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 ABSTRACT 

This thesis looks into a proposed relationship between the follow-the-client strategy and 

isomorphism, through the internationalization of the Norwegian oil/gas supplier industry. 

Isomorphism tries to explain why organizations tend to become similar, and proposes 

legitimacy and less uncertainty to be expected outcomes of such process. A follow-the-client 

strategy may be seen as an isomorphic process, where organizations choose to enter the same 

foreign markets as their clients. By joining these literature streams, the following research 

question was phrased: Proposing a relationship between the follow-the-client strategy and 

isomorphism, do Norwegian oil/gas suppliers achieve legitimacy and/or less uncertainty 

when entering foreign markets with this approach? 

With a point of departure in a critical realist research philosophy, a case study was 

chosen as research design. To better understand the opinions of the company decision makers 

and to be able to measure the proposed research variables, a survey was incorporated as a data 

collection technique. The findings were analyzed by means of descriptive statistics, 

complemented with t-tests when appropriate, and were complemented with conducted 

interviews with company decision makers and experts, and data from secondary sources, 

providing complementing perspectives to the survey findings, and thus a more holistic 

outlook onto this study and the topic at large. A pattern matching technique comparing the 

empirically based pattern to both a proposed pattern and rival propositions was used to 

analyze all evidence. 

The findings indicate that through a follow-the-client approach of entering foreign 

markets, decision makers seem to have achieved legitimacy, and to a certain extent also less 

uncertainty, such approach seeming especially pertinent for companies intending to start 

exporting. Based on these findings, new propositions have been presented, which can be used 

as a guide for future research eventually leading to theory building. 



Internationalization of the Norwegian Oil/Gas Supplier Industry 

III 

 

TABLE OF CONTENTS 
 

ABSTRACT ............................................................................................................................. II 

LIST OF FIGURES, TABLES AND APPENDICES .......................................................... V 

1. INTRODUCTION ................................................................................................................ 1 

1.1. BACKGROUND FOR THESIS ..................................................................................... 2 

1.2. PRESENTATION OF CASE .......................................................................................... 2 

1.2.1. Relevance ..................................................................................................................... 4 

1.3. RESEARCH QUESTION AND SCOPE ........................................................................ 4 

1.3.1. Structure of Thesis........................................................................................................ 5 

2. LITERATURE REVIEW .................................................................................................... 5 

2.1. ISOMORPHISM ............................................................................................................. 6 

2.1.1. The Follow-the-Client Strategy .................................................................................... 7 

2.2. ISOMORPHISM AND LEGITIMACY .......................................................................... 8 

2.2.1. Legitimacy and Corporate Social Responsibility (CSR) ............................................ 10 

2.3. ISOMORPHISM AND UNCERTAINTY .................................................................... 11 

2.4. SUMMARY .................................................................................................................. 13 

2.5. THEORETICAL FRAMEWORK AND PROPOSITIONS.......................................... 13 

3. METHODOLOGY ............................................................................................................. 14 

3.1. RESEARCH APPROACH ............................................................................................ 14 

3.1.1. Purpose of Research ................................................................................................... 15 

3.1.2. Research Philosophy .................................................................................................. 15 

3.1.3. Research Design ......................................................................................................... 16 

Unit of Analysis ............................................................................................................... 17 

3.1.4. Data Collection ........................................................................................................... 18 

Interviews ......................................................................................................................... 19 

Survey ............................................................................................................................... 22 

Survey Sample .................................................................................................................. 24 

Secondary Sources ........................................................................................................... 26 

3.1.5. Data Analysis ............................................................................................................. 26 

3.2. ETHICS ......................................................................................................................... 28 

3.3. VALIDITY AND RELIABILITY ................................................................................ 29 

4. FINDINGS .......................................................................................................................... 31 

4.1. RESPONSE RATE AND RESPONDENTS’ CHARACTERISTICS .......................... 31 



Internationalization of the Norwegian Oil/Gas Supplier Industry 

IV 

 

4.1.1. Segmentation of the Respondent Companies ............................................................. 32 

4.2. THE RELATIONSHIP BETWEEN THE FOLLOW-THE-CLIENT STRATEGY AND 

ISOMORPHISM .................................................................................................................. 33 

4.2.1. Initial Descriptive Statistics........................................................................................ 34 

Relationship to the Client ................................................................................................. 34 

Foreign Markets ............................................................................................................... 36 

4.2.2. A Follow-the-Client Approach and Legitimacy ......................................................... 37 

Rival Proposition .............................................................................................................. 39 

4.2.3. A Follow-the-Client Approach and Uncertainty ........................................................ 39 

Rival Proposition .............................................................................................................. 41 

4.2.4. Segmentation of Respondent Companies ................................................................... 42 

The Segments and Legitimacy ......................................................................................... 43 

The Segments and Uncertainty ........................................................................................ 43 

4.3. SUMMARY OF FINDINGS ........................................................................................ 44 

5. DISCUSSION ..................................................................................................................... 45 

5.1. THE RELATIONSHIP BETWEEN THE FOLLOW-THE-CLIENT STRATEGY AND 

ISOMORPHISM .................................................................................................................. 45 

5.1.1. A Follow-the-Client Approach and Legitimacy ......................................................... 46 

CSR in the Oil/Gas Industry ............................................................................................. 48 

5.1.2. A Follow-the-Client Approach and Uncertainty ........................................................ 52 

Uncertainty and the ‘Intenders’ ........................................................................................ 55 

5.2. RIVAL THEORIES AND EXPLANATIONS ............................................................. 57 

5.2.1. The Appropriateness of the Follow-the-Client Approach .......................................... 57 

5.2.2. Rival Explanations to Achieving Legitimacy and/or Less Uncertainty ..................... 60 

5.3. METHODOLOGICAL ISSUES IN THE RESEARCH PROCESS ............................. 62 

5.3.1. Methodological Issues with the Conducted Survey ................................................... 64 

5.4. VALIDITY AND RELIABILITY ................................................................................ 66 

5.5. SIGNIFICANCE OF FINDINGS ................................................................................. 67 

5.5.1. Propositions for Future Research ............................................................................... 68 

6. CONCLUSION ................................................................................................................... 69 

7. PERSPECTIVES ................................................................................................................ 71 

8. BIBLIOGRAPHY .............................................................................................................. 73 

9. APPENDICES .................................................................................................................... 81 

 



Internationalization of the Norwegian Oil/Gas Supplier Industry 

V 

 

LIST OF FIGURES, TABLES AND APPENDICES 

Figure 1: Structure of thesis ....................................................................................................... 5 

Figure 2: Theoretical framework and propositions .................................................................. 13 
Figure 3: The research approach .............................................................................................. 14 
Figure 4: Research propositions ............................................................................................... 18 
Figure 5: Data collection process and methods ........................................................................ 19 
Figure 6: Research factors ........................................................................................................ 23 

Figure 7: Process of sampling among the NCE Subsea companies ......................................... 26 
Figure 8: Ethics in the research approach ................................................................................ 29 
Figure 9: Overview of eligible responses ................................................................................. 32 
Figure 10: Revised research factors ......................................................................................... 33 
Figure 11: Percentage of sales revenues accounted for by Statoil, count of companies .......... 35 

Figure 12: Relationship to Statoil on foreign market, count of companies .............................. 35 
Figure 13: Percentage of companies in a foreign market ......................................................... 36 

Figure 14: Means according to segment, statements 1-15 ....................................................... 42 

Figure 15: Export markets of Statoil and the supplier industry ............................................... 58 
Figure 16: Industry structure .................................................................................................... 59 
Figure 17: The network-based internationalization model....................................................... 61 
Figure 18: Propositions for future research .............................................................................. 69 

 

Table 1: Overview of conducted interviews............................................................................. 20 

Table 2: Attempts to gain interviewees for follow-up interviews ............................................ 22 
Table 3: Brief description of the segments ............................................................................... 33 
Table 4: Descriptive statistics for statements 1-15 ................................................................... 34 

Table 5: Foreign markets used as point of departure for statement responses according to 

geographical categories ............................................................................................................ 37 

Table 6: Descriptive statistics for statements 1-4 and 5-6........................................................ 38 

Table 7: Means according to relationship to Statoil on foreign market, statements 1-4 .......... 39 

Table 8: Means according to geographical categories, statements 1-4 .................................... 39 
Table 9: Descriptive statistics for statements 7-12 and 13-15 ................................................. 40 
Table 10: Means according to relationship to Statoil on foreign market, statements 7-12 ...... 41 
Table 11: Means according to geographical categories, statements 7-12 ................................ 41 

Table 12: Descriptive statistics according to segment for statements 1-4 and 5-6 .................. 43 
Table 13: Descriptive statistics according to segment for statements 7-12 and 13-15 ............ 44 
Table 14: Means according to segment, statement 2................................................................ 50 
Table 15: CSR content on sample companies' web pages ....................................................... 51 
 

Appendix A1-A7: Recordings of Seven Focus Interviews…………………..……………...CD 

Appendix B1+B2: Raw Data From Survey (Segment 1 and Segment 2)…………………...CD 

Appendix C: Background Interview Guide: Supplier Relations, Statoil……………………..82 

Appendix D: Pilot Interview Guide…………………………………………………………..83 

Appendix E: Expert Interview Guides………………………………………………………..85 

Appendix F: Follow-up Interview Guide……………………………………………………..86 

Appendix G: Survey Questionnaire…………………………………………………………..87 

Appendix H: Sampling of NCE Subsea Members……………………………………………89 

Appendix I: Overview of the Segments………………………………………………………92 

Appendix J: Tables of the Conducted T-Tests………………………………………………..93 

Appendix K: Sources for Table 15…………………………………………………………...97 

file:///D:/hanne_terese_haugnes.docx%23_Toc357645636
file:///D:/hanne_terese_haugnes.docx%23_Toc357645640


Internationalization of the Norwegian Oil/Gas Supplier Industry 

1 

 

1. INTRODUCTION 

“Statoil is expanding far and wide across the globe. What opportunities are there for the 

Norwegian supplier industry to piggyback on Statoil’s success?”, asked Salthe (2010) in the 

Norwegian magazine for the oil and gas industry ‘PetroNews’. Currently, Statoil ASA 

(hereafter Statoil) has a presence in 35 countries worldwide (Statoil ASA, 2013a), and with 

close to 50 % of their exploration activities being carried out in these markets, Salthe (2010) 

wondered what this might imply for the Norwegian oil/gas supplier industry. 

In Norway, the oil/gas industry is by far the most value creating industry, and amounts 

to nearly half the country’s export value (Ministry of Petroleum and Energy & Norwegian 

Petroleum Directorate, 2013), having become world leading in certain areas, like e.g. the 

subsea segment (The Boston Consulting Group, 2012). One example of the industry’s 

international expansion is the Statoil controlled field Peregrino outside of Rio de Janeiro, 

Brazil, which is their largest field outside of Norway where they function as an operator 

(Statoil ASA, 2013). Here several Norwegian suppliers have been awarded with contracts 

(Salthe, 2010), amongst them e.g. Aker Solutions, ClampOn and BW Offshore (Kammerzell, 

2011; Terdre, Nick / Offshore Magazine, 2013), showing how an operator’s international 

expansion might have created positive ripple effects for the supplier industry. 

Portraying an interdependent industry, where Statoil, as the largest operator on the 

Norwegian Continental Shelf (Salthe, 2010), every year makes purchases for around 130 

billion NOK, 75-80 % of which can be accredited to Norwegian invoicing addresses (Hallem, 

2011), following the client to its new markets is not uncommon. Literature states that this 

approach of entering new foreign markets can be rewarding to a company, so is there perhaps 

more to it than just, as Salthe (2010) names it, ‘piggybacking’? 
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1.1. BACKGROUND FOR THESIS 

This thesis constitutes ¼ of a Master of Science degree in ‘Business, Language and Culture’ 

with a concentration in ‘Business and Development Studies’. My motivation for choice of 

topic and case was highly inspired by observations made during an internship with the 

Norwegian export promotion agency ‘Innovation Norway’ in Rio de Janeiro, Brazil, during 

the fall of 2011. During my stay in Brazil I was introduced to the Norwegian industry based 

there, in particular companies within the oil/gas sector, and got acquainted with the dynamics 

of the industry and its behavior and activities on foreign markets. These observations thus 

became my point of departure when choosing topic and when finding relevant theories, in 

addition to a strong personal interest in the topic of firm internationalization. 

1.2. PRESENTATION OF CASE 

In the forthcoming paper I will look deeper into the dynamics of the Norwegian oil/gas 

supplier industry. In 1969 the first discovery of petroleum was made on the Norwegian 

Continental Shelf at the Ekofisk field, giving birth to the Norwegian ‘oil adventure’ (Ministry 

of Petroleum and Energy & Norwegian Petroleum Directorate, 2013). This discovery has over 

the past 40 years contributed significantly to the development of the Norwegian welfare 

society (The Boston Consulting Group, 2012), and has shaped the structure of the economy. 

Today, nearly 60 % of total export value can be accredited to the exports of crude oil and 

natural gas (Statistics Norway / Statistisk Sentralbyrå, 2012) and the industry is more than 

twice the size of any other sector of the Norwegian economy (Ministry of Petroleum and 

Energy & Norwegian Petroleum Directorate, 2013). Currently, Norway is the world’s 

fourteenth largest oil producer and the sixth largest gas producer (Ministry of Petroleum and 

Energy & Norwegian Petroleum Directorate, 2013). 

There are approximately 50 operators on the Norwegian Continental Shelf (Ministry 

of Petroleum and Energy & Norwegian Petroleum Directorate, 2013), in which Statoil is the 
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main operator (Salthe, 2010). Established in 1972 with the Norwegian State as the sole owner 

(Ministry of Petroleum and Energy & Norwegian Petroleum Directorate, 2013), Statoil is 

today a public limited liability company, employing about 23.000 people in 35 countries 

worldwide. In 2012 total revenues and other income were 723,4 billion NOK, 33 % of equity 

production being ascribed to their international activities (Statoil ASA, 2013a), making them 

the biggest company in the Nordic region (Forbes, 2013b) and ranking #38 on Forbes’ Global 

2000 list and #26 by profits (list of May 2013) (Forbes, 2013a). 

The petroleum industry’s value chain is divided into upstream and downstream 

activities, where upstream activities revolve around exploration, field development and 

production, and downstream with the process from exploitation and refining to the 

distribution to end user, the consumer (Midttun, Dirdal, Gautesen, Omland, & Wenstøp, 

2007). Whereas Statoil is engaged in the upstream activities of exploration and production 

(Statoil ASA, 2013), the Norwegian supplier industry supplies everything which can go into 

these activities, both topside and subsea and both on- and offshore. These companies might 

thus be supplying e.g. products such as drilling rigs, drilling equipment, pipes, etc, or services 

such as maintenance and repair (Midttun et al., 2007; Ministry of Petroleum and Energy & 

Norwegian Petroleum Directorate, 2013; The Boston Consulting Group, 2012), where Statoil, 

as the main operator on the domestic market (Salthe, 2010), will be a very important client, 

spending about 130 billion NOK a year, 75-80 % of which will be expected to have 

Norwegian invoicing addresses (Hallem, 2011). 

 In the forthcoming paper it will be looked into the internationalization of this industry, 

consisting of companies which according to The Ministry of Petroleum and Energy & the 

Norwegian Petroleum Directorate (Ministry of Petroleum and Energy & Norwegian 

Petroleum Directorate, 2013), “have gained a strong international position” (22) over the last 

decade. The industry, as defined earlier, will be referred to as oil/gas supplier industry, as 
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although the main activities of these companies will be expected to be concerned with the 

downstream petroleum activities, several companies might also be supplying equipment or 

services to the production and transportation system of natural gas (Ministry of Petroleum and 

Energy & Norwegian Petroleum Directorate, 2013). 

1.2.1. Relevance 

The purpose of this thesis will be to look into the relationship between the follow-the-client 

strategy and isomorphism, through the case of the internationalization of the Norwegian 

oil/gas supplier industry, with the aim to bring nuance to follow-the-client literature. As a 

Master’s Thesis is theoretically bound the findings and conclusions will firstly be of relevance 

to current academic theory, contributing to IB (international business) literature, particularly 

within the field of internationalization, and a network view of such, by putting forward new 

propositions for future research. Secondly, as the industry contributes greatly to value and job 

creation in all the Norwegian counties, a large part of the Norwegian work force being 

directly or indirectly employed by the industry (Ministry of Petroleum and Energy & 

Norwegian Petroleum Directorate, 2013), the research’s point of departure in such a high 

focus industry is believed to be of interest to several parties, e.g. the companies, supporting 

entities, and policy makers, which will become clear when the findings are collected and the 

conclusions are drawn. 

1.3. RESEARCH QUESTION AND SCOPE 

Proposing a relationship between the follow-the-client strategy and isomorphism, do Norwegian 

oil/gas suppliers achieve legitimacy and/or less uncertainty when entering foreign markets with 

this approach? 

 

The purpose of this thesis will thus be to research if a proposed relationship between the 

follow-the-client strategy and isomorphism will lead to legitimacy and/or less uncertainty, 
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seen through the case of the internationalization of the Norwegian oil/gas supplier industry, 

aiming to add nuance to the follow-the-client literature. The research of the relationship 

between these two theories will thus be limited to revolve around internationalization, more 

specifically the companies’ choices of foreign markets. By taking point of departure in these 

theories, the thesis will employ a network view of internationalization, though being limited 

to a supply network in its research. 

1.3.1. Structure of Thesis 

The forthcoming thesis is structured as put forth by Figure 1, following the stages in the 

research process, guided and framed by the research question. There is also a bibliography, 

Chapter 8, and an appendix, Chapter 9.  

 

Figure 1: Structure of thesis 

 

2. LITERATURE REVIEW 

This thesis takes point of departure in a network view of firm internationalization, the essence 

being concerned with factors within the internalization decision making process. To get a 

fundamental theoretical understanding of the case at hand, this chapter will review the 

literature associated with the concepts put forth in the previously stated research question. 

These concepts are ‘the follow-the-client strategy’ and ‘isomorphism’, both of which have 

been dealt with and explored by academia over the past decades. 

Chapter 2: 
Literature 

review 

Chapter 3: 
Methodology 

Chapter 4: 
Findings 

Chapter 5: 
Discussion 

Chapter 6: 
Conclusion 

Chapter 7: 
Perspectives 
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2.1. ISOMORPHISM 

While organizational theory seeks to explain variations between organizations, DiMaggio & 

Powell (1983) looked at possible explanations for why organizations become homogeneous. 

Isomorphism captures this notion of homogenization, defined as “a constraining process that 

forces one unit in a population to resemble other units that face the same set of environmental 

conditions (…) in which individual efforts to deal with uncertainty and constraint often lead, 

in the aggregate, to homogeneity“ (DiMaggio & Powell, 1983:149,147). Researchers have 

suggested homogenization in structure, culture, outputs, practices, and strategies (Deephouse, 

1996; DiMaggio & Powell, 1983), and DiMaggio & Powell (1983) identified three 

mechanisms for such isomorphic change: 1) coercive isomorphism, induced by formal and 

informal pressures and expectations on organizations, 2) mimetic isomorphism, where 

organizations model other organizations as a response to uncertainty, and 3) normative 

isomorphism, brought about by professionalization and professional networks.  

When an isomorphic process occurs, the decisions and actions taken might not have 

been strategic choices, but instead obligatory or ‘taken for granted’ decisions and/or actions 

(Haveman, 1993; Oliver, 1991). This is the institutional view of isomorphism, which often 

has been criticized for its passivity, arguing that not all organizations will give into such 

pressures, but instead resist them. However, resistance is only likely to take place if such 

isomorphic decisions and/or actions are perceived to bring little perceived gain in legitimacy 

and when there is low uncertainty (Oliver, 1991) 

Isomorphic change is often brought about when organizations look for role models 

(DiMaggio & Powell, 1983; Haveman, 1993). These role models may first and foremost be 

organizations within the same industry (Haveman, 1993) and organization with which one has 

network ties: “If two actors have a direct relationship with one another, they are more likely 

over time to think alike or behave similarly” (Galaskiewicz & Wasserman, 1989:456). This 



Internationalization of the Norwegian Oil/Gas Supplier Industry 

7 

 

has also been named the ‘network effect’, that by close interaction one’s influence on each 

other can produce homogeneity of beliefs (Borgatti & Foster, 2003). In addition are role 

models often of similar size or perceived successful organizations, success being measured in 

profits or by a large size (DiMaggio & Powell, 1983; Haveman, 1993), larger companies also 

being more visible and thus more likely to be imitated (Haveman, 1993). However,  

Isomorphism has become a widely acceptable concept amongst most scholars, yet 

empirical research of the actual presence of such forces and processes has shown mixed 

results. In its favor, Galaskiewicz & Wasserman (1989) found presence of isomorphism in 

companies’ philanthropic behavior where “a firm i tended to give more money to a nonprofit j 

in 1984 if the CEO in i knew several other CEOs whose firms gave substantial amounts to the 

nonprofit in 1980” (Galaskiewicz & Wasserman, 1989:470-471, italics reversed). And in 

relation to internationalization, it has been found support for institutional isomorphism in 

companies’ choices of market (Haveman, 1993) and choices of entry mode, “as later entrants 

tended to follow the entry mode patterns established by earlier entrants” (Lu, 2002:19). On 

the other hand, Oliver (1988) did not obtain a significant level of support for institutional 

explanations to isomorphism. 

2.1.1. The Follow-the-Client Strategy 

A follow-the-client strategy can be seen as an isomorphic process. The strategy, also named 

follow-the-customer and/or client-following, is a hypothesis well known in the IB literature, 

and has repeatedly been tested empirically (Esperanca & Gulamhussen, 2001). An example of 

such strategy may typically be service providing companies, such as advertising, financial 

services and market research companies (Contractor, Kundu, & Hsu, 2002), following their 

domestic market clients abroad (Von der Ruhr & Ryan, 2005). Empirical support for the 

hypothesis has e.g. been found in the banking industry, where banks have been found to 

“follow their corporate customers to the foreign country and establish operations to service 
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these home country corporate customers” (Esperanca & Gulamhussen, 2001:283), making a 

follow-the-client approach a consistent external influence in international expansion, whether 

the firm is active or reactive in its approach to internationalization (Coviello & Martin, 1999). 

 The opportunity for such strategy arises through network ties, where e.g. previous 

successful projects may stimulate continued demand from the client (Coviello & Martin, 

1999). Reasons provided for choosing this strategy have been that it is a method of entering 

new markets, and that the company can maintain previously established relationships from 

their domestic markets (Von der Ruhr & Ryan, 2005), with clients they already possess an 

unique knowledge of (Sabi, 1988). In addition, it has been found that a follow-the-client 

strategy provides opportunities for reaping the benefits of expansion to foreign markets faster 

(Contractor et al., 2002), and that through such strategy one can overcome imperfections in 

the factors markets (Sabi, 1988). It is seen to be important in both initial internationalization 

decisions, as well as in decisions taken at a later stage (Coviello & Martin, 1999). 

 Most studies researching the follow-the-client hypothesis are on an industry and/or 

national level (Von der Ruhr & Ryan, 2005), an example being revealing a positive 

relationship between the presence of home country clients and banks within the same foreign 

market (Esperanca & Gulamhussen, 2001). And whereas a follow-the-leader strategy has been 

seen as an isomorphic process (Haveman, 1993; Miller, 1992), a relationship to the follow-

the-client strategy seems to have been left out of the institutional literature. 

2.2. ISOMORPHISM AND LEGITIMACY 

An expected outcome of isomorphism is legitimacy (Deephouse, 1996; DiMaggio & Powell, 

1983). It is especially coercive isomorphism which deals with the issue of legitimacy, where 

pressures and expectations, subtle or not, make organizations seek e.g. group solidarity 

(DiMaggio & Powell, 1983). Empirical evidence supports this proposition, where it has been 

found a positive relationship between isomorphism and several measures of legitimacy, 
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meaning that organizations which “conform to the strategies used by other organizations are 

recognized by regulators and the general public as being more legitimate than those that 

deviate from normal behavior” (Deephouse, 1996:1033). And in an internationalization 

context, a “movement into a foreign market alongside other firms from the same local 

environment provides a blanket of legitimacy” (Liesch, Welch, & Buckley, 2011:863). 

 Due to difficulties in the process of definition, and thus also how to operationalize and 

to measure it, there has been little empirical examination of legitimacy as a concept 

(Deephouse, 1996; McEwen & Maiman, 1986). It has e.g. been pointed out how legitimacy 

has been treated in a circular reasoning matter, where the concept has functioned as both 

cause and effect (McEwen & Maiman, 1986). I will thus put forth how the concept of 

legitimacy will be dealt with here. According to the dictionary, legitimacy is defined as 

“conformity to the law or to rules” and the “ability to be defended with logic or justification” 

(Oxford Dictionaries, 2013). However, for the purpose of this study the focus will be on the 

concept of organizational legitimacy, hereafter named legitimacy, which has been defined 

accordingly: “A generalized perception or assumption that the actions of an entity are 

desirable, proper, or appropriate within some socially constructed system of norms, values, 

beliefs, and definitions” (Suchman, 1995:574). In short, the definition implies that the 

organization is accepted by its external environment (Deephouse, 1996; DiMaggio & Powell, 

1983). A key to the concept of legitimacy is thus the endorsement of social actors, and only 

certain actors have the position to confer legitimacy. Identifying such relevant actors will thus 

tell us which type of legitimacy is observed, either ‘regulatory endorsement’, acceptance by 

authorities, or ‘public endorsement’, acceptance by the public (Deephouse, 1996). 

The legitimacy literature can roughly be divided into two groups; strategic and 

institutional legitimacy. In the former, legitimacy is treated as an operational resource where 

the manager is in control of the process, and in the latter “external institutions construct and 
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interpenetrate the organization in every respect” (Suchman, 1995:576) through an isomorphic 

process with a collective structuration of a field or a sector (DiMaggio & Powell, 1983). 

However, there is also a middle course which takes into account that managers will form 

strategies to handle legitimacy, but that their decisions are embedded in a belief system 

shaped by the cultural environment (Suchman, 1995). 

2.2.1. Legitimacy and Corporate Social Responsibility (CSR) 

A strategic way to deal with legitimacy is through the use of corporate social responsibility 

(hereafter CSR), which has become a popular and increasingly common method to 

incorporate the issue of legitimacy into core company strategy and operations. The 

relationship between CSR and legitimacy can be seen in the justification for doing CSR. 

According to Porter & Kramer (2006), all organizations need some sort of permission, a 

‘license to operate’, from various stakeholders to do business, and here the use of CSR has the 

ability to legitimate the “expectations of the roles and contributions of all major groups in 

society, including corporations” (Matten & Moon, 2008:410). And as legitimacy is bestowed 

by social actors (Deephouse, 1996), CSR attempts to include various stakeholders into the 

business, these being owners (shareholders), employees, customers, local communities, and 

the society at large (Carroll, 1991). 

Throughout the decades it has been questioned whether it is possible to reconcile a 

company’s economic orientation with its social, and here CSR offers the solution. In this 

regards, Carroll (1991) presented a pyramid model of the concept, encompassing four kinds of 

social responsibilities; economic, legal, ethical, and philanthropic, the point being that for 

CSR to be accepted as legitimate it should address all issues concerning the business and 

society, including a company’s economic obligation. The model was meant to become a 

managerial term where “the CSR firm should strive to make a profit, obey the law, be ethical, 

and be a good corporate citizen” (Carroll, 1991:43). 
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The concept of CSR is an umbrella term (Matten & Moon, 2008) dealing with issues 

concerning the intersections between business and the society (Porter & Kramer, 2006), 

building on various other theories, such as business ethics, stakeholder theory, and corporate 

citizenship (Carroll, 1999). Although CSR originally has been viewed as a strategic tool, it 

has become increasingly institutionalized, where CSR practices has spread through new laws 

and standards (coercive isomorphism), being adopted as ‘best practice’ (mimetic 

isomorphism), and by the teaching of such standards at educational institutions (normative 

isomorphism), thus structuring the field (DiMaggio & Powell, 1983; Matten & Moon, 2008). 

2.3. ISOMORPHISM AND UNCERTAINTY 

Under conditions of uncertainty, which strategic choices to make may not be apparent. Norms 

of appropriate and acceptable strategic behavior will thus be shaped and diffused by mimetic 

isomorphism (Deephouse, 1996; DiMaggio & Powell, 1983; Liesch et al., 2011), and as a 

result, imitation has in the risk management literature been named a strategic response to 

uncertainty (Miller, 1992). Uncertainty is a fundamental issue all organizations must cope 

with, and comes to attention as decision makers attempt to understand and react to the 

environment (Milliken, 1987).  

When defining the concept of uncertainty, uncertainty and risk have often been used 

synonymously and interrelated (Liesch et al., 2011; Miller, 1992), and to make a distinction it 

has been suggested that uncertainty can be seen as the source of the risk (Figueira-de-Lemos, 

Johanson, & Vahlne, 2011; Miller, 1992), risk being related to explicit knowledge and 

uncertainty to implicit (Miller, 1992). Uncertainty has been defined as the “unpredictability of 

environmental or organizational variables that impact corporate performance or the 

inadequacy of information about these variables” (Miller, 1992:312). However, a distinction 

must be made between an objectively viewed uncertainty and a perceptual, subjective 

uncertainty, described as “an individual’s perceived inability to predict something accurately” 
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(Milliken, 1987:136). Several authors (Liesch et al., 2011; Milliken, 1987) argue for this latter 

case of uncertainty, where uncertainty is dependent on and shaped by managerial oversight 

and the manager’s available resources. In this regards, key decision makers’ perceptions will 

be vital (Liesch et al., 2011). 

Still, the source of the uncertainty is often related to an organization’s external 

environment (Milliken, 1987), or more specific perceived environmental characteristics, and 

has been attributed to and used for both “decision situations where there is an unknowable 

future and (…) situations where this future is knowable, but not calculable” (Liesch et al., 

2011:854), pointing out that lack of information and/or the inability to extract the relevant 

data is the determinant of perceived uncertainty (Milliken, 1987). In relation to the collection 

of information, transaction cost economics sees uncertainty as related to the bounded 

rationality of humans in gathering and/or dealing with available information. ‘Knightian 

uncertainty’, however, criticizes this view, as information on all outcomes is not available and 

that it is not possible to know all outcomes (Liesch et al., 2011). 

 In relation to internationalization, uncertainty is seen as a constraining factor (J. 

Johanson & Vahlne, 1977), affecting e.g. the entering of new markets, and the choice of 

different operation modes (Liesch et al., 2011), and from a network based view of 

internationalization, ‘outsidership’ to a relevant network has been named the root of 

uncertainty (Johanson & Vahlne, 2009). Information concerned with, or the lack there of, 

different foreign business, cultural and political environments, may contribute to such 

perceived uncertainty (Liesch et al., 2011), but that through a process of  ‘uncertainty 

acclimatization’, defined as “the adaptations and responses, psychological and material, that 

individual entrepreneurs and firms make to the evolving perceived uncertainties of foreign 

operations” (Liesch et al., 2011:864), the company becomes enabled to operate within these 

conditions.   
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2.4. SUMMARY 

To summarize, isomorphism is a process by which organizations become increasingly 

homogeneous, brought about by coercive, mimetic and normative processes (DiMaggio & 

Powell, 1983). A follow-the-client strategy can be seen as a form of isomorphic process, 

where an organization chooses to follow its domestic market client(s) abroad (Esperanca & 

Gulamhussen, 2001; Von der Ruhr & Ryan, 2005). An expected outcome of an isomorphic 

process is legitimacy (Deephouse, 1996; DiMaggio & Powell, 1983), that organizations seek 

some sort of group solidarity to deal with expectations and/or subtle pressures (DiMaggio & 

Powell, 1983). Furthermore, in the face of uncertainty, organizations might turn to imitation 

as a strategic response to this uncertainty, as other strategic choices might not be that apparent 

(DiMaggio & Powell, 1983). Thus, if we see uncertainty as a circular concept, we can say that 

an expected outcome of imitation is less uncertainty. 

2.5. THEORETICAL FRAMEWORK AND PROPOSITIONS 

 
Figure 2: Theoretical framework and propositions 

 

Follow-the-
client strategy 

Isomorphism 

P1: By applying a follow-the-client 
approach of entering foreign 

markets, decision makers achieve 
legitimacy to such decision.  

------------------------------------------- 

P2: By applying a follow-the-client 
approach of entering foreign 

markets, decision makers achieve 
less uncertainty in such decision.  
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The literature review has deliberated upon the theories of the follow-the-client strategy and 

isomorphism. As a follow-the-client strategy can be seen as an isomorphic process, we can 

expect the outcomes of such behavior to be the same; legitimacy and less uncertainty. The 

combining of these theories thus give us a theoretical framework, which put together presents 

two propositions which will be used to guide the research to come, as seen in Figure 2. 

3. METHODOLOGY 

In this chapter, methodological choices made throughout the research process will be 

deliberated upon. Figure 3, partly based on ‘the research onion’ of Saunders, Lewis & 

Thornhill (2011), describes how these choices are connected and how this chapter will 

outlined. Furthermore, the chapter will explain how this thesis’ research will deal with ethical 

concerns and measures of quality; validity and reliability. 

 
Figure 3: The research approach, partly adapted from ‘the research onion’ (Saunders et al (2011)) 

 

3.1. RESEARCH APPROACH 

The research approach will deal with the purpose of the research, the research philosophy, the 

research design and data collection and analysis methods, all presented and argued for in the 

following sections.  

Purpose of 
Research 

Research 
Philosophy 

Research 
Design 

Data 
Collection 

and 
Analysis 
Method 

http://www.refworks.com/refworks/~0~
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3.1.1. Purpose of Research 

Being a Master’s Thesis, the paper is theoretically bound, and here a proposed relationship 

between the follow-the-client strategy and isomorphism will be researched, aiming to give 

nuance to the follow-the-client literature. Drawing upon Yin’s (2008) differentiation of 

research studies, this study will be mainly explanatory, trying to establish a link from a 

follow-the-client strategy, as an isomorphic process, to legitimacy and less uncertainty, the 

expected outcomes of such process. This established link will then describe the 

internationalization of the Norwegian oil/gas supplier industry, and although researching what 

can be seen as a causal link, the author here would claim the study to be in an exploratory 

phase, where little to none research has been done before on the relationship between these 

theories and concepts. The aim of this research will thus be to give directions for future 

research by presenting new propositions based on this thesis’ findings and conclusions. 

3.1.2. Research Philosophy 

Philosophy of science tells us about the researcher’s view of the relationship between data and 

theory, and functions as a point of departure for the methodological choices made throughout 

a research process (Easterby-Smith, Thorpe, & Jackson, 2008). Personally I find that doing 

research implies looking for viewpoints, holding these together for comparison, and then 

establish a consensus between the opinions. Such a point of view can also be found in a 

relativist perspective of philosophy of science, where facts depend on the viewpoint of the 

observer and truth only can be established when there is a consensus between different points 

of view. A variant of this position is critical realism (Easterby-Smith et al., 2008), a research 

philosophy which do not see perceptions as reality, but as a window onto reality (Perry, 

Riege, & Brown, 1999). This reality “exists independently of the observer, and hence the job 

of the scientist is merely to identify (…) this pre-existing reality” (Easterby-Smith et al., 

2008:63). Along the research process, to get a view onto this reality, certain assumptions must 
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be made. A relativist epistemology believes there are “regular patterns in human and 

organizational behavior” (Easterby-Smith et al., 2008:90), thus an assumption here will be 

that certain people within organizations make decisions which forms a strategy, here related 

to their internationalization, and that these decisions and strategies can be identified and 

researched by making inquiries and by looking at their pattern. 

3.1.3. Research Design 

A study’s research design “is about making choices about what will, and what will not, be 

observed” (Easterby-Smith et al., 2008:82). With a point of departure in a critical realist 

research philosophy, the job of the researcher will be to identify a pattern. However, 

identifying such pattern might be somewhat difficult (Easterby-Smith et al., 2008) and 

demands for a research design which allows for “both triangulation of methods and the 

surveying of views and experiences of large samples of individuals” (Perry et al., 1999:63). A 

critical realist philosophy, where facts are based on the consensus of different viewpoints, 

thus calls for the use of multiple techniques to be able to deal with the different perspectives 

in a triangulating matter. Case study as a research design allows for the use of multiple 

methods (Easterby-Smith et al., 2008; Perry et al., 1999; Yin, 2008) and is therefore seen as a 

suitable research design for this thesis’ research. A case study is, according to Yin (2008), “an 

empirical inquiry that investigates a contemporary phenomenon in depth and within its real-

life context” (Yin, 2008:18), where the aim is to generalize theories through ‘analytic 

generalization’. Such research design functions as a logical plan on how to get from a 

research question to the conclusions, and should have clarified certain issues before data is 

collected, respectively the main questions/propositions, the unit of analysis, the links between 

data and propositions, and the procedures for interpretation (Yin, 2008). The next sections of 

this chapter will thus be used to elaborate on these issues. 
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Unit of Analysis 

The unit of analysis in this case study will be an industry sector, the Norwegian oil/gas 

supplier industry, consisting of multiple units, the companies within the industry. These units 

are part of what has been named a ‘supply network with one main contractor’, where the main 

contractor is believed to organize several subcontracting units to benefit from specialized 

capabilities (Nassimbeni, 1998). More precisely will the unit of analysis for the research 

conducted here be based on companies fitting the following three criteria:  

Firstly, the company should be a supplier to Statoil in Norway. Although there are 

about 50 different operators on the Norwegian Continental Shelf (Ministry of Petroleum and 

Energy & Norwegian Petroleum Directorate, 2013), I have chosen to take point of departure 

in Statoil as the client when establishing a client-supplier relationship to allow for the use of 

the follow-the-client strategy. This choice is based mostly on Statoil’s position in the industry 

being the main operator on the domestic market (Salthe, 2010), but also for the purpose of 

simplification, consequently making the research more feasible with an appropriate amount of 

research variables. 

Secondly, the company should be of Norwegian origin. To better get a picture of the 

client-supplier relationship, with as few disturbing factors as possible, companies of 

Norwegian origin have been chosen. It has, however, been allowed for any foreign 

ownerships through acquisitions, a principle being that the headquarters, and thus the decision 

makers, has remained in Norway. 

Thirdly, the company should have representation on at least one foreign market where 

Statoil too is present, to allow for the use of a follow-the-client strategy as a theoretical 

backbone. Representation on a foreign market is here understood as the company using an 

agent or a sales representative or having established its own sales office in the market to 

export its products and/or services. 
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3.1.4. Data Collection 

Yin (2008) argues that theoretical propositions made prior to a study can guide how data is 

collected and analyzed. I thus took point of departure in the previously stated propositions 

when designing such methods. To be able to further operationalize these propositions, they 

were divided into two sub-propositions, a and b: 

 
Figure 4: Research propositions 

 

There was made a distinction between Statoil and other Norwegian companies, to 

introduce an alternative explanation to the same outcome, the b-propositions functioning as 

‘rival propositions’. When introducing rival propositions into a case study it is desired that 

these provide an explanation that is mutually exclusive from the other propositions. This has 

been attempted done here, as the rival propositions will, if found to be more fitting than the 

main propositions, dismiss that it is through a follow-the-client strategy legitimacy and/or less 

uncertainty can be achieved. These rival propositions will thus add a measure of validity to 

research (Yin, 2008). 

P1: By applying a follow-the-client 
approach of entering foreign markets, 
decision makers achieve legitimacy to 

such decision. 

P1a: Decision makers perceive 
achievement of legitimacy when 
entering markets where Statoil is 

present. 

P1b: Decision makers perceive 
achievement of legitimacy when 

entering markets where other 
Norwegian companies, more 

than that of Statoil, are present.  

P2: By applying a follow-the-client 
approach of entering foreign markets, 

decision makers achieve less uncertainty 
in such decision. 

P2a: Decision makers perceive 
achievement of less uncertainty 
when entering markets where 

Statoil is present. 

P2b: Decision makers perceive 
achievement of less uncertainty 
when entering markets where 
other Norwegian companies, 
more than that of Statoil, are 

present.  
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To be able to answer the previously stated research question and to explore these 

propositions further, data was collected in a four step process, as illustrated in Figure 5. The 

data collection methods chosen here will thus provide multiple sources of evidence to allow 

for a triangulation of data, as required by a critical realist philosophy and as made possible 

through a case study design (Easterby-Smith, Thorpe, & Jackson, 2008; Perry, Riege, & 

Brown, 1999; Yin, 2008). The techniques used, respectively interviews, survey and secondary 

sources, will be further deliberated upon in the following sections. 

 

Figure 5: Data collection process and methods 

 

Interviews 

Interviews are important sources of evidence in a case study, and in this study focused 

interviews were used (Yin, 2008) in two of the four steps of the data collection process. All 

interviews were conducted in Norwegian to make the conversation setting as natural as 

possible and were executed through Skype to phone, allowing for the conversation to be 

recorded digitally. It was set as a criteria that the interviewee had to be a company decision 

maker, primarily a CEO/managing director, to correspond with the stated propositions. On the 

next page is an overview of all the interviews conducted throughout the process, presented in 

Table 1, first column stating the appendix corresponding to the interview. The interviews 

conducted with company decision makers have been named Company A, Company B, etc, as 

the researcher saw no additional value in stating the company and personal name of the 

interviewee. This issue is further explained in section 3.2. Ethics. 
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Firstly, background and pilot interviews were conducted as a means to gain initial 

insight into the problem area. The background interview was done with a representative from 

the division for procurement and supplier relations of Statoil, Mr. Meulepas, Manager of rig 

strategy. The interview guide (Appendix C) was based around the question of Statoil’s 

procurement process, especially concerned with their choice of suppliers. Technical problems 

were met during this interview, as of the conversation was cut off towards the end due to an 

unstable internet connection. The interviewee was called up again via phone, the last part not 

being recorded. In addition, there were done three background/pilot interviews. The purpose 

with these interviews was firstly to gain initial insight into the problem area, but also to pre-

test the questionnaire that was to be used in the survey part of the process. The interview 

guide (Appendix D) for these background/pilot interviews was thus designed half semi-

structured with questions seeking background information and half structured, consisting of 

the first draft of the questionnaire. However, these interviews did not play out exactly as 

planned, as the interviewer found the interviewees to take a somewhat defensive position 

towards the fact that their internationalization strategy might have been influenced by 

anything else than their own decisions and strategies. It might have been an issue that 

 Interview 

Type 

Company Interviewee Title Method Date Mins. 

A1 Background Statoil ASA Mr. 

Meulepas 

Manager, supplier 

relations 

Skype to 

phone 

28.08.12 13:31 

A2 Backgr./pilot Company A Mr. A CEO Skype to 

phone 

11.09.12 22:54 

A3 Backgr./pilot Company B Mr. B Man. Dir. Skype to 

phone 

14.09.12 09:47 

A4 Backgr./pilot Company C Mr. C Man. Dir. Skype to 

phone 

14.09.12 12:17 

A5 Expert NCE Subsea Mr. T. 

Olsen 

CEO Skype to 

phone 

05.10.12 13:17 

A6 Follow-up Company D Mr. D CEO Skype to 

phone 

17.01.13 17:59 

A7 Expert INTSOK Mr. W. 

Olsen 

Senior advisor Skype to 

phone 

17.01.13 11:56 

Table 1: Overview of conducted interviews, please confer with appendices A1-A7 for the recordings. 
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interviews conducted via phone do not establish the sufficient amount of trust for the 

interviewee to discuss all issues openly (Easterby-Smith et al., 2008), although the researcher 

did not initially see the problem areas here as issues in need to establish such trust. It is still 

claimed that the data gathered in these interviews has value when answering the research 

question and when looking further into the stated propositions, and the information gained 

will thus be presented and discussed in Chapter 5. 

After the survey part of the data collection process was done, expert and follow-up 

interviews were planned to be able to nuance and complement findings retrieved from the 

survey. The expert interviews were to bring a neutral outlook onto the internationalization 

pattern of the industry and thus bring new perspectives to the problem area researched in this 

thesis, please see Appendix E for the interview guides. This also opened up for ‘investigator 

triangulation’ where there will be a triangulation between different evaluators (Yin, 2008), 

respectively the case company decision makers, the client (Statoil), and the experts. Such 

interview was firstly conducted with the CEO of NCE Subsea, the cluster in which we find 

the sample companies, and with a senior advisor of INTSOK – Norwegian Oil and Gas 

Partners, a Government organization assisting Norwegian oil/gas companies on foreign 

markets (INTSOK, 2013). The intention behind the follow-up interviews was to gain insight 

to how these companies actually had proceeded when internationalizing and to deepen the 

understanding around the respondents’ ratings in the conducted survey, please see Appendix F 

for the interview guides. Attempts were made to contact potential interviewees, as explained 

in Table 2 on the next page, but in the end there was unfortunately done only one follow-up 

interview. There was firstly sent emails to four of the survey respondents, asking for a follow-

up interview. However, as several of the sample companies already had received up to three 

emails regarding the survey, one initial contact and up to two remainders, I did not want to 

impose more than within the limits of reason, and I took this low response rate to my emails 
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as a sign of little to no interest in further contact regarding this research. As the survey 

response rate was high and provided adequate answers in relation to the research question, I 

made the decision to focus on these findings and then to use the already conducted interviews 

and the one follow-up interview as complementary sources of evidence to back up or broaden 

the understanding of the survey results, all presented in Chapter 5. 

 

Company First contact Second contact Result 

‘Company D’ Answered 

positively 

- Follow-up interview conducted. 

Advantec AS No answer Answered negatively, respondent 

did not want to allocate time to 

this purpose. 

No further attempt for an 

interview was done, no 

interview conducted. 

Amitec AS No answer No answer No further attempt for an 

interview was done, no 

interview conducted. 

Solid 

Vedlikehold 

AS 

No answer No answer No further attempt for an 

interview was done, no 

interview conducted. 
Table 2: Attempts to gain interviewees for follow-up interviews 

 

Survey 

Structured interviews, in the form of a formal survey, were chosen as the primary method of 

data collection, due to its ability to enable the measurement and investigation of multiple 

variables at once, providing quantitative data as evidence (Easterby-Smith et al., 2008; Yin, 

2008). In relation to the company decision makers’ perceived achievement of legitimacy 

and/or less uncertainty when applying a follow-the-client strategy of entering foreign markets, 

I found three factors to be of relevance, which are presented in Figure 6 on the next page. The 

first two, namely the companies’ relationship to the client, here Statoil, and their foreign 

market, are descriptive factors representing aspects of the follow-the-client strategy. The third 

factor, ‘Statoil vs. other Norwegian companies,’ brings the rival proposition to the table. The 

design of the questionnaire was thus built to research these three factors, in addition to the 

measurement of the main variables. 
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The first part of the questionnaire consisted of five preliminary questions stating 

demographic characteristics. In the next part, the respondents were asked to name one foreign 

market in which they either functioned as a supplier to Statoil or operated side by side with 

them. Keeping this situation and market in mind, the respondents were asked to rate their 

opinions towards fifteen statements according to a five-point Likert scale ranging from ‘one 

(1) – completely disagree’ to ‘five (5) – completely agree’. The Likert scale is a common tool 

to measure attitudes and opinions as it measures the strength of an opinion with its five-point 

scale, also including a neutral mid-point (Easterby-Smith et al., 2008). All these fifteen 

statements were designed to bring together aspect from a follow-the-client strategy and either 

legitimacy or uncertainty, except for the statements putting forth the rival propositions. There 

were six statements measuring legitimacy and nine statements measuring uncertainty 

reduction. The statements can be grouped into four variables, where each of these variables 

represents a proposition, accordingly: 

- P1a: ‘Legitimacy Statoil’ (statements 1-4): This variable aims to explore whether decision 

makers perceive achievement of legitimacy when entering foreign markets where Statoil 

is present. 

- P1b: ‘Legitimacy other Norwegian companies’ (statements 5-6): This variable aims to 

explore whether decision makers perceive achievement of legitimacy when entering 

Figure 6: Research factors 

 

P1: Legitimacy 

------------------------ 

P2: Uncertainty 

Relationship 
to the client 

Foreign 
market 

Statoil vs. 
other 

Norwegian 
companies 
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foreign markets where other Norwegian companies, more than that of Statoil, are present. 

This variable is based on the rival proposition. 

- P2a: ‘Uncertainty Statoil’ (statements 7-12): This variable aims to explore whether 

decision makers perceive achievement of less uncertainty when entering foreign markets 

where Statoil is present. 

- P2b: ‘Uncertainty other Norwegian companies’ (statements 13-15): This variable aims to 

explore whether decision makers perceive achievement of less uncertainty when entering 

foreign markets where other Norwegian companies, more than that of Statoil, are present. 

This variable is based on the rival proposition. 

 

The operationalization of these variables was based on a perceptive method of 

measurement, here the perception of the company decision maker, and was based on 

definitions of and characteristics to the concepts of legitimacy and uncertainty as put forth in 

the literature review, Chapter 2. There was left room in the end for the respondents to make 

own comments. The questionnaire (Appendix G) was designed via the online survey tool 

surveymonkey.com (SurveyMonkey, 2013) and distributed as an URL link to the sample 

companies, the next section explaining this sampling process. The survey was sent to the 

email address of the CEO/managing director or equal, which was either stated on the 

company’s webpage or as informed via phone. This was to make sure that the right person 

answered the survey, although there is no guarantee that the person receiving the email is in 

fact the one that has responded, though this will be the belief when findings are discussed and 

conclusions are drawn. 

Survey Sample 

The unit of analysis for the case study has previously been described as the Norwegian oil/gas 

supplier industry, more precisely companies which are suppliers to Statoil in Norway, of 

Norwegian origin and with representation in at least one foreign market where Statoil too is 
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present. However, to survey this entire population is not possible, and it will thus be necessary 

to come up with a sample. In this paper it has through ‘purposive sampling’, a method where 

“the researcher has a clear idea of what sample units are needed, and then approaches 

potential sample members to check whether they meet eligibility criteria” (Easterby-Smith et 

al., 2008:218), used the industrial cluster ‘NCE Subsea’ as a point of departure for the 

sampling process. NCE, or Norwegian Centres of Expertise, are officially appointed clusters 

and function as a program owned and implemented by Norwegian Government agencies 

(NCE Subsea, 2013). NCE Subsea is here a cluster of oil/gas supplying companies on the 

Western coast of Norway, supplying products and services related to underwater activities, 

and consists, as of 26.06.12 of 126 companies (including Statoil) (NCE Subsea, 2012). This 

cluster was chosen as Statoil is a member, and it was thus expected to find that several of the 

other member companies functioned as their suppliers, providing a manageable size of sample 

for the survey. 

According to Porter (2000) “clusters are geographic concentrations of interconnected 

companies, specialized suppliers, service providers, firms in related industries, and 

associated institutions (…) in a particular field that compete but also cooperate” (Porter, 

2000:15). We will thus find various entities within this cluster, and for the purpose of the 

research conducted here, generic services provided by supporting entities such as 

schools/universities, financial and legal institutions, R&D centers etc, had to be excluded. 

Further exclusions comprised larger companies, here >1000 employees, as these companies 

are believed to differ greatly from the rest of the sample when it comes to internationalization 

decisions, and companies not fitting the unit of analysis criteria (supplier to Statoil in Norway, 

representation on foreign market, and Norwegian headquarter). Please see Appendix H for an 

overview of the process of the sampling of these companies, also illustrated in Figure 7 on the 

next page. I was, after this process of sampling, left with 72 NCE Subsea member companies 
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which became my sample for the survey. These companies are believed to possess the same 

characteristics as the population at large, and would thus be somewhat representative. These 

characteristics comprise the criteria of the unit of analysis, in addition to expecting some 

degree of dependency on behalf of the companies in regards to their relationship to Statoil.  

 
Figure 7: Process of sampling among the NCE Subsea companies 

 

Secondary Sources 

Although the evidence collected for the purpose of this thesis is mostly collected through 

primary sources, it was revealed when reviewing the finished surveys a need for some further 

investigation. Complementing data was in this regards obtained via secondary sources, in this 

case the sample companies’ web pages. In addition, secondary sources, such as reports from 

the Boston Consulting Group and the Ministry of Petroleum and Energy and the Norwegian 

Petroleum Directorate, media sources and Statistics Norway have been used to gain 

background information onto the industry and the problem area. The purposefulness and 

quality of these sources will be further discussed in section 5.3 

3.1.5. Data Analysis 

As rival propositions has been introduced to the survey and thus to the study at large, a pattern 

matching analysis is an appropriate strategy for analyzing the findings, and also a common 

way of analyzing data within a case study design. The logic of such analysis is to compare an 

empirically based pattern with a proposed one, and here also to the rival propositions (Yin, 

2008). The empirically based pattern which is to be established here is whether decision 

makers applying a follow-the-client approach of entering foreign markets achieve legitimacy 

NCE Subsea: 
125 

Eligible: 72 Excluded: 53 
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and/or less uncertainty. To establish this pattern, weight will be given to the survey and the 

quantitative data collected through such technique. 

In quantitative research there usually is a two-step process when making sense of the 

data, firstly to establish which features will tell the story about the data most accurately, and 

then attempt to identify a pattern in the data to be able to draw some conclusions (Easterby-

Smith et al., 2008). For the analyses of the data provided by the survey, the features mean, 

median, mode and standard deviation will be looked into. Both the mean, the median and the 

mode are measures of location for a set of data, where the mean is an average value in which 

all scores contribute to its value, the median is the middle score when placed in rank order, 

and the mode is the most common score in a set of scores. On the other hand, standard 

deviation is a measure of spread, showing the average spread around the mean to give a 

picture of the variability of the data set (Easterby-Smith et al., 2008). Together these 

summarizing features will give a picture of the data set at hand.  

To identify a pattern in the data, tables of descriptive statistics will be presented, 

complemented by cross tabulations and/or in the form of statistical inference, which here will 

be testing for group differences through t-tests, applying a 95 % confidence interval. 

Together, these tables and tests, will provide the empirically based pattern, which will be 

presented and compared to both the proposed pattern and the rival proposition. It will be 

believed that an empirically based pattern showing measures of location above the neutral 

middle value of three will give confirmation to one of these proposed patterns, and then also 

dismissing the other. The analysis in Chapter 5 will complement the survey findings with data 

from the other sources of evidence, here interviews and secondary sources, in a data 

triangulation matter, following a pattern matching analysis logic in the establishment of 

arguments. 
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 The level of analysis for the research here will be on an individual level presenting the 

company decision makers’ perceptive opinions, although also placing such individual 

perceptions into a firm level context (relationship to client and foreign market). Furthermore, 

according to a typology of interorganizational network research, the research can be 

categorized as ‘impact of individual organizations on a network’ (Provan, Fish, & Sydow, 

2007), where it will be analyzed how a main client, here Statoil, has an impact on a supply 

network, here the Norwegian oil/gas supplier industry. 

3.2. ETHICS 

Ethical considerations were an integral part of the entire research process, especially pertinent 

in the process of collecting, storing and reproduction of data from primary resources. Figure 8 

on the next page illustrates how ethics have been treated throughout this process. The 

stakeholders relevant for ethical considerations in this study were identified as being the 

interviewees and the questionnaire respondents. The establishment of ethical principles was 

thus framed to accommodate their interests, and was made based on the key ethical principles 

of Easterby-Smith et al (2008). 

Firstly, consent on being interviewed had to be given in written by email, in which 

date and time for the conversation were agreed upon. All interviewees were informed about 

the recording of the conversation, and had the opportunity to refuse this. Furthermore, there 

was inquired about their point of view on anonymity. Anonymity did not seem to be an issue 

for either one of the interviewees. However, the author has still chosen to make the interviews 

with the sample company representatives anonymous, as their personal and/or company 

names are of no importance and adding no perceived value to the research conducted here. 

The names of the other interviewees were kept, as these informants have made 

comments/interviews also in media or via other channels before. The recordings of the 

interviews were straight away classified as Company A, Company B, etc, and reproduction of 
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statements and opinions have been reproduced with the best intention of preserving the 

meaning of the interviewee, and the translation from Norwegian to English is not perceived to 

have altered this any. 

In the questionnaire, the respondent was asked to state company name. However, this 

was not a mandatory field, so the respondent could choose to pass this question if he/she 

wanted to do so. The question was only included as a method for the researcher to be able to 

do follow-up interviews based on that particular respondent’s answers. Nevertheless, all 

respondents stated company name, and it would thus seem that they saw no difficulties in 

providing such information for the purpose of the research conducted here. The data has still 

been treated with carefulness and respect, and their comments towards the end of the 

questionnaire have been translated the best way possible when introduced in Chapter 5. 

 
 
Figure 8: Ethics in the research approach 

 

3.3. VALIDITY AND RELIABILITY 

To establish the quality of a study four tests are commonly used; construct, internal and 

external validity, and reliability (Yin, 2008). This section will thus clarify how these measures 

will be treated in the research process, ensuring to provide quality research in the end. 
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Construct validity is concerned with how the concepts studied are operationalized. In 

the research done here, the operationalization of the two main concepts, follow-the-client 

strategy and isomorphism, will be done in a two-step process, where firstly isomorphism will 

be broken down into the concepts of legitimacy and uncertainty, and then various traits to 

these concepts, will be put into the context of a follow-the-client approach of 

internationalization. These traits will be taken from the definition of and characteristics to 

these concepts in the literature review, to attempt being as objective as possible. The 

questionnaire will be attempted pre-tested through pilot interviews to ensure that the 

statements are properly understood and to hopefully pick up on any irrelevant and/or mis-

phrased traits to the concepts. It will thus be used multiple sources of evidence to attempt 

picking up on the same conclusions (Yin, 2008). 

As the study here might be named an explanatory study, internal validity, that it is in 

fact ‘x’ which leads to ‘y’, is a concern. The research here will try to causally connect the 

follow-the-client strategy and isomorphism, that a follow-the-client approach of entering 

foreign markets will lead to legitimacy and/or less uncertainty, as expected from an 

isomorphic process. It will thus be critical to examine if there are other events which might 

also lead to ‘y’. Here rival propositions will be introduced, functioning mutually exclusive to 

the proposed pattern, to allow for the measurement of an alternative explanation to the same 

outcome, and a pattern matching analysis will be conducted to test these explanations (Yin, 

2008). 

External validity deals with whether the findings and conclusions will be generalizable 

beyond the case here. As the study introduces a survey as a technique one might be speaking 

of ‘statistical generalization’, that the sample findings can be used to talk about the entire 

population (Yin, 2008). Hypothesis testing is a way to go beyond a sample (Easterby-Smith et 

al., 2008), and there will e.g. be tested for group differences through t-tests when the 
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opportunity is presented. However, since the survey findings are just one of multiple sources 

of evidence, this issue will not be treated much further, though attempts have been made to 

make the sample as representative as possible, as “representative sampling is essential to 

permit generalization from a sample to a population” (Krosnick, 1999:539). In a case study 

‘analytic generalization’ is the main issue, which strives “to generalize a particular set of 

results to some broader theory” (Yin, 2008:43). In this regard, I will put forth a definition of 

what a theory implies, which later can used as a guide when attempting to draw analytical 

generalizations: “Theories are statements about relationships between concepts, about 

boundary conditions for when those relationships occur, and about causes and consequences” 

(Easterby-Smith et al., 2008:249).  

Regarding reliability, the research process have been carefully explained, clarifying 

the process of data collection by defining the unit of analysis through process of sampling and 

contact, to allow for the study to be repeated (Yin, 2008).  

4. FINDINGS 

In this chapter findings from the conducted survey will be presented and elaborated upon. 

Data collected from other sources will be presented in Chapter 5 and used to further discuss 

the meanings to and the significance of these findings. Figure 6 page 23 shows the research 

factors which have guided how the data was analyzed. The focus has been on descriptive 

statistics, though complemented by t-tests, which test differences between groups, if 

appropriate, and here statistically significant differences will be marked by a star (*) and the 

confidence level. 

4.1. RESPONSE RATE AND RESPONDENTS’ CHARACTERISTICS 

From the initial sample of 72 possible respondents, I received a response rate of 70 %. 

However, upon reviewing the completed questionnaires, another 22 had to be excluded, as 
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several questionnaires were not finished completely. In addition, not all of the stated criteria 

for the sample and the unit of analysis were easily established for all companies before 

sending out the survey, and thus further cuts had to be made upon receiving the finished 

questionnaires. This means that the sample size will be smaller than firstly assumed, 

increasing the response rate. 29 complete questionnaires were left and became the point of 

departure for the analyses made and presented in this chapter, see Figure 9 for an overview of 

eligible responses. 

 

Figure 9: Overview of eligible responses 

 

4.1.1. Segmentation of the Respondent Companies 

After an even more thorough examination of the collected responses, it seemed that not all 

companies fit the criteria of having some sort of representation on the foreign market where 

Statoil too is present. However, several of these companies had still decided to answer the 

entire questionnaire. In the further analysis, this behavior has been interpreted as the decision 

maker and her/his company having an intention in the near future to enter a market where 

Statoil is present. These companies have previously been named ‘intenders’, defined as ”a 

business which expresses an intention to export before actually exporting” (Australian Trade 

Commission, 2002:63) The respondent companies could thus be assembled into two different 

segments, with companies fitting the initial criteria in ‘segment 1’ and the companies with an 

Sample: 72 

Respondents: 
51 

Eligible: 29 
Excluded:  

22 

Non-
respondents: 

21 



Internationalization of the Norwegian Oil/Gas Supplier Industry 

33 

 

P1: Legitimacy 

------------------------ 

P2: Uncertainty 

Relationship 
to the client 

Foreign 
market 

Statoil vs. 
other 

Norwegian 
companies 

Segment 1 vs 
segment 2 

intention to enter a foreign market in ‘segment 2’. Table 3 describes the basic characteristics 

of each of these segments. See Appendix I for an overview of the companies in the segments. 

 

Characteristic Segment 1 Segment 2 

No. of companies: 16 companies 13 companies 

Degree of 

internationalization: 

Companies have 

agents/representatives or own 

sales office(s). 

Companies do not have representation 

on foreign markets, but has an 

intention to start exporting – 

‘intenders’. 
Table 3: Brief description of the segments 

 

 

The segmentation done here presents the opportunity for a comparative analysis 

between companies which seem to be in different stages of their internationalization process. 

This factor poses an interesting issue related to the problem area, and will accordingly be 

included into the research factors, Figure 10 illustrating these revised research factors. 

 

 

 

 

 

 
 
 

 

4.2. THE RELATIONSHIP BETWEEN THE FOLLOW-THE-CLIENT 

STRATEGY AND ISOMORPHISM 

All statements in the questionnaire included aspects of both the follow-the-client strategy and 

isomorphism. It can thus be claimed that if the statements are rated relatively high (measures 

of location higher than the neutral middle value of three), that there is an indication of 

company decision makers having perceived achieved legitimacy and/or less uncertainty by 

Figure 10: Revised research factors 
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using a follow-the-client approach of entering foreign markets, and a relationship between 

these two theories can be confirmed and described by these findings.  

4.2.1. Initial Descriptive Statistics 

Firstly, some descriptive statistics from the survey conducted will be presented by examining 

an overview of measures of location and spread of all the statements, before looking into the 

companies’ relationship to Statoil and their foreign markets. Table 4 shows descriptive 

characteristics for statements 1-15, and in a first glance we can see how one respondent has 

skipped rating statement 12, either unintended or on purpose. Worth noticing is how statement 

1 is the highest rated statement, followed by statement 2, both with a high mean and a mode at 

the highest possible value (five). In the other end of the scale statements 4 and 11 are rated 

low with means and modes around two. Another characteristic easily spotted here is that the 

three last statements all share the same pattern, with measures of location at a neutral middle 

value and little variance. These issues and statements will be looked into in the forthcoming 

sections, 4.2.2. and 4.2.3. 

 

Statement: S1 S2 S3 S4 S5 S6 S7 S8 S9 S10 S11 S12 S13 S14 S15 

Mean 4,3 4,0 2,8 2,3 3,1 3,2 3,0 2,9 2,5 3,2 2,3 3,0 3,1 3,1 3,1 

Median 5 4 3 2 3 3 3 3 3 3 2 3 3 3 3 

Mode 5 5 3 2 3 3 4 2 3 4 2 3 3 3 3 

Std. Dev. 1,0 1,2 1,3 0,9 1,0 1,1 1,4 1,4 1,2 1,1 1,1 1,1 0,9 0,9 0,9 

Range 3 4 4 3 4 4 4 4 4 4 4 4 4 4 4 

Min. 2 1 1 1 1 1 1 1 1 1 1 1 1 1 1 

Max. 5 5 5 4 5 5 5 5 5 5 5 5 5 5 5 

Count 29 29 29 29 29 29 29 29 29 29 29 28 29 29 29 

Table 4: Descriptive statistics for statements 1-15 

 

Relationship to the Client 

To get an overview of the companies’ relationship to its client, here Statoil, respondents were 

asked to provide the percentage of sales revenues accounted for by Statoil, and whether they 

also, as a client-supplier relationship already had been established for the domestic market, 
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function as a supplier to Statoil on the foreign market. Figures 11 and 12 present a picture of a 

group of companies with a slight dependence on one main operator, as for 50 % of the 

companies, Statoil accounts for 10 % of their sales revenues at the least, and for 1/3 of the 

companies, Statoil actually accounts for over 20 % of their sales revenues. However, only 

about 1/3 are suppliers to Statoil on the foreign market. 

 

          

Figure 11: Percentage of sales revenues accounted for by Statoil, count of companies 

Figure 12: Relationship to Statoil on foreign market, count of companies 

 

 

A quote from the questionnaire regarding this particular statement said: “10 %, but 

indirectly far more” (Appendix B2). The definition in the questionnaire of ‘supplier’ might 

thus not have been adequately elaborated on, as it did not explain whether the supplier 

relationship between the responding company and Statoil was supposed to be a direct or an 

indirect one. The initial intention may have been to pick up on both functions, a supplier and a 

sub-supplier relationship, but this was unfortunately not clarified to the respondents. The 

result is that we cannot distinguish these answers from one another, and unfortunately sub-

suppliers, which might not have seen themselves as direct suppliers, may have been lost in the 

process. 
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Foreign Markets 

To get an overview of which foreign markets the companies serve, the respondents were 

asked to name all markets in which they operate alongside Statoil. Figure 13 shows that 

Brazil, USA and UK are the most recurring foreign markets for the respondent companies, 

indicating that these markets may be the most important ones for the industry. In this regards, 

it is worth noticing that close to 40 % of the companies operate in Brazil. To develop the 

figure, ‘GoM’, Gulf of Mexico, and ‘USA’ have been interpreted as the same market, and the 

answer ‘South America’ has been placed into the ‘Brazil’ column, as this is by far the most 

probable market to operate in on this continent.  

 

Figure 13: Percentage of companies in a foreign market 

 

 

Further in the questionnaire, the respondents were asked to take point of departure in 

one of the markets where they operate alongside Statoil, and to keep this market and this 

situation in mind when rating the statements related to legitimacy and uncertainty. An 

interesting issue related to the geography of the oil/gas industry, is how the activities are 

geographically dispersed from highly advanced and developed economies, such as Canada, 

UK, and USA, on one hand, and emerging and developing economies, such as Brazil and 
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African countries, on the other. Table 5 shows which markets were named by the respondents 

and in which geographic category such markets have been placed. These geographical 

categories will be looked further into in relation to the main variables legitimacy and 

uncertainty, also providing the opportunity for a comparative analysis. 

 

Western world No. of companies Emerging market No. of companies (n/a) Sum 

Canada 3 Brazil 7   

Germany 1 South-Africa 1   

Scotland 1 Western Africa 1   

UK 1     

USA/GoM 4     

Count 10  9 (12) 31* 
Table 5: Foreign markets used as point of departure for statement responses according to geographical categories, 

*one respondent named 3 markets ‘USA, Brazil and Aberdeen/UK’, her/his responses being placed in ‘the Western 

world’ category due to 2/3 markets belonging here. 

 

4.2.2. A Follow-the-Client Approach and Legitimacy 

Proposition 1 proposes that the decision makers, through a follow-the-client approach of 

entering foreign markets, may achieve legitimacy to such decision. In the conducted survey, 

statements 1-4 dealt with different aspects of following a client to a foreign market and 

legitimacy. It was also introduced a rival proposition, that perhaps other Norwegian 

companies might confer legitimacy. Table 6 summarizes the descriptive characteristics to 

both of these propositions, where it was believed that highly rated measures of location could 

give confirmation to either of these propositions. By firstly focusing on the main proposition, 

P1a: Statoil (statements 1-4), a mean value above the neutral middle point of three and a mode 

of five is found, indicating that the companies might have achieved legitimacy by applying a 

follow-the-client approach of entering foreign markets. The rival proposition will be dealt 

with in a later section. 
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P1: Legitimacy P1a: Statoil (S1-4) P1b: Other Norwegian Companies (S5-6) 

Mean 3,36 3,09 

Median 3 3 

Mode 5 3 

Standard Deviation 1,36 1,05 

Range 4 4 

Minimum 1 1 

Maximum 5 5 

Count 116 58 

Table 6: Descriptive statistics for statements 1-4 and 5-6 

 

 

By looking into the individual ratings of the different statements, one might find clues 

to which aspects that might contribute to legitimacy, and can thus be used to describe the 

relationship between a follow-the-client approach of entering foreign markets and legitimacy. 

From Table 4, it can be seen that statements 1 and 2 are highly rated and they may thus be 

keys into understanding how the companies might achieve legitimacy. Especially statement 2 

concerning the aspect of CSR is interesting in the industry researched here. In the other end of 

the scale, statement 4 has a low mean rate and may not be considered to be an important issue 

to achieve legitimacy in this manner. In addition has the companies’ relationship to the client, 

Statoil, on the foreign market and in which geographical category the company operates been 

used to further describe in which situations such legitimacy might occur. From Tables 7 it can 

be said that those who do not function as a supplier in the foreign market rated the statements 

to a higher mean value than those who are suppliers. Furthermore, the companies operating in 

emerging markets have rated the legitimacy statements to a higher mean value then those 

operating in the Western world, see Table 8. None of these differences were however found to 

be statistically significant (Appendix J). In Chapter 5 it will further be discussed the content to 

and the significance of these key statements and characteristics to the achievement of 

legitimacy through a follow-the-client approach of entering foreign markets. 
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Relationship to Statoil Supplier Non-supplier 

Mean 3,11 3,50 
Table 7: Means according to relationship to Statoil on foreign market (n/a excluded), statements 1-4 

Geographical Category Western world Emerging markets 

Mean 3,17 3,69 
Table 8: Means according to geographical categories (n/a excluded), statements 1-4 

 

Rival Proposition 

The questionnaire introduced two statements which were to represent a rival proposition to 

the proposed relationship between the follow-the-client theory and legitimacy. The purpose of 

this was to research whether other Norwegian companies might confer legitimacy more than 

that of the client, Statoil. A confirmation of this proposition would imply looking away from 

the follow-the-client approach of entering foreign markets. It should be taken into account 

that the statements to each proposition do not encompass all the same aspects, have a look at 

Appendix G for the complete questionnaire. Looking at Table 6 on the previous page, it can 

be seen that legitimacy related to the client, Statoil, has a slightly higher mean value than the 

same for other Norwegian companies. In addition, the mode value of five in relation to 

legitimacy and Statoil, further indicates that it is in fact the client, Statoil, which might confer 

legitimacy. However, the mean value difference was not found to be statistically significant 

(Appendix J). 

4.2.3. A Follow-the-Client Approach and Uncertainty 

Proposition 2 proposes that the decision makers, through a follow-the-client approach of 

entering foreign markets, may achieve less uncertainty in such decision. In the survey, 

statements 7-12 dealt with different aspects of following a client to a foreign market and 

uncertainty. It was also introduced a rival proposition, that perhaps other Norwegian 

companies might contribute to the achievement of less uncertainty. Table 9 summarizes the 

descriptive characteristics to both of these propositions, believing that highly rated measures 

of location could give confirmation to either of these propositions. By firstly focusing on the 
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main proposition, P2a: Statoil (statements 7-12), a mean value below the neutral middle value 

of three can be extracted, indicating little achievement of less uncertainty when applying a 

follow-the-client approach of entering foreign markets. However, the mode value at four tells 

that most respondents have rated the statements positively, so by looking at the location 

measures as a whole, there still seems to have been some achievement of less uncertainty, 

although this will have to be investigated a bit further. The rival proposition will be dealt with 

in a later section. 

 

P2: Uncertainty P2a: Statoil P2b: Other Norwegian companies 

Mean 2,80 3,09 

Median 3 3 

Mode 4 3 

Standard Deviation 1,24 0,90 

Range 4 4 

Minimum 1 1 

Maximum 5 5 

Count 173 87 

Table 9: Descriptive statistics for statements 7-12 and 13-15 

 

 

By looking into the individual ratings of the different statements clues to which 

aspects that might contribute to less uncertainty might be revealed, and can thus be used to 

describe the relationship between a follow-the-client approach of entering foreign markets and 

uncertainty. From Table 4 we can see that statements 10 and 7 are the highest rated of the 

uncertainty statements, with mean values around or above three and modes at four. These may 

thus be keys into understanding how the companies might achieve less uncertainty. In the 

other end of the scale, statement 11 has a low mean and mode rate and may thus not be 

considered as an important factor in achieving less uncertainty. In addition has the companies’ 

relationship to the client, Statoil, on the foreign market and in which geographical category 

the company operates been used to further describe in which situations the achievement of 

less uncertainty might occur. Again, as with legitimacy, those who do not function as a 
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supplier in the foreign market have rated the statements to a higher mean value than those 

who are suppliers. And the companies operating in emerging markets have rated the 

statements to a higher mean value then those operating in the Western world, a difference 

which was found to be statistically significant (Appendix J). In Chapter 5 it will further be 

discussed the content to and the significance of these key statements and characteristics to the 

achievement of less uncertainty through a follow-the-client approach of entering foreign 

markets. 

Relationship to Statoil Supplier Non-supplier 

Mean 2,65 2,83 
Table 10: Means according to relationship to Statoil on foreign market (n/a excluded), statements 7-12 

Geographical Category Western World Emerging Markets 

Mean 2,38 3,17 
Table 11:  Means according to geographical categories (n/a excluded), statements 7-12, * p < 0.05 

 

Rival Proposition 

The questionnaire introduced three statements which were to represent a rival proposition to 

the proposed relationship between the follow-the-client theory and uncertainty. The purpose 

of this was to research whether other Norwegian companies might imply perceived less 

uncertainty on behalf of the decision maker. A confirmation to this rival proposition would 

imply looking away from the follow-the-client approach of entering foreign markets. It should 

be taken into account that the statements to each proposition do not encompass all the same 

aspects (Appendix G). Table 9 on the previous page shows that the uncertainty statements 

related to the client, Statoil, has a slightly lower mean value than the same for other 

Norwegian companies, although not found to be statistically significant (Appendix J). The 

mode value on the other hand presents a different picture, where uncertainty related to Statoil 

most commonly has been rated at four, this variable (P2a) showing a higher variance. 

However, as mentioned before, the three last statements, statements 13-15, all share the same 

measures of location, indicating that the respondents might have lost some interest in the 
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thorough cognitive process of decoding the meaning of each of these different statements and 

how it might relate to her/his own experiences. If it is in fact the client, here Statoil, or other 

Norwegian companies that can contribute to less uncertainty when entering foreign markets is 

thus a matter still somewhat inconclusive, and will be further discussed in Chapter 5. 

4.2.4. Segmentation of Respondent Companies 

As the respondents have been divided into two different segments according to their degree of 

internationalization, it proposed an interesting issue to look for similarities and differences in 

how such a characteristic to the respondent might have influenced its ratings of the 

statements. Since the two groupings have rated all the same fifteen statements, comparing 

their response pattern throughout the entire questionnaire has been possible, and the means of 

all the statements according to the segments are presented in Figure 14. A quick look at the 

figure shows two segments which seem to follow each other’s pattern closely, although 

segment 2 seems to have rated the statements related to uncertainty (statements 7-15) on an 

average higher than segment 1. The next sections will further look into a follow-the-client 

approach of entering foreign markets and legitimacy and uncertainty, according to the two 

segments. 

 

Figure 14: Means according to segment, statements 1-15 
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The Segments and Legitimacy 

Table 12 presents an overlook of how the two segments have rated the statements related to 

legitimacy, both according to the proposed relationship between the follow-the-client strategy 

and legitimacy and according to the rival proposition. Both segments have rated that they may 

have achieved legitimacy through their client Statoil to a higher mean and mode value than 

for other Norwegian companies, though there does not seem to be any prominent differences 

between the segments, an assumption which was confirmed by t-tests (Appendix J). 

 

P1: Legitimacy P1a: Statoil P1b: Other Norwegian Companies 

Segment: Segment 1 Segment 2 Segment 1 Segment 2 

Mean 3,30 3,44 3,19 2,96 

Median 3 3 3 3 

Mode 5 5 3 3 

Standard Deviation 1,39 1,33 0,93 1,18 

Range 4 4 4 4 

Minimum 1 1 1 1 

Maximum 5 5 5 5 

Count 64 52 32 26 

Table 12: Descriptive statistics according to segment for statements 1-4 and 5-6 

 

The Segments and Uncertainty 

Table 13 on the next page presents an overlook of how the two segments have rated the 

statements related to uncertainty, both according to the proposed relationship between the 

follow-the-client strategy and uncertainty and according to the rival proposition. Whereas 

both segments seem to have rated uncertainty related to other Norwegian companies to neutral 

middle value measures of location, segment 2 has higher mean, median and mode values than 

segment 1 when concerned with the client, Statoil. The segments’ perceptions of the 

achievement of less uncertainty when entering a foreign market through a follow-the-client 

approach thus seem to differ, which was confirmed through a t-test (p < 0.05) (Appendix J). 
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P2: Uncertainty P2a: Statoil P2b: Other Norwegian Companies 

Segment: Segment 1 Segment 2 Segment 1 Segment 2 

Mean 2,48 3,19 3,02 3,18 

Median 2 3 3 3 

Mode 2 4 3 3 

Standard Deviation 1,26 1,09 1,06 0,64 

Range 4 4 4 2 

Minimum 1 1 1 2 

Maximum 5 5 5 4 

Count 95 78 48 39 

Table 13: Descriptive statistics according to segment for statements 7-12 and 13-15, 

P2a segment 1 vs. segment 2 * p < 0.05 

 

4.3. SUMMARY OF FINDINGS 

In this chapter, findings from the conducted survey have been presented. The findings will 

give indications of a pattern of behavior, here concerned with if a follow-the-client approach 

of entering foreign markets might make the decision makers achieve legitimacy and/or less 

uncertainty. In regards to legitimacy, measures of location show a positive tendency, 

indicating support for the stated proposition, that decision makers may achieve legitimacy 

through such approach. For uncertainty the findings are a bit more ambiguous, not showing a 

clear difference between the initial proposition and the rival proposition, which dealt with 

uncertainty and other Norwegian companies. However, as a consequence of a segmentation, 

where the companies where grouped according to their degree of internationalization, 

segment 2 were found to have rated these statements of uncertainty to a statistically 

significantly higher mean value than segment 1. For both legitimacy and uncertainty, 

situations where the statements were rated higher were situations where the companies were 

not suppliers to Statoil on the foreign market and when operating in an emerging market. All 

of these findings, and their meanings and significance, will be further looked into in Chapter 5 

– Discussion, also complemented by other sources of evidence. 
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5. DISCUSSION 

In the previous chapter, the findings from the survey were analyzed and presented through 

descriptive statistics, complemented by some t-test results. In this chapter, these findings will 

be discussed further by including evidence from other sources of evidence, respectively the 

conducted interviews and secondary sources when needed. It will furthermore be drawn lines 

to theory, and looked into rival theories and explanations. Evidence from various sources will 

thus come together in a data triangulating matter looking for a similar pattern between these 

sources. As mentioned in Chapter 3, the data collected will be analyzed with a pattern 

matching method, commonly used in a case study design. The logic of such analysis is to 

compare the empirically based pattern with a proposed one. And as rival propositions also 

were introduced to the conducted survey, the empirically based pattern will be matched 

towards both the proposed pattern and the rival explanations, which function as mutually 

exclusive, adding a measure of validity to the proposed pattern (Yin, 2008). 

5.1. THE RELATIONSHIP BETWEEN THE FOLLOW-THE-CLIENT 

STRATEGY AND ISOMORPHISM 

As a pattern matching technique of analysis will be applied, an empirically based pattern will 

have to be established to be used as a point of comparison. To establish the empirically based 

pattern concerned with the relationship between a follow-the-client strategy and isomorphism, 

the latter operationalized through the concepts of legitimacy and uncertainty, weight will be 

given to the survey findings. In the survey, all statements were designed to bring together 

aspects from a follow-the-client approach of entering a foreign market and legitimacy and 

uncertainty. Thus, by taking point of departure in the respondents’ ratings of these statements, 

here via the measures of location of the survey data set, an empirically based pattern will be 

revealed. It will further be assumed that a high rating of such statements will present a match 

between this empirically based pattern and the proposed one. Evidence from the other sources 
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will then be added to complete the picture of the empirically based pattern. Furthermore, the 

survey introduced rival propositions, so by comparing the empirically based pattern to both 

the proposed pattern and the rival explanation, it will become even clearer if there is a match 

between the empirically based and the proposed pattern. 

5.1.1. A Follow-the-Client Approach and Legitimacy 

The relationship between a follow-the-client approach of entering foreign markets and 

legitimacy was proposed to be as follows, operationalized in the survey through sub-

proposition 1a and complemented by rival proposition 1b: 

P1a: Decision makers perceive achievement of 

legitimacy when entering markets where Statoil 

is present.  

P1b: Decision makers perceive achievement of 

legitimacy when entering markets where other 

Norwegian companies, more than that of Statoil, 

are present.  

 

The survey findings show measures of location at or above the neutral middle value of three, 

which here will be the empirically based pattern, suggesting support for the proposed pattern. 

This assumption can further be supported when the empirically based pattern is compared to 

both the operationalized proposed pattern and the rival proposition, where the measures of 

location overall show higher values for the statements related to the client, Statoil, opposing 

to other Norwegian companies. It will thus seem the empirically based pattern has a better 

match with the proposed pattern, than the rival explanation, leaning towards a dismissal of the 

rival proposition. However, it will first be looked further into characteristics of this 

empirically based pattern, and evidence from other sources will be presented to complete the 

picture. 

P1:  By applying a follow-the-client approach of entering foreign markets, decision makers 

achieve legitimacy to such decision. 
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To describe this empirically based pattern of the relationship between a follow-the-

client approach of entering foreign markets and legitimacy, it will now be looked into in 

which situations the statements were rated the highest, and which aspects might contribute to 

legitimacy, by looking into the ratings of the individual statements of the survey. The findings 

showed that the situations in which the relationship between a follow-the-client approach and 

legitimacy was rated the highest, was when the company does not supply the client on the 

foreign market in question, and when the market is an emerging market. Legitimacy has been 

defined as the “ability to be defended with logic or justification” (Oxford Dictionaries, 2013), 

and in the situations described above, the decision maker thus seems to have felt a greater 

need to justify her/his decision, and that following a client might have contributed to the 

achievement of this. In the follow-up interview, Mr. D tells the process of his company went 

international from the very beginning, as they decided to define their market as the oil/gas 

market, not differentiating between a domestic and a international market (Appendix A6). Mr. 

D, as the decision maker, does thus not seem to have felt any great need to defend such 

decision, which might be explained by the fact that in the survey, Company D functions as a 

local supplier to Statoil in Canada, thus not being in a situation which demanded a 

justification. However, he further expressed that for the products they developed, it was 

necessary to be successful internationally (Appendix A6), indicating that he just legitimized 

the decision to himself and to the author. 

Looking into the individual statements and their ratings will present which aspects of 

legitimacy can be achieved through a follow-the-client approach of entering foreign markets. 

Statements 1 and 2 were rated the highest and might thus be keys when it comes to 

understanding how companies might achieve legitimacy in a follow-the-client approach of 

entering markets. The first deals with the issue that the foreign markets of Statoil might also 

be commercially interesting for the respondent company. As the oil/gas industry, and thus 
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also the supplier industry, is heavily dependent on the whereabouts of the natural resources, 

this statement might be perceived as somewhat given. However, it was still meant to pick up 

on the fact that deviating from such behavior might imply less legitimacy (Deephouse, 1996). 

Statement 2, relating CSR to legitimacy, will be discussed in the next section. In the other end 

of the scale, statement 4, stating that it might be more difficult to get acceptance for a decision 

to enter a market where Statoil is not present, is rated relatively low. It can thus be said that 

even though a client’s presence might contribute to legitimize a decision to enter a foreign 

market, it is not necessary for the decision to be made, phrased accordingly by a survey 

respondent: “Statoil is an important partner in several markets, but not decisive to invest in 

these markets” (Appendix B1). 

 Findings from the conducted interviews present complementary perspectives on the 

achievement of legitimacy, where e.g. Company A pointed to how they have sought support 

on foreign markets through the export promotion agency Innovation Norway (Appendix A2), 

thus implying that seeking advice from a Government agency might legitimize the decision. 

Company C, on the other hand, claimed they could justify a decision with an increased 

commitment, that through establishing own sales offices or by working closely with an agent, 

it will be easier to follow up on new opportunities (Appendix A4). In addition, both Statoil’s 

and other Norwegian companies’ ability to confer legitimacy was questioned, as Mr. W. 

Olsen claims that Statoil, as the client, has no leading role internationally, and that other 

Norwegian companies only are playing minor roles in a global industry (Appendix A7). 

CSR in the Oil/Gas Industry 

It has been said that “even businesses with a clearly unsustainable business idea, such as the 

oil and petroleum industry, make efforts in communicating awareness of sustainability issues” 

(Mark-Herbert & von Schantz, 2007:5), pointing out a how CSR in an industry such as the 

oil/gas industry might be perceived as a paradox. However, the companies within the oil/gas 
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industry themselves perceived CSR to be positively for business when entering new countries 

or cultures (Anderson & Bieniaszewska, 2005), and Statoil claims HSE practices (health, 

safety and environment, hereafter HSE) to be a key factor when choosing their suppliers 

(Appendix A1). This might thus explain why statement 2, which related CSR to legitimacy, 

had an overall high rating in the survey. The statement was phrased accordingly: “Statoil has 

a solid position in the Norwegian society, it will thus always from a CSR consideration be 

acceptable to enter the same international markets as them” (Appendix G), and was intended 

to pick up if CSR was an issue which was processed when entering a foreign through a 

follow-the-client approach. 

In relation to the achievement of legitimacy, CSR has the ability to legitimate the 

“expectations of the roles and contributions of all major groups in society, including 

corporations” (Matten & Moon, 2008:410). The high rating in the survey might thus indicate 

that CSR might be key when making sense of how and why company decision makers 

perceive achievement of legitimacy. However, a comment made in the survey stating; “CSR?” 

(Appendix B2) indicated confusion either about the abbreviation CSR, the concept as a whole, 

or the statement. This assumption was later confirmed in the follow-up interview, where the 

interviewee did not seem to understand the concept until further explained in the terms of 

HSE, social responsibility and values (Appendix A6). Given there might have been confusion 

to its meaning, questioning the validity of the finding, I decided to take a closer look at the 

companies’ treatment of the issue of CSR by collecting data from secondary sources to 

complement the survey findings. I used the sample companies’ web pages as a source 

(Appendix K), searching for information about the companies’ terminology of CSR and what 

CSR related content was presented here. The data gathered is summarized in Table 15 (page 

51), also stating the companies’ segment and their rating of the CSR statement in the survey. 

The table shows that 20 of 29 companies have some sort of CSR related content of their web 
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pages. Most referred to, 13/14, is the term HSE(Q) (Q for quality), implying that this term and 

content of CSR might have become the norm in the industry. This may be an example of how 

CSR, as an initially strategic-legitimacy tool may have become institutionalized over the 

years, that there seems to have been a collective structuration of the sector where HSE(Q) has 

become best practice’ and thus been adopted throughout the industry (DiMaggio & Powell, 

1983; Matten & Moon, 2008; Suchman, 1995).  

For the evidence from the secondary sources to corroborate the survey findings, it 

might have been proposed that a high rating of the statement in the survey would have been 

reflected by more CSR related content on the company’s website. Although it has not been 

tested for association between these variables, this does not seem to be the case. The findings 

from the secondary sources thus do not seem to corroborate the survey findings. However, by 

looking at the companies’ segments, it will be shown that in segment 1 13/16 companies has 

some kind of description of CSR/HSE(Q) practices, whereas the number for segment 2 is only 

7/13. We thus find a slight differentiation in the segments’ treatment of CSR according to 

their web pages, which also can be found in the survey, where segment 1 has rated the 

statement to a higher mean value, see table 14. The author will thus claim that even though 

there might be individual deviations between the findings from the survey and the secondary 

sources, there seems to be a match with the overall pattern. The survey findings will therefore 

be treated as valid, and CSR might be seen as a key a factor in the achievement of legitimacy. 

 
 

Statement 2 Segment 1 Segment 2 

Mean 4,06 3,85 
Table 14: Means according to segment, statement 2 
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Segment Company Rating in 

survey 

CSR term Content 

1 1 5 Quality/HSE National standards, ISO certifications 

1 2 2 QA & HSE Values, ISO certifications, commitment and 

policy statements 

1 3 5 HSEQ Commitment statement, ISO certifications, 

code of Conduct 

1 4 1 n/a Vision and values: integrity, customer focus, 

quality 

1 5 5 Environmental 

policy 

Environmental policy statement 

1 6 4 HSE HSE Management System, policy statement 

by owner company CEO 

1 7 5 n/a n/a 

1 8 4 HSE HSE goals and results, ISO certifications 

1 9 3 n/a n/a 

1 10 4 n/a Certifications, quality focus 

1 11 4 HSE, ethics HSE commitment, policy statement 

1 12 5 Quality & HSE Management System, ISO certifications 

1 13 4 n/a ISO certifications 

1 14 5 n/a n/a 

1 15 4 HSE & QA HSE& QA policy, environment, corporate 

responsibility - ethical guidelines, 

certifications and standards 

1 16 5 QHSE, ethics QHSE, business ethics, certifications 

2 17 5 n/a n/a 

2 18 3 n/a ISO certification 

2 19 2 n/a ISO certification 

2 20 3 n/a n/a 

2 21 5 n/a n/a 

2 22 3 HSE HSE statement 

2 23 5 n/a n/a 

2 24 5 HSE & QA ‘Zero injury philosophy', HSE & quality 

statements, ISO certifications 

2 25 5 HSE & quality ‘Zero injury philosophy', HSE & quality 

statements, ISO certifications 

2 26 2 HSE & QA Values, management system, HSE policy, ISO 

certifications 

2 27 3 n/a n/a 

2 28 4 n/a ISO certifications 

2 29 5 n/a n/a 
Table 15: CSR content on sample companies' web pages. For sources see Appendix K. 
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5.1.2. A Follow-the-Client Approach and Uncertainty 

The relationship between a follow-the-client approach of entering foreign markets and 

uncertainty was proposed to be as follows, operationalized in the survey through sub-

proposition 2a and complemented by rival proposition 2b: 

P2a: Decision makers perceive achievement of 

less uncertainty when entering markets where 

Statoil is present.  

 

P2b: Decision makers perceive achievement of 

less uncertainty when entering markets where 

other Norwegian companies, more than that of 

Statoil, are present.  

 

The survey findings show measures of location around and partly above the neutral middle 

value of three, suggesting some support for the proposed proposition, although not as clearly 

as with the relationship between a follow-the-client approach and legitimacy. The same 

somewhat ambiguous picture arise when this empirically based pattern is compared to both 

the operationalized propositions, 2a and 2b, where the measures of location do not show a 

clear difference between the statements related to the client, Statoil, opposing to other 

Norwegian companies. Whereas the statements concerned with other Norwegian companies 

have a slightly higher mean value, most companies have still rated the statements with 

Statoil’s, the client’s, connection to a four out of five. It is thus difficult to see which 

proposition might have a better match with the empirically based pattern, and a dismissal of 

either one of the propositions will not be possible at this point. Further discussions and other 

evidence will have to be presented to attempt reaching a settlement in this regard. 

To describe the empirically based pattern of the relationship between a follow-the-

client approach of entering foreign markets and uncertainty further, it will be looked into in 

P2: By applying a follow-the-client approach of entering foreign markets, decision makers 

achieve less uncertainty in such decision. 
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which situations the statements have been rated the highest, and which aspects might 

contribute to perceived lessened uncertainty, by looking into the ratings of the individual 

statements of the survey. The statements concerned with uncertainty show these situations to 

be the same as with legitimacy; when the company is a non-supplier on the foreign market 

and when operating in emerging markets. It might be that in these situations, uncertainties are 

more prominent, and thus might the client’s presence be of greater importance and have a 

greater ability to reduce some of the perceived uncertainty. In the expert and follow-up 

interviews, the most prominent uncertainties were claimed to be cultural uncertainties, 

corruption, the different perception of what a contract implies, legal protection, the will of the 

client to pay, and political conflicts (Appendices A5, A6 & A7). These sources of these 

uncertainties may be claimed to be more pertinent in an emerging market context, and thus 

will the decision makers operating here perhaps feel a higher level of uncertainty and might 

turn towards, in this case, the client as a method to reduce it. Mr. D of Company D even went 

as far as stating that they are present “in all markets where it is produced oil and gas, but we 

are not in politically extreme areas” (Appendix A6), showing a tendency to avoid what might 

be perceived of markets with a higher perceived degree of uncertainty. 

Furthermore, to describe which aspects bring about such perception of achieved less 

uncertainty, we can look in to the individual statements and their ratings. Statements 10 and 7 

were rated the highest and might thus be keys when it comes to understanding what makes 

companies perceive achievement of less uncertainty in a follow-the-client approach of 

entering markets. Statement 10 claims that since Statoil has long international experience, it 

can be smart to enter the same markets as them. The high rating of this statement indicates 

that the companies might replace their own not too extensive international experience by 

attempting to draw learning from mimetic behavior (Forsgren, 2002). 
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Statement 7 was part of the statements wanting to see which type of uncertainty was 

perceived to be reduced by such an approach; uncertainty regarding sales potential, 

uncertainty regarding regulations and institutional conditions, and/or uncertainty regarding 

business culture. In this regards, uncertainty regarding the sales potential in the foreign 

market, was perceived to be reduced the most, an interesting finding as few of the companies 

supply Statoil on the foreign market. It might still be that Statoil operating in this market 

might induce some sort of reputation onto other Norwegian companies, and that having them 

as a reference from the domestic market is believed by the companies to open some doors in 

this foreign market. In the other end of the scale, statement 11, stating that it might be harder 

to get acceptance for a decision to enter markets where Statoil is not present, is rated 

relatively low. We thus get the picture that, even though the client’s presence might make the 

companies achieve less uncertainty, it is not necessary for a decision to be made. 

From the conducted interviews there has been mentioned how the companies usually 

deal with uncertainties in an internationalization context. Mr. D explained how the process of 

uncertainty assessment is done in Company D. First step is asking questions about what kind 

of project it is, who the end-user is, who they are dealing with, and who takes care of the 

purchase. If they are dealing with one of the big engineering companies like Cameron or GE, 

there will be no further process, but if the company is of a more uncertain caliber, they will in 

a second step collect information about the company, e.g. financial figures and references. If 

they do not get the answers they would want, they will not supply (Appendix A6). 

Information and knowledge is thus perceived to be keys when dealing with uncertainty 

(Liesch, Welch, & Buckley, 2011; Milliken, 1987), and in this regards Company A 

accentuates how they seek advice from export promotion agencies to uncover market 

conditions and to share experiences, (Appendix A2), whereas Company C perceives it ‘safer’ 

to be dealing with companies they already know (Appendix A4). 
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All sources of evidence thus point to the fact that uncertainties are perceived as a 

constraining factor in internationalization, as claimed by Johanson & Vahlne (1977), and to 

reduce perceived uncertainty may thus be essential. If company decision makers achieve less 

uncertainty by applying a follow-the-client strategy of entering markets has found partly 

confirmation, although when complemented by evidence from other sources, it might more be 

seen as a complementary strategy to other uncertainty reducing strategies. 

Uncertainty and the ‘Intenders’ 

During the review and analysis of the collected survey data, the respondent companies were 

grouped into two segments, where the companies in segment 1 had some kind of 

representation on foreign markets, and the companies in segments 2 were named ‘intenders’, 

that they have an intention to start exporting, but have not yet done so (Australian Trade 

Commission, 2002). In the analysis, it was thus looked into potential differences between 

these two segments, and in relation to the segments’ ratings of the statements concerned with 

a follow-the-client approach of entering a foreign market and uncertainty, segment 2 were 

found to have rated these statements to a statistically significantly higher mean than segment 

1 (p < 0.05). It indicates that for companies intending to start exporting, a client’s presence on 

a foreign market is perceived to help achieving less uncertainty. 

It has been pointed out a lack of studies as to what happens prior to 

internationalization, and to fill the gap Tan, Brewer & Liesch (2007) propose how the 

internationalization process should be complemented by a pre-internationalization phase. 

They named such “point of decision assessment that links a firm’s pre-internationalisation 

phase with its initial international commitment” (Tan et al., 2007:295) ‘internationalisation 

readiness’. According to this concept, a firm is ready to embark upon export activities after a 

learning process where various stimuli induce motivation and then action, influenced by the 

firm’s resources. In this regards, external stimuli that can trigger internationalization might be 
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encouragement by external agents/organizations, domestic partners, also explaining why there 

have been found a greater tendency to follow a client at the beginning of internationalization 

(Li, 1994). 

In such an early phase of internationalization it can be expected that the company 

lacks information, knowledge and experience (Australian Trade Commission, 2002; Liesch et 

al., 2011), which will accentuate perceptions of uncertainty in a hypothetical export situation 

(Liesch et al., 2011). Should a decision to export be made, these companies, which may be 

named ‘late starters’. These companies have a lower degree of internationalization in a highly 

internationalized network, and their lack of sufficient experience and knowledge may make 

them become dependent on the other actors in the network (Johanson & Mattson, 1988. As 

the client’s experience might have been a key into understanding what can make the 

companies achieve less uncertainty, it seems a follow-the-client approach of entering foreign 

markets may function as a compensation for the intenders’ insufficient experience. At a later 

stage of internationalization, it will however be expected that increased experience can lower 

perceptions of uncertainty, as learning is a contributor to the ‘uncertainty acclimatization’ 

process (Liesch et al., 2011). This might also explain why segment 1, companies that are more 

internationalized than segment 2,  has a generally lower perceived achievement of less risk, as 

they might have had a lower perception of uncertainty as a starting point.  

“Unless the ‘risks and uncertainties’ associated with an international commitment are, 

or can be, reduced to an acceptable level as perceived by the decision-maker” (Liesch et al., 

2011:855), intenders might stay intenders. Here this research’s findings propose that a follow-

the-client approach of entering foreign markets might help achieve such lessened uncertainty. 

As the rival proposition concerned with uncertainty and other Norwegian companies could 

not easily be dismissed, it will thus for future research be recommend to take point of 
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departure in a segmentation like the one made here, when further researching the relationship 

between a follow-the-client approach of entering foreign markets and isomorphism. 

5.2. RIVAL THEORIES AND EXPLANATIONS 

When researching the relationship between the follow-the-client strategy and isomorphism, it 

has been given that the companies follow such strategies. In this section it will thus be looked 

into if this point of departure may have been appropriate, and if there are other theories and 

explanations which might contribute to a perceived achievement of legitimacy and less 

uncertainty on behalf of the decision makers. 

5.2.1. The Appropriateness of the Follow-the-Client Approach 

The purpose of this study was not to test the follow-the-client hypothesis, however, it is still 

an interesting issue for the study to examine whether such a theory might have been an 

appropriate point of departure when wanting to describe the pattern of internationalization of 

the Norwegian oil/gas supplier industry. 

  Mr. D told the story of how the internationalization process of Company D occurred. 

Company D, a supplier of sensors for monitoring both topside and subsea, chose right from 

the establishment of the company in 1994, to see the market as global: “We did not define it as 

a ‘home market’ and an ‘away market’, we defined our market to be the oil/gas market”. 

After that it was a process that happened relatively quick, where it took approximately one 

year to develop the first product, and then their first job abroad came along just three or four 

months later. By 1997 they had established their own sales office in Houston, and today they 

have an export share of 85 %.  

To look further into the appropriateness of the follow-the-client approach, it has been 

looked into the markets served by Statoil and the supplier industry, as presented in Figure 15. 

The figure shows in which markets Statoil’s and the respondent companies’ locations overlap, 
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the purple dots representing Statoil and the red line the respondent companies. ‘Middle East’, 

‘Western Africa’ and ‘Eastern Africa’ has been circled as it has not been possible to single out 

exactly which market the respondent has pointed to. Except for Statoil’s activities in Central 

America and the Northern part of South America, the locations of Statoil and the supplier 

industry seem to match, and a follow-the-client approach to internationalization might have 

been applicable to explain the pattern observed.  

 

 

Figure 15: Export markets of Statoil and the supplier industry, based on map from (Statoil ASA, 2013). 

 

However, there are factors to the industry that can make such theory inappropriate, 

factors which unfortunately have not been taken into account in the conducted survey. Firstly, 

the research conducted here took point of departure in the relationship between an operator 

when establishing a client-supplier relationship. However, as mentioned earlier, some 

companies do not supply the operator directly, as expressed by senior advisor at INTSOK Mr. 

W. Olsen: ”It is the operator which is at the center (…). But just as important are maybe 

those which are main contractors, those which obtain the most important contracts. You do 

not have to deal with Petrobras if you are small or medium-sized, then you deal with 

Petrobras’ suppliers. You need to gain the trust of the contractors which have the main 

responsibility to carry out projects” (Appendix A7). The industry can thus be depicted as 
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follows in Figure 16, presenting a more precise picture of the structure of the industry, where 

it most commonly will be that smaller suppliers have supplier contracts with a main 

contractor, which again has a contract with the operator of the rig. However, whether the 

researched companies here had a direct or an indirect relationship to Statoil is a detail which 

has not been included, and we may thus not have a complete picture of the dynamics of the 

industry. 

 

Figure 16: Industry structure 

 

Secondly, the nature of the industry’s procurement process does not allow for a regular 

follow-the-client approach to internationalization. As in the words of Mr. Meulepas of 

Statoil’s supplier relations department, the process of reaching a supplier contract is an 

extensive process: ”To come to a contract you have to go through a tender process. We need 

to gather an overview of what we need (…), and then it is posted on the market to our 

prequalified suppliers. They receive a ‘tender package’ which they can choose to respond to. 

We then go into evaluations and negotiations, and then at last we come to a contract” 

(Appendix A1). It is thus only after a tender process one can become a supplier, complicating 

a straight-forward follow-the-client approach. As mentioned by Mr. C when asked if they 

follow their clients: “We would have wanted to do it, but that is not how we work. We are on a 

bidder’s list (…) if we are in Norway or elsewhere, then we get requests from them” 

(Appendix A4).  

Operator 

Contractor 

Supplier 1 Supplier 2 Supplier X 
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 Thirdly, there are multiple factors going into the decision making process of 

international expansion to a new territory. The decision making process has been explained 

accordingly: “When you will be working out in the world, you have to find the right factors 

which are necessary to be able to make the right the decision, or a decision which is as right 

as possible, as the right decision will be difficult” (Appendix A6). Following the client or 

finding a partner have been claimed normal procedures (Appendix A2 & A6): “If you work 

for Shell and I am your client, I will go where you ask me to go” (Appendix A6). However, it 

should also be taken into account that the oil/gas industry is an industry largely dependent on 

the availability of natural resources in a market, making location choices limited to markets 

possessing such resources, market potential being key: “We look at where the market 

potential is, not where Statoil necessarily is. But this will in many cases coincide” (Appendix 

A2), the totality of the market being the decisive argument for an expansion (Appendix A6). 

5.2.2. Rival Explanations to Achieving Legitimacy and/or Less Uncertainty 

When providing rival propositions in a case study it is desired that they propose a mutually 

exclusive explanation to the other propositions (Yin, 2008). This was intended through 

phrasing statements which were to clearly differentiate whether the perceived achievement of 

legitimacy and/or less uncertainty pertained to Statoil as a client or to other Norwegian 

companies in general. Legitimacy related to other Norwegian companies could more clearly 

be dismissed than the proposition concerned with uncertainty and other Norwegian 

companies, and in neither of the cases could there be found a statistically significant 

difference (Appendix J). Overall it seems both of these groups of business actors, the client 

and other network companies, have had some sort of effect on a company’s perceived 

achievement of legitimacy and less uncertainty. It can thus be interpreted in a way where the 

propositions do not function as mutually exclusive as firstly intended. The follow-the-client 

strategy takes point of departure in a network view of internationalization, and this strategy 
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can thus be seen as an example of such approach to internationalization. Instead of looking 

towards a supply network and researching internationalization through a client-supplier 

relationship view, there could thus have been looked at the extended network of related 

companies, where both the client and other Norwegian companies belongs and functions 

together.  

 A network view of internationalization suggests that such strategies are influenced by 

network relationships (Johanson & Mattson, 1988), and that ‘insidership’ in a network is key 

to a successful internationalization (Johanson & Vahlne, 2009). Here the process of 

internationalization starts by engagement in a predominantly domestic network, which later 

functions as a bridge to developing business relationships in networks in foreign markets. 

Johanson & Mattson (1988) identified four stages in a network-based internationalization 

process, named and presented in Figure 17. If this model were to have been used here, the 

companies in segment 1 could have been seen as ‘international among others’ and companies 

in segment 2 as ‘late starters’, given that the network, here in the form of the industry, is a 

highly internationalized one, giving confirmation to the findings that segment 2’s lack of 

knowledge might make them more dependent on the other actors in the network. 

 

Figure 17: The network-based internationalization model, in which the x-axis represents degree of 

internationalization of the network and the y-axis the degree of internationalization of the company. Adopted from 

Johanson & Mattson (1988). 
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Another example which takes point of departure in a network view and which might 

be attributed to the case of the internationalization of the Norwegian oil/gas supplier industry, 

is the ‘battleship strategy’. It is a strategy where MNCs and born globals have a 

complementing role in the network, working in a state of ‘co-opetition’, a situation of 

simultaneous cooperation and competition. In such strategy the MNC use the innovations of 

the smaller born globals, a sort of R&D network or an alliance with complementary assets, 

where e.g. the MNC possess legitimacy. Cooperation is also one of the five ways of 

responding strategically to uncertainties, that besides imitation one can deal with uncertainties 

through avoidance, control, cooperation, and, flexibility. Several authors, claim that 

cooperation, e.g. through alliances, can reduce exposure to uncertainty (Borgatti & Foster, 

2003; Galaskiewicz & Wasserman, 1989; Zain & Ng, 2006), as through alliances the 

companies share capabilities (Lasserre, 2008) and can thus overcome shortcomings related to 

e.g. knowledge. Such extended network view of internationalization might thus also explain 

the findings of this study, although not directly a rival theory to a follow-the-client approach, 

but a more general one. 

5.3. METHODOLOGICAL ISSUES IN THE RESEARCH PROCESS 

Although the research approach in this thesis was thoroughly planned, minor changes had to 

be made to accommodate arising issues and perspectives. As suitable to the personal view of 

the researcher, it was taken point of departure in a critical realist philosophy, a philosophical 

view where facts are based on the consensus of different viewpoints. It is thus a standpoint 

which calls for the use of multiple techniques to be able to deal with the different perspectives 

in a triangulating matter. A case study design allows for the use of multiple methods and was 

thus chosen as a design (Easterby-Smith et al., 2008; Perry et al., 1999; Yin, 2008). In the 

case study design, interviews, a survey and secondary sources, were chosen as data collection 

techniques. The fit with the research question and their quality will be further discussed here. 
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The most appropriate technique to answer the research question was perceived to be a 

survey, as a survey allows for the measurement of multiple variables at once (Easterby-Smith 

et al., 2008), giving the opportunity to measure both the main variables, legitimacy and 

uncertainty, in addition to the rival propositions. The survey findings were analyzed and 

presented mostly as descriptive analysis, and it should thus be stated that these findings only 

give indications of a pattern of behavior. Methodological issues with the survey method will 

be further discussed in section 5.3.1. 

For background information and complementing sources of evidence, secondary 

sources were used. Background information about the industry was gathered mostly through 

reports from two trusted publishers; the Boston Consulting Group, and the Ministry of Energy 

and Petroleum and the Norwegian Petroleum Directorate, and the quality of these will not be 

discussed here. Statoil’s annual report has also been used, such a report may be showing the 

company from a favorable viewpoint, but this was not seen as an issue for the purpose of the 

usage here. Magazines and news providers have also been used for background information, 

and even though these sources might not always be trustworthy, the use here do not see this as 

a problem. As an extra source of evidence, complementing survey findings regarding the CSR 

statement, it was taken point of departure in the sample companies’ own web pages as a way 

of investigating their commitment to CSR. Company web pages will usually only show 

favorable information, and European CSR being seen as more implicit than explicit (Matten 

& Moon, 2008) indicates that such issues might not be referred to here. I would still claim the 

source as appropriate as it provided an easy access to get an overview of all the companies’ 

commitment and thus to summarize it in a table, cross tabulating it with other research factors. 

A theoretical background was built by literature search in various databases. To ensure 

their quality articles had to have been published in a renowned journal. It has at one point 

been referred to ‘Knightian uncertainty’, in which an indirect source for the description of this 
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concept was used (Liesch et al., 2011). This was due to Knight’s book from 1921 not being 

available at the time of writing. The source is still trusted to have made a correct distinction, 

having been published in Management International Review. 

Interviews as a source of evidence, provides access to the interviewees own 

experiences and opinions and are appropriate in the way that they present the opportunity for 

the interviewees deeper opinions and any clarifications can be made along the way. 

Interviews were seen as appropriate to answer the research question, as we could get a more 

thorough description of the companies’ process of internationalization. However, the 

conversational character of interviews as a source of evidence demands thorough examination 

of the recordings to extract the information which is relevant and to structure it, and as 

discussed in Chapter 3, not all interviews were conducted to the extent planned. 

5.3.1. Methodological Issues with the Conducted Survey 

Although not have been pre-tested to its full, as mentioned in Chapter 3, the survey seemed to 

have been an appropriate technique to collect data for answering the research question, 

although also presenting issues which can be questioned and which will be discussed here. 

When respondents rate statements in a questionnaire, they go through an extensive cognitive 

process interpreting and deducing the meaning of the statement, before searching their 

memory for information relevant for this statement forming a judgment, which then is 

translated in to selecting a response among the alternatives. However, it is not given that the 

respondents go through this cognitive process, regarding either a single, a group of, or all the 

statements in a questionnaire. This behavior has been named ‘satisficing’ (Krosnick, 1999). 

As mentioned earlier, statements 12-15 share the share the same pattern with measures of 

location at a neutral middle value and little variance. This might be a sign of ‘weak 

satisficing’, where the respondent does not spend enough energy in her/his cognitive process 

to come up with the most optimal answer and settles for a satisfactory one, and/or ‘strong 
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satisficing’, where the respondent selects what he/she believes will be a reasonable answer to 

the researcher without referring to any internal process beforehand, normally by selecting 

‘safe’ answers, such as the neutral point of a rating scale (Krosnick, 1999). The statements’ 

location towards the end of the questionnaire in addition to the need for a careful reading to 

notice the statements’ differences might unfortunately have contributed to such behavior. The 

questionnaire should thus have been designed in a way where the statements pertaining to the 

four different variables should have been spread out, so the statements would be easier 

distinguishable and so that one variables might not have suffered for some sort of a ‘tiring 

effect’ towards the end. 

Another issue with surveys is the matter of ‘social desirability bias’, a pattern of 

behavior where the respondents emphasize good qualities and/or cover up attitudes or 

behaviors which are not socially accepted (Krosnick, 1999). The overall high rating of the 

CSR statement might have been influenced by such issue, where the decision makers might 

have given a high rate so that their company would be associated with such concept. 

However, as mentioned, might the statement related to CSR or the concept itself not have 

been understood properly. The pre-testing of the questionnaire, although not performed to the 

extent intended, was meant to pick up on any misunderstandings, but did not. This statement 

was thus followed up with evidence from secondary sources. 

Regarding the representativeness of the sample for the survey, the industrial cluster 

NCE Subsea was, through purposive sampling, chosen as a point of departure when finding 

companies matching the criteria set for the unit of analysis. For ‘statistical generalization’ 

representative sampling is of importance, and here it should be taken into account that these 

companies represent only a single sub-sector of the Norwegian oil/gas supplier industry, 

namely the subsea sector, and thus represents only one part of the total supplier value chain. It 

can also be mentioned, as the study takes point of departure in a network view of 
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internationalization, that the companies researched here were part of a highly structured 

network. However, these companies are still believed to share the same basic characteristics 

as the population at large namely size, function, relationship to operator, internationalization 

opportunities etc.  

5.4. VALIDITY AND RELIABILITY 

As mentioned in Chapter 3, measures were taken to ensure the validity and reliability of the 

research done here. However, as minor changes had to be made throughout the research 

process to accommodate arising issues, I will again address the issues to check for any threats 

concerned with the quality of the research done. 

 To ensure construct validity, pre-testing the questionnaire to check that the 

operationalized variables seemed to fit with the concept was attempted. However, as 

mentioned before, the pre-test did not go as intended, and the entire questionnaire was not 

tested. Neither did the pre-test pick up on any confusion regarding CSR as a concept, which 

only later proved to not have been clarified sufficiently. Using multiple sources of evidence is 

also a strategy for increased construct validity (Yin, 2008). This has been the intention here, 

although weight has been given to the survey findings, whereas interviews and secondary 

sources only have been used to back up and/or give new perspectives to these findings. The 

overall positive ratings of the survey statements might be an indicator of a fit when the 

theories are operationalized, and the other sources did not oppose this. 

 Internal validity was to be ensured through the introduction of rival propositions, 

which were to function mutually exclusive to the main propositions. However, as discussed in 

section 5.2.2 they might not have functioned as mutually exclusive as intended, but that they 

instead might function as complementary to each other. In the case of legitimacy it was 

indicated that the rival proposition could be dismissed, whereas for uncertainty this was more 

problematic. New perspectives to the findings, where the companies were segmentated 
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according to their degree of internationalization, gave indications of if taken point of 

departure in such segmentation, support could have been given to the main proposition. 

 Case studies open up for ‘analytic generalization’, however, this cannot be taken for 

granted, and Yin (2008) argues for the need of strong support through a ‘replication logic’ 

before such generalizations can be made. With a backdrop in current theories and this study’s 

findings directions for future research will thus be presented. And regarding reliability, 

attempts to carefully explain the research process was made to allow for the study to be 

repeated (Yin, 2008). 

5.5. SIGNIFICANCE OF FINDINGS 

A Master’s Thesis is first and foremost a theoretical piece of work, and this paper and the 

findings here can be a contribution to academia within IB literature, more precisely the field 

of internationalization, and a network view of internationalization. However, as the research 

conducted in this thesis took point of departure in a critical realist research philosophy, we 

can only see the findings as a window onto reality, and not as reality itself (Perry et al., 1999). 

The findings presented here can thus instead be seen as pieces to understanding and 

indications of how this reality might be, a reality which will consist of several factors which 

have not been implemented into the research here. 

This critical realist background, favored a case study design of the research, a design 

which, as mentioned, opens up for ‘analytic generalization’, i.e. generalization in accordance 

with broader theories (Yin, 2008). A theory has been defined as “statements about 

relationships between concepts, about boundary conditions for when those relationships 

occur, and about causes and consequences” (Easterby-Smith et al., 2008:249), and this 

definition will now be used to give suggestions on how the findings here, in a later stage, can 

be used to complement and further build academic theory. In this study a relationship between 

the theories of follow-the-client strategy and isomorphism, operationalized through the 
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concepts of legitimacy and uncertainty, have been researched. It was proposed that by seeing 

a follow-the-client strategy of entering foreign markets as an isomorphic process, the same 

outcomes, legitimacy and less uncertainty, could be expected. The findings from this study is 

thus contingent on an internationalization process, and boundary conditions might be the 

interdependency in the supplier-client relationship although the bargaining power will lie with 

the client, according to Porter’s (1979) five forces. This interdependency can be seen as the 

cause of applying a follow-the-client strategy in the first place, the consequence being the 

decision makers’ perceived achievement of legitimacy and to a certain extent also less 

uncertainty. An aim to the research conducted was to add nuance to the follow-the-client 

strategy, and it is believed that the findings, and the conclusions drawn in the next chapter, 

will make it clear how the isomorphic principles of legitimacy and legitimacy might add 

additional causes to the application of such strategy. 

5.5.1. Propositions for Future Research 

However, as mentioned, there will be a need for strong support to further develop existing 

academic theory (Yin, 2008), and directions for future research will thus be presented here to 

allow for such theory development and building in the future. As proposition 1 showed 

indications of being held ‘true’, proposition 2 presented a more ambiguous picture. It will thus 

be suggested that future research should take point of departure in proposition 1 as phrased in 

this study, whereas proposition 2 should be altered to include the aspect of the ‘intenders’, as 

it is believed that through such dimension a link can be established from a follow-the-client 

approach of entering foreign markets to less uncertainty. See Figure 18 for suggestions of new 

propositions. 
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Figure 18: Propositions for future research 

 

6. CONCLUSION 

In the following chapter the final conclusions of this paper’s research will be presented by 

drawing a line back to the research question, phrased accordingly: 

Proposing a relationship between the follow-the-client strategy and isomorphism, do Norwegian 

oil/gas suppliers achieve legitimacy and/or less uncertainty when entering foreign markets with 

this approach? 

 

The study conducted was thus of an explanatory art, trying to establish a link from a follow-

the-client approach of entering foreign markets, functioning as an example of an isomorphic 

process, to legitimacy and less uncertainty, which are the expected outcomes of an isomorphic 

process. The aim of the research was to add nuance to the follow-the-client strategy, and, 

although being explanatory, to give directions for future research. 

With a point of departure in a critical realist research philosophy, a case study was 

chosen as the research design, allowing for the use of multiple sources of evidence. Data was 

collected through interviews, a survey and by means of secondary sources. Weight was given 

to the survey findings, as a survey was believed to best give indications of a fit between these 

theories, and thus to eventually answer the research question. Interviews and secondary 

sources have functioned complementary to these survey findings by providing support and/or 

P1: By applying a follow-the-client approach 
of entering foreign markets, decision makers 

achieve legitimacy to such decision. 

P1: By applying a follow-the-client approach 
of entering foreign markets, decision makers 

achieve legitimacy to such decision. 

P2: By applying a follow-the-client approach 
of entering foreign markets, decision makers 

achieve less uncertainty in such decision. 

P2: If applying a follow-the-client approach of 
entering foreign markets, decision makers of 

‘intenders’ achieve less uncertainty in making 
such decision. 
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new perspectives. Through the findings an empirically based pattern concerned with the 

decision makers’ perceived achievement of legitimacy and/or less uncertainty was 

established, which then through a pattern matching method of analysis was compared to the 

proposed pattern and a rival explanation. 

 Proposition 1 dealt with the relationship between a follow-the-client approach of 

entering foreign markets and the perceived achievement of legitimacy, phrased as follows: 

 

The proposition was in relation to the survey operationalized into two sub-propositions, where 

the empirically based pattern was found to have a better match with the proposed pattern than 

with the rival proposition, pointing to a dismissal of the rival proposition. Proposition 1 is 

thus believed to be held ‘true’, although only to the extent that these findings provide 

indications of behavior.  

Proposition 2 dealt with the relationship between a follow-the-client approach of 

entering foreign markets and the perceived achievement of less uncertainty, phrased 

accordingly: 

P2: By applying a follow-the-client approach of entering foreign markets, decision makers 

achieve less uncertainty in such decision. 

 

Also this proposition was operationalized into two sup-propositions, one of them being a rival 

proposition, towards which the empirically based pattern was compared. The initial findings 

show a slight match between the proposed pattern and the empirical one, although it showed 

difficult to distinguish the support to the client versus the support for the rival proposition, 

concerned with other Norwegian companies. A dismissal of either one of the propositions 

could thus not be done. However, as a consequence of a segmentation of the respondent 

P1:  By applying a follow-the-client approach of entering foreign markets, decision makers 

achieve legitimacy to such decision. 
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companies grouping the companies into 1) those who have representation on foreign market, 

and 2) those who have an intention to start exporting (‘intenders’), it was found that decision 

makers of intender companies perceived a higher level of achievement of less uncertainty than 

decision makers in segment 1. However, whether proposition 2 can be held ‘true’ is still not 

settled, although the segmentation of the companies might be seen as a clue when, in the 

future, trying to establish a link from a follow-the-client approach of entering foreign markets 

to perceived less uncertainty. 

 To summary and to answer the research question, the findings seem to indicate that 

Norwegian oil/gas suppliers have achieved legitimacy through a follow-the-client approach of 

entering foreign markets. In regards to the achievement of less uncertainty, it may be that 

decision makers through such approach to a certain extent have achieved less uncertainty, 

although not being established as clearly as for legitimacy. For future research, looking 

further into the dimension of different stages in the internationalization process, including the 

pre-internationalization phase, is believed to help in reaching a settlement as to if a follow-

the-client approach of entering foreign markets in fact will lead to less uncertainty. 

7. PERSPECTIVES 

As findings and conclusions have been made, one can question what could have been done 

differently. If the author here were to conduct a follow-up study, point of departure would 

have been taken in the new propositions presented. Whereas a survey technique was found to 

be appropriate for the research question stated here, in a follow-up study the author would 

have wanted to go more in-depth on strategies and rival theories for the achievement of 

legitimacy and less uncertainty, which methods wise could have been achieved by focusing 

on in-depth interviews. The findings and conclusions from this study’s research could then 

thus have been complemented with more knowledge on ‘how’ and ‘why’, not only ‘if’, 
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decision makers perceive achievement of legitimacy and/or less uncertainty by applying a 

follow-the-client approach of entering foreign markets.  

It has previously been stated the study’s relevance for and contribution to academic 

theory, by e.g. providing guidelines for future research. However, by applying a wider 

perspective onto the research conducted, the research’s relevance for other actors will here 

presented. It was in the conducted interviews mentioned both as a contributor to legitimacy 

and less uncertainty, the role of export promotion agencies (Appendix A2). In the literature it 

has e.g. been found that ‘intenders’ who took advantage of government programs were more 

likely to start exporting and to be successful at it (Australian Trade Commission, 2002). These 

government entities often function as a source of market information and practical assistance, 

and it is believed that they can benefit from the findings presented in this paper when 

designing programs and services to assist internationalizing companies, here especially 

relevant in an ‘intender’ situation, to prevent them from staying intenders. Norwegian entities 

which might find these findings relevant are e.g. Innovation Norway, GIEK (Garanti-

instituttet for eksportkreditt), Eksportkreditt, and INTSOK (only for the oil/gas industry). 
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APPENDIX C – Background Interview Guide: Supplier Relations, Statoil 

 

 Kan du først fortelle meg litt om funksjonen til anskaffelsesenheten i Statoil? 

 Hvilke kriterier bruker Statoil ved valg av leverandører?  

 Hvordan gjennomføres et kjøp? 

 Er det noen forskjell på kjøp i Norge og i de internasjonale markedene hvor Statoil er 

etablert? 

 Har dere noen norske leverandører som følger med dere ut i de internasjonale markedene? 

 Hva betyr det for dere å bruke de samme leverandørene i flere markeder? 

 Har dere droppet noen som leverandør fordi de ikke har villet utvide internasjonalt? 

 Hvorfor tror du enkelte norske selskaper velger å etablere seg i de samme internasjonale 

markedene som dere? 

 Avslutningsvis, føler dere i Statoil noe ansvar for å hjelpe mindre norske bedrifter å 

internasjonalisere? 
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APPENDIX D – Pilot Interview Guide 

 

Bedrift:                     <10% 

Har opprinnelse fra Norge     Er leverandør til Statoil      10-50% 

Har representasjon i internasjonale/t marked(er) <250 ansatte (SME)            >50% 

 

Intervjuobjekt:     Stilling: 

 

Del 1: 

 Kan du først fortelle meg litt om ditt firma, bl.a. litt om hva dere produserer og for hvem? 

 Hvorfor valgte dere å bli med i NCE Subsea? 

 Hva har det å være medlem av dette nettverket tilført din bedrift? 

 I hvilke internasjonale markeder opererer dere med en form for representasjon som 

inngangsmetode? 

 Hvilke kriterier legger dere til grunn ved beslutninger om å tre inn på nye markeder? 

 Hva er vanlig fremgangsmåte ved inntreden på et nytt marked? 

 Hvilken innflytelse har NCE Subsea (forumet eller bedriftene) ift valg av marked? 

 Hvilken innflytelse har Statoil som deres kanskje viktigste kunde ift valg av marked? 

 

Del 2: 

 På en skala fra 1-5 hvor 1 er ’helt uenig’ og 5 er ’helt enig’, hvor enig er du i 

disse utsagnene: 

1 2 3 4 5 

1a De internasjonale markedene Statoil opererer i er med stor sannsynlighet også 

kommersielt interessante markeder for oss 

     

1b Statoil har en solid posisjon i det norske samfunn, derfor vil det alltid ut i fra en 

CSR-betraktning være akseptabelt å gå inn på de samme internasjonale 

markedene som dem 

     

2 Ved inntreden på internasjonale markeder hvor Statoil også opererer, er det få 

som vil sette spørsmålstegn ved vår beslutning, selv om det skulle gå galt 

     

3 Ved inntreden på internasjonale markeder hvor Statoil ikke opererer, kan det 

være vanskeligere å få aksept for beslutningen 

     

4a Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked som 

gjør dette markedet kommersielt interessant for oss, men heller tilstedeværelsen 

av andre norske selskaper generelt sett 

     

4b Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked som      
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gjør dette markedet akseptabelt ut fra en CSR-betraktning, men heller 

tilstedeværelsen av andre norske selskaper generelt sett 

5a Statoils tilstedeværelse i et gitt internasjonalt marked gir oss en følelse av mindre 

usikkerhet ift salgspotensialet i dette markedet 

     

5b Statoils tilstedeværelse i et gitt internasjonalt marked gir oss en følelse av mindre 

usikkerhet ift regulering og institusjonelle forhold i dette markedet 

     

5c Statoils tilstedeværelse i et gitt internasjonalt marked gir oss en følelse av mindre 

usikkerhet ift forretningskultur i dette markedet 

     

6 Statoil har lang internasjonal erfaring, derfor kan det være smart å gå inn på de 

samme internasjonale markedene som dem 

     

7 Ved inntreden på internasjonale markeder hvor Statoil også opererer, er det 

mindre risiko for dårlige resultater 

     

8 Ved inntreden på internasjonale markeder hvor Statoil opererer, føles valget av 

marked mer sikkert 

     

9a Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked som 

kan minske opplevd usikkerhet ift salgspotensiale, men heller tilstedeværelsen 

av andre norske selskaper generelt sett 

     

9b Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked som 

kan minske opplevd usikkerhet ift regulering og institusjonelle forhold, men 

heller tilstedeværelsen av andre norske selskaper generelt sett 

     

9c Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked som 

kan minske opplevd usikkerhet ift forretningskultur, men heller tilstedeværelsen 

av andre norske selskaper generelt sett 

     

 

 Avslutningsvis, er det noe du vil legge til/kommentere? 
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APPENDIX E – Expert Interview Guides 

 

Guide for CEO, NCE Subsea 
 

 Hva er formålet med klyngen? 

 Hvordan jobber dere for å oppnå dette? 

 Hvordan jobber dere for internasjonalisering av medlemsbedriftene? 

 Hva ser du er de største utfordringene ved internasjonalisering blant de mindre bedriftene? 

 Hvordan mener du et program som NCE kan hjelpe bedriftene med å overkomme disse 

utfordringene? 

 Hva er Statoils rolle i NCE Subsea? 

 Hva slags effekt tror du Statoil kan ha ift det å overkomme slike utfordringer? 

 Hva blir neste prosjekt dere setter i gang ift internasjonalisering? 

 Avslutningsvis, er det noe du vil legge til/kommentere? 

 
 

Guide for Senior advisor, INTSOK 

 Kan du fortelle kort om INTSOKs funksjon? 

 Hvor internasjonalisert er norsk olje/gass leverandørindustri? 

 Hvilke faktorer ved et marked tar bedriftene utgangspunkt i ved valg av nye internasjonale 

markeder? 

 Hvilke usikkerheter møter disse bedriftene når de går internasjonalt? 

 Hva gjør de for å redusere denne usikkerheten? 

 Hvilke faktorer ved et marked kan gjøre beslutningen lettere å ta? 

 Hvilken effekt tror du andre norske selskapers tilstedeværelse i et internasjonalt marked 

kan ha på beslutningen om å gå inn her? 

 Hvordan er det med norske bedrifters avhengighet av Statoil på norsk kontinentalsokkel i 

forhold til i utlandet? 

 Hvilken effekt tror du Statoils tilstedeværelse i et internasjonalt marked kan ha på de 

andre, mindre bedriftene når de satser internasjonalt? 

 Mine funn viser at Statoil til en viss grad kan legitimere og redusere usikkerheten ved 

beslutningen om å tre inn på et internasjonalt marked – hva tenker du om dette? 
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APPENDIX F – Follow-up Interview Guide 

 

 Hvilke markeder er dere tilstede i? 

 Hvordan ble beslutningen om å gå inn her tatt? 

 Overfor hvem må disse beslutningene forsvares? 

 Noen utenfor organisasjonen som inkluderes i beslutningen? 

 Hvilke faktorer ved et marked tar dere utgangspunkt i ved valg av nye internasjonale 

markeder? 

 Hvilke faktorer ved et marked kan gjøre det lettere å ta en slik beslutning? 

 Da dere gikk inn på dette markedet, hvilke usikkerheter så dere? 

 Hva gjorde dere for å prøve og redusere denne usikkerheten? 

 Har dere fått noen overraskelser/noe som var helt uforutsett? 

 I ettertid, var det er riktig beslutning? 

 Var det andre norske selskaper der da dere kom? Hva betydde dette for dere? 

 Hva betyr CSR for deg og ditt firma? 
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APPENDIX G – Survey Questionnaire 

1. Jeg besvarer på vegne av.. 

Selskap: 
 

 

2. Mitt firma er leverandør til Statoil 

Ja 

Nei 

Hvis ja, ca hvor mange % av omsetningen står Statoil for?

 
 

3. Mitt firma har representasjon (agent, eget salgskontor e.l.) på et eller flere internasjonale 

markeder 

Ja 

Nei 

 

4. Mitt firma er tilstede på følgende internasjonale markeder hvor Statoil også opererer 

 
 

5. Mitt firma er leverandør til Statoil på et eller flere av de ovennevnte markedene 

Ja 

Nei 

Hvis ja, hvilke?  

 

På neste side vil det komme 15 utsagn, hvor jeg vil be deg om å rangere hvor enig eller uenig 

du er i disse. Når du gjør dette, ta så vennligst utgangspunkt i et spesifikt internasjonalt 

marked hvor ditt firma enten 

1) er leverandør til Statoil, eller 

2) opererer side om side med Statoil. 

Når du besvarer de neste spørsmålene, tenk så over hva denne situasjonen gjør/kan gjøre for 

deg/ditt firma. 

 

6. Internasjonalt marked 

 
 

7. I dette markedet er Statoil 

lokal kunde av oss 

tilstede, men ikke blant våre kunder 
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8. På en skala fra 1-5 hvor 1 er ’helt uenig’ og 5 er ’helt enig’, hvor enig er du i disse 

utsagnene: 

 1 - 

Helt 

uenig 

2 3  4  5 - 

Helt 

enig 

De internasjonale markedene Statoil opererer i er med stor sannsynlighet 

også kommersielt interessante markeder for oss. 

     

Statoil har en solid posisjon i det norske samfunn, derfor vil det alltid ut i 

fra en CSR-betraktning være akseptabelt å gå inn på de samme 

internasjonale markedene som dem. 

     

Ved inntreden på internasjonale markeder hvor Statoil også opererer, er det 

få som vil sette spørsmålstegn ved vår beslutning, selv om det skulle gå galt. 

     

Ved inntreden på internasjonale markeder hvor Statoil IKKE opererer, kan 

det være vanskeligere å få aksept for beslutningen. 

     

Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked 

som gjør dette markedet kommersielt interessant for oss, men heller 

tilstedeværelsen av andre norske selskaper generelt sett. 

     

Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked 

som gjør dette markedet akseptabelt ut fra en CSR-betraktning, men heller 

tilstedeværelsen av andre norske selskaper generelt sett. 

     

Statoils tilstedeværelse i et gitt internasjonalt marked gir oss en følelse av 

mindre usikkerhet ift salgspotensialet i dette markedet. 

     

Statoils tilstedeværelse i et gitt internasjonalt marked gir oss en følelse av 

mindre usikkerhet ift regulering og institusjonelle forhold i dette markedet. 

     

Statoils tilstedeværelse i et gitt internasjonalt marked gir oss en følelse av 

mindre usikkerhet ift forretningskultur i dette markedet. 

     

Statoil har lang internasjonal erfaring, derfor kan det være smart å gå inn på 

de samme internasjonale markedene som dem. 

     

Ved inntreden på internasjonale markeder hvor Statoil også opererer, er det 

mindre risiko for dårlige resultater. 

     

Ved inntreden på internasjonale markeder hvor Statoil også opererer, føles 

valget av marked mer sikkert. 

     

Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked 

som kan minske opplevd usikkerhet ift salgspotensiale, men heller 

tilstedeværelsen av andre norske selskaper generelt sett. 

     

Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked 

som kan minske opplevd usikkerhet ift regulering og institusjonelle forhold, 

men heller tilstedeværelsen av andre norske selskaper generelt sett. 

     

Det er ikke så mye Statoils tilstedeværelse i et gitt internasjonalt marked 

som kan minske opplevd usikkerhet ift forretningskultur, men heller 

tilstedeværelsen av andre norske selskaper generelt sett. 

     

 

9. Avslutningsvis, er det noe du vil legge til/kommentere? 

 
 

Tusen takk for dine svar! 

 

Hvis spørsmål eller annet, ta kontakt med haha10ac@student.cbs.dk 

 

Mvh Hanne
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APPENDIX H – Sampling of the NCE Subsea Members 

 Eligible Members (72/126 (26.06.12))  Excluded Members – (54/126 (26.06.12)) Reason for Exclusion 

1 Framo Engineering AS  Coast Center Base AS Supply base, non-international 

2 Imenco AS  AS Connector Non-supplier Statoil 

3 Techni AS  Kongsberg Maritime AS >1000 employees 

4 Norwegian Piping AS  Advokatfirmaet Rasmussen & Broch ANS Law firm 

5 CMR Prototech  Advokatfirmaet Schjødt AS Law firm 

6 Epsis AS  Advokatfirmaet Thommessen AS Law firm 

7 Octio Group AS  Air Liquide Offshore AS HQ France 

8 Tool-Tech AS  Aker Solutions AS >1000 

9 VTT Maritime AS  Bergen Kommune Municipality 

10 Advantec AS  Bergen Maritime Fagskole School 

11 ClampOn AS  Bergen University College School 

12 Naxys AS / Bjørge  Bring Logistics AS Post 

13 Aquadyne AS  CMR Research institute 

14 DOF Subsea Norway AS  CodaOctopus Omnitech HQ UK 

15 ibruk AS  Deloitte HQ US 

16 Fjell Industries AS  DNB Bank ASA Financial services 

17 ProAnalysis AS  DNV >1000 employees 

18 MultiControl AS  Emerson Process Management/Roxar HQ US 

19 Scandpower AS  Ernst & Young AS HQ UK 

20 SubC Solutions AS  Fjell kommune Municipality 

21 NLI AS  FMC Technologies HQ US 

22 Tess AS  Fugro Survey AS HQ Netherlands 

23 Metas (Marine Ecosys. Techn. AS)  GE Oil & Gas HQ US 

24 Amitec AS  GE Power Conversion HQ US 

25 Mjøs Metallvarefabrikk AS  Gunnebo Anja Industrier AS HQ Sweden 
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26 Solid Vedlikehold AS  Handelshøyskolen BI School 

27 Logiteam AS  Henschien Insurance Services Skade & Liv 

AS 

Insurance 

28 Pinovo AS  Hordaland County Council County 

29 KTN AS  Innovit AS Non-supplier and non-international 

30 Technological Engineering Company AS 

(TEC) 

 Institute of Marine Research Research institute 

31 Utsira Servicesenter AS  Inventas Bergen AS No common markets w. Statoil 

32 Partner Maskinering AS  JDR Cable Systems AS HQ UK+Netherlands 

33 Prosessmetall AS  Kaefer Energy HQ Germany 

34 NUI AS  Kluge Advokatfirma DA Law firm 

35 Vello Nordic AS  Manpower Professional Engineering HQ US 

36 Norshore AS  Mento Service AS Cluster of various companies 

37 SP Tools AS  Mongstadbase Supply base, non-international 

38 WiSub AS  Norne Securities AS Financial services 

39 RadøyGruppen AS  Polytec R&D Institute Research institute 

40 Biota Guard AS  Proserv Offshore AS HQ UK 

41 Argus Remote Systems AS  Siemens AS HQ Germany 

42 Mundal Subsea AS  SINTEF Research institute 

43 Lie Overflateteknikk AS  SNF Research institute 

44 Marin-Innovasjon AS  Sparebank 1 SR-Bank Financial services 

45 Maritime Colours AS  Sparebanken Vest Financial services 

46 K. Lerøy Metallindustri AS  Statoil  - 

47 Odda Plast AS  The Expro Group Norway HQ UK 

48 Sotra Contracting AS - SOCON  Tracerco Norge AS HQ UK 

49 Scantrol AS  Transmark Subsea AS HQ Netherlands 

50 NECON AS  Trelleborg Offshore Norway HQ Sweden 

51 Seaproof Solutions AS  UniResearch Research institute 

52 Bandak Group AS  VEX-Gruppen AS Bemanning og rekruttering HR services, non-supplier and non-int 
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53 Beerenberg AS  VisCo Interactive Solutions AS Non-supplier Statoil 

54 AADI, Aanderaa Data Instruments AS  Øygarden kommune Municipality 

55 AAK Group AS    

56 Aker Midsund AS    

57 Data Respons Norge AS    

58 Idevekst Energi AS    

59 Intermec AS    

60 Karsten Moholt AS    

61 Maritim Service AS    

62 OilComp AS    

63 Proxima Productions AS    

64 Scanmudring AS    

65 Selantic AS    

66 Stormfjord AS    

67 Technocean AS    

68 Tilje AS    

69 TTS Energy AS    

70 Unitech Offshore AS    

71 Valves of Norway / Norske Ventiler AS    

72 Winding Technology AS    
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APPENDIX I – Overview of the Segments 

Segment 1 Segment 2 

Advantec AS Amitec AS 

ClampOn AS Aquadyne AS 

Dof Subsea AS CMR Prototech AS 

Epsis AS Logiteam AS 

Fjell Industries AS Metas AS 

Framo Engineering AS Mjøs Metallvarefabrikk AS 

ibruk AS MultiControl AS 

Imenco AS Naxys/Bjørge AS 

KTN AS NLI AS 

Norwegian Piping AS Solid Vedlikehold AS 

Octio Group AS SubC Solutions AS 

Pinovo AS Techni AS 

ProAnalysis AS Tool Tech AS 

Scandpower AS  

TESS AS  

VTT Maritime AS  

    Count: 16     Count: 13 
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APPENDIX J – Overview of the Conducted T-Tests 

Chapter 4.2.2. 

Legitimacy and the Relationship to Statoil, statements 1-4 (n/a excluded) 

Two sample t-test assuming equal variances  Supplier Non-supplier 

Mean 3,11111111 3,5 

Variance 1,75873016 1,62745098 

Observation 36 52 

Pooled Variance 1,68087855  

Hypothesized Mean Difference 0  

df 86  

t Stat -1,3834675  

P(T<=t) one-tail 0,08505116  

T critical, one-tail 1,66276545  

P(T<=t) two-tail 0,17010233  

T critical, two-tail 1,98793417   

 

Legitimacy and Geographical Categories, statements 1-4 (n/a excluded) 

Two sample t-test assuming equal variances  Western world Emerging markets 

Mean 3,16666667 3,6875 

Variance 2,02857143 1,44758065 

Observation 36 32 

Pooled Variance 1,75568182  

Hypothesized Mean Difference 0  

df 66  

t Stat -1,617885  

P(T<=t) one-tail 0,05522855  

T critical, one-tail 1,66827051  

P(T<=t) two-tail 0,1104571  

T critical, two-tail 1,9965644   
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Legitimacy and the Propositions, statements 1-4 vs. 5-6 

Two sample t-test assuming equal variances  P1a: Statoil P1b: Other Norwegian companies 

Mean 3,36206897 3,0862069 

Variance 1,85037481 1,09770115 

Observation 116 58 

Pooled Variance 1,60094226  

Hypothesized Mean Difference 0  

df 172  

t Stat 1,35572786  

P(T<=t) one-tail 0,08848158  

T critical, one-tail 1,65376095  

P(T<=t) two-tail 0,17696315  

T critical, two-tail 1,97385213   

 

Chapter 4.2.3 

Uncertainty and the Relationship to Statoil, statements 7-12 (n/a excluded) 

Two sample t-test assuming equal variances  Supplier Non-supplier 

Mean 2,64814815 2,83116883 

Variance 1,74178896 1,53691046 

Observation 54 77 

Pooled Variance 1,62108535  

Hypothesized Mean Difference 0  

df 129  

t Stat -0,8098486  

P(T<=t) one-tail 0,20975928  

T critical, one-tail 1,65675159  

P(T<=t) two-tail 0,41951856  

T critical, two-tail 1,97852446   
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Uncertainty and Geographical Categories, statements 7-12 (n/a excluded) 

Two sample t-test assuming equal variances  Western world Emerging markets 

Mean 2,37735849 3,16666667 

Variance 2,16255443 1,24822695 

Observation 53 48 

Pooled Variance 1,72847977  

Hypothesized Mean Difference 0  

df 99  

t Stat -3,0130915  

P(T<=t) one-tail 0,00164176  

T critical, one-tail 1,66039116  

P(T<=t) two-tail 0,00328352  

T critical, two-tail 1,9842169   

* p < 0.05 

Uncertainty and the Propositions, statements 7-12 vs. 13-15 

Two sample t-test assuming equal variances  P2a: Statoil P2b: Other Norwegian companies 

Mean 2,80346821 3,09195402 

Variance 1,53091813 0,80539963 

Observation 173 87 

Pooled Variance 1,28907863  

Hypothesized Mean Difference 0  

df 258  

t Stat -1,9332177  

P(T<=t) one-tail 0,02715175  

T critical, one-tail 1,6507811  

P(T<=t) two-tail 0,05430349  

T critical, two-tail 1,96920133   
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Chapter 4.2.4 

Legitimacy and the Segments 

 Legitimacy P1a: Statoil P1b: Other Norwegian companies 

 Segment: Segment 1 Segment 2 Segment 1 Segment 2 

Mean 3,3015873 3,47058824 3,25806452 3,04 

Variance 1,95596518 1,77411765 0,7311828 1,29 

Observation 63 51 31 25 

Pooled Variance 1,87478325   0,979546   

Hypothesized Mean Difference 0   0   

df 112   54   

t Stat -0,6552643   0,81965185   

P(T<=t) one-tail 0,25682062   0,20800888   

T critical, one-tail 1,65857263   1,67356491   

P(T<=t) two-tail 0,51364124   0,41601775   

T critical, two-tail 1,98137175   2,00487927   

 

Uncertainty and the Segments 

Uncertainty P2a: Statoil P2b: Other Norwegian companies 

Segment: Segment 1 Segment 2 Segment 1 Segment 2 

Mean 2,5 3,22077922 3,06382979 3,21052632 

Variance 1,58602151 1,1479836 1,06105458 0,38691323 

Observation 94 77 47 38 

Pooled Variance 1,38903404   0,76053374   

Hypothesized Mean Difference 0   0   

df 169   83   

t Stat -3,97884524   -0,77106654   

P(T<=t) one-tail 5,129E-05   0,22142851   

T critical, one-tail 1,65391994   1,66342018   

P(T<=t) two-tail 0,00010258   0,44285702   

T critical, two-tail 1,97410041   1,98895974   

 

P2a segment 1 vs segment 2: * p < 0.05 
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APPENDIX K – Sources for Table 15 

Company Source 

1 http://www.advantec.no/qualityhse/ 

2 http://www.clampon.com/about/qa-hse/, http://www.clampon.com/about/philosophy-

values/ 

3 http://www.dofsubsea.com/en-US/HSEQ/HSEQ.aspx 

4 http://epsis.no/about-epsis/vision-and-values/ 

5 http://www.fjellindustries.com/index.php?mapping=95 

6 http://www.slb.com/hse/hse_mngt_sys.aspx, http://www.slb.com/hse/hse_policy.aspx  

7 http://www.ibruk.no/ 

8 http://imenco.no/home/about/hse-goals-and-results/, 

http://imenco.no/home/about/certificates/ 

9 http://www.ktn.no/ 

10 http://norwegianpiping.no/ 

11 http://www.octio.no/about/hse-policy/ 

12 http://www.pinovo.no/?page=45 

13 http://www.oilinwater.com/ 

14 http://www.scandpower.com/Default.aspx 

15 http://tess.no/hms-og-ks/ 

16 http://www.vtt.no/?mapping=22 

17 http://www.amitec.no/ 

18 http://www.aquadyne.no/ 

19 http://www.prototech.no/index.cfm?id=273369 

20 http://logiteam.no/ 

21 http://www.metas.no/ 

22 http://mjosmetall.no/render.asp?page=omoss&subPage=1&sess=4691697239166598289 
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