1] 1,00
Canada 0,052744 0,1222 0,016 1,31 0,625 49,0 1 6,00
Austria 0,049 0,11 0,016 0,89 0,404 85,2 0,6218 0,00
| Qatar 0,036072 0,111 0,009 3,64] 0,217 100 0,4819 1,00
Malaysia 0,049664 0,215 0,038 4,34 0,41 102,8] 0,6107, 6,00}
[Sweden 0,066 0,152 0,016 8,44 0,566 26,9] 0,704 0,00
Czech Republic 0,045 0,15 0,023 23,34 0,597 94,7] 0,5787, 0,00
Poland 0,05 0,113 0,019 3,75 0,398 107,7 0,6207, 0,00
Croatia 0,048 0,096 0,011 6,57] 0,548 102,1] 05 0,00}
Latvia 0,055 0,1396 0,03 0,91 0,515 82,1 05 1,00

Netherlands 764,00 781,00 760.901.000,00 4.009.000,00 4,00 6,17 5,79
France 1.596,00 16.100,00 935.805.018,00 5.300.000,00] 1,88 1,83 2,07|
Belgium 947,00 1.150,00 181.875.958,00] 2.448.175,00) 1,38 3,67, 3,29|
Luxembourg 945,00 22,00 1.319.755,00] 30.356,00 1,88 2,00 2,29|
Monaco 1.750,00 22 1.000.000,00j 1.934,75 2,13] 1,67 1,21
Switzerland 1.280,00 2.000,00 311.034.143,00 2.173.900,00] 2,00 2,00 1,50]
UK 1.808,00 4.089,00 1.880.900.000,00 35.600.806,00] 1,88 2,00 3,50
Morocco 3.799,00 600,00 40.000.000,00 360.727,23] 2,13] 2,00 1,07|
|Algeria 3.198,00 83,00 40.000.000,00 420.080,54 2,00 2,00 1,43
Tunisia 3.739,00 371,00 48.230.000,00 53.000,00 2,00] 1,83 1,14)
Egypt 3.687,00 912,00 40.000.000,00 1.674.000,00] 2,13] 1,83 1,07]
Australia 14.405,00 1.469,00 1.010.400.000,00 9.999.492,00| 1,88 2,83 4,29
Finland 1.568,00] 740,00 382.996.000,00 2.095.336,00 2,63 4,17 4,64
|Germany 691,00 9.011,00] 1.270.150.000,00 8.170.000,00 2,50 2,50 2,93
Romania 2.150,00 2.406,00] 11.888.837,00 2.142.000,00 2,00 2,17 2,14
Singapore 10.142,00 26,00 40.000.000,00 2.066.924,00 2,13 1,67 1,50]
New Zealand 17.995,00 314,00 79.426.627,00] 826.715,00| 2,88 4,50} 4,43
United Arab Emirates| 6.795,00 20,00 40.000.000,00 95.043,38 2,00 217 1,86|
USA 7.483,00 17.218,00 10.968.435.163,00 172.550.528,00) 1,75 2,33 3,14]
Norway 568,00 740,00 134.336.000,00] 1.314.521,00] 2,75) 4,50 4,57
Iceland 1.808,00 78,00 9.475.280,00 122.886,00 2,88 533 4,64
Ireland 1.997,00 332,00 140.530.000,00| 881.320,00] 2,13] 2,33 2,00]
Canada 6.251,00 3.415,00 1.500.157.916,00 6.630.893,00] 1,75 217 1,79
Austria 1.355,00 1.372,00 45.393.522,00 996.540,00| 2,13] 1,83 1,71
Qatar 6.462,00 10,00} 40.000.000,00 3.100,00 2,00 2,00 1,14)
[Malaysia 9.765,00 1.457,00 71.005.987,00] 1.920.000,00] 2,25 217 1,14)
[Sweden 1.063,00 1.145,00 274.491.245,00 2.753.208,00) 2,50] 417 5,36
Czech Republic 1.052,00 6.245,00 38.978.897,00] 1.430.991,00] 1,75 217 121
Poland 1.049,00 7.984,00 125.560.683,00| 8.915.894,00 2,00 2,00 1,50]
Croatia 1.728,00] 207,00 5.931.323,00 530.261,00} 1,88 2,17 1,21
Latvia 1.842,70] 800,00 15.141.924,00] 667.000,00 2,25 2,00 1,07]

Country [ Intellectual pi anagerial competencie ption of psychic distance

Netherlands 125 4,25| 5,88
France 1,00} 1,50 2,38]
[Belgium 1,00) 1,25 4,63
Luxembourg 1,00 1,50 3,63
Monaco 1,00 1,50 2,38]
Switzerland 125 1,25] 2,75
UK 1,00 2,00 3,63
Morocco 125 1,25 1,38
|Algeria 2,25 1,25 1,38
[ Tunisia 2,00, 1,25 1,63
Egypt 2,25 1,25 1,00
|Australia 1,00 1,25 2,75
Finland 1,00, 4,00 4,63
Germany 1,25 1,25] 4,63]
Romania 2,25 1,25 1,88]
|Singapore 1,50} 1,25 2,25
New Zealand 1,00} 2,75) 3,63
United Arab Emirates| 1,75 1,25 125
USA 125 1,25 2,63
Norway 1,00 2,00 5,50
Iceland 0,75 325 5,00
Ireland 0,75 1,50] 4,13
Canada 0,75 1,25 2,75
| Austria 0,75 1,25] 2,38
Qatar 175 1,25 1,00
Malaysia 1,75 1,25 1,13,
Sweden 0,75 5,75 513
Czech Republic 1,25 1,25 2,00
Poland 2,00 1,25 175
Croatia 1,75 1,50 1,75)
Latvia 1,50 1,25] 1,75,
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Appendix 10: Data sources
External link: https://1drv.ms/x/s!ArqgZcFY MxgsgyxoiKWrg3qgfzpf 1

/Education/Exp
https://www.cia.gov/library/publications/the-world-factbook/rankorder/22@6rank. htm!

% U http://www.worldometers info/world-population/ 7
Population World hitp://wiww.worldometers.info/wotkd-population/ 2017
GNP Growth IMF hitp: /www.imf.org/external/d /NGDP_RPCH@WEQ/OEMDC/ADVEC/WEOWORLD/SVI/ESH/DIT 2017
hitp://www.monacostatisties.me/Economy-and-Finance/GDP 2015
[Projected GNP Growth Curopean htips-ec.europa eu/info/busine 3 or -and-lorecasts/economic-perf ce-country/austr ~[orecast-austria_en 2018
Swiss institute http://institute.swissre.com/research/overviewr/economic_outlook/us_economic_outlook.html 2018
[Statista hittps:/www. statista. cony'statistics/2636 13 /gross-d duct-gdp-growth-rate-in-tl d-kingdom/ 2018
PWC hittps:/iwww. pwe. conk/services s-policy ool html 2018
I'rading Iitps ustralia/gdp-growth 2018
OLCD Ittps: data.cecd. org/sdpireal-gdp-forecast htm 2018
GDP per capita OECD hittps-/idata. oecd. org/belgium him 2017
CIA factbook hitps:/iwww. cia govlibra the-world-fz rder/2004rank himl 2017
HDI HDI index http://hdr.nndp.ora/en/composite HDI 2015
Trade in services to GDP World bank https://data.worldbank ora/indicator BG.GSR NFSV.GD.ZS 2016
Comirade hitp 2016
World banlc hittps: {/wits.worldbank.org/CountryProfile/en/country/by-country/startyear/ LTST/endyear/LTST/indicator/BG-GSR-NFSV-GD-Z5 2016
Part of Danish imports OEC hittps://atlas. media.mit.edu/en/profile/country/nid/ 2016
World bank httos://wits.worldbank.oral (Profile/en/Country/AUT/Start¥ear/2015/EndYear/2015/ TradeFlow/Import/Partner/BY COUNTRY/Indicator/MPRT-PRTNR SHR 2016
Resource Trade Earth hitps://resourcetrade. earth/data?ye; 016&e: ter=208&importer=442&units=weight 2016
Level of competition Library technology guides |https://librarytechnology.org/products/regions.p! 2016
Entry barriers 5 http:/ fwww.compareyourcountry.org/service-trade-restrictions 2016
Political [reedom Freedow House domhous: [report/ireedom-world/freedom-world-2018 2017
Ease of doing business Doing Business doingbusiness org/rankings 2017
Economic freedom Heritage vw. heritage.org/index/ 2018
Level of i T I o org/news/feature/eorruption_perceptions._index_2017#table 2017
SECUre SErvers World bank worldbank,erg/indicator/|T.NET.SECR.P6 2016
Internet Index World wilde web Jex org'data/Tindicator INDEX&country—ALL 2014
C ication i ucture [ICT D index [hupe .ituint/netd/ITU-D/idi/2017, 2017
World wilde web hittp://tk org/data "OMMUNICATIONS INFRASTRUCTURE & country=IRT. 2014
Literacy level CTA factbook: 3 cia.govlibrar 015
- https://www.indexmundi.com/austria/literacy.htm| 2015
Education level OLCD https://en wikipedia.org/wiki/List_of countries_by tertiary_education_attainment 2014
Education to GDP Eurcpean Lrostat.ec.europa.cy ,
Education to OECD wwiv.oecd- library.org/docserver/eag-2017-en.pdi2expires=1524562704id= =guestichecksum=DA1DFBAT0444FIAFFIDOFIFEIEABFCRT 2016
Trading economics r m/monaco/government: o0-education-total-percent-of-gdp-wh-data.himl 2017
- 25/ Algeria/top on// —on-Education/Publ diture-on-education

2008-2012

CIA factbook
| Inflation level CIA factbook https://www.cia.gov/library/publications/the-world-factbook/fields/2092 htm| 2017
Inflation euro flat finflation rates/epi inflation 2017 aspic 2017
Exchange rate CTA factbook cia.gov/library/publications/the world facthook/fields/ 2676, html 2017
OECD hiips://data.cecd Jexchange-rates ht 2017
FDI net inflows OECD https://data.oecd, org/fdiffdi-stacks. htmffindicator-chart 2017
UNCTAD hitp:/functad.org/en/Pages/DIAE/Warld%20Investment3%20Re port/ Country-Fact-Sheets.aspx 2016
OECD oecd.org/dal/invfinvestment-policy/investmentnews. htm 2017
Cultural Hofstede https://viww. hofstede insights co: countries/ 2017
Language English proficiency https:/‘www ef.no’epi 2017
hitps://hbr.org/2016/11 ch Findustries-lack-english-skills 2016
Time zone - rttps:/www timeanddate. delock/d -
Geographic distance Govgle Map - -
[Number of libraries |IFLA http://lib fl map/Metric/Number-of-libraries/LibraryType/National-Libraries Academic-Libraries Public-Lib Community-Libraries School-Libraries, Other-Librariesy 2009-2016
Public libraries 2020 hitp:/fwww.publiclibraries2020.eu/ 2017
https://www.oclc.org/en/global-library-statistics.html -
Spending on public libraries  |OLCL https://www.oclc.org/en/global-library cs.html 2009-2016
Registred users OLCL Ittps://viww.oclc.org/en/global-library html 2009-2016
Product perpeetion in market |Google form - -
Perception of psychic distance |Google form - -

Perpeetion of sccondary data ayGoogle form

Degree of experiential knowled{Goagle form
Importance of local network _|Google form

[Perception of Product superiori Google form

property Google form

Managerial competencies Google form

Appendix 11: Definition of the level of competition
External link: https://1drv.ms/x/s!ArgZcFY MxasqgyxojKWrq3gfzpf 1

Follett |Infor Library and information Solutions |Innovative Interfaces |Lucidea|OCLC |SirsiDynix |TLC |ProQuest (Exlibris) |EBSCO Information Servic
Netherlands No Yes Yes No Yes Yes No |Yes No
France No Yes Yes No Yes Yes No |Yes Yes
Belgium No Yes Yes No Yes No No |Yes No
Luxembourg No No Yes No No Yes No |Yes No
Monaco No No No No No No No |No No
Switzerland Yes No Yes No No Yes No |Yes No
UK No Yes Yes Yes Yes Yes Yes |Yes Yes
Morocco No No Yes No No Yes No |No No
Algeria No No No No No No No |No No
Tunisia No No Yes No No Yes No |No No
Egypt No No Yes No No Yes No [No No
Australia Yes No Yes Yes Yes Yes No |Yes Yes
Finland No No Yes No No No No |Yes No
Germany Yes No Yes No Yes Yes No |Yes No
Romania No No No No No No No |Yes No
Singapore No No Yes No No Yes No |Yes No
New Zealand No No Yes Yes Yes Yes Yes |Yes No
United Arab Emirates |Yes No Yes No Yes Yes No |No No
USA Yes Yes Yes Yes Yes Yes Yes |Yes Yes
Norway No No No No No No No |Yes No
Iceland No No No No No No No |Yes No
Ireland No No Yes No No Yes No |Yes No
Canada Yes Yes Yes Yes Yes Yes Yes |Yes Yes
Austria No No Yes No Yes No No |Yes No
Qatar No No Yes No No Yes No |Yes No
Malaysia No No Yes Yes No Yes No |Yes Yes
Sweden No No Yes Yes No Yes No |Yes No
Czech Republic No No No No No No No |Yes No
Poland No No Yes No No Yes No |Yes No
Croatia No No No No No No No |Yes No
Latvia No No No No No No No |Yes No
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Axiell [ Water Solutions [TIND Biblionix |Auto-Graphics Info B: Capita |[Mandarin Library COMP: Book Systems |Civica |Koha|OPAL Evergreen (Equinox)
Netherlands No  [No No No No No No [No [No No No No  |Yes |Yes Yes
France o [No No No No No Yes  |No No No No No  |Yes [No No
Belgium No  [No No No No No No No No No No No  |Yes |Yes No
Luxembourg No  [No No No No No No No No No No No No [No No
Monaco o [No No No No No No No No No No No No _|No No
Switzerland Yes [No Yes No No No No [No  [No No No No |Yes |No No
UK Ves |Yes No No No No No  |Yes |No No No Yes |Yes |Yes Yes
Morocco o [No No No No No No No No No No No No |No No
Algeria No  |No No No No No No No No No No No  |Yes [No No
Tunisia No  |No No No No No No No No No No No  |Yes [No No
Egypt o [No No No Yes No No  [No  [No No No No [ves [no No
Australia No  [No No No No Yes No No No No No Yes |Yes |Yes No
Finland Yes [No No No No No No [No  [No No No No [Yes |No No
Germany Yes [No No No No No No No No No No No Yes |Yes No
Romania o [No No No No No No No No No No No No _ |No No
Singapore No [No No No No No No No No No No Yes |No |Yes No
New Zealand No  [No No No No No No [No  [No No No es |Yes [No No
United Arab EmiratesfNo |Yes No No No No No |No  |No No Yes No |Yes |No No
USA No  |Yes Yes Yes Yes Yes No No Yes |Yes Yes Yes |Yes |Yes Yes
Norway No  [No No No No No No No No No No No  |Yes [No No
Iceland No  [No No No No No No No No No No No No |No No
Ireland o |No No No No No No [Yes [No No No No |Yes |Yes No
Canada No  |Yes No Yes No No No No Yes No Yes No Yes [Yes Yes
Austria o [No Yes No No No No No No No No No Yes [Yes Yes
Qatar No  [No No No No No No No No No No No Yes [No No
Malaysia No  [No No No No No No [No  [No No No No |Yes |No No
Sweden Yes |No No No No No No No No No No No  |Yes [No No
Czech Republic No  [No Yes No No No No [No  [No No No No |Yes |No No
Poland No  [No No No No No No No No No No No Yes [No No
Croatia No  [No No No No No No No No No No No  [Yes [No No
Latvia o [No No No No No No [No |No No No No  [No |No No
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Appendix 12: Cultural differences - Morosini Formula using Hofstede dimensions
External link : https://1drv.ms/x/s!ArgZcFY MxgsqyxojKWrqg3qfzpf 1

Morosini (1998) Formula: CDi:\/Zl.G:l(Iij —I;;)?

Denmark O T S ] S - I I | N '
Netherlands 49 38 80 14 53 67 68
France 92 68 71 43 86 63 48
Belgium 105 65 75 54 94 82 57
Luxembourg 71 40 60 50 70 64 56
Monaco = = = = = = =

Switzerland 77 34 68 70 58 74 66,
UK 58 35 89 66 35 51 69)
Morocco 97 70 46 53 68 14 25
Algeria - - - - - - -

Tunisia - - - - - - -

Egypt 120 70 25 45 80 7 4
Australia 60 36 90 61 51 21 71
Finland 44 33 63 26 59 38 57
Germany 88 35 67 66 65 83 40
Romania 123 90 30 42 90 52 20,
Singapore 96 74 20| 48 8 72 46
New Zealand 50 22 79] 58 49 33 75
United Arab Emirates 135 90 25 50 80 0 0
USA 59 40 91 62 46 26 68
Norway 35 31 69 8] 50 35 55
Iceland 34 30 60 10 50 2 67
Ireland 56 28 70 68 35 24 65
Canada 49 39 80 52 48 36 68
Austria 85 11 55 79 70 60| 63
Qatar - - = - = - -

Malaysia 103 100 26 50 36 41 57
Sweden 27 31 71 5 29 53 78
Czech Republic 95 57 58 57 74 70] 29
Poland 108 68 60| 64 93 38 29
Croatia 102 73 33 40 80 58 33
Latvia 82 44 70 9 63 69) 13

Calculation Example - Netherland:

CDn=(38—18)2 + (80 — 74)2 + (14— 16)2 + (53 — 23)2 + (67 — 35)2 + (68 — 70)2
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Appendix 13: Definition of the Number of public libraries
External link : https://1drv.ms/x/s!ArgZcFY MxagsgyxojKWrg3gfzpf 1

IFLA Date|Public libraries 2020 [Date| OCLC Date | Articles\reports| Date |Data Triangulation |Final Numbers
Netherlands 1135|2015 781]2017 177 2010 154 958 781
France 16100/2014 16100|2017 3410 2008 7500 16100 16100
Belgium 1105|2015 1150|2017 641 2010 11275 1150
Luxembourg 9(2015 22|2017 21 2012 15,5 22
Monaco - - - - - - - - -
Switzerland 208[2015 = = 2000 2010 208 2000
UK = = 4089(2017 208 2010 4089 4089
Morocco - - - 2017 600 2010 600 600
Algeria - - - 2017 83 2010 83 83
Tunisia - - - 2017 371 2010 420 2017 371 371
Egypt 912|2017 - 2017 50 2010 912 912
Australia 1469|2015 - 2017 1429 2012 1469 1469
Finland 880|2016 7402017 308 2011 810 740
Germany 5021|2015 9011/2017 8195 2011 7016 9011
Romania 2406|2015 2406(2017 2943 2010 2406 2406
Singapore 26[2016 - 2017 23 2010 26 26
New Zealand 314{2015 - 2017 296 2010 314 314
United Arab Emirates - 2017 20 2010 20 20
USA 17218|2014 - 2017 9042 2013 17218 17218
Norway 740[2015 - 2017 744 2011 740 740
Iceland - - - 2017 78 2011 78 78
Ireland 357/2016 332]2017 348 2011 344,5 332
Canada 3415|2012 = 2017 3311 2015 3415 3415
Austria 1372|2017 = 2017 1473 2011 1372 1372
Qatar 10/2017 = 2017 7 2010 10 10
Malaysia 1457|2015 = 2017 1392 2010 1457 1457
Sweden 1132|2016 1145|2017 2090 2010 1138,5 1145
Czech Republic 6245|2016 - 2017 5407 2010 6245 6245
Poland 8050/2015 7984/2017 8290 2011 8017 7984
Croatia 198|2016 207)2017 319 2011 202,5 207
Latvia 800[2016 800)2017 815 2012 800 800

NB: Some averages were not based on three sources even though their data was available, in

order to avoid the impact of the substantial date gap of one of the sources.

Appendix 14: Subjective variables — Result compounding
External link: https://1drv.ms/x/slArgZcFY MxasgyxojKWrqg3qgfzpf 1

Avg Product Ali Avg Psychic di Avg Market k g Avg I | propertyAvg ial ies|Avg Product superirity
Netherlands 4,00 5,88, 5,79 1,25 4,25 6,17
France 1,88 2,38 2,07 1,00 1,50 1,83
Belgium 1,38 4,63 3,29 1,00 1,25 3,67
Luxembourg 1,88 3,63 2,29 1,00 1,50 2,00
Monaco 2,13 2,38 1,21 1,00 1,50 1,67
Switzerland 2,00 2,75 1,50 1,25 1,25 2,00
UK 1,88 3,63 3,50 1,00 2,00 2,00
Morocco 2,13 1,38 1,07 1,25 1,25 2,00
Algeria 2,00 1,38 1,43 2,25 1,25 2,00
Tunisia 2,00 1,63 1,14 2,00 1,25 1,83
Egypt 2,13 1,00 1,07 2,25 1,25 1,83
Australia 1,88 2,75 4,29 1,00 1,25 2,83
Finland 2,63 4,63 4,64 1,00 4,00 4,17
Germany 2,50 4,63 2,93 1,25 1,25 2,50
Romania 2,00 1,88 2,14 2,25 1,25 2,17
Singapore 2,13 2,25 1,50 1,50 1,25 1,67
New Zealand 2,88 3,63 4,43 1,00 2,75 4,50
United Arab Emirates 2,00 1,25 1,86 1,75 1,25 2,17,
USA 1,75 2,63 3,14 1,25 1,25 2,33
Norway 2,75 5,50 457 1,00 2,00 4,50
Iceland 2,88 5,00 4,64 0,75 3,25 5,33
Ireland 2,13 4,13 2,00 0,75 1,50 2,33
Canada 1,75 2,75 1,79 0,75 1,25 2,17
Austria 2,13 2,38 1,71 0,75 1,25 1,83
Qatar 2,00 1,00 1,14 1,75 1,25 2,00
Malaysia 2,25 1,13 1,14 1,75 1,25 2,17,
Sweden 2,50 5,13 5,36 0,75 5,75 4,17,
Czech Republic 1,75 2,00 1,21 1,25 1,25 2,17
Poland 2,00 1,75 1,50 2,00 1,25 2,00
Croatia 1,88 1,75 1,21 1,75 1,50 2,17
Latvia 2,25 1,75 1,07 1,50 1,25 2,00
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