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INTRODUCTION 

Gold, a jewelry design firm, was founded in 2004 by two designers. They started their enterprise at a business incubator and 

soon became quite successful: They won numerous awards, their designs were displayed in magazines, and they started to 

receive orders from department stores. At the business incubator, the two designers met a buyer from a well-known fashion 

retailer who went on to become their mentor. “The mentor understands what we want to achieve with our business,” they 

explain.  The mentor offered them a small loan, and, when additional financing was needed, he referred the entrepreneurs to a 

bank he knew had other design firms as customers. The mentor advised them to apply for a bank loan to finance the 

necessary equipment for their new shop and an overdraft to balance cash flows. Gold contacted the bank and was granted a 

bank loan of 200 000 SEK and a bank overdraft.  

 

During this stage of Gold’s development, the entrepreneurs realized that domestic production was too costly and that they 

needed to hire foreign manufacturers. The mentor referred the firm to a supplier in Poland, and later to one in China. He 

also provided advice on how to manage cash flows, which became difficult to balance as a consequence of the larger orders. 

Coincidentally, a consultant from the Swedish Trade Council informed the designers that Poland was an up-and-coming 

market for fashion goods. Gold informed their banker that they were conducting import and export transactions with Poland. 

However, he did not act upon, or give advice, based on this information. The entrepreneurs interpreted this inaction as a lack 

of interest in their business. Instead, the banker was perceived to be interested solely in the sales figures from the past few 

months. An interest in their international activities was important to them “because [they] needed people who could assist in 

[their] expansion.”  

 

The entrepreneurs were then contacted by an auction house that specialized in jewelry and offered to become an investor. The 

Auction house representative stated that they would invest 200 000 SEK in return for 30 per cent of the firm. The 

representative was informed that Gold conducted business overseas and even though he did not have any specific contacts, he 

said he would assist the firm in building its international business relationships. In contrast to the bankers, the Auction 

house representative was perceived as having an interest in the firm’s expansion. As a consequence of this perception, the 

entrepreneurs declined the bank loan and decided to accept the investment proposal from the auction house. Gold continued 

their international expansion, and, a year later, they started exporting to Japan through a Japanese sales agent. The Japanese 

agent required that Gold share the cost of his show room in Tokyo. Gold financed this investment with funds from the 

Auction house investment. Sales turnover increased each year, in 2007 for example, sales increased 103 per cent.  

 

The case outlined in the preceding paragraphs depicts the business development of a start-up firm, as 

highlighted by the increase in sales turnover. In this thesis, a start-up firm is defined as a firm that has not 

been registered for more than three years and that has fewer than six employees. Gold’s business 

development depended heavily on its business relationships. For example, hiring Polish and Chinese 

suppliers enabled it to take on larger orders, and the agreement with the Japanese agent increased sales in 

Japan. To increase production and make the co- investment, Gold needed to acquire a bank overdraft and 

capital, which was provided by the bank and by the Auction house. Gold also needed referrals to the 
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specific suppliers, information about how to balance cash flow, and insight into which markets would 

provide Gold with first-mover advantages. This information was provided by the mentor and by the 

consultant from the Swedish Trade Council. These are all examples of how exchange in business 

relationships is conditioned by access to financing and as well as to information that is timely, proprietary, 

and reliable.  

 

The founders of Gold, their suppliers and distributors, the bankers, the Swedish Trade Council consultant, 

and the mentor constitute a network. In this thesis, a network is defined as a social structure of 

relationships between individuals and organizations (Blau 1964; Granovetter 1985). This definition 

suggests that a firm’s network consists of both structure and content. Structure refers to the pattern of 

relationships, including with whom the firm is linked, whereas content refers to the degree of social 

attachment, or embeddedness, of those relationships. As illustrated by the case, network relationships provide 

benefits important to business development. Network relationships provide greater access to financing 

(Shane & Cable 2002; Shane & Stuart 2002; Uzzi & Gillespie 1999). Furthermore, network relationships 

can give a firm a competitive advantage by providing it with information before its competitors (Burt 

1992). Information received through network relationships is often assumed to be reliable and exclusive 

(Uzzi 1996, 1997). Such information may contain referrals to customers and suppliers important to firm 

business development (Burt 1992). Depending on the firm’s developmental stage, different network 

structures and content convey benefits promoting firm business development. Because newly established 

firms have lower degrees of legitimacy than firms in later development stages, leading to greater 

difficulties trading in the market, embedded ties to family and friends represent important potential for 

benefits in early firm development stages (Aldrich & Reese 1993; Dubini & Aldrich 1991; Hansen 1995; 

Jarillo 1989). Although network interaction in the start-up phase is predominantly based on social, as 

opposed to instrumental/economic logic, relationships that are instrumental in nature are also established. 

Thus, both motivations exist simultaneously (cf. Hite & Hesterly 2001; Larson & Starr 1993). As the firm 

develops, embedded ties to family and friends are less likely to provide the benefits necessary for 

continued business development. Therefore, firms need to adapt and align their networks strategically to 

obtain the resources they need (e.g. Ostgaard & Birley 1996). I use the definition of small and medium-

sized enterprises (SMEs) to denote firms that have developed beyond the start-up phase. In this thesis, an 

SME is defined as a firm with between 6 and 249 employees.1 Because SMEs have more extensive 

performance track records, market actors are more willing to engage in trade with SMEs than with start-

ups. At this stage of development, firms’ network relationships are primarily motivated by expected 

economic benefits (Hite & Hesterly 2001). Consequently, the logic of interaction in network relationships 

shifts from one that is predominantly social to one that is instrumental/economic (Larson & Starr 1993).2  

                                                 
1 The European Union’s definition of small and medium-sized enterprises is firms with between 10 and 249 
employees, an annual turnover not exceeding 50 million euro or a balance sheet not exceeding 43 million euro.  
2Relationships that are initiated by economic/instrumental criteria can however be added a social dimension (e.g., 
Hite 2003, 2005; Larson & Starr 1993; Uzzi 1999; Uzzi & Gillespie 1999, 2002).  
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Exchange in business relationships (i.e. relationships with customers or suppliers) often conveys costs and 

need for investments. Costs include the insurance against unforeseen circumstances and investments 

might be needed in order to adapt to the business partner’s production or logistics. Some actors in society 

provide services that reduce these costs and finance investments, and as such they provide benefits 

thereby facilitating the exchange in business relationships. As a consequence they enable firms to increase 

their number of transactions, thus enhancing business development. These actors include commercial 

banks. By providing services such as liquidity, secure payments, and financing, banks play an important 

role in the economy (cf. Davis & Mizruchi 1999; Economides 1996; North & Wallis 1982; Stiglitz 1990) 

and firm business development (Berger &  Udell  1998). For SMEs,  banks provide the largest portion of 

debt financing (Berger & Udell 1998; Petersen & Rajan 1994) and are also important providers of 

information on how to manage exchange within business relationships (Uzzi & Gillespie 2002). Hence, 

the importance of investigating bank-firm relationships. Whereas much of the previous research has 

focused on relationships between banks and SMEs the understanding of relationships between banks and 

start-up firms is still limited. Because of the logics of interaction differ between start-up firms and SMEs, 

their relationships with banks might show different characteristics. Previous research suggests that firms 

to a large extent base their financing decision on cost of capital (c.f. Meyers 1984; Meyers & Majluf 1984) 

or entrepreneurs’ reluctance to lose control of their companies (e.g. Sogorb-Mira, 2005). The case 

however illustrate a different rational for financial decision making: Gold chose the investment proposal 

offered by the Auction house instead of the bank loan and the decision did not hinge on the cost of 

capital or risk of losing control of the firm but rather on the expectation of access to information. Thus, 

certain issues require further investigation: Questions such as with whom firms in the start-up phase 

establish network relationships, and why they establish relationships with these actors and not others, as 

well as to which types of financing and information they thereby gain access, need to be answered (Hite & 

Hesterly 2001; Maurer & Ebers 2006). Furthermore, although previous research has shown that banks are 

important to the business development of SMEs (e.g. Berger &  Udell  1998) less is known about the 

effect of banks on the business development of SMEs through SMEs’ exchange with business partners. 

Considering the impact of business relationships on business development (e.g. Blankenburg Holm & 

Johansson, 1999), this is an important issue to address. 
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Purpose 

This thesis aims to contribute to the research on social structure by investigating how the network 

relationships of start-ups and SMEs affect the acquisition of financing and information necessary to 

achieve business development through exchange in business relationships. This thesis has a number of 

limitations. There are naturally several types of resources (including different types of information) that 

are important to business development, such as raw material or technology. This thesis limits its focus to 

the acquisition of finance and information adhering to information necessary to achieve business 

development through exchange in business relationships. Furthermore, the study is limited to the demand 

side of these resources.    

 

The thesis summary is organized as follows: First, the central theoretical concepts used are presented. 

Based on a literature review, a model of how these concepts are related is formulated. A presentation of 

empirical work and related papers follows. Finally, concluding remarks and implications for future 

research, as well as for banks, are presented.      

 

THEORETICAL ASSUMPTIONS 

In this thesis, a network is defined as a social structure. The definition of a social structure adheres to the 

conceptualization of social structure as a configuration of social relationships and positions (Blau, 1975).3 

There are two different streams of research within the literature: the embeddedness theory approach and the 

social exchange theory approach to social structure. These approaches are both based on similar conceptions 

of the actor within such structures. Social exchange theory and embeddedness theory differ, however, in 

their view of the links between positions. Whereas social exchange theory stresses the exchange aspects, 

the embeddedness approach uses a broader definition of the nature of the links.  

 

Embeddedness  

The concept of embeddedness draws from approaches developed to understand the economic activity 

rooted in social structures. The embeddedness approach takes economic activity seriously, but looks 

beyond the rhetoric of intentionality and efficiency, and makes a strong commitment to understanding the 

relational aspects of organizations (Marsden 1981). The concept of embeddedness was originally coined 

by Karl Polanyi (1944) in The Great Transformation. Contemporary research on embeddedness starts with 

Granovetter’s classic 1985 article, “Economic Actions and Social Structure: The Problem of 

Embeddedness,” which was published in the American Journal of Sociology. In the article, Granovetter 

presents embeddedness as the contextualization of economic activity in an ongoing pattern of social 

                                                 
3Blau (1975) identifies three major approaches to networks as a social structure: (1) social structure as a configuration 
of social relations and positions, (2) social structure as the substratum that underlies all of social life and history, and 
(3) social structure as a multidimensional space of the differentiated social positions of the people in a society or 
other collectivity. 
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relations. Granovetter criticizes the “undersocialized” view of actions central to the theory of transaction 

cost economics (TCE), advanced by Coase (1937) and Williamson (1975). He argues that TCE does not 

take into consideration the social structures in which all economic actors are embedded. He also expresses 

concerns with the oversocialized view of the actions that prevail in much sociological argument (Wrong 

1961). Instead, Granovetter calls for attention to be given to the interplay between social structure and 

economic activity in industrial societies because “all market processes are amenable to sociological analysis 

and that such analysis reveals central, not peripheral, features of these processes” (1985, p. 505). 

Embeddedness research thus seeks to demonstrate that exchange is embedded in, and defined by, social 

processes (e.g. Granovetter 1985; Portes & Sensenbrenner 1993; Uzzi 1996, 1997; Zukin & DiMaggio 

1990).  

 

The literature distinguishes between structural and relational embeddedness.4 Structural embeddedness 

refers to the network’s overall structure of relationships (Granovetter 1985). Network structure includes 

such factors as positioning in terms of the existence or absence of direct or indirect links between a focal 

actor and others (Nahapiet & Ghoshal 1998). Positioning within a network structure is important because 

it can convey different access to recourses (e.g. Burt 1992; Coleman 1990).5 Whereas the structural 

embeddedness refers to the overall patterns of network relationships, relational embeddedness refers to 

the quality of relationships, manifested as ties being either embedded or arm’s length (Dacin, Ventresca & 

Beal 1999; Uzzi 1996; 1997). 6 Arm’s-length ties reflect the atomistic view of interfirm ties (Macneil 1978). 

For these ties, relationships are impersonal and actors are motivated by profit seeking. By contrast, 

embedded ties are entangled in social attachments (Granovetter 1985; Uzzi 1996, 1997). These 

relationships create behavioral expectations that are considered irrelevant in the atomistic view of 

transacting because they shift the logic of opportunism to a logic of trustful cooperative behavior (Uzzi 

1996, 1997). Many factors determine whether a tie is arm’s length or embedded; however, relational trust 

is often considered a descriptor of an embedded relationship (Granovetter 1985; Uzzi 1996, 1997). 

Relational trust refers to a trustor’s confident beliefs that a trustee will act beneficially because the trustee 

cares about the trustor’s welfare (Rousseau et al. 1998). Trust improves information flows and reduces 

information asymmetries (Gulati 1998; Rowley, Behrens & Krackhardt 2000). Helper (1990) and Larson 

(1992) reported that information on strategy, profit margins, and production know-how is transferred 

through embedded ties (mutual or not). Uzzi (1996, 1997) refers to such information as fine-grained 

                                                 
4
 Recently, interest in the cognitive aspects of relationships has grown (e.g., De Carolis & Saparito 2006; Maurer & 
Ebers 2006; Naphaiet & Ghoshal 1998). The cognitive aspect  refers to “shared representations, interpretations, and 
systems  of meaning among parties” (Naphaiet & Ghoshal 1998, p. 244). 
5There is an ongoing debate in the network literature regarding which particular pattern of network structure 
promotes business development. Coleman (1990) argues that closed network structures are conducive for the 
establishment of trust, norms, and knowledge-sharing routines. By contrast, Burt (1992) argues that actors in 
networks rich in structural holes will achieve higher rates of return on their investments because they can act as 
brokers and enjoy control and information benefits.   
6 The embeddedness concept overlaps to a great extent with Granovetter’s concept of strong and weak ties: “The 
strength of a tie is a (probably) linear combination of the time, the emotional intensity, the intimacy and the 

reciprocal services which characterize the tie” (Granovetter 1973, p. 1361).  
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information. Fine-grained information is characterized as proprietary, detailed, and holistic. An example 

would be information about unpublished capabilities of products, the need or source of a particular 

material, investment plans, failed solutions, or critical resource dependencies. The exchange of fine-

grained information is unlikely in the absence of trust because the information could be used 

opportunistically (Helper 1990; Larson 1992). Likewise, fine-grained information exchange causes firms to 

reduce their search for alternative sources or exchange partners for two reasons. First, the acquisition of 

information is time-consuming. Second, information that otherwise would be gained through many arm’s-

length ties is supplied in relationships of trust by fewer but more concentrated contacts (Uzzi 1996, 

1997).7 

 

Embedded and arm’s-length ties however provide complementary benefits (Uzzi 1999; Uzzi & Lancaster 

2003). Whereas embedded ties promote the transfer of fine-grained information, arm’s-length ties 

promote the transfer of public information. Public information includes information available through 

company reports, advertised bid and ask prices, and other forms of prepared information accessible in 

public domains. Public information is valuable because it is comparative, objective, and verifiable through 

third parties. Even though public information is available through newspapers or other freely available 

sources, people tend to gather public information from their arm’s-length ties, which often have lower 

transaction costs than other means of searching (Granovetter 1974). Because arm’s-length ties, in contrast 

to embedded ties, require little investment in time or mutual obligations, they enable actors to maintain 

many ties to other actors. Thus, when public information is scattered unevenly among actors in a market, 

arm’s-length ties provide an effective means for acquiring it (Uzzi & Lancaster 2003).  

 

Business relationships  

Business relationships refer to a lasting exchange relationships developed between suppliers and 

customers (Carlton, 1986; Gadde & Mattsson, 1987; Hallén 1986). Such relationships are important as 

they may account for considerable shares of the supplier’s and/or the customer’s business (Håkansson 

1989) and also have strong implications for the strategies of the exchange partners involved (Anderson & 

Naurus 1991). As a result of repeated interaction business relationships often give rise to embedded 

relationships (Adler & Kwon 2002; Gulati 1995). Business relationships are commonly embedded in 

complex patterns of information exchange concerning the firm’s needs, capabilities, and strategies with 

regards to production, logistics, development, and quality assurance. Thus, interaction in business 

relationships is a matter of coordinating activities and resources between two firms (Håkansson & Snehota 

1995). This coordination often means that interdependent production, logistics, development, and 

administrative activities are modified so as to bring about a better match between firms (Hallén, Johanson 

                                                 
7 Research has put forth a number of components of embedded relationships. Uzzi (1996, 1997) stresses the joint 
problem solving of embedded relationships. The perception of similar identities is also an important component in 
the development of relationships and social structure because it assigns value to the transaction and enriches the 
exchange of social capital between partners in the network (Portes & Sensenbrenner 1993). 
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& Seyed-Mohammed 1991). The modification and adaptation convey a need to make investments that are 

specific to the relationship. These relationship specific investments are impossible or difficult to redeploy 

to another relationship. Therefore, they lose substantial value unless the relationship continues (Klein, 

Crawford & Alchian 1978; Williamson 1985).  

 

Researchers have used TCE extensively to investigate how business relationships are managed and 

structured. According to TCE, uncertainty combined with the need to invest in specific assets exposes 

exchange partners to the likely opportunistic behavior of the other partners. Uncertainty increases the 

costs of monitoring exchange relationships relative to the cost of internalization, resulting in a decision to 

integrate supply vertically (Williamson 1981). Critics argue that a range of “intermediate” or “quasi-

market” forms share many of the governance characteristics of organizations and are viable substitutes for 

vertical integration (e.g. Granovetter 1985). Developments in TCE made in response to such criticism and 

as an extension to deal with observed real world behavior examine the determinants of organizational 

forms such as cooperative buyer-supplier behavior (Heide & John 1990; Noordewier, John & Nevin 

1990). Much of the TCE research focuses on different forms of safeguards or governance structures in 

terms of contracts (Lusch & Brown 1996), relational norms (Heide & John 1992), qualification procedures 

(Heide & John 1990), and monitoring (Lal 1990). A common denominator is that the TCE perspective 

focuses on the transaction while the relationship is considered subordinate. In contrast to TCE, research 

taking an embeddedness approach refers to relationship-specific investments as the operationalization of 

relationship embeddedness (cf. Gulati 1995; Uzzi 1997) or relationship commitment8 (Anderson & Weitz 

1992; Blankenburg Holm, Eriksson & Johanson 1999; Cannon & Perreault 1999).  

 

Network relationships  

Researchers adhering to the embeddedness perspective have investigated how network relationships with 

financiers provide firms with benefits in terms of access to financing as well as access to fine-grained and 

public information (e.g. Shane & Cable 2002; Shane & Stuart 2002; Uzzi 1999, Uzzi & Gillespie 1999, 

2002, Uzzi and Lancaster 2003). The embeddedness perspective investigates how social structure and the 

identity of the financier play a role in firm financing, thus shifting the focus from the financing 

instruments to the actors, dyads, and networks involved.  

 

Specifically, mechanisms of governance and information asymmetry have been investigated to determine 

how they affect SMEs’ access to financing and information. SMEs that embed their commercial banking 

transactions with social attachment establish non-contractual governance arrangements of trust and 

reciprocity that facilitate their access to bank resources such as funding, fiscal expertise, and supplier 

referral (Uzzi 1999; Uzzi & Gillespie 1999, 2002). Relational embeddedness promotes the transfer of fine-

                                                 
8
Anderson and Weitz (1992, p. 199) define commitment as “a desire to develop a stable relationship, a willingness to 
make short-term sacrifices to maintain the relationship, and a confidence in the stability of the relationship.” 
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grained information about the quality of people’s talent and their tendency to behave opportunistically 

(Aldrich & Zimmer 1986; Uzzi 1996). As a consequence, embedded ties overcome information problems 

and accumulate social capital that can be used to access investment (Shane & Cable 2002; Shane & Stuart 

2002) and debt capital (Uzzi & Gillespie 1999) at lower costs than would have been possible in the 

absence of embedded relationships.  

 

In the financial markets, embedded and arm’s length ties perform complementary roles for firms. While 

embedded ties promote the transfer of fiscal expertise and enable the bank to create distinctive solutions 

to a firm’s financing needs, arm’s-length ties between SMEs and banks promote the flow of public 

information. Through these ties, firms are able to acquire information about the range of standard loan 

terms of banks in the market (Uzzi & Lancaster 2003).9 Arm’s length ties effectively search for and broker 

differences in loan structures among bank (Uzzi 1999).  

 

A MODEL OF FIRM NETWORK RELATIONSHIPS AND BUSINESS 
DEVELOPMENT  

 

Following the theoretical discussion, a model describing the effects of network relationships providing 

firms with financing and information that facilitate exchange in business relationships and as a 

consequence affect firm business development, is built (Figure 1).  

 

Business relationships and Business development  

Successful business relationships are critical to business development because most firms must leverage 

other organizations’ capabilities and resources to compete effectively. Successful business relationships are 

argued to enhance business development (e.g. Palmatier, Gopalakrishna & Houston 2006). In this thesis, 

business development is conceptualized according to the objective and/or subjective enhancement of firm 

performance. Firm performance is a complex and multidimensional phenomenon, and the literature 

suggests various operationalizations. Firm performance may be described at different levels, for example 

at the firm level or at the level of the business relationships. Objective measures of growth in sales 

turnover are commonly used as a proxy for both firm performance (e.g. Wiklund & Shepherd 2005) and 

relationship performance (for example, see Madsen 1987 for a review). The literature also suggests using 

subjective measures of performance. Included here are perceptions that a business relationship contributes 

to a firm’s profitability, or growth in sales turnover (e.g. Raven, McCullough & Tansuhaj 1994), or to the 

assessment of performance compared with objectives (e.g. Katsikeas, Piercy & Ioannidis  1996).  

 

                                                 
9The definition of public and proprietary information is distinct from definitions of codified and tacit information 
(Hansen 1999; Winter 1987). Uzzi and Lancaster (2003) suggest that the tacit/codified distinction does not account 
for the full range of differences in knowledge transfer and learning in financial markets. Public and proprietary 
information can contain information that is both codified and tacit. Furthermore, unlike tacit and codified 
knowledge, public and proprietary information is complementary.  
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Network relationships and Business relationships 

Network relationships can provide benefits in terms of access to information or financing and as such 

have the potential to facilitate the exchange in business relationships. Embedded network relationships are 

believed to establish expectations of trust between newly introduced actors because the new economic 

exchange is characterized by attributes of pre-existing relationships (Uzzi 1996). Hence, one network 

relationship might cause a firm to initiate new business relationships. Further, embedded relationships are 

found to create a transfer of knowledge and competence from one actor to another (for example on how 

to manage supplier credits), and as a consequence enhancing the firm’s exchange with a third independent 

actor (Uzzi & Gillespie 2002). Relationships to financiers affect the firm’s access to financing (e.g. Shane 

& Cable 2002; Uzzi & Gillespie 1999) which the firm might need to finance investments in specific 

business relationships as business relationships often convey a need for adapting activities and resources 

(Håkansson & Snehota 1995).  

 

To summarize, the literature demonstrates the effects of business relationships on a firms’ business 

development. The literature also suggests that a firm’s network relationships provide benefits in terms of 

access to financing and information that have the potential to affect the firm’s exchange in business 

relationships.  

 

Figure 1. A model of firm network relationships and business development 
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FRAMING THE RESEARCH PROBLEM 

The literature provides a general framework on how network relationships, by providing access to 

financing and information, have potential to affect firm business development through facilitating 

exchange in business relationships. In addition, this framework prompts a number of more specific 

research questions. 

 

First, the literature recognizes that relationships with banks provide important benefits for SMEs: These 

relationships provide access to funding (Uzzi 1999; Uzzi & Gillespie 1999) and information (Uzzi & 

Gillespie 1999; 2002; Uzzi & Lancaster 2003). However, less is known about start-up firms’ relationships 

with banks or about the network relationships that provide benefits for start-up firms.  Issues such as why 

entrepreneurs in the start-up phase establish network relationships with certain actors and not others, 

which financial and information resources they thereby gain access and how this process affects 

entrepreneurs’ business relationship and business development need further investigation (Hite and 

Hesterly, 2001; Maurer and Ebers, 2005). Thus, the following question is raised: How can we understand the 

dynamics of network relationships facilitating exchange and business development in start-up firms? 

 

Banks are examples of institutional actors that facilitate business exchanges (North 1991; North & Wallis 

1982). Studies of aggregate institutional behavior assume that institutions and institutional actors have an 

effect on business relationships, but they do not focus on the effect of individual institutional actors on 

SME business development. Further, although previous research has shown that banks are important to 

SME business development (Berger & Udell 1998) less is known about the effects of banks on SME 

business development through SMEs’ exchange in business relationships. Hence, the following question 

arises:  How do individual banks affect SMEs’ business relationships and development?   

 

Banks are institutional actors; thus, they are “carriers” of institutions. However, as institutions are devised 

and maintained by the inhabitants of a society (Berger & Luckmann 1971), the business partner is also a 

carrier. This leads to the following research question: How do institutions, experienced in interactions with the 

business partner, affect the SMEs’ business relationships and development? 



 

13 
 

 

DESCRIPTION OF EMPIRICAL WORK 

The goal of research is to create knowledge. This creation of knowledge can be carried out with different 

approaches. The research presented in this thesis was conducted with both qualitative and quantitative 

approaches. The choices of methods used were based on the research question and on the purpose of the 

investigation. A qualitative approach is suitable when building a preliminary theory, whereas a quantitative 

approach is suitable to test a theory. The first, second, and third papers to be presented are meant to build 

preliminary theory inductively and are based on qualitative data collected in case studies of entrepreneurial 

start-up firms. The fourth and the fifth papers aim to deductively test theoretical hypotheses. They are 

based on quantitative data collected from a survey distributed to SMEs and from objective data collected 

from the responding firms’ annual reports.  

 

Quantitative and qualitative research was conducted with a post-positivistic approach (e.g. Philips & 

Burbules 2000). The post-positivistic approach adheres to the notion that all observations are fallible and 

that theory is revisable. The post-positivistic approach also conveys the notion that researchers are biased 

because of their cultural experiences and world-views. The implication is that there is one reality to 

investigate. However, reality can only partly be understood and grasped by the researcher, given the 

chosen theoretical and empirical lens. For example, in this thesis, a social structural perspective10 is used to 

study how network relationships that facilitate exchanges in business relationships affect business 

development in start-ups and SMEs. If another theoretical lens had been chosen (e.g. an economic 

institutional perspective) or if, instead of start-ups and SMEs, multinational enterprises (MNEs) had been 

used as a research setting, different conclusions would most probably have been drawn.  

 

Common method bias 

Common method bias (i.e. variances that are attributable to the measurement method rather than to the 

constructs that the measures represent) is recognized as a potential problem in research of social 

structures. Method biases are a problem because they are one of the main sources of measurement error. 

Measurement error threatens the validity of the conclusions about the relationships between the measures 

and is recognized to have both a random and a systematic component (cf. Bagozzi & Yi 1990). Although 

both types of measurement error are problematic, systematic measurement errors are particularity serious 

because they provide an alternative explanation for the correlations observed between the measures. 

Method bias can either inflate or deflate observed relationships between constructs, thus leading to both 

Type I and Type II errors.  

                                                 
10 Social structure is defined as the configuration of social structure and positions.  
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Controlling for common method biases in qualitative research  

Obtaining independent and dependent variables, or alternatively events A and B, are from the same 

person is a common source of method bias. In papers 1, 2, and 3, there is a potential risk of such method 

biases. For example, in the first paper, event A (i.e. initiation of relationship) and event B (the relationship 

resulting in a referral to a third actor) were obtained from the same respondent. This procedure poses a 

risk of consistency motif. Consistency motif refers to people’s desire to appear consistent and rational in their 

responses and to the fact that they might search for similarities in the questions asked, thereby producing 

data correlations that would not otherwise exist at the same level (Johns 1994). This is particularly 

problematic in situations where respondents are asked to provide retrospective accounts of their 

perception and behavior. This was the case, particularly in papers 1 and 2. The interviews were conducted 

in 2006. However, interview questions concerned events and processes that had occurred when the 

companies were founded (in 2003 or 2004). Paper 2, in particular, also posed a risk of leniency bias. 

Leniency bias is defined as the tendency of respondents to rate people they know well higher than they 

should (Guilford 1954). In paper 2, informants were asked questions on the structural, relational, and 

cognitive dimensions of their relationships with banks, as well as with other actors with whom 

relationships were initiated socially (i.e. family and friends). This research design might enhance the 

polemic assessment about relationships.  

 

There are two primary ways to control for method biases: (1) through the design of the study’s procedure 

and/or (2) by statistical controls. In papers 1, 2, and 3, the first procedure was used, as recommended by 

Podsakoff et al. (2003). Attempts were made to separate events A and B psychologically, and response 

anonymity was guaranteed.11 The psychological separation was implemented by creating the appearance 

that measurement of the events A and B were not connected. For example, in paper 2, attempts were 

made to separate clearly the notion of social capital from its effect (firm management of financial issues). 

This was done by asking informants about the dimension of embeddedness/social capital while posing 

follow-up questions regarding the content of the information as they described interaction in network 

relationships. 

 
Controlling for common method biases in quantitative research 

In papers 4 and 5, quantitative data were collected from a survey of SMEs. Thus, dependent, mediating, 

and independent variables from different sources helped avoid common method biases. For each of the 

respondents in the sample, accounting data were also collected from a national database (Affärsdata)12. 

Using both accounting and questionnaire data is important so as to avoid common method bias 

(Podsakoff & Organ 1986).  

                                                 
11 This procedure is recommended when it is not possible to remedy method biases by obtaining the dependent and    
independent variables, or alternatively event A and event B, from different sources, or by creating a temporal or 
contextual separation when measuring dependent and independent variables, alternatively event A and event B.  
12www.affarsdata.se 
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Qualitative research  

 The methodology for the qualitative research used a post-positivistic approach (Eisenhardt 1989; Miles & 

Huberman 1994; Yin 2003), which allows for the generation of new theoretical insight. This approach is 

useful for studying processes and is therefore suitable for capturing the dynamics of the first research 

question: How can we understand the dynamics of how network relationships facilitate exchange and business development 

in start-up firms? Process research is concerned with understanding how things evolve over time and why 

they evolve in this way (Van de Ven & Huber 1990). Process data, therefore, consist largely of stories 

about what happened, who did what, and when—or, in other words, what events occurred, what activities 

were undertaken, and what choices were made over time.13  

Collection of qualitative data 

Qualitative data were collected through case studies. Case studies are advantageous when “how” and 

“why” questions are being posed, when the investigator has little control over events, and when the focus 

is on a contemporary phenomenon within some real-life context (Ghauri & Grønhaug, 2002; Yin 2003). A 

case study may be designed as a single- or multiple-case study. Yin further distinguishes between 

embedded and holistic case study designs. An embedded design refers to the situation when one case may 

involve more than one unit of analysis, whereas a holistic design examines only the global nature of a case.  

 

Interviews 

Interviews are an important source of evidence in case studies because most case studies are conducted to 

explain human behavior. The researcher should interpret human behavior with the help of the 

respondent’s insight (Kvale 1996). Semi-structured interviews are conducted with a fairly open framework, 

which allows for focused, conversational, two-way communication (Lindlof & Taylor 2002). Unlike the 

questionnaire framework, where detailed questions are formulated ahead of time, semi-structured 

interviews start with more general questions or topics. Relevant topics (i.e. network relationships) are 

initially identified, and the possible relationship between these topics and the issues (i.e. financing) become 

the basis for more specific questions. Semi-structured interviews were conducted with “interview guides” 

(see Appendix A and B).   

 

The interview guides 

The interview guide used to collect data from the case study firms (Appendix A) was designed to capture 

the dynamics of how network relationships facilitate exchange and business development in start-up firms. 

A first version of the guide was developed and revised after a pilot interview. The guide captures two 

categories of information: information about firm background and information about network 

                                                 
13 Mohr (1982) makes a distinction between “variance theory” and “process theory.” Whereas variance theories 
provide explanations for phenomena in terms of relationships between dependent and independent variables, 
process theories provide explanations for phenomena in terms of the sequence of events leading to an outcome. 
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relationships and the acquisition of financing and information. The background information was captured 

by asking questions about when the firm was established and about the educational and professional 

background of the entrepreneurs as well as their goals for the firm. The questions about network 

relationships and acquisition of financial and information resources revolved around the issues of how 

structure and content of network relationships affected the acquisition. Data collection for the third paper 

also included interviews with two bankers. The interview guide used in these interviews included the 

collection of background information on the bankers and was designed to capture how the bankers 

perceived the entrepreneurs and their businesses and how this perception influenced their decision on 

whether to offer financing to the firm (Appendix B).  

 
Theoretical sampling  

A frequent challenge to theory building based on cases concerns case selection. Because the purpose of 

the research presented in papers 1, 2, and 3 is to develop a theory rather than to test one, theoretical 

sampling—not random or stratified sampling—is appropriate (Eisenhardt 1989). Theoretical sampling 

means that cases are selected because they are particularly suitable for illuminating and extending 

relationships and logic among constructs. In theoretical sampling, the choice of cases is based less on the 

uniqueness of a given case and more on its contribution to theory development within a set of cases (Yin 

2003). I had initial criteria for selecting the firms (c.f. Ghauri, 2004). The sample constitutes fashion design 

start-up firms. The identification of a start-up firm was based on the working definition of a private firm 

that has been in existence for less than three years, employs fewer than six people, and has the 

entrepreneur(s) as the founder, owner, and manager.   

 

In this thesis, a fashion design firm is defined as a firm that launches at least two collections a year: 

spring/summer and autumn/winter. Collection design is created by the founder of the firm, production is 

outsourced, and distribution is managed from the domestic office. The study’s sample consisted of 

fashion firms that had been accepted to participate at a fashion trade fair organized by the Swedish 

Fashion Council14 in 2005 and/or 2006. According to a press release, “The purpose of the trade fair is to 

promote national and international expansion for young fashion firms.” The participants are selected by a 

jury composed of a fashion journalist, the manager of the trade fair, the manager of the Fashion Council, 

and the chief executive officer (CEO) of an internationally recognized fashion label. The participants are 

chosen based on the extent to which they fulfill the criteria of “innovative design, high product quality, 

and high business potential.” The firms should not have been in business for more than three years. 

Entrepreneurs are not equally endowed in terms of initial network conditions, and these differences 

matter in resource acquisition (Hite & Hesterly 2001). I controlled for network configuration by sampling 

pairs of firms with three different network configurations (cf. Elfring and Hulsink 2007): independent 

start-ups (firms founded by entrepreneurs who are relative outsiders to the fashion industry), spin-off 

                                                 
14 The Swedish Fashion Council is a collaborative forum for the Swedish fashion and textile market.  
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start-ups (firms founded by entrepreneurs with prior work experience in the fashion industry), and 

incubator-driven start-ups (firms founded and built within an incubator by entrepreneurs who are insiders 

in that they profit from the incubator’s network ties in the industry).  

Multiple-case study  

In papers 1 and 2, data were collected with a holistic multiple-case study approach. Research based on 

qualitative case studies should have between 4 and 10 cases, as required to reach theoretical saturation 

(Eisenhardt 1989; Yin 2003). A multiple-case study of 6 fashion firm start-ups was thus conducted. Data 

collection included a number of semi-structured interview sessions with the entrepreneurs, which were 

conducted during the period between February and December 2006. The details of the data collection and 

data analysis can be found in papers 1 and 2.  

Longitudinal single-case study  

In the third paper, qualitative data were collected with a longitudinal, embedded single-case approach. Yin 

(2003) gives five rationales for when the use of a single case study is appropriate: if the case is critical, 

extreme or unique, representative or typical, revelatory, or longitudinal. Single case studies are appropriate 

when the researcher wants to explain or question an established theory (Ghauri 2004). The rationale for 

conducting a single-case study was that one of the firms in the sample of start-ups, Gold, constituted an 

interesting case that deviated from the pecking order of firm finance (Meyers, 1984; Meyers & Majluf, 

1984). According to Siggelkow (2007), it is often desirable to choose a particular organization precisely 

because it is special, allowing one to gain certain insights that other organizations would not provide. 

Although single cases cannot prove a theory (A always leads to B), single cases can suffice to falsify a 

theory, or point out that there is something missing in the theory, thereby motivating further research and 

justifying more refined conceptualizations. However, one can almost always find instances in which a 

theory does not hold precisely. The burden of the author is then to convince the reader that this violation 

is important (Siggelkow 2007). Data collection in paper 3 involved a number of semi-structured interviews 

and observations with the entrepreneurs and separate semi-structured interviews with the two bankers 

responsible for credit decisions. It also included observations at bank meetings. This input promoted the 

embeddedness aspect of the case study. Data was collection was conducted during the period between 

Mars 2006 and April 2007.  The details of the longitudinal data collection and analysis can be found in 

paper 3.  
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Descriptive data 

The entrepreneurs of the six firms used in the case study were 24 to 36 years of age. Of the 10 

interviewees, 9 were women. None of the founders had prior experience in managing their own fashion 

design firms. Table 1 shows background information about the six firms from which qualitative data were 

collected.  

 

Table 1. Background information on case study firms 

Firm Product Year of 
company 
registration 

Sales turnover15 
2006 

(million SEK) 

Number of founders Number of 
employees 
(2006) 

Cotton Clothes 2004 2.7 1 0 
Gold Jewelry 2004 2.5 2 0 
Silk Clothes 2004 3.9 1 1 
Denim Clothes 2004 4.3 1 1 
Wool Clothes 2003 4.7 3 1 
Tweed Clothes 2004 3.5 2 0 

 

Validity and reliability of qualitative research  

There should be a close relationship between the research paradigm and the choice of validity and 

reliability criteria. Based on the theory construct and the methodological approach, the following criteria 

were chosen: construct validity, internal validity, external validity, and reliability (Voss, Tsikriktsis & 

Frohlich 2002; Yin 2003).   

 

Construct validity  

Construct validity, defined broadly as the extent to which an operationalization measures the concepts it is 

supposed to measure (e.g. Cook & Campbell 1979), has been singled out as a central issue in 

organizational research (e.g. Mitchell 1985). Because of the recognition that all measurement is fallible, the 

post-positivistic approach emphasizes the need to use triangulation; to synthesize data from multiple 

sources (Eisenhardt 1989; Yin 2003). To ensure construct validity in case studies, Yin (2003) advocates the 

use of multiple sources of evidence, archival sources, and the creation of a chain of evidence. In paper 1, 

construct validity was enhanced by interviewing at least one of the actors with whom the entrepreneurs 

had established new relationships so as to acquire important information resources16 (see paper 1 for a 

compilation of these interviews). In paper 3, construct validity was further ensured by interviewing the 

case firm’s mentor and its bankers. Construct validity in papers 1, 2, and 3 was also reinforced by 

consulting archival sources, commonly organizations’ Web sites. In paper 3, newspaper interviews with 

                                                 
15Data obtained from a national data base (Affärsdata). 
16Not all corresponding actors were willing to participate in the study. 
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the entrepreneurs, as well as press materials, were also used. Data on yearly sales turnover and the number 

of employees were collected from a national data base (Affärsdata). In papers 1, 2, and 3, construct 

validity was also established by discussing the case study drafts and preliminary findings with the 

respondents. It was further enhanced by establishing a chain of evidence and by discussing the derivation 

of evidence—ranging from initial research questions to the ultimate case study conclusions—with both 

the respondents and the two researchers who had read the case study transcripts.  

 

Internal validity 

The chain of evidence is also the key to enhancing internal validity. Internal validity is verified by 

establishing causal relationships, whereby certain conditions are shown to lead to other conditions (Yin 

2003). This is often done by explaining why causality exists. In papers 1, 2, and 3, internal validity was 

enhanced by building explanations for each case. This was achieved by stipulating a presumed set of causal 

links and by verifying these explanations with informants. Internal validity was also enhanced by efforts to 

provide solid theoretical foundations to explain the asserted relationships. For example, in paper 2, the 

conclusion of how entrepreneurs in the financial start-up phase exploit relationships rich in relational and 

cognitive dimensions of social capital as means when acquiring information about financial management 

was compared with theories of how entrepreneurs’ in decision making commonly employ a effectual logic, 

that is choose between possible effects using a given set of means (Sarasvathy 2003).  

 

External validity 

External validity is verified by establishing the domain to which a study’s findings can be generalized. Case 

studies can be generalized to theoretical propositions but not to populations (Yin, 2003). A case study 

does not represent a sample, and the goal of the researcher is not to enumerate frequencies (statistical 

generalization) but rather to expand and generalize theories (analytical generalizations) (Kvale 1996). For 

example in paper 1 I aim to generalize my findings to a theory of start-up referrals ties rather than to the 

population of start-up firms. 

 

Reliability  

Reliability demonstrates that the operations of the study can be repeated with the same result.  

Whereas qualitative case studies are generally perceived to have high validity, reliability is problematic. A 

prerequisite for achieving reliability is to allow for other researchers to repeat the case study. This can be 

achieved by documenting the procedures. To ensure reliability, each interview (including all questions 

asked) was taped and transcribed (Eisenhardt 1989).  
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Quantitative research  

The quantitative research was conducted as a quantitative survey investigation. Conducting a survey is 

appropriate when the aim is to test a number of hypotheses derived from existing literature. This method 

has the advantage of being more easily replicated by other researchers. It also allows generalization to a 

larger extent than is possible from a small number of cases (Saunders, Lewis & Thornhill 1997). However, 

this can be disputed because the extent to which the findings can be generalized depends a great deal on 

how rigorously the research was conducted, irrespective of whether a survey or case studies were used 

(Bryman 1988).  

 

Collection of quantitative data 

The collection of survey data was conducted from 2004 to 2006 in joint collaboration with researchers 

from the Stockholm School of Economics, Uppsala University, and the Royal Institute of Technology.17 

Data from a random sample of SMEs (belonging to various industries), each with 6 to 249 employees, 

were received from Statistics Sweden’s Business Register (SCBs Företagsregister 2003). All firms included 

in the sample experienced at least 10 per cent of their sales turnover abroad. 

 

The original sample consisted of 2000 firms. After firms that no longer matched the selection criteria (in 

terms of the number of employees and/or having at least 10 per cent of their sales turnover abroad) were 

excluded, the final sample was made up of 1666 firms. Data collection was conducted in two phases, using 

two different methods. In the first phase, the survey was distributed personally to a set of respondents so 

that the researcher was present as they individually filled out the questionnaire. In this phase of data 

collection, the sample consisted of 233 SMEs located in Stockholm and Uppsala. This region was chosen 

because of the high density of firms and its close proximity to the researchers. Data were collected from 

188 of the 233 SMEs in the sample, representing a response rate of 81 per cent. Originally selected firms 

that chose not to participate did so because of a lack of time and of a reluctance to release information. In 

the second phase of data collection, a Web questionnaire (a duplicate of the original survey) was 

distributed to the remaining sample of 1433 firms (1666-233), rendering an additional sample of 67 

respondents. The response rate of the Web questionnaire was 5 per cent. Altogether, 255 SMEs were 

included in the final sample, and the overall response rate was 15 per cent. Objective data from a national 

database (Affärsdata) were also collected for each of the respondents in the sample. The objective data 

included information about company age, size, export levels, industry, and financial information. In total, 

the objective data encompassed 29 variables.  

 

                                                 
17 For more information about this research group (Inet), see 
www.hhs.se/CMDID/Research/Pages/Internationalization.aspx 



 

21 
 

Differences with respect to revenue, firm size, and firm age were verified for the respondents from whom 

data were personally collected versus the Web respondents. No statistically significant differences were 

detected. Using group analysis and dividing the total sample according to how data were collected, no 

differences could be established between the groups with regards to differences in the hypothesised 

model. A non-response check was also made, comparing respondents and non-respondents with regards 

to size and sales turnover. No differences were detected.  

Design of the questionnaire  

The purpose of the questionnaire was to investigate how companies acquire, transfer, and harness 

knowledge in international business relationships and how, in turn, this knowledge influences their 

business development. The theoretical underpinnings were derived from the view that international 

business transactions occur in business networks (Blankenburg Holm & Eriksson. 1996; Johanson & 

Mattsson 1988). The questionnaire aims to map the business relationship that the respondent firms have 

with Swedish and international customers, customers’ customers, suppliers, suppliers’ suppliers, 

complementary suppliers, competitors, banks, and other institutional actors.  

 

A seven-item Likert scale, ranging from low to high was used to measure respondents’ answers to various 

questions. The respondents were instructed to choose a business contact that is important to their firm 

and to answer the questionnaire with the chosen contact in mind. Some subjective performance questions 

were also asked. The questionnaire was addressed to the person responsible for the firm’s international 

activities. Because of the size of the firms, this person was usually the CEO.   

 

The following introduction was presented to the respondents: 

 

Please choose an international business contact. The business contact must have resulted in actual 

business being done. Examples of business contacts could be: 

 

• Dealings with a distributor or another intermediary in another country 

• Dealings with a customer in another country 

 

The survey consisted of three parts. The first section of the questionnaire focused on general information 

about the company, the second section focused on specific business relationships, and the third section 

focused on questions about the actor related to the chosen international business relationship. (See 

Appendix C for the questionnaire)  
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Descriptive data 

In this section, some basic background data about the 255 SMEs are presented.  
 
Table 2. Sales turnover and age of sample firms 

Data Sales turnover   
(million SEK per year) 

Firm age  
(years) 

Median  72 18 

Mean  143 25 

Minimum  0.736 1 

Maximum  1 360 88 

 

Table 2 presents sales turnover and firm age in the year when survey data were collected. Annual sales 

turnover varied from 736 000 SEK to 1 360 000 000 SEK, and firm age varied from 1 year to 88 years. 

Table 3 shows the duration of the business relationship. The duration of the specified relationship varied 

from 0 to 53 years.  

 

Table 3. Duration of business relationship (years) 

Data Duration of business relationship (years) 

Median 4 

Mean 7 

Maximum 53 

Minimum 0 

 

Figure 2 shows the countries where the chosen business partner is situated. An index similar to Ronen and 

Shenkar’s (1985) sociocultural clustering of countries (countries displaying similarities in religion, language, 

and geography) is used. The index contains 12 cultural clusters: Nordic, Germanic (including the 

Netherlands), Anglo-Saxon (including South Africa), Latin European (including Belgium), Eastern 

European, Independent (Brazil, Japan, India, Israel), Latin American, Far Eastern, Arab, Middle Eastern 

(Turkey, Iran, Greece), African, and Others. Figure 2 shows that a majority (53 per cent) of the 

respondents chose a business relationship in Nordic or Anglo-Saxon countries.  
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Figure 2. Chosen business partners, according to cultural cluster (percentage).  
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Figure 3 shows the industries of the responding firms. Industries were grouped into manufacturing, 

wholesale trade, and service firms. The figure illustrates that a majority of the firms (58 per cent) are 

manufacturing firms.   

 

Figure 3. Industry distribution (percentage)  
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Analysis of survey data 

The linear structural relations (LISREL) model, a statistical software program used in performing 

structural equation modeling, was used to analyze the data collected in the survey. This method makes it 

possible to research and estimate causal effects in a data sample. Measuring abstractions (e.g. behaviors 

and attitudes) can produce sizeable measurement errors; however, the LISREL program takes these errors 

into account when creating structural models (Jöreskog & Sörbom 1993). The program uses both 

correlations and error covariances for these measurements.  

 

Validity and reliability of quantitative research  

Construct validity, nomological validity, and internal validity were assured to ensure the validity of the 

quantitative study. To assure these validities is also the important to ensure reliability as valid measures are 

also reliable.  

 

Construct validity 

Campbell and Fiske (1959) proposed two aspects of construct validity: convergent and discriminant 

validity. Convergent validity is the degree to which multiple attempts to measure the same construct are in 

agreement. The idea is that two or more measures of the same thing should correlate to a great extent if 

they are valid measures of the concepts. Discriminant validity is the degree to which measures of different 

concepts are distinct. The notion is that if two or more concepts are unique, the valid measures of each 

should not correlate highly. Convergent validity in LISREL is assessed by studying whether the indicators 

relate only to the designated set of indicators. This assessment is carried out by inspecting three estimates: 

coefficients, t values and R2 values. A coefficient for relationships between indicators is referred to as 

factor loading (Bollen 1989). There are no definite limits for factor loading: The figures should be judged 

according to theoretical considerations. The t value should be 1.96 or higher (for significance at the 5 per 

cent level) and R2 values preferably above 0.20. In paper 4, all t values are above 4.88, and in paper 5, all 

are above 2.86. In paper 4, all R2 values are above 0.38. In paper 5, they are above 0.20.  Hence, 

convergent validity is verified in both papers. The assessment of discriminant validity in LISREL is 

performed in two ways. The first is by forming an approximate confidence interval (Anderson & Gerbing 

1988; Jöreskog & Sörbom 1993). The second control of discriminant validity is assured by consulting the 

modification index, which suggests whether changes to the model should be made. Constructs were 

verified to fulfill the requirement of discriminant validity in both papers 4 and 5.  
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Nomological validity 

Nomological validity refers to the assessment of the model as an entity. Following the recommendations 

of Jöreskog and Sörbom (1993), the validity of the models presented in papers 4 and 5 was assessed by the 

chi-square (χ2), probability measures, and degrees of freedom. In addition, the following commonly used 

measures of nomological validity were used: (1) the goodness of fit index (GFI), (2) the root mean square 

error of approximation (RMSEA), and (3) the comparative fit index (CFI). The GFI checks for sample-

size effects and should be above 0.90. The RMSEA measures population discrepancy per degrees of 

freedom and should be below 0.08. The CFI checks for non-normal distributions and should exceed 0.90. 

In paper 4, χ2 is 16.98, 16 degrees of freedom at a probability of 0.387; RMSEA is 0.016; GFI is 0.98; and 

CFI is 1.00. In paper 5, χ2 is 20.36, 16 degrees of freedom at a probability of 0.204; RMSEA is 0.033; GFI 

is 0.98; and CFI is 0.99. Thus, nomological validity is supported in both models.  

 

Internal validity 

In regression analysis, additional control variables are often added to verify internal validity. In LISREL, 

instead of including control variables in the model, internal validity can be established using group 

analysis. Group analysis with the LISREL method involves testing the equivalence across groups. In so 

doing, the three major components of a structural model (construct relations, indicator relations, and error 

covariance) are set so that they are equal in all groups (Jöreskog & Sörbom 1993). If key statistical 

estimates for validity are not confirmed, the structural model differs between groups. Bollen (1989) has 

suggested a different way of conducting group analysis by establishing the two groups independently of 

each other and gradually imposing equality constraints on the groups. A basic hierarchy for this procedure 

is to test first for the equivalence of construct relations, then for the equivalence of indicators across 

groups, and, finally, for the equivalence of error covariance across structures. Both strategies were applied 

here. Internal validity was verified by dividing the sample according to a number of controls (i.e. firm age, 

size, industry, and mode of establishment on the local market). See paper 4 and 5 for details on the group 

analysis.  

 

Reliability  

To increase reliability of the data we tested a first draft of the questionnaire on six SMEs located in 

Stockholm and Uppsala. The test respondents (responsible for international activities at the firm) filled 

out the questionnaire with a member of the research team present. Whilst the respondents answered the 

questionnaire, they communicated how they understood the questions and what they thought about when 

answering them. Pre-testing revealed that the questionnaire was too long and too comprehensive; thus 

modifications were made. In order to limit error measurement we assured that also the final questionnaire 

was answered by the persons at the firm responsible for international activities. Further, the personal visits 

contributed to increase reliability. In addition, we provided clear instruction about the design of the 
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survey, both to the respondents who we visited personally and to the respondents to whom we distributed 

the web version of the questionnaire.  

 
 

PRESENTATION OF THE PAPERS 

This thesis includes five papers. This section begins with a summary of each and ends with a short 

discussion of how the papers relate to each other, the underlying theoretical assumptions, and research 

questions presented earlier.  

 

Paper 1. ‘The potential role of start-up referral ties in the evolution of entrepreneurial networks in 

the start-up phase’ (Submitted to Organization Studies) 

 

The first paper investigates network evolution in entrepreneurial firms in the start-up phase as a 

consequence of the need to acquire information important to achieve business development. Induced 

from case studies in six fashion design firms in the start-up phase a theory about start-up referral ties is 

outlined. The start-up referral ties are initiated by the entrepreneur on instrumental criteria based on 

expectation of access to information that would benefit entrepreneurs’ goal achievement. Thus, similar to 

behavioral expectations that define roles, the recognition of a start-up referral tie is based on preconceived 

expectations of behavior and of the other party’s knowledge and competence. Central premise of a start-

up referral tie is that it is an embedded tie based on trust and access to fine-grained information. The start-

up referral ties provide information access in terms of referrals to actors in the start-up referral ties’ 

networks, for example suppliers or distributors. In this way the value of the start-up referral tie derives 

from the entrepreneurs gaining access to the start-up referral tie’s network structure. The research 

approach in the first paper is explorative aiming to gain a general understanding of factors effecting 

evolution of network relationships in the start-up phase.  

 

Paper 2. ‘Social capital and firm financing: a multidimensional approach’  

(Submitted to Entrepreneurship: Theory and Practice)  

 

The second paper is more specific and explores how entrepreneurs acquire information about financial 

management issues, including for example information on how to manage suppliers and retailer credit. 

The focus is on the development stage in the start-up phase during which the source of funding shifts 

from internal to bank funding. A three-dimensional approach of social capital (structural, relational, and 

cognitive dimensions) is used as a theoretical framework. Findings derived from case studies of six start-

up firms show that the entrepreneurs in the financial start-up phase use the relational and cognitive 

dimensions of social capital when acquiring information about how to manage financial issues. 

Consequently, the acquisition of information on financial issues is embedded in social attachment and is 

entangled with other issues necessary to achieve business growth. The shift in funding marks changes to 
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the configuration of firms’ social capital, which occur as a consequence of adding new business 

relationships: The structure of start-ups’ networks shifts from homogenous, rich in the relational and 

cognitive dimensions of social capital, to more heterogeneous as relationships poor in these dimensions 

are added. Findings also show the importance of the bank as an actor that funds the structural evolution 

of a start-up firm’s network. Paper 1 contributes to an understanding of how entrepreneurs in the start-up 

phase explore relationships, whereas paper 2 contributes to an understanding of how entrepreneurs 

exploit these relationships. Paper 1 presents the relevance of network relationships sharing a start-up 

firm’s vision of its goals. Such cognitive aspects are more explicitly investigated in the second paper.  

 

Paper 3. ‘Industry embedded financial decision making: the case of a fashion firm’ 

(Published in International Journal of Bank Marketing, vol. 26, no. 2, pp. 42-56)  

 

The third paper is a longitudinal single-case study of one of the fashion firm start-ups that was included in 

the data set of the first and the second papers. The empirical work also included interviews with the firm’s 

two bankers. The purpose of this paper is to study the effects of identity on the embeddedness of a firm’s 

relationships with bankers and the subsequent financial decisions. The findings suggest that identity field 

embeddedness is relevant in the start-up firm’s financial decision-making process. The notion of 

belonging to the same identity filed as the financier may motivate the firm to deviate from the pecking 

order of firm finance, and choosing the more costly equity finance to bank finance. Being clustered 

around similar socially constructed identities seems to set expectations of access to proprietary 

information which facilitates the establishment of an embedded relationship between the firm and the 

financier. The expected content of the proprietary information includes referrals to suppliers. Hence, this 

paper confirms the importance of information affecting network structure in the start-up phase, which 

was also found in paper 1. This paper extends the conclusions of the first and the second papers: 

Commensurate to the first paper, this paper shows the impact of expectations of access to information. 

The third paper more specifically investigates the explanation of such expectations: the impact of the 

perception of belonging to the same identity fields. In this way, this paper indicates a causation of 

cognitive aspects on components of relational embeddedness: trust and fine-grained information. 

Furthermore, whereas the second paper investigates how entrepreneurs in the start-up phase manage 

financial issues by acquiring information from external sources, the third paper investigates the acquisition 

of financing.  



 

28 
 

 

Paper 4. ‘The effects of banks, as institutional actors, on investments in international business 

relationships and relationship performance’  

Co-authored with Professor Kent Eriksson and Professor Øystein Fjeldstad (Submitted to Journal of 

International business) 

 

In this paper, we investigate how banks, as institutional actors, have an effect on SMEs’ international 

business relationships and relationship growth.18 We investigate how SMEs’ different bank relationships 

affect the investments that the SME makes in international business relationship. We develop and test five 

hypotheses with LISREL, using a sample of 255 SMEs active in international business. The results show 

that a local bank relationship decreases SME’s relationship-specific investments while the regular bank 

relationship (relationship to a domestic or international bank not present in the local market) increases the 

SME’s relationship-specific investments. There is however an indirect positive effect of a local bank 

relationship, mediated by a positive effect of other local institutional actors, on the SME’s relationship 

specific investments. The results further show that increases in relationship-specific investments lead to 

increased relationship growth. Whereas the first three papers focus on start-up firms and on the content 

of network relationships, this paper focus on SMEs and takes a structural approach. As such, it provides 

an additional perspective of the effects of banks on firms’ business development through exchange in 

business relationships. 

 

Paper 5. ‘The impact of institutional impediments and of information and knowledge exchange 

on SMEs’ investment in international business relationships’ 

Co-authored with Assistant Professor Jessica Lindbergh (accepted for a second submission to International 

Business Review) 

 

In this paper, we investigate the effects of institutions, experienced through interaction in international 

business relationships, and of knowledge and information exchange in the business relationships on 

SMEs’ relationship-specific investments as well as the outcome of such investments on SMEs’ 

performance.19 We develop and test three hypotheses with LISREL, using a sample of 255 SMEs active in 

international business. The analysis shows that the perception of institutions as impediments to business 

relationships and exchange of knowledge and information within the business relationship lead to 

                                                 
18 Relationship growth is meant to capture the firm’s growth that is associated with the chosen business relationship. 
We define this growth with two indicators: The first indicator is an objective measure of the internationalizing firm’s 
actual increase in sales turnover in the local market. The second indicator is the respondent’s assessment of the 
business partner’s importance regarding the internationalizing firm’s revenues.   
 
19 In this paper, performance is defined by two indicators: The first is an objective indicator of the internationalizing 
SME’s percentage profit change on the local market (measured as the previous year’s profit minus the current year’s 
profit, divided by the previous year’s profit). The second is a subjective indicator of the respondents’ assessments of 
their business customer’s importance, in relation to the revenues of their firms. 
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increased relationship-specific investments. Furthermore, the results show that such investments lead to 

increased performance for the SME. This paper also provides a complementary perspective of how 

business development is accomplished through business relationships as it shows how the business 

relationship as a “carrier” of constraints that is humanly devised so as to facilitate exchanges affects SMEs’ 

business development.  

 

Figure 4 illustrates how the papers are related to the theoretical assumptions presented earlier. 

 

Figure 4.  A model of firm network relationships and business development (The numbers refer to the papers that deal with 

the concepts and relationships shown in the model.) 

 

 

The first paper dealt with how entrepreneurs in the start-up phase establish network relationships with 

actors that facilitate exchanges in business relationships. These network relationships provide benefits in 

terms of access to information that contains referrals to new business partners. Consequently, these 

network relationships were perceived to contribute to business development, expressed as achievement of 

business goals (firm growth). The second paper investigated how entrepreneurs in the start-up phase 

exploit network relationships to acquire information about how to manage financial issues. An example of 

such information is how to share production costs with distributors, information that enhances the start-

up firm’s relationship with the distributor. The enhanced business relationships are perceived to 
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contribute to business development expressed as achievement of business goals (firm growth). The third 

paper examined the factors promoting embeddedness in a start-up firm’s relationships with financiers. 

The fourth paper studied how network relationships to different banks affect relationship-specific 

investments in different ways and how such investments have a positive effect on business development 

in terms of SMEs’ objective and subjective financial measures. The fifth paper dealt with how institutions 

experienced through interaction in the business relationship affect relationship-specific investments and 

how these investments have a positive effect on business development in terms objective and subjective 

financial measures. 

 

Each of the papers adds to an understanding of how network relationships facilitating exchange affect the 

business relationships and development of start-up firms and SMEs. Thus, the papers all contribute to 

fulfilling the purpose of this thesis. As for the research questions derived from the theoretical assumption 

presented earlier, different papers provide answers to different questions. The first, second, and third 

papers all relate to research question number one of how we can understand the dynamics of network 

relationships facilitating exchange and business development in start-up firms. The fourth paper 

specifically addresses the second question of how individual bank relationships affect the business 

relationships and development of SMEs. The fifth paper specifically addresses research question number 

three of how institutions, experienced in the interaction with the business partners, affect the business 

relationships and development of SMEs. All five papers put forth different network relationships that 

provide benefits in terms of access to financing and information, thus facilitating exchanges in business 

relationships. Table 4 shows a compilation of these network relationships.   

 

Table 4. Compilation of network relationships facilitating exchanges in business relationships 

Paper Sample Network relationships facilitating exchanges (term used in paper) 

1 Start-ups Start-up referral ties 
2 Start-ups Actors with whom the entrepreneur has a relationship, rich in the relational and 

cognitive dimensions 
3 Start-up Bank and Private investor 
4 SMEs Regular banks, Local banks, Local institutions 
5 SMEs The business relationship through which the SME experiences institutional 

impediments  

 

 
CONCLUDING REMARKS 

 

The aim of this thesis was to contribute to research on social structure by clarifying how the network 

relationships of start-up firms and SMEs affect the acquisition of financing and information necessary to 

achieve business development through the exchange in business relationships. The investigation involved 

studying firms at different development stages: start-ups and SMEs.  
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Findings show that to acquire information, start-up firms draw on relationships characterized by trust and 

similarities in cognitive schemes. The perceived importance of these characteristics of relationships 

conveys an entanglement of issues important to business development: Issues related to financing, such as 

how to manage cash flow or finance investments, are entangled with other issues important to achieving 

business goals, i.e. referrals to suitable suppliers. Findings showed that the development of network 

structure in the start-up phase, in terms of establishing new business relationships with suppliers and 

distributors, was important for business development. This was demonstrated by the value assessment of 

access to information containing referrals to such business partners. Findings further confirm that access 

to bank funding enables the start-up firm to engage in an increased number of exchange relationships. As 

a consequence of the importance of socio-cognitive aspects, the findings also show that the cost of capital 

is not necessarily a decisive issue when choosing a financier. Research has suggested that firms should 

match the type of information needed with the appropriate type of network relationship and that 

embedded and arm’s-length relationships provide complementary benefits (Uzzi & Lancaster 2003). 

Whereas embedded ties are important in accessing proprietary information, arm’s-length ties are valuable 

in accessing publicly available information. However, the findings of this thesis indicate that in the start-up 

phase, the identity of the actors providing information and financing, rather than the resources they 

provide, plays a decisive role in the actions taken by entrepreneurs.  

 

In the start-up phase, interaction in network relationships facilitating exchanges is based on social logic, 

whereas the bank is perceived to employ instrumental/economic logic. Banks are perceived to incorporate 

a regulatory pattern of action and formal structure that are not specifically tied to the situation of the 

individual entrepreneur. Bank services are perceived to be designed based on the structure of a firm’s 

network rather than on the contents of that structure. Banks have work routines designed through 

normative pressure, applied by both external sources, such as state regulation, and internal sources within 

the individual bank’s organization. Such work routines are designed to increase the objectivity of the 

interaction between actors (Zucker 1987), and, as such, banks can fulfil their mission to facilitate 

exchanges in business relationships. Banks provide liquidity, instruments for secure payments, and ways of 

managing risk, all of which reduce the importance of dyadic trust relationships and the immediate social 

context (Akerlof 1970; Zucker 1987). In this way, banks manufacture and market trust as a commodity. 

However, the findings indicate that in the start-up phase the social context is important for the 

development of trust. They also show that start-ups firms assign certain actors the institutional role of 

facilitating exchanges in business relationships because entrepreneurs have a trust-based relationship with 

these actors.  

 

As the firm develops beyond the start-up phase, the logic of interaction in relationships shifts from 

predominantly social to instrumental/economic (Hite & Hesterly 2001; Larson & Starr 1993).20 As such, 

                                                 
20A relationship that is initiated by economic/instrumental criteria can, however, acquire a social dimension  
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this is coherent with the logic by which banks are perceived to interact. Work drawing on economic 

institutional theory commonly assumes that individual institutional actors have an effect on business 

relationships, but they do not focus on micro-level effects (e.g. North & Wallis 1982). Because this thesis 

takes a social structural approach, it portrays the investigation of the effects of individual banks on firm 

business development and, as such, allows for a micro-perspective of institutional actors. This perspective 

reveals that different banks affect business development through exchanges in business relationships in 

different ways.  

 

To conclude, this thesis contributes to the understanding of understudied types of actors of great 

importance to firm business development—actors that facilitate exchanges among firms and their 

business partners who are, or wish to be, independent. A general conclusion drawn from the findings 

presented in this thesis is the relevance of such actors to the business development of start-ups and SMEs. 

The findings show that different actors facilitate exchanges in the different developmental stages of a firm. 

However, the value creation logic for these actors is similar: It is a function of their network’s structure—

thus, to which actors they can connect the firm and the extent to which they can influence the exchanges 

in business relationships.  

 

SUGGESTIONS FOR FUTURE RESEARCH  

This study answered a number of research questions; however, it also generated new ones.  

The conclusions drawn in papers 1, 2, and 3 are based on qualitative data collected in case studies. Future 

research should verify that the conclusions drawn can be generalized in a larger sample. Subjective 

measures were used investigating how network relationships affect business development in start-up 

firms. From a strategic perspective the value of these mechanisms should also be investigated in terms of, 

for example, firm survival and financial performance measures. The qualitative data were collected from 

case studies in a single industry: the fashion industry. By contrast, the quantitative data were collected 

from various industries without making any distinct industry comparisons.21 Industry considerations may 

offer additional insight into the results presented in this thesis.  

 

This thesis also highlights a few issues that are not resolved within its scope. These issues might provide 

an agenda for future research on how the network relationships of start-up firms and SMEs affect the 

acquisition of financing and information necessary for business development through exchange in 

business relationships.   

 

 

 

                                                                                                                                                         
(e.g. Hite 2003, 2005; Larson & Starr 1993; Uzzi 1999; Uzzi & Gillespie 1999, 2001).  
21 Industry is however used as control variable  
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Institutional distance between organizational fields   

The concept of institutional distance describes the regular, cognitive, and normative discrepancies 

between the institutional environments of nation-states. For example, institutional distance describes the 

character and extent of knowledge that a firm needs to trade with, or operate in, a foreign country 

(Kostova 1999). Whereas institutional distances refer to institutions distinguishing different countries, 

researchers of institutional theory and organizations speak of organizational fields to distinguish between 

collectives of organizations. DiMaggio and Powell (1983, p. 148) provide the following definition: “By 

organizational field, we mean those organizations that, in aggregate, constitute a recognized area of 

institutional life: key suppliers, resources and product consumers, regulatory agencies and other 

organizations that produce similar services or products.” Similar to how institutional distances between 

countries explain the success or failure of for example organizational practices within multinational firms, 

distances between organizational fields might be conceptualized as the distance that potentially explains 

the success or failure of the transfer of knowledge from an organization in one field (i.e. banks) to an 

organization in a different field (i.e. fashion). The findings presented in papers 2 and 3 indicate the 

perception of misalignment in cognitive schemes between fashion design start-up firms and banks, and 

that when acquiring information, the entrepreneurs chose to pursue the network relationships they 

consider aligned with their own interpretation of firm activities, goals, and success factors. This reflects 

the fact that banks and fashion design firms operate in dramatically different fields. Similar to how 

researchers have developed quantifiable measures for the institutional distance between countries 

(Kostova 1999), future research could develop quantifiable distance measures between different 

organizational fields. This could increase the understanding of the extent to which network actors provide 

benefits and affect business development.  

 

Micro-foundation of institutional theory 

We find micro-level support for the macro-level notion that institutional differences affect business 

development. This is a micro-foundation of institutional theory that needs to be researched for 

institutional theory to develop further (North 1991). The results suggest that aggregate studies of 

institutions should take relationships and networks into account. Future research may do so by connecting 

aggregate work on networks (Kranton & Mineheart 1991) and network externalities (Katz & Shapiro 

1985) to work on institutions and political risk (Henisz & Delios 2002). 
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MANAGERIAL IMPLICATIONS FOR BANKS 

The current financial crisis shows the importance of banks to the world economy. Banks are important for 

the positive development of the economy and this thesis has demonstrated how banks have an effect on 

start-up firms and SMEs. The thesis adheres to previous research on banks being an important actor 

providing benefits and facilitating exchanges and, as such, being important to a firm’s business 

development. Consequently, this thesis elucidates a number of managerial implications for banks. Banks 

are influenced by normative pressure—not only from external sources, such as state regulation, but also 

from within the banking organization. By creating processes that are linked to the bank’s goals, evaluation 

costs of corporate customers are reduced, and bank effectiveness is increased. However, such pressure 

might also lead the bank to direct less attention to the content of the bank-firm relationship and, 

consequently, less attention to the social and cognitive aspects of the logic of interaction of firms, which is 

found to be especially important in the start-up phase. Cognitive alignment is found to facilitate the 

transfer of information; thus, banks should gain from increased content focus in terms of improved 

quality of information, decreased information asymmetries, and improved credit screening processes.  

 

Findings suggest that similarities in cognitive schemes are based on common interpretations of success 

factors critical in achieving firm goals. Findings show that the development of the network structure of 

firms in the start-up phase is perceived as important to achieving firm goals. The findings even indicate 

that entrepreneurs in the start-up phase chose financier based on their perception of whether they 

contributed to the development of network structure rather than based on the cost of capital. Banks can 

thus add value to start-up firms by facilitating network development. Such a strategy would require 

knowledge about the entrepreneurs’ business model and important industry actors. This implies a need for 

banks to increase their knowledge about different industries and to process and store such knowledge 

systematically. Knowledge can be generated through both internal organizational changes and through the 

development of the external network relationships of banks. Banks could make organizational changes 

and allow some bankers to become “industry specialists.” Bankers who become fashion industry 

specialists should interact with fashion industry representatives and attend certain events, for example, 

Fashion Week. These specialists would also represent a valuable resource for banks in their credit 

decisions regarding fashion firms. Banks can create value through the connections they make between 

industry actors.  Therefore, banks could develop external network relationships with other organizations 

and institutions that also facilitate exchanges in their clients’ business relationships, such as industry 

organizations, trade organizations, authorities, or consultants. Because firms establish relationships with 

banks in the early developmental stages, banks are in a position to act as “brokers,” connecting their 

clients to these other actors.  
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The findings indicate that banks provide funding for start-up companies but the transfer of knowledge on 

how to manage financial issues, such as supplier credit, is limited. However, banks have financial expertise 

and could be a valuable source of such information for start-ups and SMEs. In addition, start-up firms 

(sometimes mistakenly) consider information about financial issues as private information, which might 

explain why they do not approach banks regarding such issues. Thus, the implication would be for banks 

to be proactive in communicating what information and knowledge they can provide. Increased 

communication about how banks can facilitate firms’ exchanges in business relationships should increase 

the mutual exchange of information, thus decreasing information asymmetries.  

 

As illustrated in this thesis, start-ups and SMEs are active in international business - hence, the importance 

of business development through business relationships with foreign business partners. When creating 

services for start-ups and SMEs, banks should take these firms’ network relationship into consideration. 

Regarding SMEs such an approach could be operationalized by bankers analyzing SMEs’ monetary 

transactions. Because start-ups have lower transaction volumes, the assessment of transactions in start-

ups’ network relationships could be made through interviews with the entrepreneurs. By taking network 

relationships into consideration, banks can proactively provide services that facilitate exchanges in 

business relationships. This approach should also facilitate the banks’ assessment of firms’ 

creditworthiness, as suggested by Basel II.  
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APPENDIX A.  
The Interview Guide 22 

 
Interviews with case study firms 
 
Because of the semi-structured approach, the questions only partly cover the details of the interactive, 
face-to-face discussions reported in the papers. 
 
Interviews with the founders of the six start-up firms 
 
Background 

• Age of the founders 

• The professional background of the founders 

• The educational background of the founders 

• Year of firm registration 

• Firm goal  

• The organization of production, distribution, sales, and marketing activities 
 
Network relationships and acquisition of financial resources and information 
 

• Which external actors (not employed by the firm) do you rely on/have relied on for information, 
starting when you decided to start the business up until today? (important = better positioned to 
achieve firm goals) 

 

• Did you know this actor before you decided to register the company?   
 

• How were these relationships initiated? 
 

• Does this actor know anybody else in your network?   
 

• How have the relationships changed over time? 
 

• What conditions lead to close relationships?  
 

• How would you describe your relationships with (this actor)?   
 

• What information have you obtained from these actors? 
 

• Does this actor share your vision of what you want to achieve? 
 

                                                 
22 Translated from Swedish 
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APPENDIX B.  
The Interview Guide 

 
Interviews with the bankers  

Because of the semi-structured approach, the questions only partly cover the details of the interactive, 
face-to-face discussions reported in the papers. 
 

Background information 

 

• Age  

• The professional background  

• The educational background  
 
Perception of the entrepreneurs  

 

• How would you describe the entrepreneur’s business idea? (suppliers, distribution, marketing) 
 

• How would you describe the entrepreneur as a bank customer? 
 

• How would you describe your relationships with the entrepreneurs?  
 

• How would you describe the meetings? 
 

• How has the perception of the business idea influenced decision making? 
 

• How has the perception of the entrepreneurs as firm owners/founders influenced your decision 
making?  
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APPENDIX C 
Questionnaire 

 
The survey consists of three parts. In Section A we would like you to provide general 
information about your company. In Section B we would like you to choose and answer 
questions about a specific international business contact. In Section C we would like you to 
answer questions about the players related to the chosen international business contact.  
 
 

A. GENERAL 
 
How many patents does your company have?  ____________________ 

How many new products/services have you launched in the past year? ________ 

How many new customers have you sold to in the past year? _________________ 

How many new suppliers have you bought from in the past year? ____________ 

In which year did you have your first foreign sale? ____________ 

What percentage of the company’s sales do the five largest customers account for: _________ 

What percentage of the company’s purchases do the five largest suppliers account for: _________ 

 

 Not at all            Completely 
We depend on our five largest suppliers for our product/service 
development 

   1    2    3    4    5    6    7 

We depend on our five largest customers for our product/service 
development 

   1    2    3    4    5    6    7 

Our customers depend on us for their product/service development    1    2    3    4    5    6    7 
Our suppliers depend on us for their product/service development    1    2    3    4    5    6    7 
 
 
We reach our customers abroad through (tick the options you use): 
Direct export ����  
Agent ����  
Distributor ����  
Wholly-owned subsidiary ����  
Majority-owned subsidiary ����  
50/50-owned subsidiary ����  
Minority-owned subsidiary         ����  
Alliance/Business partner ����  
 
What percentage of your sales are abroad______ % 
 
 



 

48 
 

B. A SPECIFIC INTERNATIONAL BUSINESS CONTACT 
 
Please choose an international business contact. The business contact must have resulted in 
actual business being done. Examples of business contacts could be: 
 

• Dealings with a distributor or another intermediary in another country 
• Dealings with a customer in another country  

 
Choose a business contact that is important to your company. Please answer the following 
questions about the business contact: 
 
What type of product/service is the business contact connected with?    
______________________________ 
 
What is the service/product ratio of the business contact?  
0-20% service   ����  21-40%  ����  41-60%   ����  61-80%   ����  81-100%  ����  
 
In which year was the business contact initiated?  ____________ 
 
Who initiated the communication?  
Customer ����   You ����   Third party in host country ����   Swedish third party ����   Third party in 
another country ����  
 
How or who is the business contact handled by?  
Direct export ����  
Agent ����  
Distributor ����  
Wholly-owned subsidiary ����  
Majority-owned subsidiary ����  
50/50-owned subsidiary ����  
Minority-owned subsidiary         ����  
Alliance/Business partner ����  
 

Which country is it? _____________________________ 

How long have you had operations in the country? _____ years 

What percentage of your sales does this market account for? _____ % 

 
Have you developed or established new business relations by meeting people at the customer 
company in your spare time?  Yes ����  No ����  
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 Not at all            Completely 

-products    1    2    3    4    5    6    7 
-techniques/technology    1    2    3    4    5    6    7 
-procedures    1    2    3    4    5    6    7 

Has the business contact resulted in 
new: 

-personnel    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 How important is the business 

contact to your company as regards -revenue    1    2    3    4    5    6    7 
 
 Not at all            Completely 

-language    1    2    3    4    5    6    7 
-business culture    1    2    3    4    5    6    7 
-legislation    1    2    3    4    5    6    7 

The following factors have been 
obstacles in the relationship with the 
business contact: 

-authorities    1    2    3    4    5    6    7 
 
 Not at all            Completely 

-investments specific to this business 
partner 

   1    2    3    4    5    6    7 

-frequent exchange of information    1    2    3    4    5    6    7 
-the partner fulfilling its obligations to 
you 

   1    2    3    4    5    6    7 

-mutual adaptations    1    2    3    4    5    6    7 
-mutual investments    1    2    3    4    5    6    7 
-innovative knowledge development    1    2    3    4    5    6    7 
-innovative product development    1    2    3    4    5    6    7 
-general exchange of knowledge    1    2    3    4    5    6    7 

The relationship with the 
business partner is 
characterised by: 

-joint problem-solving    1    2    3    4    5    6    7 
-easy to replace    1    2    3    4    5    6    7 
-important as a reference customer    1    2    3    4    5    6    7 
-a source of knowledge    1    2    3    4    5    6    7 
-a source of innovations    1    2    3    4    5    6    7 

The business partner is: 

-a source of capital    1    2    3    4    5    6    7 
 
 
 Not at all            Completely 

-product    1    2    3    4    5    6    7 
-production process    1    2    3    4    5    6    7 
-service content    1    2    3    4    5    6    7 
-distribution method    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 
-competence    1    2    3    4    5    6    7 

In the business relationship, how 
familiar is the business partner’s: 

-method of solving problems    1    2    3    4    5    6    7 
-product    1    2    3    4    5    6    7 
-production process    1    2    3    4    5    6    7 
-service content    1    2    3    4    5    6    7 

How does the business contact 
differ from the company’s other 
contacts as regards: 

-distribution method    1    2    3    4    5    6    7 
-time    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-capital    1    2    3    4    5    6    7 

We have invested in the 
relationship in the form of: 

-personnel    1    2    3    4    5    6    7 
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 Not at all            Completely 

-imitable    1    2    3    4    5    6    7 
-adaptable    1    2    3    4    5    6    7 

The product/service you sell is 

-well-documented    1    2    3    4    5    6    7 
 
 
 Not at all            Completely 

-customers    1    2    3    4    5    6    7 
-suppliers    1    2    3    4    5    6    7 
-consultants    1    2    3    4    5    6    7 
-competitors    1    2    3    4    5    6    7 
-authorities    1    2    3    4    5    6    7 
-banks    1    2    3    4    5    6    7 
-databases    1    2    3    4    5    6    7 

What sources of information were 
important in establishing the 
business contact? 

-newspapers/magazines    1    2    3    4    5    6    7 
 
 

A week A month A quarter How many times does your 
company have contact with 
this company via: 

Daily 
1 Sever

al 
1 Sever

al  
1 Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
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C. PLAYERS RELATED TO YOUR BUSINESS CONTACT IN THE BUS INESS 

NETWORK 
 
Companies do not operate in isolation, instead they often have several related players, such as 
customers and suppliers, who they work with. A company and its related players can be said to be 
linked to each other in a business network. The diagram below shows an example of such a business 
network. 
 
 

 

 

In this survey you are defined as the Company, the Supplier as your supplier of products/services and 
the Supplier’s supplier as your supplier’s supplier.  
 The customer can simply be a customer, a distributor or another intermediary. The customer’s 
customer is this party’s customer. The relationship between you and the customer is the business 
contact. 
 Supplementary supplier refers to a supplier that provides products/services that are essential for 
your customer to be able to use/refine your product/service. 
 We would now like you to answer the questions below bearing in mind the current players 
related to the chosen business contact.  
 We have divided these players into two categories: 1) players on the chosen business contact’s 
market, i.e. local players 2) Swedish or international players from other markets than the chosen 
business contact’s market.  
 
(Later in the survey you will be asked about experiences of previous related players that have had an 
influence on the chosen business contact and if the business contact has led to new business relations.) 
 

 
Your 

company 

Supplier 

The supplier’s 
supplier 

Customer (distributor, 
intermediary) 

Supplementary 
supplier to customer 

The 
customer’s 
customer 
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Current local players on the foreign market related to the business contact 
 

If the question is not relevant to your company please tick Not at all. 
Local customer’s customer Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

In the foreign market, how 
dependent is the chosen 
business contact on your 
most important local 
customer’s customer’s 
 
 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this local customer’s 
customer via: 

Daily 
1 Sever

al 
1 Sever

al  
1 Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
 
Local customer’s supplier of supplementary products and 
services 

Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

In the foreign market, how 
dependent is the chosen 
business contact on your 
customer’s most important 
local supplier of 
supplementary products 
and services as regards: 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this supplier of 
supplementary products 
and services via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
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Local supplier       Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

In the foreign market, how 
dependent is the chosen 
business contact on your 
most important local 
supplier’s 
 
 
 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this most important local 
supplier via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
 
Local supplier’s supplier Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

In the foreign market, how 
dependent is the chosen 
business contact on your 
most important local 
supplier’s supplier’s 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this most important local 
supplier’s supplier via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
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Local competitor Not at all            Completely 

-product 1    2    3    4    5    6    7 
-pricing policy 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

In the foreign market, how 
dependent is the chosen 
business contact on your 
most important local 
competitor’s 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter No How many times does your 

company have contact with 
this local competitor via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
 
Local consultant, authority, etc. Not at all            Completely 

-consultant 1    2    3    4    5    6    7 
-authority 1    2    3    4    5    6    7 
-bank 1    2    3    4    5    6    7 

In the foreign market, how 
dependent is the chosen business 
contact on your most important 
local consultant or authority etc. on 
the chosen foreign market 

-industry organisations 1    2    3    4    5    6    7 
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Current Swedish and other international players related to the business contact  
 
What group of players is the chosen business contact most dependent on? Tick one option: 
Your Swedish related players    ����  
Your International related players (excluding the chosen market)  �  
 
Please answer the following questions bearing in mind the option chosen above. 
 
Customer Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

To what extent is the 
chosen business contact 
dependent on your most 
important (Swedish or 
international) customer’s 
 
 

-social relations 1    2    3    4    5    6    7 

A week A month A quarter How many times does your 
company have contact with 
this customer via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
 
Customer’s customer Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities  

 
1    2    3    4    5    6    7 

To what extent is the 
chosen business contact 
dependent on your most 
important (Swedish or 
international) customer’s 
customer’s  

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this customer’s customer 
via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
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Customer’s supplier of supplementary products and 
services 

Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

To what extent is the 
chosen business contact 
dependent on your most 
important (Swedish or 
international) customer’s 
supplier of supplementary 
products and services as 
regards: 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this customer’s supplier of 
supplementary products 
and services via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
 
 
Supplier Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

To what extent is the 
chosen business contact 
dependent on your most 
important (Swedish or 
international) supplier’s 
 
 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this supplier via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
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Supplier’s supplier Not at all            Completely 

-product 1    2    3    4    5    6    7 
-research and development 1    2    3    4    5    6    7 
-willingness to collaborate 1    2    3    4    5    6    7 
-willingness to adapt 1    2    3    4    5    6    7 
-joint procedures 1    2    3    4    5    6    7 
-knowledge 1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

To what extent is the 
chosen business contact 
dependent on your most 
important (Swedish or 
international) supplier’s 
supplier’s 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this supplier’s supplier via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
-intranet � � � � � � � � 
-video conferencing � � � � � � � � 
 
 
Competitor Not at all            Completely 

-product 1    2    3    4    5    6    7 
-pricing policy 1    2    3    4    5    6    7 
-research and development  1    2    3    4    5    6    7 
-modernity, original ideas, 
contribution to new business 
opportunities 

 
1    2    3    4    5    6    7 

To what extent is the 
chosen business contact 
dependent on your most 
important (Swedish or 
international) competitor’s 

-social relations 1    2    3    4    5    6    7 
A week A month A quarter How many times does your 

company have contact with 
this competitor via: 

Daily 
1 Sever

al 
1 Sever

al  
1  Sever

al 

No 
contact 

-personal meetings � � � � � � � � 
-phone � � � � � � � � 
-Internet � � � � � � � � 
-e-mail � � � � � � � � 
 
 
Consultant, authority, etc. Not at all            Completely 

-consultant 1    2    3    4    5    6    7 
-authority 1    2    3    4    5    6    7 
-bank 1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on 
your most important (Swedish 
or international)  -industry organisations 1    2    3    4    5    6    7 
 



 

58 
 

 
YOUR PREVIOUS EXPERIENCES OF PLAYERS FROM THE LOCAL  AND OTHER 

MARKETS  
 
In this section of the survey, we would like you to answer questions about your previous experiences 
of players on various markets (local, Swedish or international) which have had an influence on 
the chosen business contact. In other words, experiences that already existed in the company when 
you entered into the chosen business relationship. This could, for example, relate to experiences of 
working with a particular type of player in a certain market which led you to decide to work with 
similar players this time too in the chosen business contact. They could also be experiences that have 
led you to work in a completely different way.  
 

Your previous experiences of players in the business contact’s local market: 
               Not at all            Completely 

-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on 
your previous experiences of 
local customers’ 

-modernity, original ideas, 
contribution to new business 
opportunities 

 
   1    2    3    4    5    6    7 

-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on 
your previous experiences of 
local customers’ customers’  

-modernity, original ideas, 
contribution to new business 
opportunities 

 
   1    2    3    4    5    6    7 

-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on 
your previous experiences of 
local customers’ suppliers of 
supplementary products and 
services’  

-modernity, original ideas, 
contribution to new business 
opportunities 

   1    2    3    4    5    6    7 

-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on 
your previous experiences of 
local suppliers’ 
 -modernity, original ideas, 

contribution to new business 
opportunities 

 
   1    2    3    4    5    6    7 

-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on 
your previous experiences of 
local suppliers’ suppliers’ 

-modernity, original ideas, 
contribution to new business 
opportunities 

 
   1    2    3    4    5    6    7 
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               Not at all            Completely 
-product    1    2    3    4    5    6    7 
-pricing policy    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on 
your previous experiences of 
local competitors’ 

-modernity, original ideas, 
contribution to new business 
opportunities 
 

 
   1    2    3    4    5    6    7 

-consultants    1    2    3    4    5    6    7 
-authorities    1    2    3    4    5    6    7 
-banks    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on 
your previous experiences of 
local  -industry organisations    1    2    3    4    5    6    7 
 
 
 

Your previous experiences of Swedish or international players: 
With regard to previous experiences, what group of players is the chosen business contact most 
dependent on? Tick one option: 
 
Your experiences of Swedish players    ����  
Your experiences of international players (excluding the chosen market) ����  
 
Please answer the following questions bearing in mind the option chosen above. 
               Not at all            

Completely 
-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on your 
previous experiences of Swedish or 
international customers’ 

-modernity, original ideas, 
contribution to new business 
opportunities 

   1    2    3    4    5    6    7 

-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on your 
previous experiences of Swedish or 
international customers’ 
customers’  -modernity, original ideas, 

contribution to new business 
opportunities 

   1    2    3    4    5    6    7 

-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on your 
previous experiences of Swedish or 
international customers’ suppliers 
of supplementary products and 
services’  

-modernity, original ideas, 
contribution to new business 
opportunities 

   1    2    3    4    5    6    7 

-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on your 
previous experiences of Swedish or 
international suppliers’ 

-modernity, original ideas, 
contribution to new business 
opportunities 

   1    2    3    4    5    6    7 
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               Not at all            Completely 
-co-operation    1    2    3    4    5    6    7 
-adaptations    1    2    3    4    5    6    7 
-development of procedures    1    2    3    4    5    6    7 
-knowledge    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on your 
previous experiences of Swedish or 
international suppliers’ suppliers’ 

-modernity, original ideas, 
contribution to new business 
opportunities 

   1    2    3    4    5    6    7 

-product    1    2    3    4    5    6    7 
-pricing policy    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on your 
previous experiences of Swedish or 
international competitors’ 

-modernity, original ideas, 
contribution to new business 
opportunities 

   1    2    3    4    5    6    7 

-consultants    1    2    3    4    5    6    7 
-authorities    1    2    3    4    5    6    7 
-banks    1    2    3    4    5    6    7 

To what extent is the chosen 
business contact dependent on your 
previous experiences of Swedish or 
international  -industry organisations    1    2    3    4    5    6    7 
 
 

NEW BUSINESS RELATIONS 
 

Has the chosen business contact led to a business relation arising with  
New international customers?  No ����  Yes ����  How many?............. 
 
New local customers on the chosen market? No ����  Yes ����  How many?............. 
 
New international suppliers?  No ����  Yes ����  How many?............. 
 
New local suppliers on the chosen market?  No ����  Yes ����  How many?............. 
 
 
To what extent have you tried to create new business relations with the following via the business 
contact? 
    Small                    Large 
-New international customers 1    2    3    4    5    6    7 
-New local customers on the chosen market 1    2    3    4    5    6    7 
-New international suppliers 1    2    3    4    5    6    7 
-New local suppliers on the chosen market 1    2    3    4    5    6    7 
 
 
 
 
 


