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Sequential expansion in a
foreign market

Knowledge drivers and contingencies of
establishments of additional subsidiaries

Anders Pehrsson
School of Business and Economics, Linnaeus University, Växjö, Sweden

Abstract
Purpose – A multinational firm’s expansion in a foreign market is a key issue of international
business. The purpose of this study is to extend the understanding of essential drivers that will facilitate
firm’s assessment of alternative modes of sequential expansion.
Design/methodology/approach – The study applies the knowledge-based view and explores a
multinational firm’s sequential post-entry expansion in a foreign market. Event histories of Swedish
industrial firms’ establishments of wholly owned subsidiaries in Germany, the UK and the USA were
explored using Cox regression.
Findings – Broad market experiences stemming from corporate strategy and deep experiences from
the preceding subsidiary increase the likelihood of a sequential investment. Effects of broad experiences
are contingent on the context specified by the geographic scope of the firm and its general subsidiary
experience.
Research limitations/implications – The study contributes to international expansion theory and
integrates sources of knowledge originating from strategy theory and internationalization theory. The
study shows that the dual approach is needed to understand international expansion.
Practical implications – In evaluating a further subsidiary investment in a foreign market, the
multinational firm is advised to assess whether it possesses enough market experiences to justify the
investment. The experiences should be associated with corporate strategy, the previous wholly owned
subsidiary and the context specifications identified in the study.
Originality/value – The study is unique, as it addresses the simultaneous impact of broad and deep
market experiences. Also, the inclusion of central context specifications makes the study novel.

Keywords Knowledge-based view, Strategy, Subsidiary, Post-market entry, Sequential expansion

Paper type Research paper

Introduction
Expansion in foreign markets is a key issue of international business, and identification
of essential drivers helps the multinational firm to assess modes of expansion. Drawing
on the knowledge-based view (Grant, 2002), this study contributes to theory on
international expansion by extending the understanding of drivers of multinational
firms’ post-entry expansion in foreign markets. A conceptual model of drivers of
investment sequences is developed, and the study identifies major reasons why a
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multinational firm establishes additional wholly owned subsidiaries in a foreign
market. Such investments are important manifestations of corporate strategy, as they
entail a great deal of commitment and equity risks (Anderson and Gatignon, 1986;
Ghemawat, 1991; Li and Rugman, 2007; Lu and Beamish, 2001; Wooster et al., 2016).

Conceptually, I argue that a broad portfolio of tacit market experiences stemming
from corporate strategy in terms of product scope, and deep experiences connected
to value-adding activities of the previous subsidiary are essential drivers of a
sequence. Thus, broad and deep market experiences would be the change
mechanisms that directly and positively drive an investment sequence. Also, it is
argued that the effects are moderated by market context and firm’s general
experience of foreign subsidiaries. The conceptual model and the test presented in
this article particularly contribute to international expansion theory by
underscoring the importance of broad market experiences and central contingencies
of all experiences. Thus, the model goes beyond previous models that underscore
main effects of deep experiences.

When establishments occur in sequence, the character of the earlier investment
influences the later investment (Kogut, 1983). The study underscores the driving role of
experiential market knowledge (Nonaka, 1994) that is a foundation of a firm’s
knowledge base (DeLuca and Atuahene-Gima, 2007). The experiences are represented
by know-how (Kogut and Zander, 1992) regarding assessment of the behavior of
customers and competitors that may obstruct firms’ post-entry expansion (Brusk et al.,
2012).

The study pays attention to subsidiaries that originally were greenfield investments
or acquisitions, which are common expansion modes (Barkema and Vermeulen, 1998;
Chang and Rosenzweig, 2001; Guillén, 2003). Foreign subsidiaries are viewed as
semiautonomous units (Birkinshaw et al., 2005) that commonly take active part in the
creation and exploitation of market experiences. Furthermore, as the study focuses on
wholly owned subsidiaries, it is possible to study experiences of one firm without
interference from experiences of other firms.

Some studies on international expansion incorporate broad knowledge as drivers of
market entry (Barkema and Vermeulen, 1998). However, no study recognizes the impact
of broad market experiences originating from corporate strategy on sequential
post-entry establishments of subsidiaries in a foreign market. The lack of inclusion of
such broad market experiences is an important gap, as corporate strategy is a general
source of broad market experiences (Maitland et al., 2005; Oh and Contractor, 2012).
Furthermore, it is relevant to question whether the impact is consistent across all
contexts or if there are central contingencies. As market contexts are generally different,
firms may be affected in varying ways by dynamism (Burns and Stalker, 1961). Also, the
extent to which a firm is used to establishing wholly owned subsidiaries in general may
affect the investment sequence in a particular foreign market as well.

Studies of different types of post-entry expansion in foreign markets commonly rely
on the theory base of organizational learning (Jiang et al., 2014; Ogasavara and Hoshino,
2009; Song, 2002). So far, studies have recognized that extensive market-specific and
deep experiences constitute the mechanism that triggers an additional investment.
However, to the best of my knowledge, just two studies pay attention to sequential
post-entry establishments of subsidiaries. Jiang et al. (2014) conclude that firms need to
recognize the time needed to accumulate necessary deep experiences, while Ogasavara
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and Hoshino (2009) show that the average performance of subsidiaries in a sequence is
higher than performance of the first subsidiary. Yet, it is important to explore whether
the conclusions apply to all contexts or whether there are important contingencies.

Thus, there is a need to incorporate a firm’s entire knowledge base and contingencies
into a model that explains foreign expansion post-market entry. To close the research
gaps, the following question needs to be answered: what relationships exist between a
multinational firm’s knowledge base and its sequential establishments of wholly owned
subsidiaries in a foreign market post-entry? This study answers the question by
explaining the likelihood of a firm’s establishment of a subsequent wholly owned
subsidiary in a foreign market after having previously established a similar subsidiary
in the same market. The explanations consist of broad and deep market experiences, and
contingencies regarding markets context and firm’s subsidiary experience in general.

Specification of the impact of the entire knowledge base would enable a precise
knowledge accumulation, as it is generally efficient to conduct specialized knowledge
creation according to the knowledge-based view (Grant, 2002; Martin and Salomon,
2003). Such creation would be a way to achieve the high average performance of
sequential establishments detected by Ogasavara and Hoshino (2009). Essentially, the
firm may enjoy benefits from additional establishments as it is possible to achieve
synergies by exploiting the common base of market experiences.

The article is organized as follows. A theoretical background reviews previous
research and describes the application of the knowledge-based view. Based on a
conceptual model, hypotheses are then developed. The hypotheses are followed by
methods for tests, results, discussion, implications and concluding remarks.

Theoretical background
A multinational firm’s initial investment in an important foreign market is often
followed by further investments Mudambi (1998). For example, a firm that has
established a wholly owned subsidiary often follows the same path and sequentially
invests in more such subsidiaries. Thus, in accordance with behavioral theory (Cyert
and March, 1963), the firm chooses familiar investments to reduce risks and uncertainty
in a path-dependent way.

Studies on sequential investments regarding subsidiaries focus on the following four
topics:

(1) market entry establishment of subsidiaries (Björkman and Eklund, 1994; Chang
and Rosenzweig, 2001; Gao and Pan, 2010; Gimeno et al., 2005; Guillén, 2003);

(2) post-entry enlargement of existing subsidiaries (Fisch, 2008; Johanson and
Vahlne, 1977; Song, 2002);

(3) post-entry establishment of additional subsidiaries (Jiang et al., 2014; Ogasavara
and Hoshino, 2009); and

(4) divestment of subsidiaries and market exit (Zeng et al., 2013).

Theoretical explanations of sequences refer to transaction costs, institutional context,
competitive dynamics or real options (Chang and Rosenzweig, 2001; Fisch, 2008;
Gimeno et al., 2005; Zeng et al., 2013). However, organizational learning based on
experiential market knowledge constitutes the major explanation (Chang and
Rosenzweig, 2001; Gao and Pan, 2010; Guillén, 2003; Jiang et al., 2014; Ogasavara and
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Hoshino, 2009; Song, 2002). This stream of research generally relies on theory on
internationalization processes (Eriksson et al., 2000; Johanson and Vahlne, 1977;
Malhotra et al., 2002). Here, knowledge depth constitutes the change mechanism, and the
firm makes an additional investment and commits itself more extensively when the
market knowledge is deep enough.

Accumulation of deep market experiences reduces uncertainty that is a central
feature of internationalization. Competitive intensity triggers the accumulation (Cui
et al., 2005), and the experiences imply familiarity with the reaction pattern of local
competitors (Pehrsson, 2014; Yeoh, 2004). Such familiarity helps a firm predict potential
reactions to its expansion moves, reducing risks connected to establishing a subsequent
wholly owned subsidiary. Also, understanding their competition helps firms gauge the
switching costs of potential customers. Such costs might make the firm’s expansion
difficult (Brusk et al., 2012) as potential customers are generally reluctant to switch to
another supplier if that switch would entail costs.

To study the impact of experiences relevant to customers and competitors similar to
those experiences described above, I apply the knowledge-based view. This view
considers the firm to be a stock of knowledge resources (Grant, 2002; Gupta and
Govindarajan, 2000; Kogut and Zander, 1996; Martin and Salomon, 2003). Thus,
heterogeneous distribution of knowledge among competing firms is seen as a major
reason for performance differences (Barney, 1991; Grant, 2002; Teece et al., 1997).
Essentially, the view stipulates that learning capability is a competitive advantage.
According to Grant (2002), the view relies on some principal assumptions. First, it is
difficult to transfer tacit experience-based knowledge from one firm to another. Second,
there is a scale effect, as it is more expensive to create knowledge than to repeatedly use
the same knowledge which limits the costs. Third, specialization makes knowledge
creation efficient.

A firm’s base of knowledge can be described along two interconnected dimensions
(DeLuca and Atuahene-Gima, 2007; Zahra et al. 2000). Knowledge breadth captures the
number of knowledge domains of a firm, and knowledge depth concerns the
sophistication of each domain. Within this frame, knowledge can be accumulated based
on experiential learning, transferred within the firm from one unit to another or acquired
from external sources (Åkerman, 2015; Kale and Singh, 2007; Zhou and Li, 2012).

The present study focuses on experience-based knowledge, and sources of broad
market experiences are rooted in strategy theory on international diversification. Here,
product scope and relatedness among products are central determinants of broad
market experiences that may lead to international expansion as relatedness facilitates
learning (Hitt et al., 2006; Palich et al., 2000). An individual product represents one
knowledge domain, as the product is commonly associated with other experiences
regarding customers and competitors compared to another product. This is particularly
evident if the product scope contains both standardized and customized products which
frequently are offered on markets of different character (Pehrsson, 2014).

Furthermore, in accordance with internationalization theory (Malhotra et al., 2002),
the study considers a subsidiary’s value-adding activities to be a central source of deep
market experiences. These experiences are valid for an individual product, that is a
particular knowledge domain, and more activities are accompanied by deeper
experiences of customers and competitors.
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Development of hypotheses
Conceptual model
The conceptual model (Figure 1) applies the knowledge-based view and explains a
firm’s subsequent post-entry expansion in a foreign market in terms of the likelihood of
establishing an additional wholly owned subsidiary. It is predicted that broad market
experiences stemming from corporate strategy and deep experiences originating from
the preceding subsidiary have positive and direct impacts on a subsequent
establishment. Also, it is predicted that the direct effects are contingent on market
context in terms of size of the foreign market and firm’s geographic market scope and
firm’s general experience of wholly owned subsidiaries.

Main effect of market experience breadth
According to corporate strategy literature, a firm that broadens its product scope
accumulates a greater amount of market experience, as the firm becomes accustomed
to a broader set of customers and competitors (Barkema and Vermeulen, 1998; Buckley
and Ghauri, 2004; Luo, 2000; Maitland et al., 2005; Oh and Contractor, 2012). When the
firm broadens its product scope in a foreign market, the knowledge-based view
stipulates that the local operation may be able to replicate and extend the broad
corporate experiences created elsewhere when meeting a wider range of local
competitors and customers.

My basic argument for the relevance of broad market experiences in the context of
sequential international expansion is that the amount of such experiences is a change
mechanism. Hence, the firm’s propensity of conducting an additional foreign market

H1 +             H3a-b+                                                          

H4a+

H2+              H4b+

General foreign 
subsidiary 
experience

The preceding 
subsidiary: 

market 
experience

depth

Firm’s sequential 
establishment of 
a wholly-owned 
subsidiary in the 
foreign market

Corporate 
strategy: market 

experience 
breadth

Market size and 
scope

Figure 1.
Conceptual model for

the study (H
indicates hypothesis)
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investment in the post-entry phase is expected to increase when market experiences are
extended along the breadth dimension. To expand locally, the firm would prefer to
repeat a familiar investment in a path-dependent way to limit risks and uncertainty
(Cyert and March, 1963). The firm would, therefore, be more likely to establish an
additional wholly owned subsidiary in a foreign market, if firm’s portfolio of
experiences regarding the local market becomes broader. A decision to make an
additional investment means that benefits of firm’s broad market experiences
overshadow drawbacks such as equity risks (Ghemawat, 1991; Li and Rugman, 2007; Lu
and Beamish, 2001).

Strategy scholars conclude that broadening of a product scope is most effective when
products are related and a common stock of broad experiences can be exploited (Palich
et al., 2000; Pehrsson, 2006; Rumelt, 1982). Major reasons in accordance with the
knowledge-based view are that it is more expensive to create knowledge than to
replicate it and specialization makes knowledge creation efficient (Grant, 2002). Thus,
product relatedness facilitates specialized replication of broad market experiences
which reduces costs. However, continued broadening of the product scope will
ultimately incorporate products that are less related to the corporate product core
(Palich et al., 2000). This is, for example, the case if a new product represents a radical
breakthrough (Zhang et al., 2009). The unrelated products will, hence, benefit less from
exploitation of the knowledge base, as there are too few similarities with products
incorporated previously.

Possibilities to exploit the common stock of experiences and limit risks may
motivate management to add closely related products to the previous wholly owned
subsidiary. On the other hand, my second argument for the relevance of broad
market experiences says that unrelated products will generally not be appropriate
for the previous subsidiary, but they will get higher priority if they are taken care of
by a subsequent wholly owned subsidiary. Thus, the argument means that a
broader total stock of market experiences triggers sequential investments in a
foreign market even if the entire stock is not always shared by all organizational
units. Rather, some units may exploit one part of the stock and other units may
exploit other parts.

Third, broad market experiences are relevant even in circumstances where a
sequential investment in a wholly owned subsidiary is the only relevant choice. The
firm may be encouraged to conduct the path-dependent expansion in a foreign
market if it possesses enough broad market experiences and, for example:

• the firm has developed unrelated products that require establishment of an
additional wholly owned subsidiary in an effort to protect proprietary assets
from imitation that may occur in partnerships (Kale et al., 2000); or

• institutional forces such as government and public opinion require a wholly
owned investment which is then the most legitimate choice of the firm (Li et al.,
2007).

In summary, a broader portfolio of market experiences is expected to stimulate
sequential and path-dependent expansion. The first hypothesis predicts a main
effect of broad market experiences on the propensity to establish an additional
wholly owned subsidiary in a foreign market.
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H1. The broader the firm’s market experiences, the greater the likelihood that the
firm will establish a subsequent wholly owned subsidiary in a foreign market.

Main effect of market experience depth
According to internationalization literature (Malhotra et al., 2002), the depth of market
experiences of a wholly owned subsidiary in a foreign market is associated with the
value-adding activities of the subsidiary. Johanson and Vahlne (1977) show that just
limited experience is associated with export to the market and, in principle, no local
value-adding activity. This operation may be upgraded into a wholly owned sales
subsidiary, which is later turned into a production subsidiary. Each upgrading is
associated with additional market experiences where the experience depth constitutes
the change mechanism. Also, Song (2002) identifies experiential market knowledge as a
trigger of post-entry enlargement of existing subsidiaries. Song shows that deep market
experiences may be turned into capabilities that are essential to upgrading of activities
of existing subsidiaries. Thus, a decision to extend the scope of local value-adding relies
on a trade-off between the extent of accessible deep market experiences and risks
associated with the extension.

However, studies on firms that are quickly established in global markets based on,
for example, technology advantages (Coviello et al., 2011; Jones et al., 2011) challenge the
view that enlargement of a foreign subsidiary is a stepwise and time-consuming
process. Thus, an extensive value-adding mandate may be assigned to a wholly owned
foreign subsidiary already in the market entry phase. A necessary condition would be
that the subsidiary skillfully exploits specialized market experiences (Madsen and
Servais, 1997) that make knowledge creation efficient (Grant, 2002).

Both a firm that incrementally enlarges the value-adding scope of the first wholly
owned subsidiary in a foreign market and a firm that chooses to implement a broad
scope from inception would be able to exploit deep market experiences. Such
experiences concern the knowledge domain of the particular product and are assumed to
be a mechanism that triggers the establishment of an additional wholly owned
subsidiary in a foreign market.

Value may be added to the product by advanced research and development activities
resulting in more sophisticated variants of the product. The product variants may not
only require different activities regarding research and development, but also when it
comes to, for example, production and sales. To be effective, inclusion of more
sophisticated variants needs to be accompanied by deep market knowledge to secure
alignment with customer needs and competing products. Although the simple product
variants and the sophisticated ones belong to the same knowledge domain, the latter
may be appropriate for an additional subsidiary as it requires different operations. The
second hypothesis predicts that deeper market experiences trigger the establishment of
an additional wholly owned subsidiary:

H2. The deeper the firm’s market experiences, the greater the likelihood that the
firm will establish a subsequent wholly owned subsidiary in a foreign market.

Contingency effects
Market changes may occur that moderate relationships between market experiences
and firm’s expansion on a foreign market. In assessing the impact of market changes,
the firm may perceive uncertainty that is due to the non-regularity and amount of
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variations and the possibilities to predict the changes (Burns and Stalker, 1961; Davis
et al., 2009; Milliken, 1987). Major sources of uncertainty may include changes in
customers’ needs and competitors’ behavior.

In particular, a broad product scope means that the firm is exposed to changes with
relevance to customers and competitors in multiple environments (Eisenhardt et al.,
2010) causing uncertainty for the firm. On the other hand, focus on just one product
domain would restrict the amount of market changes and facilitate the formulation of
response alternatives.

Thus, it is generally more difficult to assess customers and competitors in large
markets because there is room for more actors of whom many may be difficult to
identify. Hence, the firm will potentially put more effort into the building of broad
market experiences in such a market in comparison with a small market. Furthermore,
the choice of investing in a foreign market and setting up the first wholly owned
subsidiary would be motivated by the importance of the market in terms of its size. In
other words, a subsidiary investment brings an extensive commitment and equity risks
(Li and Rugman, 2007; Wooster et al., 2016) that need to be balanced against the size of
the potential market. To reduce uncertainty, the firm will be motivated to improve its
capability of building broad experiences of a large market. Those experiences will
reinforce the effects of broad experiences stemming from a broader product scope as
both sources involve a greater number of customers and competitors. Thus, it is
hypothesized that:

H3a. The larger the foreign market, the greater the impact of firm’s broader market
experiences on the likelihood that the firm will establish a subsequent wholly
owned subsidiary in a foreign market.

According to internationalization theory, a firm may not only commit itself to a
particular foreign market, but also to a range of geographically distributed markets
(Cavusgil, 1984; Johanson and Vahlne, 1977; Welch and Luostarinen, 1988). This
distribution manifests the firm’s geographic scope (Hashai, 2011). A broader scope
generally brings greater variation among customers and competitors that the firm needs
to recognize (Barkema and Vermeulen, 1998), although some of the actors may be
present globally and some may be local.

Hence, to limit risks and uncertainty inherent in decisions on geographic expansion,
the firm needs to extend the body of broad market experiences by building experiences
from multiple geographic environments. This process of accumulation rests on
development of a capability of assessing market changes and coordinating activities in
different foreign locations (Porter, 1985). However, developing an effective capability is
not an easy task and it is, for example, contingent on similarities among individual
markets (Roth et al., 2009) and the strength of firm’s internal network (Lee et al., 2008).
Yet, in principle, a broader geographic scope would support the development of a
capability that, in addition, is necessary for the accumulation of broad market
experiences based on product scope in a particular foreign market. Therefore, a greater
scope of geographically distributed markets moderates the effect of broad market
experiences regarding a particular foreign market:

H3b. The greater the firm’s geographic scope, the greater the impact of firm’s
broader market experiences on the likelihood that the firm will establish a
subsequent wholly owned subsidiary in a foreign market.

EBR
28,3

292

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 0
0:

05
 1

5 
N

ov
em

be
r 

20
16

 (
PT

)



Furthermore, firm’s general experience of foreign subsidiaries would be a central
contextual specification. The knowledge-based view predicts that it is beneficial to
replicate knowledge (Grant, 2002). Accordingly, the main relationships between the
firm’s market experiences and the likelihood that a firm will establish its second wholly
owned subsidiary in a foreign market would be stronger if the firm possesses subsidiary
experience prior to the initiation of an event history.

Studies focus on relationships between an entry mode in one foreign market and later
modes in other markets (Chang and Rosenzweig, 2001; Elango and Pattnaik, 2011; Gao
et al., 2008; Gao and Pan, 2010; Thomas et al., 2007). The findings of Gao et al. (2008)
indicate that a firm that consistently chooses the mode of wholly owned subsidiaries
steadily expands its body of experiential knowledge of foreign markets, no matter if the
firm chooses greenfield investments or acquisitions. Full ownership means that the firm
is able to shape a subsidiary on its own acquiring experiences regarding customers and
competitors without interference from learning principles of other firms. On the other
hand, a firm that mixes different modes would encounter difficulties to build a coherent
body of knowledge.

According to Gao et al. (2008), a consistent choice of the same entry mode means that
the firm accumulates experiences of establishing and managing a particular mode, and
those experiences would be relevant to subsequent entries into other markets. Following
the same logic, firm’s experiences of establishing and managing wholly owned
subsidiaries in other markets are expected to strengthen direct relationships between
broad and deep market experiences and the likelihood of firm’s post-entry establishment
of a subsequent wholly owned subsidiary in a particular foreign market.

H4. The greater the firm’s general experience of foreign subsidiaries, the greater the
impact of (a) firm’s broader and (b) firm’s deeper market experiences on the
likelihood that the firm will establish a subsequent wholly owned subsidiary in
a foreign market.

Methods
Sample and data collection
The unit of analysis was the event history of an industrial firm’s establishment of
wholly owned subsidiaries in a foreign market. The sample consisted of event histories
of Swedish firms that had established their first wholly owned subsidiaries in Germany,
the UK or the USA before or during the observation period. Several firms established
their second subsidiaries in the same country during the period. The period covered
1990 to 2011 as expansion is time-consuming and needs to be studied over decades. In
particular, industry liberalizations during the past two centuries have created market
opportunities for foreign firms in several countries and have most probably encouraged
post-entry establishments.

Industrial firms were chosen, as they are generally responsible for a variety of
value-adding activities associated with market experiences. Furthermore, the intention
was to keep home market effects constant and enable control for institutional context.
Therefore, the sample consisted of event histories of Swedish industrial firms in
Germany, the UK and the USA. Swedish firms were chosen as they are generally open to
research initiatives, and therefore data were accessible. The host countries are big, and
they are dominant export markets for Swedish industrial firms in general. Most
probably, establishing wholly owned subsidiaries in these markets was a realistic
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alternative for the firms. This increased the possibility of identifying first and second
wholly owned subsidiaries in the same country.

The Kompass search engine was used to identify relevant firms with headquarters in
Sweden. Annual reports of the identified firms were scrutinized to ensure that the firms’
main target groups included business customers and that the firms had established at
least one wholly owned subsidiary in Germany, the UK or the USA. The criteria were
met by 138 firms. Event histories of the firms were identified based on information from
annual reports and other reports of the firms and press releases. Triangulation was
conducted and information from annual reports was used if there was any data
disparity. The same sources were used for data regarding independent variables,
contingency variables and control variables, except for market size and institutional
context.

The resulting sample consisted of 223 firm-country event histories in Germany (n �
73), the UK (n � 81) and the USA (n � 69). The firms established 33 second wholly
owned subsidiaries in a country (n � 8, 13 and 12, respectively) during the observation
period (14.80 per cent, Table I), while 190 initial subsidiary establishments were not
followed by a second subsidiary. These initial establishments were treated as
right-censored cases in the analysis. On average, it took approximately 11 years for a
firm to establish its second wholly owned subsidiary in a country, and it varied between
one year and 39 years. The observation period included at total of 3,797 at-risk
observations for the sample. For each year, there were a number of subsidiaries in a
country that were at risk of being followed by the establishment of a second subsidiary
of the same firm in the same country.

The share of censored cases was below 90 per cent, which is regarded as a limit to
avoid unbiased coefficient estimates and too weak statistical power (Tuma and Hannan,
1984). Furthermore, by successfully analyzing 30 events among 203 event histories,
Gimeno et al. (2005) confirm that estimates may remain unbiased even when there is a
high share of censored cases.

Dependent variable
Event history analysis (Allison, 1984) was used to determine the likelihood that an
industrial firm’s establishment of its first wholly owned subsidiary in a foreign country
market was followed by establishment of a second wholly owned subsidiary in the same
market. Thus, the dependent variable, Firm’s 2nd subsidiary establishment in the
country, assumed the value 1 if a second wholly owned subsidiary was established in
the country in a given year and 0 if no second subsidiary was established (Table I).

Independent variables
An independent variable was used to capture breadth of firm’s market experiences.
Thus, market experience breadth was measured by the number of 3-digit SNI product
codes, which correspond to SIC codes, when the first subsidiary was established. Several
studies use such codes to measure differences among products (Barkema and
Vermeulen, 1998; Hoskisson et al., 1993; Lubatkin and Srinivasan, 1997; Robins and
Wiersema, 2003), and greater differences mean a broader scope (Hitt et al., 2006).

Market experience depth was measured by the number of value-adding activities
initially assigned to the first subsidiary. Several studies incorporate measures of
value-adding scope (Birkinshaw and Morrison, 1995; Hobday and Rush, 2007; Pehrsson,
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2009; Porter, 1985). This study paid attention to the internationally relevant activities
used by Pehrsson (2009). Thus, a subsidiary employing design engineers was engaged
in product development, while a production plant and local engineers indicated the
presence of production. A subsidiary handling promotion, sales or after-sales services
meant the presence of these activities. The number of activities was counted to get
variable scores.

Contingency variables
Three contingency variables were included. First, Gross domestic product (GDP) per
capita was included as an indicator of market size. Data in constant 2005 US dollars were
retrieved from the World Bank (2015) and transformed into logarithmic values. Second,
geographic scope is generally a source of international market experience (Barkema and

Table I.
Swedish industrial

firms’ wholly owned
subsidiaries in

Germany, the UK
and the USA

Year of
establishment

Firms’ first sub.
establishment
in the country

Firms’ second sub.
establishment in the

country
At riskYes No

Pre 1990 118
1990 4 3 119 122
1991 3 0 122 122
1992 6 0 128 128
1993 12 0 140 140
1994 7 0 147 147
1995 6 0 153 153
1996 5 0 158 158
1997 5 0 163 163
1998 7 3 167 170
1999 17 2 182 184
2000 5 2 185 187
2001 7 6 186 192
2002 3 2 187 189
2003 7 4 190 194
2004 6 1 195 196
2005 0 1 194 195
2006 2 2 194 196
2007 0 1 193 194
2008 1 4 190 194
2009 1 1 190 191
2010 1 0 191 191
2011 0 1 190 191
Number of first
establishments 223
Number of second
establishments 33
Number of right-
censored cases 190
Number of
observations 3,797
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Vermeulen, 1998). Thus, geographic scope was measured by the logarithmic value of the
number of country markets where the firm had established operations when a country
event history was initiated. Finally, to measure the impact of a firm’s earlier experiences
from subsidiary establishments in any foreign market, general foreign subsidiary
experience represented the number of wholly owned subsidiaries that were established
in any country before the start of a country event history of the firm.

Control variables
The analysis included six controls for the situation relevant to establishment of a
wholly owned subsidiary. First, the time period in which the first subsidiary
establishment took place in any of the three foreign country markets was identified.
The reason was that liberalization processes of several industries were initiated in
the early 1980s, and they often became effective in the end of the decade. It was
assumed that the liberalizations impact firm’s event histories. Scale point 0 of the
control variable period for the first subsidiary establishment in the country, thus,
meant that an establishment took place in 1989 or before that year, while 1 meant
establishment after 1989. Second, firm size was a control variable, as experiences
emanating from size are often central to international expansion (Gimeno et al.,
2005) and million SEK were transformed into logarithmic values. Third, as building
of experiences is a cumulative process, firm’s overall experiences were captured by
firm’s age that probably affects expansion as well. The variable measured the
logarithmic value of the number of years from the foundation of the firm to the start
of an event history in a country.

Fourth, product complexity was controlled for as it is a way of measuring
additional value and need for experiences (Pehrsson, 2014). In principle, the
experiences needed to build value of a main product alone are different from
experiences relevant to building value of a complex system consisting of the main
product and complementary products. A dummy variable measured product
complexity, where scale point 0 meant separate products and 1 represented systems
of products.

Fifth, industry effects were controlled for in terms of effects of intensity of
research and development in an industry. The intensity indicates whether a
firm needs to establish wholly owned subsidiaries to protect proprietary assets from
imitation (Kale et al., 2000). It was assumed that a firm operating in an upstream
industry just adds limited value to raw materials, while a firm in a downstream
industry pursues research and development to a larger extent and adds extensive
value to raw materials. R&D intensity was assigned scale point 0 if the main product
of a firm belonged to an upstream industry and 1 if it was a downstream industry.
Upstream industries consisted of the chemical (n � 21), energy (n � 11) and wood
and paper industries (n � 25). Downstream industries consisted of the electrical
products (n � 51), food (n � 7), machinery (n � 28) and advanced metal products
industries (n � 47). Miscellaneous products industries (n � 33) were classified in the
same manner.

Sixth, institutional characteristics of a foreign country market are generally
crucial to expansion (Qian et al., 2008). Therefore, the Economic Freedom of the
World index (Gwartney et al., 2013) was used, as it captures institutional context,
and greater freedom was assumed to be important to establishments. The index
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includes, for example, tax rates, legal systems, inflation rates, trade restrictions and
regulations.

Analysis procedure
Cox (1972) proportional hazard regression analysis was used to predict the hazard rate,
as the analysis allows for censored cases and time-dependent covariates. Thus, the
analysis produced a function that predicted the probability that a second country
subsidiary followed a first subsidiary for certain values of the predictor variables on the
condition that the second subsidiary was not established during the previous year. The
software package of IBM SPSS Statistics, version 22, was used for the analysis.

Results
Descriptive statistics and correlations
Table II describes the character of the industrial firms’ second wholly owned
subsidiaries in a foreign country. The subsidiaries are evenly distributed along the
mode of establishment and industry.

Table III reports descriptive statistics and correlation coefficients. As there were
significant correlations, variance inflation factors (VIFs) were checked. All VIFs were
below 1.74, which is far from the threshold value of 10 (Neter et al., 1996). Hence,
multicollinearity was not a serious problem for regression analysis.

Tests of the hypotheses
Table IV presents the results of the Cox regression. However, first I tested whether the
hazard ratios changed across time with respect to the covariates. All covariates were
time-invariant, except for market size which was dependent on time (p � 0.001).
Furthermore, following a suggestion of Little et al. (2006), the interactions were
orthogonalized to limit any multicollinearity. For each interaction, the product term was
regressed onto the first-ordered effects and the residual represented the interaction
effect. The variance of the new term consisted of the unique variance without first-order
effects and general unreliability.

Table II.
Character of Swedish

industrial firms’
second wholly owned

subsidiaries

Character of establishments
Country of establishments

Germany UK USA n

Mode of establishment
Greenfield 4 6 3 13
Acquisition 4 7 9 20
N 8 13 12 33

Industry ofestablishment
Chemical 0 0 2 2
Electrical 3 6 4 13
Machinery 1 0 3 4
Metal 3 5 2 10
Wood and paper 0 2 0 2
Miscellaneous 1 0 1 2
N 8 13 12 33
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Descriptive statistics
and Pearson
correlation
coefficientsa
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Table IV.
Cox regression to

predict the hazard
rate of a firm’s

establishment of its
second wholly owned

subsidiary in a
foreign marketa
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The control variables were entered in the first regression model. Tests were then
conducted for main effects (Model 2 and 3) and interaction effects (Model 5 to 8). All
models were significant (p � 0.001). The significance level of each model was compared
with the level of Model l. As the statistical power of Models 2, 3, 6 and 7 exceeded the
power of Model 1, they can be used to draw conclusions on significant effects predicted
by the hypotheses.

In Table IV, a positive coefficient of a covariate indicates an increase in the hazard of
a firm’s establishment of its second wholly owned subsidiary in a country, while a
negative coefficient indicates that the hazard decreased. Contrary to the assumption, the
results of the controls show that the hazard increased if the first establishment was
carried out in the first time period. As expected, a positive control effect appeared for
firm size, while firm’s age surprisingly had a negative effect in some models. The control
for industry effects in terms of R&D intensity consistently shows that a downstream
industry decreases the hazard rate which contradicts the assumption.

Regarding the tests, the results support the first hypothesis predicting that the
broader the market experience emanating from firm’s product scope, the greater the
likelihood that the firm will establish an additional wholly owned subsidiary in a foreign
market (Model 2, p � 0.05). Also, the results support a positive effect of deep experiences
based on value-adding activities as predicted by H2 (Model 3, p � 0.001).

The interaction effect predicted by H3a was rejected (Model 5), but the prediction of
H3b was supported (Model 6, p � 0.10). Thus, greater geographic scope of the firm
strengthens the positive impact of broad market experiences on the likelihood of a
sequential investment. Surprisingly, in contrast to the expected positive interaction
effect of firm’s general experiences of foreign subsidiaries, a significant and negative
effect was found for the interaction with broad market experiences (H4a, Model 7, p �
0.05), while the analysis did not generate any significant effect of the interaction with
deep experiences (Model 8), and H4b was rejected.

The cumulative hazard rates of firm’s second establishment as a function of time to
the establishment are illustrated. Figure 2 shows the positive interaction between
geographic scope and broad experiences. To facilitate interpretation of the interaction,
the cases were classified into those with a narrow product scope below the mean value
(1-2 SNI codes) and those with broad scopes over the mean value (3-5 scopes). The figure
shows separate lines for the two patterns. The cumulative hazard rate of firm’s second
establishment increased by around 0.17 per cent if it was established 39 years after the
first establishment in the country and there was a broad product scope instead of a
narrow scope.

Figure 3 shows the hazard functions for interactions between general experience of
foreign wholly owned subsidiaries and a narrow or a broad product scope where the
mean value represents the cutting value. Here, the cumulative rate increased by around
0.12 per cent if the second subsidiary was established 39 years after the first and it had
a broad scope instead of a narrow scope.

Robustness of the results
The positive signs of the beta-coefficients of the contingency variables and independent
variables were robust across the specific models and the full model (Table IV). This
coincides with the positive correlations between the variables and the dependent
variable, firm’s second subsidiary establishment in the country (Table III). All
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Figure 2.
Hazard function for

firm’s establishment
of its second wholly
owned subsidiary in

a foreign country:
geographic scope �

market experience
breadth (product

scope)

Figure 3.
Hazard function for

firm’s establishment
of its second wholly
owned subsidiary in

a foreign country:
general foreign

subsidiary
experience � market

experience breadth
(product scope)
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correlations were significant except for the correlation involving general foreign
subsidiary experience (r � 0.05). The signs of the beta-coefficients of the interactions
were robust across the models (Table IV), but not regarding the interaction between
general foreign subsidiary experience and market experience depth. Yet, the
magnitudes of this coefficient were low and it was not significant.

Some firms had subsidiaries in more than one country and an event history in a certain
country may have been influenced by a corporate policy. Therefore, I examined whether the
event histories involved any fixed firm effects. However, there was no significant correlation
(r � �0.02) between the event histories and subsidiary establishments that took place
elsewhere before the start of an event history in a certain country.

Discussion
Discussion of the findings
The study of multinational firms’ sequential establishments of wholly owned
subsidiaries in foreign markets post-entry has received just limited attention in
research, despite a positive association between the expansion and subsidiary
performance on average (Ogasavara and Hoshino, 2009). There is a need to examine the
driving role of broad experiences of the particular market in addition to deep
experiences and effects of central contingencies such as market context and firms’
general experience of establishing wholly owned subsidiaries. In accordance with the
knowledge-based view, specification of key sources of market experiences makes it
possible for a firm to quickly accumulate relevant experiences, as specialized knowledge
creation yields efficiency (Grant, 2002). In this way, the time needed for a sequential
investment to achieve high performance will most probably be reduced.

The present study applies the knowledge-based view and extends understanding of
the sequential expansion post-entry. The conceptual model developed and tested in the
study clarifies the main impact of market broad experiences stemming from a firm’s
corporate strategy in terms of product scope and those experiences concern customers
and competitors. Also, the model specifies the impact of deep experiences associated
with the value-adding activities of the previous wholly owned subsidiary, and how
market context and firm’s general subsidiary experiences moderate the main effects.
The study shows that the market experiences and the moderations are change
mechanisms that trigger additional investments.

It was found that the broader a firm’s product scope and corresponding market
experiences, the greater the likelihood that the firm will establish a subsequent wholly
owned subsidiary in a foreign market. For example, continued broadening of the scope
will include products with limited relatedness to the original product core. As the
number of product similarities will diminish, the previous wholly owned subsidiary will
encounter difficulties in trying to achieve further economies by replicating broad market
knowledge. Therefore, new products that are launched as a result of continued product
diversification may be taken care of by an additional subsidiary.

Furthermore, the study shows that there is a positive impact of deep market experiences
connected to the value-adding scope of the previous investment. Several value-adding
activities are associated with a great amount of deep market experience that has a positive
impact on enlargement of the initial subsidiary in a foreign market (Johanson and Vahlne,
1977; Song, 2002). The present study contributes by showing that deep market experiences
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associated with an extensive value-adding mandate of the previous subsidiary also favor
sequential establishment of an additional wholly owned subsidiary in the market.

The positive impact of broad market experiences originating from a firm’s product scope
is positively moderated by the breadth of firm’s geographic scope. A broader geographic
scope means greater market variation (Barkema and Vermeulen, 1998), and as the firm has
to face more uncertainty, the firm needs to accumulate broader experiences. The reason for
the moderation effect would be that the same capability of assessing broader markets is
relevant for both a broad geographic scope and a broad product scope. Therefore, a broader
geographic scope would support the accumulation of broad market experiences based on
product scope in a particular foreign market resulting in a greater likelihood that the firm
will establish a subsequent wholly owned subsidiary in the market.

The analysis reports some counter-intuitive findings, as it was found that neither the
size of the foreign market, nor firm’s general experience of foreign wholly owned
subsidiaries positively impact the likelihood that the firm will establish a subsequent
wholly owned subsidiary in a foreign market. In fact, it was found that the general
experience had a negative and robust moderation effect on the relationship between
market experience breadth and a sequential expansion. Most probably, a reason for the
negative moderation is that the same mode is less feasible for establishments in different
countries. This underscores that a firm accumulates broad market experiences
concerning local customers and competitors and that there frequently are few
commonalities between different foreign markets.

Contributions to theory
The conceptual model developed and tested in the study extends the understanding of
international expansion and contributes to theory in a number of ways. First, the model
reveals that the knowledge-based view is applicable to the examination of drivers of
sequences of multinational firms’ post-entry establishments of wholly owned
subsidiaries in foreign markets. Thus, the study adds to previous insights of
international expansion and underscores that market experiences along both the
breadth and the depth dimension of knowledge (DeLuca and Atuahene-Gima, 2007;
Zahra et al., 2000) are major reasons why firms expand in foreign markets.

Second, the study contributes by showing that a broad portfolio of experiential
knowledge regarding customers and competitors represents a change mechanism that
directly drives the establishment of additional wholly owned subsidiaries in a foreign
market. This adds to the previous understanding of international expansion that merely
focuses on the importance of deep market experiences. Essentially, a firm that adjusts its
corporate strategy and broadens its product scope will generally target a more widespread
range of customers. Hence, by broadening the strategy locally, the firm has to face a wider
variety of customers and competitors, thereby accumulating broader market experiences.

Previous research shows that in-depth experiential learning triggers sequential
expansion in foreign markets post-entry, whether existing subsidiaries are expanded
(Song, 2002) or additional subsidiaries are established (Jiang et al., 2014). The study
contributes in a third way by underscoring that deep market experiences linked to the
value-adding activities of the previous wholly owned subsidiary in the foreign market
drive the sequential establishments of wholly owned subsidiaries.

Fourth, the study contributes to the understanding of expansion in a foreign market
post-entry as it shows that experience effects are bounded by the context. Effects of
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broad market experiences based on the local product scope are reinforced by those that
originate from firm’s scope of geographic markets. On the other hand, the effects are
weaker if the firm has great experience of establishing wholly owned subsidiaries in
other foreign markets, which indicates that each market needs to be treated separately.
Fifth, the study contributes as it underscores the mutual importance of broad and deep
market experiences. Setting up an additional wholly owned subsidiary in a foreign
country with no or just a weak linkage to broad experiences emanating from a firm’s
corporate strategy may seriously restrict the firm’s ability to strategically coordinate
and integrate the subsidiary into the corporate framework. An eclectic approach ensures
that implementation of a corporate strategy relies on deep market experiences, whereas
the strategy provides broad experiences that guide expansion in a foreign market.

Conclusions and limitations
Research on international expansion pays just limited attention to the important issue of
sequential post-entry establishments of subsidiaries in foreign markets. In particular, no
previous study examines whether local market experiences associated with corporate
strategy are essential drivers of sequences. There is also a lack of studies of contextual
boundaries for effects of broad and deep experiences.

Thus, the study closes the research gaps by answering this question: what
relationships exist between a multinational firm’s knowledge base and its sequential
establishments of wholly owned subsidiaries in a foreign market post-entry? It was
found that broad experiences from the local market directly influence firm’s propensity
to expand, and the effect is strengthened if the firm has a broad geographic scope. Also,
local presence of many value-adding activities, such as product development and
production, indicates that the firm has deep experiences from coping with local
customers and competitors. Those experiences directly and positively influence the
sequential expansion. Additional establishment of wholly owned subsidiaries are
bounded by the market context and firm’s earlier establishments of such subsidiaries in
other foreign markets.

There are limitations to generalizing the results of this study. First, the study focuses
on establishments of wholly owned subsidiaries, and attention to other types of
investments may generate different findings. Second, there may be potential sources of
market experiences that the study did not pay attention to. Third, the study of industrial
firms may limit generalizability of the findings. Fourth, the home country of firms in the
sample and the host countries may be sources of bias. Fifth, observations from another
time period might have generated different findings. Sixth, the study partly used static
covariates, which may be a limitation as those covariates do not capture variance over
time. Seventh, the statistical power of the coefficient estimates may suffer from the high
share of censored cases among the firm-country event histories.

Managerial implications and future research
To make a sound decision, a multinational firm evaluating a further subsidiary
investment in a foreign market needs to assess the extent of its broad and in-depth
market experiences associated with both corporate strategy and the previous wholly
owned subsidiary in the market. The firm is advised to evaluate whether the product
scope is broad enough and whether it has enough experiences related to the previous
investment to justify establishment of an additional subsidiary.
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It would be interesting to test the stability of the results by analyzing foreign
establishments made by firms from other home countries during other time periods.
Also, samples may include event histories of firms operating in more host countries of
different character. Furthermore, it would be interesting to analyze event histories of
firms offering products to consumers. There is also a need to further validate the model
developed in the article by recognizing market experiences originating from more
sources and experiences that drive investments other than wholly owned subsidiaries.

References
Åkerman, N. (2015), “Knowledge-acquisition strategies and the effects on market knowledge:

profiling the internationalizing firm”, European Management Journal, Vol. 33 No. 2,
pp. 79-88.

Allison, P. (1984), Event History Analysis, Sage, Beverly Hills, CA.
Anderson, E. and Gatignon, H. (1986), “Modes of foreign entry: a transaction cost analysis and

propositions”, Journal of International Business Studies, Vol. 17 No. 3, pp. 1-26.
Barkema, H.G. and Vermeulen, F. (1998), “International expansion through start-up or acquisition:

a learning perspective”, Academy of Management Journal, Vol. 41 No. 1, pp. 7-26.
Barney, J. (1991), “Firm resources and sustained competitive advantage”, Journal of Management,

Vol. 17 No. 1, pp. 99-120.
Birkinshaw, J., Hood, N. and Young, S. (2005), “Subsidiary entrepreneurship, internal and external

competitive forces, and subsidiary performance”, International Business Review, Vol. 14
No. 2, pp. 227-248.

Birkinshaw, J.M. and Morrison, A.J. (1995), “Configurations of strategy and structure in
subsidiaries of multinational corporations”, Journal of International Business Studies,
Vol. 26 No. 4, pp. 729-753.

Björkman, I. and Eklund, M. (1994), “The sequence of operational modes used by Finnish
investors in Germany”, Journal of International Marketing, Vol. 4 No. 1, pp. 33-55.

Brusk, T.H., Dangol, R. and O’Brien, J.P. (2012), “Customer capabilities, switching costs, and bank
performance”, Strategic Management Journal, Vol. 33 No. 13, pp. 1499-1515.

Buckley, P.J. and Ghauri, P.N. (2004), “Globalization, economic geography, and the strategy of
MNEs”, Journal of International Business Studies, Vol. 35 No. 2, pp. 81-98.

Burns, T. and Stalker, G.M. (1961), The Management of Innovation, Tavistock, London.
Cavusgil, S.T. (1984), “Differences among exporting firms based on their degree of

internationalization”, Journal of Business Research, Vol. 12 No. 2, pp. 195-208.
Chang, S.J. and Rosenzweig, P.M. (2001), “The choice of entry mode in sequential foreign direct

investment”, Strategic Management Journal, Vol. 22, pp. 747-776.
Coviello, N.E., McDougall, P.P. and Oviatt, B.M. (2011), “The emergence, advance and future of

international entrepreneurship research”, Journal of Business Venturing, Vol. 26 No. 6,
pp. 625-631.

Cox, D.R. (1972), “Regression models and life tables”, Journal of the Royal Statistical Society,
Vol. 34 No. 2, pp. 187-220.

Cui, A.S., Griffith, D.A. and Cavusgil, S.T. (2005), “The influence of competitive intensity and
market dynamism on knowledge management capabilities of multinational corporation
subsidiaries”, Journal of International Marketing, Vol. 13 No. 3, pp. 32-53.

Cyert, R.M. and March, J.G. (1963), A Behavioral Theory of the Firm, Prentice Hall, Englewood
Cliffs, NJ.

307

Sequential
expansion in a

foreign
market

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 0
0:

05
 1

5 
N

ov
em

be
r 

20
16

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?isi=A1972N572600003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.emj.2014.06.003&isi=000353738600003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F014920639101700108&isi=A1991FE14500007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0148-2963%2884%2990006-7&isi=A1984TA59700006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.1990&isi=000310062200003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjimk.13.3.32&isi=000237099000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ibusrev.2004.04.010&isi=000235799900007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.168&isi=000170242900002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8490432&isi=A1986F211400001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8400076&isi=000220875500002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8490818&isi=A1995TP45200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jbusvent.2011.07.002&isi=000295949000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F256894&isi=000072013300001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1093%2Facprof%3Aoso%2F9780198288787.001.0001
http://www.emeraldinsight.com/action/showLinks?isi=A1996VP77400003


Davis, J.P., Eisenhardt, K.M. and Bingham, C.B. (2009), “Optimal structure, market dynamism,
and the strategy of simple rules”, Administrative Science Quarterly, Vol. 54 No. 3,
pp. 413-452.

DeLuca, L.M. and Atuahene-Gima, K. (2007), “Market knowledge dimensions and cross-functional
collaboration: examining the different routes to product innovation performance”, Journal
of Marketing, Vol. 71 No. 1, pp. 95-112.

Eisenhardt, K.M., Furr, N.R. and Bingham, C.B. (2010), “Microfoundations of performance:
balancing efficiency and flexibility in dynamic environments”, Organization Science,
Vol. 21 No. 6, pp. 1263-1273.

Elango, B. and Pattnaik, B. (2011), “Learning before making the big leap: acquisition strategies of
emerging market firms”, Management International Review, Vol. 51 No. 4, pp. 461-481.

Eriksson, K., Majkgard, A. and Sharma, D. (2000), “Path dependence and knowledge development
in the internationalization process”, Management International Review, Vol. 40 No. 4,
pp. 307-328.

Fisch, J.H. (2008), “Investment in new foreign subsidiaries under receding perception of
uncertainty”, Journal of International Business Studies, Vol. 39 No. 3, pp. 370-386.

Gao, G.Y. and Pan, Y. (2010), “The pace of MNEs’ sequential entries: cumulative entry experience
and the dynamic process”, Journal of International Business Studies, Vol. 41 No. 1,
pp. 1572-1580.

Gao, G.Y., Pan, Y., Lu, J. and Tao, Z. (2008), “Performance of multinational firms’ subsidiaries:
influences of cumulative experience”, Management International Review, Vol. 6 No. 1,
pp. 749-768.

Ghemawat, P. (1991), Commitment: The Dynamic of Strategy, The Free Press, New York, NY.
Gimeno, J., Hoskisson, R.E., Beal, B.D. and Wan, W.P. (2005), “Explaining the clustering of

international expansion moves: a critical test in the US telecommunications industry”,
Academy of Management Journal, Vol. 48 No. 2, pp. 297-319.

Grant, R.M. (2002), “The knowledge-based view of the firm”, in Choo, C.W. and Bontis, N. (Eds),
The Strategic Management of Intellectual Capital and Organizational Knowledge, Oxford
University Press, Oxford, pp. 133-148.

Guillén, M.F. (2003), “Experience, imitation, and the sequence of foreign entry: wholly owned and
joint-venture manufacturing by South Korean firms and business groups in China,
1987-1995”, Journal of International Business Studies, Vol. 34 No. 1, pp. 185-198.

Gupta, A.K. and Govindarajan, V. (2000), “Knowledge flows within multinational corporations”,
Strategic Management Journal, Vol. 21 No. 4, pp. 473-496.

Gwartney, J., Lawson, R., Hall, J., Crisp, A.M., Knoll, B., Pitlik, H. and Rode, M. (2013), Economic
Freedom of the World: 2013 Annual Report, Fraser Institute, Vancouver.

Hashai, N. (2011), “Sequencing the expansion of geographic scope and foreign operations by ‘born
global’ firms”, Journal of International Business Studies, Vol. 42 No. 1, pp. 995-1015.

Hitt, M.A., Tihanyi, L., Miller, T. and Connelly, B. (2006), “International diversification:
antecedents, outcomes, and moderators”, Journal of Management, Vol. 32 No. 6,
pp. 831-867.

Hobday, M. and Rush, H. (2007), “Upgrading the technological capabilities of foreign subsidiaries
in developing countries: the case of electronics in Thailand”, Research Policy, Vol. 36 No. 9,
pp. 1335-1356.

Hoskisson, R.E., Hitt, M.A., Johnson, R.A. and Moesel, D.D. (1993), “Construct validity of an
objective (entropy) categorical measure of diversification strategy”, Strategic Management
Journal, Vol. 14 No. 3, pp. 215-235.

EBR
28,3

308

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 0
0:

05
 1

5 
N

ov
em

be
r 

20
16

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2F%28SICI%291097-0266%28200004%2921%3A4%3C473%3A%3AAID-SMJ84%3E3.0.CO%3B2-I&isi=000086386100003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.respol.2007.05.004&isi=000251461400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.71.1.95&isi=000243898000007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.71.1.95&isi=000243898000007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8400362&isi=000254380700004
http://www.emeraldinsight.com/action/showLinks?crossref=10.5465%2FAMJ.2005.16928411&isi=000229000800007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Forsc.1100.0564&isi=000284357100009
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.4250140305&isi=A1993KR72900004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.4250140305&isi=A1993KR72900004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fjibs.2010.15
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fjibs.2011.31&isi=000295764100002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11575-011-0085-0&isi=000293473700002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11575-008-0105-x
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8400016
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0149206306293575&isi=000242342100003
http://www.emeraldinsight.com/action/showLinks?crossref=10.2189%2Fasqu.2009.54.3.413&isi=000270792200003


Jiang, R.J., Beamish, P.W. and Makino, S. (2014), “Time compression diseconomies in foreign
expansion”, Journal of World Business, Vol. 49 No. 1, pp. 114-121.

Johanson, J. and Vahlne, J.E. (1977), “The internationalization process of the firm: a model of
knowledge development and increasing foreign market commitments”, Journal of
International Business Studies, Vol. 8 No. 1, pp. 23-32.

Jones, M.V., Coviello, N. and Tang, Y.K. (2011), “International entrepreneurship research (1989 –
2009): a domain ontology and thematic analysis”, Journal of Business Venturing, Vol. 26
No. 6, pp. 632-659.

Kale, P. and Singh, H. (2007), “Building from capabilities through learning: the role of the alliance
learning process in alliance capability and firm-level alliance success”, Strategic
Management Journal, Vol. 28 No. 10, pp. 981-1000.

Kale, P., Singh, H. and Perlmutter, H. (2000), “Learning and protection of proprietary assets in
strategic alliances: building relational capital”, Strategic Management Journal, Vol. 21
No. 3, pp. 217-237.

Kogut, B. (1983), “Foreign direct investment as a sequential process”, in Kindleberger, C.P. and
Audretsch, D. (Eds), Multinational Corporations in the 1980s, MIT Press, Cambridge, MA,
pp. 35-56.

Kogut, B. and Zander, U. (1992), “Knowledge of the firm, combinative capabilities, and the
replication of technology”, Organization Science, Vol. 3 No. 1, pp. 383-397.

Kogut, B. and Zander, U. (1996), “What firms do? Coordination, identity, and learning”,
Organization Science, Vol. 7 No. 5, pp. 502-518.

Lee, R.P., Chen, Q., Kim, D. and Johnson, J.L. (2008), “Knowledge transfer between multinational
corporations‘ headquarters and their subsidiaries: influences on and implications for new
product outcomes”, Journal of International Marketing, Vol. 16 No. 2, pp. 1-31.

Li, J. and Rugman, A.M. (2007), “Real options and the theory of foreign direct investment”,
International Business Review, Vol. 16 No. 6, pp. 687-712.

Li, J., Yang, J.Y. and Yue, D.R. (2007), “Identity, community, and audience how wholly owned
foreign subsidiaries gain legitimacy in China”, Academy of Management Journal, Vol. 50
No. 1, pp. 175-190.

Little, T.D., Bovaird, J.A. and Widaman, K.F. (2006), “On the merits of orthogonalizing powered
and product terms: implications for modelling interactions among latent variables”,
Structural Equation Modeling, Vol. 13 No. 4, pp. 497-519.

Lu, J. and Beamish, P. (2001), “The internationalization and performance of SMEs”, Strategic
Management Journal, Vol. 22 Nos 6/7, pp. 565-586.

Lubatkin, M. and Srinivasan, N. (1997), “Merger strategies and shareholder value during times of
relaxed antitrust enforcement: the case of large mergers during the 1980s”, Journal of
Management, Vol. 23 No. 1, pp. 59-82.

Luo, Y. (2000), “Dynamic capabilities in international expansion”, Journal of World Business,
Vol. 35 No. 4, pp. 355-378.

Madsen, T.K. and Servais, P. (1997), “The internationalization of born globals: an evolutionary
process?”, International Business Review, Vol. 6 No. 6, pp. 561-583.

Maitland, E., Rose, E.L. and Nicholas, S. (2005), “How firms grow: clustering as a dynamic model
of internationalization”, Journal of International Business Studies, Vol. 36 No. 1, pp. 435-451.

Malhotra, N.K., Agarwal, J. and Ulgado, F.M. (2002), “Internationalization and entry modes: a
multi-theoretical framework and research propositions”, Journal of International
Marketing, Vol. 11 No. 4, pp. 1-31.

309

Sequential
expansion in a

foreign
market

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 0
0:

05
 1

5 
N

ov
em

be
r 

20
16

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ibusrev.2007.08.004&isi=000251847800002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F014920639702300104&isi=A1997WG29200005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F014920639702300104&isi=A1997WG29200005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjimk.11.4.1.20144&isi=000187222700002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjimk.11.4.1.20144&isi=000187222700002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jbusvent.2011.04.001&isi=000295949000003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Forsc.3.3.383&isi=A1992JH70700006
http://www.emeraldinsight.com/action/showLinks?crossref=10.5465%2FAMJ.2007.24162209&isi=000244976900011
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS1090-9516%2800%2900043-2&isi=000165648600002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.616&isi=000249292900002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.616&isi=000249292900002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Forsc.7.5.502&isi=A1996WA60100004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1207%2Fs15328007sem1304_1&isi=000241312800001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0969-5931%2897%2900032-2
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jwb.2013.02.003&isi=000329275700011
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2F%28SICI%291097-0266%28200003%2921%3A3%3C217%3A%3AAID-SMJ95%3E3.0.CO%3B2-Y&isi=000085900800003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjimk.16.2.1&isi=000256509000001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.184&isi=000169356000005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.184&isi=000169356000005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8400140
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8490676&isi=A1977DT02200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8490676&isi=A1977DT02200002


Martin, X. and Salomon, R. (2003), “Knowledge transfer capacity and its implications for the
theory of multinational corporation”, Journal of International Business Studies, Vol. 38
No. 4, pp. 356-373.

Milliken, F. (1987), “Three types of perceived uncertainty about the environment: state, effect and
response uncertainty”, Academy of Management Review, Vol. 12 No. 1, pp. 133-143.

Mudambi, R. (1998), “The role of duration in multinational investment strategies”, Journal of
International Business Studies, Vol. 29 No. 2, pp. 239-262.

Neter, J., Kutner, M.H., Nachtsheim, C.J. and Wasserman, W. (1996), Applied Linear Statistical
Model, Irwin, Boston, MA.

Nonaka, I. (1994), “A dynamic theory of organizational knowledge creation”, Organization
Science, Vol. 5 No. 1, pp. 14-37.

Ogasavara, M. and Hoshino, Y. (2009), “Implications of firm experiential knowledge and
sequential FDI on performance of Japanese subsidiaries in Brazil”, Review of Quantitative
Finance & Accounting, Vol. 33 No. 1, pp. 37-58.

Oh, C.H. and Contractor, F.J. (2012), “The role of territorial coverage and product diversification in
the multinationality-performance relationship”, Global Strategy Journal, Vol. 2 No. 2,
pp. 122-136.

Palich, L., Cardinal, L. and Miller, C. (2000), “Curvlinearity in the diversification-performance
linkage: an examination of over three decades of research”, Strategic Management Journal,
Vol. 21 No. 2, pp. 155-174.

Pehrsson, A. (2006), “Business relatedness and performance: a study of managerial perceptions”,
Strategic Management Journal, Vol. 27 No. 3, pp. 265-282.

Pehrsson, A. (2009), “Marketing strategy antecedents of value adding by foreign subsidiaries”,
International Marketing Review, Vol. 26 No. 2, pp. 151-171.

Pehrsson, A. (2014), “Firms’ customer responsiveness and performance: the moderating roles of
dyadic competition and firm’s age”, Journal of Business & Industrial Marketing, Vol. 29
No. 1, pp. 34-44.

Porter, M.E. (1985), Competitive Advantage: Creating and Sustaining Superior Performance, The
Free Press New York, NY.

Qian, G., Li, L., Li, J. and Qian, Z. (2008), “Regional diversification and firm performance”, Journal
of International Business Studies, Vol. 39 No. 1, pp. 197-214.

Robins, J.A. and Wiersema, M.F. (2003), “The measurement of corporate portfolio strategy:
analysis of the content validity of related diversification indexes”, Strategic Management
Journal, Vol. 24 No. 1, pp. 39-59.

Roth, M.S., Jayachandran, S., Dakhli, M. and Colton, D.A. (2009), “Subsidiary use of foreign
marketing knowledge”, Journal of International Marketing, Vol. 17 No. 1, pp. 1-29.

Rumelt, R.P. (1982), “Diversification strategy and profitability”, Strategic Management Journal,
Vol. 3 No. 4, pp. 359-369.

Song, J. (2002), “Firm capabilities and technology ladders: sequential foreign direct investment of
Japanese electronics firms in East Asia”, Strategic Management Journal, Vol. 23 No. 3,
pp. 191-210.

Teece, D., Pisano, G. and Shuen, A. (1997), “Dynamic capabilities and strategic management”,
Strategic Management Journal, Vol. 18 No. 7, pp. 509-533.

Thomas, D.E., Eden, L., Hitt, M.A. and Miller, S.R. (2007), “Experience of emerging market firms:
the role of cognitive bias in developed market entry and survival”, Management
International Review, Vol. 47 No. 6, pp. 845-867.

EBR
28,3

310

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 0
0:

05
 1

5 
N

ov
em

be
r 

20
16

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.282&isi=000180040100003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2F%28SICI%291097-0266%28199708%2918%3A7%3C509%3A%3AAID-SMJ882%3E3.0.CO%3B2-Z&isi=A1997XN42900001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8490035&isi=000076604000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8490035&isi=000076604000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fgsj.1031&isi=000209239800003
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2FJBIM-01-2011-0004&isi=000331478900004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjimk.17.1.1&isi=000263650700001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11575-007-0055-8&isi=000209132100003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11575-007-0055-8&isi=000209132100003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2F%28SICI%291097-0266%28200002%2921%3A2%3C155%3A%3AAID-SMJ82%3E3.0.CO%3B2-2&isi=000084874500003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8400037&isi=000184209800004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.4250030407&isi=A1982PX56300006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Forsc.5.1.14&isi=A1994NU04600002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Forsc.5.1.14&isi=A1994NU04600002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.516&isi=000235508600004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8400346
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.jibs.8400346
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.219&isi=000173653600001
http://www.emeraldinsight.com/action/showLinks?isi=A1987F539200010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11156-008-0103-x
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11156-008-0103-x
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02651330910950402&isi=000267502800003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.282&isi=000180040100003


Tuma, N.B. and Hannan, M.T. (1984), Social Dynamics: Models and Dynamics, Academic Press,
Orlando, FL.

Welch, D.J. and Luostarinen, R. (1988), “Internationalization: evolution of a concept”, Journal of
General Management, Vol. 14 No. 2, pp. 36-64.

Wooster, R.B., Blanco, L. and Sawyer, W.C. (2016), “Equity commitment under uncertainty: a
hierarchical model of real option entry mode choices”, International Business Review,
Vol. 25 No. 1, pp. 382-394.

World Bank (2015), “World development indicators: GDP per capita (constant 2005 US$)”,
available at: http://data.worldbank.org/indicator/NY.GDP.PCAP.KD (accessed 5 May
2015).

Yeoh, P.L. (2004), “International learning: antecedents and performance implications among
newly internationalizing companies in an exporting context”, International Marketing
Review, Vol. 21 Nos 4/5, pp. 511-535.

Zahra, S., Ireland, R. and Hitt, M. (2000), “International expansion by new venture firms:
international diversity, mode of market entry, technological learning, and performance”,
Academy of Management Journal, Vol. 43 No. 5, pp. 925-950.

Zeng, Y., Shenkar, O., Song, S. and Lee, S.H. (2013), “FDI experience location and subsidiary
mortality: differences in national culture and the expansion of Korean firms”, Management
International Review, Vol. 53 No. 1, pp. 477-509.

Zhang, J., Di Benedetto, C.A. and Hoenig, S. (2009), “Product development strategy, product
innovation performance, and the mediating role of knowledge utilization: evidence from
subsidiaries in China”, Journal of International Marketing, Vol. 17 No. 2, pp. 42-58.

Zhou, K.Z. and Li, C.B. (2012), “How knowledge affects radical innovation: knowledge base,
market knowledge acquisition, and internal knowledge sharing”, Strategic Management
Journal, Vol. 33 No. 9, pp. 1090-1102.

Further reading
Hennart, J.F. and Park, Y.R. (1993), “Greenfield versus acquisition: the strategy of Japanese

investors in the United States”, Management Science, Vol. 39 No. 9, pp. 1054-1070.
Hitt, M.A., Hoskisson, R.E., Johnson, R.A. and Moesel, D.D. (1996), “The market for corporate

control and firm innovation”, Academy of Management Journal, Vol. 39 No. 1,
pp. 1084-1119.

Lei, D. and Hitt, M.A. (1995), “Strategic restructuring and outsourcing: the effect of mergers and
acquisitions and LBOs on building firm skills and capabilities”, Journal of Management,
Vol. 21 No. 5, pp. 835-859.

Levitt, B. and March, J.G. (1988), “Organizational learning”, in Scott, W.R. (Ed.), Annual Review of
Sociology, Palo Alto, CA, Vol. 14, pp. 319-340.

Corresponding author
Anders Pehrsson can be contacted at: Anders.Pehrsson@lnu.se

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

311

Sequential
expansion in a

foreign
market

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 0
0:

05
 1

5 
N

ov
em

be
r 

20
16

 (
PT

)

http://data.worldbank.org/indicator/NY.GDP.PCAP.KD
mailto:Anders.Pehrsson@lnu.se
mailto:permissions@emeraldinsight.com
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ibusrev.2015.07.006&isi=000367637900014
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11575-013-0169-0
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11575-013-0169-0
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F256993
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjimk.17.2.42&isi=000266212500003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F014920639502100502&isi=A1995TD66900002
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02651330410547171&isi=000223935500010
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02651330410547171&isi=000223935500010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.1959&isi=000306279300006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fsmj.1959&isi=000306279300006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1146%2Fannurev.soc.14.1.319
http://www.emeraldinsight.com/action/showLinks?crossref=10.1146%2Fannurev.soc.14.1.319
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1556420&isi=000090056700011
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fmnsc.39.9.1054&isi=A1993LZ50700002

	Sequential expansion in a foreign market
	Introduction
	Theoretical background
	Development of hypotheses
	Methods
	Results
	Discussion
	Conclusions and limitations
	Managerial implications and future research
	References


