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Abstract
The study of international entrepreneurship has grown rapidly over the past decade, reflecting the increasing globalisation of business activities and the rising importance of entrepreneurship in gaining a competitive advantage in global markets (Zahra et al., 2004). This study explores the forces influencing the speed of internationalisation among SMEs in Norway and their impact on the internationalisation process. In order to explore these relationships a framework has been developed addressing the significance of the forces enabling, motivating, mediating and moderating internationalisation. This model builds on stage theory models such as the Uppsala-model (Johanson and Vahlne, 1977; 1990); the concept of ‘born globals’ or ‘international new ventures’ (Bell, 1995; Madsen and Servais, 1997; Ibrahim, 2004); literature related to entrepreneurs (Anderson, 2000), knowledge (Autio, 2000) and networks (Bell, 1995). Specifically, this builds on research by Oviatt and McDougall (2005) which suggests that the earlier in its history that an SME internationalises, the faster it seems to grow. 

The qualitative research approach chosen for this study permitted the researchers to gain an in-depth understanding of the reality of the four case SMEs (Shaw, 1999; Gilmore and Coviello, 1999; Hill and Wright, 2001; Grant et al., 2001; Carson et al., 2001). In particular, case study research is highly complementary to the incremental theory building required in this study (Eisenhardt, 1989) for which a statement of propositions was tested with the data gathered (Yin, 1994). 

The empirical findings demonstrate that four forces in particular are found to have strong significance to the speed of internationalisation among the case SMEs: the enabling force of technology; the mediating force of entrepreneurial actor perceptions; and the moderating forces of foreign market knowledge; and tie strength in networks. The remaining forces: the motivating force of competition; the moderating forces of knowledge intensity, network size and network density are all of moderate significance to the speed of the four case companies’ internationalisation. In addition, three significant emergent themes contributed to the empirical findings; rapid communications and shorter deadlines due to increased technological advances; the influence of perceived corruption influencing SMEs to enter certain markets or work with certain companies; weak sales skills which constrained the commercialisation of the product.

In summation the empirical findings suggest that the internationalisation forces of strongest significance in influencing the speed of internationalisation are technological advances; strength of the networks; the entrepreneurial actor; and foreign market knowledge. Thus the implications for the owner/managers are the emphasis on upskilling in order to maximise their technological and foreign market expertise while building inherent entrepreneurial skills in networking and management development. Consequently, the implications for policy are the provision of soft supports for such upskilling and current accurate research on foreign market. 
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Introduction 

Since the early 1990s, the accelerated internationalisation of new ventures has attracted the attention of international business scholars, and several studies have attempted to explain why new ventures internationalise so early in their life cycles (Zahra et al., 2004). Most research studies in international business, however, tend to focus on large multinational enterprises (MNEs) as the traditional unit of analysis. Although valuable, most of these frameworks have proved to be too limited in the context of a small and medium enterprise (SME) pursuing an international strategy (Ibrahim, 2004). Globalisation has changed the competitive environment of entrepreneurs, with large and small firms now competing in similar conditions (Ibid.). By April 2007 there were approximately 475,000 companies in Norway, employing 1.4 million people.  99. 5% of these companies have less than 100 employees, and occupy approximately 50% of labour force. These SMEs contribute to 54% of the total industry’s turnover (Statistics Norway, 2007). Accordingly, the study of international entrepreneurship has grown rapidly over the past decade, reflecting the increasing globalisation of business activities and the rising importance of entrepreneurship in gaining a competitive advantage in global markets (Zahra et al., 2004). Thus, it is important to be aware of, and understand, the significance of factors that influence on the speed of internationalisation. 

In an effort to guide future empirical research on the topic Oviatt and McDougall (2005) suggested a model of the forces influencing the speed of internationalisation. The earlier in its history a firm internationalises, the faster it seems to grow. Hence, it is fundamental to explain why some entrepreneurial behaviour crosses national border with greater speed than others. This study builds upon Oviatt and McDougall’s (2005) model, exploring the forces enabling, motivating, mediating and moderating internationalisation speed of four Norwegian SMEs’. Their model is further illuminated and developed with other theoreticals propositions and key components from International Entrepreneurship research. 
SPEED OF INTERNATIONALISATION

This research focuses on the forces influencing the speed of the internationalisation and commences with an overview of literature relating to stage theory models, born globals, entrepreneurs, knowledge and networks. 

STAGE THEORY MODELS 

The international involvement of a firm has been described as a gradual and sequential development process (Cavusgil, 1980; Bilkey and Tesar, 1977; Johanson and Vahlne, 1977; 1990), whose slow and incremental manner has been attributed to a lack of knowledge about foreign markets, high risk aversion, high perceived uncertainty, or similar factors (Madsen and Servais, 1997). One such model, the so-called Uppsala-model, has four incremental stages in the internationalisation process: no regular export; export via independent enterprises or agents; sales subsidiaries; and establishment of production plants overseas (Johanson and Vahlne, 1977). This implies that as a rule additional market commitment will be made in small incremental steps (Andersen, 1993) however, there are three exceptions. First, firms that have large resources experience small consequences of their commitments and can take larger internationalisation steps. Second, when market conditions are stable and homogeneous, relevant market knowledge can be gained in ways other than experience. Third, when the firm has considerable experience from markets with similar conditions, it may be able to generalise this experience to any specific market (Andersen, 1993). 

Criticism has been directed at the notion that the internationalisation process is incremental and occurs at a later stage of the firm’s growth process (Ibrahim, 2004) given that the theory does not explain the recent phenomenal growth of early internationalisation of relatively new knowledge-based entrepreneurial firms. In many of these firms, international activities are initiated during the venture creation process or in the early stage of venture growth (Ibrahim, 2004). The Uppsala-model of Johansen and Vahlne (1977) focuses on traditional cross-border behaviour, not on accelerated internationalisation or on entrepreneurial behaviour (McDougal and Oviatt, 2005). 

BORN GLOBAL ENTERPRISES

Boddewyn (1988, cited in Anderson, 2000: 69) states that:

“It is not enough to be a firm with resources and opportunities in the environment. Internationalisation must be wanted and triggered by someone.” 

Since the early 1990’s new empirical studies of the export behaviour of firms have challenged many findings of actual export behaviour reported in the traditional internationalisation literature (Rasmussen and Madsen, 2002). Although a number of small firms do indeed exhibit incremental and stable change patterns, this is certainly not true of all small firms, where intermittent and irregular change is frequent characteristics of small firm behaviour with regard to their international activities (Havnes, 2003). It has been demonstrated that many firms do not develop in incremental stages with respect to their international activities, but on the contrary start international activities right from their inception, entering very distant markets, entering multiple countries at once, and forming joint ventures without prior experience (Ibid.). Such firms have been labelled international new ventures (Oviatt and McDougall, 1994), high technology start-Ups (Jolly et al., 1992), and born globals (McKinsey and Co., 1993; Knight and Cavusgil, 1996; Madsen and Servais, 1997). This development has been attributed to global market conditions resulting from the removal of trade barriers, new developments and fallen prices in transportation and communication technologies, and the rising number of people with international experience (Rasmussen and Madsen, 2002). 

Oviatt and McDougall (1994: 49) define an international new venture as: 

“Business organisations that from inception, seek to derive significant competitive advantage from the use of resources and the sale of outputs in multiple countries.”
Research studies suggest that, as part of the entrepreneurial process, most entrepreneurs perceive international opportunities from the first day they start their business (Zacharakis, 1997; Oviatt and McDougall, 1994 cited in Ibrahim, 2004). Their ventures are opportunity driven, thus they act fast when they see a good prospect (Ibrahim, 2004). Entrepreneurs’ personality traits and backgrounds drive them to scan the environment (local or international) looking for market opportunities (Ibid.). The attitude of the owner-manager tends to determine whether or not an international enquiry or order is regarded as a driver for international trade (Lloyd-Reason, 2003). Welch (2004) speaks of inward-outward internationalisation, an issue that may be particularly important when considering the entrepreneurial basis of internationalisation. Moreover, research indicates that many firms begin their first international activity on the inward side, as importers, licensees, franchisees (Welch, 2004). Research on entrepreneurship has also revealed that entrepreneur’s previous experience increases the likelihood of success in new venture creation (Ibrahim, 2004). Oviatt and McDougall (2005) explain that in the light of an entrepreneur’s personal characteristics and psychological traits, they observe and interpret the potential of an opportunity, potential of enabling forces and the degree of threat from competitors. Entrepreneurs will need to develop their ability to identify network-based opportunities for acquiring the specialised resources needed to compete in today’s global marketplace (Dana and Wright, 2004). In addition, they need to understand their own strategic value in the context of networks as an interdependent, as opposed to an independent, entity (Ibid.). 

THE INTERNATIONAL ENTREPRENEUR

Many schools of thought have been offered in the literature on the making of the entrepreneur, and most of these draw a picture of an individual driven by a host of environmental factors and personality traits (Ibrahim, 2004). In a case study analysis of three international Swedish firms, undertaken by Andersson (2000), it was revealed that various international strategies were found in firms that were similar and acted in similar environments. However, as Table 1 illustrates, the firms’ entrepreneurs were quite different. There were strong indications that the individuals influenced the firms’ international processes in various ways. Andersson (2000) points at the entrepreneur as a central factor in explaining firm’ international behaviour. 

Table 1 Three types of international entrepreneurs 

	Technical entrepreneur
	Marketing entrepreneur
	Structure Entrepreneur

	Technology and product development have the highest priority.

International pull-strategy with incremental commitment of foreign investment, as most resources are directed towards new product development. Introduction of a new good, new production method or new source of supply of raw materials characterise the technical entrepreneur. 
	With a new idea, the marketing entrepreneur is proactive in the internationalisation process and willingly creates new channels to reach the customer. Commit to foreign markets through foreign investments that may penetrate market quickly. Markets not necessarily rational decision, but more influenced by personal preferences and networks. 
	The structure entrepreneur acts in mature industries and is trying to restructure companies and industries. By combining organisations new business ideas can be developed. From this perspective internationalisation is not a separate strategic goal but a consequence of the overall strategy. Markets without attractive acquisition or merger prospects are not entered. 


(Andersson, 2000: 80)

KNOWLEDGE 

Organisational learning in the context of internationalising is the process of acquiring and assimilating new knowledge regarding foreign markets into the firm’s pool of knowledge (Autio et al., 2000). The Uppsala-model of Johanson and Vahlne (1977) seeks to explain is the notion that firms enter new markets with successively greater psychic distance. Psychic distance is explained by differences in elements such as for instance language, culture, and political system, all of which disturb the flow of information between the firm and the market (Johanson and Vahlne, 1977). Another manifestation of the internationalisation process is market commitment, either foreign investment or strength of links with foreign market, made in small steps. Autio (2000), however, suggests that the earlier a firm goes international, the less well established its political and relational allegiances will be, and the more likely it will be that important foreign allegiances will develop alongside domestic ones.

NETWORKS

Some of the recent literature on international entrepreneurial activity has focused on the importance of networks, particularly personal networks, as key explanatory factors international activity among entrepreneurs (Welch, 2004). To SMEs, with limited resources and limited capacity for market intelligence, networks can replace internal resources and capacities of large firms (Havnes, 2003). In this respect, the internationalisation of the firm will be very closely related to the firm’s capability of establishing and sustaining a cross-border network (Havnes, 2003). Ford (2003: 18) defines a network as 

“A structure where a number of nodes are related to each other by specific threads”.

Ford (2003) further suggests that a business market can be seen as part of a network where the nodes are business units, such as producers, customers, service companies and suppliers of finance, knowledge and influence. Each element has its own particular content in a business network, and are heavy with tangible and intangible resources: physical, financial, technical, human resources and intellectual, in many different forms. Thus, a network is a powerful tool for the entrepreneur (Bell, 1995), through which critical information and contacts relevant to foreign markets are developed and subsequently influence behaviour (Ford, 1990 cited in Welch, 2004). Oviatt and McDougall (1995) identified strong international networks as one of the seven most important characteristics of successful global start-ups. 

A survey among New Zealand-based firms, Coviello and Munro (1995) reports that 64% of the sample surveyed indicated that their initial foreign market selection and entry mode were triggered by opportunities presented by contacts in a formal or informal network, rather than resulting from their own proactive identification process. Oviatt and McDougall (2005) suggest that there are three key aspects of such networks that moderate the speed of internationalisation; the strength of network ties, the size of the network, and overall density of the network.

Oviatt and McDougall (2005) posit that in an internationalisation-context, weak ties are more significant than strong ties in networks. While strong ties between nodes (as links between actors) are durable and involve emotional investment, trust, and reliability weak ties are more numerous and require less investment. Weak ties are typically relationships with customers, suppliers, and others that are friendly and business-like. First, Oviatt and McDougall (2005) suggest that the existence of cross-border weak (direct or indirect ties) can positively and significantly moderate the speed of venture internationalisation. If an entrepreneur already has such formal or informal ties when they discovers or enacts an opportunity, the initial foreign entry may occur with unusual speed. If the ties are yet to be established, internationalisation is likely to be slowed. Second, larger entrepreneurial networks are associated with faster venture internationalisation and more rapid increases in country scope. Third, since successful international business operations are dependent upon reliable interaction among actors in multiple foreign countries, dense cross-border networks provide relatively efficient support for internationalisation. Entrepreneurial actors who have already established such networks can internationalise rapidly (Oviatt and McDougall, 2005). 

PACE OF THE INTERNATIONALISATION PROCESS

Thus, the literature reviewed regarding stage theory models, born global enterprises, the entrepreneur, and knowledge and networks indicates an influential contribution to the speed of internationalisation.  Internationalisation speed is operationalised under four measures: psychic distance to markets; commitment in other countries; initial entry; and country scope. The Uppsala-model of Johanson and Vahlne (1977: 1990) predicts that an internationalising venture would have an overall incremental approach to internationalisation, once it has built a stable position in its home country. This implies that the significance of these measures to internationalisation speed is considered to be weak. In contrast, more recent findings among SMEs challenge this proposition, stating that among SMEs the international approach is found to be far more irregular than first thought (Bell, 2003). 

Oviatt and McDougall (2005) demonstrate that the speed of entrepreneurial internationalisation is determined by four types of forces: 1) enabling, 2) motivating, 3) mediating, and 4) moderating. The enabling force makes accelerated internationalisation feasible. Transportation, communication, and digital technology appear to be the foundation enabling rapid internationalisation of an entrepreneurial opportunity (Oviatt and McDougall, 2005). The motivating force is the second general force influencing the speed of internationalisation, which is encouraged and motivated by the presence of competitors or potential competitors (Ibid.). The third force is mediating, whereby accelerated or retarded international entrepreneurial behaviour can only be understood by assessing the entrepreneurs’ interpretation, or mediation, of the opportunity, the enabling forces and the motivating forces. The fourth force, influencing the speed is the moderating force, which has two sides to it. The knowledge intensity of the opportunity combined with the know-how already available to the entrepreneurial actor, plus the characteristics of the entrepreneur’s international network largely determine internationalisation speed (Oviatt and McDougall, 2005). 

Environmental influences, industry conditions, and the thinking of entrepreneurial actors themselves are believed to be prime factors determining the speed of international involvement also (Oviatt and McDougall, 2005). There are four vital aspects to such speed: First, psychic distance relates to the time countries or world regions that are psychic distant from the entrepreneur’s home country; Second, the speed of international commitment, focusing on foreign input; Third, the time between the discovery or enactment of an opportunity and its first foreign market entry; Fourth, the speed with which country scope is increased; that is, how rapidly do entries into foreign markets accumulate. 

INCREMENTAL STEPS OR BORN GLOBAL
The traditional process view of internationalisation suggests that the international involvement of firms take place in gradual and sequential stages. The firm is assumed to build a stable domestic position before starting international activities (Johanson and Vahlne, 1977), who suggested measures and internationalisation stages constituting psychic distance, commitment, initial entry and country scope. However, this view fails to explain the recent phenomenal growth of early internationalisation of new ventures (Ibrahim, 2004).

In addition, the literature reviewed demonstrates that SMEs can utilise their formal or informal networks to replace internal resources and capacities of large firms (Havnes, 2003). Foreign market selection and entry initiatives emanate from opportunities created through network contacts, rather than solely from the strategic decisions of managers in the firm (Coviello and Munro, 1995). Furthermore, traditional internationalisation theories have failed to take the entrepreneur into consideration, international entrepreneurship has become a new field of research giving the entrepreneur and the resource limited SME a central role to the internationalisation process. Andersson (2000) categorise the entrepreneur into technical, marketing and a structure based types of entrepreneurs, based on their behaviour in an international context. New ventures that internationalise at young age have been labelled international new ventures, high-technology start ups or born globals. 
RESEARCH METHODOLOGY

The qualitative research approach chosen for this study enabled the four case SMEs to be viewed in their entirety, permitting the researchers to gain an in-depth understanding of a situation which would penetrate the reality of the organisation (Hill and Wright, 2001; Grant et al., 2001; Carson et al., 2001; Shaw, 1999; Gilmore and Coviello, 1999). In utilising qualitative research the research objective was to achieve a depth of understanding within the confines of the study (Christy and Wood, 1999), from which theory can be expanded and generalised (Hyde, 2000). In particular, case study research is highly complementary to the incremental theory building required in this study (Eisenhardt, 1989) for which a statement of propositions was tested with the data gathered (Yin, 1994). 

Four cases are investigated and compared, in accordance with Yin (2003) who emphasised that each case must be carefully selected so that it either (a) predicts similar results (a literal replication) or (b) predicts contrasting results but for predictable reasons (a theoretical replication). As illustrated in Table 2, this study has selected two pairs of similar cases: two new (company A1 and A2) and two established firms (company B1 and B2).  It was predicted that the two pairs would have internal similarities but stand in contrast to each other. The case studies have been constructed utilising in-depth semi-structured interviews, observation, archival methods and documentation. 

Table 2: Case Company description

	Company
	A1
	A2
	B1
	B2

	Product(s)
	-mini pitches 

-artificial grass
	-Software solutions with smartcards
	-Incinerators

-Fire rated windows

-Ejectors
	-Tire chains

-Road maintenance equipment

	Established
	2000
	2004
	1984
	1920

	Internationalised
	2003
	2005
	1987
	1.) 1950

2.) 1986

	No. of employees
	5
	0
	84
	59

	Export markets
	Europe
	Scandinavia
	Europe, N-America, Asia
	Europe,

 N-America


EMPIRICAL FINDINGS 

The empirical findings are presented under three headings: internationalisation measures, factors influencing the speed of internationalisation, and emerging themes.

INTERNATIONLISATION MEASURES 

Based on the literature reviewed the empirical findings for internationalisation measures exploring psychic distance; commitment to foreign markets; initial entry to market; and country scope. In exploring psychic distance to markets Johanson and Vahlne (1977: 1990) propose that firms start internationalisation by going to those markets they can most easily understand. This implies that psychic distance should be of weak significance to the speed of internationalisation. More recent propositions contradict this theory, pointing to SME behaviour that chose psychic distance markets right from the beginning (Rasmussen and Madsen, 2002). The two most recent established enterprises of the four case studies did not clearly support this last proposition. While Psychic distance was only of moderate significance to case A1 internationalisation speed, it was of weak significance to case A2. One of the partners also stated:

“Japan would have been perfect, if it had not been for the cultural barriers” (Case A2),

a statement which underpins the theories of Johanson and Vahlne (1977: 1990). With the two more established case companies B1 and B2, however, psychic distance was of respectively strong and moderate significance to their internationalisation speed. Case B1 internationalised relatively soon after they started up. A pattern dividing the two newly established ventures A1 and A2 from the well established B1 and B2 doesn’t emerge.

The traditional view of the Uppsala-model implies that foreign market commitment will be made in small steps (Johanson and Vahlne, 1990). In contrast, recent studies point out that export behaviour with regard to market commitment is likely to be significant from the start (Rasmussen and Madsen, 2002). Surprisingly, the empirical findings illustrate that amongst the four case companies, commitment was of weak significance to the most recent established enterprises (Company A1 and A2), and of moderate significance two enterprises (Company B1 and B2). Thus the four case companies support a more traditional approach in terms of commitment to internationalisation, as suggested in the Uppsala Model of Johanson and Vahlne (1977: 1990). Commitment for the SME was made in small incremental steps, and increased accordingly as the enterprise matured. 

The literature reviewed suggests that, as part of the entrepreneurial process, most entrepreneurs perceive international opportunities from the first day they start their business (Ibrahim, 2004). This diverges from the theories of Johanson and Vahlne (1977: 1990) which posits that firms do not internationalise until they have built a stable domestic position. The empirical results illustrate that amongst the case studies initial entry was of strong significance to the speed of internationalisation for three of the enterprises (Cases A1, A2 and B1) and of weak significance to one enterprise (Case B2). This underpins the recent theories of international new ventures (Rasmussen and Madsen, 2002). Apart from Company B2, the remaining companies entered within four years from inception without having any domestic market share of significance. This has been of strong significance to their speed of internationalisation, as proposed by Oviatt and McDougall (2005). 

Havnes (2003) found that many firms now enter multiple countries at once, contradicting the incremental increase in country scope proposed by Johanson and Vahlne (1990; 1977). The empirical evidence demonstrates that amongst the four case studies, country scope was of weak significance to the speed of internationalisation for two of the enterprises (Cases A2 and B2) and of strong significance to two enterprises (Cases A1 and B1). In addition, no pattern emerges dividing the two newly established ventures from the well established ones. 

In summation, initial entry was found to be of strong significance to the internationalisation speed, while the psychic distance to markets and country scope were found to be of moderate significance. Commitment in foreign markets was found to be of weak significance. This suggests that the four SMEs did not follow the stage-approach suggested by Johanson and Vahlne (1977: 1990).
FACTORS INFLUENCING THE SPEED OF INTERNATIONALISATION
Based on the literature reviewed the empirical findings for internationalisation measures are presented addressing the enabling force: technology; the motivating force: competition; the mediating force: entrepreneurial actor perceptions; and the moderating forces: knowledge and networks.

In addressing technology as an enabling force, influencing the speed of internationalisation, transportation, communication and digital technology appear to be the foundation enabling rapid internationalisation of entrepreneurial opportunities (Oviatt and McDougall, 2005). 

“Our main competitor is the paper-based score card the players bring with them during the game. A few electronic gadgets exist, but none that upload your results to a server” (Case A2). 

The empirical results illustrate that technological advances as an enabling force to internationalisation speed has been of strong significance to three of the cases (Cases A1, B1 and B2), but of moderate significance to one enterprise (Case A2). This was a predicted result, as the enabling force more or less relates to the same macro environment that SMEs operate in. Only with the recently established and internationalised company A2 was it difficult to state the scope of this force’s significance. It is particularly interesting to investigate the findings from the two well established firms, B1 and B2, as in these two companies their technological advances gradually released their international potential. Company B1 pointed out the advantage when moving from the telex to the fax, enabling it to transmit detailed technical drawings and comprehensive contracts instantly. The entrepreneur from case B1 also pointed out that decreased air fares have enabled more travelling: 

“We can afford to take several trips before any contract is signed” (Case B1) 

In conclusion, Technology advances have been of strong significance to the speed of the four case companies.

Ibrahim (2004) point out that many schools of thought have attempted to explain the entrepreneur’s motives in internationalising and the process involved. 

“Previously waste was dumped into the sea, but that is now illegal and fines up to $250 million have been imposed ships and their owners who violate this law” (Case B1) 

Oviatt and McDougall (2005) suggest that the presence of competitors, or potential competitors, motivates or strongly encourages the pace of internationalisation. The empirical findings demonstrate that competition as a motivating force is strongly significant to the two mature companies (Case B1 and B2) However, the two newly established ventures (Cases A1 and A2) were motivated by factors other than competition, hence competition has been of weak significance to their internationalisation speed. Havnes (2003) points out that the stimuli to start exporting may be external and/or internal. Among the case study companies, other factors mentioned as motivating factors are: saturated home market, size of international markets, excess capacity and unsolicited orders. 

“The UEFA were celebrating its 50th anniversary, and were giving mini-pitches as presents all over Europe. This gave us the opportunity to deliver mini-pitches to 17 European countries, something we utilised further” (Case A1) 

In conclusion, competition was found to have moderate significance to the case companies’ speed of internationalisation.

In exploring entrepreneurial actor perceptions as a mediating force influencing the speed of internationalisation the literature reviewed posits that accelerated or retarded international entrepreneurial behaviour should be explained by understanding how the opportunity, the enabling forces, and the motivating forces are interpreted, or mediated, by the entrepreneurial actor (Oviatt and McDougall, 2005). The empirical findings illustrate that in two ventures (Cases A1 and B1), the entrepreneur has been of strong significance to the speed of internationalisation, whereas in Cases A2 and B2 it has been of moderate significance. 

Cases A1 and B1 were formed by entrepreneurs with international experience a factor which could explain their early entry into foreign markets. In addition, three kinds of entrepreneurial types were also applied to the entrepreneurs, which serve to increase the understanding of their behaviour. The findings revealed that the marketing entrepreneur was present in all firms. Next, the technical entrepreneur was localised in two case companies (Cases A2 and B1), and the structure entrepreneur in one case company (Case B2). In conclusion, the entrepreneurial actor perception as mediating force was found to be of strong significance to the case study companies. 

Two types of moderating forces that have influence on the speed of internationalisation; first, knowledge containing of: knowledge intensity; and foreign market knowledge. second, network relationships containing of: tie strengths; network size; and network density. 

Knowledge intensity has been of moderate significance to the four case companies’ speed of internationalisation. Particularly with one of the younger ventures (Case A1), lack of a unique product has moderated the speed of their internationalisation process. Foreign market knowledge has been of strong significance to the four case companies’ speed of internationalisation, albeit lack of international experience somewhat moderated the internationalisation speed with two of the enterprises (Cases A2 and B2). As regard networks, tie strengths in networks has been of strong significance to the four case companies’ speed of internationalisation. Only with one venture (Case A2) their network characteristics had moderated their internationalisation speed. Network size has been of moderate significance to the four case companies’ speed of internationalisation. 

“What has worked to our benefit is the network every employee personally has built internationally. Totally that becomes the company’s network” (Case B1). 

Particularly two of the companies (Cases A2 and B2) demonstrated that their network size had moderated the speed of their internationalisation. 

The network density has been of moderate significance to the four case companies’ speed of internationalisation. 

“Your reputation spread very fast, hence any mistakes might prevent new business opportunities” (Case A1).

The density of one of the enterprises (B1) had moderated their internationalisation speed.

In terms of the cross-case analysis, neither specific internal similarities nor contrast between the two pairs, A1/A2 and B1/B2, did emerge except in certain instances, e.g. Commitment in international markets. This was, however, not of vital importance to this study.  
Emerging themes 

In addition to addressing the Conceptual model, the cross-case analysis elicited additional information which emphasises the significance of additional insights identified as corruption, disadvantages of technological advances and sales experience. Two of the cases (Case A1 and B1) identified corruption as a factor constraining their internationalisation; 

“Some of these countries are very odd, and we have experienced corrupt agents - unfortunately” (Case A1). 

In addition, the disadvantages of technological advances were reported by Case B1 as giving rise to more rapid communications involved shorter deadlines which for a resource-limited SME competing with larger multinationals, could constrain their growth-potential. Furthermore, it might force the SME to adjust its market to places where competitors are more equal. Also, one of the cases (Case B1) suggested that sales skills are the weakest link among many SMEs, as many engineers are employed to work as sales person due to the technicality of the product. This could constrain the commercialisation of the product, and teaching sales skills should be one of Innovation Norway’s target areas, as this definitely moderates the speed of internationalisation. 

Based on the literature reviewed and the empirical evidence a descriptive model of the forces influencing the speed of internationalisation has been developed (Figure 1). The research findings suggest that some alternations are necessary to Oviatt and McDougall’s (2005) model of forces influencing the speed of entrepreneurial internationalisation. Based on this exploratory research variables have been categorised in terms of their significance to internationalisation, in addition, further enabling and motivating forces are included. Figure 1 demonstrates that internationalisation speed is operationalised through four forces among the case study companies: the enabling force of technology; the mediating force of entrepreneurial actor perceptions; and the moderating forces of foreign market knowledge; and tie strength in networks. The remaining forces: the motivating force of competition; the moderating forces of knowledge intensity, network size and network density are all of moderate significance to the speed of the four case companies’ internationalisation. 
Figure 1: Descriptive model of the forces influencing the speed of internationalisation 
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Conclusion

Globalisation forces have both enabled and forced Norwegian SMEs to internationalise, an option that traditionally has applied to large enterprises. Not being a member of the European Union, Norway has secured access to the unified European market through the EEA-agreement. Hence the SMEs are part of a global economy whether they like it or not, and must act in accordance with the challenges and opportunities that this presents. In this context, this study has addressed; the forces influencing the speed of the internationalisation process, and how it manifests itself through the entry mode. This exploratory research focused on four Norwegian SMEs and the findings from these suggest that in terms of internationalisation speed, initial entry was the only one of the four measures that was found to have strong significance. Psychic distance to market and country scope were found to have moderate significance, whereas commitment in foreign markets was found to be of weak significance. The enabling force of technology advances was found to have strong significance to the speed of internationalisation. The motivating force of competition was found to be of moderate significance to the speed of internationalisation. Only the two most established companies found themselves motivated by competition in international markets. In relation to the mediation force, which in the framework is directly influenced by the enabling and motivating force, the entrepreneurial actor perceptions was found to be of strong significance to the speed of internationalisation. 

With regard to moderating force, either accelerating or retarding the internationalisation process, foreign market knowledge and tie strength in networks were found to be of strong significance to the internationalisation speed. The remaining moderating forces: knowledge intensity; network size; and network density were found to be of moderate significance to the speed of entrepreneurial internationalisation. Knowledge and network relationships as moderating forces are strongly connected to the entrepreneurial actor perceptions, and if these forces are strengthened this will not only accelerate the speed, instead of moderating it, but further clarify the entrepreneurial actors ability to interpret opportunities. 

The empirical evidence has several implications for managers and policy regarding influencing the speed of internationalisation process. The enabling force has implications for government in their support of the SME macro environment. The motivation force has also implications for the government, as a deeper understanding of what motivates entrepreneurs to enter international market is important to stimulate an increased SME internationalisation. The two moderating forces have implications for managers and can be leveraged through innovation of product and through active and deliberate networking internationally. 

There are two primary limitations of this research, first, that it is exploratory in nature culminating in a descriptive framework and second, that it has a narrow geographical scope. The descriptive framework (Figure 1) emanating from the research explores Oviatt and McDougall’s (2005) model in Norwegian conditions, while incorporating new variables classified as enabling and motivating forces. Additionally, the four forces, including the sub-variables, have now been rated in terms of their significance. The descriptive framework proposed in this study, however, will form the basis of further exploration. A qualitative research approach will be used to clarify the unclear significance reported and further explore relationships within the model. Quantitative research will be used to determine the validity, reliability, and correlation between the forces influencing the speed of internationalisation and the outcomes. Furthermore future research will include a comparative study which could reveal potential differences between countries.
In conclusion, the results of this study have revealed that the technological advances that have taken place in the last decades have strongly contributed to the speed of entrepreneurial internationalisation. Furthermore, the findings regarding the entrepreneurial actor being a force strongly influencing the speed of internationalisation are consistent with literature.  Foreign market knowledge and tie strength of the networks are also found to have strong significance to internationalisation speed. Finally, in contrast to the traditional internationalisation pattern, this accelerated speed manifests itself into earlier entry to foreign market.
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Moderating force B: Network relationships
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