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Abstract 

The aim of this thesis is to investigate how staying abroad motivates and enables Czech           

entrepreneurs to engage in exporting their products and services, deepening the current           

understanding of internationalization, a significant factor for growing country’s economy.           

In order to explore these relationships, it is important to examine how living in a different coun-

try can act as primary motivation, as well as facilitator, to enable entrepreneurs to start exporting. 

Two hypothesis about motivations and four about enabling factors have been synthesized,       

relating to the act of staying abroad. These hypotheses were formed based on a mindful literature 

review of diverse studies carried out on stimulus and enabling factors which can trigger          

internalization. A quantitative analysis, based on an online survey of 261 Czech entrepreneurs 

was conducted to test these hypothesis, allowing for statistical analysis through 2-tailed           

independent t-tests, and single linear regressions. Moreover, the relationships between            

motivations, as well as enabling factors, and two more demographic segmentations, gender and 

age, is also tested in order to create a deeper analysis of the results. The findings imply that      

living abroad motives and enables entrepreneurs to internationalize. However, confounders show 

spurious associations which can be credited to the demographics. Moreover, the results depict an 

interesting finding that living abroad in association with studying abroad does not make           

entrepreneurs more likely to internationalize. These results can be used at institutions when       

making decisions about educational programs abroad and helping entrepreneurs with living 

abroad. Additionally, the found stratified relationships of the hypotheses can be used as a starting 

point, or support, for future researches. 
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1. Introduction 

Small and medium enterprises (SME) are the backbones of country’s economy these days and 

institutions must recognize their motives and needs. For a very long time it was large companies 

that were mainly recognize as the important players in internationalization. However, there is an 

increasing prominence of getting more export earnings from SMEs. That said, it is essential that 

there is both the drive and the ability to enter foreign markets. For this reason, the SME’s moti-

vations and enabling factors for engaging in internationalization must be strengthened. This 

chapter introduces the established research area as well as the current knowledge gap, shedding 

light on how I capitalized on this knowledge gap.  

Existing studies suggest that the time spend abroad motivates entrepreneurs to internationalize 

(Morosini and Shane, 1998; Athanassiou & Nigh, 2000; Manolova et al., 2002; Ruzzier et al., 

2007). It is believed that, thanks to traveling to other countries, one can gain such an experience 

that assists in recognizing the monetary potential of the foreign market. This personal knowledge 

also reduces the perceived risk that is usually ascribed with engaging in exporting as the entre-

preneurs’ possessed experience can potentially motivate them to internationalize. However, these 

studies mainly focus on analyzing economical and rational reasons why SMEs are motivated or 

discouraged to engage in internationalization (Manolova, 2002, Leonidou, 2007; Altıntas, 2007, 

Fabian et al., 2009). One must challenge this conviction that internationalization is purely driven 

by rational and economic reasons. What if it is not only traveling to other countries, but also liv-

ing abroad that particularly creates an emotional connection to another culture that, for a change, 

motivates entrepreneurs? Furthermore, much research subsists focusing on understanding the 

education as the first step that can act as motivational factor for internationalization. Education 

seems to form specific entrepreneurs’ characteristics that motivate them to operate abroad 

(Athanassiou and Nigh, 2000; Ruzzier et al., 2007; Alon et al., 2013; Mubarak et al., 2018). That 

is to say, the combined influence of education and living thanks to studying abroad appears to be 

an appealing aspect. There is less research addressing studying abroad and living in foreign 

countries as the main motivation for internationalization.  
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On the other hand, engaging in internationalization is not only a case of motivation, but the abili-

ty to mobilize thought into action. One adds to the other; arguably one would be impossible 

without the other. Current studies distinguish between two main theories in connection with trav-

eling abroad; gradual progress and network approach. The gradual process addresses the impor-

tance of having a personal experience firstly from home market which ultimately creates the 

skills and subsequently the ability to enter foreign markets (Morosini and Shane, 1998; Athanas-

siou and Nigh, 2000; Westhead et al., 2001, Akuetteh et al., 2012). After establishing companies 

domestically, the researchers argue that entrepreneurs mainly travel to countries with a close 

psychical distance which, as the researchers argue, is possible in conjunction with the gradual 

process as it is easier to enter similar markets to entrepreneurs’ home markets (Johanson and 

Wiedersheim-Paul, 1975; Cavusgil, 1980; Johanson and Vahlne, 1990). Contrary to this, other 

researchers argue that this gradual process enables entrepreneurs with limited exporting options 

which does not necessary lead to an improvement in internationalization efforts. They believe 

that individuals have more possibilities to travel these days and thanks to these international trips 

they create more diverse relationships. Thus, much research exists focusing on understanding the 

network that can be created thanks to traveling to foreign countries. These relationships can help 

entrepreneurs with advancing their position in the unfamiliar markets creating an ability which 

enables them to internationalize (Johanson and Mattsson, 1988; O’Farrell et al., 1998; Athanas-

siou and Nigh, 2000; Chetty and Holm, 2000; Westhead et al., 2001; Fabian, 2009; Stoian et al, 

2010). However, it is unclear which of these approaches make SME’s entrepreneurs more likely 

to be able to internationalize. Moreover, there is also less research addressing simply living in a 

different country as the main enabling factor for internationalization as one can develop an emo-

tional connection to another culture especially through living abroad.  

These two research areas about motivations and enabling factors give the rationale for undertak-

ing this study as living abroad and its emotional effect seems to be conspicuously absent in these 

theories. This understanding is important for educational institutions and is also central for gov-

ernment policies to establish successful exporting environment among SMEs. The purpose of 

this research is, firstly, to fill the gap left by previous motivational research by exploring the two 

motivations associated with traveling of studying and living abroad. The second goal is to focus 

on examining what approach genuinely enables SMEs entrepreneurs to internationalize to fill in 
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the gap of the preliminary work on necessary abilities built via traveling. Moreover, it also ex-

tends previous knowledge further by researching whether it could be the emotional tie that en-

ables entrepreneurs. In this thesis the overall research question is the following:  

“How spending time abroad might motivate and enable Czech entrepreneurs to engage with in-

ternationalization” 

To examine this question further the following hypotheses are drawn upon;  
• Studying in a foreign country increases the likelihood of internationalization,  
• Living abroad has a positive correlation with being motivated to internationalize,  
• Having a domestically established SME enables entrepreneurs to internationalize,  
• Exporting to neighboring countries facilitates the internationalization of SMEs,  
• Network created from living abroad is positively correlated with internationalization,      
• Creating an emotional tie to another country has a positive correlation with being able  

to internationalize.  

For the purpose of undertaking clear research, I will conduct a quantitative study using confirma-

tory analysis to test my hypotheses in one focal country; the Czech Republic. The sample is col-

lected amongst 261 Czech entrepreneurs located through linkedin searches and general survey 

enquiries. I will in particular examine living as a main factor for motivating and enabling entre-

preneurs to engage in internationalization in the Czech Republic for several reasons, primarily 

because private ownership was not allowed during Communism until 1989 when the regime col-

lapsed. Since then the entrepreneurial environment experienced immense growth with current 

studies indicating that SMEs seem to economically perform better than larger companies 

(Benáček, 2010; Eurofound, 2013; Koudelkova, 2014). Additionally, SMEs account for more 

than half of Czech exports (Tomeš, 2018). Therefore, Czechia provides a plentiful and interest-

ing field for entrepreneurial studies.  

Moreover, I originally come from Czechia and have personally lived abroad for six years due to 

educational purposes. I believe that I have built a unique set of skills and motivations during this 

time; I have studied entrepreneurship in four different countries letting me experience different 
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markets as well as learn about a variety of cultures beyond my own. I personally feel that this 

time spent abroad has made me more interested in being an entrepreneur who is strongly en-

gaged in exporting. I find this combination of motivations and abilities, in conjunction with hav-

ing lived abroad, interesting and I see the need to explore this field further in the case of Czech 

Republic.  

The insight gained in this research will be beneficial for educational institutions and governmen-

tal departments focusing on SMEs' internationalization as understanding motivations and en-

abling factors can help inform future educational programs and policies, contributing to a more 

thoughtful design better tailored to individuals’ motives and needs. The findings can also con-

tribute in creating an environment where entrepreneurs feel optimistic and prepared to engage in 

internationalization. Additionally, it will provide a more comprehensive theoretical framework 

regarding the relationship between living abroad and entrepreneurs internationalization efforts.  

As such, this thesis is organized as follows. The literature review will introduce two motivational 

and four enabling concepts which are significant for understanding the background for the hy-

potheses. Methodology will address the research design as well as an in-depth evaluation of var-

ious decisions in order to outline an appropriate approach to the data. Data analysis will intro-

duce the process of analyzing the collected data and the findings. This is important for the fol-

lowing discussion chapter where the research question will be conducted. Afterwards limitations 

are defined in order to present the restrictions of this thesis’s research design in regard to ad-

dressing the ability of answering the hypotheses. Lastly, a conclusion is drawn upon to summa-

rize the discussion.  
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2. Literature Review  

Internationalization is a significant factor for growing a country’s economy (Audretsch et al., 

2004; Acs, 2006). Recent studies show that a lot of potential lays within Small and Medium en-

terprises. We need to understand that, although it is large companies that are currently recognized 

as the important players in internationalization, the promise of getting more internationalization 

from SMEs holds greater potential and long-term value. There are many studies showing eco-

nomical and rational reasons why SMEs are motivated or discouraged to engage in international-

ization, as well as what skills are needed for such actions. Yet none of the studies focus on the 

type of motivation that you can develop from living in a different country, creating an emotional 

connection to another culture. I will examine living abroad as a main factor for motivating and 

enabling entrepreneurs to engage in internationalization, using the Czech Republic as a case 

study. 

This chapter discusses firstly the importance of internationalization for countries’ economy, fol-

lowed by reviewing arguments about studying and living abroad and the effect this has on inter-

nationalization. Next, it studies different theories how traveling or living abroad enables entre-

preneurs to internationalize. Lastly, it describes why the Czech Republic was chosen as the main 

field of study.  

2.1. Importance of internationalization for economies 

Various studies show that promoting and supporting SMEs internationalization efforts positively 

impact an economy’s growth and enhances domestic economy (Naidu and Rao, 1993, Audretsch 

et al., 2004; Acs, 2006). To increase efforts towards internationalization among businesses, insti-

tutions should not be focused on big companies that are already engaged in such activities, but 

on SMEs where the most untapped potential lies. Lucas (1978) believed that economies can only 

develop and grow in line with higher average company sizes; SMEs did not play an important 

factor. He based this claim on an economic study focused only on American closed economy, 

measuring as many variables as possible from years 1900-1970. However, this is not applicable 

to today’s landscape which is vastly different and changes regularly. Lucas (1978)’s study was 
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correct saying that big companies create a significant contribution to country’s economy, yet 

what he did not take into an account was that there is a large quantity and variety of SMEs. If all 

SMEs internationalized, their combined contribution is actually greater than that of the big com-

panies’. Aquilina et al. (2006) used Luka’s model (1978) and extended it to different countries’ 

economies to investigate whether there is an inverse relation between the elasticity of different 

markets and average firm size and came to a contradictory conclusion to Lucas (1978). Their 

study claims that, “in an economy characterized by higher values of SMEs we should expect a 

higher level of development, more entrepreneurs and smaller firms” (Aquilina et al., 2006, 

p.210). To summarize, historically it was believed that big companies create the wealth of a 

country’s economy, however today’s environment is largely affected by SMEs internationaliza-

tion efforts (Wright et al. 2007, Acs, 2006). Thus, it is important to understand that promoting 

market globalization and supporting SMEs in internationalization should be of every govern-

ment’s interest.  

Supplementary to this, this interest can be supported through business education. For example, 

Alon et al. (2013) discovered that the educational level of owners positively influence their deci-

sion to start exporting their products or services. Other studies also consider education as one of 

the factors that drive internationalization (Alon et al., 2013, Francioni, 2016). Therefore, to de-

velop business education that reinforces this goal of supporting internationalization, we need to 

understand what motivates and enables entrepreneurs to engage with internationalization.   

The important question is what motivation creates a bond with the foreign culture, in turn giving 

entrepreneurs the idea and skills to internationalize. This is relevant to governments that aim to 

support their entrepreneurs to be more internationally oriented. In this thesis I consider one moti-

vation that seems to be omitted by other studies and that is living abroad, specifically the emo-

tional implications of this. If found to be true - that living abroad helps people to expend more to 

foreign countries - then it should also be built into the education more. If business schools are 

encouraged to include more semesters abroad, then they could increase their likelihood of pro-

ducing entrepreneurs who think in terms of internationalization. Therefore, this thesis will inves-

tigate how spending time abroad might motivate and enable Czech entrepreneurs to engage with 

internationalization.  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 2.2. What motivates entrepreneurs to engage with internationalization 

There are a lot of studies that have explored what motivates entrepreneurs to engage with inter-

nationalization (Lukas, 1978; Reynolds et al., 2005; Acs, 2006; Altintas, 2007; Leonidou et al., 

2007; Fabian et al., 2009, Ciravegna et al., 2014). However, all of them mainly focus on rational 

and economical motivations, none of them focus on the type of motivation that you can develop 

from living in a different country. It is important to understand what motivates and enables en-

trepreneurs to internationalize as exporting efforts are important to the country’s economy. Addi-

tionally, this understanding also influences how institutions should structure entrepreneurial edu-

cation. 

From the entrepreneurship studies we are aware that entrepreneurs are not only motivated by ra-

tional economic factors, but also emotional factors (Brandt et al., 2009; Brannback et al., 2011; 

Eurofond, 2013). Yet, as mentioned above, studies on entrepreneurial exporting motivations have 

mainly uncovered either monetary or rational desires. Understanding export motivations is a sub-

ject of great focus, this is not only because internationalization represents a strategical benefit for 

SMEs (Leonidou et al., 2007), especially if the SMEs operate in a smaller domestic economy 

such as the Czech Republic, but also because it positively influences domestic markets. This is 

why I am researching whether developing a connection thanks to staying abroad could be a 

SME’s driving force to internationalize.  

In today’s environment, some studies argue that entrepreneurs base their decisions to internation-

alize on compelling opportunities, such as revenue growth, gaining more power from foreign 

markets, creating economies of scale or scope, or overall aim for a long-term competitive advan-

tage (Manolova et al., 2002, Leonidou et al., 2007; Altıntas et al., 2007, Fabian et al., 2009). For 

example, Leonidou et al. (2007) reviewed 32 empirical studies between 1974-2004 to provide a 

full understanding of various companies’ stimuli to engage in internationalization and identified 

40 export motives organized on a scale from ‘very high impact’ to ‘very low impact’ (appendices 

1). In accordance with their findings, they argue that the most important motives are based on, 

for example, the need to increase sales/profits or an increase of the company’s growth. The least 

influential motives are management’s international trips (appendices 2). Their study, carried out 
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over a 30 year period, included ‘traveling’ in only one out of 40 of the export motivations. This 

may be because they set this stimuli factor ‘management trips overseas’ based on a study from 

1993 by Ifju and Bush who had already concluded that traveling done by managers is not a criti-

cal indicator for SME’s exporting efforts. In an interesting manner, these studies do not go fur-

ther into the detail whether there is an age or gender differential between those who travel more 

or less, or whether staying abroad for a longer time could develop different motivations across 

one’s whole life. Leonidou et al. (2007) study determined monetary interest as the most signifi-

cant desire prior to data collection, thus placing a bias on the study and placing questionable ra-

tional over their conclusions to economical motivation. 

On the other hand, some studies argue that the time spend abroad encourages entrepreneurs to 

engage in exporting (Athanassiou & Nigh, 2000; Manolova et al., 2002; Ruzzier et al., 2007). 

For example, Athanassiou and Nigh (2000) focus on the importance of face-to-face communica-

tion in regard to internationalization. They believe that entrepreneurs who have personal experi-

ence from an international market have the required knowledge, as well as skills, to enable them-

selves to enter this market with less effort required. Similarly, Reuber and Fisher (1997, p.820) 

argue that having a knowledge of a foreign market is “a resource that influences SMEs to engage 

in behaviors leading to a greater degree of internationalization”. They believe that thanks to 'per-

sonal experience overseas’ in a foreign country, entrepreneurs can recognize the monetary poten-

tial of the foreign market as well as gain certain skills for being able to operate within that mar-

ket. Another study by Morosini and Shane (1998) points out that possessing a knowledge from a 

different market can reduce these barriers, potentially motivating SMEs to internationalize fur-

ther. However, they do not study whether it is traveling or living abroad that encourages them to 

do so. 

To expand on the difference between traveling and living abroad, one study indicated that under-

standing foreign market potential can be obtained especially through traveling to different coun-

tries and thus act as an important step to internationalization (Abby and Slater, 1989). Supporting 

the argument that any personal experience from a foreign country can increase entrepreneurs in-

terest in exporting. Moreover, Ruzzier et al’s. (2007) survey of 165 internationalized companies 

underpin the fact that entrepreneurs who have spent some time abroad will react more sharply to 
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opportunities from the foreign markets. However, a study by Manolova et al. (2002) argues that  

traveling to a foreign country alone does not act as a motivator. Additionally, these studies also 

focused on the monetary reasons for expanding to other foreign markets. No study explores 

whether a personal relationship to other cultures gained through living abroad on its own could 

develop this motivation. 

Interestingly, Athanassiou and Nigh (2000) explain that even though they found out that knowl-

edge of foreign market that can be gained by traveling is beneficial for entrepreneurs who aim to 

internationalize, they are also aware that not all entrepreneurs have the time, resource, or oppor-

tunity to acquire this personal experience. This is where other studies claim that education can be 

this first step that can act as a motivational factor for internationalization. For example, Alon et 

al. (2013) discovered that the educational level of owners positively influence their decision to 

start exporting their products or services. Mubarik et al’s. (2018) study of 95 human capital fac-

tors also discerns that the main three dimensions are experience, education, and training. Many 

studies found out that entrepreneurs with a higher educational level are more likely to engage in 

exporting activities (Leonidou et al., 1998). However, Bloodgood et al. (1996) debate that in-

ternational school has no or little effect on entrepreneurs’ posterior exporting activities. This as-

pect goes along with a study on internalized and non-internalized SMEs by Manolova et al. 

(2002) that shows no significant correlation between the level of education and internationaliza-

tion. 

However, it can also be argued that human capital can be enhanced by investing more time and 

resources to education as it creates specific characteristics and capabilities that assist entrepre-

neurs when operating overseas (Ruzzier et al., 2007). Therefore, the combined influence of edu-

cation and traveling, via studying abroad, appears to be an appealing aspect to investigate as it 

can be understood to be the first step towards internationalization. It could be an important factor 

to develop education abroad which in return can motivate entrepreneurs to internationalize. 

Interestingly, Oviatt et al. (1993) argue that it is not only education but also the age itself which 

plays an important part in the initialization of internationalization. Earlier studies support this 

proposition by arguing that younger entrepreneurs are more aware of the international environ-
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ment and thus are more likely to engage in global markets (Garnier, 1982). Furthermore, 

Leonidou et al. (1998)’s study also argues that younger entrepreneurs tend to internationalize 

more frequently to the older entrepreneurs. Other research found that younger entrepreneurs only 

have an impact on export design-making at the starting stage of internationalization and not on 

the advanced stage (Cavusgil, 1980). Younger entrepreneurs are considered to be more open to 

internationalization, yet older entrepreneurs acquire a unique knowledge that makes them per-

form better in foreign countries, even though they start exporting at a later stage of their busi-

nesses (Nakos, 1998). Another interesting indicator is gender. There are studies that claim that 

female-owned company engage in export less as it is more difficult for them to require needed 

resources which negatively influences their export behavior (Orser et al., 1999; Thomas and 

Mueller, 2000; Brush, 2002). On the other hand, researchers also found out that women have a 

unique approach to internationalization which, in many cases, is more successful than men’s 

strategies (Knight, 2000; Reavley et al. 2005). I find these two demographics as potentially im-

portant indicators and will use them for enriching the hypotheses for this study.


As can be seen from the above section, the motivations identified in literature are so far about 

rational or economic reasons. Yet, in the current entrepreneurial environment a lot of SMEs’ 

emergence is a matter of an ethnical or emotional reason (Brannback et al., 2011; Eurofond, 

2013). It seems that more often monetary, rational, and economic motivations are becoming 

weaker when entrepreneurs are considering a foundation of their ventures. It would be interesting 

if internationalization was purely driven by rational and economic reasons. However, there is one 

possible motivation that can make entrepreneurs interested in, and engage in, internationalization 

that is being conspicuously absent; an emotional connection for a foreign country that can be de-

veloped through living there. Therefore, I will firstly investigate whether studying abroad can 

motivate entrepreneurs to internationalize and secondly whether living abroad also can develop 

such a motivation. Thus, this thesis hypothesizes that; 

 H1: Studying in a foreign country increases the likelihood of internationalization 

 H2: Living abroad has a positive correlation with being motivated to internationalize 

 15



2.3. What enables entrepreneurs to engage with internationalization 

A lot of literature has explored what skills and approaches enable entrepreneurs to international-

ize (Morosini and Shane, 1998; Athanassiou and Nigh, 2000; Westhead et al., 2001; Robson et 

al., 2012; Altıntas, 2007; Rammer & Schmiele, 2008). This literature argues that education may 

be the motivational stimuli for internationalization, yet, they also stress that entrepreneurs need 

to build different skills on the home ground which help them with internationalization to neigh-

boring countries where the culture is similar to their home country. They believe that it is be-

cause of settled business that entrepreneurs are next enabled to internationalize. 

Similarly, other authors argue that entrepreneurs need to firstly develop business skills to face the 

different barriers when engaging in internationalization (Altıntas, 2007; Rammer & Schmiele, 

2008). For instance, Acs (2006) stresses that some entrepreneurs can be discouraged in the start-

ing face of exporting due to market barriers for which they are not prepared. He finds that some 

entrepreneurs avoid engaging in global activities as the perceived risk is high. Similarly, other 

authors clarify that not all entrepreneurs always possess required resources to be able to think 

within the context of internationalization (Rammer & Schmiele, 2008). Manolova (2002, p.11) 

explains that the internationalization process was traditionally researched as a gradual process in 

a “carefully controlled manner” where the barriers were mainly lack of resources, knowledge, 

and skills. All these studies subsequently argue that a highly developed human capital is enabling 

entrepreneurs to internationalize as they execute the main role of primary-decision maker. This 

human capital represents entrepreneurial skills and knowledge that they need to develop to over-

come the barriers. They believe that entrepreneurs who have personal experience firstly from 

home market and then from an international market have the needed knowledge, as well as skills, 

to enter this market with lower effort required (Morosini and Shane, 1998; Athanassiou and 

Nigh, 2000; Westhead et al., 2001, Akuetteh et al., 2012). However, they have not explored ex-

plicitly whether it is also staying abroad that helps entrepreneurs to develop the needed capacities 

to successfully internationalize. Traveling and staying abroad seem to establish a different set of 

skills that is useful when internationalizing to countries that are more different to those gained 

from a home market. I believe that not only an established SME, but also living in a different 
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country, can result in developing a unique set of skills that enable entrepreneurs to international-

ize. 

Furthermore, many studies debate that after establishing their positions at the home market, the 

companies tend to export to countries within a comparably close proximity as entrepreneurs con-

sider entering similar markets to their home markets to be less risky (Johanson and Wiedersheim-

Paul, 1975; Cavusgil, 1980; Johanson and Vahlne, 1990). It can be argued that an entry barrier 

risk is greatly diminished in this case. Thus, these similarities to the domestic market are strong 

stimuli for export performance (Stoian, 2010). Another review, in a like manner, assert that it is 

mainly similarities which lay the fundamental disposition to export (Sousa et al., 2008). Thus, 

one can argue that engaging in surrounding markets can lead to a successful internationalization. 

Indeed, many approach models describe export as a gradual process where you first establish a 

company at your home market and second expend to neighboring countries. For example, the 

Uppsala/stage model, claims that entrepreneurs firstly have to accumulate required knowledge to 

be able to enter the global market. This approach sets developing companies’ home market as a 

first step, collecting necessary skills and resources as a second, and thereafter entrepreneurs are 

enabled to engage in the process of internationalization to neighboring countries (Johanson and 

Vahlne, 1990). 

Indeed, all the literature argues that neighboring countries seem to be the logical and feasible 

progress of a company and thus acts as an enabling factor for the entrepreneurs to international-

ization. They also claim that this enabling factor works if the companies are already established 

in their own country. This may not be applicable for start-ups as this is something that would mo-

tivate large, already established companies, however, it may be easier for the entrepreneurs to 

firstly travel and live in neighboring countries which subsequently enables them to international-

ize. Nevertheless, this approach also only enables a limited version of internationalization. Enter-

ing neighboring countries is a process of internationalization, yet there is an absence of a global 

mind-set approach. Thus, the above discussed literature indicates that it is easier to expand to 

countries you understand and therefor enabling you to internationalize. This needs to be investi-

gated for the case of small and medium enterprises. 
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It seems that visiting neighboring markets could be a key factor in successful export operations 

for SMEs, because it may be simply easier to travel to countries which are nearer. Literature also 

suggests that SMEs cannot export before having a stable home business. Yet, this does not seem 

to be a conspicuous factor for smaller companies such as SMEs. Therefore, I will analyze 

whether having a stable business first indeed enables SMEs to engage in internationalization and 

whether it is more convenient for the SMEs to export to neighboring countries. 

H3a: Having a domestically established SME enables entrepreneurs to internationalize 

H3b: Exporting to neighboring countries facilitates the internationalization of SMEs 

On the other hand, there is a network approach which discusses environmental perceptions in 

terms of system of connections between entrepreneurs and different market actors, displacing the 

concept of proximity as “network relationships are increasingly identified as critical to such [in-

ternational markets] knowledge development and awareness” (Fabian, 2009, p.540). These stud-

ies point out that these relationships can be created mainly thanks to traveling to other countries. 

Other studies also found out that networks, as well as relationships, can help entrepreneurs with 

advancing their position in the unfamiliar markets resulting in a higher engagement in interna-

tionalization (Johanson and Mattsson, 1988; O’Farrell et al., 1998; Athanassiou and Nigh, 2000). 

Additionally, this theory considers exporting as a ‘communication’ between collective actors, 

claiming that if exporting efforts increase the amount of these relationships also must rise by 

traveling to these other countries where the connections are based (Chetty and Holm, 2000;  

Westhead et al., 2001). Therefore, thanks to traveling to different countries, entrepreneurs can 

develop connections and can “benefit from existing international business networks, to develop 

knowledge of opportunities for expansion into new international markets” (Stoian et al, 2010, 

p.199).  

Certainly, this approach of expending to countries where entrepreneurs already have a network is 

more globally oriented and it is opposite to the proximity theory where creating connections is 

omitted. However, the literature manages to discuss that this network can be created by traveling. 
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I believe that one option would also be to live in the country, therefore I will investigate the fol-

lowing hypothesis; 

H4: Network created from living abroad is positively correlated with internationalization 

Various literature on entrepreneurial approaches to internationalization have been discussed and 

an extensive categorization of all the motives have been presented. However, these studies do not 

mention reasons that can be delivered from intuition and not from a logical network approach; 

maybe entrepreneurs simply engage in another market as they may have an emotional connection 

to a certain country. None of these studies explore why entrepreneurs choose a particular market 

to export to and whether these internationalization skills and knowledge were acquired because 

of an emotional connection to another country. It is interesting that none of the authors examine 

entrepreneurs’ affection for foreign countries as a factor through which entrepreneurs can build 

the needed skills which enables them to internationalize to those markets.  

Therefore, I will investigate whether this kind of emotional tie, that can be created when staying 

abroad, is a significant enabling factor that makes entrepreneurs more engaged in international-

ization. Thus, this thesis hypothesizes that;  

H5: Creating an emotional tie to another country has a positive correlation with being able to 

internationalize 

2.4. The Czech context 

In the previous two sections, I have investigated research which studies what motivates and en-

ables entrepreneurs to engage in internationalization. But these studies looked at entrepreneurs in 

general. In this section I am going to focus specifically on entrepreneurs in the Czech Republic 

and whether there is something unique about entrepreneurs in the context of Czechia. It can be 

seen, as shown in this section, that main motivations seem to be the same as elsewhere. Howev-

er, it is possible that Czech entrepreneurs could be different in some significant ways as their in-

terest in targeting non-neighbor countries is increasing. Thus, focusing specifically on Czech en-
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trepreneurs is an appropriate approach for the context of this study and the previously defined 

hypotheses. 

Many studies have demonstrated that the importance of SMEs for a country’s economy is cru-

cial. Professor Koudelkova (2014) at the University of Economics in Prague studied this phe-

nomena on Czech SMEs and concluded that the contribution that SME activities bring to the 

Czech economy is of significant note. It is important to notice that the private sector was ex-

tremely limited during socialism 1969-1989 (Benáček and Zemplinerová, 1995, p.437). Since 

then, the Czech economic structure has experienced a major shift from the centrally planned sys-

tem to a market-driven economy. A study from 1995 by Benáček and Zemplinerová argues that 

newly created SMEs adjust to the new economy in a significantly better manner than bigger and 

longer-running companies. Current studies on the Czech entrepreneurial market also argue that 

SMEs seems to economically out-perform larger companies (Dasan, 2013; Eurofond, 2013; 

Koudelkova, 2014). 

A lot of studies have been carried out on Czech SMEs regarding their motivations to engage in 

internationalization. For example, Eurofond (2013) found out that entrepreneurs mainly enter the 

global markets to increase sales profits, or to avoid risks in their domestic market. Similarly, 

Havliková and Staszkiewicz’s (2016) study shows that SME entrepreneurs believe that entering a 

global market may contribute to a higher chance of securing stable revenue. Moreover, this was 

even confirmed by 56% of their respondents who stated that they experienced a constant revenue 

increase after the end of the first year of operating abroad. Additionally, Zapletalová’s (2014, 

p.708) study found out a rational reason why Czech entrepreneurs tend towards internationaliza-

tion was because of “a limited market size of the Czech Republic and, consequently, the increas-

ing competition in the domestic market”. Similarly, Eurofond (2013) observed that SMEs are 

also threatened by foreign competitors in their domestic markets and thus they aim to export in 

order to spread any financial risks that they may face. All of the mentioned studies indicate that 

Czech entrepreneurs have firstly established their businesses domestically and then, due to vari-

ous reasons, they engage in internationalization. Thus, Czech entrepreneurs seems to have the 

same process of internationalization of stabilizing their businesses first before internationaliza-

tion as anywhere else in the world.
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Additionally, other studies show that entrepreneurial skills needed for internalization are also the 

same for Czech entrepreneurs as anywhere else and it seems that understanding other cultures is 

also a part of their internationalization process (Eurofond, 2013; Zapletalová, 2014; Havliková & 

Staszkiewicz, 2016; Breckova, 2018). For instance, Breckova’s (2018) survey illustrates that 

specific and relevant information about the foreign markets is “a necessary prerequisite leading 

to the knowledge” (Breckova, 2018, p.46), also finding that one of the biggest driving forces for 

Czech SMEs’ entrepreneurs was ‘personal contact’, enabling Czech entrepreneurs to export. 

However, she does not explain further how this contact was acquired. Zapletalová (2014) also 

explains that a higher knowledge of the target foreign market positively motivates and enables 

Czech entrepreneurs to internationalize. Moreover, the level of managerial skills and knowledge 

was indicated as a crucial factor for effective decision-making by Czech entrepreneurs (Zaple-

talová, 2014). Interestingly, Kubicková et al. (2014, p.326) shows that entrepreneurs who are 

“confident in own capabilities and abilities […] actively search for opportunities”. Nevertheless, 

these authors argue that Czech SME entrepreneurs are able to engage in foreign markets thanks 

specifically to their business skills. This is not a surprising fact when considering the importance 

of entrepreneurial skills presented in the previous chapter.  

However, when Havliková and Staszkiewicz (2016) asked their 550 startups respondents what is 

their first country to export, majority answered the United States. Moreover, there is one very 

interesting study by Éltető’s (2019, p.20) 2019 which shows that, “Czech SMEs of all sizes in-

creased their exports to non-EU markets more than to the EU”. This is a striking finding as it 

may indicate a future SMEs’ exporting inclinations. That said, both studies do not provide any 

further research into why the Czech entrepreneurs are more interested in non-EU countries. One 

possible reason could be that traveling and living abroad motives, as well as enables them.  

In conclusion I will explore whether staying abroad motivates and enables Czech entrepreneurs 

to engage with internationalization.  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3. Methodology 

Methodological process of this thesis is explained in this chapter, providing an in-depth evalua-

tion of various decisions. This chapter is divided as follows; theoretical approach, research de-

sign, research approach, and research quality. 

First chapter explains my theoretical approach regarding my understanding of knowledge and 

how knowledge can be constructed as well as why positivism is the suitable perspective for this 

thesis. Secondly, the chosen research design is presented with an explanation for choosing quan-

titative and deductive approach, additionally it explains the reasons for choosing the location and 

respondents. Third part clarifies the data collection design and what statistical tools for exploring 

the research questions were selected. Last chapter justifies reliability and validity of this re-

search.  

3.1. Theoretical approach  

I believe that it is crucial to construct a theoretical explanation of my thesis that underpins my 

approach to this work, thus, this chapter seeks to explain the theoretical background and why I 

have chosen to employ a positivist approach for my data collection. The purpose of putting for-

ward this theoretical approach is to assist me with formulating and creating my research design, 

discussed later in this thesis. Additionally, limitations of this thesis can also be clearly discerned 

thanks to this theoretical recognition. 

Easterby-Smith et al. (2008) point out that the scientific approach to research can be divided into 

positivism and relativism. Positivist view defines reality with collecting consistencies based on 

observation and reason of comprehending human behavior. This implies that any data can have a 

universal equivalent, meaning that the collected data can be generalized. Therefore, positivism 

adopts a quantitative research method. On the other hand, relativism claims the opposite. This 

approach insists that there are no data that can be comprised under a common equivalent. Rela-

tivism believes that it is impossible to create ‘general principles’ for understanding human behav-
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ior. Therefore, this approach operates mainly within a qualitative research method based on peo-

ple’s subjective nature (Robson, 2002; Easterby-Smith, et al., 2008). 

My research is based on discovering a possible correlation between staying abroad and motiva-

tions and enabling factors to export of Czech entrepreneurs, therefore, I seek to collect data 

based on the time they spend by traveling and living abroad, how much they internationalize, 

how they carry out their internationalization process, and how they can be enabled to interna-

tionalize thanks to an emotional connections. As it can be seen from the nature of my research I 

need to look for correlations, hence the reason for employing the positivist approach to my the-

sis. It is unquestioningly important for my theses to gather empirical consistencies based on ob-

jective reality rather than subjective one linked with relativism.  

However, positivist approach is rightfully criticized for not taking into an account the people’s 

experience that can be shaped differently based on their personal believes and positions, thus 

omitting the human aspect of social reality. Rsearches claim that relativism is better for more 

complex interpretations (Robson, 2002). Whilst this is important to acknowledge, the way in 

which the data for this thesis will be analyzed is through factor analysis, t-tests, and regressions. 

These analytical tests will highlight relationships between various factors, which can be general-

ized. This quantitative approach to discerning the relationship between different factors aligns 

well with the parameters of positivism; whilst relativism suits the exploration of different dimen-

sions of a niche phenomenon, it’s qualitative nature is not appropriate for this thesis.    

In summary, the core of my research aims to explore generalized correlations. For this reason, I 

have decided to use positivist approach as the means for generating my data. Thus, this thesis is 

using a view of reality that is based on collecting facts about the individuals involved in this re-

search and not on their personal opinions in order to generalize the findings. Moreover, the bene-

fit of using positivist for this thesis is that it is constantly a subject of revision and therefore, can 

be adjusted and enhanced by new evidence. Therefore, I believe that quantifying the collected 

knowledge into a systematic system of parameters is in line with the purpose of this research. 
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3.2. Research Design 

This chapter explains what research design choices I have decided to undertake for my thesis. 

Additionally, it elaborates on why these choices were made based on the nature of this research 

as well as selecting the right theory and the respondents.  

This chapter also elaborates on selecting theories which created a framework for this thesis that 

emphasizes literature which based their results on empirical and non-empirical research designs 

regarding two main fields; motivations and enabling factors that assist entrepreneurs with inter-

nationalization. Secondly sub-chapter defines the delimitations of this thesis and the last part of 

the theoretical framework focuses on literature in regard to entrepreneurial environment of the 

Czech Republic. The next chapter elaborates on the data collection choices which emerged from 

the theoretical framework.  

3.2.1. Step 1: Quantitative & Deductive approach  

As mentioned in the previous chapter, my research seeks to explore what motivates and enables 

Czech entrepreneurs. I aim to explore whether time spent abroad could be a decisive factor. 

Thus, the quantitative research method has been chosen as the competent tool for collecting and 

analyzing the data. Quantitative research allows me to test my hypothesis and the data is ex-

pressed in numbers and graphs. It also requires a larger sample size which is then analyzed 

through math and statistical analysis, afterwards I can draw conclusion (Field, 2009). Qualitative 

research, on the other hand, allows research to formulate hypotheses. The data is expressed in 

words as it does not require a large sample size. Afterwards the data is summarized, categorized, 

and interpreted as the aim of this approach is to understand and explore ideas (Stevens, 2002; 

Field, 2009). Therefore, as I have already formulated my hypotheses based on the literature, I 

believe that quantitative research method is more applicable for my thesis as my goal is to test 

these hypotheses. 

After choosing the quantitative research method, it is pivotal to decide on the most appropriate 

process for a systematic data evaluation by which the research can make a conclusion. Deductive 
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approach starts with abstract theory and then proceeds towards specific empirical observations 

(Tashakkori & Teddie, 2009). For my thesis, I started with a broad theory based on which I artic-

ulated six specific hypotheses to test the theory. Thereupon, I needed to collect data by which I 

could test my hypotheses. If it does support the hypotheses it can be argued that the theories are 

also supported. On the other hand, if the data does not support the hypotheses, the theories are 

also not supported. That said, neither outcome fully proves or disproves the theories. An induc-

tive approach starts with creating broad empirical observations as the aim is to build theory, not 

to test it. Additionally, deductive perspective uses systematic data collection to analyze the hy-

pothesis, whilst inductive approach employs research questions in order to navigate the extent of 

the research to discover patterns from which it develops new theories (Tjora, 2009). My hy-

potheses are focused on what motivates and what enables Czech entrepreneurs in international-

ization, with the belief that an emotional connection, that can be built via living abroad, to anoth-

er culture can act as a strong factor. Having a fixed set of hypotheses, my goal is to test the theo-

ry where statistical analysis and large sample size in required. Thus, I believe that it is appropri-

ate to build and apply the data in a deductive way. 

3.2.2. Step 2: Delimitations 

Delimitations discuss the restrictions of this study’s research design, mainly in respect of gener-

alizability. This concept is focused on the established degree of control, for instance, the intended 

choices drawn upon while designing the methodology. Delimitations also address the approach 

to the theoretical framework adopted for a research and address the range of interest for one’s 

thesis in great depth. It should be noted that delimitations are not disadvantages or limitations, on 

the contrary, they provide precise boundaries for creating the scope for a thesis which are under 

researcher’s control (Irby & Lunenburg, 2008). 

The delimitation criteria were designed in two steps. Firstly, I chose to study entrepreneurial re-

lated topic as I am interested about the nature of the people behind small and medium enterpris-

es. Additionally, many studies show that entrepreneurship is growing in importance for a coun-

try’s economy. I am curious about Czech entrepreneurs as I originally come from Czechia, 

hence, I wish to improve current understanding of Czech entrepreneurs by disclosing particular 
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findings in order to deepen professional knowledge of a certain field. As for the field of interest, 

exporting activities of Czech entrepreneurs were chosen as the main focus thanks to the fact that 

entrepreneurial field, especially a contact with abroad markets, was strongly limited during  the 

forty yeas of Communism. As for this reason it was more feasible to use quantitative methods 

instead of qualitative as a large data set was needed to recognize differences between entrepre-

neurs. Of course, qualitative research methods would have allowed me research one specific 

phenomena in more depth (Tjora, 2009). However, the findings would be hard to generalize. 

Secondly, participant exclusion criteria needed to be selected. The research theory and hypothe-

ses aim to discover what motivates and enables Czech entrepreneurs in internationalization. 

Firstly, Czech SME entrepreneurs who are still in charge of their companies were selected, whilst 

their employees or investors were not. This is because it is usually the founder who decides 

whether the company should engage in internationalization. Secondly, to narrow the boundaries 

further, entrepreneurs were scaled down to the ones who have already been active in exporting or 

those who are thinking about it. This was done for a practical reason and relativity to the theory. 

Thirdly, the scope was further narrow done to focus on a factor of ‘spending time abroad’. There 

are many different aspects regarding exporting, yet, this one addressed the hypotheses most fully. 

Therefore, only respondents with above explained demographics were included whereas partici-

pants from other demographics were excluded.  

This research design was created with six sets of questions, asking about specific topics. They 

aim to measure the following: how much do you travel, how much do you internationalize, how 

does your business stability enables you to internationalize, how does the proximity of neighbor-

ing countries enables to internationalize, does your network enables you to internationalize, and 

how does your affection to other countries enables you to internationalize. Answers to these 

items were collected via an online survey. After testing them with factor analysis I found out that 

not all questions specifically asked about their underlying concepts, therefore they had to be re-

moved as they are beyond the scope of my thesis and should be answered by another research. 

By scaling them down I faced the fact that I was not able to answer some of the hypotheses about 

enabling factors to their fullest, therefore, I could not provide accurate results (Irby & Lunen-

burg, 2008).  
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3.2.3. Step 3: Selecting the location and respondents  

The Czech Republic was selected as the appropriate context to study for the following reasons. 

Firstly, the fact that the private sector was extremely limited during socialism 1948-1989 meant 

that the entrepreneurial environment had to be built from the outset, thus, the country possesses a 

unique setting that has been changing as well as developing from centrally planned system to a 

market-driven economy only since the 90s. Additionally, studies indicate that Czech entrepre-

neurs have similar motivations and enabling factors as entrepreneurs from countries with a high-

ly developed entrepreneurial tradition. Finally, a recent study from 2019 by Éltető demonstrates 

that Czech entrepreneurs seem to be increasingly more interested in non-EU countries. This find-

ing does not align with the theories about proximity in regard to internationalization that were 

introduced in the literature review. Thus, these facts make the Czech Republic a particularly in-

teresting location for testing my assumptions.  

Once the location was chosen, the next step was to select respondents. Firstly, in order to gather 

numerical data I decided to collect data from Czech SME entrepreneurs solely as explained in 

the previous chapter by an email, LinkedIn, personal network, and work groups. Thirdly, the en-

trepreneurs were chosen not to be homogeneous as different industries can bring interesting in-

sights. However, each contacted entrepreneur was selected thoughtfully in order to collect more 

data from entrepreneurs who are already engaged in internationalization. For this purpose, I used 

website page “mladypodnikal.cz”, which has a large data base of interviews with Czech entre-

preneurs. After listening to these interviews, I would select the entrepreneurs who I want to con-

tact based on how long and how much they were active in internationalization. In addition, after 

filling in my questionnaire, I explained to them what kind of Czech entrepreneurs I was looking 

for and whether they knew of other entrepreneurs with my criteria, and if they could contact 

them. Additionally, when searching for entrepreneurs via LinkedIn, I created a post where I stat-

ed that I was looking for Czech entrepreneurs who are already engaged in internationalization for 

some time and are still in the lead position of their companies. Furthermore, I also searched for 

companies that were not primarily founded for the Czech market and their only purpose was to 

serve Czech customers. Eventually, data from 261 Czech SME entrepreneurs was collected. 
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3.3. Research approach 

In this chapter I will explain the research approach choices and how the data was collected and 

what analytical tools were chosen for the analysis.  

3.3.1. Questionnaire  

In order to test my hypotheses I have chosen quantitative research method which can be carried 

out in different ways; questionnaire (online, in person, via phone), observations, and experiments 

(Tharenou et al., 2007). However, an online questionnaire is the most common one as it allows 

researchers to easily form questions which can be turn into numerical data that can be analyze in 

later steps (Stevens, 2002; Field, 2009). For the purpose of my thesis I decided to also use an on-

line questionnaire, SurveyMonkey, in order to carry out the research on a wider scale.  

The questionnaire was divided into six parts. The first part included questions regarding entre-

preneurs’ demographics and basic background about their companies. Additionally, this part 

about demographics was asking especially about age, gender, and company size as these factors 

are as potential confounding variables. The other sets of questions were shuffled in order to not 

influence their cognitive thinking and the questions they based on ‘how much do you agree with 

the following statements’ with a scale from ‘1- do not agree at all’ to ‘7 - completely agree’. 

These six parts are about: how much do you travel, how much do you internationalize, how does 

the proximity of neighboring countries enable you to internationalize, how does your business 

stability enable you to internationalize, how does your network enable you to internationalize, 

and how does your affection to other countries enable you to internationalize. There were 20 

scale questions in total. These questions were designed in SurveyMonkey tool to be anonymous 

and were accessible via an online link.  

Furthermore, the questionnaire had been tested before sending it to entrepreneurs in a group of 

six people. These were Masters students with an entrepreneurial focus from different countries  

who helped me to create questions that were understandable. Additionally, some of their sug-

gestions were included in the questionnaire as well. For instance, the question 'I have had some 
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of the most interesting experiences of my life while traveling’ was removed as the group thought 

that it does not tell me much about how much an individual actually travels. Instead the question 

‘I like visiting countries that I haven’t already visited’ was created as it indicates one’s passion 

for traveling. Similarly, a different question was stated as ‘My affections to other countries make 

it easier for me to internationalize’. I was advised that this question is not indirectly asking about 

the emotional connection that can enable one to internationalize, but it was a direct question 

which was not accurate for my research. Hence, I changed it to ‘It is easy to internationalize to 

countries for which you have a strong connection to’. Finally, the questionnaire was tested by 

one Czech entrepreneur who I am acquainted with for the following reasons: firstly, the ques-

tionnaire is in English. Even though the Czech Statistical Office (2018) indicated that Czech en-

trepreneurs speak fluent English, I needed to be sure that the questions are in an English that is 

understandable and does not raise doubts about the interpretation. Secondly, as I do not personal-

ly have an entrepreneurial experience from the Czech market, I also required an insight by some-

body who has been involved in the Czech entrepreneurial environment in order to be sure that 

the questions have a unified meaning with correct terms. In summary, these interactions provided 

me with an opportunity to make corrections to improve the survey. 

In total, the data collection was managed over two months and there were 261 respondents. Ac-

cording to researchers, this is considered to be a sufficient number for the data analyses method 

as they suggest that anything above 250 respondents is acceptable (Stevens, 2002; Field, 2009). 

3.3.2. Data analysis 

Once the appropriate amount of responses was collected, the data was transferred from Survey-

Monkey to an excel format. The reason for using the excel formatting is that it is easier to divide 

the data into a well-arranged overview in order to modify them to fit the statistical software 

SPSS that was chosen as an analytical tool.  

Subsequently, the data was uploaded to SPSS tool and was analyzed in three steps to measure the 

relationships between different variables; factor analysis, 2-tailed independent t-test, and simple 

linear regression. Firstly, the data was analyzed by factor analysis. I used this method to test a 
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scale reliability in order to analyze whether the set of questions that I believe measure the same 

construct, is indeed measuring one construct. If the factor analysis discovers constructs that I did 

intend to measure, I removed them. Secondly, the 2-tailed independent t-test was used to discov-

er statistically significant differences between two groups for the hypothesis about education, 

staying abroad, and internationalization. Thirdly, the simple linear regression was used to allow 

me to model mathematically the relationship between two variables regarding internationaliza-

tion and enabling factors (Field, 2009). 

3.3.2.1. Factor Analysis and Cronbach’s Alpha 

One of the aspects of the quantitative research is that it gathers a lot of data, thus, the collected 

information must be reduced because more data means more problems with finding the relative 

correlations (Tashakkori & Teddie, 2009; Field, 2009). Therefore, the correlations must be dis-

covered before the actual investigation. This can be carried out through various tools which each 

creates an appropriate basis for the following research design, however, factor analysis one of the 

most used in this field because of its simplicity and precision. 

The previously explained questionnaire design for this research has different sets of questions 

which are independent to each other. Thanks to factor analysis I can test whether the question-

naire that was created with underlying constructs in mind was constructed successfully (Field, 

2009). On that account, I believe that factor analysis is the suitable analytical tool for this thesis. 

Employing this tool can help me with discovering which independent variables have direct or 

indirect correlation to the dependent ones and thus to help me to recognize the correlations that 

actually measure the same constructs in order to create a data set that is keeping the initial infor-

mation to the greatest degree and is statistically reliable for further testing by the 2-tailed inde-

pendent t-test and linear regression (Field, 2009).  

There are two types of factor analysis; exploratory factor analysis and confirmatory factor analy-

sis (Field, 2009). Exploratory factor analysis helps to discover new theories that are not already 

supported by the prior literature. This analysis does not use any predetermined constructs as it 

aims to explore underlying commonalities. On the contrary, confirmatory factor analysis em-

 30

https://www.macmillandictionary.com/dictionary/british/great_1
https://www.macmillandictionary.com/dictionary/british/degree


ployees an already fixed set of factors with a broad sample size where inferential statistics is car-

ried out. This assists researchers with reformulating or understanding the correlations between 

these different sets of predetermined factors (Stevens, 2002; Field, 2009). As mentioned previ-

ously, I created my research based on predetermined constructs that I aim to test on a mathemati-

cal model. Therefore, my thesis will implement confirmatory factor analysis. 

Furthermore, the traditional approach is chosen as a next step because it is based on principle 

factor analysis (Stevens, 2002; Field, 2009). There are different types of groups of information 

within factor analysis where the factor loadings is the one that “indicates the substantive nature 

of the variates” (Field, 2009, p.651). It is important because it shows respective importance that 

of variable. Factor loadings display how the variables affect the factors or the relationships be-

tween the variable and the factors. The value for factor loadings is between -1 to 1. Stevens 

(2002) studied the importance of its value and found out that variables that are not affected by a 

factor are found in factor loadings that are near to zero value, while those that have a higher val-

ue than 0.5 are enough influential on the variables, hence, he recommends to only interpret those 

that reach the minimum value of 0.5. Those variables that loaded below 0.5 should be removed 

especially if the high loadings are close to each other (Stevens, 2002). When the variables load 

above 0.5, I can use the average score from these questions as a measurement for their construct 

in my later analysis. This confirm or disprove the internal consistency of the questions that were 

selected as a group (Field, 2009).  

Afterwards, the Cronbach’s Alpha is used to further test my assumptions that certain sets of ques-

tions are measuring the same constructs. Cronbach’s Alpha is an estimate of consistency. It also 

does not measure a homogeneity between the scores of items but it reveals an internal consisten-

cy and reliability between them. Field (2009) explains this coefficient can range from .00 to 1.0 

where .00 (i.e. no consistency in measurement) and 1.0 (i.e. perfect consistency in measurement) 

which indicates a sum of composite scores of two or more item scores. Therefore, this coefficient 

shows what the percentage of the variance in the score is reliable variance. After running the 

Cronbach’s Alpha on set of items which had been selected based on the factor loadings, I can de-

cide whether the overall construct is sufficiently reliable for further analysis; t-test and regression 

(Stevens, 2002; Blaikie, 2003, Field, 2009). 
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3.3.2.2. 2-Tailed independent t-test 

T-test is a type of inferential statistic that controls if two averages are reliably different from each 

other, determining if there is a significant reliable difference between them or whether it is sim-

ply due to chance. Simply, the t-test measures the difference in means between two groups of a 

quantitative variable (Field, 2009). For this reason, this statistical method aligns with the style of 

the survey and matches the purpose of testing my hypotheses. For example, an interesting data 

for the Czech context could be to understand whether there are any differences between entre-

preneurs who studied and not studied abroad and whether they were more or less likely to engage 

in internationalization. 

However, when comparing the mean of two groups it is important to identify whether the results 

are statistically significant. Field (2009) points out that one must be sure that the data for running 

a t-value is large enough to indicate differences. Therefore, under each t-value is a p-value that 

recognizes the probability of random data influencing the data sample. This value shows whether 

the differences are reliable or not. It is largely considered that statistically significant values are 

when p-value is of 0.05 or less (Stevens, 2002; Field, 2009). Field (2009) highlights that in order 

to create a valid data set, researcher needs to aim for at least 20 to 30+ data points in each group. 

However, it is easier to find statistically significant differences in larger sample sets. One must be 

aware of this issue, this is why I firstly implement the confirmatory factor analysis in order to 

select the reliable correlations which can be used for the t-test. Therefore, I can proceed to the 

next step which is choosing what type of t-test is the most suitable for testing my hypothesis.  

T-test consists of three types; independent–sample, paired-sample, one-sample test. One-sample 

test is the most commonly employed as it compares one group based on an average. Paired-sam-

ple test measures two different types within one group. Whereas independent-sample test does 

not combine scores between groups, but it deals with one group that is being compared against a 

set of means (Field, 2009). I have chosen to implement the independent t-test as I can, for exam-

ple, test studying abroad as an independent variable and internationalization as dependent vari-

able.  
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3.3.2.3 Single linear regression 

Regression analysis helps to establish a relationship between variables where independent vari-

able, also called explanatory variable, can assist in predicting the dependent variable, also called 

response variable (Field, 2009). Thus, the aim is to find a strong evidence of a relationship be-

tween explanatory variable and the response variables.  

There are two kinds of regressions; linear regression and multiple regression. Linear regression 

model uses only one explanatory variable at a time, whereas multiple regression compares multi-

ple variables simultaneously. One must keep in mind, that in case of multiple regression it is cru-

cial that the set of explanatory factors that is being used for establishing the relationship with the 

response variable must be measuring the same construct very closely. This is important because 

if testing a multiple regression with many independent variables that are not closely related will 

lead to results that still explain a high level of the variance (Field, 2009). Therefore, I believe that 

performing single linear regression analysis for testing, as well as answering my research ques-

tions, is more suitable. In this manner, the simple linear regression model will concisely use the 

level of internationalization as the response variable.  

To recognize whether there is a strong evidence of a relationship between the explanatory vari-

able and the response variable, the p-value is considered. The p-value test the null hypothesis that 

the coefficient is equal to zero (Field, 2009). For example, one of my research questions is ‘net-

work created from living abroad is positively correlated with internationalization’. Therefore, the 

null hypothesis is that there is no significant difference between the mean number of the network 

created thanks to staying abroad and the mean number of the internationalization level, suggest-

ing that entrepreneurs do not need connections abroad to be able to internationalize. Whilst, the 

alternative hypothesis is that there is a difference where the first mean number will not be the 

same as the second mean number, suggesting that the entrepreneurs need these connections. If 

the p-value is below .05 it is possible to reject the null hypothesis and conclude that there is a 

significant evidence to support my research question. On the other hand, if the p-value is higher 

than .05 then the predictor is not a meaningful addition to my model (Stevens, 2002; Field, 

2009).  
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Each hypothesis regarding the factors that enable entrepreneurs will be tested via simple linear 

regression considering p-value as the indicator for suggesting whether the changes in explanatory 

variable is linked to changes in the response variable.  

3.4. Quality of the research  

This chapter establishes the quality of the research governed in this paper. Daymon and Hol-

loway (2011) draws upon four different ways to secure quality of a research. The first option is a 

combination of authenticity and trustworthiness which derived from qualitative research method, 

thus this perspective of securing quality of the data collection does not correspond with this the-

sis’s method. The second option is applying validity and reliability, two criteria that are common-

ly used for quantitative research. 

Reliability and validity is crucial for researches when they are planning their research design, 

methods, and when interpreting the final results. Reliability contemplates a consistency of a 

measure whether the same results within the same context can be achieved by employing the 

same methodical approach on another occasion or repeated by another research. Whereas validity 

refers to the accuracy of a measure in regard to the method used for measuring. To achieve a high 

validity, one must design such a technique, in my case an online questionnaire that correspond 

with the purpose of the researchers’ hypothesis (Holloway & Daymon 2011). Moreover, Hol-

loway and Daymon (2011) differentiate validity further into internal and external. Internal validi-

ty considers whether the survey is accurately designed for the hypotheses, whereas external va-

lidity concentrates on generalizability.  

3.4.1. Reliability 

In case of a questionnaire, reliability can be secured by collecting a large number of respondents 

and measuring the stability of their answers over time. As discussed in the chapter ‘3.3.2.1. Fac-

tor Analysis and Cronbach’s Alpha’, this research aims to collect at least 200 respondents and 

tested them with factor analysis and Cronbach’s Alpha, and as discussed in chapter ‘3.2.2. Step 
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3: Selecting the location and respondents’ it also aims to collect data from respondents with spe-

cific criteria to my research questions. 

Thanks to collecting such a data set, the unexpected errors can be reduced. Field  (2009) believe 

that a normal sample size, within a defined target, should have at least 200 respondents to create 

a well-founded conclusion about the researched topic. Thus, the final number of 261 respondents 

who were selected with the criteria that they have to be engaged in internationalization does re-

flect upon the reliability of this paper. Furthermore, researches often use graduated alternatives 

of answers where each item has a logical connection with the research objective to assure a relia-

bility. Dörnyei and Taguchi (2002) explain that by using open ended questions with yes/no/don’t 

know answers, one is summing the responses in only three categories which is not sufficient for 

research questions that ask ‘how’. The aim of this thesis is to create such questions that can in-

clude sets of questions that measure different constructs. However, it is not reliable to ask about 

the constructs straight away, thus, it needs to be measured indirectly through asking about other 

things in order to ensure reliability. It is also for this reason that I used a scale from 1 to 7 in the 

questionnaire creating a fine difference in the set of answers, yet this scale also provides the re-

spondents with a sufficient amount of alternatives to create an accurate and highly reliable re-

sponses.  

Furthermore, to produce consistent results through the thesis via my research design, I could not 

collect the data again at a different time, or different internationalization stages of the each indi-

vidual, or complete two similar versions of the questionnaire which could be compared to ensure 

that I can obtain similar answers because of the time constraints. However, I could implement a 

statistical instrument that cannot exactly calculate the reliability of the questionnaire but it can 

allow me to measure the degree of relationship between two sets of scores (Blaikie, 2003). Cron-

bach’s Alpha allowed me to determine coefficient of correlations between questions and outcome 

components (Field, 2009). This helps me to create clusters of questions that can be considered as 

representative of the outcome. Moreover, when designing the questionnaire I have already 

planned for three confounding factors, age, gender and company size, that could have an effect 

on the results. Planning for these variables and their influence is also important for this thesis’s 

credibility.  

 35



3.4.2. Validity  

Firstly, the internal validity is drawn upon the design of questions within the survey whether they 

precisely reflect the researcher’s hypotheses. The biggest challenge is to create questions that can 

be understood by all respondents, in this case SME entrepreneurs, in the same way and that the 

questions do not include concepts and names that are new in the academic world but not com-

mon among the entrepreneurs. As mentioned in the chapter ‘3.3.1. Questionnaire’ I firstly con-

ducted the questionnaire among six entrepreneurial students to ensure that the questions are un-

derstandable and not misleading. Secondly, I discussed the questionnaire with a Czech SME en-

trepreneur to make sure that the concepts and names used in the questions can be comprehensi-

bly understood by the defined target respondent.  

This is why I carried out the factor analysis on these sets of questions to test the internal validity. 

Factor analysis assisted me with detecting interrelationship between questions and to identify 

sets of questions that show sufficient variation to confirm their existence, in other words items 

that measure what I intended to measure are retained. Those items that do not measure the in-

tended constructs were removed to preserve the internal validity of the questionnaire. Additional-

ly, it is also important to plan for variables that impact one’s interpretations of findings, there-

fore, the research design induced and tested such factors that may influence the true relationship 

in order to evaluate the validity of the results.  

Secondly, the external validity consists of the generalizability of the survey. This is a complicat-

ed aspect as for securing the highest external validity one must be very selective and have a 

strongly defined set of characteristics of the respondents because then it is possible to collect 

data that is very specific to researcher’s hypotheses (Dörnyei and Taguchi, 2002). This research 

considers SME entrepreneurs who founded or co-founded their companies and are still directing 

them up to this day. Additionally, these entrepreneurs must be originally from the Czech Repub-

lic as Czechia was selected as a perfect field for testing my hypothesis. Furthermore, based on 

the feedback from the Czech entrepreneur, I’m also sure that all Czech entrepreneurs have good 

English and so will understand the questions correctly, leading to an external survey validity. 

Furthermore, external validity also inspects how the survey is being delivered, in this case the 
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survey is being provided as an online form and not printed. This also should not be an issue as in 

2017 there was 78.7% of daily internet users between age 16-74 in the Czech Republic (Czech 

Statistical Office, 2018). This phenomenon is also increasing each year, therefore, there should 

not be a problem with entering and filling in the survey. If we consider the youngest group in the 

age of 16-24, there are 99% of daily internet users, whereas there is 75.3% of daily internet users 

of oldest measured group of the age of 55-64 (Czech Statistical Office, 2018). Based on these 

statistics, the amount of people who have access to the internet to enter SurveyMonkey portal is 

sufficient enough to secure the external validity of the survey.  

However, using an online questionnaire can affect my results by altering who I end up getting 

responses from. I tried to avoid this by emailing selected people and, after they filled in the ques-

tionnaire, I explained to them the criteria for the respondents and I asked them to forward the on-

line survey link to contacts that fulfill this criteria. When I was posting the survey online on 

LinkedIn I also tried to be as specific as possible about who I was looking for. I believe that by 

these steps I managed to create a high validity of my research. 
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4. Data Analysis 

This chapter introduces the process of analyzing the collected data. Firstly, the factor analysis is 

run on the six set of questions to examine which questions are related to each construct. Second-

ly, after deciding on the final data sets, the t-test and linear regression was employed for each 

hypothesis to confirm or disprove them.  

4.1. Factor analysis  

The main objective for using this factor analysis is to discover relationships between the vari-

ables as the questionnaire was created with the underlying factors in mind (Field, 2009). There-

fore, factor analysis was used to test whether I was successful in doing so. Using confirmatory 

factor analysis to test whether the questions measure the same construct helped me to confirm 

sets of questions, or just one question, that measure the same constructs in order to use the aver-

age of the scores as a final measure. The initial research had six sets of question with 20 scale 

items, the factor analysis evaluated 9 as relevant for my research and further analysis. 

These six sets of questions are asking about specific things such as experience from other coun-

tries, perception of the internationalization process or network perception, or the importance of 

affection. They aim to measure the following: how much do you travel, how much do you inter-

nationalize, how does the proximity of neighboring countries enable internationalization, how 

does your business stability enables you to internationalize, how does your network enable you 

to internationalize, and how does your affection to countries enable you internationalize. After 

applying the factor analysis for each construct, I discovered that not all the questions in each 

group did measure one construct, as I had assumed. Therefore, I used the factor loading table to 

select the questions that seemed to measure the construct I was interested in and tested this as-

sumption by calculating the Cronbach's Alpha for the selected questions (Blaikie, 2003). When it 

was above 0.5, I used the average score from these questions as a measurement for this construct 

in my later analysis. This furthermore confirmed or disproved the internal consistency of the 

questions that were selected as a group (Field, 2009). The following three subchapters represent 

the final findings for each construct in more depth. 
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4.1.1. Construct 1 and 2 

The first construct ‘How much do you travel?’ intends to discover how much the entrepreneurs 

are interested and active in traveling. After running a factor analysis on variables for the first 

construct I found out that there are two components; first one indeed measured people who do 

travel, second measured people who wish to travel (table 1).  

Table 1 - Factor analysis of the first set of questions, ‘how much do you travel?’ 

Therefore, the questions that do not measure the relevant construct are removed and the ones that 

are measuring how much people travel are selected; ‘I spend a lot of time by traveling for per-

sonal reasons’ and ‘I like visiting countries that I haven’t already visited’. The Cronbach’s Alpha 

measurement indicates that the internal reliability is α = .69, suggesting that 69% of the variance 

in the scores is reliable variance. Thus, it can be assumed that the two selected questions are in-

deed measuring the same underlying construct. 

Similarly, after running the factor analysis on the second construct ‘how much you international-

ize’, I discovered that first two questions are strongly correlated and indicate that these are the 
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people who based their businesses on internationalization. The second component is also strong-

ly related, yet it rather measures people who wish to export to other countries. This instead mea-

sures how much the people want to internationalize which is not consistent with the original con-

struct. Therefore, the first two questions are selected as the main factors that measure the con-

struct, namely ‘More than half of the organization’s total revenue comes from export of products/

services’ and ‘More than half of the organization’s customers are based abroad’ (table 2).  

Table 2 - Factor analysis of the second set of questions, ‘how much do you internationalize?’ 

To further examine whether this final data is appropriate for the t-test, the Cronbach’s Alpha is 

tested. This shows α = .80, meaning 80% of the variance in the scores is reliable variance. There-

fore, the reliability of the selected variables for the overall construct is sufficiently reliable and 

can be used for further analysis (Blaikie, 2003). 
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4.1.2. Construct 3 and 4 

The third and fourth group of questions are asking about different factors that may have enabled 

the entrepreneurs to engage in internationalization. It aims to measure two things; whether entre-

preneurs tend to focus on countries that are in a close proximity, and whether they consider in-

ternationalization as a gradual process. 

The third group of questions aims to measure whether the entrepreneurs are interested in export-

ing to neighboring countries or to countries outside of the EU. Interestingly, there are two ques-

tions that scored the same, yet they seem to measure the opposite. The second question ‘I don’t 

see any differences between exporting to EU and non-EU countries’ does not sound like some-

thing that the people who only export to EU would also agree to. Therefore, it is not considered 

as a relevant question to the construct. Thus, the question ‘It is easier to export to countries that 

are close to my home country’ is the only one selected for the third construct (table 3).  

Table 3 - Factor analysis of the third set of question, ‘perception of proximity’ 

After running a factor analysis on the forth group of questions I found out that there are two 

components. The first component seems to induce people who consider internationalization as a 
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process. The second component is rather a reflection of objectives related to internationalization. 

However, only the last question indeed measures the belief about the process of internationaliza-

tion. Therefore, only the ‘It is important to have a stable business in Czechia before starting to 

export’ item is selected to really measure the construct (table 4). 

Table 4 - Factor analysis of the fourth set of questions, ‘perception of internationalization process’ 

4.1.3. Construct 5 and 6 

For the fifth group of questions I asked about different factors that may have enabled them to in-

ternationalize. They focus on the belief that it could be the network connections that one can cre-

ate thanks to traveling. Factor analysis revealed one component for this group, yet, after a deeper 

analysis of the questions’ meanings, it is interesting that respondents answered similarly for the 

first and second question as, after more considering, I realized that they measure the opposite. 

Respondents who believe that they make connections abroad had helped them would not answer 

that they don’t need connections to be able to export. Moreover, the third question does not mea-
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sure this construct as it does not relate to the network assumption. Therefore, only one question 

was selected which seems to measure the construct accurately; ‘I have made connections that 

helped me with internationalization thanks to living in a different country’ (table 5). 

Table 5 - Factor analysis of the fifth set of questions, ‘importance of connections’ 

 

The last set of questions intend to analysis the emotional connection that one can develop thanks 

to living or traveling abroad. Factor analysis displays two components; people who have a cer-

tain set of believes, whether it is good to have a personal experience and what is needed before 

you start exporting, and people who actually internationalize to countries for which they have 

built an emotional connection. Thus, in order to correctly test my assumption that people can de-

velop emotional connections that enable them with internationalization, only the first question ‘It 
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is easy to internationalize to countries for which you have a strong connection to’ will be used for 

further analysis (table 6). 

Table 6 - Factor analysis of the six se of questions, ‘emotional context’ 

4.2. What motivates entrepreneurs to engage with internationalization 

The measures of the values have been tightened for the different constructs. In the following 

chapter, I am going to test the first, H1: Studying in a foreign country increases the likelihood of 

internationalization, and second hypothesis H2: Living abroad has a positive correlation with be-

ing motivated to internationalize, by using the 2-tailed independent t-test.  
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4.2.1. Studying in a foreign country increases the likelihood of internationalization 

The first hypothesis that entrepreneurs who stayed abroad via studying abroad were more likely 

to internationalizes was tested using the 2-tailed independent t-test. I tested whether people who 

have vs. have not studied abroad had a significantly different level of internationalization in their 

business. The test is carried out with the dependent variable being ‘How much do you interna-

tionalize’ and the independent variable being ‘Have you ever studied in a foreign country’. 

An independent t-test was performed to test the assumption that there is a difference between 

these two groups which is associated with a statistically significantly different mean. It can be 

seen that the group of entrepreneurs who did not studied abroad (N = 117) was associated with a 

degree of internationalization M = 2.53 (SD = 2.179) (table 7). By comparison, the group of en-

trepreneurs who did study abroad (N = 144) was associated with a numerically smaller degree of 

internationalization M = 1.81 (SD = 1.672). Additionally, the assumption of homogeneity of vari-

ances was tested and satisfied via Levene’s F test, F(259) = 17,71, p = .001. The independent t-

test was associated with a statistically significant effect, t(259) = -3.04, p = .003. Thus, the entre-

preneurs who did not study abroad were associated with a statistically significantly larger mean 

degree of internationalization than the entrepreneurs who did study abroad. Cohen’s d was esti-

mated at 0.38, which is a medium effect based on Cohen’s (1988, 1992) guidelines. A graphical 

representation of the means that the 95% confidence intervals is displayed in table 7. 

Table 7 - T-test analysis of ‘Studying in a foreign country increases the likelihood of internationalization’ 
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Based on these results from table 7 we can see that entrepreneurs who did not study abroad seem 

to engage in internationalization significantly more. As it is indicated by the differences in means 

since the larger means for the entrepreneurs who did not study abroad which represents how 

much the entrepreneurs are involved in exporting their products and services. Moreover, Cohen’s 

d was counted, and it has a medium effect on the entrepreneurs. Thus, the indicators revealed a 

completely different result than that which was expected. Therefore, H1: Studying in a foreign 

country increases the likelihood of internationalization, is rejected as it does not make individu-

als more likely to internationalize.  

However, significant analysis does not consider other variables which may alter study results. 

The difference in how much these two groups internationalize may be delivered from other dif-

ferences between the groups and not due to whether they studied abroad or not; this fact needs to 

be analyze further. Therefore, I test different variables that may have inflated the results; gender 

and age.  

Firstly, the gender difference can be calculated through percentage. If there is a significant differ-

ence in the percentage of, for example, men in the group of respondents who studied abroad and 

the group that did not study abroad, I could conclude that then the difference in how much the 

two groups internationalize may be explained by the difference in gender, rather than the differ-

ence in whether or not they studied abroad. The collected data includes 108 men and 36 women 

in the group of people who studied abroad, whereas there is 90 men and 27 women in the group 

that did not study abroad. In other words, the first group has 75% men and 25% women, and for 

the second group it is 77% men and 23% woman. This difference does not create a significant 

disparity and therefore gender cannot be considered as the confounding factor. 

Secondly, I want to test whether the groups that I have used in the previous t-tests (table 7) have, 

not only a difference in the degree to which they internationalize, but also the age difference. 

This factor could be associated with the different outcome. Therefore, to test whether there is a 

significant difference in the gender distribution between these two groups, the independent t-test 

was carried out with age as the dependent variable and the item ‘Have you ever studied in a for-

eign country’ as the independent (table 8). 
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 Table 8 - T-test analysis of a confounding variable; age 

As it can be seen the difference in mean of the age difference is minor (table 8). Moreover, the 

independent t-test was not associated with a statistically significant effect and the p-value is 

above .05, t(259) = .290 p = .772. Thus, the entrepreneurs’ age difference is not associated with a 

statistically significantly larger or lower mean and the degree to which they internationalize.  

In conclusion, I firstly found that people who studied abroad are less likely to internationalize. 

Therefore, I tested these findings further with two variables; gender and age. For example, it 

would be interesting to find out that there is a difference between the gender. However, I found 

out that there is no difference between how female and men who studied and did not study 

abroad answered the question, therefore the H1 results are not influenced by the gender differ-

ence. Afterwards, I tested whether the difference in age could be the confounding factor. Howev-

er, the results also did not come out to be significantly different, meaning the difference in inter-

nationalization between these two groups (table 7) is not influenced by the difference in age ei-

ther. Therefore, the difference in whether or not they have studied abroad is indeed the dividing 

variable for the first hypothesis.  
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4.2.2. Living abroad has a positive correlation with being motivated to internationalize 

The previous hypothesis was comparing people who studied abroad and didn’t studied abroad. 

The second hypothesis is concerned with entrepreneurs who stayed abroad for more than two 

months in contrast to those who did not to find out whether there is a significantly different level 

of internationalization in their business, H2: Living abroad has a positive correlation with being 

motivated to internationalize. It is important to mention that this group of people who stayed 

abroad for more than two months includes a broader range of entrepreneurs. This can be entre-

preneurs who did long travels, worked abroad, studied abroad, volunteered abroad, and so on. I 

decided to use this broader group in order to test H2 because more activities may be an important 

factor when it comes to motivating people to internationalize, where ‘How much do you interna-

tionalize’ is the dependent variable and ‘Have you ever lived in a different country’ is the inde-

pendent one. 

Thus, an independent t-test was carried out in order to examine the second hypothesis that entre-

preneurs who did experience living abroad and those who did not were associated with statisti-

cally significantly different mean level of internationalization. Table 9 shows that the group of 

entrepreneurs who have never lived in a foreign country (N = 63) was associated with a degree of 

internationalization M = 1.85 (SD = 1.956). In comparison, the group of entrepreneurs who have 

lived abroad (N = 198) was associated with a numerically higher degree of internationalization M 

= 2.22 (SD = 2.22). However, The assumption of homogeneity of variances was tested and came 

out not satisfactory via Levene’s F test, F (259) = 0.6, p = .439. The independent samples t-test 

was also not associated with a statistically significant effect, t (259) = -1.316, p = .1089. There-

fore, despite the fact that the entrepreneurs who did live in a foreign country were associated 

with a statistically significantly larger mean level of internationalization than the entrepreneurs 

who did not live abroad, the obtained difference between the variances in the entrepreneurs was 

not significant. 
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Table 9 - T-test analysis of ‘Living abroad has a positive correlation with being motivated to internationalize’ 

The results seem to suggest that it is not important if you stay in a foreign country for more than 

two months or not as the statistical significance does not support this. The findings show that the 

mean is greater for the individuals who lived abroad, but there is no statistical significance be-

tween the two groups meaning that this variable does not divide the groups of Czech entrepre-

neurs into two distinctly different populations. It seems that staying abroad does not have an ef-

fect on the entrepreneurs as I originally expected. In this case, the evidence is clear, thus, the H2 

is rejected.  

Thanks to running the independent t-test on the two independent variables (e.g. have you ever 

studied abroad, and have you ever lived abroad), it has been possible for me to observe that there 

may be a third group of individuals who lived but not studied abroad which can have a statistical 

significance. The following chapter discusses this alternative group in more depth.   
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4.2.3. People who have lived but not studied abroad are more likely to internationalize  

The initial hypothesis believed that by staying abroad via studying abroad would lead to greater 

internationalization efforts. However, this hypothesis was rejected by the data. Therefore, I tested 

just staying abroad, including all the different activities which could divide Czech entrepreneurs 

into two distinctly different populations. Yet, the second hypothesis was also rejected by the data.  

Based on the previous two analysis, it seems that studying is not the factor that motivates the en-

trepreneurs to internationalize. Therefore, I believe that it is important to analyze a group of en-

trepreneurs who did live abroad but they did not study abroad, thus, they were engaged in a dif-

ferent activity that made them to live abroad. Hence, I am testing an alternative hypothesis where 

the dependent variable is ‘How much do you internationalize’ and the independent variable is 

‘Have you ever lived but not studied abroad’. I assume that this alternative hypothesis can assign 

a significantly important role to those entrepreneurs who were engaged in a different activity 

abroad and the level of internationalization in their business; Ha: People who have lived but not 

studied abroad are more likely to internationalize  

On this occasion, the independent t-test was performed to distinguish a significance difference 

between entrepreneurs who lived abroad, but not studied there, and entrepreneurs who lived 

abroad and did study there. Table 10 exhibits entrepreneurs who have lived abroad but not study 

abroad, those who have lived but not study abroad (N = 81) was associated with a degree of in-

ternationalization M = 2.50 (SD = 2.161). On the other hand, those who lived and studied in a 

different country (N = 180) were affiliated with a numerically smaller degree of internationaliza-

tion M = 1.97 (SD = 1.825). The assumption of homogeneity of variances was tested and satis-

fied via Levene’s F test, F (259) = 8.64, p = .004. Moreover, the independent samples t-test was 

linked to a statistically significant effect, t (259) = -2.028, p = .044 . Hence, those who lived in a 

different country but not study there were associated with a statistically significantly larger mean 

degree of internationalization than the entrepreneurs who lived and studied in the different coun-

try. A graphical representation of the means that the 95% confidence intervals is shown in table 

10. 
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 Table 10 - T-test analysis of ‘People who have lived but not studied abroad are more likely to internationalize’ 

Based on the results from H1 and H2, I created an alternative group with which I assumed that 

there is a difference between entrepreneurs who lived and did not live abroad but without the as-

pect of studying. Subsequently, the t-test from table 10 revealed a significant difference between 

this third group. The findings signal that this criteria divides the group in such a way that the 

ones who lived but not studying abroad seem to be more likely to internationalize.  

Ultimately, the indications from table 7 and table 10 strongly demonstrates that studying abroad 

does not motivate people to internationalize more. Therefore, after rejecting the first hypothesis 

that studying abroad may lead to a higher degree of internationalization and non-significant re-

sults from table 9, the studying factor was taken out for the Ha and the results from table 10 con-

firm that living abroad actually lead to a higher degree of internationalization, suggesting that 

studying abroad is not enough but other activities linked to living abroad have the real impact on 

internationalization efforts. Thus, H3 is confirmed.  

Nevertheless, it is pivotal to investigate whether other reasons could account for this disparity. It 

is important to evaluate the validity of this finding (table 10) as other variables may have affect-

ed the interpretation of the hypothesis to keep the research statistically accurate. Therefore, I will 
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further test gender by percentage and age by an independent t-test, similar to the first hypothesis, 

in order to keep a systematic character throughout this research. 

Therefore, to test the effect of gender I had to divide the respondents from the collected data. 

This shows that there are 53 men and 42 women in the group of people who lived but not studied 

abroad, whereas there is 88 men and 12 women in the group that did not. The first group has 

88% men and 12% women, and for the second group it is 53% men and 42% woman. This dif-

ference creates a significant difference and therefore, gender is considered as the confounding 

factor.  

Secondly, to test whether the difference could be explained by the differences in age, an inde-

pendent t-test was carried out. Age was used as a dependent variable and the item ‘Have you ever 

lived but not studied abroad’ as the independent variable. Table 11 reveals that the assumption of 

homogeneity of variances was satisfied via Levene’s F test, F (259) = 19,88, p = .001 as well as 

the independent t-test was associated with a statistically significant effect, t(259) = -4.05, p = 

.001. Therefore, it can be concluded that this significant difference influences the difference in 

internationalization between the two groups, rather than by the difference in whether they have 

lived but not studied abroad.  

Table 11 - T-test analysis of a confounding variable; age 
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To summarize, I firstly found out that studying abroad does not motivate entrepreneurs to engage 

in internationalization. When this difference was discovered, I also had to test if alternative ex-

planations are possible. Additional analysis then did not discover the variables of age and gender 

as confounding factors, thus the initial hypothesis was rejected. Therefore, I tested whether other 

activities could influence their desire to start exporting by asking ‘Have you ever lived but not 

studied abroad’ which eliminated the educational aspect. This assumption was confirmed, yet, 

when stratifying the results by gender and age, I noticed that both these confounding factors dis-

tort the true relationship between what entrepreneurs answered to ‘Have you ever lived but not 

studied abroad’ and their level of internationalization. Therefore, I cannot conclude whether it is 

the question, the age, or the gender that creates the difference between the two groups.  

4.3. What enables entrepreneurs to engage with internationalization 

The last part of analysis discusses four hypothesis regarding what enables entrepreneurs to en-

gage with internationalization using single linear regression.  

4.3.1. Having a domestically established SME enables entrepreneurs to internationalize 

The H3a: Having a domestically established SME enables entrepreneurs to internationalize, is 

tested by conducting a linear regression with two variables; the level or internationalization as 

response variable, and item ‘It is important to have a stable business in Czechia before starting to 

export’ as explanatory variable (table 12). The aim is to measure whether establishing the en-

trepreneur’s company domestically is an enabling factor or not. 

Full regression output of this model in table 11 shows that the R Square that measures the pro-

portion of explained variation. Here, the results indicate that about 37% of the total variation in 

the dependent variable (i.e. level of internationalization) is explained by this model. The F sta-

tistics indicates F (1, 259) = 154,35 (p = .001), meaning that the results are statistically signifi-
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cantly findings. One can observe that the standardized coefficients beta weights (B) is -.611, 

meaning that if the explanatory variable increases the likelihood of the entrepreneurs being more 

engaged in internationalization decreases. Similarly, the unstandardized Beta (B) suggested that 

for every one unit increase in the item, the level of internationalization will decrease by 0.553 

points. 

Table 12 - Linear regression of ‘Having a domestically established SME enables entrepreneurs to internationalize’ 

The results indicate that the entrepreneurs who believe that establishing their companies domes-

tically before they internationalization are less likely to engage in internationalization. This find-

ing is opposite to the initial assumption, thus H3a: ’Having a domestically established SME en-

ables entrepreneurs to internationalize’ is rejected.  
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Whilst this is an interesting find there may be other variables that could influence the outcome. 

In this case, to keep it systematic with the previous hypothesis, I will further test the same two 

variables; gender and age. I will use the 2-tailed independent t-test with the item ‘It is important 

to have a stable business in Czech before starting to export’ as dependent variable and separate 

gender and age as independent variable to test the H3a further.  

The first 2-tailed independent t-test was performed to distinguish a significant difference be-

tween female and male genders and their belief about the importance of establishing their SMEs 

domestically before internationalization. The assumption of homogeneity of variances was tested 

and was not satisfied via Levene’s F test, F(259) = 3.33, p = .069. Moreover, the independent t-

test was not linked to a statistically significant effect as t(259) = -.162, p = .871 (table 13). 

Table 13 - T-test analysis of a confounding variable; gender 

Therefore, the different from table 12 cannot be explained by the difference between the gender. 

However, this result could be alternatively explained in the age difference where the independent 

variable are two age groups; 20-35, 35-55. I decided to draw the line at 35 years, keeping in 

mind that I study Czech entrepreneurs who were not allowed to even own an SME until 1989, 
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when the communist regime ended. Therefore, the older group 35+ include entrepreneurs who 

were born before 1989. 

Table 14 - T-test analysis of a confounding variable; age 

On this occasion, the results show that the group of entrepreneurs who are between 35-55 years 

(N = 63) was associated with a degree of M = 3.71 (SD = 2.679). By comparison, the group of 

entrepreneurs who are between 20-35 (N = 198) was associated with a numerically smaller de-

gree of M = 2.68 (SD = 1.895). To test the assumption that age can explain the difference in be-

lief whether it is important to establish an SMEs domestically first was associated with statisti-

cally significantly different in means. Table 14 indicates that the assumption of homogeneity of 

variances was tested and satisfied via Levene’s F test, F (259) = 64.05, p = .001. The indepen-

dent t-test was also associated with a statistically significant effect, t (259) = -3.40, p = .001. 

Thus, the older entrepreneurs were associated with a statistically significantly larger mean degree 

than the entrepreneurs who are younger. 

In summary, I initially found that that people who believe that it is important to establish them-

selves at home market prior to internationalization are less likely to internationalize. Therefore, I 

tested this result further with two confounding factors; gender and age. I found out that there is 

no difference between how women and men answer the question about establishing a business at 

home, therefore the regression is not influenced by any gender difference. Hence, this assump-

tion cannot be considered as the confounding factor. Afterwards, I tested whether the confound-
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ing factor could be the difference in age. These results came out to be significantly different, 

where young people are more likely to answer that they don't need to establish themselves at 

home before internationalizing.  

When I tested whether there is a relationship between how people answered the question about 

establishing a business domestically and how likely they are to internationalize, I found out that 

age difference is the confounding factor. Thus, the regression only shows an age correlation with 

the respondents’ answers to whether they consider the step of firstly establishing their SMEs do-

mestically as important. Therefore, it is difficult to say whether it is the age or the belief about 

establishing their SMEs domestically that influences their internationalization ability.  

4.3.2. Exporting to neighboring countries facilitates the internationalization of SMEs 

The second regression is carried out to find out whether entrepreneurs are more enabled to inter-

nationalize due to exporting to neighboring countries. This is tested by conducting a linear re-

gression with two variables; the level of internationalization as response variable, and item ‘It is 

easier to export to countries that are close to my home country’ (table 15). The aim is to find a 

statistically significant difference between these two variables. 

The F statistics shows F (1, 259) = 12,49 (p = .001), meaning that the results are statistically sig-

nificant. However, the Adjusted R Square that measures the proportion of explained variation, 

indicate only 4% of the total variation in the dependent variable which can be explained by this 

model, resulting in not particularly powerful results. The factor analysis showed that only one 

item was strongly related to the intended construct and thus, this low outcome may have been 

caused by an inadequate question. However, the 4% of the variance can still explain how the re-

spondents answered this item, and as such, this conviction seems to support the hypothesis.  
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Table 15 - Linear regression of ‘Exporting to neighboring countries facilitates the internationalization of SMEs’ 

4.3.3. Network created from living abroad is positively correlated with internationalization 

For the next hypothesis I assumed that maybe living abroad, not only traveling abroad, can help 

entrepreneurs to create such connections that enable them to internationalize. Therefore, the goal 

is to discover a significant difference between the answers to the question ‘I have made connec-

tions that helped me with internationalization thanks to living in a different country’ and the re-

spondent’s level of internationalization as the response variable, using a single linear regression. 

Table 16 shows that the Adjusted R Square result indicates that about 10% of the total variation 

in the dependent variable is explained by this model which is not an irrelevant finding. Similarly, 

F statistics is F (1, 259) = 30,44 (p = .001) suggesting that results are statistically significant. 
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One can observe that the standardized coefficients beta weights (B) is .324, meaning that if the 

explanatory variable increases the likelihood of the entrepreneurs being more engaged in interna-

tionalization also increase. Similarly, the unstandardized Beta (B) suggested that for every one 

unit increase in the item, the level of internationalization will increase by 0.31 points. 

Table 16 - Linear regression of ‘Network created from living abroad is positively correlated with internationalization’ 

Thus, the findings indicate that the entrepreneurs who have made connections abroad via living 

there are more likely to be engaged in internationalization thanks to them. This finding is con-

firming H4: Network created from living abroad is positively correlated with internationaliza-

tion. 
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Yet, these results, similarly to H3a, can be influenced by confounding factors. Therefore, I fur-

ther tested age and gender by 2-tailed independent t-test where ‘I have made connections that 

helped me with internationalization thanks to living in a different country’ as dependent variable 

in order to discover significant difference between these two confounding factors and the re-

spondent’s answers about creating connections abroad thanks to living there. 

It can be seen that the group of entrepreneurs who are between 20-35 years (N = 198) was asso-

ciated with a mean of M = 4.94 (SD = 1.11) (table 17). By comparison, the group of entrepre-

neurs who are between 35-55 years (N = 63) was associated with a numerically smaller degree of 

internationalization M = 3.17 (SD = 2.135). Additionally, the assumption of homogeneity of vari-

ances was tested and satisfied via Levene’s F test, F(259) = 9,389, p = .003. The independent t-

test was associated with a statistically significant effect, t(259) = 3.37, p = .001. Thus, the 

younger entrepreneurs were associated with a statistically significantly larger mean degree of the 

belief regarding connections than the older entrepreneurs. 

Table 17 - T-test analysis of a confounding variable; age 
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Additionally, women (N = 63) was associated with a mean of M = 3.43 (SD = 2.277) (table 18). 

Whereas men (N = 198) was associated with a numerically smaller degree of internationalization 

M = 2.64 (SD = 1.925). Similarly, the assumption of homogeneity of variances was tested and 

satisfied via Levene’s F test, F(259) = 7.759, p = .006. The independent t-test was associated 

with a statistically significant effect, t(259) = 2.71, p = .007. Thus, the women were associated 

with a statistically significantly larger mean degree of the belief regarding connections than the 

men. 

Table 18 - T-test analysis of a confounding variable; gender 

I found out that age and gender are both the confounding factors, thus I cannot conclude whether 

it is the question about creating network, the age, or the gender that creates the difference be-

tween the two groups.  
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4.3.4. Creating an emotional tie to another country has a positive correlation with being 
able to internationalize 

The last regression is testing my assumption that entrepreneurs can create an emotional tie to 

foreign countries, thanks to traveling and living there, which increase their likelihood of interna-

tionalization. This is tested by conducting a linear regression with two variables; the level or in-

ternationalization as response variable, and item ‘It is easy to internationalize to countries for 

which you have a strong connection to’ as explanatory variable (table 19). The aim is to measure 

whether this emotional context is an enabling factor or not. 

Table 19 - Linear regression of ‘Creating an emotional tie to another country has a positive correlation with being 
able to internationalize’ 
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Full regression output of this model in table 19 shows that the Adjusted R Square is 5% of the 

total variation in the dependent variable that can be explained by this model. The F statistics    

indicates F (1, 259) = 16,97 (p = .001), meaning that the results are statistically significant. The 

standardized coefficients beta weights (B) is .248, suggesting that if the explanatory variable   

increases the likelihood of the entrepreneurs being more engaged in internationalization increas-

es. Similarly, the unstandardized Beta (B) shows that for every single unit increase in the item, 

the level of internationalization will increase by 0.295 points, which is not a very large number.  

Only 5% of the variance of how much people internationalist can be explained by how they    

answered to the question ‘It is easy to internationalize to countries for which you have a strong 

connection to’, this conviction still seems to support the internationalization.  
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5. Discussion of the findings 

There are two aspects that need to be met in order create entrepreneurs who are successful in   

internationalization; motivation and capacity. Based on the results from the analysis it is obvious 

that prior literature has resulted in contradictory findings regarding what motivates and what en-

ables entrepreneurs in exporting their products and services. In this chapter, I discuss the most 

significant findings and their relation to previous literature, as well as my assumptions that built 

upon from prior studies, leading onto suggestions for future research. Thereupon, the practical 

implications of this thesis is proposed and eventually the limitations presented. 

5.1. Discussion 1: Staying abroad motivates entrepreneurs to internationalize 

H1: Studying in a foreign country increases the likelihood of internationalization 

There are a lot of studies that have explored what motivates entrepreneurs to engage in interna-

tionalization (Lukas, 1978; Reynolds et al., 2005; Acs, 2006; Altintas, 2007; Leonidou et al., 

2007; Fabian et al., 2009, Ciravegna et al., 2014). Yet, from the entrepreneurship studies we are 

also aware that entrepreneurs are not only motivated by rational economic factors, but also     

emotional factors (Brandt et al., 2009; Brannback et al., 2011; Eurofond, 2013). I believe that 

SMEs that operate in a smaller domestic economy such as the Czech Republic, would rather be 

developing emotional connections with countries outside their neighbors, maybe thanks to   

studying abroad. This consequently could lead to greater motivations to start exporting.  

A lot of studies claim that education can be this first step that acts as a motivational factor for 

internationalization (Leonidou et al., 1998; Ruzzier et al., 2007; Alon et al., 2013; Mubarak et al., 

2018). Therefore, I started by asking that entrepreneurs who stayed abroad via studying abroad 

were more likely to internationalize. I firstly launched the independent t-test with the dependent 

variable of ‘How do you internationalize’ and independent variable 'Have you studied abroad or 

not’. There was an evidence of a statistically significant effect of studying abroad with the entre-

preneurs’ internationalization efforts. Showing that entrepreneurs who studied abroad were inter-

nationalizing less, compared to those who did not study abroad. Those entrepreneurs who did not 
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study abroad were significantly more active in internationalization. It was hypothesized that liv-

ing in a foreign country via education would motive the entrepreneurs to internationalize. Based 

on these results I found that there is a significant different between those who have and have not 

studied abroad, however in the opposite manner to what was expecting; the t-test shows a sur-

prising result that studying abroad does not make entrepreneurs more likely to internationalize.  

The literature argues that entrepreneurs with a higher educational level are more likely to engage 

in exporting activities (Leonidou et al., 1998; Ruzzier et al., 2007), therefore I tested whether   

entrepreneurs who studied abroad are also more likely to internationalize, which they are not. 

Thus, one must ask how entrepreneurs can be motivated to start exporting products/services, if it 

is not for the effect of studying abroad. It is possible that the problem lays in the subjects that 

they are able, or not able, to study at the foreign university and the activities that they may en-

gage outside of regular classes. If studying abroad should make it more likely for entrepreneurs 

to internationalize, it may be crucial that the studies involve learning about the foreign market 

that the entrepreneurs are in. Alternatively, it may be the case that there is something specific and 

enriching about certain types of activities that can be arranged for the students, such as engaging 

in networking with local entrepreneurs, having a part-time job in a local company, or a volunteer 

job. However, my current data cannot answer this, and so this presents a subject of future studies.  

I considered other alternative reasons that may explain the difference between the findings. Ovi-

att et al. (1993) argue that entrepreneurs’ age plays an important aspect in internationalization. 

Other studies also claim that younger entrepreneurs tend to internationalize more frequently to 

the older entrepreneurs (Leonidou et al., 1998). The age difference could, for example, mean that 

younger entrepreneurs are more open to internationalization, or alternatively that older entrepre-

neurs had more time to develop their SMEs and as such their internationalization efforts. Alterna-

tively, it could be argued that younger people do not proceed with higher education these days 

and rather engage in entrepreneurship with the aim to learn ‘how’ along the way. Thus, I tested 

this assumption as I find this indicator as very important for undersigning the hypothesis’ results. 

The majority of my respondents where between 30-35, with 126 participants, and the second 

biggest group was 25-30 with 54 respondents while the group of 35-40 had 36, 40-45 and 20-25 

both had 18 respondents, and 50-55 had 9 respondents. Therefore, the overall results of my re-
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search could be influenced by the age difference. However, I tested age as dependent variable 

and ‘Have you ever studied in a foreign country’ as the independent variable via t-test and there 

was no statistically significant difference between the age and the efforts to internationalize.  

Therefore, it is not the age difference that could explain the outcome. One more component to 

consider as the influential factor is gender. The percentage of women and men in the two groups 

were almost identical resulting in no statistically significant difference between them. Thus, the 

difference in how much the two groups (i.e. studied and not studied abroad) internationalized 

cannot be explained by the difference in age or gender, but can be explained by the difference in 

whether or not they studied abroad. 

H2: Living abroad has a positive correlation with being motivated to internationalize 

On the other hand, other studies believe that the time spend abroad encourages entrepreneurs to 

engage in exporting (Athanassiou & Nigh, 2000; Manolova et al., 2002; Ruzzier et al., 2007). 

Therefore, I tested my second hypothesis whether there is a significance difference between    

entrepreneurs who lived abroad with those who did not and their exporting activities. I ran the     

independent t-test with the dependent variable of ‘How much do you internationalize’ and           

independent variable ‘Have you lived abroad or not’. There was no evidence of a statistically        

significant effect between these two groups. 

Ha: People who have lived but not studied abroad are more likely to internationalize  

Nevertheless, after rejecting the hypothesis that studying abroad motivates entrepreneurs to in-

ternationalize, I created a hypothesis that entrepreneurs who did live abroad, but had not studied 

abroad, would be more engaged in internationalization as they could have been engaged in dif-

ferent activities, such as working abroad, using a gap year for traveling, volunteering abroad, etc. 

I assumed that this alternative hypothesis can assign a significantly important role to those entre-

preneurs who were engaged in a different activity abroad and the level of internationalization in 

their business. This hypothesis was confirmed, meaning that whilst studying abroad does not  

increase internationalization, it seems that living in a foreign country can motivate entrepreneurs.  
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There are multiple reasons that could explain this result. Firstly, living abroad could help        

entrepreneurs to create contacts that enable them to internationalize. Secondly, living abroad 

could help them to create an important emotional connection to that culture, motivating them to        

internationalize. However, there is a third interesting reason; what if the entrepreneurs know that 

it is easier to internationalize to different countries, and explore their markets, if they have lived 

there prior. If this is the case, then it is not surprising to find out that entrepreneurs want to live 

abroad above studying abroad. Thus, the people who have lived abroad but not studied abroad 

may be the people who have just taken the first step in the process of internationalization. After-

wards, it is not surprising that this group internationalize more. Following this through, it could 

be argued that living in isolation is not what cause entrepreneurs to internationalize, but rather is 

just one part of their initial internationalization process. If it is the creation of contacts that living 

abroad provides which encourages internationalization, the implication for the institutions is 

clear - encourage people to live abroad over studying there. If it is for the third reason, then it 

cannot be argued that living, as opposed to studying, abroad truly motivates them, since they 

lived abroad because they were already thinking about internationalization, thus, there must be 

something else that actually motivated them. To this end, I cannot conclude which of these three 

explanations motivates entrepreneurs based on the current data, however, this is an important 

concept for the future research to explore. 

Moreover, when considering and testing the internal validity of these results, the effect on results 

by the both variables (i.e. gender and age) was observed. Firstly, I tested age as dependent     

variable and ‘Have you ever lived but not studied abroad’ as independent. The results came out 

as statistically significant. Therefore, this significant difference influences the difference in      

internationalization between the two groups, rather than the difference in whether they have 

lived, but not studied, abroad. Secondly, the data for this item was collected from 53 men and 42 

women in the group of people who lived but not studied abroad, whereas there is 88 men and 12 

women in the group that did not. This shows that in the group of people who have lived but not 

studied abroad there is a higher percentage of woman than in the group of people who did not. 

Thus, once again the difference in how much the two groups internationalize may be explained 

by the difference in gender rather than the difference in whether or not they have lived, but not 

studied, abroad.  
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The effect on internationalization is therefore not truly because people lived and not studied 

abroad, but also because of the alternate explanations which influence the interpretation of the 

results. The given findings from the alternative hypothesis are, therefore, altered by these two 

confounding factors leading to a misconception of the true relationship. Existence of these two 

factors also make it hard to establish a precise connection between the ‘living but not studying 

abroad’ and the level of internationalization. In this case, it could be the ‘living but not studying 

abroad’ factor, or it also could be the age difference, or even the gender that led to this outcome. 

It is difficult to clearly state which of these variables can explain the level of internationalization, 

yet, acknowledging these confounding factors also allows me to create a more appropriate      

assumptions of the potential true relationship for the future research. For example, in order to test 

the Ha: People who have lived but not studied abroad are more likely to internationalize, the 

new research needs to ensure that its research design collects data only from entrepreneurs with 

the same internationalization background, where the same genders and same age groups are in-

cluded in both of the groups (i.e. living but not studying abroad). Additionally, new research also 

could plan and measure more attributes that can be considered as confounding factors, such as 

the size of the company, their financial means, or the ability to speak foreign languages.  

Similarly, one possible reason for finding that entrepreneurs who did not study abroad are more 

likely to internationalize from the first hypothesis is that I did not consider more confounding 

factors that could have influenced the outcome. Future research may identify more factors that 

are part of the process of studying abroad and explain the found differences in H1. Similarly,   

future research can also focus and study more activities that include living abroad more specifi-

cally. These studies are needed in order to unravel the more specific emotional connections from 

which entrepreneurs can be motivated to internationalize. My research design did not have a 

clear objective to only research emotional connections, but it also aimed to discover whether it 

could be a stronger motivational factor in contrast to motivations suggested in the literature.  

To conclude, the results reveal that staying abroad via studying abroad does not motivate         

individuals to internationalize. However, living abroad thanks to other activities may encourage 

individuals to export their product and services, thus increasing the likelihood of international-
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ization which is important for a country’s economy. However, it is not clear which of the three 

explanations causes entrepreneurs to live and not study abroad from my study. Therefore, the   

future research will have to investigate which explanation truly motivates entrepreneurs to inter-

nationalize.  

5.2. Discussion 2: Staying abroad enables entrepreneurs to internationalize 

H3a: Having a domestically established SME enables entrepreneurs to internationalize 

A lot of literature has explored what skills and approaches enable entrepreneurs to international-

ize. This literature argues that entrepreneurs need to build different skills on the home ground, or 

gain them through traveling to neighboring countries where the culture is really similar to their 

home country, enabling them to internationalize (Morosini and Shane, 1998; Leonidou et al., 

1998; Athanassiou and Nigh, 2000; Westhead et al., 2001, Robson et al., 2012). This assumption 

was strongly rejected by my data which indicates that those who believe that it is important to 

have a stable business domestically prior to internationalization are less likely to internationalize.  

However, further consideration and testing of the internal validity of this result was needed. 

Therefore, I firstly divided the groups using gender criteria which did not seem to split them into 

two different populations; there was no statistically significant difference. Yet, the effect on the 

outcome was observed when testing the age difference. In order to do this, I tested the age differ-

ence as a dependent variable and the independent variable split into two age groups; 20-35 and 

35-55. I decided to draw the line at 35 years as the Czech entrepreneurs were not allowed to own 

an SME until the end of Communism in 1989, thus, the older group of 35+ include entrepreneurs 

who were born before 1989. I found out that the older entrepreneurs were associated with a sta-

tistically significantly larger mean than the entrepreneurs who are younger. 

Therefore, the affect on internationalization, in this case, cannot be clearly distinguished. It could 

be because of the belief that people do not need established SMEs before they start exporting, 
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but it also could be because of the alternative explanation (i.e. age difference) which influences 

the interpretation of the results. The result is therefore modified by the age difference leading to a 

different interpretation. The confounder shows that it is the older people who believe that it is not 

important to have a stable business domestically. This may be because they have had more time 

to establish their businesses and understand the advantage of this step. Alternatively, this could 

be because of the fall of Communism in 1989; they did not know anything about international-

ization and had no experience with it, thus, they may have needed to firstly develop their compa-

nies domestically to be able to internationalize. Based on this recognition, the future research can 

study a more specific assumption of the potential true relationship. 

For example, to test this assumption again, the future research needs to make sure to create such 

a study design that allows them to gather data from younger group and older group separately to 

test additional variables that each group can be influenced by. This could be researched by dis-

tinguishing between people who have founded companies before and after 1989, or who have 

taken their education before and after 1989. For the older entrepreneurs, it could be how long it 

took them to establish their business before exporting, or if there is an ‘age year’ like 30, 35, or 

40 that is in general a turning point for starting to internationalize. For the younger entrepre-

neurs, the factor could be what kind of industry they are engaged in, or whether they started their 

businesses with the intention of being international. The new plan can measure attributes which 

can shed more light on the relationship between the belief that it is important to have a stable 

business first and the level of internationalization.  

H3b: Exporting to neighboring countries facilitates the internationalization of SME 

Another theory explains that entrepreneurs tend to export to countries within a close distance as 

they consider entering similar markets to their home markets to be less precarious (Johanson and 

Wiedersheim-Paul, 1975; Cavusgil, 1980; Johanson and Vahlne, 1990). My results show that 

having this belief can only explain 4% of variance in how much people actually internationalize; 

this is not considered as a significant difference. Therefore I cannot conclude whether exporting 

to neighboring countries is truly the enabling factor for entrepreneurs. One possible reason for 

this is that my research design did not ask enough relevant questions that could assist me with a 

more in-depth and specific analysis. I could have asked about whether they tend to export to 
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close countries first, or I could have asked more about their motivations like ‘Do you think that 

internationalization is one of the most important tasks for your company’. Nevertheless, the H3b 

hypothesis ‘Exporting to neighboring countries facilitates the internationalization of SME’     

requires further investigation.  

H4: Network created from living abroad is positively correlated with internationalization 

On the other hand, there is a network approach which rather discusses environmental perceptions 

in terms of system of connections between entrepreneurs and different market actors. Other    

studies also found that networks, as well as relationships, results in a higher engagement in inter-

nationalization (Johanson and Mattsson, 1988; O’Farrell et al., 1998; Athanassiou and Nigh, 

2000, Chetty and Holm, 2000; Westhead et al., 2001). These studies, however, point out that 

these relationships can be created mainly thanks to traveling to other countries. I assumed that 

living abroad, rather than merely traveling, makes it more likely that an entrepreneur develops an    

emotional connection to the country thanks to having living there. Therefore, I firstly tested 

whether having a connection abroad enables to internationalize. The results show that more than 

10% of the variance in how much people internationalize can be explained by this.  

Yet, when testing for possible confounding factors, I discovered that the outcome can be         

explained by both age and gender as well. I used a t-test for both demographics with ‘I have 

made connections that helped with internationalization thanks to living abroad’ as the dependent 

variable and gender and age as the independent variable. Firstly, when testing gender, I found out 

that females were associated with a statistically significantly larger mean of creating connections 

than males. Maybe females tend to be more communicative and open for creating their networks 

while living abroad or maybe males do not find it useful to create contacts abroad while living 

there, instead they could be focus on other activities. Secondly, similarly to H3a I draw the line at 

35 years to keep the systematic nature throughout the thesis and discovered that it is the younger 

people (i.e. 20-35) who are associated with a statistically significantly larger mean of creating 

connections while living broad than the older group (i.e. 35-55). This could be because of 

younger people are more likely to have bigger friend groups and older people tend to have tighter 
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groups of less friends. Older people may have less time to spend with them and, thus, they 

choose to create less connections but see them more often.  

These results can potentially mean that entrepreneurs do not necessary need a ‘connection’ 

abroad, but something else. One potential reason could be that I only asked about the connec-

tions that were made thanks to living in a different country. If I had included whether the         

entrepreneurs created their connection also thanks to traveling abroad, I could have explained 

more than 10% of the variance in how much people internationalize. Further work is undoubted-

ly needed to unravel these specific circumstances from which entrepreneurs can draw while    

being abroad which eventually enables them to internationalize. For example, researchers can 

focus on the age difference and study whether a lot of connections, or just a few, help entrepre-

neurs with internationalization. Alternatively, they could focus on why males are less likely to 

create connections as well as what other activities they tend to do while living abroad and if they 

enable them with internationalization. 

H5: Creating an emotional tie to another country has a positive correlation with being able 

to internationalize 

Similarly, when I was testing the assumption that entrepreneurs can create an emotional tie to 

foreign countries, thanks to traveling and living there, which increases their likelihood of interna-

tionalization, I found that 5% of the variance of how much people internationalize can be         

explained by how they answered this question. This conviction seems to support the levels of 

internationalization. However, this hypothesis needs further research which would develop a 

more tied series of questions aimed at measuring more directly the degree of emotional          

connection people have to countries other than their own. 

To summarize, the results does not support the idea that having a stable business enables          

entrepreneurs to internationalize. However, there is some evidence that, thanks to living abroad, 

entrepreneurs can create an emotional connection which enables them to start exporting. Yet, this 

theory requires further investigation; I firmly believe that more in-depth analysis can fill these 

gaps. Therefore, these findings can be used as valid indicators for the future studies.  
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5.3. Practical implications and recommendations 

We already know that it is important for a country’s economy to have SMEs that engage in      

internationalization. For this reason, it is interesting to look at what role living and traveling 

abroad plays in making Czech entrepreneurs interested in, and enable to engage in, international-

ization. This chapter introduces suggestions made for institutions based on the discussion.  

Firstly, the motivational factors were examined and the results show that living abroad can be a 

motivating factor. However, it seems that a semester abroad that is offered on majority of       

universities is not the driving force. On the contrary, there’s no evidence suggesting it motivates 

entrepreneurs with internationalization. Therefore, educational institutions need to reconsider the 

concept of studying abroad as there is something missing that could enrich the experience for the 

studies that, in return, motivates them to internationalize. Educational institutions could, for ex-

ample, investigate why individuals do not find studying abroad as a motivation factor for interna-

tionalization as much as was initially anticipated. This could be that the program abroad does not 

suit their needs, they do not have a chance to learn or aren’t allowed to engage in the local     

market, or that they need other actives outside of school that creates more awareness of the local 

market environment. If studying abroad should lead to a higher internationalization activities, 

then the educational institutions need to recognize what factors limit this and, ultimately, end up 

discouraging internationalization.  

Secondly, enabling factors were examined and it seems that living abroad could be the enabling 

factor. It does not always have to be the students who live abroad, it may be the individuals who 

decided to work abroad to maybe gain some experience. The government should consider how to 

facilitate living abroad for these people. For example, a financial support could be offered,     

having experts in different fields that can assist individuals with finding the right jobs, or the in-

stitutions can create policies which make living abroad a lucrative offer, potentially through     

different tax reveals. By supporting entrepreneurs with living abroad, the entrepreneurs can gain 

such a knowledge that can afterwards assist them with exporting.  

Thirdly, another area of future research which has been suggested in order to add more value to 

already existing literature. These proposals can act as starting inspirational points for the future 
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research regarding motivations and enabling factors to export. These could also be implemented 

in a wide range of areas to test other hypotheses. Motivational studies of SMEs have a long     

history, however the world is changing at a faster pace where SMEs’ emergence is getting to be 

rather a matter of an ethnical or emotional reason. More often monetary, rational, and economic 

motivations are becoming weaker when entrepreneurs are considering a foundation of their     

ventures. Therefore, researchers should consider more exporting efforts which reflect upon an 

individual’s intuitions and believes.  
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6. Limitations  

Firstly, the type of participants can be considered as a limitation. Fauchart and Gruber (2011)   

explain that entrepreneurs can be assigned with different social identities divaricating them into 

three basic types of entrepreneurs; darwinians, communitarians, and missionaries. Each type   

creates a company for a different reason. Darwinians aim for creating personal wealth and       

creating a successful business. Communitarians seek to solve problems around them in terms of 

communities. Missionaries create companies in order to support founder’s political vision 

(Fauchart & Gruber, 2011). These identity dimensions were not taken into account when         

contacting the participants. Indeed, there are significant differences in basic social motivations 

between these groups. For example, darwinians’ self-interest and missionaries’ social cause can 

bring about different results for engaging in internationalization. Therefore, even though the    

participants were delimited to a certain level it can still be argued that my survey was filled in by 

a random sample of respondents, thus, I was limited in my ability to gain data from only one type 

of participant. This is also due to the chosen research design, an online survey, which makes it 

hard to track how far it can go and who can eventually fill it in.  

Additionally, I searched for entrepreneurs who did not explicitly create their companies for the 

Czech market solely. However, there are various industries that have different frames of        

evaluations serving different segments of customers. I have managed to gather data from differ-

ent industries which create a diversity in a research that is desired, yet, it may have been interest-

ed to consider only one industry in order to create a more in-depth analysis. The results can be 

generalized for the Czech entrepreneurial environment, however they may have a very limited 

input and inside for some industries. Additionally, when designing the demographic questions to 

plan for three confounding factors; age, gender, and company size. I did not manage to gain 

enough answers from medium size companies. Therefore, I could not proceed with the company 

size as a confounder which limited the depth of the analysis.  

Another limitation arising from the research method was the measuring mean; self-reporting 

measure. The studied participants’ responses where collected through a survey. The questions 

were shuffled in order to hide the true purpose of the questionnaire however it is possible that 
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some entrepreneurs did recognize this and could be bias when answering the questions (Dörnyei 

& Taguchi, 2002). Furthermore, the questions themselves can represent a limitation to a study as 

mentioned before. For example, the H4: Network created from living abroad is positively        

correlated with internationalization, was only considering connections made by living abroad, 

however, testing connections that could be created by traveling would add more depth to the 

study and could reveal more significant results. Or to avoid this inaccuracy, it could have been 

interesting to arrange a survey and include a short interview to truly understand each                

entrepreneur’s connections. Nevertheless, this combined type of research was not possible as   

another limitation placed upon the study was the time period for carrying out the research. 

In principle, there may be people who are able to internationalize but they are not interested as 

well as there can be people who are motivated but they don’t know how to internationalize. 

However, I’m not taking these two groups into account in the way I have done my tests. For     

example, I have created this assumption that H5: Creating an emotional tie to another country 

has a positive correlation with being able to internationalize, however, I acknowledge that it is 

not guaranteed, and it could be wrong. I would need more research where I could develop a    

series of questions aimed at measuring more directly the degree of emotional connection people 

feel to countries other than their own. For example, I could measure a person’s level of            

motivation for a given task regarding exporting, by asking how much time they spend on this 

task, how important they think it is to solve the task, and how they can know whether they      

successfully finish the task and thus started to export. This would assume that if people spend a 

lot of time on a task and attribute a lot of importance to this task, then they are very motivated to 

start exporting. 

The research was also limited to a certain amount of time and thus this had an impact on the re-

sults in two means. Firstly, I did not have enough time to engage in a more in-depth research 

which my topic would have deserved. Secondly, this exporting activity or the thought of interna-

tionalization was measured only in a certain period of time with questions that could be better 

defined. The research could have shown different results if the survey could be performed, for 

example, again with more thought-out questions, or at the beginning of the year and at the end, 

or any other time period, as the economy or social trends continue developing. 
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7. Conclusion 

The aim of this research was to test whether living abroad potentially motivates and enables    

entrepreneurs to engage in internationalization. Moreover, it aimed to test whether developing 

education abroad can reinforce this goal of supporting internationalization. Because if business 

school are encouraged to include more staying abroad for a semester, then they could be more 

likely to produce people who think in terms of internationalization. 

In order to analyze the research question a quantitative framework was implemented. The data 

collection was mediated via an online questionnaire that was answered by 261 Czech entrepre-

neurs. There were 20 questions regarding six different constructs. These items were afterwards 

tested by a factor analysis in order to ensure the correct relationships between the items. The   

final 9 questions were then used for further analysis including 2-tailed independent t-test and 

simple linear regression testing the six hypotheses. The first two hypotheses included a belief 

that studying and living abroad can motivate entrepreneurs to internationalize. The other four 

hypotheses were each testing an individual belief about what enables entrepreneurs to interna-

tionalize which were about the domestic stability of their business, the proximity or network   

theory, and emotional connection to foreign countries. Some of these results where further ana-

lyzed with confounding factors in order to test their validity.  

Firstly, I decided to test whether there is a relationship between studying abroad and the likeli-

hood of internationalization as this is relevant to governments that aim to support their entrepre-

neurs to be more internationally oriented. To my surprise, the results show that this does not    

motivate people to internationalize. Secondly, I decided to test whether living in foreign        

countries can create a bond with these cultures which in return motivates entrepreneurs to        

internationalize. This research suggested that there is no difference between entrepreneurs who 

lived and did not live abroad. Therefore, I considered a third group of people who lived abroad 

but not studied abroad. This shows a slight evidence that living but not studying abroad influence 

entrepreneurs in their internationalization activities. However, there are three potential             

explanations for this. Firstly, living abroad could help entrepreneurs to create connections that 

enabled them to internationalize. Secondly, living abroad maybe help entrepreneurs to create this 

emotional connection to a foreign culture that motivated them to internationalize. Thirdly, living 

 77



but not studying abroad may just be a part of the internationalization process. This reason shows 

that there could be even another rationale that motivates individuals to internationalize and it is 

not the fact that they move to a foreign country. Due to this, a conclusion cannot be made before 

further research tests these findings with more specific questions.  

Secondly, the enabling factors were tested. The results show that people who do not stable their 

SMEs domestically first tend to internationalize more, however, it is not clear whether it is      

because of this belief or the age difference between the groups. The next hypothesis was testing 

if it is easier to export to neighboring countries; this conviction seems to slightly support           

internationalization. However, I found that the belief about having a connection abroad can      

enable entrepreneurs to internationalize. Yet, these results were influenced by confounders and 

thus, it is not sure whether it is the belief, age, or gender that affected the outcome. Lastly, I      

tested my assumption that entrepreneurs can create an emotional tie to foreign countries. This 

conviction also seems to slightly support their exporting activities. 

These finding can benefit future researches that will be testing motivations or enabling factors of 

SME’s entrepreneurs, as well as institutions that focus on studying and living abroad. 
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