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Abstract 
Globalisation has taken the world by storm by opening opportunities for new 
markets and easier communication. The general economic climate during the last 
decade is one reason to this, and the impact has resulted in internationalisation as 
a key strategy for survival. This has affected many kinds of industries and 

companies, not least new venture firms. There is today a competitive market 
climate where companies need to have a strategic advantage to succeed. One 
advantage could be to increase customer value through the selection of 
communication channels and sales channels, which has resulted in the following 

research objective:  

The purpose of this study is to examine how international market entry decisions 

based on customer perceived value can affect the choice of communication and 

sales channel strategies for new venture firms in a B2B context. 

This study has been of exploratory descriptive kind where a qualitative data 
collection has been conducted through in-depth interviews with five gemmologists 

active worldwide.  

The results of the research were varied since the respondents had different 
opinions, but some conclusions could still be made. The findings suggest the use of 
a multiple channel strategy regarding sales channel. The study also highlights the 

importance of 1) building and cherishing customer relations, 2) looking up 

potential resellers or distributors, 3) communicating a solution and not a product 
and finally 4) focus on internet advertising rather than paper and television. Since 
this study has been of qualitative kind, one suggestion for future research is to 

make a quantitative study of the same study to confirm the previously mentioned 

findings. These findings are due to the nature of the study only implications, but a 

quantitative study would make them generalizable.  

 

Keywords: International market entry, Sales and communication channel 

strategies, New ventures, Customer perceived value 
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Sammanfattning 
Globalisering är ett område som tagit världen med storm, detta genom att förenkla 
kommunikation och öppna möjligheter till nya marknader. Det ekonomiska 
klimatet i skrivande stund är en av faktorerna som har påverkat detta, vilket har 
resulterat i internationalisering som en viktig strategi för överlevnad. Detta har 
påverkat många typer av industrier och företag, inte minst startups. Dagens 
konkurrenskraftiga marknadsklimat medför att företag behöver ha någon slags 
strategisk fördel för att lyckas. En fördel kan vara att öka kundvärdet genom val 
av kommunikationskanaler och försäljningskanaler, vilket lett till följande syfte 
för denna studie: 

 
Syftet med denna studie är att undersöka hur marknadsbeslut baserade på 

kundvärde kan påverka valet av kommunikations- och försäljningskanaler i ett 
B2B-sammanhang. 

 
Denna studie har varit av förklarande och beskrivande slag, där en kvalitativ 
datainsamling har genomförts genom djupintervjuer med fem gemmologer som är 
aktiva på en internationell marknad.  

 
Resultaten av studien var varierade då respondenternas åsikter skildes, det gick 
dock trots detta att dra en del slutsatser. Resultaten indikerar att användning av 
en hybrid försäljningsstrategi vore optimal. Studien belyser också vikten av att 1) 
bygga upp och värna om kundrelationer, 2) söka potentiella återförsäljare eller 
distributörer, 3) sälja en lösning istället för en produkt och slutligen 4) fokusera 
på internetannonsering i stället för tidningar och tv. Då denna studie har varit av 
kvalitativt slag är ett förslag till framtida forskning att göra en kvantitativ studie 
av samma ämne för att bekräfta resultaten. Resultaten är i nuläget endast 
indikationer medans en kvantitativ studie skulle göra dem generaliserbara. 
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Chapter 1  

Introduction  
This chapter will introduce the reader to the area that will be studied. Background 

and problem discussion will be presented and after that summarised in research 

objective and research questions.  
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1.1 Background 
Globalisation is a popular subject that has taken the world by storm by enabling 

easier communication and opening opportunities for new markets. The economic 
climate is one reason to this, and the impact has resulted in internationalisation 
as a key strategy for survival. This has affected many kinds of industries and 
companies, not least new venture firms. Puig, González-Loureiro & Ghauri (2014) 

discusses incentives for internationalisation and why the opportunity should be 
utilised by new venture firms or other companies in an expansion phase. The 
authors mean that an internationalisation strategy is beneficial since it increases 

competition, searching for the best possible locations and developing 
efficiency. One example is new ventures handling with physical products, where 
the authors 

Puig et al. (2014) also state the correlation between age of a firm and its survival 
rate in international markets. In this study, new ventures show a higher short-
term growth rate than old firms, which further confirms that globalisation is 

offering opportunities for new venture firms that should be taken (Puig et al., 

2014). 

If new ventures would take the chance of internationalisation, there are however 

still factors that could affect the  survival on the market. One of these is 

financial support which Chen & Jermias (2016) studies in their paper. The 

situation as of today is showing potential for this factor considering the economic 

climate, which is thriving with the GDP per capita growing steadily since the 
recession in 2008 (World Data Bank, 2017). One market that has benefited from 
this is the global market for luxury goods that over the past two decades has grown 
steadily according to Moon & Sprott (2016). The authors also state that this 

industry has potential due to the small number of firms active in this segment 
combined with the increasing sales volumes. In 2014, the total revenues of luxury 

goods worldwide were 282 billion US$ which was a 29% increase from the previous 

year.  In addition to this, the annual percentage of GDP Growth is high and positive 
with a total GDP of 74 152 trillion US$ in 2015 where 29,53% is represented by 
the export of goods and services according to World Data Bank (2017). This all 
entails that people and firms overall have more money to spend, which could offer 

an increased consumption by the customers, and greater economic resources 
among companies. Thus, increasing the chance of getting financial support and 

further opening opportunities for new ventures. 
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Chen & Jermias (2016) also state another factor 

survival on the market, this which is connected to the competition. One risk in this 
scenario is to rely upon too few products or services on a narrow market where 
similar firms are active. An alternative to avoid this risk is through introducing 
innovations that are not yet out on the market. On this topic, Song, Song & Parry 

(2010) states that 54% of the companies they investigated failed within two years. 
In their research, they also drew the conclusion that there is a positive correlation 
between success and first product success among new ventures. In other words, if 

the first product of a new venture was successful it was likely that the whole firm 
would be successful over the time ahead. The success was enhanced through 
product launches in markets with emerging market needs but established 
standards. Song et al. (2010) also discuss the difference in origin of ideas where 

the highest performance was found for products based on ideas that came from the 
founders. The conclusion is that to be successful with a first product; the idea 
shoul  

Ofek & Turut (2008) have researched the same subject but from another point of 
view. In their study, they conclude that 60% of patented innovations are imitated 

within four years from its market entry. This entails the importance for new 

ventures of knowing the market and build a successful image before a competitor 
with more resources tries to imitate the product. Ofek & Turut (2008) also reflect 

on the importance of market research regarding new product entry and state that 

if a firm sees the potential for duopoly profits attractive enough compared to 
monopoly profits it is a promising investment to conduct market research in the 

 

Conclusions can be drawn from the previously studied literature that there is a 
competitive market climate where companies need to have a strategic advantage 

to succeed. One advantage could be knowledge about customers which Kumar & 
Reinartz (2016) discusses in their report, more specifically regarding the 
importance of understanding customer value. The authors state that 

most important tasks in marketing is to create and communicate value to 

 This to improve customer satisfaction, loyalty and profitability of the 

business. After investigating large enterprises on the stock markets in the US and 
Germany, it is further noticed that there is many companies that have found the 

importance of customer value. Of the 60 investigated companies, 50% had 
mentioned value creation for customers or stakeholders in their vision or mission 
statements (ibid). The authors also state that the priority of a company should be 

to create value for customers and the second one to convert this into value for the 
business in the form of profit, this to have a sustainable business. Some important 
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questions are according to the authors to find out 

 and -

 

 

1.2 Problem discussion 
The background summarises opportunities for new venture firms to enter a new 
market, but it also enhances the need of knowing how to fulfil customer value in 
order to get a strategic advantage. Previous research has covered B2B context, 

international market entry, new ventures, luxury industry and innovative 
products from a customer value perspective. However, only in separate settings 
but not in the same study. For example, Zhang, Liang & Wang (2016) discusses 
the importance of satisfied customers by stating them as the critical intangible 

assets of a firm. The authors examine the relationship between customer lifetime 
value (CLV), customer value anticipation and product innovativeness in their 
research, and provide insights on how advertising strategies can influence 

customer equity. The study, however, is only based on the mobile phone companies 
using iPhones as the sample which shows opportunities for further research and 
applications in other industries (Zhang, Liang & Wang, 2016).  

Xie, Wu, Xiao & Hu (2016) have studied how to increase customer value through 

co-creation using big data. Also, Baumann & Le Meunier-FitzHugh (2015) have 

recently studied the subject of co-creation by conducting a qualitative research of 
sales personnel and their customers. Both articles conclude that co-creation is a 
successful tool with benefits that should be used further. However, none of the 
articles has studied the connection to new ventures which gives incentives for 

further research in that area. Bettencourt, Lusch & Vargo (2014) agrees with this 
and think that the view of marketing should be changed through 

This entails that instead of thinking of marketing as work that marketing staff do, 
it should be viewed as a set of processes. These processes could have the aim to co-

create value, connect with customers, integrate resources and respond to how well 
value promises have been fulfilled. Instead of viewing the customer as someone 
who can deliver value, they should be seen more as a partner who contributes to 

value creation. According to Bettencourt et. al. (2014), this is an effective way to 
improve the strategic advantage of a company. 

An opportunity for future research can be seen where only parts of, or little, 
research has been done so far. This study will, therefore, address the gap in the 
literature and aim to assemble parts of literature to develop a proposal for 
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communication and sales channel strategies based on customer value. This will be 

used to establish an understanding of how customer value can be utilised among 
innovative and international new ventures. From a theoretical point of view, this 
study will contribute to previous research by examining a context in customer 
value where little research have been done before. This will specifically involve 

strategy. For managers, this will be interesting since it provides guidelines on how 
new ventures can make strategical choices and increase customer value through 

the selection of communication channels and sales channels.  

The importance of the selection of communication channels has been discussed by 
for example Tomse & Snoj (2014) who state that the choice of channel strategies is 
vital in a competitive climate and in a time of crisis. The authors conclude that 
marketing experts must find new ways of acquiring new customers and that this 

could be done by using new communication channels. Just like communication 
channels, sales channels are also a widely-discussed topic where customer value is 
of importance. There is a today a growing number of sales channels where 
customers can make a purchase, and there has, therefore, become more important 

(Valentini, Montaguti & Neslin, 2011).  Research on sales channel alternatives 
have been done previously, especially during recent years several papers have been 

published concerning channel strategies. Chen & Chen (2017) have focused their 

research on online channel strategies compared to dual-channel strategies 
concerning customer returns and the accompanying cost. The authors give 
recommendations on when to use which strategy and how personalised pricing 

(PP) can be used in this context. 

Also, Homburg, Vollamyr & Hahn (2014) discusses the topic sales channels with a 

focus on firm value creation through channel expansions. They investigate the 
benefits of establishing new sales channels such as internet channels, retail shops 
or a new sales force and how this is related to firm value. The authors conclude 

that in general, it is beneficial for firms to have a variety of routes to the market. 
From a customer point of view, channel coordination is of importance, and it is 

necessary with consistency between indirect and direct channels. Chu, 
Chintagunta & Vilcassim (2007) implies the importance of making the right choice 

regarding sales channels from the initial stage of business. They discuss difficulties 
of evaluating possible changes in sales channels due to its difference from other 
factors in the marketing mix. Channel strategies involve outside parties and 
companies often have contracts or obligations which cannot be changed easily. 

Therefore, a change of sales channel strategies entails more risks. This since the 
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consequences are unclear compared to marketing efforts where localised 

experiments easier can be done. For a new venture that is about to enter a new 
market, it is therefore of significant importance that the channel choices are made 
strategically correct (Chu, Chintagunta & Vilcassim, 2007). 

 

1.3 Research objective and questions  
This study addresses the subject direct international market entry. More 
specifically it will cover new innovative venture firms in the B2B market and how 

they in the best way can reach out to their customers with a physical product. This 
with a focus on customer value, sales channels and communication channels. 
Worth to be noted is that this product is aiming for customers in the B2B market 
which in turn have end-users in the luxury industry. With this as a background, 

the following purpose of this thesis and research objective was stated as follows:  

Research Objective: 

The purpose of this study is to examine how international market entry decisions 

based on customer perceived value can affect the choice of communication and 

sales channel strategies for new venture firms in a B2B context. 

To ensure that everything included in the research objective would be answered, 

three research questions were made. These represent different parts of the 

research that will be conducted.   

Research Question 1: 

How does customer value have an impact on choices of communication channel 

strategies in the context of international market entry? 

Research Question 2: 

What is the relationship between sales channel strategies and customer value in 

an international market entry context? 

Research Question 3: 

How can customer value affect choices for international market entry? 
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Chapter 2  

Literature review  
This section will cover relevant information regarding theories and models which 

are connected to the research questions. The theories are focused on customer value 

and how this can be implemented into the choice of communication and sales 

channel strategies in order to answer the research questions mentioned in Chapter 

1. This chapter will be fundamental for the future choice of frame of reference, as 

well as to provide the reader a deeper understanding of the research area. 
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2.1 Customer value 
The 4Ps originally developed by McCarthy in 1950 highlights the marketing mix 

from a strategic and business-oriented point of view with four factors that should 
be considered when taking strategic marketing decisions. The figure includes 
Product, Price, Place and Promotion as can be seen in Figure 1 below.  

 

Figure 1: 4Ps (McCarthy, 1950) 

Of the four factors presented in Figure 1 above, this study will look further into 
Place and Promotion. Place is chosen since this factor covers where the customer 
will find the company and make a purchase, which in turn could be related to sales 

channel strategies. The second factor that will be covered, Promotion, is chosen 
since this involves strategies of how the company will reach the customer through 
promotional activities, thus involving communication channel strategies. Li & 
Green (2011) agrees that the elements of the marketing mix are of different 

importance and supports the prioritising of various parts. They state that in 

general, the price is the part of the marketing mix that competitors can react 
fastest to. Price is therefore not the most optimal long-term competitive advantage, 
and efforts should be put to the other elements. Product is also excluded from this 

study since the context is studying sales and communication channel strategies for 
innovative products on international markets. Thus, assuming that the product 
already is developed and a non-changeable factor in this case. 

  

Product Price

Place Promotion
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The 4P model has been modified by different authors, among others by Lauterborn 

(1990) who developed the 4Cs that views t
and highlights what it takes to reach customer value in marketing mix decisions. 
This strategy is mainly developed for niche markets which are useful for example 
when launching an entirely new technical product or an innovation.  

The factors included in the 4C model can be seen in Figure 2 below and be 

compared to the corresponding factor in the 4P model. 

 

Figure 2: 4Cs (Lauterborn, 1990) 

As Figure 2 shows, the 4Ps have now been exchanged to 4Cs. Product corresponds 
to Consumer value, Price to Cost, Place to Convenience and Promotion to 
Communication. Since only Place and Promotion will be studied from the 4Ps, 

Convenience and Communication in 4Cs will be the researched factors in this case. 

Convenience will research sales channel strategies while Communication will 

 to 
choose the best strategies before an international market entry.  

  

Consumer value Cost

Convenience Communication
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Li & Green (2011) agrees that the marketing mix is of importance to affect 

customer perceived value. In their paper, they developed a conceptual model to 
highlight the relationship between the marketing mix, customer perceived value 
and customer loyalty as can be seen in Figure 3 below.  

 

Figure 3: How customer perceived value can be the mediator between marketing 
mix and customer loyalty (Li & Green, 2011) 

Figure 3 shows how the marketing mix affects customer perceived value which in 

turn affects customer loyalty. The marketing mix consists of, as mentioned earlier, 

product, price, place and promotion. Customer perceived value is perceived quality 
and the sacrifice made, including cost, time and effort (Li & Green, 2011). 
Customer loyalty is the third concept which in this case not will be researched 

further since it will not help answering the research objective stated.  

Kumar and Reinartz (2016) reflects on the subject customer perceived value. This 
is the value as the customers understand it and not necessarily the actual 

monetary value. The authors summarise some alternatives for firms to increase 
customer perceived val

and find their competitive advantage over other offers, or claim an advantage that 
makes them different from the competitors such as being premium or margin. 

(Kumar and Reinartz, 2016) 
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Li & Green (2011) state that customer loyalty is the result of successful marketing 

actions in competitive climates. Customer perceived value has a mediating role in 
this relationship and is of importance when choosing marketing strategies. 
Customer loyalty is important for a company. The authors highlight this by 
concluding that if a company manages to improve customer retention by 5%, the 

profits of a company can increase between 25% and 85% depending on the industry, 
 (Li & Green, 2011). This study will, 

however, exclude customer loyalty to focus on the relationship between parts of the 

marketing mix and customer perceived value. This since the study is based on 
customer value. 

 

2.2 Communication channel strategies 
There are many factors that affect the choice of promotion mix in export marketing. 
Albaum, Duerr & Strandskov (2005) have summarised these in the bullet points 
below adapted from Branch (1990) pp.68-70.  

t activities have different cost per 

unit of activity. 

 

of competition, the higher the budget allocation per forecasted product sale. 

  The type of product involved, its seasonality and its price. 

used for entry, they may share the promotion cost with the exporter. 

-industrialized country more sophisticated 

promotion techniques can be used compared of lower educational standard, where 

there is more reliance on radio communication and illustrated poster sites. 

Demographic characteristics are relevant.  

 resources available within the company to handle promotion 

and their adequacy and cost. 

 

 

(Albaum, Duerr & Strandskov, 2005, pp. 511) 
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These factors should be considered before making any decisions regarding the 

market strategy. Also, a decision regarding how to reach the customers should be 
made, and here the company can choose between a pull or push strategy. A pull 
strategy can briefly be explained as preselling of a product, so the customer seeks 
or asks for it at the point of purchase. A push strategy, on the other hand, entails 

that the company works with resellers or assists them at the point of purchase. 
For this strategy, the products are not pre-sold to the customers, instead, the 

(Albaum, Duerr & Strandskov, 2005) 

Marketing strategies can differ widely depending on the context. One example is 
Gabrielsson, Gabrielsson & Seppälä (2012) who examine foreign marketing 
strategy in the context of market entry. Here, the authors state that the breadth 
of product offering and standardisation of marketing strategies are two strategic 

marketing issues. Their study concludes that there are many factors that have an 
impact on the selection of marketing strategy. Foreign expansion path, foreign 
business experience and external globalisation pressure are some of them. There 
is also a connection between the factors and standardisation of marketing strategy 

that together benefits performance. (Gabrielsson, Gabrielsson & Seppälä, 2012) 
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One important part of marketing strategies is communication channel strategies. 

Albaum, Duerr & Strandskov (2005) studies barriers to export marketing 
promotion and explains that communication works in the following way, shown in 
Figure 4 below. 

   

Figure 4: Marketing communication process. Adapted from Wild & Wild (2016) p. 

384 and Albaum, Duerr & Strandskov (2005) p.509 

As shown in Figure 4 above, the exporter sends an encoded message to a targeted 
customer which the customer then decodes. In situations regarding export 

marketing or other international business situations, there are some 
communication barriers that could occur. This could be language differences, 

government regulations, media availability, economic differences, tastes and 
attitudes as well as differences in the buying process as can be seen in Figure 4 
above. These possible barriers are important to have in mind when selecting the 

communication strategy for a particular market. (Albaum, Duerr & Strandskov, 

2005) 
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Another thing to consider is how the communication should be made. For example,

the digitalization has affected the ways of choosing communication channels. 
There are today more choices of communication medias than before and through 
social medias such as Facebook, marketers can reach and send reminders to a 
considerable number of customers either by targeted marketing or mass 

marketing. Companies can also reach out to customers through an own website, 
third party websites or through bloggers or other influencers to get a more 
persuasive communication media. (Batra & Keller, 2016) 

Another thing the marketing function should think about is what messages they 

want to send to the end customer, what communication media should be used and 
how much effort or money the company can spend to reach the targeted customers. 
Albaum, Duerr & Strandskov (2005) explains that there are different examples of 
marketing promotion, among others personal selling, advertising, sales promotion 

and publicity which are listed and described below. Although there are advantages 
and disadvantages with each promotion strategy and their combination, the 
promotional elements give the best effect on the market if the elements are 
balanced. (Kotler and Clarke, 1987)  

 

2.2.1 Personal selling 
This kind of promotion involves sales people communicating face to face or directly 
with potential customers or prospects (Albaum, Duerr & Strandskov, 2005). For 
example, Bowers & Powers (1991) research the usage of marketing promotions in 
the healthcare industry. They specifically investigate personal selling in 

healthcare organisations and reaches the conclusion that the sales strategy is 
being adopted by the organisations, even though it seemed to be entirely rejected 
only a few years ago. Intensified competitiveness has led to a growing need for 
marketing activities in the industry which have resulted in personal selling 

becoming more common in these kinds of organisations. (Bowers & Powers, 1991) 

Also Albers, Mantrala & Sridhar (2010) discusses the subject of personal selling 

where they investigate its elasticity and conducts a meta-analysis. They find that 
personal selling is a more efficient strategy that gives higher responsiveness in 
early stages of a product lifecycle compared to a later stage. This provides 

recommendations that managers should focus on personal selling in stages of 
product launches or establishments of new brands. Later on, in the product life 

cycle, another communication strategy would be more appropriate to shift to. 

(Albers, Mantrala & Sridhar, 2010) 
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2.2.2 Advertising 
This is a non-personal presentation of a sales message through mass media paid 
by the advertiser (Albaum, Duerr & Strandskov, 2005). Advertising can be divided 
into three media types: national, regional and online depending on what product 

message that the marketers want to send. Sridhar, Germann, Kang & Grewal 
(2016) have noticed the change of advertising as a result of globalisation and 
digitalisation. In their paper, they investigate the relationship between regional, 
national and online advertising connected to firm value. The authors use 12 years 

of data and 622 manufacturing firms to reach the conclusion that while all 
advertising channels have a positive effect on firm performance, every advertising 
sort also have a negative effect on the other advertising sorts by weakening their 
advertising effectiveness. In the paper, they also find online advertising as a very 

effective marketing media and show indicators that online advertising will 
continue to grow in the future. They provide benefits of online marketing such as 

customer segments. (Sridhar, Germann, Kang & Grewal, 2016) 
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Figure 5 below covers a description of the three different media types for 

advertising that was investigated in this article. The figure shows the quantity as 
well as quality of reach for the different types and summarizes the benefits of using 
each media type for sending out product messages.  

 

Figure 5: Different media types for advertising (Sridhar, Germann, Kang & 

Grewal, 2016) 

Figure 5 shows areas where specific media types of advertising could be used and 
illustrates that advertising could be used effectively in all stages of a product 

lifecycle. Sridhar, Germann, Kang & Grewal (2016) mean that national advertising 
should be used to reach a mass audience through for example national newspapers, 
cable TV or network radio since these medias are well known and credible in the 

the big quantity of reach, it can however be high generality 

of the advertisements which could make the message less relevant for some of the 
respondents. It is therefore most useful for simple product concepts or for brand 
building of the company. (Sridhar, Germann, Kang & Grewal, 2016) 
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Regional advertising on the other hand sends the message through more 

specialized media, such as local magazines or syndicated TV and thus targeting 
smaller customer segments. Due to the high amount of regional media channels, 
the quantity of reach is quite low and it can be difficult to reach out to all of the 
targeted customers. The message suitable for regional advertising can be of more 

promotional kind and more specific information in the context, it is also cheaper, 
enabling the company to adjust the content. (Sridhar, Germann, Kang & Grewal, 
2016) 

Internet is the third and last media type that Sridhar, Germann, Kang & Grewal 

(2016) covers. The quality of reach for internet is ubiquitous and only growing 
bigger, the only thing that limits the reach is the number of website visits from the 
customers. The quality of using internet advertising is high since online 
behaviours can be studies and used to adapt the product message or to reach the 

targeted customers. The relevance of internet advertising is also often more 
relevant for the recipients compared to offline advertising. (Sridhar, Germann, 
Kang & Grewal, 2016) 

Due to the flexibility of online advertising and ability to either reach specific groups 

or the whole mass, this can be used both for brand building and for sending out 

promotional information. Sridhar, Germann, Kang & Grewal (2016) concludes that 
even though all of the advertising medias are effective in reaching targeted 

customers, there is a need to strategically integrate both national, regional and 
internet advertising in order to maximize their combined effectiveness. Ataman, 

Van Heerde & Mela (2010) agrees with the benefits of advertising and states that 
it not only has a positive effect on sales short-term but also long-term. 

 

2.2.3 Sales promotion  
Sales promotion involves all sales activities strengthening and supplementing 
personal selling and advertising. The activities done are often nonrecurrent and 

have a relatively short-run life (Albaum, Duerr & Strandskov, 2005). One example 

could be attending fairs and tradeshows, having a special offer for a limited time, 
etc. Ataman, Van Heerde & Mela (2010) have investigated the long-term effect of 
marketing strategy on brand sales. The paper covers promotion in the term of 

discounting and concludes that all marketing mix elements has a positive effect on 
sales short-term. However, base sales are affected negatively by discounting in the  
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long run. It can be of advantage to use as a tactical tool in the initial stages of 

market entry by creating spikes in sales, but for long -term strategic planning, 
other communication strategies should be considered according to the authors.  
(Ataman, Van Heerde & Mela, 2010) 

Reid, Thompson, Mavondo, & Brunsø (2015) agrees with the short-term effect of 
sales promotion such as discounts, but in their paper, they examine the difference 

between monetary and non-monetary sales promotions. The authors talk about 
different benefits that can be provided by sales promotion to the customers: 
hedonic and utilitarian. Utilitarian benefits can include savings, quality and 

convenience, that can be communicated through monetary sales promotions. 
Hedonic benefits, on the other hand, could be represented by self-esteem, 
entertainment and exploration which can be communicated through non-monetary 
sales promotions such as competitions or premium which are examples the paper 

studies. A model of this can be seen in Figure 6 below. 

 

Figure 6: Effects of different sales promotions and customer perceived benefits 
(Reid, Thompson, Mavondo, & Brunsø, 2015) 

Price-based promotions could be represented by discounts, meaning that the 
customer can make a purchase for a lower price. Sweepstake and contest 
promotions engage the customer to no extra cost, thus providing value through 

entertainment and enjoyment. The third promotion alternative is premium 
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promotion, meaning that the customer gets a gift or similar and provides value 

through this. The authors conclude that more decision-making is likely to be made 
in a store that previously been found. A mix of the sales promotion alternatives are 
beneficial for sales, but for firms that specifically wants to maintain or improve 
market shares without sacrificing profitability, non-monetary sales promotions is 

a good option. One of the advantages with non-monetary sales promotion is that it 
builds the brand through excitement and brand engagement and thus connects to 
customer value. (Reid, Thompson, Mavondo, & Brunsø, 2015) 

 

2.2.4 Publicity 
This kind of promotion is news about a company or its products that are reported 

by a second part media and not paid for by the firm. Media such as TV, news and 
radio reports this because they think it is attractive and interesting to the whole 
mass, maybe about a new invention, raised stock prices or a new president of a 

well-known company. Publicity could be viewed as a kind of covert marketing, 
meaning that an independent third-party source communicates with the customer 
about a firm or a product. By doing this, the customer may see the message as non-

The big disadvantage with this strategy is that it could backfire and make the 
customer feel deceived which entails a loss of trust for the company, change of 

attitudes and a negative impact of credibility if the customer perceives the 
publicity as concealed advertising. On the other hand, if the publicity would 

succeed, the customer would perceive a non-commercial source as more credible 
than a commercial one. This since media are seen as trustful sources who covers a 

full story and not only positive information. (Nelson & Park, 2015) 

Ornstein & Baum (2015) also talks about publicity, but in this case as a 
communication tool that too often is missed, in their paper, they highlight the 

benefits of publicity. The authors refer their recommendations to doctors but could 
be implemented on other niche industries as well. This is a tool to increase 
knowledge and trust from the customers, by using publicity, the customers develop 

a relationship and view the information as trustful. Publicity experts estimate that 

it takes approximately seven tries of reaching media before receiving a response 
which for some can seem like demanding work. Publicity, however, is an ethical 
communication media and gives the opportunity to showcase skills, expertise and 

reach out to a niche market. (Ornstein & Baum, 2015) 
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2.3 Sales channel strategies 
The selection of sales channel strategies for international market entry is of 

importance for the long-term performance of a company. If an inappropriate choice 
would be made, the selection is difficult to change and has a significant impact on 
the company. The composition of the channel strategy is often affected by the 
export mode of the business including entry mode and penetration marketing 

which export strategy to use, direct or indirect. Generally, companies that choose 
an indirect export strategy do not use multiple sales channel strategies such as 

hybrid or dual. Instead, they use indirect sales channels often combined with a 
direct plan for the exporting mode. Direct exporting, on the other hand, opens 
opportunities for multiple channel strategies that will be mentioned further later 
on in this study. (Gabrielsson, Kirpalini and Luostarinen, 2002) 
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Regarding sales channel strategies, Gabrielsson, Kirpalini and Luostarinen (2002) 

states that there are two main alternatives for international expansion, direct and 
indirect, shown in Figure 7 below.  

Figure 7: Entry, penetration modes, and sales channels for international 

expansion. (Gabrielsson, Kirpalini and Luostarinen, 2002) 

As Figure 7 above illustrates, the direct strategy can be explained as the producer 
taking care of the sales through a sales or marketing subsidiary. This means using 

selling, on the other hand, can be explained as the producer having a subsidiary in 

the role of a distributor but uses resellers or retailers to sell to the end customers. 
This means that it is the reseller or retailer and not the producer that takes care 
of the sales. Indirect channels can have a different length depending on which 

structure they have. They can have first, second or third tier structures, or be even 
longer than this. The first-tier structure means that the producer uses resellers or 
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retailers to sell to the end customer while a second-tier structure means that an 

extra level is added between the sales subsidiary and the distributors or retailers. 
Additional levels can also be added with importers or agents. (Gabrielsson, 
Kirpalini and Luostarinen, 2002) 

Besides being direct or indirect, sales channel strategies can also be either single 
or multiple. Single strategies can be divided into the direct and indirect strategies 

mentioned above, while multiple strategies are divided into dual or hybrid. The 
difference between a dual sales channel and a hybrid sales channel can be seen in 
Figure 8 below.  

 

Figure 8: Multiple sales channel strategies. (Gabrielsson, Kirpalini and 
Luostarinen, 2002) 

Shortly described, the dual sales channel is more of a contradicting channel 
strategy where both the end customer and channel members are sold to at the 

same time, which Figure 8 above illustrates. The hybrid approach, on the other 
hand, is rather cooperative and based on partnership, meaning that a foreign 
channel intermediary is used to handle sales and distribution while the producer 
is responsible for the sales promotion. (Gabrielsson, Kirpalini and Luostarinen, 

2002) 

A hybrid sales channel strategy entails that the marketing functions are shared 
between the producer and the intermediary. Usually, the producer oversees 
communication channels such as the promotion or other activities to generate 
customers, while the intermediary is responsible for sales and distribution of the 

products. This kind of sales channel is often used by internationalised firms, this 
since the companies tends to cooperate or form alliances in these types of 
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businesses. Also born global firms tend to select a hybrid strategy due to their 

business involving rapid changes with market entries, penetration processes to 
reach global success. These companies can early on use strategic alliances and 
multiple channel strategies to achieve their goals and have an efficient channel 
strategy. (Gabrielsson, Kirpalini and Luostarinen, 2002)  

Moore (1991) however, has another view of the choice of channel strategies in 

different product life cycle stages. The author states that the best way of targeting 

or an early adopter, firms should use a single strategy due to the customer support 

needs. Moore (1991) recommends dual strategies for growth stages where the firm 
wants to reach all customer groups and hybrid strategies for the latter stages 
where low cost is of importance for the firms.  

Also Yu, Cheong & Sun (2017) discusses the area of sales channel strategies. 
However, they discuss more generally than previous authors mentioned and 

reflects on the opportunities of considering a dual channel strategy with selling 
through both a retail channel as well as an online channel. The authors are positive 
towards online channels and believe that retail sales through online channels will 

grow steadily over the coming years. By adding an online channel to the original 

channel strategy, the customers get increased accessibility to information of the 
products along with prices. This can strengthen the competition between different 

companies with similar products and also promote product sales. According to 
CMO Council (2016), the daily time an adult spends on mobile media is increasing 

exponentially and expected to reach almost 3,5 hours in 2017 which further 
supports the idea of using an online channel.  

Abdullah, Jayaraman & Kamal (2016) agrees, they have also noticed the 

digitalisation growing and need for an online sales channel to satisfy and retain 
customers. The authors, therefore, conducted a study and developed a model to 

understand the role of perceived website interactivity and customer perceived 
value towards website revisit intention. They found a relationship between 
perceived website interactivity and customer perceived value, showing that 

customer value companies having an interactive online channel. (Abdullah, 

Jayaraman & Kamal, 2016) 
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Chapter 3  

Theoretical Framework 
This section will present and motivate the chosen theories that will help answer the 

research objective and research questions. The theories will be assembled and create 

an emerged frame of reference which is presented in the end of this chapter.   
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3.1 Theoretical framework 
Based on the research problem and the research questions defined in Chapter 1, 

related to market entry and customer value, some theories and models from 
Chapter 2 have been chosen to together construct a framework. These will be 
presented and discussed in this chapter. 

Research Objective: 

The purpose of this study is to examine how international market entry decisions 

based on customer perceived value can affect the choice of communication and 

sales channel strategies for new venture firms in a B2B context. 

Research Question 1: 

How does customer value have an impact on choices of communication channel 

strategies in the context of international market entry? 

Research Question 2: 

What is the relationship between sales channel strategies and customer value in 

an international market entry context? 

Research Question 3: 

How can customer value affect choices for international market entry? 

 

As can be seen, each RQ has a key word and this is what the theories have been 
based on. From the theories mentioned in the previous chapter, a few have been 
chosen to be further researched in this context. These are divided into three topics: 

Communication channels (1), Sales channels (2) and Customer perceived value (3). 

 

3.1 Communication channel strategies 
The communication strategies will be researched from the types personal selling, 
advertising, sales promotion and publicity, presented by Albaum, Duerr & 

Strandskov (2005) to see which types the customers find most value in being 
reached by. Since there are different media types and Kotler and Clarke (1987) 

recommends having a balance between the strategies, one thing that will be 
investigated is which balance between the strategies that the customer would 
prefer and why. When knowing this, it is of importance to know in which way the 
customers should be targeted by each communication strategy. This will be 

investigated in different ways presented below. 
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3.1.1 Personal selling 
Regarding personal selling, Bowers & Powers (1991) and Albers, Mantrala & 
Sridhar (2010) conclude various stages of a life cycle where this communication 
strategy should be used and why. This will be investigated also in this context 
where the respondents will be asked to discuss in which life cycle stage they would 

like to be reached by personal selling and what would be the benefits from a 
 perspective for each stage in the product life cycle. 

 

3.1.2 Advertising 
Sridhar, Germann, Kang & Grewal (2016) divide advertising into regional, 
national and online which they summarize from perspectives such as quantity of 

reach, quality of reach and product message. In each column of the table, examples 
are summarized to get an overview of the benefits of each media type from a 

 For this study, the different types will be investigated from 

communicated by. The answers will be compared to the examples in the table. 

 

3.1.3 Sales promotion 
To find further information to R Effects 
of different sales promotions and customer perceived benefits  by Reid,Thompson, 
Mavondo, & Brunsø (2015) have been used. Both utilitarian and hedonic benefits 

will be investigated from a customer´s perspective based on the factors listed 
below. Questions have been modified from the quantitative grocery B2C setting in 

tting as this context.  

Utilitarian benefits 

 Price consciousness 

 Quality consciousness 

 Financial constraints  
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Hedonic benefits

 Shopping enjoyment 

 Innovativeness 

 Variety seeking 

 Impulsiveness 

 Mavenism 

 Motivation to conform 

 

3.1.4 Publicity 
Nelson & Park (2015) talks about publicity as a communication strategy that can 

be effective if used correctly but also have disadvantages if the customer feels 
tricked. Questions will be developed to confirm that the general attitudes are 
applicable also in this context.  

 

3.2 Sales channel strategies 
Gabrielsson, Kirpalini and Luostarinen (2002) introduces three different types of 
sales channel strategies, single, multiple and dual, that will be studied here. The 

suggestions for companies in the PC-industry. This study however, will focus on 
to be reached. 

 

3.3 Customer perceived value 
Regarding customer perceived value, the theory by Li & Green (2011) will be used. 

assessment of a product based on what is received and what is given. The 

marketing mix is one thing that affect customer perceived value but also quality, 
price and convenience are key factors and convenience is represented by the 

convenience as in where to find the product (place), time can be represented by the 

search time a customer have to spend to find product information (promotion), 
quality can be related to product and price is the monetary sacrifice a customer 
has to make. Place and promotion will be studied through RQ1 and RQ2, RQ3 will 
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3.4 Emerged frame of reference 
The theories mentioned in the sections above have been integrated to one emerged 

frame of reference which can be seen in Figure 9 below. 

 

Figure 9: Emerged frame of reference 

Figure 9 above illustrates the emerged frame of reference which will be the 

theoretical framework used for the rest of the study. The base of the frame of 
reference will be the model 

between marketing mix and customer loyalty Li & Green 
(2011). This since the model explains how various parts of the marketing mix are 
related to customer perceived value, which will be the base in the strategies we are 
studying. Customer perceived valu

perceived quality in combination with sacrifice, which can be represented by time, 

cost and effort, which is shown in Figure 9 above.  The  demands and 
perception ere and the model shows that 
choices made regarding the marketing mix is affecting customer perceived value 

as well as customer loyalty.  Customer loyalty is however not a subject that will be 
researched in this thesis due to delimitations. The marketing mix contains four 
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factors, also called 4Ps, represented by product, place, promotion and price,

originally presented by McCarthy in 1950. In order to answer the research 
questions based on communication channels and sales channels, it is however only 
place and promotion that will be relevant for this study. In an international market 
entry situation of new ventures, the choice of product is often already decided 

because of a planned launch of a specific innovation. Price is, as mentioned in the 
literature review
competitors can choose a cheaper price. It is therefore place and promotion that 

will be investigated. Added is the theory of 4Cs, originally developed by Lauterborn 
(1990), where promotion is turned into communication, answering RQ1 and place 
is represented by convenience, covering RQ2. Price is in the theory of 4Cs 
represented by cost and product by consumer value, these factors are however not 

illustrated in this framework since they will not be studied. This theory entails a 
view of the marketing mix from a customer perspective in order to increase 
customer perceived value and knowing how companies should act to satisfy these. 
Alternatives for communication channel strategies are presented by Albaum, 

Duerr & Strandskov (2005) in form of publicity, personal selling, sales promotion 
and advertising. The sales channel strategies used are multiple or single and 
presented by Gabrielsson, Kirpalini and Luostarinen (2002). This since these are 

the usual alternatives used for international market entry. Gabrielsson, Kirpalini 
and Luostarinen (2002) explains the alternatives for different sales channel 

strategies while Sridhar, Germann, Kang & Grewal (2016) describes advantages 
and disadvantages of different types of advertising. This frame of reference 

summarizes all RQs and will be used to get an overview and finding the answer to 
the RO of this study. 
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Chapter 4  

Methodology 
This chapter will cover when, where, how and why the choices for the methodology 

were made. Research purpose, research approach, research strategy, sample 

selection and the chosen data collection will be presented and motivated here. 
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4.1 Methodology and Research approach 
For this research, qualitative interviews have been conducted. These have been 

done with an interview guide as a base, which can be found in Appendix A. The 
common denominator of the respondents was that everyone were experienced 
gemmologists currently working within an international market setting of 
gemmology and also have history of purchasing. Due to the global setting, the 

interviews were performed over Skype and, depending on the geographical 
location, phone. The respondents were O TLight) 
contacts or recommendations of suitable companies. All interviews were 

transcribed and afterwards analysed based on different key words before being 
compared to previous literature. The study was conducted in form of a case study 
of TLight which further motivates the choices of respondents. TLight is a new 
venture planning on entering an international market with their innovative 

product. Choices regarding methodology were made which are summarized in 
Table 1 below. More detailed information will be presented further on in this 
chapter.  

Table 1: Overview Methodology 

Methodology Choice 
Research Purpose Exploratory and Descriptive 
Research Approach Deductive and qualitative 
Research Strategy Case study 
Sample Selection Non-probability, snowball selection 
Data Collection In depth interviews 
Data Analysis Pattern matching  

 

4.2 Data sources 
The data collection for the literature review was conducted by searching articles 
through mainly the databases EbscoHost, Scopus and ScienceDrect Journals. 

Google scholar has also been used to initially get an overview of the literature 
available for the specific topics. All articles chosen have been peer-reviewed and 

effort has been made to find the most recent research in the area. Articles cited by 
other authors have been prioritized and studied further since this indicates that 

the original articles are of good quality and reliability. Keywords used when 
searching for literature were: 

sales channel, communication channel, customer perceived value, market entry, 

entry mode, customer value, new ventures, startup, innovations, entry strategy, 

international market, export marketing 
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Books and industry specific magazines were also initially studied to get an 

understanding of the industry and the context of international market entry for 
new venture firms. These were also used to define certain concepts used for this 
study. 

 

4.3 Research purpose 
The research purpose of the study will be exploratory and descriptive. The goal is 
partly to describe how existing theories about communication channel and sales 

channel strategies can be applied in a different context, in this case the gemmology 
industry, thus making the study descriptive. It is however also partly aiming to 
establish a relationship between the researched concepts sales channels, 
communication channels and customer perceived value to see if, or how, these 

concepts together can affect market entry decisions for international new venture 
firms. The aim of the study is presented below in the research objective 

Research Objective: 

The purpose of this study is to examine how international market entry decisions 

based on customer perceived value can affect the choice of communication and 

sales channel strategies for new venture firms in a B2B context. 

The research objective as well as the research questions below are formulated in 

usage of a qualitative research design.   

Research Question 1: 

In which ways, does customer value have an impact on choices of communication 

channel strategies in the context of international market entry? 

Research Question 2: 

How is sales channel strategies connected to customer value in an international 

market entry context? 

Research Question 3: 

How can customer value affect choices for international market entry? 

These research questions were formulated in order to help answering the research 
objective. 
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4.4 Research approach 
The research approach was chosen to be of deductive kind, the choice between 

inductive and deductive is based on whether or not there are theories from before 
which could be used as a base for the study.  A deductive study means that theory 
is developed which is based on existing theories tested in a new context. The 
research approach can be described as Figure 10 below.  

 

Figure 10: Deductive study design 

Figure 10 above illustrates that how a deductive study works. Firstly, it highlights 
a theoretical problem through a literature review. Based on the theory withheld, a 

hypothesis is developed. This hypothesis is later tested through observations of 
various kinds, in this case through depth interviews, which hopefully confirms the 

hypothesis. (David & Sutton, 2011) 

A qualitative study has been conducted since the subject in its context is close to 
impossible to analyse in a mathematical or statistical way. The data withheld 

cannot be quantified and the goal with the research is to examine a complex 
phenomenon in order to get a deeper understanding of sales and communication 
channel strategies in the gemmology industry. 

Qualitative research methods with open kinds of data collections are often 
empirically beneficial since they give the respondents more influence over the 

direction of the research. A disadvantage with this can however be that people are 
exposed to harm by revealing personal information in conjunction with the data 

collection or the presentation. (David & Sutton, 2011)  

Theory Hypothesis Observations Confirmation
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4.5 Research strategy 
A case study was chosen for the research strategy, since this kind of strategy 

answers on ques t also develops an understanding 
of a context, where the border between context and what is actually studied, is not 
clear enough. A case study could be described as in-depth studies of social units 
that could be for example individuals, organisations or events. In this case, the 

unit will be a company entering a direct international market with a new 
innovative product in a niched industry, more specifically, the gemmology 
industry. The case study is meant to examine a specific case in detail where a case, 
in theory, must consist of a limited system or a unit that can be studied as a 

coherent entity on its own conditions. (David & Sutton, 2011) 

 

4.6 Company background 
This chapter provides a description of the company TLight, which will be the case 
studied in this research. It also introduces company background among with their 
challenges in order to further support the choice of research topic. 

 

4.6.1 Company background 
TLight, founded in 2015, is a new venture based in Luleå, northern Sweden, 

through an incubator named ABI (Arctic Business Incubator). The founder and 
CEO of the company, Torbjörn Lindwall, has for over 20 years been working 
actively as a gemmologist by identifying and evaluating gems. He has worked for 

private clients, companies and agencies and it is through this his business idea has 

come up. 

 

4.6.2 Product 
Diamonds or other gems are luxury goods which are used to make for example 
jewellery. They can be of different size and quality which also are the determinants 
of the price. The insecurity in conjunction with validation of gems is constantly 

present in the industry. The great economic risk that buyers of gems are exposed 
for is significant and affects the buying behaviour in the market.  

The solution for this is the innovation of TLight. A technical tool which is 
completely new for everyone in the gemmology industry. The product is designed 
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as a small lamp which identifies the characteristics of the gem that is highlighted. 

The lamp is working with ultraviolet light in combination with a specific filter 
technology. The product is small, user friendly, dependable and gives a result 
instantly regarding whether a diamond, ruby or sapphire is completely natural or 
forged in order to improve its appearance and value. 

The lamp is in first hand developed for the gemmology industry with the aim to be 

used in situations such as: 

o Identification of gems. 
o Determining if gems are imitations, e.g. glass or a cheap gem (e.g. rock 

crystal) that have replaced a more expensive gem (e.g. a diamond). 
o Revealing synthetic gems (made by human). 

o Revealing if the gem has been exposed to treatment to make it look more 
valuable than it is. 

An example to highlight the difference in price is that a natural untreated ruby 
from Burma of 3ct has a value of 195 000 US$ while a synthetic counterpart is 
valuated to approximately 87 US$. There is no apparent visual difference between 

these stones. The big advantage the customers get with TLights tool is that the 
customer can get a decisive result right away regarding if the gem is natural, 
treated or synthetic, no matter location.  

To determine whether a gem is fake or not, the only solution on the market today 
is sending it to a qualified gemmological laboratory. This can however take 

between two and four weeks with a cost of approximately 1500 SEK/gem. Adding 

costs for insurance and shipping, the total price is 2500  6500 SEK/gem. With 
TLigh

costs and time losses are eliminated which creates a competitive advantage.  

 

4.6.3 Customers 
The customers will be gemmologists who are either  

o Freelancing and therefore quickly need to determine how much a handful of 
diamonds from the mines is worth.  

or  

o 

offer the end customer a certificate of a gem being real when making a 
purchase or scanning a previously purchased gem to secure its authenticity.  
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The tool is, in the moment of writing, a prototype and product launch is estimated 

to take place internationally, starting with Europe, in quarter four 2017 depending 
on financing. Some strategical choices for the launch are already made but some 
of them are hypotheses and need to be investigated further.  

What is known: 

o The production will be outsourced but take place in Sweden to ensure 
quality to the customers. 

o The targeted market is gemmologists in the B2B market. 
o The market is worldwide but the product launch will initially take place in 

Europe, mainly the northern and western parts. 
o Approximate size of the European market, 68 397 goldsmith businesses and 

28 481 jeweller businesses. (TLight, 2017) 
o The initial aim is to reach 10% of the market. 
o There is a demand for the product and a small pre-study has been conducted 

to confirm this. 

What is not known:  

o How to fulfil customer value and get a strategic advantage.  

o Which communication channels that should be used to reach the targeted 
audience in the way they want to be reached.  

o Which distribution channels should be used to reach the targeted market 
and fulfil their customer value.  

o What the tool is worth for the customers. 

o What price the customers are willing to pay.  

 

4.7 Sample selection 
Lack of time, money and availability are deficiencies that entails difficulties in 
reaching information from all cases or members in a population which was the case 
of this sample selection.  

This study comprises of one specific company which represents an example of the 

research questions and purpose. The questions asked are tested on a specific 
context, in this case the gemmology industry and the company TLight that is 
entering an international market with an innovation.  
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The population could be described as every case that could be included in this 

study. The population was therefore decided to consist of gemmologists with 
experience of international markets who works with purchases of gemmological 
instruments.  

The sampling frame on the other hand consist of every unit of the population and 
the sample is taken from this. This was difficult to specify due to the characteristics 

of the gemmology industry. The optimal choice would have been to make a list of 
everyone that could be included in the population, in this case by contacting the 
different gemmological institutes all over the world, for example GIA and Gem-A. 

However, these did not want to share their contacts due to privacy agreements.  

A non-probability sample was chosen since it was difficult to identify all potential 

cases in the population. There were no appropriate sampling frames that could be 
used, and money- as well as time constraints made it difficult and unpractical to 
find the right sampling frame for the wide spread population.  

In the selective sample, a combination between selective and theoretical sample 
was chosen since the respondents were chosen based on which persons what would 

be most suitable for the area of research. In this case, Torbjörn, CEO of TLight 
with experience of the industry, gave recommendations of relevant people in the 
industry.  

Also, a snowball selection was used since the population was hidden and difficult 
to identify. The researcher contacted a suitable case of the population, in this case 

once again Torbjörn, who directed the researcher towards similar cases and people 

with similar background. This kind of sample selection is based on social 
networking and provides an informal method to reach parts of the population. One 

disadvantage however could be that this could represent a skew selection and is 
based on trust to others in order to find the contacts. This also entails that it is 
almost impossible for the researcher to judge how representative the sample 
actually is. The snowball selection provided more respondents based on the 

original as developed 

over time based on the information withheld from the respondents. (David & 
Sutton, 2011) 
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The sample size in this case was chosen to five depth interviews, the number of 

these should be between 5 and 20 depending on the information withheld. If all 
interviews gave comparable results, the conclusion could be made that no more 
interviews were needed. In this case, five interviews were conducted, this was the 
minimal expected number of observations which is needed for the chi-two-test. 

(David & Sutton, 2011) 

Three of the respondents were Swedes with international experience of the 
industry. They had all worked in international settings with gemmology in 
countries such as Sri Lanka, India, Denmark and Thailand. Also, their current 

work involved international contacts worldwide to find the finest gems and best 
gemmological instruments to their own companies that often are of the smaller 
kind. All the interviewed persons have had leading positions at their companies 
and are the ones that make the buying decisions in conjunction with other 

employees at the company. They work with identifying needs at the company and 
doing research to find the latest technology. 

 

4.8 Data collection 
For the data collection, a questionnaire and interview guide was firstly developed 
based on theories and previous research and thereafter followed by conducting the 

interviews. This will be further described below.  

 

4.8.1 Questionnaire development 
The choice of data collection was qualitative in-depth interviews. With a base in 

the emerged frame of reference and the literature, some questions were developed 
for each section and put together to an interview guide. The majority of the 
questions chosen were open-ended or semi structured. The goal was to get 
qualitative information and thoughts of which communication channels and sales 

channels the customers would like to be reached by. The interviews started with 
background questions to put the study in context, being aware that the answers 

.  

The background questions were of structured nature in order to summarize the 
sample later, these were demographical questions such as age, gender, location, 

etc.  
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Semi structured questions were used for the core questions and was mixed with 

unstructured supplementary questions. Also, clarification questions were included 
to clarify various information withheld.  

A pilot study was conducted in order to ensure getting the right information at the 
interviews and prevent misunderstandings or uncertainties. 

The interviews were structured in the following way (Ahrne & Svensson, 2015):   

1. Warm-up questions in order to create trust 
2. Demographical questions 

3. Core questions covering central themes of the research questions 
4. Supplementary questions to get more details and depth in the interviews 

compared to the initial answers 
5. Clarification questions to control that the respondent understands what 

he/she said  

This interview guide can be seen in Appendix A. 

 

4.8.2 Interviews 
Interviews were conducted during the spring of 2017, both through Skype and 
phone. On Skype, the calls were voice and video calls while the interviews 

conducted by phone only were voice calls. Interviews by phone was conducted with 

the respondents that were situated in Sweden at the time of the interviews, while 

the Skype interviews were conducted with the international respondents due to 
cost limitations. Two of the respondents were international and these interviews 
were conducted through Skype. One additional interview was booked but was not 

executed because of technological issues where the solution would be an expensive 
international phone call. The two international respondents were one man situated 

in Bangkok and one in Arizona, both had been in the business for several years, 
up to 30 years, and had a lot of knowledge and perspectives to give regarding the 

subject. 
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All interviews were recorded through double sources, both through an app and 

through a voice recording function in order to ensure that all relevant data was 
collected. The interviews were thereafter transcribed word by word as preparation 
for the analysis. Table 2 below summarizes the conducted interviews. 

Table 2: Conducted interviews 

Respondent Title Length International relation 
A  Owner 93 minutes Business in Denmark 
B  Owner 68 minutes Business in Europe, USA and Asia 
C  Owner 75 minutes Business in Scandinavia and Poland 
D  Owner 44 minutes Situated in Bangkok 
E   Owner 85 minutes Situated in USA 

 

Table 2 above gives an overview over the conducted interviews. The interviews 
varied a lot regarding time. Since the interviews were mainly semi-structured, it 
was up to the respondent to answer as much as he felt was needed. When the 

etc. Sometimes it worked and sometimes not. The interviews were thus 44-93 
minutes long with varying amount of information 

 

4.9 Data Analysis 
This section presents how the data has been analysed where one requirement is 
that the data collection is described as detailed and transparent as possible so the 

reader understands exactly how the data has been analysed. Some examples of 
analysis methods for qualitative research are constant comparison, content 
analysis or discourse analysis. (David & Sutton, 2011) 

The analysis was in this case pattern matching made through coding of the 
information withheld from the in-depth interviews. Ahrne & Svensson (2015) 

describes one way of analysing qualitative data as sorting, reducing and arguing. 
Firstly, the data was sorted by highlighting differences or similarities between text 
fragments. Key words, expressions or themes were identified, which either 

corresponded to actual terms of what was investigated or not. By reducing the 

data, attention was directed towards areas which the researcher found interesting. 

Patterns were scanned between text fragments which were coded of a specific 
theme. Descriptions or explanations were tested with a base of what was found. 
Clear descriptions for the meaning of the categories were defined before the coding 

process and correlated to the theories presented in the framework.  
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For this study, the coding of information from the in-depth interviews was 

conducted in the following way. Unnecessary information was excluded right away 
and the rest of the information was labelled with keywords that summarized its 

, which were common denominators in 
the interviews. The relevant keywords were thereafter grouped together to see if 

they matched the theory or not. Here, among other things, the factors for the 
utilitarian and hedonic benefits was used for the pattern matching. Information 
that did not fit in anywhere in the theory was put aside and summarized on its 

own, such as for example  

 

4.10 Reliability and Validity 
The questions for the interviews were adapted from previous literature in order to 

ensure validity and reliability of the data collection. Background questions and 
small talk with the interviewees was made before the interviews to make them feel 
secure and comfortable when answering the questions. They were also informed of 
the research purpose and research questions beforehand so they knew the context 

of the study. A pilot interview was conducted to see which questions were relevant 
and which ones that were not, it also gave a clear view of which concepts that had 

to be described more in detail before asking the questions to avoid 

misunderstandings. Explanations of each concept was presented before the 

questions were asked to ensure that the respondents had the same interpretation 
of the concepts. To make sure that all the respondents had the same prerequisites 
and get spontaneous answers it was made sure that no questions were sent out 

beforehand. 

Two of the interviews were conducted in English while three were conducted in 
Swedish, which could affect the analysis. All the interviewees were native speakers 

and fluent in the language the interviews were conducted in, also the researcher 
was fluent in English and had Swedish as native language. Considering the 

interview situation, there was a risk of translator influence. However, precautions 
were taken such as clarifying questions and concepts throughout the interviews 
and the risk was therefore considered to be minimal. When insecurities occurred, 

translating programs were used and double checked to ensure that no 

misinterpretations were made.  
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The sample size for the data collection was five, which is the minimal number of 

interviews needed for a qualitative study (David & Sutton, 2011). From the five 
interviews conducted, it could be seen that the same certain patterns were 
emerging for each interview and an overall trend was observed. Since the 
interviews were long and exhaustive among with the fact that similarities could be 

information was gathered and this number was enough to be able to analyse the 
data and get valid and reliable results. 
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Chapter 5  

Data presentation & Analysis 
This chapter will cover the findings relevant for the research questions and research 

purpose of this study. Data from the five in-depth interviews conducted will be 

presented and analysed with the literature presented in Chapter 3 as a base.  
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5.1 Research question 1 
Data from the conducted qualitative in-depth interviews was supported by theories 

in order to answer the following research question:  

How does customer value have an impact on choices of communication channel 

strategies in the context of international market entry? 

Albaum, Duerr & Strandskov (2005) presented four communication strategies: 
Personal selling, advertising, sales promotion and publicity. On the question: 

ank the following media types in which order you would prefer to be reached by 

, the 
respondents had varied opinions but overall they agreed that the best alternative 
was being able to see the product in real life and be to test its performance before 
making a purchase. This can be explained further by a quote from respondent B. 

 

The gemmology industry revolves a lot around confidence and trust in business 
partners which could make it difficult to make a purchase from a new actor in the 

industry without seeing proof first. As can be seen in Table 3 below, some of the 

interviewees rated personal selling as number one while others preferred sales 
promotion through tradeshows or similar. Kotler and Clarke (1987) highlighted 
the importance of having a balance between the different media types which the 

respondents agree with. They conclude that different communication media types 

are of different importance depending on the stage of the buying process which will 
be further presented under the headings below.  

Table 3: Results of preferred communication medias 

 A B C D E 
Personal 
selling 

3 1 1 2 2 

Advertising 2 4 2 3 1 
Sales 
promotion 

1 2 3 1 3 

Publicity 4 3 4 4 4 
 

Table 3 
most of them preferred a personal contact before a purchase. The variety of the 
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answers however shows the need for all communication media types. This since 

every potential customer thinks differently and values different things when 
considering making a purchase.  

 

5.1.1 Personal selling 
Regarding personal selling, both advantages and disadvantages were discovered 
through the interviews. As mentioned earlier, the main advantages of this media 

type is that the customer gets to meet the actual seller, see the merchandise and 
also test the instrument. Many of the interviewees however concludes that 
personal selling might not be the best way to reach customers as a relatively 
unknown company since customers can feel a bit reserved and pressured by the 

salesman. They all conclude that despite the disadvantages, if someone would 
come by their office and try to sell a product that was in the room of what the 
customers need, they would buy it. Bowers & Powers (1991) and Albers, Mantrala 

& Sridhar (2010) conclude that there are different stages of a product life cycle 
where this communication strategy should be used, these are beginning, middle 
and late. When asking the respondents which stage they would prefer to be 

targeted by this media type, the majority answered the beginning stage when the 

product still is an innovation. This since it is the fastest way to reach out with a 
personal product message. Interviewee C concludes that 

that you need to work hard and if you as a salesman get 100 customers, these will 

spread the rumour which will lead to an avalanching and more people will get to 

 

 

5.1.2 Advertising 
In the interviews, the respondents talk about advertising as a communication 
media that is dying. Since the gemmology industry is fairly narrow and protected 
industry, most good products are spread quickly when introduced to the market 

through word of mouth. The respondents conclude that not much advertisements 
are used in the industry. TV, radio and newspapers are unnecessary and could 
provide a bad image of a brand, this since the actors in the industry knows how 

price. Internet and industry specific magazines, however, are advertising types 
that could work. All interviewees describe their first step of finding a product they 
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are in need of as using google. They google a certain function, brand or product and 

scroll through the results. One respondent, E, says: 

 

 

Another one B declares: 

argeted advertising or through Facebook 

channels in order to target the right  

Sridhar, Germann, Kang & Grewal (2016) divide advertising into regional, 
national and internet and in this context, the respondents clearly have decided 

internet as the advertising media that they would most likely want to be targeted 
by. Also regional advertising through specialized industry magazines would work 
nowadays but this this depends on which magazine as well as which product that 
is being sold.  

 

5.1.3 Sales promotion 
Reid,Thompson, Mavondo, & Brunsø (2015) described sales promotion based on 

the utilitarian and hedonic benefits presented below. According to the authors, 
these buying decision and perception of a product. 

However, the findings from the interviews meant differently which is explained 

further below. 

 

Utilitarian benefits 

Price consciousness 
The attitude towards communicated price and discounts were similar among the 

interviewees. Four out of five concluded that they would not be more likely to buy 

a product because of the communicated price or discounts. Quite the opposite 

applied, for example respondent B said that discounts would not affect him at all 
while A stated that discounts can give the impression of a brand being frivolous, 

thus making the buyer automatically suspicious of the brand or product. All the 
respondents however agreed that you usually get what you pay for, meaning that 
an expensive product usually also has higher quality and more robust material 

choices even though there are exceptions.  
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Interviewee B concludes that it is the functionality of the product that matters and 

not the price. Despite this, it is important to have in mind that the more expensive 
a product is, the smaller the market gets. It is also a difference between buying to 
resell and purchasing a product that is needed to perform the daily work according 
to respondent A. 

seller that has to convince him to buy a product.  

Respondent E was the only one that saw price as an important factor that alone 
could affect a buying decision. He describes discounts as something that would 
encourage him to purchase and state You often go by what you can afford. If 

something is near your budget and you can afford it, then you buy  

 

Quality consciousness 
All respondents agreed that quality is an important factor that is getting more and 
more vital within the industry. The respondents would pay more for quality and 
base their buying decisions in this as well as in functionality. 

states that 

 

B agrees and says that  

I base my buying decisions o

quality since it lasts longer  

Knowing what is quality or not can however be difficult to determine but 
respondent E states that he knows what to buy from expertise and talking to other 

people.  

 

Financial constraints  
Regarding financial constraints, the respondents seem to have the same strategy. 

Everyone except interviewee D states that they do not have a yearly budget but 
rather make purchases when they have the need. Some buy when they see 
something interesting on the market while some adjusts it depending on revenue. 

Interviewee D states that 

 Any business has financial constraints so we have to purchase equipment which 

we think is the best value.  
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Hedonic benefits 

Shopping enjoyment 
On the question  the answers were 
varied. Some of the respondents concluded that it is something they like spending 

time at since it involves products of interest. They are passionate about the subject 
and are excited to find out as much as possible about the product before making 
an actual purchase. Others stated that it is something that is necessary for them 

to do their job and wants to know right away which product to buy and which one 
that is the best one.  

 

Innovativeness 
On the question if the respondents are early adopters to the latest technology 
compared to others, the answers varied. For example, A states that: 

others opinions. I can be cautious in the beginning but if I feel that I have a need I 

 

At the same time as E and D are negative since they do not have money to make 

mistakes. E also believes that products usually are more expensive when they 
recently have been launched on the market compared to the price a time later.  

Also when asking how innovative solutions are valued at the respondents firms 
the answers are spread. The respondents talk about scepticism, lack of trust and 

functionality of the product. For example, A says that: 

I have sticked to things that works. It has to be a big improvement for me to buy 

something new.  

While B has another opinion and states: 

 I can be one of the 

 importa  
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Variety seeking  
All of the interviewees were positive to trying new products and seeking variety in 
their businesses, especially if it is a clear improvement of their ordinary 
instruments. They stated that they are 

improvement of what it does, everyone loves a smart solution and products that 
can help them do their jobs better. However, it is still important with functionality 
and for the seller to keep his promise, the product cannot be too complex to use 
either in order to work well on the market. Interviewee A summarizes this by 

saying the following regarding variety and new innovations: 

m not sceptical but I need to have confidence in a buyer to try 

it. Otherwise people can be a bit reserved.   

 

Impulsiveness 

behaviours, the study showed the opposite. The respondents stated that they 

usually consider a buying decision carefully before making it. They do not get 
affected to buy impulsively because of certain promotions, but rather base their 
decisions after having investigated the product and weighed price against quality.  

Unplanned buying decisions were however something that was shown to be 

connected to impulsiveness but not the same concept. Impulsiveness was defined 

to be a purchase made without planning nor based on a need ahead, which is 
resulted by an impulse of the buyer. An unplanned purchase on the other hand is 
made in a scenario where the buyer has not planned to buy an object, but still with 
consideration of what is needed or useful in a certain context. In this study, four of 

the five respondents stated that they make unplanned buying decisions and the 
factor  

Regarding time it takes for a respondent to make an actual purchase, all agreed 
that it depends much on type of product as well as price range. Respondent A states 
that a price under 1000 SEK could be purchased right away without any thought 

while B can consider buying a product within a couple of months as long as the 
price is below 50 000 SEK. The buying decisions are also here based on need and  
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how the investment can pay off. Other factors could be how often the product would 

be used, how it makes the job easier and how it makes the job faster. If a product 
brakes, the buying decisions can be made very quickly, this especially if it is urgent 
and critical for the day to day operations. Also small items could be bought 
unplanned without much thought according to C, but in terms of bigger 

investments, it is vital to see the benefits of it.  

 

Mavenism 
The respondents stated that they like giving advice for products or tools of use in 
the industry. They see themselves as experts in the area and other actors trust 
their judgement. Honesty of feelings and thoughts is a key strategy for creating a 

network according to A. B says that 

One of the best things with this industry is that if you find something good, you tell 

it to others in the industry. Many of us have the interest to educate others and keep 

 

 

Motivation to conform 
Most of 

when making a purchase. They try to make collective decisions in the company in 

order to avoid bad purchases and would not make a buying decision based on what 
the competitors buy. Respondent A explains that he has tried to find his own niche 
and therefore have based the buying decisions on this, but of course with an 

adaption to the market. B says that he could consider buying a product if a 
competitor recommended it but would never make a buying decision only based on 

that. C on the other hand believes that the gemmology network is trustworthy and 

if a colleague says that a product is good, he would buy it. He states that in this 

industry there are no competitors, only colleagues.   
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Summary 
A summary of the collected data regarding sales promotion is illustrated in Table 
4 below. 

 

RESPONDENT 
 A B C D E 
Utilitarian 
benefits 

     

Price 
consciousness 

No  No No No Yes 

Quality 
consciousness 

Yes  Yes  Yes Yes Yes  

Financial 
constraints 

No  No  No Yes No 

Hedonic 
benefits 

     

Shopping 
enjoyment 

Yes  Yes  Yes No No 

Innovativeness No Yes  Yes No No 
Variety 
seeking 

Yes  Yes  Yes Yes Yes 

Impulsiveness 
Unplanned 
behaviour 

Yes  No  Yes  No Yes 

Mavenism Yes Yes Yes No Yes 
Motivation to 
conform 

No  No Yes  No No 

 

These benefits were tested on the respondents from a qualitative B2B setting. As 
can be seen in Table 4 above, the respondents gave similar answers on the 

questions, where the main findings were that they prioritize quality before price 
in almost every context. The interviewees buy gemmological instruments for their 
day to day operations and therefore need something robust that will work for 

several years. They generally do not see other actors in the industry as competitors 

but rather as colleagues which means that they like to give each other 
recommendations when it comes to new products. None of the respondents make 
unplanned buying decisions unless it is a very cheap product of high quality. Since 
gemmology is a big passion for the actors, they prefer to spend a lot of time 

weighing different alternatives and finding the best one for their company.  
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5.1.4 Publicity 
Nelson & Park (2015) talks about publicity as a communication strategy that can 
be effective if used correctly but also have disadvantages if the customer feels 
tricked. The respondents agree with this by stating that publicity communicated 

in the wrong way can give a bad impression of the company. On the other hand, if 
for example an article about a new gemmological product would be published in a 
gemmological magazine, this would give the customers confidence in the producer 
and they would be more likely to buy the product. Interviewee A states that the 

way information is communicated is of importance for how he interprets the 
message. It is important to get the right image of the company or product so the 
expectations agree with reality, otherwise the brand would lose credibility.  

 

5.2 Research question 2 
This research question covered sales channel strategies and was formulated as 
following: 

What is the relationship between sales channel strategies and customer value in 

an international market entry context? 

Gabrielsson, Kirpalini and Luostarinen (2002) introduced three distinct types of 

sales channel strategies that was studied here: single, multiple and dual. The 

authors stated that born global firms usually tend to choose a hybrid strategy 
because of their type of business which involves rapid changes and new market 
entry situations. Based on the they wanted to be 

reached, most of the respondents answered that they would prefer to be able to buy 

a product from the actual producer since they usually get the best price by doing 
this and also, they can get more product specific information that retailers not 

always have. The respondents also conclude that there are benefits with being able 
to buy from both a reseller and the producer since it usually is easier to find a place 
to purchase the product. 

D states that the preferred sales channel depends on which kind of purchase is 

made where size of the purchase is a vital factor. When buying an expensive 

product or a new innovative product, he would prefer direct contact with the 
producer. This to get answers to product specific questions. The origin of the 
product is also important and traceability is another factor that makes 
involvement of the producer preferred when making a purchase. A producer can 

provide the buyer with information right away and gives an impression of security. 
Trust is important in this industry and buying from the producer gives confidence.  
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C highlights the benefits with buying from a reseller, where one of the main 

advantages is the flexibility involved in this sales channel type. It is convenient as 
a customer to be able to find a product in a nearby region instead of only one place. 
This makes it easier to try the product and to see other alternatives available. The 
reseller provides the customer with recommendations of other products and if a 

customer wants to buy several various products made by different producers, it is 
convenient to buy them all in one purchase from one reseller.  

The ability to choose between contacting the producer and contacting a reseller 
depending on how big the purchase is, was highlighted during the interviews. 

There is always a risk involved when making big purchases which entails the 
importance of being able to reach the producer. When making a small purchase on 
the other hand it can be more convenient to buy from a reseller, this since it usually 
is quicker and the customer get information about other products at the same time 

and therefore can compare alternatives. , 
there are similarities pointing towards a multiple channel strategy. A hybrid sales 

rather would buy from and have a contact with the actual producer of the product. 

 

5.3 Research question 3  
Research question 3 focused on customer value and was formulated as following: 

How can customer value affect choices for international market entry? 

assessment of a product based on what is received and what is given. The authors 

present sacrifices such as price, time and effort that are compared to quality.  
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When asking the respondents to prioritize which factor would affect their buying 

decision the most, everyone ranged Quality as number one. Besides this, the 
opinions regarding the other factors were wide spread as can be seen in Table 5 
below. 

Table 5: Factors affecting customer perceived value 

RESPONDENT 
 A B C D E 
Factors      
Quality 1 1 1 1 1 
Price 2 3 3 2 2  
Time 3 4 4 4 3 
Effort 4 2 2 3 4 

 

As can be seen in Table 5 above, the thoughts about which factors affected 
perceived value the most was varied. However, when asking the respondents 

 many factors were 

found.  

Respondent B discusses his buying process and concludes that it is important that 
it is not too complicated to make a purchase. If it takes long time to find a product, 
he gets bored and would likely go to a competitor instead. One factor that all 

interviewees agrees on is the functionality of the product. When buying a tool, it is 

important that it has the right functions, that it is durable and that it can be used 

in the daily operations for several years ahead.  

Another factor that was mentioned was the design and packaging of the product, 
a nice-looking product in the right material choices symbolizes quality and make 
the buyer feel trust and confidence in the producer. A reoccurring subject over the 

interviews was also personal relationships and the importance of creating a 
network in the industry. This would increase the perceived value of a customer 

since he would feel that he bought a product from a friend or colleague rather than 

from a seller.  
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Chapter 6  

Discussion and Conclusion 
This chapter includes a summary of the main contributions of the study, it also 

covers limitations and suggestions for future research. The study is positioned in 

relation to already existing literature and in this chapter, the purpose and research 

questions of the study are answered.  
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6.1 Conclusions 
The conclusions for this study are presented below under each topic.  

6.1.1 Research Question 1 conclusions 
Research Question 1: 

How does customer value have an impact on choices of communication channel 

strategies in the context of international market entry? 

thoughts, the conclusions are approximately the same as previous theory. When 
asking a customer what he wants, the answer will be very subjective and they will 

have different opinions, meaning that it is important to have a mix of all 
communication strategies when establishing a communication channel strategy.  

Regarding personal selling, this is a strategy which works well toward some 
customers while others get a bad impression of a company if they are being 
targeted this way. The conclusion here can be made that this kind of 

communication works best towards already existing contacts since there already 
is an established relationship there.  

For advertising, national advertising could quickly be eliminated from the model 
since this type is best towards a big group of people and this case is considering a 

new venture with specialised products. The respondents concluded that TV, radio 

and newspaper are dying which further enhances the need of focus on other 
advertising types such as Internet or regional advertising through industry specific 
magazines. Internet is probably the biggest growing media and as one respondent 

said:  

 

Internet advertising gives the opportunity to send more targeted and relevant 

marketing messages to the target group, this through google ads or for example 
Facebook which both are cheap options.  

Considering sales promotion, the answers indicated that this group of people are 
less sensitive towards promotional happenings, apart from tradeshows which all 
of the respondents thought was a good way to network and make new contacts. In 

this industry, quality is of highest importance. The gemmologists want to be able 

to use their instruments in their day to day operations which makes price of 
subordinate importance. Making contacts is further important since the targeted 
group has a passion and interest for the industry and want to be around like 

minded. They see colleagues on the market and not competitors.  
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Publicity was the communication media type that the respondents had less 

opinions about. They view blogs and informal websites practically the same as 
advertising and if communicated the wrong way, publicity could do more harm 
than good. One thing that could work would be to first make a name through 
collaboration with institutes or getting the product validated and published. 

If concluding all of this and choosing a communication strategy based in customer 

value, a model could look approximately like Figure 11 below. 

 

Figure 11: Communication channel strategy based in customer value 

Figure 11 illustrates a way of communicating a product message and building a 
brand based on the findings. The first step is to create a network, this could be 
done through being visible at tradeshows, talk with gemmological organizations or 

using acquaintances to expand an already existing network. Step two is to start 

advertising or collaborate with other actors. This is done through preferably 
industry specific magazines or gemmological institutes. When having passed step 
one and two, the network should be big enough and people will have heard about 

the brand/product so the next step is to take a more aggressive strategy of reaching 

out. This could be through meeting clients in person, making sales calls or contact 

potential customers through e-mail.  

 

6.1.2 Research Question 2 conclusions 
Research Question 2: 

What is the relationship between sales channel strategies and customer value in 

an international market entry context? 

There is a relationship between sales channel strategies and customer value, this 

can be seen through the indicators of factors that the customers value when 

choosing where to buy a specific product. Flexibility is one of the reoccurring factors 
that could be connected to convenience. The customers want to be able to buy a 
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product while being location-wise flexible and also to choose for themselves if they 

want to buy a product from a reseller or directly from the actual producer. 
Traceability is another factor which can be connected to confidence. The whole 
gemmology industry revolves around trusting business partners and being honest, 
thus entailing the importance of being able to buy directly from the producer to 

establish a personal relationship. When comparing these factors with the sales 
channel alternatives, a multiple sales channel strategy is the best, or more 
specifically: a hybrid strategy. 

 

6.1.3 Research Questions 3 conclusions 
Research Question 3: 

How can customer value affect choices for international market entry? 

The customers think that quality is the most crucial factor when making a 

purchase decision. The gemmology industry is small and closed, meaning that if 
something goes wrong, everyone in the industry will quickly know. In order to 

succeed as a new actor on this kind of industry, the customers think that a product 
should have high functionality. The design should look good and the material 

choices should feel obvious. Most importantly, the customers want to feel like they 
are buying a solution to a problem rather than just a product, this is however not 

to be mixed with the idea of selling a service package to the customers which is 
becoming more common in several industries. The customers rather mean that the 

communication towards them should be with focus on the solutions the product 

could provide instead of just showing the product, this would increase their 
perceived value of a product. More precisely, the customers want something that 

makes work easier, faster or cheaper. If a new product would satisfy this, the 
customer would be willing to pay a lot of money. 
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6.1.4 Research purpose conclusions 
Research Objective: 

Research Objective: 

The purpose of this study is to examine how international market entry decisions 

based on customer perceived value can affect the choice of communication and 

sales channel strategies for new venture firms in a B2B context. 

 

The three research questions concluded earlier has together helped to answer the 
research objective presented above. To visualise the conclusions made for this, the 

emerged frame of reference presented in Chapter 3 has been modified and is here 
presented as Figure 12.  

 

Figure 12: Modified frame of reference 

Figure 12 shows how market entry choices regarding sales and communication 

channels should be done if they were based on customer value. The base of the 
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figure is the same as the original emerged frame of reference with the customer 

perceived value being dependent on the marketing mix. For convenience and 
communication however, a few modifications have been made to illustrate the most 
suitable channel strategies based on the study. For the communication channels, 
there would be a mix between personal selling, advertising, sales promotion and 

publicity. Focus would lie on establishing personal contacts and send out messages 
through internet advertising, industry specific magazines or attending 
tradeshows. The sales channel strategy chosen would be the hybrid strategy since 

it provides flexibility and confidence to the customers. Customer perceived value 
would mainly be based in quality of other factors related to quality, whether it 
means that it symbolizes quality or is of high quality as a product.  

 

6.2 Contribution 
This study has aimed to get a deeper understanding of sales and communication 
channel choices based in customer value in an international market entry 
perspective for new ventures. The theoretical contribution of this study is that it 

has connected three different areas to each other and put them in the context of 
international market entry for new ventures. These areas had been researched 

before but not combined nor researched in this context of international market 

entry. Different strategies from the areas studied has been investigated and tested 

together to find the most suitable one. Some factors from the original literature 
have been neglected while others have been added or enhanced. One example of 

, in Figure 6 illustrating hedonic and utilitarian 

  

This has provided insights in how new venture firms could enter a direct 
international market with an innovation and still satisfy customer value. 

Communication and sales channel strategies have been researched and the results 
of the study should be seen as recommendations rather than a generalization of 

the industry. Some ideas for the managerial contributions of the study are 
presented below: 

Focus on building and cherishing customer relations. The study shows that 
relationship building is of importance in this industry. Customers want to have 
personal contacts with the sales- and technical people in order to create trust and 

confidence between them for a long-term collaboration. Information is widely 
spread through the industry through word of mouth, meaning that a good product 
with high precision will reach out to many possible customers.  
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Look up potential resellers or distributors that could be collaborated with for 

the sales channel strategy. Since the study indicates that a hybrid sales channel is 
the best choice based in customer value, the company will take care of 
communication and customer contacts while the resellers handle sales and makes 

it possible for the customer to purchase the product at many different geographical 
locations. These should be flexible, trustworthy and preferably big actors in the 
market in order to make an optimal choice. 

Sell a solution and not a product. Customer perceived value is enhanced when 
the customers see a solution to a problem which could save them for example time 

or money. A solution to a problem is in this case defined with regards to the actual 
product and not a service package or similar that is getting more common in these 
days. An example of this could be that the product does something faster or cheaper 
than before, that it provides a competitive advantage towards competitors or that 

it enables work to be done in house instead of outsourcing it to other companies. 
The customers want this to be communicated toward them as a solution to a 
problem instead of just a product. Functionality is of importance as well as 
packaging since this could provide extra confidence in the seller as being 

trustworthy. The study shows difficulties in entering a new market without having 

any initial contacts. By providing a good offer however, the chances of success are 
enhanced. 

Paper and television advertising is dying according to the customers and 

today, internet is the most efficient advertising media. By using old and traditional 
advertising medias such as TV, radio and newspapers, the customers could rather 
get an image of a company as being boring or old fashioned. There is also a higher 

risk of the customers receiving information that is not relevant for them. Internet 

advertising is flexible, cheap and the best alternative for advertising today 

according to the customers.  

 

6.3 Research limitations 
One limitation of the study is the use of theory connected to hedonic benefits, where 

hedonic benefits in this case means that the consumer makes buying decisions 
based on luxury, desire and enjoyment. The questions for the interview guide were 

adapted from a B2C context and applied in a B2B context where there usually are 
several persons that together make buying decisions instead of only one in a B2C 
context, which theoretically could entail issues. However, the companies in this 
niche industry are often small, and according to the interviewees, they usually 
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make buying decisions based on their own knowledge combined with their image 

of a seller or company. Thus, entailing that there should not be any problems with 
investigating hedonic benefits in this study since the purchasers are similar to the 
ones in a B2C context. This could however, with advantage, be studied further to 
draw general conclusions. 

Since this research has been of qualitative kind by conducting in-depth interviews, 

the results found cannot be generalised. This means that the information gathered 
have provided an insight on how potential future customers think and consider 

generating generalized 

results. It is therefore not possible to claim that the findings here is applicable in 
the whole industry, a quantitative study has to be done before that in order to 
confirm this study. 

Another limitation is that the validity could have been increased if more interviews 
were conducted. The number of interviews for this study, five, is the minimum 

number and there is a possibility that other findings might have been withheld if 
more interviews were conducted. Also the sample selection by using snowball 
sample entails limitations since it is impossible to know whether this represents 

the whole industry or not.  

This study has only covered one specific case which also can be a limitation. If 

another similar case study would have been made towards another new venture 
firm entering a direct international market, the results could have been compared 
and more conclusions be drawn.  

 

6.4 Further research 
There are several possibilities for further research. One of these is conducting a 
quantitative study could be to confirm the findings in this study and to possibly 
generalise the results. This would also increase the validity and reliability of this 

study.  

Another research could be to divide the interviewees into customer segments and 
investigate whether there is a difference in thoughts and perceptions between the 
segments or not. 

This study has been broad when choosing to study both sales channel strategies 

Each of 

these concepts could be researched by itself and more in detail in the context of 
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international market entry for new venture firms to see which results would be 

withheld. 

Finally, the last suggestion for further research is to narrow the subject down and 
see the problem from a smaller perspective and perhaps focus the research on one 
specific geographical area. This study has been made from an international 
perspective but there are several geographical areas within the gemmological 

industry that could be further researched, for example China, USA or South Africa.  
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Appendix A  Interview guide 

1.1 Background questions: 

1. Gender 

2. Age 
3. Educational background 
4. What is your role in the company? 

5. How many employees do the company have? (Small, medium or big 
enterprise) 

6. Which industry are you doing business in? Define characteristics of the 
business. 

7.  
8. Where are you situated globally? 

 

1.2 Communication channel strategies  

9. Rank the following media types in which order you would prefer to be 
reached by them: 

o Personal selling 
o Advertising 

o Sales promotion 
o Publicity.  

10. Why would you choose this order?  
11. What are your initial thoughts about each media?  

 

1.2.1 Personal selling 

12. What are your initial thoughts about personal selling?  
13. How would you like being targeted this way? 
14. In which part of the product life cycle would you like to be reached by 

personal selling and why?  
o Beginning (innovation) 
o Middle (known by few) 
o Late (well-known for majority)? 

15.  
16. What benef  
17.  
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1.2.2 Advertising 

18. Which advertising medias would you prefer to be communicated by? 

o Internet 
o Newspaper 
o Radio 
o TV 

19. Why these medias? 
20. Why not the other ones?  
21. What kind of information would you like to get from the advertising?  

o Personal messages 

o Brand knowledge 
o Product offers 

 

1.2.3 Sales promotion 

Utilitarian benefits 
22. How does the communicated price of a product affect your attitude towards 

it? 

23. How does your image of the brand change if the price change? 
24. How does promotions by price adjustments for a limited time affect your 

value of a product? 

25. How important is it to buy from brands that symbolize quality? 

26. How do you consider when you choose between price and quality? 
27. Do you have any financial constraints affecting your buying decisions at the 

company? 
28. How is your budget for new tools that will be of use for the company? 

 

Hedonic benefits 

29. How is your attitude towards shopping? Do you enjoy doing it or would you 
rather make a purchase as quickly as possible? 

30. Are you an early adopter of new technology compared to others? Motivate.  

31. How are innovative solutions valued at your firm? 

32. How do you react to products different from what you usually buy? 

33. Do you usually stick to your usual brands or do you like trying new ones? 
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34.How long is usually your buying process? How long does it take from an 

identified need to an actual purchase? 
35. Do you make buying decisions impulsively or do you have to consider it 

carefully? 
36. Would you say that you are a good source to ask for guidance before a 

purchase? 
37. Do you enjoy giving recommendations to other people when it comes to 

making a purchase? 

38. Do you enjoy competitions, lotteries or betting? 
39. How would you feel if you made a purchase others did not approve of? 
40. Do you usually get affected by others when it comes to purchases? If 

competitors buy a product, would you do the same? 

 

1.2.4 Publicity 

41. What are your thoughts about publicity?  
42. Would this change your way of considering the message? 
43. What kind of publicity would you be appealed by?  

o Product information 

o Company information 
o Critical reviewing of a company/product 

44. Could publicity about a company or product make you feel tricked if 
communicated the wrong way? Explain. 

 

1.3 Sales channel strategies 

45. Describe your thoughts when choosing where to make a purchase. 

46. Is it important for you to know the origin of a product and buy from the 
actual producer? Why/why not?  

47. Range the following and motivate your choice. 
o Buying a product from a reseller 

o Buying a product from the producer 

o Being able to buy from both 

 

1.4 Customer perceived value 

48. Which factors can increase your perceived value of a product? 
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49.How would you rank the following in affecting your perceived value? 

Motivate. 
o Quality  
o Price  
o Time  

o Effort  


