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Abstract  
Due to the rapid acceleration of globalization, and the inevitable correlation between globalization 

and internationalization of firms, it has become extremely disseminated to follow the trend of utiliz-

ing opportunities in the international markets. The dissemination of internationalization has 

changed the competitive dynamics, and firms routinely misestimate the attractiveness of being pre-

sent in a foreign country. Research shows that the most frequent cause to misestimating a market’s 

attractiveness is a generalization of the crucial factors that influence internationalization. 

 

This Master Thesis explores how Danish firms within the specific industry of professional services 

can increase the ability to assess the attractiveness of international markets and select the specific 

market with highest potential for success. Hence, the aim is to provide business managers within the 

industry of professional services with a conceptual framework that can help them avoid misestimat-

ing the attractiveness of international markets.  

 

To provide an adequate answer to the problem statement, this exploratory study adopts a pragmatic 

combination of inductive, deductive, and abductive reasoning. As the three paradigms are able to 

neutralize each other's limitations, this pragmatic combination enables a comprehensive and com-

plete collection and analysis of data. Additionally, this combination enables a favorable mix of 

qualitative and quantitates data. The quantitative data is incorporated in those sections of the paper 

that benefit from an objective numerical approach, whereas the qualitative data are utilized to gain a 

comprehensive in-debt understanding of the industry of professional services. The primary data of 

this paper has been gathered by conducting qualitative interviews of two case firms and one expert 

within internationalization of professional services firms.  

 

In order to provide the business managers with a conceptual framework that facilitates effective 

screening of international markets, it is crucial to understand the prominent factors that influence 

internationalization of professional services firms. With a thorough knowledge of the phenomenon 

of internationalization, the three utmost important factors that influence internationalization of pro-

fessional services firms are Cultural distance, Geographical distance, and Importance of national 

and foreign networks. Consequently, ignorance of these factors increases the risk of misestimating a 

market’s attractiveness significantly. These three factors are transferred to the conceptual frame-

work that, in collaboration with the Confederation of Danish Industry, developed a three-step 

screening model that professional services firms can utilize to effectively assess international mar-

kets’ attractiveness and select the utmost promising market to penetrate.  
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1 Introduction 
In the recent decades, it has become extremely disseminated to follow the trend of utilizing oppor-

tunities in the international markets. The high degree of internationalization among firms has 

changed the competitive dynamics. The business-, economic-, and political environment that com-

panies are operating within are constantly changing (Guyer, n.d). Companies have to be aware of 

these changing global dynamics to sustain competitive. The aim of this paper is to gain a thorough 

understanding of the phenomenon of internationalization of firms and examine how firms can ac-

commodate the constantly changing dynamics in order to increase the possibility of succeeding in-

ternationally. 

 

When looking at internationalization of firms, it is inevitable to include the influence of globaliza-

tion. The term globalization refers to the tendency of a globally integrated market, which indicate 

that there is a strong undebatable correlation between globalization and internationalization of 

firms. In fact, internationalization is explained as a result of an increasingly globalized world 

(Globalization, n.d, ¶ What is globalization?). Due to this inevitable relationship, it is crucial to un-

derstand the dynamics of globalization. Throughout this paper, globalization is interpreted as an 

integration of components such as people, services, ideas, capital, cultures, and norms across bor-

ders (Globalization, n.d, ¶ Globalization explained). Thus, globalization describes how intercon-

nected the world is based on both business and societal factors.  

 

With this definition of globalization in mind, internationalization is interpreted as a process where 

firms utilize the changing dynamics provoked by the globalization to gain traction across borders 

(Kenton, W., 2018, ¶ What is internationalization). As internationalization and globalization are 

interchangeable concepts, and internationalization is the focal point of this paper, it seems vital to 

initially elaborate on the phenomena of globalization. Thorough knowledge of globalization will 

enable an examination of why it has become attractive to operate in the global markets.  

  

The first factor utilized to explain the acceleration of globalization is the homogenization of cus-

tomers and cultures. Customers are in a high degree connected to a global marketplace. This global 

marketplace is facilitated by the technological advancements that allow and encourage cultures to 
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homogenize (Agrawal, A., 2016, ¶ Because they can...Easily). This homogenization of customers 

and cultures across the world can be argued to somehow cause extinction of local cultural diversity 

(Datuin, A., 2014). The merge of cultures across the globe has led to the phenomena that customers 

are getting a global identity (Orr, L. (2016). This global identity of customers has a significant im-

pact on companies as it forces them to compete internationally and not only domestically anymore. 

The customers are no longer entirely dependent on the products from their national market as they 

easily can utilize better or cheaper products from foreign suppliers. Thus, a focus on global trends 

and opportunities is argued to be a prerequisite for businesses to succeed.  

 

In addition to the emerging global identity among customers, the mobility of labor has increased 

heavily. As a result of the merging cultures across the world, people are also getting willing to 

search for jobs in different countries (Pettinger, T, 2017, What caused globalization?). The mobility 

of labor is supported by improved transportation and logistical opportunities. It has become cheaper 

and easier to utilize the transportation systems to travel around the globe, which enforces the labor 

force to not only search for opportunities in the national market.  

 

A third prominent factor utilized to explain globalization is the Economic Liberalization, which is a 

governmental adoption of free-market policies and agreements (Cole-Ingait, P., n.d, ¶ Economic 

Liberalization). This concept is mainly implemented as trade liberalization, which eliminates tariffs 

and trade barriers to facilitate interaction and trade between countries. Thus, trade liberalization is 

interpreted as a governmental action that encourages companies to utilize global market opportuni-

ties. An acknowledged method to facilitate trade is by establishing a collaboration between coun-

tries, which is known as global trading blocs (Pettinger, T, 2017, What caused globalization?). A 

trading bloc is a community of countries that have agreed to eliminate or reduce the tariffs on goods 

coming from a member country (Trading Blocs, n.d, ¶ Trading blocs). Examples of trading blocs 

are the European Union (EU), a trading bloc consisting of 28 European countries, and the North 

American Free trade Agreement (NAFTA), which is a free trade area between Canada, United 

States of America, and Mexico (Intelligent Economist, n.d, ¶ Examples of trading blocs). Thus, 

trade liberalization is argued to minimize barriers and promote interaction between countries around 

the world. Therefore, these governmental actions contribute to a more connected and integrated 

world, which is the definition of globalization.  
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The fourth and last factor used to explain globalization is the increased mobility of capital. In paral-

lel with the better collaboration between countries, it has become easier to move capital across bor-

ders (Pettinger, T., 2017, Capital Mobility and Immobility). One primary reason for the increase in 

the mobility of capital is the less restrictive taxes and tariffs on capital flows (Pettinger, T., 2017, 

Capital Mobility and Immobility). Increased mobility of capital allows companies to gain economic 

advantages by utilizing cheaper and more favorable resources in foreign countries (Chen, J., 2018, ¶ 

What are capital flows?). As the government restrictions allow companies to exploit international 

advantages, and it has become easier and cheaper to move capital, there has been significant growth 

in the amount of foreign direct investments (Pettinger, T., 2017, Capital Mobility and Immobility). 

The increase in foreign direct investments is a representative indicator that the world is getting more 

integrated and globalized.  

 

To summarize the causes to the increased globalization, the four major contributors are outlined 

below: 

• Homogenization of customers  

• Mobility of labor  

• Economic Liberalization 

• Mobility of capital  

 

All these factors, among several others not included in this section, have caused an acceleration of 

globalization. These factors are accurately describing the globalization and will be referred to 

throughout the paper. The four factors clarified that the world is getting more integrated, which 

tempt businesses to scale their business and take advantage of international opportunities.  

 

However, succeeding internationally is not as easy as first anticipated. According to Ghemawat 

(2001), the international markets are often not as attractive as estimated (Ghemawat, P., 2001, page 

1). Companies routinely misestimate the attractiveness of being present in a foreign country, which 

forces them to close down activities within few years (Ghemawat, P., 2001, page 1). Thus, moving 

operations abroad is not a guarantee of success. This contradictory between the attractiveness and 

difficulties of being present internationally is the underlying reason for choosing this topic. The aim 

of this paper is to gain a thorough understanding of the phenomena of internationalization and ex-

amine how firms can increase their possibility of succeeding internationally.  
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However, it is assumed that the prevalent factors that determine international success may differ 

depending on the industry. Research indicates that the most prominent challenge associated with the 

estimation of the attractiveness of foreign countries is that companies often ignore the fact that the 

factors influencing international expansion differ from industry to industry (Ghemawat, P., 2001, 

page 1). To avoid a generalization of the factors that influence the internationalization of firms, this 

paper chooses to investigate the specific industry of professional services. Thus, the Danish industry 

of professional services will be the pivotal industry throughout this paper. When examining interna-

tionalization of firms, this specific industry is argued to be very interesting. Many of the theoretical 

schools within internationalization of firms revolve around manufacturing firms. As professional 

services firms operate with intangible products, it is considered interesting to investigate whether 

the findings can be transferred to this industry. Intentionally, by focusing on this specific industry, it 

will be possible to identify characteristics of internationalization of firms that haven’t been investi-

gated before. The industry of professional services will be dissected and explained further in section 

1.4 (Delimitation).  

 

Hence, the aim of this paper is to gain a thorough understanding of the phenomenon of internation-

alization of firms and examine whether the knowledge from the theoretical schools can be trans-

ferred to the investigated industry of professional services. With an extensive knowledge of interna-

tionalization within this specific industry, this paper aims to examine how professional services 

firms can accommodate the constantly changing dynamics to increase the possibility of succeeding 

internationally. The aims of this paper are explained more extensively in section 1.5 (Aim of this 

paper). 

 

1.1 Definition of internationalization  
As stated several times in the introduction, this master thesis will focus thoroughly on the phenom-

ena of internationalization of firms. As this term will be repeated numerous times throughout the 

paper, it seems essential to initially establish a common consensus of the meaning of internationali-

zation. As stated in section 1 (Introduction), internationalization is argued to be a result of an in-

creasingly globalized world. However, there are many different views on how to interpret interna-

tionalization.  
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Some researchers argue that companies internationalize when they develop products that meet de-

mands from more than one country. Thus, based on this view, the level of internationalization de-

pends entirely on the customers and their needs. The introduction identified that customers and cul-

tures around the world are homogenizing. As a result of homogenized customers and their global 

identity, the firm will almost always meet customers demands from more that one country. Thus, 

this definition of internationalization is considered vague as it does not explain a firm’s internation-

al activity or movement.  

 

Internationalization throughout this paper refers to the firm’s movement from the domestic market 

into a foreign market. According to Investopedia, internationalization is “when a company takes 

steps to increase its footprint or client base outside of its country of domicile and into international 

markets” (Kenton, W., 2018, ¶ What is internationalization). However, a firm can increase its foot-

print outside its national country in many ways. In collaboration with Confederation of Danish In-

dustry, the different parameters of how firms can internationalize activities are explained (Appendix 

4). As illustrated in Appendix 4, there are several modes of internationalization.  

 

In order to narrow the scope of the paper, it is chosen to utilize the parameters “Foreign subsidi-

ary/department” and “Present on several markets.” Thus, the firm does not have to hold properties 

in the foreign market in order to be characterized as internationalized. A firm can be present in a 

foreign country and serve foreign customers by partnering with local actors. Hence, the term inter-

nationalization refers to the movement of activities from the domestic country to a foreign country, 

either through subsidiaries or by partnering with local actors. 

 

1.2 Problem statement  
As this paper will focus on the industry of professional services firms, the purpose is to investigate 

whether the findings from the theoretical schools can be utilized to analyze internationalization 

within this specific industry. With a thorough knowledge of the internationalization processes, the 

aim is to identify the specific factors that influence the success of professional services firms’ inter-

national operations. By knowing the influential factors within this specific industry, it becomes pos-

sible to analyze how professional services firms can utilize the factors to assess the attractiveness of 

international markets and select the utmost potential market to penetrate.  
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This analytical setup is formulated in the following research question: 

 

How can the theoretical schools within internationalization of firms be utilized to analyze the fac-

tors that influence internationalization of professional services firms, and how can these factors 

help firms within this industry to select the most promising market? 

 

As the research question is relatively complex, it is chosen to split the question into three parts. The 

three parts are: 

 

• Identification of the most impactful theoretical schools within internationalization of firms   

• Analysis of the crucial factors that influence internationalization within the industry of pro-

fessional services 

• Analysis of how professional services firms can utilize the identified factors to assess the at-

tractiveness of international markets and select the most promising market  

 

As the three parts are interchangeable, the intention is to continuously link the parts and utilize find-

ings from one part in the following part. This structure will enable a continuous narrowing of the 

focus. The first part will be highly theoretically based as it aims to examine the most impactful the-

oretical schools within internationalization of firms. The second part will investigate whether the 

findings from the first part can be utilized to examine the crucial factors that influence international-

ization of professional services firms. Finally, the third part will examine how firms within this in-

dustry can utilize the findings from the previous parts to assess the attractiveness of international 

markets and select the most promising market. The structure of the paper will be elaborated further 

in section 1.3 (Paper structure).  

 

In order to establish an understanding of how the theories can be used in practice, it is chosen to 

incorporate two case firms. Hence, real-world applications are incorporated in parallel with the the-

oretical terms, which intentionally increases the understanding of the findings. As this paper re-

volves around professional services, it is chosen to utilize two professional services firms. By utiliz-

ing professional services firms, it increases the ability to produce accurate findings regarding inter-

nationalization within this specific industry. In order to understand the two case firms and why they 
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suit this analysis well, their business and international experiences will be elaborated individually 

later in section 1.6 (Description of case firms).  

 

1.3 Paper structure 
Initially, the first part of the analysis will identify the most impactful theoretical schools within in-

ternationalization of firms. These theoretical schools will be examined and split into four main per-

spectives regarding internationalization of firms. The four theoretical perspectives will contribute to 

a thorough understanding of the reasons why firms penetrate foreign countries and the different 

ways they do it. The four perspectives will be compared, and potential gaps in the theories will be 

identified. This section will be heavily theoretically grounded, as the aim is to explore the general 

phenomenon of internationalization of firms. However, the two case firms will be incorporated to 

exemplify different views on international operations, which will create a link between the theory 

and practice.   

 

The second part of the analysis aims to utilize the findings from the first part to identify the crucial 

factors that influence internationalization of professional services firms. However, prior to identify-

ing the factors that professional services firms have to incorporate in their international strategy, it 

is crucial to initially examine whether the firms have potential for establishing international compet-

itive advantages. Thus, the first part of this analysis will examine whether the industry of profes-

sional services possesses any competitive advantages that can be transferred to international mar-

kets. Subsequently, the factors that may influence professional services firms’ ability to assess the 

attractiveness of international markets will be analyzed. This part of the paper will be strongly theo-

retically based as it aims to utilize existing theory to develop a strong knowledge of the influential 

factors within the industry of professional services. Nevertheless, external sources and practical 

examples from the two case firms will be included to explore the applicability of the findings. This 

structure will create strong knowledge of professional services firms’ international competitiveness 

and which factors the firms has to incorporate in their international strategy.   

 

The third and final part of the analysis will cover how professional services firms can utilize the 

findings from the previous parts to assess the attractiveness of international markets and select the 

utmost promising market to penetrate. The focal point in this section is to examine how the influen-

tial factors identified in the previous parts should be incorporated in professional services firms' 
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international strategy when screening new international market. Thus, this last part of the paper is 

interpreted as the recommendation as it aims to identify how firms within the chosen industry of 

professional services can utilize the findings from the previous parts to screen international markets 

and select the most promising market to enter. The structure of this paper is illustrated in the figure 

below. 

 

 

1.4 Delimitation 
This delimitation aims to specify the focal industry of this paper. It has been mentioned numerous 

times that this paper focuses on the industry of professional services firms. However, this industry 

is argued to be extremely broad. Professional services include functions such as engineers, lawyers, 

accountants, business consulting, etc. (Professional Services Organizations, n.d, ¶ The typical work 

model). In order to narrow the focus, this paper has chosen to cut away many of the areas associated 
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with professional services firms. Specifically, this paper focus on professional services firms spe-

cialized in leadership- and managerial consultancy. The pivotal point in these services is to disclose 

specialized knowledge to the clients. Due to the importance of knowledge, humans are argued to be 

the professional services firms’ utmost valuable asset, as their knowledge constitutes the quality of 

the service. The common denominator in these companies is that they provide their specialized 

knowledge and best practice to strategic decisions makers. Furthermore, this paper has chosen to 

focus on small and medium-sized professional services firms with a maximum of 100 employees. 

Large corporations often provide multifarious services, which is in contrast to the smaller firms who 

have a limited capacity, which leads to a more narrow specialization. By excluding the large corpo-

rations, it becomes possible to narrow the focus even further, which intentionally enables precise 

and accurate findings valuable for the firms within this specific industry. The delimitation is sum-

marized with the following bullet points:  

 

• Professional services firms specialized in leadership- and managerial consultancy.  

• Small and medium-sized firms with a maximum of 100 employees  

• Location in Denmark  

 

As this industry will be referred to throughout the entire paper, it seems essential to briefly elabo-

rate on the size of the industry. As it has been challenging to track comprehensive information re-

garding the exact amount of actors within this specific industry, the industry size will somehow be a 

rough estimation based on external sources. This lack of perfect precision is taking in consideration 

when drawing conclusions throughout the paper. Nevertheless, besides the lack of data, it is consid-

ered possible to establish a relatively representative description of the industry. According to Dan-

ish Statistics, the Danish industry of management consultancy consists of 9000 firms (Indhold, n.d, 

¶ Population). However, this amount is not perfectly representative as this definition also includes 

advisory within HR and communication (Indhold, n.d, ¶ Grupperinger og klassifikationer). Man-

agementrådgiverne, a part of the Confederation of Danish Industry, represents 140 Danish profes-

sional services firms within the chosen specialization (Managementrådgiverne, 2015, page 17). The 

absolute majority of these firms fits perfectly into the chosen industry with a maximum of 100 em-

ployees. As many firms choose not to be represented by the Confederation of Danish Industry, this 

is only an extract of the professional services firms in Denmark. Hence, it is argued that the Danish 

industry of professional services comprises numerous actors. With many actors and a heterogeneous 
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product, this industry is characterized as monopolistic competition. The actual product and the 

competition within this industry are covered later in section 3.1.4 (Factor conditions) and 3.1.3 

(Firm strategy, structure, and rivalry), respectively. 

 

1.5 Aim of the thesis 
It seems important to clarify the overall aim of this master thesis. By knowing the aim of the thesis, 

it will give an understanding of when and why the different theories are utilized. The overall aim of 

this master thesis is to develop a screening model that enable professional services firms to assess 

the attractiveness of international markets and select the utmost promising market to penetrate. As 

explained in section 1 (Introduction), companies routinely misestimate the attractiveness of being 

present in a foreign country, which forces them to close down activities within few years. One of 

the main reasons behind the misestimation of the attractiveness is the generalization of the crucial 

factors that influence internationalization (Section 1, introduction). What many firms tend to ignore 

is that factors influencing the internationalization processes depend on the industry the firms oper-

ate in. By focusing on the industry of professional services throughout the entire project, the aim is 

to develop accurate findings useful for the firms within this specific industry. When knowing the 

specific factors that influence internationalization in the industry of professional services, it be-

comes possible for the firms to screen new international markets more efficiently. Thus, if this aim 

gets accomplished, business owners within the industry of professional services should be able to 

utilize the screening model developed in this master thesis to assess the attractiveness of interna-

tional markets and select the utmost promising market.  

 

It is not a coincidence that there is significant congruence between the aim of the thesis and the 

third subquestion of the research question. The setup of this paper is structured to enable the ac-

complishment of this specific aim. There is a positive synergy and interaction between the three 

parts of this paper. The three parts are interchangeable, and the validity of the findings in one part is 

reliant on the quality of the previous part. This synergy and interaction between the parts will inten-

tionally facilitate the accomplishment of the overall aim of the paper; to develop a screening model 

that enable professional services firms to assess the attractiveness of international markets and se-

lect the utmost promising market to penetrate.   
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1.6 Description of the case firms  
This section aims to develop an understanding of the two case firms and why they are incorporated 

in this study of internationalization. As stated in Section 1.2 (Problem statement), the two case 

firms are incorporated in order to merge theory with practice. Thus, by drawing parallels to the case 

firms and real-world examples, it increases the understanding of internationalization. The two case 

firms’ history and international presence will be explained separately in the following section. In-

tentionally, this will establish a solid knowledge of why these firms are incorporated and how they 

fit this paper perfectly.  

 

1.6.1 Oxford Group 

Oxford Group is a consulting and research company that helps clients to improve their businesses 

across industries and sectors. In order to consult their broad range of both private and public com-

panies, and furthermore avoid conflicts of interest, Oxford Group is divided into four main subsidi-

aries (Oxford Group, n.d,  ¶ Companies). The first subsidiary explained is Oxford Research, which 

is evaluated as the central entity of the company. Oxford Research is a knowledge-based consulting 

entity primarily focusing on providing knowledge to strategic decision makers (Oxford Research, 

n.d,  ¶ About). Oxford Research is the most internationalized wholly owned entity and represents 

clients in Denmark, Norway, Sweden, Finland, Latvia, and Poland (Oxford Research, n.d,  ¶ Offic-

es). The second subsidiary is Oxford Insight, which operates with Vision development, Strategy & 

Culture analysis, Advisory, and Implementation & Development (Oxford Insight, n.d, ¶ Om os). 

The primary task within Oxford Insight is to develop and align strategy and leadership among Dan-

ish companies (Oxford Insight, n.d, ¶ Ydelser). The third subsidiary within Oxford Group is Great 

Place To Work, which is a license operation. This entity aims to research and measure working be-

havior in order to create a better working environment for both employees and managers (Great 

Place To Work, n.d) & (Uanset hvad…., n.d). The fourth and last company in Oxford Group is Ox-

ford Leadership LTD. The purpose of Oxford Leadership is to improve strategic decision making 

by implementing tailored management programs (Oxford Leadership, n.d, ¶ Align People...). The 

tailored programs aim to give the managers insight into how the alignment of the strategy, people, 

and purpose enable higher performance (Oxford Leadership, n.d, ¶ Align People....) Oxford Leader-

ship is, just as Better Place To Work, a license based model, where Oxford Group is handling the 

Danish activities (Approach & History, n.d, ¶ A Brief History…). Besides operations in Denmark, 
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Oxford Leadership is present in more than 40 countries around the world (Our Consultants, n.d, ¶ 

Find a Consultant).                   

 

According to CEO Kim Møller, internationalization is an excellent opportunity for Oxford Group. 

Many of the subsidiaries within Oxford Group are very specialized, which limits the amount of po-

tential customers. This specialization is the primary driver of the company’s internationalization 

(Appendix 1, Question 1). Thus, Oxford Group internationalizes its operations in order to reach a 

larger amount of customers to their specialized services. Internationalization is, according to CEO 

Kim Møller, a great tool to scale their business model into new markets (Appendix 1, Question 1). 

In addition to Oxford Group’s already internationalized business model, they plan to penetrate fur-

ther countries in the future. According to the CEO, Kim Møller, a further internationalization is an 

opportunity for further growth (Appendix 1, Question 1). Oxford Group’s international experiences 

and plans of internationalizing further make them highly relevant in this paper. Additionally, their 

internationalization processes is very aligned with some of the theoretical schools, which allow in-

teresting parallels between theory and practice to be drawn.  

 

1.6.2 High Performance Institute  

High Performance Institute, hereafter referred to as HPI, is a leadership-focused professional ser-

vices firm with the purpose of inspiring people and companies to fulfill their full potential (Om 

High Performance...,  n.d). Similar to Oxford Group, HPI has chosen to divide their services into 

four categories (High Performance Institute, n.d). The first category is High Performance Speakers, 

which is a concept where acknowledged speakers perform presentations in collaboration with HPI 

in order to inspire people to perform better (High Performance Speakers, n.d). The second service is 

High Performance Leadership, which is an education of top executives of Danish companies (High 

Performance Leadership, n.d). The aim is to create a leadership education that can compete with 

leadership programs from top universities around the world. The third service is High Performance 

Team Leadership, which is a program for leaders and managers who aims to improve their manage-

rial skills (High Performance Team Leadership, n.d). The fourth and final service is Next Level 

Leadership, which is a leadership education for upcoming leaders in the age between 18-25 (Next 

Level Leadership, n.d). HPI develop these leadership programs in cooperation with CBS Executive 

from Copenhagen Business School (Om High Performance..., n.d, ¶ High Performance Institute 

1997-2019). Thus, HPI has a strong focus on effective leadership and want to wipe out the old tradi-
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tional way of leading a company. This intense focus on managerial improvement is in good synergy 

with Oxford Leadership LTD. Thus, even though the two case firms target different segments in the 

market, it is argued that there are some clear similarities between the businesses.   

  

HPI is currently only operating in Denmark. However, due to the massive success with their leader-

ship programs, they want to penetrate a foreign country in the near future (Appendix 2, Question 1). 

According to CEO Allan Levann, they have reached something in the market that has not been 

reached before, and they are confident that this success can be replicated internationally (Appendix 

2, Question 1). Due to these international ambitions, it is interesting to incorporate HPI as the se-

cond case firm of this paper. As they are not internationalized, however, has clear visions regarding 

how to reach international markets, it will be possible to set their operations in relation to the inter-

nationalization theories, which will increase our understanding of the phenomenon of international-

ization. The incorporation of HPI is argued to supplement Oxford Group very well as the two com-

panies are operating at significantly different stages in the internationalization process. Oxford 

Group is already relatively internationalized, while HPI so far is completely nationalized. These 

differences will help examine the different theoretical aspects of the processes of internationaliza-

tion.  

 

1.7 Research review 
The overall purpose of this paper is to utilize existing theory in a combination that will allow crea-

tion of new knowledge. In order to create new knowledge and extend the existing understanding of 

internationalization, it is essential to have a thorough insight in the existing theories and concepts. 

This research review will follow the order of the analytical structure, initiating with theories regard-

ing the phenomena of internationalization, followed by the crucial factors influencing international-

ization within the professional services industry, and finishing with the recommendation on how 

professional services firms can utilize these factors to select the optimal international market. These 

parts will have their own headings in the research review.  

 

As this review presents all the theories that will be included throughout the paper, it seems appro-

priate to combine the research review with the theoretical thoughts. Thus, the research review will 

to some extent scratch the surface of the theories that will be included in the analysis. The theories 

will be thoroughly unfolded during the application in the analytical parts. By briefly explaining the 
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theories in the research review, it will establish an understanding of where the potential gaps can be 

identified, and how the combination of theories will extend our knowledge of internationalization.      

 

1.7.1 Identification of theoretical schools within internationalization of firms   

As this part of the paper aims to create a thorough knowledge of the phenomena of internationaliza-

tion, it will capitalize from several of the impactful theoretical schools within internationalization of 

firms. By comparing the most impactful theoretical schools, it will be possible to develop potential 

gaps in the existing theory. In order to simplify the research and theoretical schools, it is chosen to 

utilize Strandskov, Rask, and Håkonsson’s (2008) categorization of four main internationalization 

perspectives; Institutional-economic, learning, strategic competition, and inter-organizational 

(Rask, M., Strandskov, J., Håkonsson, D., 2008). To gain a thorough understanding of the different 

views on internationalization, these four perspectives will briefly be explained separately in the 

following sections. Finally, the four perspectives will be compared, which enables an identification 

of potential gaps in the theory.   

 

Institutional-economic perspective  

This theoretical perspective revolves around the combination of internationalization and transaction 

cost theory. The primary theoretical researchers incorporated in this perspective will be Ronald 

Coase (1937) representing the transaction cost theory and Stephen Hymer (1976) representing the 

internalization theory. According to Hymer, a company’s decision of whether to internalize or ex-

ternalize the tasks in the foreign country is based on a thorough managerial plan that builds upon an 

analysis of the transaction costs (Hymer, 1976, page 8). Thus, this perspective utilizes the 

knowledge gained in the transaction cost theory to develop a plan on how to run operations optimal-

ly in the international market. The two theories will be elaborated in the analytical part of this pa-

per.  

 

Learning perspective  

This perspective is looking at internationalization in a retrospective view, where companies gradu-

ally increase their presence in foreign countries (Rask et al., 2008, page 7). Many theoretical re-

searchers touch upon this perspective. However, this paper focuses primarily on Jan Johanson and 

Jan-Erik Vahlne who developed the Uppsala internationalization model. This perspective argues 

that firms intensify commitment into foreign markets incrementally (Hollensen, 2016, page 83). 
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Thus, where the institutional-economic perspective is based on managerial plans, the learning per-

spective can be characterized as an unplanned process where firms gradually unfold the internation-

al activities.  

 

Strategic competition perspective  

In opposite to the two previous perspectives, the strategic competition perspective is based on ex-

ternal market factors. The main theory incorporated will be Christopher Bartlett and Sumantra 

Ghoshal’s Model of International Strategy. This perspective argues that the international strategy 

depends on an analysis of the industrial factors in the foreign country (Rask et al., 2008, page 7). 

With a thorough knowledge of the industrial characteristics, it becomes possible to analyze whether 

the most optimal strategy is to meet the local customers' needs or to standardize the products and 

services to gain economies of scale (Bartlett & Ghoshal, 1989). This perspective argues, contrary to 

the two previous perspectives, that the decision of how to target the international market depends on 

the external market conditions.   

 

Inter-organizational perspective  

The last perspective has a strong focus on the inter-organizational dynamics (Rask et al., 2008, page 

8). In other words, this perspective revolves around the importance of networks and interactions 

between actors in a giving industry. The perspective will primarily be analyzed by incorporating 

theories of Svend Hollensen, Jan Johanson, and Lars-Gunnar Mattson. The takeaway from Hol-

lensen’s network model is, that when a firm has developed a position in the network, it can use the 

relationships in the domestic country as a bridge to penetrate foreign countries (Hollensen, 2016, 

page 93). The network theories have a much less theoretical approach than the previously presented 

perspectives. Nevertheless, it presents a modern and relatively acknowledged way to analyze inter-

national attractiveness.   

 

Identification of gaps in the four perspectives  

Rask et al. (2008) argue that the manager of a firm should use several of the perspectives in order to 

make optimal decisions regarding internationalization. Incorporation of several perspectives gener-

ates a coherent and complete understanding of the internationalization processes (Rask et al., 2008, 

page 15). However, it occurs that the perspectives are contradictory and that theories from one per-

spective cannot be used in coherence with theories from other perspectives, which is where the gap 
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occurs. The four perspectives revolve around significantly different backgrounds and assumptions, 

which makes it challenging to use thoughts from one perspective in coherence with another. Thus, 

the first part of the paper will examine the four perspectives thoroughly and investigate the possibil-

ity of utilizing thoughts from more than one perspective at a time. The pivotal point will be to dis-

cover a way to connect the four perspectives, which will allow the business manager to utilize theo-

ries and thoughts from one perspective in coherence with theories from another perspective. This 

will allow the manager to make the most optimal decisions regarding internationalization.  

 

1.7.2 Analysis of crucial factors that influence internationalization of professional services firms 

The next analytical part of the paper seeks to identify and analyze the vital factors that come into 

play when a professional services firm moves activities to a foreign country. As stated in section 1.2 

(Problem statement), this analysis will be initiated with an assessment of the international competi-

tiveness for Danish professional services firms. Subsequently, based on the result of this analysis, 

the actual factors that professional services firms’ has to be aware of prior to internationalization 

will be analyzed. This setup is argued to create a great synergy as it initially examines the interna-

tional competitiveness, followed by an analysis of how the firms ideally accommodate the interna-

tional potential. The following sections will separately present the different theories utilized within 

the two analytical parts. Intentionally, this will create an understanding of the synergy that occurs 

when combining these theories. 

 

International competitiveness for Danish professional services firms  

In order to investigate the international competitiveness for Danish professional services firms, this 

analysis incorporates the National Diamond developed by Michael E. Porters. The National Dia-

mond has a strong focus on the domestic competitive advantages and how the national environment 

helps firms within specific industries to compete in an international context (Grant, 2013, page 

321). Thus, this model focuses on why some countries have competitive advantages within some 

industries while others do not. In order to analyze where the country has competitive advantages, 

Porter presents four main determinants; Factor conditions, Demand conditions, Related and sup-

ported industries, and Firm strategy, structure, and rivalry (Grant, 2013, page 321). These determi-

nants will be unfold and related to the industry of professional services to investigate whether firms 

within this industry has potential for competing internationally.    
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Factors influencing internationalization of professional services firms  

After analyzing the industry of professional services firms’ international competitiveness, the next 

step in the analysis is to examine the prominent factors that firms should be aware of prior to pene-

trating a new international market. The primary theory utilized to examine these factors is Pankaj 

Ghemawat’s article “Differences and the CAGE Distance Framework”. Ghemawat argues that the 

attractiveness of international expansions can be covered by looking at the differences and similari-

ties between the domestic and foreign country (Differences and the CAGE Distance Framework, 

n.d, page 1). The theory states that the differences between countries can be analyzed by looking at 

distances in Cultural factors, Administrative factors, Geographical factors, and Economic factors 

(Differences and the CAGE Distance Framework, n.d, page 1). Thus, Ghemawat has a clear focus 

on the differences between countries. However, as Ghemawat does not cover all crucial factors that 

influence internationalization, several other theories and external sources will be incorporated. Ad-

ditionally, the findings from the first analytical part will be utilized to cover the crucial factors that 

influence internationalization processes. The mix of theories, external sources, and findings from 

the first analytical part will intentionally enable an accurate representation of the factors that influ-

ence internationalization of firms. The two case firms and an industry expert will be incorporated to 

examine whether all the findings can be transferred to the industry of professional services. Inten-

tionally, this will enable an accurate presentation of the prominent factors that professional services 

firms should be aware of prior to penetrating a new international market.  

 

It occurs that there isn't an actual gap between the two theoretical frameworks utilized in this part of 

the analysis. Actually, the two theoretical frameworks are in good synergy, as the second analytical 

part utilizes findings from the first part. The only gap that occurs when utilizing these frameworks 

is that they have not been applied on the industry of professional services before. Thus, this analysis 

does not aim to dissect any theoretical gaps, however, it aims to utilize existing theory in a new 

combination to investigate aspects of internationalization in an industry that have not been investi-

gated before. 

 

1.7.3 Analysis of how professional services firms can select the most promising market  

As mentioned in the introduction of the research review, this part of the paper will not be theoreti-

cally dominated as the purpose is to utilize the findings and knowledge created throughout the paper 

to facilitate accurate recommendations to firms within the specific industry of professional services. 
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As stated in section 1.3 (Paper structure), this recommendation will analyze how professional ser-

vices firms can utilize the knowledge from the previous parts to assess the attractiveness of new 

international markets and select the most optimal market to penetrate. This is argued to be the most 

important section as it shows how the findings and knowledge created throughout the paper can be 

condensed in a recommendation to the firms within the specific industry of professional services 

firms.  

 

Nevertheless, it is not possible to develop a perfect recommendation by only utilizing findings from 

previous sections. To develop a complete recommendation to firms within the industry of profes-

sional services, this section utilizes aspects of a Market Selection toolbox developed by the Confed-

eration of Danish Industry. This toolbox comprises three parts; A Wide Screening that identifies all 

relevant markets, a Fine Screening that identifies the most promising markets, and a Selection that 

enable the firms to select the utmost attractive market to enter (Struktureret markedsudvælgelse, 

2014). This screening model developed by the Confederation of Danish Industry is relatively gener-

ic and does not investigate internationalization within a specific industry. However, by incorporat-

ing the findings from the previous parts, it becomes possible to adjust the screening model so it fiys 

the industry of professional services. Thus, by combining the findings from the previous sections of 

the paper with this toolbox developed by the Confederation of Danish Industry, it becomes possible 

to create a conceptual framework that enables professional services firms to screen the international 

markets and select the most profitable market to penetrate. 

 

1.8 Methodology  
This section will step by step present and explain the methods adopted throughout this master the-

sis. The first step revolves around the use of philosophy of science and how it enables the thesis to 

produce valid knowledge by investigating the relationship between science and truth. Secondly, the 

research approach will be incorporated in order to explain the projects approach to data. The re-

search approach will include the data collection and data analysis. The sections regarding method-

ology will mainly get inspiration from Jan Holm Ingemann (2013) and Ib Andersen (2013).  
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1.8.1 Research Philosophy 

Philosophy of science is inevitably in a paper like this as it has a significant impact on the selection 

and interpretation of theories (Malhotra, Birks & Wills, 2012). In addition to its impact on the selec-

tion of theories, the philosophy of science has a significant influence on the methodological ap-

proach utilized in the paper. The philosophy of science will help understand the decisions regarding 

the theory and data incorporated throughout this paper. Philosophy of science can be interpreted as 

a dualism between realism and idealism. Realism is characterized by the fact that truth is objective 

and indisputable, where idealism understand knowledge through observations, interpretations, and 

opinions (Ingemann, 2013, page 101)  

 

Initially, it has to be stated that this study will apply a pragmatic mindset regarding the philosophy 

of science as elements from both paradigms are utilized throughout the paper. The use of philoso-

phy of science depends on the context and situation. The pragmatic mindset reduces the importance 

of each paradigm’s limitations, as the limitation from one paradigm will be neutralized by the 

strengths from the other.  

 

The realistic paradigm has the ontology that the world is independent from the observant and that 

the truth is objective (Ingemann, 2013, page 101). The truth is indisputable and does not change 

based on the observations (Ingemann, 2013, page 53). The epistemology of this paradigm is that 

legitimate knowledge only occurs through scientific methods. Thus the observer does not have an 

impact on the knowledge gained (Ingemann, 2013, page 53). Based on these thoughts, the method-

ology of this paradigm revolves around quantitative data and statistics where the observer cannot 

interpret the outcome. Thus, the observant does not influence how the information and data are in-

terpreted. This paradigm is especially applied in the introduction, description of case firms, and 

other chapters that profit from the strengths of numerical data. This paradigm is closely related to 

the positivistic paradigm as they both rely on numbers and quantitative data (Ingemann, 2013). 

However, as this approach is beneficial in describing data related issues, it lacks the ability to ex-

plain and interpret data (Ingemann, 2013, page 152). In order to accommodate this crucial lack of 

interpreting data, it seems appropriate to combine this paradigm with the idealistic paradigm.    

 

The idealistic paradigm accommodates several of the limitations from the realistic paradigm as it 

allows interpretation of the data. The ontology in this paradigm is that the world is a social con-
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struction (Fuglsang & Olsen, 2009). Thus, in this paradigm, the world is a socially constructed re-

ality that both organizations and people act within (Ingemann, 2013, page 160). The epistemology 

in this paradigm is that the world is constructed socially and thereby has to be interpreted likewise 

(Fuglsang & Olsen, 2009). This indicates that the conducted knowledge is subjective, whereas the 

observer has a crucial impact on the interpretation. The methodology is characterized as being high-

ly qualitative (Ingemann, 2013, page 101). This methodology often includes interviews, case stud-

ies, and comparative analysis. This paradigm is closely related to social constructivism as the reality 

is dependent on the observer's interpretation of the world  (Fuglsang & Olsen, 2009).  

 

This paradigm is primarily applied in the chapters that rely heavily on interviews and other qualita-

tive data. As the majority of knowledge created throughout this paper arises from qualitative 

sources, the idealistic paradigm will have a dominating character. According to this paradigm, 

knowledge will be created as a result of how the observer interprets the data (Fuglsang & Olsen, 

2009). As knowledge is created by the observant, there is a risk that the researcher interprets the 

data different than intended. Thus, the understanding of the phenomenon can be interpreted differ-

ently depending on the observer's perception. However, the combination of the realistic and idealis-

tic paradigms is argued to neutralize the limitations and facilitate valid knowledge creation. The 

realistic paradigm’s lack of interpreting data is neutralized by the idealistic paradigm’s qualitative 

methodology, whereas the idealistic paradigm’s lack of creating a universal truth is neutralized by 

the realistic paradigm’s quantitative methodology. Thus, this pragmatic approach is argued to be 

beneficial for valid knowledge creation throughout this paper.   

 

1.8.2 Research approach 

Next step in the methodological examination is to present the research approach, and how this ap-

proach incorporates data that allow valid knowledge to be created. To explain the research approach 

thoroughly, it is chosen to divide the section into two; Data collection and Data analysis. This se-

quence will allow a thorough presentation of the data and how they influence the findings of the 

paper.   
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1.8.3 Data collection  

This section aims to cover the different types of data utilized throughout this paper. The use of data 

is somehow related to the philosophy of science explained above. The two paradigms are known for 

utilizing different types of data, where the realistic paradigm utilizes a quantitative approach, and 

the idealistic paradigm utilizes a qualitative approach. As stated in the section above, this paper 

utilizes a combination of the two paradigms, which result in a diverse combination of qualitative 

and quantitative data. The qualitative data is constituted by three conducted semi-structured inter-

views, internal documents, and online explorative articles. These data are used to gain an in-depth 

understanding of the investigated industry. The conducted qualitative interviews with the two case 

firms and the industry expert are categorized as the primary data of this paper. Primary data is data 

collected by the researcher directly from the source (Andersen, 2013). Hence, the primary data in 

this paper is constituted by qualitative data. These primary data will be utilized throughout the en-

tire paper and will have a significant impact on the understanding of the industry of professional 

services. Contrarily, the quantitative data utilized in this paper is constituted by external reports, 

statistics, and other numerical and measurable data. These data are used in the sections of the paper 

that benefit from an objective numerical approach. As stated in the section above, these data are 

primarily applied in the introduction and description of case firms. Hence, quantitative data is very 

aligned with the realistic philosophy of science. These data are not collected by the researcher, and 

can thereby be categorized as the secondary data of this paper (Andersen, 2013). This combination 

of qualitative and quantitative data is argued to be beneficial to answer the research question thor-

oughly. The limitations with one data collection method are neutralized by the advantages from the 

other, and vice versa. The lack of interpretation in the quantitative statistical data is neutralized by 

the subjectiveness from the qualitative data, whereas the lack of objectiveness in the qualitative data 

is neutralized by the numerical and measurable data in the quantitative approach.   

  

1.8.4 Structure of in-debt interviews  

As it was stated in the previous section that qualitative interviews are the primary source of data in 

this paper, it seems reasonable to briefly explain the structure and purpose of the qualitative data 

collection. In order to gain a sufficient amount of knowledge regarding the chosen topic, three qual-

itative interviews have been conducted. The three interviews can be found in Appendix 1, 2, and 3. 

In order to facilitate valid and useful knowledge creation, it has been chosen to utilize semi-

structured interviews. This structure allows the interview to be flexible, however still focused on the 
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investigated area (Andersen, 2013, page 155). The semi-structured interview facilitate a conversa-

tion between the interviewee and the interviewer, which has potential to create knowledge that was 

not predicted prior to the interview. An interview guide is developed prior to the interviews in order 

to stay on track during the interview (Andersen, 2013, page 155). This interview guide is constitut-

ed by several relatively broad questions that allowed the interviewer to ask counter questions. These 

counter questions enable the interviewer to cover aspects of the investigated area that was not in-

corporated in the prepared interview guide (Andersen, 2013, page 155). The semi-structured inter-

view has been used in all of the three interviews. The questions and counter questions can be found 

in the interviews, in Appendix 1, 2, and 3. This structure facilitated a conversation with the inter-

viewee that created valuable knowledge that has been utilized throughout the paper. The conversa-

tion allowed the interviewee to thoroughly elaborate on the answers. Likewise, the structure al-

lowed the interviewer to ask questions that occurred during the interview. A large amount of the 

knowledge created in the interviews occurred from these counter questions. Thus, this interview 

structure has created value that would not be possible with traditional structured and inflexible in-

terviews.   

 

1.8.5 Data analysis  

With a thorough understanding of the collected data, it is now possible to cover how these data are 

analyzed in order to create knowledge and answer the research question. The research approach is a 

crucial part of analyzing data, and can be divided into three main categories; Inductive reasoning, 

Deductive reasoning, and Abductive reasoning (Andersen, 2013, page 31). These research ap-

proaches illustrate different ways of how data and theory are transferred to new knowledge. As ex-

plained in previous sections, this paper utilizes a pragmatic approach to the philosophy of science, 

which caused a combination of qualitative and quantitative data. This pragmatic approach also af-

fects the data analysis, as there is no consistent way of handling the data throughout the paper. Due 

to the pragmatic approach, this paper will utilize several of the research approaches presented. The 

following section will briefly explain where these three research approaches are utilized and how 

they impact the knowledge created.  

 

The dominating research approach throughout this paper is the inductive reasoning. This method is 

widely used in the analysis of qualitative data as it uses data to examine concepts or phenomena 

(Andersen, 2013). The inductive reasoning investigates patterns from observations and tests. Thus, 
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the inductive reasoning begins with observations of the investigated area and seeks to develop gen-

eralizations and patterns that can be used to explain a phenomenon (Andersen, 2013). Thus, the 

inductive approach facilitates a thorough investigation of the phenomenon of internationalization. 

The inductive reasoning is argued to be in great synergy with the social constructivism, as the re-

sults are based on the observations and the observer's interpretation hereof (Ingemann, 2013). This 

approach is primarily used in the second analytical part where the crucial factors in the industry of 

professional services are identified. This part utilizes interviews and observations to investigate 

patterns and identify the actual factors that professional services firms has to have in mind prior to 

international expansions. Thus, the inductive reasoning will have a crucial influence on the findings 

in the second part. It will use the observations and interviews to generalize the factors of this specif-

ic industry. However, due to the relatedness of social constructivism, the inductive approach is crit-

icized for lacking the ability to generate validity (Ingemann, 2013, page 239).  

 

In order to accommodate the lack of validity, quantitative data and aspects from the deductive rea-

soning are included. The deductive reasoning utilizes an existing theory, set up a hypothesis, per-

form observations or tests, and confirm or reject the hypothesis based on the result of these observa-

tions (Andersen, 2013). Hence, the structure in this approach is completely different than in the 

inductive reasoning. This approach does not aim to create a new theory however to reject or accept 

a hypothesis based on observations and tests. This approach is both used in the first analytical part 

and to some extent also in the second analytical part. The first part utilizes theories regarding inter-

nationalization of firms and uses the interviews and observations to examine whether the findings 

are transferable to the industry of professional services. Likewise, the second part utilizes an exist-

ing framework and gather information to test whether the theoretical framework can be used in co-

herence with professional services firms. Thus, both the inductive and deductive reasoning have an 

impact on the value created throughout the paper.  

 

However, some of the aspects from the abductive reasoning are likewise utilized in this paper. This 

research approach utilizes both qualitative and quantitative data to explore themes and patterns in 

order to create a conceptual framework (Andersen, 2013). The interesting aspect of this approach is 

its ability to build a new theory or modify already existing theory (Andersen, 2013). This approach 

utilizes qualitative and quantitative data to conduct observations that are used to extend existing 

theories. This approach is to some extent present in the second and third analytical part. These parts 
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utilize existing theories but conduct observations and interviews to examine how the theories can be 

modified to fit the industry of professional services. This approach is present in the paper, however, 

it does not have a dominating character. 

 

In conclusion, all three research approaches are present in the analysis of this paper. As the three 

paradigms are able to neutralize each other's limitations, this combination enables a complete col-

lection and use of data. The mix of the three approaches is in great balance with the mix of the phi-

losophy of science. The inductive reasoning is in synergy with the idealistic paradigm, the deduc-

tive reasoning is in synergy with the realistic paradigm, and the abductive reasoning utilizes thought 

from both the idealistic and realistic approach.  

   

1.8.6 Critical reflections 

As a final step in the methodology of this paper, the following section will briefly incorporate the 

data reliability and validity. Validity refers to the degree to which a test is accurately addressing 

what it is supposed to (Andersen, 2013, page 84). In order to assess the validity of this paper, the 

theories and methods used have to be examined. As explained in section 1.3 (Paper structure), this 

paper consists of three interchangeable parts, where the findings from one part lead to the investiga-

tions in the other. Additionally, the theories from one section facilitate utilization of theories in the 

following section. There is a positive synergy and connection between the three sections of this 

paper. This secures a well-structured order and a higher possibility that the final recommendation 

accurately covers what it was intended to. Furthermore, the pragmatic method applied in this paper 

is argued to increase the validity. The pragmatic approach to the philosophy of science and data 

analysis allow the most appropriate data to be used. As there is no certain approach to research, 

both qualitative and quantitative data is utilized when appropriate in the analysis. This allows the 

theories to be supported by the most appropriate data, which increase the validity of the paper.  

 

On the other hand, reliability refers to whether the findings can be generalized and replicated (An-

dersen, 2013, page 84). A paper or experiment is considered reliable if it can be repeated and it gets 

the same or similar outcome (Andersen, 2013, page 84). This paper aims to identify the crucial fac-

tors that influence the success of internationalization for professional services firms. In order to 

examine these factors, this paper conducted three qualitative interviews, which earlier was charac-

terized as being the primary data of this paper. It is argued that the three interviews increase the 
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reliability of the findings. By interviewing two firms with entirely different internationalization 

agendas and an industry expert, it is possible to gain a diverse and comprehensive understanding of 

the factors that influence firms in this specific industry. Despite the firms’ differences, all three in-

terviewees focused on similar aspects of internationalization, which indicate that the findings pos-

sess high reliability. If this study was repeated with different case firms, there is a great possibility 

that it would have a similar outcome.  

2 Identification of theoretical schools within internationalization of firms   
As stated in section 1.2 (problem statement), this first analytical part of the paper aims to create a 

thorough understanding of the phenomenon of internationalization. The knowledge gained in this 

section will be used and referred to throughout the entire paper. This section will be highly theoreti-

cally based and will incorporate different researchers view on internationalization. In order to align 

these theories to practice, the two case firms will continuously be incorporated. This combination of 

theory and real-world application will enable a complete analysis of internationalization of firms. 

 

The nature of internationalization has been investigated by several theoretical schools, who have 

developed different views on how to understand the phenomenon. As stated in section 1.7 (Re-

search Review), this analysis will capitalize from several researchers perspectives in the pursuit of 

establishing a solid understanding of the concept. In order to do so, this analysis has chosen to uti-

lize Strandskov, Rask, and Håkonsson (2008) categorization of four main internationalization per-

spectives; Institutional-economic, learning, strategic competition, and inter-organizational (Rask et 

al., 2008).  

 

As explained in the research review, an incorporation of several perspectives generates a coherent 

and complete understanding of the internationalization. Each of the perspectives represents ad-

vantages and limitations, and by integrating several perspectives, it becomes possible to utilize the 

strengths and accommodate the weaknesses. However, the research review also presented a risk of a 

potential collision between perspectives as they revolve around significantly different assumptions. 

This part of the analysis will dissect each perspective individually in order to understand their back-

ground, assumptions, study area, and implications. These four layers of each perspective will be 

studied thoroughly, which will enable a strong understanding of the different views on internation-
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alization. With a thorough understanding of the different theoretical views on internationalization, it 

becomes possible to analyze the synergies and potential collision between the perspectives. 

 

2.1 The Institutional-economic perspective  
As presented in section 1.7 (Research review), this perspective investigates the phenomena interna-

tionalization of firms by combining internalization theory with transaction cost theory. Ronald 

Coase (1937) will represent the transaction cost theory, and Stephen Hymer (1976) will represent 

the internationalization theory. According to Hymer, a company’s decision of whether to internalize 

or externalize the tasks in the foreign country is based on a thorough managerial plan that builds 

upon an analysis of the transaction costs (Hymer, 1976, page 8).   

 

As the transaction costs determine the internationalization decision, it seems appropriate to initiate 

the analysis by elaborating the transaction cost theory. Coase (1937) presents two ways of doing 

business; Internalization where the operations happens in-house, and Externalization where the 

tasks are externalized through collaboration with external partners (Hollensen, 2016, page 84). Be-

fore explaining the transaction costs’ influence on whether to externalize or internalize it seems 

important to initially cover the background of the theory. According to Coase (1937), there are sev-

eral sources to transaction costs. One of the utmost influential sources are uncertainty and bounded 

rationality, which explains that humans have a limited capacity and cannot know everything in or-

der to take optimal decisions (Coase, 1937, page 10). Another prominent source is the opportunistic 

behavior, which arises when people act self-interested and not in the best interest of other members 

of the transaction. The assumption of this perspective is that transaction costs arise as a result of 

these sources (Coase, 1937). Optimally, firms should seek to internalize when these sources are 

substantial as they lead to ambiguity (Coase 1937).  

 

To make the decision, firms must incorporate the actual transaction costs, which is the study area of 

this perspective. The transaction costs are dissected into ex-ante costs and ex-post costs. The fol-

lowing section regarding transaction costs is based on Hollensen (2016) page 90-92. Ex-ante costs 

are formed by search costs and contracting costs, which are expenses that occur prior to the actual 

transaction. Ex-post costs occur after the transaction is completed, and are formed by monitoring 

costs and enforcement costs. Coase (1937) argue that a firm should internalize the activities if the 

transaction costs associated by using an external partner is greater than the costs of doing the task 
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in-house. To transfer this knowledge to an international context, Stephen Hymer’s Internationaliza-

tion theory is incorporated. Hymer (1976) utilize the findings from the transaction costs to analyze 

whether international activities should be internalized or externalized, which is the focal point in 

this internationalization perspective (Hymer, 1976). Hymer argues that the manager makes deci-

sions on whether to internalize or externalize international activities based on a thorough analysis of 

the transaction costs in the international market. Thus, the combination of Coase’s transaction cost 

theory and Hymer’s international vision allows managers to make rational decisions of whether to 

internalize or externalize international transactions. The implication of this perspective is simple; 

The international activities should be internalized if the transaction costs of externalizing the tasks 

to an external agent are higher than the costs associated with controlling the tasks in-house (Coase 

1937). As a side-effect of internalizing the international activities, Coase argues that internalization 

creates opportunities for utilizing economies of scope (Hollensen, 2016, page 90). As a result of 

these long-term economic opportunities, the internalization is preferable until the cost of doing the 

transaction in-house will become higher than using an external partner in the open market (Hol-

lensen, 2016, page 90).   

 

2.2 Learning perspective  
This perspective describes internationalization as a retrospective process, where companies gradual-

ly increase their presence in foreign countries (Rask et al., 2008, page 6). The assumption of this 

perspective is that international activities occur gradually. Jan Johanson and Jan-Erik Vahlne’s 

Uppsala internationalization model is the primary theory utilized in this perspective. However, as 

this perspective is very pronounced and investigated by numerous researchers, several additional 

theories will be incorporated to support the findings. 

 

As the Uppsala model will constitute the foundation of this perspective, it seems appropriate to ini-

tiate the analysis with an elaboration of this theory. The Uppsala model, also known as the ”Scandi-

navian ’stages’ model of entry”, argues that firms intensify commitment into foreign markets in-

crementally (Hollensen, 2016, page 83). The two Swedish students who developed the model iden-

tified two main patterns when analyzing firms’ internationalization process; First, that companies 

engaging in internationalization begin their foreign operations in countries with small geographic 

and psychic distance, and gradually move to countries farther away from the national market (Hol-
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lensen, 2016, page 85). Second, the firms initiate the internationalization process by exporting 

goods to foreign countries (Hollensen, 2016, page 85).  

 

The model argues that the progressive deepening and commitment in foreign markets are done in 

four incremental steps; 

• Sporadic export  

• Export via independent representatives  

• Establishment of a foreign subsidiary 

• Move production to a foreign country 

 

Thus, this theory argues that firms intensify commitment to foreign markets incrementally (Hol-

lensen, 2016, page 83). After the initial commitment, firms are gradually gaining and acquiring 

knowledge to move forward and establish a higher foreign presence (Rask et al., 2008). This part of 

the theory can be associated with bounded rationality as the firm learn gradually, and have no 

knowledge of the future internationalization processes.  

 

The Uppsala model is argued to constitute the foundation of this perspective, however, it seems 

appropriate to disclose that several researchers cover the same phenomena with different approach-

es. Initially, Bilkey & Tesar (1977) argue that the international process occurs in six stages. These 

stages explain the process from no interest in foreign activities, to exploring and trying the feasibil-

ity of export, to finally being fully integrated in the foreign country (Bilkey & Tesar, 1977). Anoth-

er researcher supporting this approach is Cavusgil (1980), who likewise present the internationaliza-

tion process as incremental stages. According to this theory, the internationalization process can be 

explained through 5 stages; National activity only, international research, experimental involve-

ment, active involvement, committed involvement (Cavusgil, 1980, page 273). Thus, even though 

the stages differ slightly, the two researchers cover many of the same aspects. The common denom-

inator is that firms begin in their national environment and gradually commit to foreign countries 

through incremental steps. Thus, these theories are in great harmony with the thoughts from the 

Uppsala model. The implication of this perspective is that firms initiate their foreign operations by 

selecting countries with a low geographic and psychic distance to the national market, and utilize 

the acquired knowledge to gradually move activities to countries farther away.     
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Even though this is a theoretical exhibition, it seems appropriate to incorporate the case firms and 

analyze to what extent their international activities follow the processes explained in the Uppsala 

model. Oxford Group’s internationalization process can clearly be related to the first pattern identi-

fied in the Uppsala model. Oxford Group initiated their international presence by moving activities 

to Sweden, which have a small geographic and psychic distance to Denmark (Appendix 1, Question 

2). Gradually, Oxford Group moved activities to countries farther away such as Norway, Finland, 

and Poland (Appendix, Question 2). This gradual internationalization progress is in great harmony 

with the Uppsala model, which argues that firms intensify commitment into foreign countries in 

incremental steps.  

 

Contrary, the internationalization patterns investigated in the theories are in complete discrepancy 

with HPI’s international ambitions. HPI target the Chinese market as their first international pene-

tration (Appendix 2, Question 1). Thus, HPI plans to initiate their international presence by pene-

trating a country with a high geographic and psychic distance. This is in clear contrast to the inter-

nationalization theories presented in this theoretical perspective. An underlying reason for this un-

conventional internationalization process can be caused by the intangible products professional ser-

vices firms offer. All the theories that investigate the steps into international markets are focusing 

on manufacturing firms and export of products. As professional services firms operate with intangi-

ble products, there might be some differences in the steps into international markets. Whether the 

knowledge from this theoretical perspective can be utilized to explain internationalization of profes-

sional services firms will be examined thoroughly later in section 3.2.3 (Geographical distance).   

 

2.3 Strategic competition perspective  
The idea of this perspective is that firms can conduct an optimal international strategy by looking at 

external conditions (Rask et al., 2008, page 7). Due to the extreme focus on the external factors, this 

perspective is argued to be significantly different from the previous two perspectives. This perspec-

tive originates from the industrial economic school, where Michael E. Porter is a key contributor. 

However, as stated in section 1.7 (Research review), Bartlett and Ghoshal’s Model of International 

Strategy (1989) will constitute the foundation of this paper. Nevertheless, aspects from the industri-

al economic school will be incorporated to support the findings from the Model of International 

Strategy. As the Model of International Strategy (1989) dominate this perspective, it seems im-

portant to initially elaborate on this theory.  
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Bartlett and Ghoshal’s Model of International Strategy (1989) revolves around how firms conduct 

their international strategy and manage their international operations optimally. The theory argues 

that firms should be aware of two general forces; Local responsiveness and Global integration 

(Bartlett & Ghoshal, 1989). These two forces determine the international strategy the firm should 

conduct. The force for local responsiveness revolves around the degree of how much customers in 

the international market expect the firm to meet their local needs (Bartlett & Ghoshal, 1989). In 

other words, how localized the company has to be in order to be competitive in the penetrated mar-

ket. The force for global integration focus on the degree of how much firms have to standardize 

their services around the world in order to operate efficiently (Bartlett & Ghoshal, 1989). If the cus-

tomers do not require any localization, it becomes possible for the company to conduct the same 

strategy in several countries. Standardization of products or services often allow for economies of 

scale. As the customers play a crucial role, it is essential that firms research the customers’ dynam-

ics and behavior thoroughly prior to determining the optimal international strategy. Thus, this mod-

el investigates whether international operations are best served by localizing or standardizing the 

services. In order to investigate the best international strategy, Bartlett and Ghoshal apply the two 

forces in a matrix (Appendix 5). As illustrated in the matrix, this model presents four international 

strategies firms can utilize; Global, Transnational, International, and Multinational (Appendix 5).  

 

Thus, this perspective revolves around how the industrial characteristics in the foreign country af-

fect the optimal international strategy. The assumption in this perspective is that firms should be 

able to conduct the optimal international strategy if they understand the industrial factors and 

whether it is optimal to localize or standardize the services or products (Rask et al., 2008, page 11). 

The industrial factors that determine which strategy to conduct are significantly associated with the 

industrial economic schools (Rask et al., 2008, page7). Examples of factors that can influence the 

decision are number of competitors, number of customers, customers’ bargaining power, number of 

suppliers, suppliers bargaining power, size of entry barriers, economies of scale, price elasticity, etc. 

(Kotler et al., 2012, page 332). The customers are argued to be one of the utmost important factors 

to analyze, as their demand and requirements determine whether the firm should utilize a globalized 

or localized strategy. Thus, the focal point in this perspective is to understand the external factors 

that characterize the industry. By knowing the external factors in the industry, it becomes possible 

to conduct the most optimal international strategy.   
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However, an important note is, that the industrial factors have to somehow fit the current business 

model of the firm. If the firm has a completely standardized product or service it will become diffi-

cult to succeed in a country with extensive local requirements. Hence, the firm has to understand 

the harmony between its existing business model and how well it fit the requirements from the cus-

tomers in the potential new international market. Thus, in order to conduct the optimal international 

strategy and succeed internationally, it is crucial to have a thorough understanding of the industrial 

characteristics and how they fit the existing business model. 

 

2.4 Inter-organizational perspective  
The last perspective revolves around inter-organizational dynamics and has a strong focus on the 

importance of networks and interactions between actors in a giving industry. This theoretical per-

spective investigates how domestic and international networks influence internationalization of 

firms. The primary researchers used to describe this perspective is Svend Hollensen, Jan Johanson, 

and Lars-Gunnar Mattsson. The network theories present an acknowledged way to analyze interna-

tionalization. It is difficult to avoid the phenomena of networks in modern business, which makes 

this approach highly relevant in this paper.  

 

Svend Hollensen (2016) developed the network model in order to explain the phenomena of net-

works and why the value of being in a network has accelerated the past years (Hollensen, 2016, 

page 93). The most significant contrast to the traditional market model is that the individual firm in 

the business network is dependent on resources and knowledge from the other firms in the network 

and vice versa (Hollensen, 2016, page 93). Hence, the firm must commit to the network and devel-

op a position where other members of the network can gain knowledge from your expertise and 

experiences. The theory states that when a firm has developed a position in the network, it can use 

the relationships in the domestic country as a bridge to penetrate foreign countries (Hollensen, 

2016, page 93).  

 

This theory is in great harmony with the Network approach developed by Jan Johanson and Lars-

Gunnar Mattsson. The two Swedish researchers have investigated the importance of networks in 

decades. In 1985 they published their first paper revolving how companies interact in a network 

(Johanson & Mattsson, 1985). Their most recent publishment is “Internationalisation in industrial 
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systems - A Network Approach” (2015), which will be the focal paper utilized to explain their take 

on how networks affect internationalization. The overall assumption in the network approach is that 

firms are dependent on access to resources controlled by other firms in the network (Johanson & 

Mattsson, 2015). Thus, Svend Hollensen’s network model and Jan Johanson & Lars-Gunnar 

Mattson’s network theory are in great harmony as they both argue that the internationalization pro-

cess takes place through an inter-connection between firms in the environment. The collaboration 

among the actors in the network allow them to acquire knowledge and tools regarding international-

ization that otherwise would be impossible to access.   

 

Due to the popularity and acknowledgment of this perspective, it seems appropriate to incorporate 

the case firms and elaborate on how the two firms utilize this approach in their international opera-

tions. Initially, the network is argued to have significant importance to Oxford Group’s international 

operations. Oxford Group utilizes an opportunistic approach to internationalization as they believe 

that the right people can facilitate international success (Appendix 1, Question 3). Oxford Group 

utilizes networks to search for the people that can help them gain traction internationally. They are a 

member of a European network in Dublin, where they together with fellow firms discuss opportuni-

ties and potentials in new international markets (Appendix 1, Question 4).  

 

The same phenomena can be found by looking HPI’s international ambitions. Even though HPI is 

not internationalized yet, they do have a clear vision on how to move operations abroad. As stated 

in section1.7 (Research review), HPI has plans of penetrating the Chinese market. According to 

Allan Levann, CEO of HPI, this penetration will only be possible with help from people in their 

network (Appendix 2, Question 1). Thus, it can be argued that HPI likewise has a strong opportun-

istic approach to internationalization. It is clear that both firms take advantage of their networks and 

utilizes the network approach to increase the success of their international operations. Both firms 

evaluate their network as being a crucial factor when internationalizing. Due to this popularity and 

importance of networks, the network approach will be incorporated and elaborated further in sec-

tion 3 (Analysis of factors…). This part will examine how firms can develop a position in domestic 

networks and utilize the relationships within the network to gain traction in a foreign country.  
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2.5 Potential gaps in the four perspectives  
The previous sections have giving us a thorough understanding of the four different theoretical 

schools within internationalization of firms. As stated in section 1.7 (Research review), the manager 

of a firm should utilize several of the presented perspectives to understand the dynamics of interna-

tionalization. Incorporation of several perspectives generates a coherent and complete understand-

ing of the internationalization process. Each of the perspectives represent advantages and limita-

tions, and by integrating several perspectives, it becomes possible to utilize the advantages and neu-

tralize the limitations (Rask et al., 2008, page 15). However, as identified in the research review, a 

gap occurs as the perspectives are contradictory and that theories from one perspective can’t be 

used in coherence with theories from other perspectives. The four perspectives revolve around sig-

nificantly different backgrounds, assumptions, study areas, and implications, which makes it diffi-

cult to use several perspectives in coherence with each other (Rask et al., 2008, page 15). A colli-

sion between two perspectives occurs when comparing the learning perspective with the strategic 

competition perspective. Even though both perspectives examine how to move activities to a for-

eign country, the findings are results of completely different school of thoughts. The learning per-

spective is a retrospective approach that focuses on internal conditions and encourages emerging 

and ongoing decisions. In this perspective, it is all about the learning process. On the other hand, the 

strategic competition perspective revolves around external market factors, where decision-making is 

highly planned and structured. This perspective does not focus on the incremental learning process. 

Thus, even though the two perspectives may have many study areas in common, it is argued that 

their different assumptions and backgrounds create a negative synergy. With a thorough knowledge 

of the four perspectives’ similarities and differences gained in the previous parts, the next section 

will investigate the possibility of accommodating the identified gap and explain internationalization 

by utilizing thoughts from more than one perspective.   

   

2.6 Presentation of the Born Global Perspective  
In the investigation of how perspectives can be used in coherence with each other, this section in-

corporates the thoughts and findings from a fifth uncovered perspective, namely the born global 

theories. The born global theories will constitute a modern perspective on internationalization of 

firms, which intentionally will accommodate the gap identified in the interaction between the four 

traditional perspectives. Michael W. Rennie introduced the concept of born globals in 1993, where 
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he categorized born globals as companies who typically started exporting within the first two years 

of operations (Rennie, 1993). However, this section will mainly utilize the thoughts from Svend 

Hollensen (2016), who argue that born globals target the global markets right from their birth. The 

born global companies can often be characterized as entrepreneurial firms who view the world as a 

borderless marketplace where all companies are competing regardless of their geographical location 

(Hollensen, 2016, page 93).  

 

The increased popularity of the born global theories is caused by several parameters in the macroe-

conomic environment. One of the utmost influential parameters is the increased globalization. Sec-

tion 1 (Introduction) presented several attributions to the increased globalization, including the ho-

mogenization of customers and the increased global identity firms have to adopt. The increased 

globalization is in great alignment with the born global theories that argue that firms usually are 

born in a global market. Another inevitable reason for this perspective's increased popularity is its 

modern way of interpreting internationalization. The born global theories are relatively new com-

pared to theories within the four traditional perspectives. The theories incorporate more recent tech-

nologies and a more developed understanding of international business. These factors have, among 

several others, made this perspective extremely popular in analyzing internationalization of firms.    

 

This fifth perspective, constituted by born global and international new venture theories, is argued 

to be capable of utilizing theories from one perspective interchangeable with theories from another 

perspective. In addition, the born global perspective is assumed to incorporate aspects from all of 

the traditional perspectives. Hence, even though the four perspectives don’t interact with each other, 

the born global theories are capable of utilizing aspects from all four theoretical schools in the ex-

amination of internationalization. As the born global perspective is capable of utilizing theories 

from one perspective interchangeable with theories from another perspective, it somehow accom-

modates the identified gap revolving around a lack of interaction between the four traditional per-

spectives. The following section will examine how the born global perspective accommodates the 

gap by utilizing theories from one perspective interchangeable with theories from another perspec-

tive. 

 

The first common characteristic is identified in the learning perspective, which described interna-

tionalization as a retrospective process, where companies gradually increase their presence in for-
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eign countries. The born global perspective utilizes the assumption that firms gain knowledge and 

learn from their internationalization experiences gradually (Hollensen, 2016, page 99). Further-

more, more recent theories argue that born globals initiate their international operations in psychi-

cally proximate countries in order to minimize risks, which is in clear alignment with the learning 

perspective (Hollensen, 2016, page 99). However, after establishment in a psychically proximate 

country, the theory states that the firm should utilize its network to move quickly to psychically 

distant and more attractive countries (Hollensen, 2016, page 99). Thus, even though the born glob-

als utilize some of the thoughts from the learning perspective, they are not argued to follow all the 

incremental steps presented by the Uppsala model.  

 

As born globals don’t have time to develop all the skills and knowledge organically, it is essential 

that they collaborate with firms that already possess the competencies (Hollensen, 2016, page 99). 

Thus, it can be argued that the born global perspective also utilizes thoughts from the inter-

organizational perspective, where networks were argued to be crucial to succeed internationally.  

 

Next, it is argued that the theories from the institutional-economic perspective also can be used in 

coherence with the born global perspective. At first, it seems that a conflict might occur between 

the institutional-economic perspective’s preference of internalizing tasks and the born global per-

spective’s preference of utilizing networks and external partners to gain quick traction international-

ly. The institutional-economic perspective argue that internalization is preferable until the cost of 

doing the transaction in-house will become higher than using an external partner in the open mar-

ket. Due to the ambitions of rapid growth, the born global perspective argue that firms must utilize 

the network and external partners to gain quick traction in foreign countries (Schaefer & Cabral, 

n.d, page 10). However, it appears that the two perspectives’ approach to internationalization isn’t 

as contradictory as first anticipated. The institutional-economic perspective revolves around the 

actual task, whereas the born global perspective simply revolves around acquiring knowledge and 

expertise through the network. Utilizing networks to acquire knowledge is not equal to externaliz-

ing the actual task to an external partner. Firms can easily utilize networks to acquire knowledge 

while internalizing the actual tasks, which is the essence of the born global perspective. Thus, the 

institutional-economic perspective’s view on internationalization, that firms should internalize the 

task until the cost of doing the transaction in-house will become higher than using an external part-

ner, is in great alignment with the born global perspective. In the born global perspective, firms can 
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utilize the acquired knowledge from the networks whether they internalize or externalize. Hence, 

the thoughts from the institutional-economic perspective can be transferred to the born global per-

spective, which indicates that there is a great alignment between the two perspectives and that the 

theories from the two perspectives can be used in coherence with each other.  

 

Finally, a synergy can be identified by looking at the interaction between the strategic competition 

perspective and the born global perspective. In the strategic competition perspective, the focal point 

is to understand the characteristics in the industry and how they fit the firm’s existing business 

model. By looking at the external factors in the industry, and especially the customers and their 

demands, it is possible to determine whether the firm should utilize a globalized or localized strate-

gy. It is argued that these thoughts can be transferred into the born global perspective, which is 

where the synergy occurs. Basically, born global firms can be described through two fundamental 

characteristics; They target international markets quickly, and they utilize networks to acquire new 

knowledge. These two characteristics do not change the fact, that the industrial factors in the for-

eign market are determining the potential success. No matter how fast a firm intends to internation-

alize or how many networks it attend, it is crucial to have an understanding of the market and how 

to conduct the optimal international strategy. Thus, the knowledge of whether the firm should uti-

lize a globalized or localized strategy can be transferred to the born global perspective. This indi-

cates a synergy between the two perspectives, and that the theories from the strategic competition 

perspective can be used in great coherence with the born global perspective.  

 

In conclusion, it has been argued that the new modern born global perspective is capable of incor-

porating findings from all four main perspectives regarding internationalization of firms. With a 

thorough knowledge of the born global perspective and its connection to the four traditional per-

spectives, it is possible to conclude that the modern perspective accommodates the identified gap. 

Even though the four perspectives do not interact with each other, the born global perspective is 

capable of connecting the perspectives by utilizing aspects from all of them in the examination of 

internationalization. The born global perspective is capable of utilizing theories from one perspec-

tive interchangeable with theories from another perspective. Furthermore, when comparing the born 

global perspective to the traditional perspectives, no contradictory assumptions or implications oc-

cur. Hence, as the born global perspective is incorporating thoughts from all four theoretical per-

spectives, and utilizes theory from one perspective interchangeable with theories from another, it is 
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argued to accommodating the identified gap revolving around the lack of interaction between the 

perspectives.   

 

Hence, the born global theories are presenting a new interesting perspective that accommodates 

several of the drawbacks associated with the traditional theoretical perspectives within internation-

alization of firms. This new view, alongside the four main traditional perspectives, will have signif-

icant importance in the following section, where the crucial factors that influence internationaliza-

tion of professional services firms will be examined. 

3 Analysis of crucial factors that influence internationalization of 

professional services firms 
This second part of the analysis aims to identify the crucial factors that may influence professional 

services firms’ ability to assess the attractiveness of a new international market. As stated numerous 

times throughout the first chapters of this paper, it is vital that firms with international ambitions 

have an understanding of those factors that may influence the success of the internationalization. By 

knowing and understanding the crucial factors, firms are able to screen the international markets 

and select the optimal market to enter. This analytical part will be theoretically based, however, 

supported by both empirical data and the three conducted interviews. Additionally, the findings 

from the previous section will have a significant impact in this section. The theoretical schools ex-

amined in the previous section will help identify the factors that may influence the internationaliza-

tion. As mentioned several times, crucial factors in one industry may be irrelevant in other indus-

tries. In order to transfer the findings from the theoretical schools to the specific industry of profes-

sional services, this analysis includes the industry expert, external sources, and examples from the 

two case firms. The expert included in this analysis is Allan Ehrenreich Mortensen, who works as 

Chief Consultant in the Confederation of Danish Industry. He is specialized within the professional 

services field and has a solid knowledge of internationalization of professional services firms. His 

knowledge will be useful when analyzing the crucial factors that professional services firms have to 

be aware of prior to internationalization.  

 

However, prior to analyzing the crucial factors that influence internationalization of professional 

services firms, the industry’s possibility for establishing international competitive advantages will 
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be examined. As stated in section 1.7 (Research review), this theoretical setup enables great syner-

gies to occur. An analysis of the national environment will investigate whether the Danish industry 

of professional services possesses any competitive advantages that can be transferred into interna-

tional markets. Solid knowledge regarding the industry’s competitive advantages is argued to be a 

prerequisite for assessing the attractiveness of foreign markets.  

 

Thus, the first part of this analysis will examine the national environment and investigate whether 

the Danish industry of professional services possesses any competitive advantages that can be trans-

ferred into international markets. The knowledge gained in the assessment of the industry’s interna-

tional competitiveness will subsequently be transferred to the analysis of the crucial factors that 

influence internationalization of professional services firms. 

 

3.1 Analysis of the international competitiveness for Danish professional services 

firms 
As explained in section 1.7 (Research review), Michael E. Porter’s National Diamond is utilized to 

cover the national environment. This theory has a strong focus on how the national environment 

help firms within a specific industry to compete internationally. The model is used to determine the 

national strengths and to examine why some industries in certain countries possess unique ad-

vantages and others don’t (Grant, 2013, page 319). By scratching the surface of this framework, it 

may not have an extensive focus on the international factors that firms have to be aware of prior to 

penetrating a foreign market. However, when analyzing the framework thoroughly, it is argued to 

be capable of facilitating interesting and valid findings regarding how firms within specific indus-

tries can generate competitive advantages in an international context. According to this framework, 

the national environment plays a crucial role when analyzing firms' competitive advantages in an 

international context (Grant, 2013, page 319). By looking at Appendix 6 (Competitive advantage in 

an international context), Porter argues that a firm’s competitive advantage in an international con-

text is a synergy between the firm's resources and capabilities, the key success factors in the inter-

national industry, and the national environment (Grant, 2013, page 319). Thus, the national envi-

ronment is determining whether firms within a specific industry can conduct international competi-

tive advantages.  
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In the analysis of the national environment, Porter presents the term “comparative advantage” 

(Grant, 2013, page 320). When the products/services utilize the resources available in abundance 

with the national country, the country gains a comparative advantage (Grant, 2013, page 320). This 

comparative advantage gives firms regional advantages that can be used to compete internationally. 

In order to transfer the regional advantages, there must be a congruence between the country’s 

comparative advantage and the firm’s business strategy (Grant, 2013, page 322). This congruence 

will be examined later in order to identify the international competitiveness for Danish professional 

services firms. Porter’s framework presents four main factors that determine the national environ-

ment; Factor conditions, Demand conditions, Related and supported industries, and Firm strategy, 

structure and rivalry (Grant, 2013, page 321) The four factors will be covered separately and finally 

aggregated in order to identify the potential comparative advantage. At once, these factors may ap-

pear to lack an international approach. However, the final aggregation of the factors will demon-

strate the framework’s legitimacy in this paper. The findings will enable a complete analysis of 

whether professional services firms have the potential for competing internationally. 

 

3.1.1 Demand conditions 

The first factor in the analysis of the national environment is the demand conditions. Porter argues 

that the demand in the domestic country is the primary driver for quality improvement and innova-

tion (Grant, 2013, page 321). This condition primarily refers to the size and nature of the industry’s 

customer base (Chappelow, J., 2019) Hence, the focal point in this condition is to analyze the de-

mand for professional services firms in Denmark. After the economic recovery from the financial 

crisis in 2008/2009, both the turnover and employment rate in the industry of professional services 

increased steeply (Appendix 7 and 8). As a result of the economic upswing, professional services 

firms experienced significant growth rates. This is clear evidence that the demand for professional 

services is correlated to economic fluctuations. Statistics show that the industry of professional ser-

vices increased faster than the average Danish businesses (Hyltoft, V., 2017). According to Vibe 

Hyltoft, a journalist at Berlingske, the growth rates can be explained due to an increase in the de-

mand for professional services (Hyltoft, V., 2017) It has become more common to hire a profes-

sional services firm to utilize the firm’s full potential. This is supported by Malthe Munkøe, Chief 

Consultant in Dansk Erhverv, who likewise argues that the steep growth is a result of an increase in 

the demand of professional services (Munkøe, M., n.d, ¶ Rådgiverbranchen oplever strørre…). This 

is clear evidence that there is a significant demand for professional services in Denmark. The client 
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base in this industry is growing, and the popularity of using a professional services firm is increas-

ing. This tendency of increasing demand is positive as it proves the justification of professional 

services firms. According to Porter, this increased demand is a driver for quality improvement and 

innovation of services, which potentially can strengthen Danish professional services firms’ com-

petitiveness internationally (Grant, 2013, page 321).  

     

3.1.2 Related and supported industries 

An interesting finding of Michael E. Porter is that national competitiveness is highly associated 

with industry clusters (Grant, 2013, page 321). An industry cluster is characterized as “groups of 

similar and related firms concentrated in a small geographic area” (Oregon Business Plan, n.d). A 

cluster comprises a group of related firms, who’s interconnection enable competitive advantages 

that is difficult to gain for companies outside the cluster (Grant, 2013, page 321). Clear examples of 

industry clusters are Hollywood, Wall Street, and Silicon Valley. These geographical areas possess 

strong relatedness within industries of moviemaking, financial trading, and technology, respective-

ly. Besides these well-known international clusters, Denmark possesses several large clusters as 

well. One of the largest clusters in Denmark is the Danish wind industry cluster. The Danish Wind 

Industry Association (DWIA) is an organization with 250 member firms that help each other reach 

international markets (Greater Copenhagen, 2017, page 14). The relatedness enables firms within 

the clusters to become extremely competitive, both nationally and internationally. According to 

Greater Copenhagen (2017), companies within clusters are four times more innovative than other 

companies (Greater Copenhagen, 2017, page 3). They get new ideas, new skills, new innovations, 

higher skilled workers, and are more productive (Greater Copenhagen, 2017, page 3).  

 

In order to examine whether Denmark possesses a cluster within professional services, the actual 

product of professional services firms has to be dissected. The product offered by the firms within 

the investigated industry is characterized as a service, where the firms utilize their specialized 

knowledge and best practices within leadership and management improvement to optimize their 

client's operations. Thus, specialized knowledge is characterized as being the actual product in this 

industry. As specialized knowledge is the key component of the service, humans are argued to have 

an indisputable importance to the firms. Thus, humans' skills and knowledge has a crucial impact 

on the firm’s ability to compete. This will be elaborated later in the analysis. In conclusion, special-
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ized knowledge is transformed into a service, which is the actual product in this industry. Thus, 

when searching for clusters, we have to investigate the concentration of services firms.  

 

According to the Greater Copenhagen Cluster Catalogue (2017), Copenhagen possesses many clus-

ters, including a cluster of service businesses (Greater Copenhagen, 2017, page 14). Confederation 

of Danish Industry represents approximately 1000 services firms, where the majority is located in 

the capital, Copenhagen (Managementrådgiverne, 2015). Additionally, as Confederation of Danish 

Industry does not represent all firms, the capital must be base for numerous other services firms. 

This indicates that Copenhagen is an industry cluster for services firms. This assumption is support-

ed by Kim Møller, CEO of Oxford Group, who says “The location in Denmark has clearly helped 

us, as we are located within the capital with close access to the knowledge and new trends” (Ap-

pendix 1, Question 5). Furthermore, this cluster is amplified by Cluster Excellence Denmark, who 

presents Copenhagen as the Nordic Hub for services and technologies (Cluster Excellence Den-

mark, n.d).  

 

Clearly, Copenhagen is a concentrated geographical area that comprises a group of related services 

firms, who’s relatedness allow them to share knowledge, increase productivity, and become more 

innovative. This cluster and the relatedness are not as significant as in the examples presented earli-

er in this section. Nevertheless, it is argued to facilitate advantages that services firms located out-

side the cluster possibly can't archive. As the firms within clusters often are superior, they usually 

attract the highly skilled workforce with extensive specialized knowledge. Due to the superior 

knowledge and high-skilled workforce, firms within this cluster are able to develop competitive 

advantages that potentially can be transferred into the international markets. The possibility of de-

veloping these competitive advantages will be covered in the aggregation of the four factors. Con-

versely, it will be difficult to sustain competitive for firms located outside of the cluster. This is 

supported by Kim Møller, CEO of Oxford Group, who argues that their location outside of the capi-

tal in Finland made it extremely difficult to gain traction (Appendix 1, Question 5). Shortly after 

they realized the importance of being located in the concentrated geographical area, they moved 

activities to Helsinki. Hence, the attractiveness of clusters attracts many businesses, which leads to 

intense competition among the actors within the cluster. This intense competition is the focal point 

of the following section.  
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3.1.3 Firm strategy, structure, and rivalry  

As explained above, this factor will emphasize the importance of domestic competition. According 

to Porter, international competitiveness is inevitably related to the rivalry in the domestic environ-

ment (Grant, 2013, page 322). Porter argues that intense competition can be the source to competi-

tive advantages for firms. Intense domestic competition is a primary driver for improved innovation 

and productivity of firms (Grant, 2013, page 322). As explained in the previous section, there is a 

clear correlation between clusters and competition. An industry cluster allows firms to gain compet-

itive advantages, which attract many actors to the cluster’s geographical location. As there is a clear 

cluster within service businesses in Copenhagen, it is assumed that the competition likewise is high.  

 

This assumption can be verified by looking at the extremely high amount of professional services 

firms located in Copenhagen. Confederation of Danish Industry represents 140 Danish professional 

services firms, where the majority is located in Copenhagen (Managementrådgiverne, 2015). This is 

only an extract of the professional services firms in Denmark, as many firms choose not to be repre-

sented by Confederation of Danish Industry. Besides the high amount of Danish established firms, 

Copenhagen is base for international leaders such as Bain & Company, Deloitte Consulting, 

McKinsey, Accenture, Boston Consulting Group among several others, all located in Copenhagen. 

The high amount of Danish and international actors located in Denmark is clear evidence that the 

rivalry in the Danish capital, Copenhagen, is intense. However, as stated numerous times, a rivalry 

is not damaging as it leads to higher innovation and efficiency. The high competition forces firms 

within this cluster to constantly challenge the status quo and improve its operations in order to sus-

tain competitive. Hence, a rivalry is characterized as a positive attribute to firms’ competitiveness. 

According to Porter, a rivalry in the home market will increase the firm's competitiveness when 

moving to international markets (Grant, 2013, page 322). Hence, the rivalry among Danish profes-

sional services firms is argued to be a positive aspect when the firms seek international opportuni-

ties.  

 

3.1.4 Factor conditions 

The final determinant, and the most important one according to Porter's theory, is revolving around 

the factor conditions. Factor conditions are those elements that Porter believes a country's economy 

can create for itself (Grant, 2013, page 321). These conditions are characterized as “home-grown 

highly specialized resources” that allow comparative advantages to arise (Grant, 2013, page 321). 
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The identified factor condition in Denmark is ”pool of skilled labour”. When searching for the 

characteristics determining Denmark’s competitiveness, the majority of sources points at the educa-

tional system (Regeringen, n.d). Education is a high priority in Denmark, which is assumed to be 

one of the primary reasons that the government offers free education to the Danish citizens. When 

the former educational minister Morten Østergaard speaks about Denmark’s competitiveness inter-

nationally, he argued that competent and well-educated workforce is the utmost important competi-

tive parameter (Østergaard, M., 2012). This is aligned with the fact that the Danish educational sys-

tem is very acknowledged internationally, and has four universities ranked among the best in the 

world (Høimark, J. L., 2018). According to the Danish government’s Department for Education, 

Denmark has a high and satisfying level of education. Around 61% of young people that finish ele-

mentary school are expected to enter university or a similar extensive study (Uddannelses- og For-

skningsministeriet, 2017). Hence, it can be concluded that the educational system, and the highly 

skilled workers it produces, is characterized as Denmark’s most valuable resource. When knowing 

the most prominent factor condition, the next step is to analyze the factor’s influence on the investi-

gated industry. By investigating this relationship it becomes possible to identify whether the nation-

al conditions help firms within this specific industry to compete internationally.  

 

As explained in section 3.1.2 (Related and supported industries), the quality of the services within 

the investigated industry is highly dependent on the humans’ knowledge and skills. This indicates 

that the educational system has a major impact on professional services firms’ competitiveness. In 

order to examine the educational system’s influence on the investigated industry, the next step is to 

look at the level of education in this specific industry. According to the Confederation of Danish 

Industry, the workers within the industry of professional services are characterized by extensive 

competences and a high level of education (DI rådgiverne, 2018). By looking at Appendix 9, the 

services industry has an extremely high amount of highly educated employees compared to the av-

erage Danish industry (Appendix 9, Degree of Education in the industry of professional services). 

By dissecting the professional services industry, the amount of employees with an extensive educa-

tion is 66%, whereas only 28% does not have an extensive education (Appendix 10, Distribution of 

educational degree). Hence, there is a strong indication that firms within this industry are highly 

dependent on the educational system and the qualified workforce it produces.  
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In order to examine this assumption, the interview with Allan Ehrenreich Mortensen, Chief consult-

ant in Confederation of Danish Industry, is incorporated. According to Allan, “there are strong el-

ements in the Danish educational system and the people it produces” (Appendix 3, Question 6). He 

elaborates that the employees produced by the Danish educational system possess something spe-

cial in terms of implementing solutions and working together. This phenomenon is known interna-

tionally as the “The Nordic Approach” (Appendix 3, Question 6). Additionally, he argues that “the-

se educational competencies can be transferred to the foreign markets, and if the foreign market 

does not possess the same competencies, it will give the Danish firm a competitive advantage” (Ap-

pendix 3, Question 6).  

 

Hence, it can be concluded that firms within the industry of professional services are dependent on 

the national environment. The national environment in Denmark produces highly educated and 

skilled labor, which is the core component in professional services. According to the industry ex-

pert, the supply of skilled labor increase the performance and quality of the Danish professional 

services firms, which is known and recognized internationally. This recognition can help Danish 

professional services firms to gain traction and succeed in new international markets. Thus, it is 

argued that the national environment’s pool of skilled labor strengthen Danish professional services 

firms’ competitiveness internationally, which is in great alignment with Michael E. Porter’s Nation-

al Diamond theory.  

 

However, it has to be stated that the success also depends on the national environment in the pene-

trated country. Countries such as the United States, England, the Netherlands, and other high-

developed countries might possess the same national strengths, which may reduce the potential for 

establishing competitive advantages. Conversely, it might be possible to gain easy traction in low-

developed countries where the national environment does not have a high supply of highly skilled 

labor. Thus, even though the national environment strengthens professional services firms’ interna-

tional competitiveness, the foreign market’s dynamics and structures have to be analyzed thorough-

ly prior to expansion. This will be covered later in section 3 (Analysis of factors…). 

 

3.1.5 Summary of the national environment  

The demand condition presented an increase in the popularity of using Danish professional services 

firms. The high demand is a driver for quality improvement and innovation of services, which po-
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tentially will strengthen Danish professional services firms’ competitiveness internationally. The 

factor of Related and supported industries identified a cluster of services firms in Copenhagen. This 

cluster comprises a group of related services firms, who’s interconnection allows them to acquire 

advanced knowledge that potentially can be transferred to international markets. As explained in 

Firm strategy, structure, and rivalry, the competition among the actors in the Danish capital is in-

tense. The intense competition forces the firms to constantly optimize their operations, which poten-

tially can be transferred to higher competitiveness - both nationally and internationally. Lastly, the 

factor condition presented the pool of skilled labor as a contributing factor to the industry’s interna-

tional competitiveness. It was stated that the educational system adds value to the firms within the 

industry of professional services, which potentially can be transferred to competitive advantages in 

foreign markets.  

 

Before drawing any conclusions from this framework on whether Denmark has a competitive ad-

vantage within the industry of professional services, the findings will be set in relation to the theory 

of comparative advantages. As initially explained, the country has a comparative advantage in those 

products/services that utilize the resources available in abundance in the national environment 

(Grant, 2013, page 320). It can be challenging to distinguish between competitive and comparative 

advantage, as both terms in this context relate to the utilization of a country’s resources. However, 

the comparative advantages examine relationships between the product groups and abundant re-

sources, whereas the competitive advantage examines specific firms’ or industries’ possibility of 

succeeding internationally (Comparative vs. competitive advantage, 2015). Hence, it is relevant to 

examine the comparative advantages prior to analyzing the potential competitive advantages of an 

industry. Due to the framework analyzed above, it appears that Denmark has an abundant supply of 

well-educated skilled labor with extensive specialized knowledge (section 3.1.4, Factor conditions). 

Hence, as Denmark has an abundant supply of highly skilled labor, it is argued that the country has 

a comparative advantage in those products/services that intensively utilize this resource. This 

knowledge regarding Denmark’s comparative advantages is used to determine whether Denmark 

have a sustainable competitive advantage within the specific industry for professional services.  

  

Porter argues that the key determinant for establishing global competitive advantages is the congru-

ence between business strategy and the country’s comparative advantage (Grant, 2013, page 322). 

Thus, in order to examine whether the industry of professional services firms is able to gain global 
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competitive advantage, we have to take a look at the firms’ structure and strategic setup. As ex-

plained in section 3.1.4 (Factor conditions), the actual product offered by firms within this industry 

is characterized as a service. The professional services firms’ raison d'être is their ability to use the 

extensive knowledge and know-how to optimize clients’ businesses. The quality of this service is 

strongly dependent on the employees' knowledge and skills, which is an outcome of the educational 

system. Thus, it is argued that there is a clear congruence between the businesses strategic setup and 

the country’s comparative advantages. The businesses within this industry are utilizing the re-

sources available in abundance in the national environment extensively, which indicate that Den-

mark potentially has a sustainable competitive advantage within the industry of professional ser-

vices.  

 

However, before drawing any conclusions on the country’s international competitiveness within 

this industry, the transferability of the national culture has to be included. According to Robert M. 

Grant, an essential input in achieving international traction is the embodiment of national culture 

(Grant, 2013, page 322). Firms have to transfer their nationality’s uniqueness to the international 

market. As stated in section 3.1.4 (Factor conditions), the Danish employees possess something 

special, which is known internationally as the “The Nordic Approach”. This is strongly supported 

by the statements from Allan Levann, CEO of HPI, “I think one of our greatest strengths is our 

human vision and belief in each other” and “This strength can definitely help the Danish firms in-

ternationally” (Appendix 2, Question 5). These statements indicate that Denmark has a strong na-

tional culture that can help Danish firms compete internationally. Thus, Danish professional ser-

vices firms should strive to embody these national cultures when conducting international strate-

gies.  

 

Due to the strong transferability of national cultures and the congruence between Danish profes-

sional services firms’ strategic setup and the country’s comparative advantage, it appears that Den-

mark has a sustainable competitive advantage within the industry of professional services. Danish 

professional services firms are strongly supported by the national environment, which helps them 

compete internationally.  

 

This sustainable competitive advantage indicates that Danish professional services firms have high 

potential for gaining traction in international markets. However, even with great support from the 
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national environment, international success is not easy to achieve, and several factors influence the 

possibility of succeeding internationally. With the knowledge that Danish professional services 

firms have a strong international potential, the following analysis aims to investigate the most cru-

cial factors that influence internationalization of firms within this industry.   

 

3.2 Analysis of the crucial factors influencing internationalization of professional 

services firms  
By knowing that professional services firms have the potential to compete internationally, the fol-

lowing section will analyze the crucial factors that influence internationalization of professional 

services firms. As explained in section 1.7 (Research review), this section will present a combina-

tion of theories and empirical data. The theories presented throughout the analysis will be supported 

by the three qualitative interviews. This will enable an investigation of whether the identified fac-

tors can be transferred to the industry of professional services. By knowing the specific influential 

factors, it becomes possible for firms within this industry to assess the attractiveness of international 

markets.     

 

Pankaj Ghemawat’s article “Differences and the CAGE Distance Framework” will constitute the 

theoretical foundation of this analytical part. This theory is extensively covering the prominent fac-

tors that can determine the attractiveness of penetrating a new foreign market (Differences and the 

CAGE Distance Framework, n.d). According to this article, the attractiveness of a new market can 

be assessed by examining the differences and similarities between the domestic and foreign country 

(Differences and the CAGE Distance Framework, n.d, page 1). The CAGE framework disaggre-

gates the countries’ differences into four main categories; Cultural, Administrative, Geographical, 

and Economic (Differences and the CAGE Distance Framework, n.d, page 1). According to 

Ghemawat, firms must address these differences when developing international strategies. Howev-

er, as the original CAGE framework is from 2001, it is argued that some of the dynamics within 

international business has changed since the development of the theory.  

 

To accommodate this limitation, several other theories and external sources will be incorporated. As 

explained in section 2.6 (Born Global Perspective), the modern phenomenon of born global theories 

have influenced the modern view on internationalization. These theories, among several others, will 
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be incorporated in the assessment of the most influential factors. The mix of theories and external 

sources will intentionally enable an analysis of the crucial factors that influence internationalization 

of firms. All the identified factors will be dissected and related to the industry of professional ser-

vices. Intentionally, this will enable an accurate presentation of those factors that influence profes-

sional services firms’ ability to assess the attractiveness of a new international market. The 

knowledge gained from this analysis will play a crucial role when developing recommendations to 

how professional services firms can screen international markets and select the most promising 

market. The identified factors will be examined individually in the following sections. Subsequent-

ly, the utmost influential factors will be aggregated in a final summative conclusion. 

 

3.2.1 Cultural distance  

Ghemawat defines culture as an aggregation of beliefs, values, and norms that characterize the be-

havior of individuals or companies (Differences and the CAGE Distance Framework, n.d, page 2). 

It is understood as unwritten rules that lead to a certain behavior. Cultural distance is explained 

through factors such as languages, ethnicities, religions, trustworthiness, social solidarity, traditions, 

etc. These factors, among several others, lead to a certain behavior that may differ from the behav-

ior in other countries.  

 

According to Ghemawat, cultural differences are in particular important when the product has a 

high linguistic content (Differences and the CAGE Distance Framework, n.d, page 7). If the product 

has a high linguistic content, research shows that a common language will increase the trade be-

tween two countries with 42% (Differences and the CAGE Distance Framework, n.d, page 4). On 

the other hand, it will be difficult to succeed if the linguistic content is high and the countries do not 

have a language in common. It is argued that the products of professional services firms have a high 

linguistic content as the products are characterized as a service or best practice consulting. Thus, a 

commonly spoken language is crucial in order to understand each other. This indicates that cultural 

distance, particularly the language, have a significant impact on professional services firms’ poten-

tial success in the foreign country.  

 

In other to investigate the cultural distances’ impact on professional services firms, the industry 

expert and case firms are incorporated. Allan Ehrenreich Mortensen, Chief Consultant in Confeder-

ation of Danish Industry, says that a low physical distance makes it easier to understand each other. 
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The actual geographical distance will be covered later, however, this distance has a major impact on 

the cultural similarities between countries. Low psychical distance makes it easier to understand 

each other, “both in terms of common norms and cultures, but also in terms of the language spoken” 

(Appendix 3, Question 3). This statement supports the hypothesis that the cultural, and especially 

the linguistic, similarities have a major impact on professional services firms’ international success. 

Moreover, Allan Levann, CEO of HPI, argues that the cultural and behavioral difference may be the 

biggest challenge when moving to China (Appendix 2, Question 3). Lastly, Kim Møller, CEO of 

Oxford Group, amplify the culture’s significant impact on their successes internationally by saying, 

that “If you do not know the cultural norms in the penetrated country, it will probably complicate 

the operations” (Appendix 1, Question 1). Oxford Group has several times experienced that cultural 

differences can have a destructive influence on international operations. The CEO explains that the 

difficulties in Portugal and Sweden primarily occurred due to unexpected cultural differences (Ap-

pendix 1, Question 1).  

 

Thus, it is concluded that the cultural distance has a significant impact on professional services 

firms’ international operations. According to Allan Ehrenreich Mortensen, the cultural differences 

are one of the biggest barriers for professional services firms to succeed internationally (Appendix 

3, Question 3). This is illustrated by Oxford Group’s international obstacles and HPI’s fear of the 

cultural differences in China. Thus, cultural distance is evaluated as being an extremely crucial fac-

tor when professional services firms seek international markets.    

 

3.2.2 Administrative distance  

The administrative factors account for the political associations between countries (Differences and 

the CAGE Distance Framework, n.d, page 2). Thus, these factors are in great harmony with the 

Economic Liberalization explained in section 1 (Introduction). This factor examines the political 

free trade agreements’ impact on the trade and exchange between countries (Differences and the 

CAGE Distance Framework, n.d, page 2). In section 1 (Introduction) it was stated, that Economic 

Liberalization has a significantly positive impact on the exchange of goods between countries. This 

statement is in harmony with Ghemawat’s article that argues that the administrative attributes and 

liberalizations endorse the trade. In fact, Ghemawat’s research shows that a common regional trad-

ing block will increase the trade with up to 47% compared to a relationship where the two countries 

are not in a common trading block (Differences and the CAGE Distance Framework, n.d, page 4). 
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Of more importance is the currency used in the two countries. Research shows that a common cur-

rency between two countries will increase the trade with up to 114% (Differences and the CAGE 

Distance Framework, n.d, page 4). Thus, the European Union (EU) and the North American Free 

trade Agreement (NAFTA) explained in section 1 (Introduction) have a major impact on the trade 

between member countries. Besides the free trade agreements and common languages, many of the 

member countries use the same currency. Thus, countries within these trading blocs have great op-

portunities to interact and increase their trade.  

 

According to the International Monetary Fund, the industry of professional services was until 2005, 

with an annual growth rate of 7.6%, the fastest growing industry since the establishment of the 

General Agreement on Trade in Services in 1995 (International Trade Centre, 2005). This indicates 

that trade agreements likewise has a significant influence on the trade of professional services. This 

finding is supported by the EU-Singapore Free Trade Agreement 2018. This agreement was created 

to provide EU services firms with opportunities to grow and create new jobs, both in Europe and in 

Singapore (EU-Singapore free trade agreement, 2018). This agreement opens up the Singaporean 

market and allows European countries to sell services to Singapore without having to pay duties 

(EU-Singapore free trade agreement, 2018). Additionally, the agreement allows European firms to 

invest in Singapore and Singaporean firms to invest in Europe. Thus, even though Singapore and 

European countries do not have a language or currency in common, the free trade agreement has a 

significantly positive impact on the transactions between the European and Singaporean firms.  

 

With that said, the administrative distance is evaluated as being important to consider when profes-

sional services firms want to internationalize. Hence, Ghemawat’s findings can be transferred to the 

industry of professional services. A low administrative distance facilitates trade and helps firms 

succeed internationally. On the other hand, if the administrative distance is high and the countries 

do not have any currency or trading bloc in common, it becomes difficult for the firm to gain trac-

tion in the international market. Thus, this is evaluated as an important factor to have in mind when 

professional service firms assess the attractiveness of foreign markets. 

 

3.2.3 Geographical distance  

The next factor focuses on the geographical distance between two countries. The examination of the 

geographical distance is interesting, as both the expert and Oxford Group emphasized the im-
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portance of this factor. In addition to the actual distance, Ghemawat argues that this factor also in-

cludes access to ocean and harbors, actual size, distance to borders, and contiguity (Differences and 

the CAGE Distance Framework, n.d, page 2). His studies show that the two most prominent factors 

within this distance are the physical distance and the common borders. When the physical distance 

increase by 1%, the trade between the two countries decreases with 1.1% (Differences and the 

CAGE Distance Framework, n.d, page 4). Of more importance is the common border. Research 

shows that a common border will increase the trade with 125% compared to trade between two 

countries without a common border (Differences and the CAGE Distance Framework, n.d, page 4).  

 

Ghemawat argues that the importance of geographical distance is high in service industries as the 

requirement for local supervision is high (Differences and the CAGE Distance Framework, n.d, 

page 7). This indicates that this distance may have crucial importance to firms within the profes-

sional services industry. In order to examine this hypothesis, the industry expert and case firms are 

included. Allan Ehrenreich Mortensen verifies this hypothesis and says that “many Danish profes-

sional services firms are focused on the neighbor market such as Sweden, Norway, Germany, and 

not any further” (Appendix 3, Question 2). He argues that in order to succeed in a foreign country, 

it is crucial to understand the dynamics and cultures. He elaborates, “when the physical distance is 

low, it is easier to understand each other” (Appendix 3, Question 2). Kim Møller, CEO of Oxford 

Group, verifies the importance of geographical location. Oxford Group utilizes an extreme oppor-

tunistic approach, however, he explains that the similarities between countries often determines the 

possibility of success in the foreign country. He elaborates, that “similarities are associated with the 

distance to the country“ and that “neighbor countries often possess many similar characteristics” 

(Appendix 1, Question 3). He highlights that the similarities have had a significant impact on their 

international successes and failures. The complications in Poland was caused by too many differ-

ences, while the success in Sweden was reinforced by the similarities (Appendix 1, Question 3). 

This tendency is very aligned with Ghemawat’s research, which indicated that a common border 

possibly increases the trade with up to 125%.  

 

With that said, the geographical distance is argued to have a major influence on professional ser-

vices firms’ success internationally. The industry expert highlighted the attractiveness of being pre-

sent in the neighbor countries, which were verified by looking at Oxford Group’s success in coun-

tries with low physical distance and failure in countries with high distance. Thus, geographical dis-
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tance is evaluated as being a crucial factor for professional services firms’ international operations. 

The importance of the geographical distance is very aligned with the theoretical schools within the 

Learning perspective, which were examined in section 2.2 (Learning perspective). The Uppsala 

model argues that firms intensify commitment into foreign markets incrementally, and identified a 

main pattern in the internationalization process; that companies engaging in internationalization 

begin their foreign operations in countries with small geographic and psychic distance, and gradual-

ly move to countries farther away from the national market (Section 2.2, Learning perspective). 

This pattern is very aligned with Ghemawat’s assessment of the geographical distance. According 

to Ghemawat, firms should internationalize to countries in near proximity (Differences and the 

CAGE Distance Framework, n.d, page 4).   

 

3.2.4 Economic distance    

The economic distance is, according to Ghemawat, constituted by the consumer wealth, income, 

and costs of labor (Differences and the CAGE Distance Framework, n.d, page 2). So basically, this 

factor looks at the overall economy and economic characteristics in a country. Due to many attrib-

utes such as financial services, human resources, and infrastructure, it can be difficult for a firm that 

originates from a rich country to gain traction in a poor country, and vice versa (Differences and the 

CAGE Distance Framework, n.d, page 5). Research shows, that when the GDP in the foreign coun-

try increases by 1%, it will increase the trade with 0.8% (Differences and the CAGE Distance 

Framework, n.d, page 4). Thus, there is a minor positive impact on sales when the GDP increases.  

 

Ghemawat argues that the economic difference has a higher impact on the international success 

when the demand of the product or service vary with the income (Differences and the CAGE Dis-

tance Framework, n.d, page 7). By looking at the correlation between the financial crisis in Den-

mark in 2008/2009 and the demand of professional services, it seems obvious that the demand var-

ies with the income. The growth in the industry of professional services took a massive hit when the 

financial crisis occurred in 2008 (DI Rådgiverne, 2018). The Danish industry experienced a para-

digm shift where firms started thinking about the actual value of having an external consultant (DI 

Rådgiverne, 2018). This decline indicates that the demand for professional services varies with the 

economy fluctuation. Likewise, as the Danish economy grew so did the use of consultants. Since 

the stabilization of the Danish economy, the industry of professional services has grown continu-

ously (DI Rådgiverne, 2018). Both the turnover and employment rate in the industry of professional 
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services is of 2018 at the highest level ever registered (Appendix 7 & 8). This is clear evidence of a 

correlation between the economic fluctuation and the use of professional services firms. As the de-

mand of the professional services varies with the income, Ghemawat argues that the economic dif-

ference has a high impact on the success in the international market. Thus, it is important that pro-

fessional services firms understand the economic differences between the national and foreign 

country prior to international penetration. If the difference is high, it may be challenging to gain 

traction in the foreign country.   

 

Network	

This factor revolves around networks’ influence on internationalization of professional services 

firms. This factor is not a part of Ghemawat’s CAGE framework. However, it is evaluated as inevi-

table when it comes to factors that influence firms’ ability to compete internationally. Furthermore, 

as this factor is not a part of the CAGE framework, it does not assess the attractiveness of a foreign 

market by examining the differences and similarities between countries, however, simply by deter-

mining the effect of being in networks. This factor is incorporated due to its relevance in the theo-

retical schools and its massive attention in the conducted interviews. It appears that there is a signif-

icant difference between foreign and domestic networks. These two kinds of networks have a spe-

cific way of influencing firms’ ability to compete internationally. Due to these differences, the two 

kinds of networks will be elaborated separately in the following sections.  

 

3.2.5 Network in foreign countries  

The effect of networks in foreign countries is in great synergy with the inter-organizational perspec-

tive explained in section 2.4 (Inter-organizational perspective). The theories within this theoretical 

school argue that firms can utilize their partnerships in foreign countries to succeed internationally. 

Collaboration with partners in foreign countries allow firms to gain knowledge that otherwise 

would be impossible to acquire (Section 2.4, Inter-organizational perspective). Furthermore, this is 

supported by the Born Global perspective, which argued that firms can utilize global networks to 

acquire knowledge and boost the internationalization process (Section 2.6, Born Global Perspec-

tive).  

 

The importance of these networks is amplified by Kim Møller, CEO of Oxford Group, who utilizes 

foreign networks to identify the most optimal countries to penetrate (Appendix 1, Question 4). Due 
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to the opportunistic view and importance of people, it is crucial for Oxford Group to utilize net-

works to find the right people. Oxford Group is a member of a European network in Dublin, where 

they together with other member firms discuss opportunities and potentials in new international 

markets (Appendix 1, Question 4). Allan Ehrenreich Mortensen elaborates that foreign networks are 

a valuable asset for all professional services firms with an opportunistic approach (Appendix 3, 

Question 3). When operating with an opportunistic approach, a foreign network is used to gain new 

projects and identify new opportunities internationally. Hence, a foreign network is argued to be a 

crucial factor when professional services firms search for new international opportunities.   

 

3.2.6  Networks in the domestic market 

The same phenomenon is present when looking at the importance of domestic networks. These 

networks are very similar to the foreign network, yet their influence on internationalization is dif-

ferent. It is argued, that a domestic network is a highly specialized resource that can help Danish 

firms gain traction in international markets. Again, this factor is in great synergy with several as-

pects from the inter-organizational perspective (Section 2.4, Inter-organizational perspective). Both 

Svend Hollensen and Jan Johanson & Lars-Gunnar Mattson presented that the domestic network 

allows firms to gain knowledge regarding international penetration that otherwise would be impos-

sible to acquire (Section 2.4, Inter-organizational perspective). This perspective argues that firms 

should utilize their domestic network as a bridge to foreign markets. This metaphor is in great har-

mony with the statements from the industry expert and the two case firms, who will be incorporated 

in the following section to amplify the importance of domestic networks.  

 

Allan Ehrenreich Mortensen says that firms within a domestic network can create synergy by using 

each other's competencies to gain traction in new markets (Appendix 3, Question 4). He emphasizes 

this by talking about Nordic Alliance, an alliance of Nordic firms who help member firms to gain 

traction in new markets outside Scandinavia (Appendix 3, Question 4). Another example is The 

Danish Wind Industry Association with 250 member firms that help each other reach international 

markets (Greater Copenhagen, 2017, page 14). The importance of the domestic networks are sup-

ported by Allan Levann, CEO of HPI, who amplifies the value of networks by saying that “net-

working is crucial for success, both when moving internationally but also to succeed in the national 

market” (Appendix 2, Question 2). Furthermore, this is supported by Kim Møller, CEO of Oxford 

Group, who says that national networks are extremely important when firms utilize an opportunistic 
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approach to internationalization (Appendix 1, Question 4). When walking through all Oxford 

Group’s international penetrations, every single one has been facilitated by the network (Appendix 

1, Question 2). This amplifies that domestic networks are extremely important when professional 

services firms search for new international opportunities. With a strong domestic network, it be-

comes possible to acquire specialized knowledge that is not available to competitors outside of the-

se networks. Hence, it is concluded that domestic networks has a significant influence on interna-

tionalization of professional services firms.  

 

3.2.7 Summarizing the crucial factors in the professional services industry 

With an extensive analysis of all the selected factors that influence internationalization of profes-

sional services firms, it is now possible to briefly summarize the ones of utmost importance. In con-

clusion, all six factors explained in the analysis are argued to influence professional services firms’ 

success internationally. All these factors present different aspects of what professional services 

firms should be aware of prior to penetrating a new international market. Thus, it is essential that 

professional services firms incorporate all of the six influential factors in their assessment of new 

markets’ attractiveness. Of more importance, the influential factors have to be examined in relation 

to each other. As several of the factors are related to each other, an isolation of factors may result in 

an inaccurate assessment of a market’s attractiveness. Thus, it is crucial that a professional services 

firm weight the influence from all influential factors when assessing the attractiveness of an interna-

tional market.    

 

However, it has to be stated that some of the factors inevitably are more important than others. The 

incorporation of the industry expert and case firms indicated that especially the cultural differences, 

geographical distances, and networks in both Denmark and foreign countries are crucial when pro-

fessional services firms screen international markets. It was argued, that each of these four factors 

could determine the possibility of succeeding in an international market. If the cultural and geo-

graphical distance is high, it will become extremely difficult, if not impossible, to gain traction in an 

international market. Likewise, it will become difficult to acquire the necessary knowledge without 

interacting in any networks. The knowledge and expertise from the domestic networks can be used 

as a bridge to the foreign market, while the foreign networks will help firms find the right partners 

and alliances. Hence, it is crucial that professional services firms as a minimum has these factors in 

mind when searching for international opportunities.  
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However, it is not an easy task to incorporate and utilize these factors perfectly. The following sec-

tion aims to develop a framework that illustrates how professional services firms can utilize and 

incorporate these factors in their screening of new international markets. Intentionally, this will al-

low professional services firms to increase their ability to assess the attractiveness of international 

markets and select the utmost promising market. 

4 Analysis of how professional services firms can select the most promis-

ing market  
This part aims to investigate how the crucial factors identified in the previous section can be uti-

lized to increase professional services firms’ ability to select the most optimal foreign market to 

penetrate. By knowing the utmost important factors, it seems interesting to investigate how these 

factors actually can be incorporated in the firm’s international strategy. Thus, this section should be 

understood as the recommendation of this paper. It will utilize all the findings and knowledge creat-

ed throughout the paper to investigate the possibility of creating a conceptual framework that can 

help professional services firms to assess the attractiveness of international markets and select the 

most promising market. This is argued to be the most important part of this paper as it shows how 

the findings and knowledge created can be condensed in a recommendation to the firms within the 

specific industry of professional services firms. In order to develop a conceptual framework that can 

help professional services firms to screen the most promising markets, this recommendation will 

combine the findings from the previous sections with theoretical thoughts from Robert M. Grant 

and a structured market selection toolbox developed by Confederation of Danish Industry. The con-

ceptual framework, and its impact on professional services firms’ ability to screen international 

markets, will be elaborated in the following section.  

 

As the utmost important objective for all firms is to be profitable, it is crucial for firms with interna-

tional ambitions to be capable of identifying the most profitable market. According to Robert M. 

Grant, the profitability in a new market depends on two things; The market’s attractiveness and the 

firm’s possibility of establishing competitive advantages in the country (Grant, 2013, page 326). 

These two parameters are in great alignment with the Confederation of Danish Industry’s structured 

market selection tool, which likewise incorporates these two parameters in the selection of the most 
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profitable market (Struktureret markedsudvælgelse, 2014). However, selection of the most promis-

ing market is more complicated than just looking at the market’s attractiveness and the possibility 

of establishing competitive advantages. In order to select the optimal market to penetrate, the Con-

federation of Danish Industry present three steps that firms must follow. The first step in the model 

presents a wide cursory screening of markets to identify the size of the firm’s relevant markets 

(Struktureret markedsudvælgelse, 2014). The next step presents a fine screening that, in great 

alignment with Grant’s statement, investigate the relevant markets’ attractiveness and the firm’s 

possibility of establishing competitive advantages (Struktureret markedsudvælgelse, 2014). The 

final step is to develop an Evaluation matrix that identifies the market with highest attractiveness 

and best possibilities of establishing competitive advantages within (Struktureret marked-

sudvælgelse, 2014). By following this three-step model developed by the Confederation of Danish 

Industry, it enables firms to identify the most promising market to penetrate.  

 

The recommendation of this paper will combine the findings from the previous analytical parts with 

this three-step model, which intentionally creates a screening tool that professional services firms 

can utilize to select new international markets. As the screening model continually incorporates 

findings from the previous parts, this recommendation will be valid only for professional services 

firms. The components of the screening model will be tailored for professional services firms. 

Hence, this screening model will not be capable of producing valid recommendations for firms op-

erating in other industries.   

 

Furthermore, the three-step model developed by the Confederation of Danish Industry aims to help 

a specific firm to select the optimal international market. As this section aims to develop a frame-

work that can be used by all firms within a specific industry, some aspects of the model are general-

ized or modified to the specific industry of professional services. Hence, when professional services 

firms utilize this recommendation, they have to be aware that some specific factors that are not in-

cluded in this recommendation may influence their specific internationalization. It is essential to 

notice that the selection of the optimal market is a very firm-specific task. The screening process 

should be done in relation to the specific firm’s operations. Thus, this recommendation will not de-

velop any specific suggestions of the most attractive market a professional services firm should 

penetrate. This would be a very firm-specific task as an attractive market for one professional ser-

vices firm can be irrelevant for another.  
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Thus, the aim of this recommendation is to develop a universal conceptual framework that profes-

sional services firms should utilize when screening international markets. It will not develop any 

firm-specific suggestions, however it will illustrate the guidelines to how specific professional ser-

vices firms can assess attractiveness of international markets and select the most promising market 

to their specific operations.  

 

4.1 The wide screening 
As this recommendation follows the structure of the Confederation of Danish Industry’s three-step 

model, the wide cursory screening will be elaborated first. This step aims to assess the size of a 

firm’s relevant markets. The assessment of the relevant markets is based on a set of factors promi-

nent for the specific industry (Struktureret markedsudvælgelse, 2014). The factors presented by the 

Confederation of Danish Industry is argued to be very generic and does not seem to fit the industry 

of professional services. In order to adjust this wide screening, so it fits the industry of professional 

services, the crucial factors identified in section 3 (Analysis of factors…) will be incorporated. The 

incorporation of these factors creates a good synergy between the sections in this paper. It illustrates 

that the findings from one section increase the accuracy in the following section, which intentional-

ly creates a clear red line throughout the paper. The identified factors that influence internationali-

zation of professional services firms will be utilized to assess professional services firms’ relevant 

markets.  

 

Thus, a thorough wide screening of professional services firms’ relevant markets could be based the 

on Cultural distance, Administrative distance, Geographical distance, Economic distance, and the 

possibility of utilizing networks. As explained in section 3.2.7 (Summarizing the crucial factors), all 

of these factors influence professional services firms’ potential success internationally. However, as 

the analysis argued that the cultural distance, geographical distance, and networks in both Denmark 

and foreign countries are the utmost important factors to assess, these factors will be the focal point 

in this wide screening. Based on these specific factors, this wide screening will illustrate how pro-

fessional services firms can identify their relevant markets. 

 

The wide screening of professional services firms’ relevant markets will be initiated with the most 

tangible factor, which is argued to be the geographical distance. As explained in section 3.2.3 (Geo-
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graphical distance), the two most prominent factors within the geographical distance are the physi-

cal distance and the common borders. When the physical distance increases by 1%, the trade be-

tween the two countries decreases with 1.1%, while a common border increase the trade with 125% 

compared to the trade between two countries without a common border (Section 3.2.3, Geographic 

distance). As the importance of the geographical distance was validated on the industry of profes-

sional services, it is crucial that firms have the importance of this factor in mind when assessing the 

size of the relevant markets. Markets in near proximity seem more attractive than geographically 

distant markets.   

 

With the geographic distance in mind, the next factor incorporated in the wide screening is the cul-

tural distance. As explained in section 3.2.1 (Cultural distance), culture is understood as unwritten 

rules that lead to a certain behavior. Ghemawat’s research showed that a common language increas-

es the trade between two countries with 42% (Section 3.2.1, Cultural distance). It is argued that the 

products of professional services firms have a high linguistic content, whereas a commonly spoken 

language is crucial in order to understand each other. This indicates that cultural distance, and in 

particular the language, have a major impact on professional services firms’ possibility of succeed-

ing in the international market. This is validated by the industry expert and the two case firms, who 

argue that the cultural distance is the most significant barrier for professional services firms to gain 

traction internationally (Section 3.2.1, Cultural distance). Thus, this wide screening excludes all 

countries with a high cultural distance to Denmark. As most Danish professional services firms 

have English as their business language, this screening excludes all countries that do not speak Eng-

lish, either as a primary- or secondary language.  

 

Finally, the wide screening incorporates the importance of networks. This factor examines how 

networks in foreign and domestic country can facilitate successful international expansions. The 

industry expert and the two case firms argued that networks are crucial for professional services 

firms to gain traction internationally. The knowledge and expertise from the domestic networks 

should be used as a bridge to the foreign market, while the foreign networks will help you find the 

right partners and alliances (Section 3.2.6, Network in domestic market). Thus, in the search for 

international markets, it is essential to investigate whether the international markets facilitate net-

working. If the foreign country does not prioritize networking, it will be difficult for the Danish 

firm to acquire the necessary knowledge to compete. Thus, this wide screening excludes countries 
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that do not possess any networks of collaborating firms. It can be difficult to analyze whether a 

country possesses this kind of networks as they often occur in a private forum. However, as the 

phenomenon of networking is an outcome of a collaborating culture, this should be the focal point 

when searching for potential networks. If the culture in the foreign country is highly collaborative, 

it is an indication that networks might occur.  

 

With a brief analysis of these crucial factors, it is now possible to finalize the wide screening of 

relevant markets. When screening the size of the relevant markets for professional services firms, 

countries with high cultural distance, high geographical distance, and a bad collaborative network-

ing culture are excluded. This cursory screening is useful when searching for relevant markets as it 

indicates where professional services firms possibly can gain traction. By completing the wide 

screening, firms within this industry should be able to locate several relevant countries. The rele-

vant markets comprise countries with low cultural distance, low geographical distance, and a strong 

collaborative networking culture. As stated in section 3.2.7 (Summarizing the crucial factors), the 

firm must weight all the influential factors in relation to each other, as an isolation of factor may 

cause inaccurate findings. On the surface, this wide screening indicates that countries in near prox-

imity possess the highest potential. European, and especially Scandinavian, countries represent a 

clear attractiveness. However, the wide screening is only the foundation of the screening process 

and is not capable of identifying the utmost promising markets. To identify the utmost promising 

markets, the findings from this wide screening will be transferred to the next step in the screening 

process, the fine screening. 

 

4.2 The fine screening 
The fine screening includes two dimensions; the market’s attractiveness and the firm’s possibility of 

establishing competitive advantages in the country (Grant, 2013, page 326). These two dimensions 

should be assessed in relation to the relevant markets identified in the wide screening. This enables 

identification of the specific relevant markets with the highest potential for success. As the fine 

screening is very firm-specific, and this paper focuses on the overall industry of professional ser-

vices, this recommendation will not be able to present the specific countries with the highest poten-

tial. Due to the firm-specificity, the fine screening should be made in relation to the specific profes-

sional services firm. An attractive market for one professional services firm may be completely un-

attractive for another. However, this section aims to illustrate how a professional services firm 
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should analyze the two dimensions in relation to the relevant markets identified in the wide screen-

ing. The purpose of the fine screening is to establish an understanding of how firms within the in-

dustry of professional services can identify the promising markets. Thus, even though this step 

won’t present any specific countries, it will illustrate how professional services firms can use the 

screening model efficiently to assess international markets’ attractiveness and identify the most 

promising markets.    

  

The first dimension, market attractiveness, can be assessed with determinants such as market 

growth, competition, price sensitiveness, demand fluctuations, economic restrictions and numerous 

other country-specific factors (Struktureret markedsudvælgelse, 2014). An interesting finding is that 

the determination of the market’s attractiveness is in great alignment with several of the factors 

from Porter’s National Diamond analyzed in section 3.1 (Analysis of the international competitive-

ness). Geographical clusters and strong demand for professional services will increase the market’s 

attractiveness. Likewise, it will be extremely attractive if the firm can utilize the country’s compara-

tive advantage. As stated in section 3.1.5 (Summary of the national environment), the abundant 

supply of skilled labor in Denmark is supporting the Danish professional services firms. If the for-

eign country possesses the same or other supporting comparative advantages, firms would be able 

to utilize these resources, which possibly would increase the firm’s competitiveness. The common 

denominator in this dimension of the fine screening is that the country-specific factors help deter-

mine a market’s attractiveness. A thorough analysis of the market’s attractiveness could incorporate 

a Porters Five Forces analysis. This model covers several country-specific factors in a simple and 

effective way.  

 

With these country-specific factors in mind, the next step in the fine screening is to examine the 

firm’s possibility of establishing competitive advantages in the foreign country. Contrary to the first 

dimension, this dimension focuses on the firm-specific factors. According to Robert M. Grant, one 

firm possesses a competitive advantage over its rivals when it earns (or has the potential to earn) a 

persistently higher rate of profit (Grant, 2013, page 171). The screening model developed by the 

Confederation of Danish Industry presents several components that can be used to examine poten-

tial competitive advantage in a foreign country. The most significant components are competitive-

ness on price, competitiveness on quality, and branding & image strengths (Struktureret marked-

sudvælgelse, 2014). In the industry of professional services, the competitiveness on quality is eval-
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uated as being the utmost important determinant for establishing a competitive advantage. Firms 

and institutions buy professional services to improve their business or operations. The actual im-

provement is highly associated with the quality of the professional service. It will become difficult 

to gain competitive advantages if the competitors in the foreign market have superior knowledge 

and better services. Thus, this is an essential factor to consider when analyzing the possibility of 

establishing competitive advantages in a foreign country. In conclusion, the possibility of establish-

ing competitive advantages increases if the firm can accommodate several of these determinants. If 

a well-branded firm has a high-quality and low-priced service compared to its rivals, there are great 

qualifications to gain a competitive advantage.  

 

However, these three determinants are not sufficient for a complete analysis of the possible compet-

itive advantages in a foreign market. As firms usually are differentiated on individual variables, the 

qualifying determinants to competitive advantage for one firm might be irrelevant for another firm. 

Thus, the individual professional services firm must make a thorough analysis of the specific com-

ponents to establish competitive advantages. By knowing these components, it becomes possible to 

analyze whether the competitive structures and dynamics in the foreign countries allow the specific 

firm to establish competitive advantages.  

 

4.3 The selection 
With a thorough examination of how professional services firms should analyze these two dimen-

sions in the fine screening, it is now possible to move to the final step of this model, which is the 

actual recommendation of how the professional services firm can select the most promising market.  

 

Obviously, the firm should select a market with high attractiveness and with great possibilities of 

establishing competitive advantages. However, as several markets may seem attractive to enter, it 

can be challenging to select the utmost promising market. The Confederation of Danish Industry 

has developed two illustrations that synthesize the screening process in a graphic lineup, which fa-

cilitate selection of the utmost attractive market. These illustrations will complete this paper as they 

enable a final recommendation of how professional services firms can assess international markets’ 

attractiveness and select the utmost promising market to penetrate.  
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The first illustration developed by the Confederation of Danish Industry, the Market Evaluation, 

synthesizes the findings from the previous steps in the screening model and allocates countries 

based on their relevance to the specific firm. The Market Evaluation is illustrated below. 
 

 

As illustrated, the Market Evaluation divides the total market into two categories; irrelevant markets 

and relevant markets (Struktureret markedsudvælgelse, 2014). These two markets are analyzed in 

the first step of this screening model, the wide cursory screening. This step utilized the factors iden-

tified in section 3 (Analysis of factors…) to assess professional services firms’ relevant markets. 

Based on these factors, it was analyzed that countries with low cultural distance, low geographical 

distance, and a strong collaborative networking culture is located within the relevant markets. 

Likewise, countries with high cultural distance, high geographical distance, and a bad collaborative 

networking culture are excluded from the screening, and thereby located in the irrelevant markets. 

The big blue box on the left-hand side illustrates all the relevant markets, whereas the black box on 

the right-hand side illustrates the discarded irrelevant markets. 

 

By knowing the relevant markets identified in the first step, the second step in the screening process 

revolved around identifying the specific markets with the highest potential for success. As stated in 

the fine screening, these specific markets can be identified by analyzing the relevant markets’ at-

tractiveness and the firm’s possibility of establishing competitive advantages. With a thorough 

analysis of the relevant markets’ attractiveness and the possibility of establishing competitive ad-

vantages within the markets, it is possible to identify the best markets to enter. These specific mar-

kets are located in the yellow box in the bottom left-hand side of the Market Evaluation illustrated 
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above. Thus, the firm should penetrate one of the promising markets located within this box of rele-

vant and suitable markets.  

 

However, as there may be more that one market located within this yellow box of best markets, it 

can be difficult for the firm to identify the one market with the utmost potential. In order to facili-

tate a selection of the market with the utmost potential, the Confederation of Danish Industry has 

developed an Evaluation matrix, which is the second and last illustration incorporated in this rec-

ommendation. This illustration constitute the last step of the screening model as it revolves around 

the actual selection of the utmost promising market. The Evaluation matrix is illustrated below.   

 
 

 

 

 

 

 

 

 

 

 

 

This matrix identifies the utmost potential market based on the two dimensions from the fine 

screening; Market attractiveness and the firm’s ability to establish competitive advantages 

(Struktureret markedsudvælgelse, 2014). Thus, the actual activity in this third step of the screening 

model is to simply transfer the previous findings into a graphic lineup. All the relevant markets 

identified in the wide screening should be located in this matrix in terms of their scores on the two 

determinants from the fine screening. By locating the relevant markets based on these scores, it is 

possible to identify the market with the highest attractiveness and the highest possibility for com-

petitive advantages to occur. This market is called the “Core Market” and is located in the upper 

left-hand corner of the matrix. This market is the ideal and most promising market for the specific 

professional services firm to penetrate as it possesses all characteristics that increase the possibility 

of succeeding.  
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4.4 Summarizing the recommendation  
In collaboration with the Confederation of Danish Industry, this recommendation presented a three-

step screening model that professional service firms can utilize to assess the attractiveness of inter-

national markets and identify the utmost promising market. This screening model is understood as a 

conceptual framework applicable to all firms within the chosen industry of professional services. 

The first step in the framework, the wide screening, utilize the crucial factors identified in section 3 

(Analysis of factors) to identify all relevant markets for firms within the chosen industry of profes-

sional services. The relevant markets are transferred to the second step of the screening process, the 

fine screening. This step presents two determinants to assess the potential of the relevant markets; 

the market’s attractiveness and the firm's potential for establishing competitive advantages. Based 

on these two determinants, the professional service firm can identify the specific markets that have 

the biggest potential for success. These promising markets are transferred to the third and final step 

of the screening model, the selection. This step locates the promising markets in an Evaluation Ma-

trix that enables the professional services firm to identify the specific market with the highest poten-

tial for success. Thus, it is highly recommended that professional services firms utilize this ap-

proach when searching for new international markets. By following the three steps presented in this 

conceptual framework, professional services firms are able to assess the attractiveness of interna-

tional markets and select the utmost promising market. 
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5 Discussion  
The first topic of this discussion revolves around the identified factors in section 3.2 (Analysis of 

the Crucial factors…). Based on these factors, section 4.1 (Wide screening) excluded all countries 

with high geographical distance, high cultural distance, and low collaborative culture from the 

screening of relevant markets. However, is it not possible that a country with high geographical 

distance can be attractive for a professional services firm? Despite the theories and investigated 

patterns of internationalization, it is reasoned that countries with high geographical distance or cul-

tural distance potentially can be attractive. This is illustrated by the EU-Singapore free trade agree-

ment examined in section 3.2.2 (Administrative distance). Despite the high geographical and cultur-

al distance to Singapore, this market can suddenly be assessed as attractive to some firms. Highly 

reinforcing factors can potentially neutralize the influence of trivial factors. Thus, when looking at 

the advantages of the governmental actions, the Singaporean market appears to be attractive.  

 

However, as stated in section 3.2.7 (Summarizing the crucial factors), the relevant markets have to 

be identified by carefully weighting the influence from all of the crucial factors. It is not possible to 

determine a market’s relevance by assessing the crucial factors in isolation of each other. The inter-

action between the factors identified in section 3.2 (Analysis of the Crucial factors…) has to be ex-

amined thoroughly prior to determining the relevant markets. Thus, even though a market with high 

geographical or cultural distance may appear attractive to penetrate due to the reinforcement from 

another factor, firms must carefully weight the influence from all of the crucial factors when identi-

fying the relevant markets. After weighting the influence from all of the crucial factors in relation to 

each other, it is not inevitable that a country with high geographical distance appears to be attrac-

tive. Hence, it is vital that a professional services firm thoroughly examine all crucial factors in re-

lation to each other when identifying the relevant markets. However, it is not argued to be inaccu-

rate to exclude markets with high geographical distance in the general screening model for profes-

sional services firms. Section 3.2.3 (Geographical distance) illustrated that a high geographical dis-

tance reduces the trade significantly. Thus, even though geographical distant markets can be attrac-

tive, they are not argued to be included in the relevant markets of this screening model.  

 

The second and last topic of this discussion revolves around the reliability of this paper. As stated in 

section 1.8.6 (Critical reflections), incorporation of an industry expert and two case firms with 

completely different internationalization patterns facilitate relatively high reliability of the findings. 
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As reliability refers to the accuracy of the findings, and this paper aims to develop recommenda-

tions applicable for all firms within the chosen industry of professional services, it seems interesting 

to discuss whether three interviews is sufficient to create high reliability.  

 

The reliability is highly associated with the amount of data. Thus, the accuracy of the findings is 

correlated with the amount of data utilized. With that said, incorporation of more interviewees 

would possibly increase the reliability of the findings even further. By incorporating numerous case 

firms and several industry experts, it would be possible to establish an even more diverse and com-

prehensive understanding of internationalization within the industry of professional services. How-

ever, processing this amount of data would be very resource demanding, and it would possibly re-

move the actual focus from the analysis. By limiting the data collection to three interviews, it is 

possible to gather a sufficient amount of data that can be transferred efficiently to the analysis of the 

paper. Thus, the setup with two case firms and one industry expert is considered to create a suffi-

ciently high reliability of the findings. 
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6 Conclusion  
Due to the steep increase of globalization, and the inevitable correlation between globalization and 

internationalization of firms, it has become extremely disseminated to follow the trend of utilizing 

the opportunities in the international markets. This paper has investigated the phenomenon of inter-

nationalization thoroughly and analyzed how firms within the industry of professional services can 

select the utmost optimal international market to penetrate. To facilitate the investigation of this 

aim, the paper has been divided into three analytical parts. The findings from these three parts will 

be elaborated in the following conclusion.  

 

The first analytical part of this paper identified the four most impactful theoretical perspectives 

within internationalization of firms; the Institutional-economic perspective, the Learning perspec-

tive, the Strategic competition perspective, and the Inter-organizational perspective. Due to the ad-

vantages of combining the perspectives, business managers should utilize knowledge from several 

of the theoretical schools in order to make optimal decisions regarding internationalization. Howev-

er, a gap occurs as the perspectives are contradictory and theories from one perspective can’t be 

used in coherence with theories from another perspective. This section discovered the fact, that in-

corporation of a fifth uncovered perspective, constituted by born global theories, accommodate the 

identified gap by aligning thoughts from the four major theoretical schools within internationaliza-

tion of firms. The born global perspective is capable of utilizing theories from one perspective in-

terchangeable with theories from another perspective. Thus, it is concluded that the born global 

theories constitute a modern perspective within internationalization of firms that accommodate the 

theoretical gap by facilitating an interaction between the four traditional perspectives.  

 

Secondly, based on the knowledge gained from the major theoretical schools, the next analytical 

part analyzed the crucial factors that influence internationalization of professional services firms. 

Prior to identifying the influential factors, it is essential to initially analyze whether professional 

services firms has potential to compete internationally. When analyzing the national environment, it 

appears that Denmark has a comparative advantage in those products that extensively utilize the 

abundant supply of highly educated labor. As the key determinant for establishing competitive ad-

vantages is the congruence between business strategy and the country’s comparative advantage, it 

appears that Denmark has a sustainable competitive advantage within the industry of professional 

services. By knowing that the industry possesses a competitive advantage, that possibly can help 
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professional services firms to compete internationally, it is possible to examine the most prominent 

factors that influence internationalization of professional services firms. Based on external sources, 

an industry expert, the two case firms, and acknowledged theories, the utmost important factors that 

influence internationalization of professional services firms are the cultural distance, the geograph-

ical distance, and the importance of national and foreign networks. Professional services firms 

should as a minimum incorporate these factors when screening the attractiveness of international 

markets.  

 

The third and last part is interpreted as the recommendation of this paper as it utilizes the crucial 

factors identified in the previous part to create a conceptual framework that helps professional ser-

vices firms to screen international markets. With inspiration from the Confederation of Danish In-

dustry, this recommendation utilizes a 3-step screening model to illustrate how professional services 

firms can assess international markets’ attractiveness and select the most promising market. The 

first step of the screening process, the wide cursory screening, utilizes the crucial factors examined 

in section 3.2 (Analysis of the crucial factors…) to identify the relevant markets for professional 

services firms. Based on the crucial factors, the relevant markets comprise countries with low cul-

tural distance, low geographical distance, and strong collaborative networking culture. By knowing 

the relevant markets, the second step in the screening process, the fine screening, illustrates how 

professional services firms can identify the markets that have the highest potential for success. This 

step presents two key determinants for success; Market attractiveness and the firm’s possibility of 

establishing competitive advantages within the market. By assessing the relevant markets in relation 

to these two dimensions, it enables the professional services firm to identify the most promising         

markets. The last and final step in this screening model, the selection, presents an Evaluation matrix 

that facilitates selection of the utmost promising market. The relevant markets identified in the wide 

screening are located in this matrix in terms of their score in the two determinants from the fine 

screening. The professional services firm should select the market with the highest attractiveness 

and the highest possibility of establishing competitive advantages; the Core Market. This market 

has the best fit to the specific professional services firm and is thereby evaluated as the most prom-

ising market to penetrate.  

 

In conclusion, there is a positive synergy between the three analytical parts of this paper. The first 

analytical part examined how incorporation of the modern born global perspective accommodates 
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the identified gap by facilitating an interaction between the four traditional perspectives. The se-

cond analytical part utilized the findings from the theoretical schools to identify and analyze the 

crucial factors that influence internationalization of professional services firms. Finally, the recom-

mendation utilized the crucial factors identified in the second part to develop a conceptual frame-

work that enable professional services firms to assess the attractiveness of international markets and 

select the utmost promising market.    
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7 Further research  
This master thesis investigated internationalization of firms and developed a conceptual framework 

than professional services firms can utilize to assess the attractiveness of international markets and 

select the utmost promising market. This section will investigate how theories regarding foreign 

entry strategy would enable an extension of the recommendation by analyzing how the specific pro-

fessional services firm should enter the optimal market identified in the screening process. Knowing 

the most promising market is not a guarantee that the firm will succeed within this market. The the-

ory revolving around foreign entry strategies analyze how the firm should conduct the international 

strategy to maximize the possibility of succeeding. This theory is not included in this paper as the 

selection of foreign entry strategy is a very firm-specific task, and this paper aimed to develop a 

conceptual framework that firms within the industry of professional services can utilize to screen 

markets optimally.  

 

Grant (2013) present two means by which a firm can enter a foreign market; means of transactions, 

and means of direct investments (Grant, 2013, page 326). The figure below presents a spectrum of 

market entry options. 

 

 

Grant (2013) argues that a firm can identify the optimal foreign entry strategy by assessing five key 

determinants;  

•    Is the firm’s competitive advantage based on firm-specific or country-specific resources?  

•    Examination of the barriers to trade 
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•    Does the firm possesses resources and capabilities to establish a competitive advantage? 

•    Can the firm appropriate the returns to its resources  

•    Examination of the transaction costs  

 

These five key determinants are argued to be in great alignment with several of the theories incor-

porated throughout this master thesis. Section 4 (Analysis of how professional…) examined the 

competitive advantages thoroughly, while section 2.1 (Institutional-economic perspective) covered 

transaction costs. Thus, this theory regarding the optimal foreign entry strategy is argued to be ap-

propriate to extend the recommendation of this paper. By knowing the utmost promising market, a 

thorough examination of the five key determinants would allow the specific professional services 

firm to conduct the optimal foreign entry strategy.  
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Appendices   
 

Appendix 1: Interview with Kim Møller, CEO of Oxford Group 
 

Can you briefly explain the reason why Oxford Group has chosen to operate in foreign countries? 

Actually, Oxford Research which is the main entity has a narrow specialization, as we do research 

and analysis within two areas only; industry & regional development and welfare. The narrow spe-

cialization and the fact that we are on a small market as Denmark are the main drivers for our spe-

cialization. Companies like Great Place To Work is a license operation, so since we have the license 

in Europe, we chose to operate in 15 countries.  This is also the case with Oxford Leadership, which 

also is a license business. Since the company is very narrowly specialized we have to operate out-

side Denmark’s borders in order to gain a critical mass.  

 

Can you explain the order of Oxford Group’s international expansions? Which country did you 

penetrate first and which country is the most recent?  

This approach is to some extend opportunistic. The first country where we established an entity was 

in Sweden, where we were pushed by the Great Place To Work obligation. Once Great Place To 

Work was established we used the network to establish Oxford Research in Sweden later in 2003. 
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In 2003 we also established a Great Place To Work entity in Portugal, Spain, Norway and a joint 

venture in France.  

 

In 2004 a lot of things went wrong as we were losing a lot of money. We had to close down and 

transfer the ownership of some of the entities. In Portugal we transferred the ownership to a Brazili-

an company. And we did the same in Spain. We continued in Sweden but had to put the activity to 

sleep in 2006. An anecdote from Portugal is that we had a lot of problems with the CEO from the 

Portuguese entity. After some months she wanted to leave, and asked when she could get her salary 

from the 13thmonth paid. In Portugal they have 14 months of salary as they get an extra salary in 

December and June. I hadn’t realized that. It took a long time and a lot of tension to negotiate and 

come to agreement. This is an example of how important it is to know the regulations and norms in 

the culture before opening entities. If you don’t know the cultural norms in the penetrated country, 

It will probably complicate the operations. In this example it cost us a lot of money and was an im-

portant knowledge to gain. Some cultural challenges also occurred in Sweden even though the dis-

tance isn’t high. We didn’t have a CEO located in the Swedish office, which was big challenge. We 

appointed one from the Danish office to be Nordic director.  However, it never worked out because 

they didn’t have a relation to the management.  

 

In 2004 a Norwegian guy from a European network I am member of contacted me. At this time he 

was a CEO of an institution in Norway and wanted to leave and start something himself. He asked 

me to start a joint venture where he could lead the Norway department. This was completely differ-

ent from the experiences in Sweden, as the Norwegian guy was a co-owner of the company. He 

knew that if he asked for more money, he had to pay 25% himself. This created a much better dy-

namic as the CEO became a part of the actual company. That is what we learned from this interna-

tionalization – it is important to have a CEO from the actual company.  

 

In 2010, we were contacted by a Swedish company that wanted to join forces with us. In order to 

join forces, we had to move activities to Sweden. We swapped shares and merged the two compa-

nies. We asked the Swedish staff in Copenhagen if they wanted to move to Sweden, and to my sur-

prise many of them said yes. Then in 2012 I was on a training program and met a guy from Finland. 

He had interest of being a part of Oxford Research. Instead of recruiting him, I talked to his CEO 
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and we all had a beer together that night. The CEO was also interested in Oxford Research and we 

decided to join forces. His only term was that they could be co-owners.  

 

In 2015 we were approach by a guy from Latvia who worked in a research institution. I thought this 

market was very interesting. So we joined forces and started up in late 2015 or early 2016. Last 

chapter so far is a similar process in Poland. It this time we were present in all Scandinavian coun-

tries and wanted to find a new challenge. The main reason was because I knew a guy from the Eu-

ropean network that I thought could help us gain traction in Poland. He became a co-owner. He 

started up operations in early 2017. The story is that it didn’t go very well. We thought we knew 

everything about the polish market. We didn’t. After 9 month we had to close down. We did the 

same as we did in Sweden back in 2006, where we putted activities to sleep but sustained the bank 

accounts.  

 

Do you use any tools or guidelines when you have to select countries that Oxford Group are pene-

trating? 

I have to say that I have an extreme opportunistic view. I often find new challenges by talking to 

networks or friends with opportunities. After my opportunistic approach, I would say that the se-

cond most importance is similarity. Similarity is in terms of cultures and how different the cultures 

are. For instance, we look at how similar Poland is to Denmark. Poland is very nationalized.  If you 

want to succeed in the polish market you have to be there a long time.  

 

By looking at Sweden, there are many similarities to the Danish market. The cultures are very simi-

lar. This makes it easier to succeed. These similarities are often associated with the distance to the 

country. Our neighbor countries often possess many similar characteristics as the one in Denmark. 

So to sum up, the most important tool we can use is the network as we have an opportunistic ap-

proach. The second most important tool it to understand the similarities, especially in the culture.  

 

How is the process when you penetrate a new market – do you have any partners that help you es-

tablishing the subsidiary? 

The challenge with our approach is to find the right partners that can help us succeed. Thus, the size 

and quality of the network is important. It can often be a challenge to find the right candidate as 

humans can establish great first impressions and later disappoint. This happened in Poland, and can 
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lead to complications in the international operations. We are a part of a formal business network in 

Dublin, where we can find people. If I wanted to find a person I Spain, I would be able to reach out 

to this network and someone would be able to help me.  

 

By looking at the international expansions Oxford Group have made, is there any difference in how 

easy it was to gain traction in a new country?  

We have had the easiest traction in Norway. We are close to culture and we are very similar. Nor-

wegians likes Danish companies and products. Also, they love coming to Denmark. This helped us 

gain traction. The culture in Norway helped us to gain traction in this market. If we look at Poland, 

it was the other way around and the culture became a disadvantage. Due to the differences in cul-

ture we wasn’t able to gain a solid traction in Poland.  

 

In Finland we met a challenge in terms of the location of the office. We weren’t located in the capi-

tal, which made it very difficult to gain solid traction. This was a big challenge and we had to move 

operations to Helsinki. Location of the office is very important to gain traction in the country. The 

location in Denmark has clearly helped us, as we are located within the capital with close access to 

the knowledge and new trends.  

 

Do you have any thoughts on what country you will penetrate next, after the activation of the polish 

office?  

First of all, our focus right now is on how we work in Denmark. We want to develop our self before 

looking at new geographic locations. When we are ready to expand internationally, it will not nec-

essarily be in Poland. In terms of similarity one option is Germany. It could also be Brussels, as 

they are relatively similar to us. We think Brussels seems very interesting. After all this drama with 

Brexit, some of our UK partners are thinking about the future of business within EU. So the UK 

countries could also be interesting.   
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Appendix 2: Interview with Allan Levann, CEO of High Performance Institute  
 

You are currently only represented on the Danish market - are you planning to penetrate foreign 

markets in the future? 

We make an education called High Performance Leadership in collaboration with CBS. It has be-

come a great success. We started in 2016 and have had success since then. The great success has 

meant that I have held several meetings with foreign actors who are interested in getting the educa-

tion internationalized.  

 

A good friend of mine, Christina Boustrup, is an expert of the Chinese market. She has written a 

book on how China shapes the future of the world. She has an impressively extensive knowledge 

about the dynamics in China. In China, they have a clear strategy to focus more on people and hu-

man resources. Chinese businesses are constantly looking for the new opportunities and invest-

ments. She told me that if I want a big breakthrough with the management training education we 

have, I should not go to IMD in Switzerland or LSE in London, I should go to China. And I think 

that mindset is very interesting.  

 

The Chinese do not look at the United States and the leadership theories of American scientists. The 

Chinese do not want this old traditional management thinking. That's why they look elsewhere, and 

I think they look a lot at the European markets. We do not believe in control of people, we believe 

in release of people. We do not believe in management, we believe in leadership. That's what they 

need in China. They need the knowledge we possess. China has control over robots and technology, 

but lacks insight into people. I have many contact persons dealing with the Chinese market and they 

have to help me get there. They need to help me find a Chinese university that we can negotiate 

with. I really believe in the Chinese market and I am actually ready to start. 

 

Can you elaborate on your network or partners influence on establishing operations in China? 

I have many partners who can help me open the doors to the Chinese market. If you do not have 

partners it will be difficult to establish a network and reach the right people. I have both Christina 

and several other good contacts that can lead the way for me. Networking is essential to find the 

best opportunities and to accommodate the challenges. I believe that networking is crucial for suc-

cess, both when moving internationally but also to succeed in the national market. So the network 
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has a major impact when we are moving to China. I wouldn’t be able to go there without my net-

work.  

 

What do you expect to be the biggest challenge in penetrating the Chinese market? 

Honestly, I do not have a thorough insight in the Chinese market, so I am not aware of the biggest 

challenges. I think the culture and general behavior may be completely different compared to he 

European.  

 

Also, the regulations could be a big challenge. My network must help me with the obstacles. They 

have a thorough knowledge of the market and cultures, so they have to help me find the right busi-

ness partners the right places. As they know the potential challenges of this market, their knowledge 

will be crucial for my success. My good friend, Christian Stadil, says that you only enter China if 

you want to share your business. He found out that it is extremely difficult to operate in China due 

to the different regulations and structures. So when it comes to these challenges, Christian Stadil 

will help me identify and accommodate the obstacles. 

 

Can you briefly explain generally why it is attractive for HPI to operate in foreign countries? 

I think we have something special with our educations, and I think this can successfully be trans-

ferred to international markets. I think my thinking and knowledge is different from others, and I 

am sure it has an international potential. I actually have no doubt about that. Many of the thoughts 

we have can be replicated abroad. Our educations have been sold out since 2016, and there is a 

waiting list for 2020. We have something special, and I am completely sure that it also fits interna-

tional markets. So by going abroad we can hit a much larger target group. 

 

Do you think that Denmark's resources and strengths have an impact on the Danish firms’ success 

internationally? 

Yes, I am sure that the Danes possess many resources that make us valueable internationally. Den-

mark is a competitive country with high competences and a high degree of knowledge. I think one 

of our greatest strengths is our human vision and belief in each other. I think this is why our leader-

ship educations are so successful. People believe in each other, which makes easier to be a leader 

and to be led. This strength can definitely help the Danish firms internationally.  
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That is also why I think our leadership programs will succeed internationally. People buy what we 

do and know the quality of our knowledge. Another strength is our flat democracy. The distance to 

the decision maker is small. We do things together and help each other. I think this is strength as it 

endorses knowledge sharing and better results. None of us can do it alone, we have to do it in a 

team. I believe our community and focus on being a team increase Danish firms’ competitiveness 

internationally. Danish firms should keep these characteristics in their international operations. We 

will keep our core values when going to china. I am sure this will increase our competitiveness in 

this market as well as all other markets.  
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Appendix 3: Interview with Allan Ehrenreich Mortensen, Chief Consultant in Con-
federation of Danish Industry  
 

First part: Factors that can have an influence on the success of international expansion: 

Basically, what are the most influential factors firms should consider when moving to another coun-

try? 

When you say moving into another country, do you mean into an additional market or is it for leav-

ing Denmark and start up in a new market? 

 

Interviewer: The meaning is when a firm move into an additional market, for instance through a 

subsidiary. 

 

The first thing we see is a particular balance when we talk about professional services firms is that 

they are ask themselves why and how they should go and be present at another market. Since pro-

fessional services revolve around services, internationalization is not always about subsidiaries. 

There are many other ways these firms can internationalize. An example is exporting. However, the 

main mode of internationalization among professional services firms is to create a subsidiary. Many 

Danish professional services firms are focused on the neighbor market such as Sweden, Norway, 

Germany and not any further.  

 

Interviewer: What is the reason behind only going to neighbor countries?  

It is something about understanding the markets, and these markets are not too different from the 

home market in Denmark. Markets far away often have a different way of acting. It is extremely 

important to understand the market you want to work in. This is often related to the physical dis-

tance. When the physical distance is low, it is easier to understand each other. Both in terms of 

common norms and cultures, but also in terms of the language spoken. Obviously, if you speak the 

same language it is easier to understand each other.     

 

We see many of our professional services clients working with an opportunistic approach. When 

they see a network opportunity or market opportunity they act on this particular opportunity. This is 

not always the best approach, as many of mentioned barriers will occur. Contrary, many other com-

panies, in particular big companies, plan in strategic ways in term of market presence. Professional 

services firms spot market opportunities, and if they think they are able to deliver in that market, 
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they go for it. They are often less strategic when it comes to grabbing new customers or markets 

compared to other industries. However, this is not always a negative thing. An opportunistic ap-

proach can be positive when it comes to internationalization as it presents many opportunities that 

wouldn’t come with the strategic approach.  

 

Is there any difference in the factors professional services firms have to be aware of prior to expan-

sion compared to the general factors explained in the first question? 

Some of the internationalization methods that professional services firms use are not possible for 

other firms. If the firm doesn’t chose to create a subsidiary, they can also be present by working 

with a local partner. A network or partners can help you sell your service in a foreign market. They 

can deliver a product or service to a foreign country without being present. That is one of the bene-

fits with the opportunistic approach when you are a professional services company. This part-time 

presence is also characterized as going international in processional services terms.  

 

You mention that professional services firms often have an opportunistic view. Can you elaborate 

on this approach and potential drawbacks?  

I can give you an example of a firm that utilized an opportunistic approach. In the video material I 

send you with our events, there is an interview with an architecture firm. They came into a project 

in Germany where they had to design a harbor. They had to do this with a local German partner. 

This firm used an opportunistic approach as they heard about the project in their network. That’s 

how you find projects. They are often available through your network. In order to proceed, they had 

to find a local German partner.  

 

Some of the challenges of being present in shorter periods of time and in markets where you didn’t 

plan to be present are that if you really want to be there, then you have to prepare your employees 

and strategy. It can be difficult to figure out where to put the different competences. Not everything 

has to be present in the Danish headquarter. The most optimal would maybe be to allocate some of 

the tasks to departments in different countries.  

 

Another way of growing into being an international professional services company is to build up 

alliances with other companies. This can be done by co-investing or simply by building an alliance 

where you work together and use the synergies. Nationally, at the Danish market, the professional 
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services industry is building up a lot of alliances and networks. These alliances are used to create 

synergies and grow the company.   

 

Do you think these alliances or networks in the national environment can be used to gain traction in 

a foreign country? 

Yes definitely. If each firm in the network have a competence that would be a need or valueable in 

another market there would be good synergy in using the network. Another example is one of our 

clients, who is part of a network called North Alliance, which is an alliance for multiple brands 

within PR and communication. This alliance include companies from Norway, Sweden, and Den-

mark. The companies within this alliance can potentially help others to markets they wouldn’t be 

able to penetrate alone.     

 

Second part: The national environment’s influence on Danish firms’ international competi-

tiveness: 

You mentioned that firms could utilize their network in order to gain traction in the foreign market. 

Can you mention other factors that the Danish environment possesses that will help companies in-

ternationally? 

By looking at old internationalization theories, it is important that you are strong in your home mar-

ket before you can move to new markets. That is in my opinion the most impactful insight that pro-

fessional services companies must possess. If they don’t master the discipline in their own market, 

they will never be able to do it in a foreign market. Professional services are a peoples industry. 

You sell a lot of your own insights and competences. You don’t sell physical products. That’s why 

humans are of utmost importance in this industry. You should be very good at what you do in your 

home market. Of course there are companies that go into new countries to find people that possess 

different types of knowledge or skills that we doesn’t have in the Danish market. That is one of the 

reasons why some professional services firms tap into new markets – to gain skills that are not pre-

sent in the Danish market.     

 

Do you think that the high degree of education in Denmark have a positive effect on Danish com-

panies’ competitiveness internationally? 

I think there are strong elements in the Danish educational system and the people it produces. Also 

how we approach projects and work together. We often here the term “The Nordic Approach”. 



	
	

91	

Denmark possess something special regarding how we work together and how we work with our 

customers and how we implement the solution. These competences can be transferred to the foreign 

market. And if the foreign market doesn’t possess the same competences, it will give the Danish 

firm a Competetive advantage. However, the Danish model is not a magical tool, as there are draw-

backs with everything. There are also drawbacks with the Danish model. Other countries have dif-

ferent competences than Denmark. Thus, the Danish model is not a magical formula but has it own 

positive way of putting the elements into play so it works to your favor.   
 
 
 
 

Appendix 4: Confederation of Danish Industry’s lists of  internationalization approa-
ches  
 

 
 
 
Translation of Appendix: 
Parameters of internationalization;  

• Have subsidiaries/international department  
• Is in a permanent international network 
• Utilizes international partners 
• Utilizes international labor  
• Exporting  
• Is present on few/several markets  
• Is present in countries with low/high proximity  
• Has experiences from international markets  
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Appendix 5: Bartlett and Ghoshal’s Model of International Strategy (1989) 
	

 

 
 
 

Appendix 6: Competitive advantage in an international context 
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Appendix 7: Turnover rate for professional services  
	
	

 
 
 

Appendix 8: Employment rate for professional services  
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Appendix 9: Degree of Education in the industry of professional services 

  

 

 

 

Appendix 10: Distribution of educational degree 
	
 

 
	


