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Abstract 

 
The ability of a firm to involve in an internationalization process is a well discussed 
topic. The aim of this dissertation is to develop an understanding of the interna-
tionalization process of Greek Boats Manufacturers, how and why these firms in-
ternationalize. Driven by the gap in current research, the study intends to contrib-
ute to internationalization research by providing insightful information and under-
standing of the nature of the internationalization process of the Greek boat manu-
facturing industry in both theoretical and empirical aspects. Greek economy faces 
the most severe economic crisis since the end of the Second World War. The boat 
manufacturing sector has suffered disproportionately in comparison with other sec-
tors of economy, mostly due the introverted nature of the sector. The steep decline 
in domestic sales made Greek firms, which previously were focused on domestic 
market, respond to foreign market opportunities and reconsider their market orien-
tation. Since 2008, when economic crisis broke in Greece, their business strate-
gies have been undergoing radical transformation. In the meanwhile, the free fall 
in domestic sales resulted in hindering the efforts for international expansion by 
reducing the financial and non-financial resources. 
 
The sector faces great difficulties. Government policies, such as the increase of 
taxation, and domestic structural deficiencies, have further weakened the firms’ 
ability to compete internationally. On the other hand, the Greek government seems 
willing to implement various policies intended to promote national competitiveness. 
The research intends to provide, first of all, a theoretical contribution as regards 
the existing entry modes of foreign markets by GBMs, in an attempt to help the 
GBMs understand how they should design their strategies in order to be success-
ful, and how to take the right and appropriate decisions. 
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Chapter 1 

 

 

The internationalization strategies of the Greek boat manufac-

turing industry 

 

1.1 Introduction 

 

This study is driven by the lack of research on the internationalization process of the Greek 

boat manufacturing industry. The last few years, and more specifically since 2008, when 

economic crisis broke in Greece, the boat industry is undergoing a steep sales decline in 

the domestic market, which traditionally was its main target market. Unquestionably, 

Greek economy faces its most severe crisis since the end of the Second World War. This 

critical economic situation is a major factor which changes how firms think. Indeed, it 

drove them to change their market focus and become more internationalized (Bell et al. 

2004).  

The Greek government shows a growing tendency to implement various policies intended 

to promote national competitiveness (Voulgaris et al. 2014). As Westhead et al. (2000) 

suggest, policy makers motivated to assist domestic firms should create export oriented 

programmes, customized for the needs of the established micro and small firms. However, 

no such policies have been implemented so far in the Greek boat industry, which faces a 

series of major difficulties affecting the sector‟s internationalization. This study divulges 

the sector‟s dramatic deterioration, which hinders its international expansion. One of the 

causes of the sector‟s downturn is domestic structural deficiencies. Even before the eco-

nomic crisis arose, the Greek manufacturing sector, which is overwhelmingly dominated 

by SMEs, was suffering from low structural competiveness (Ioakimoglou et al. 2001).  
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International business has changed and influences the way business is made in domestic 

markets too (Fletcher, 2001). New trade agreements, the establishment of global organiza-

tions imposing global policies, and a tendency towards the end of national borders, illus-

trated by the expansion of the internet, is just one face of the change. The other one is the 

information revolution, the rising importance of cost reduction, the spreading of technolo-

gy to more countries, and the shorter product life-cycles demanding increase in expenses 

for research and development. All these require strategic alliances to be formed between 

firms across borders (Fletcher, 2001). 

Thus, the importance of identification of the key strategies is crucial. Accordingly, the im-

portance of identifying the successful international entry modes of GBMs is vital for their 

success. Every country has unique competitive advantages, and no nation can be competi-

tive in every industry, yet it can be competitive in a number of them (Porter, 1990). Hence, 

companies have different capabilities and resources. By identifying the problems that 

GBMs face in international markets and by identifying the applicable strategies for going 

international, the sector‟s international activities will become more efficient and profitable. 

The steep decrease of sales in the domestic market and the frustrating forecast about the 

future of the country‟s economy urge more than ever companies to rethink their strategies 

for international expansion. Despite this strategic orientation, the literature reveals that rel-

atively little is known about the strategies Greek boat manufacturers implement. With the 

aim to fill that gap, this study intends to identify and outline the different strategies Greek 

boat manufacturers use, in an attempt to support Greek boat industry by providing them 

with insights into the industry and acquaint them with the strategies companies use when 

they try to expand their business internationally. 

 

1.2 Dissertation overview 

 

This dissertation has been organized into five chapters. Chapter one is the introductory 

chapter of the study. The first chapter provides an overview of the components of this 

study and outlines the objectives and aim of the study, by pointing out its significance for 

Greek boat enterprises. Also, the research questions are addressed in this chapter. Addi-

tionally, a brief but concise description of the current Greek and global boat markets is 

given. Lastly, the scope of the study is mentioned. 
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The second chapter gives a detailed review of the relevant literature. As the literature about 

the internationalization process of GBMs is quite poor, definitions and brief descriptions of 

some important terms and phenomena involved in the internationalization process of SMEs 

are presented. Further, the motives for internationalization as well as the obstacles are pre-

sented. Initially, the process of internationalization of SMEs is analyzed more specifically, 

the entry modes of SMEs manufacturing companies in new markets. After that, the mo-

tives that drive the SMEs to internationalization are investigated. Additionally, an analysis 

of the factors which affect selection of the businesses‟ target market is performed. Finally, 

the development strategy which is used by the companies when they become international 

is examined. 

The third chapter describes the methodology of the investigation and in particular the type 

of research that was selected as well as the process followed for its implementation. The 

chosen method for data collection is also described in this chapter. More specifically, the 

third chapter includes the sampling procedure, participant selection, questionnaire design, 

method for data collection, and method for data analysis. 

The fourth chapter is dedicated to a detailed presentation of the results of this investigation 

with the help of tables and graphs where needed. The findings from the collected data were 

transcribed to word format. Thematic analysis is taken place. This presentation leads to the 

next and final chapter. 

Chapter five, the final one, presents the discussion and the conclusions drawn from the re-

search, the author‟s suggestions and the limitations of this study. Finally, an argument 

about the significance of this research for interested parties was made as well as sugges-

tions for future research. 

 

1.3 Aim of the research  

The aim of this study is to gain a better understanding of the internationalization process of 

Greek boat manufacturing companies, and particularly to investigate the behaviour of 

Greek boat manufacturing companies while they expand into international markets, and to 

identify the different market entry modes observed. This study assesses the motives and the 

factors affecting the entry mode selection. 
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1.3.1 Objectives of the research 

 The aim of the research is accomplished by meeting the following research objectives: 

1) What are the motives for Greek boat manufacturing companies to decide to go glob-

al and enter international markets? 

2) What are the key points companies consider before choosing a new market? 

3) How do they make decisions about the appropriate entry mode in their attempt to 

enter a new market, and which factors are the most influential? 

4) How often do they change their deployed entry mode strategies when they have al-

ready entered a new market?  

 

1.4 Significance of the study 

 

A practical contribution of this study is that it contains insightful information which could 

assist the Greek government and other decision makers, such as the European Union, in 

making more informed decisions on designing SMEs support programs. At the same time, 

this paper serves not only the Greek boat entrepreneurs, but also other SMEs managers in 

their quest to learn how a SME can internationalize, so that they can develop appropriate 

internationalization strategies for their businesses. Its findings will improve understanding 

of the way Greek entrepreneurs deal with important decisions regarding international ex-

pansion, based on which practical insights can be gained about potential strategies. Also, 

the findings can be used by the European Union as a tool to improve its knowledge of the 

Greek market, as well as to generate new ideas relative to the sector‟s strategies. The 

Greek government can also make use of this study in order to encourage entrepreneurship 

and formulate and support strategies for the sector‟s international expansion. 

Apart from the practical contribution, there is also a theoretical contribution to the field of 

international entry mode of small and medium-sized manufacturing companies. Although 

the small and medium companies account for the biggest part of international trade, there 

is not much empirical research on how they make international entry mode decisions 

(Brouthers et al. 2004). Moreover, there is a limited amount of qualitative research on the 

small firm sector; as a result, this qualitative study will contribute to the theoretical study 

of the SMEs (Shaw, 1999).  
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The research that looks at smaller firms can be classified into three categories, according to 

the main object of study: 1) factors leading to entry success, 2) motives for entering an in-

ternational market, and 3) differences between exporters and non-exporters (Brush, 1995). 

This study focuses on the first two, namely factors and motives, enriching the theoretical 

knowledge of SM manufacturing companies. 

 

1.5 The Greek market 

Research reveals that there are three pillars that support the sector‟s activities. 

SEKAPLAS, the Champers, and Enterprise Greece - Invest and Trade. Enterprise Greece 

is an official agency of the Greek state; part of its role is to promote exports as well as to 

contribute to the extravert orientation of the Greek economy. The Champers‟ mission and 

goals are, among others: to provide free services and consulting to all the members; to sup-

port and promote entrepreneurship; and to organize and participate in trade missions to and 

from foreign countries, aiming at the expansion of international economic relations. Final-

ly, SEKAPLAS is the union of Greek boat manufacturers. Currently (2016), according to 

the list of SEKAPLAS, there are 41 registered GBMs, slightly fewer than what the number 

was in 2013 (45). The Greek boat manufacturing sector has been affected disproportionate-

ly by the on-going recession. 

Figure 1 
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But when we compare numbers between 2016 and 2006, we find an impressive decrease of 

registered members (see figure 2). Nevertheless, we should take into account that there are 

some manufacturers that have not registered, thus it is difficult to define how many those 

are.  

The Greek boat building industry is a contradictory industry. It is neither a strategic sector 

of Greek economy nor a current key driver of growth. But it is unique in its vigour, contra-

ry to the weak country‟s industrial production; boating industry boasts a significant amount 

of knowledge, technological innovations, and production capabilities – a heritage from a 

long maritime tradition ( Thanopoulou, 2007). Servicing the Greek market, indigenous 

companies provide high-quality products and benefit from production efficiencies that 

make them competitive worldwide (Thanopoulou, 2007).   

The domestic market has been almost entirely focused on commercial and leisure boats, 

with almost no tradition in paramilitary craft, though some efforts have been made towards 

that direction by a small number of companies; these aimed at supplying initially the Greek 

armed forces and later possibly expand into the global market. 

It is well accepted that the strong traditional boat industry in Greece is suffering considera-

ble losses since the outbreak of the economic crisis in 2008 and the implementation of aus-

terity measures that followed. Boats are luxury products and the decrease in available in-

come caused decrease in demand. As a result, the boating industry experienced significant 

losses. 

Some policies affected the boating industry directly. One of them was the extension of an 

annual luxury tax to include all recreational boats over five metres (16ft); another was the 

increase of this tax from 10 to 13 per cent. As a result, the number of new registrations 

dropped from 12,000 per year in 2009 to only 2,500 in 2015. Moreover, even this frustrat-

ing number is questionable, since among the 2,500 registrations some are about new own-

ers of second hand boats, thus the sales of new boats must be lower. Of course, there were 

registrations of second hand owners back in 2009 too, but one can only assume that their 

percentage probably grows in times of severe recession. In any case, this drop affected the 

Greek manufacturers, who traditionally dominate the market. It is estimated that this steep 

decline in production cut down employment rates. Many companies bankrupted and sus-

pended trade.  

 

This new economic environment led GBMs to become more export oriented. Although the 

European market is the main export destination, other countries are becoming more and 
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more important. It should be noted that the substantial decrease in the wages lowered the 

production cost, thus making the industry more competitive. 

 

 

1.5 The global market 

 

The boating industry is generally a highly internationalised sector. The global boat market 

is expected to grow to $25.2 billion by 2020, the major drivers for growth being the high 

replacement rate, changes in technologies, increased boat size, and high-net-worth popula-

tion increase. Boating is rapidly growing as a result of the increased demand for recreation. 

The American Trade Administration in its 2016 report, which is a Market Assessment Tool 

for U.S. exporters, identifies Australia, Brazil, Canada, China, Japan, Korea, Mexico and 

Western Europe as the top markets for the recreational marine subsector (2016 ITA Recre-

ational Transportation Top Markets Report). This provides us with an indication about the 

future trend of sales. 

 

In terms of statistics, the biggest boat manufacturing industry in the world is the U.S.A. 

with more than half a million boats built very year (see figure). France comes second, with 

approximately 25,000 boats built on an annual basis. U.S.A. is, of course, also the biggest 

consumer for that market (2016 ITA Recreational Transportation Top Markets Report).  

 

Recreational boating sales are highly dependent on consumer confidence, and the major 

economic downturn in 2008 had a negative impact on boat sales. More specifically, the 

economic slowdown impacted on the overall demand for recreational crafts, particularly so 

in Europe. Consequently, the market has been shrinking since (less ownership, less days 

spent on a boat) and shifting (more rental). European manufacturers, noticing the steep 

drop in new boat registration during 2009 in the European market (40%), turned their focus 

to other markets, like the north-American, where the demand skyrocketed: more than 47% 

increase in 2013 (Global Recreational Boating Industry Analysis and Forecast 2015-2020). 

Interestingly, approximately 95% of the companies doing business in the European Union 

in the boat manufacturing sector are SMEs (Global Recreational Boating Industry Analysis 

and Forecast 2015-2020). 

Recognizing the exporting power and the industry importance of the U.S. recreational ma-

rine craft, the U.S. government included it in the recreational transportation priority sector 
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of the National Export Initiative (NEI), whose aim is to help U.S. exporters increase their 

sales overseas in these sectors and in priority foreign markets. It must be pointed out that 

the North American market represents 40% of the global demand (2016 ITA Recreational 

Transportation Top Markets Report). 

The Chinese boat building industry, although considered weak by international standards, 

is also committed to a rapid advance in technology, and, with new designs and marketing 

promotion, it is expected to be a world class competitor as well as a first class market (Eur-

lex.europa.eu, 2016). 

 

1.6 Scope of the study 

 

The focus of this study was on the Greek boat building industry. Greek boat building in-

dustry is part of the European recreational boating industry, which is quite a broad one. 

The significance of this industry is so important that the European Commission identified 

the European recreational boating services industry as one of the most important for the 

realization of the EU's Blue Growth agenda (Eur-lex.europa.eu, 2016).  

 

The International Council of Marine Industry Association (ICOMIA) makes a distinction 

between four sectors in boat industry: boat builders (5 different types); engine manufactur-

ers; boat accessory and marine equipment manufacturers; and service providers. The Euro-

pean Boating Industry classifies manufacturers differently: boat builders; equipment manu-

facturers for boats; equipment manufacturers for water sports; infrastructure builders and 

operators (marinas); and service providers. The figure below (see figure 3) shows a general 

breakdown of the industry, which also illustrates the broad scope of the sector (Eur-

lex.europa.eu, 2016). Manufacturing sector is the scope of this study.  
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Figure 3 

Since this research limits its scope to Greek recreational boat industry, it adopts the defini-

tion given by the European Union (EU directive 94/25/EC) for those products. The defini-

tion is stated as follows: “'Recreational craft' shall mean any boat of any type, regardless 

of the means of propulsion, from 2,5 to 24 m hull length, measured according to the ap-

propriate harmonized standards intended for sports and leisure purposes” (Eur-

lex.europa.eu, 2016). 

 

Accordingly, Eurostat identifies boat manufacturing as: „manufacture of inflatable boats 

and rafts, building of sailboats with or without auxiliary motor, building of motor boats, 

building of recreation type hovercraft, manufacture of personal watercraft, canoes, kayaks, 

rowing boats and skiffs‟. In line with the revised work plan, it is decided to also include 

vessels which are commonly known as “super yachts”. In practice, this means that there is 

no specific restriction to the hull length (Eur-lex.europa.eu, 2016).  

 

Additionally, the definition of the recreational boating sector in the Directive 94/25/EC 

excludes surfboards, canoes, kayaks, rowing boats and skiffs. In the data analysis this defi-

nition will be applied, meaning that the range of the definition of the manufacturing sector 

by Eurostat is narrowed down (Eur-lex.europa.eu, 2016). 

 

Similarly, since scope of this study is limited to SMEs of the boat manufacturing industry, 

the official definition by the European Union for SMEs companies was adopted: SMEs are 
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those who have less than 250 employees. The same classification identifies three different 

subgroups according to the number of employees: microenterprises, having less than 10 

employees; small enterprises, having between 10 and 49 employees; and medium enter-

prises, having between 50 and 249 employees (Eur-lex.europa.eu, 2016). 
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Chapter 2 

Literature Review 

After the introduction of this study in the first chapter we proceed to second in which a 

review of the literature, along with the theories which are related to the research ques-

tions of the dissertation, are provided. The theoretical framework on which this analysis 

will be based consists of the theory regarding the entry modes for foreign markets of 

SMEs, their motives, the factors that influence their decisions, and will answer the re-

search questions raised in Chapter One. 

 

2.1. Internationalization 

 

Although much research has already been conducted related to the drivers that lead 

SMEs to deploy specific internationalization strategies, there are still considerable ques-

tions that need to be addressed regarding this matter (Nissar et al. 2012).  

The growth of the multinational enterprise as a dominant characteristic in the world 

economy is well recognized and attracts most of the attention of firms. In today‟s global-

ized economic world, the selection of the internationalization strategy plays a tremendous 

role, having a significant impact on a firm‟s sustainability and growth. The way that 

companies attract business in other countries around the world, is described by the notion 

of internalization (Raymond et al. 2015).  

 

Internationalization is a necessary strategy for small and medium sized companies to 

achieve growth and profitability (Leonidou et al. 2009) though a broader explanation 

might be that companies  already have a competitive advantage in the domestic market 

and are merely attempting  to exploit it abroad (Fernandez et al. 2005). Internationaliza-

tion, however, requires a very complex strategy, and is something that any company can 

undertake, no matter its size. More significantly, it is vital if they are to prosper in a con-

stantly evolving and changing world (Fernandez et al. 2005). The internationalization of 

a SME has benefits for the company, in that it will become bigger and acquire 

knowledge. In addition, the step taken by an SME to expand outside of its home country 

may even strengthen its financial performance (Lu and Beamish 2001). 
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The internationalization of businesses and firms has been examined in numerous streams 

of literature. A comprehensive definition describes internationalization as “the process of 

increasing involvement in international markets” (Welch et al.1988). Calof and Beamish 

(1995) later defined it as “the process of adapting firm‟s operations (strategy, structure, 

resource, etc.) to international environments.‟‟ 

 

A broader definition of internationalization is that the “Internationalization of a firm con-

cerns the relationships between the firm and its international environment, derives its 

origin from the development and utilization process of the personnel‟s cognitive and atti-

tudinal readiness and is concretely manifested in the development and utilization process 

of different international activities, primarily inward, outward, and cooperative opera-

tions.” (Lehtinen et al. 2003). 

 

2.2 Entry Mode 

Before going international, each company has to make 3 important decisions (Hill, 2007). 

Fist to identify the preferable market accordingly firm‟s priorities. Secondly, to identify 

the appropriate entry time, taking into consideration the advantages and disadvantages of 

each decision (first-mover or later-entrant) and finally has to decide about the scale. 

Which either will be small or large depending on the degree of resources commitment 

(Hill, 2007) 

 

The entry mode on the other hand is the term that is used in order to define the method 

that a company uses for the expansion of its activities into a foreign market. In particular, 

“Foreign market entry modes are institutional arrangements for organizing and conduct-

ing transactions in host markets.”  (Andersen, 1997). Sharma and Erramili (2004) de-

fined entry mode as „‟a structural agreement that allows to a firm to implement its prod-

uct strategy in a host country either by carrying out the marketing operations, or both 

production and marketing operations there, by itself or in partnership with others‟‟.  

 

The entry mode choice is the most critical decision that a company has to take before en-

tering in a new market abroad (Ramaswami, 1992). The entry mode sets the level of in-

volvement the company will have in the new foreign market (Erramilli, 1990). By deter-

mining the entry mode, the company simultaneously determines the amount of risk which 

it is willing to undertake (Hill et al. 1990). The time estimation which is normally needed 



19 

 

 

for the completion of this activity, meaning the entering of that company into a foreign 

market, is three (3) to five (5) years (Root, 1994). Other authors suggest that there is not 

rationality on that. Why firms should go through specific stages? (Reid, 1983). Others, 

suggest that in some cases firms are internationalized from their inception (Oviatt et al. 

1994) 

The consequences of the selection of the right and appropriate entry mode into a foreign 

market have an impact on both the performance of the company and its survival in the 

market. These consequences are far reaching and significant (Gatignon et al. 1988) i.e., 

the selection of an inappropriate entry mode may even lead to the withdrawal of the firm 

from the foreign country. For instance, Merrill Lynch was unsuccessful in its attempt  to 

enter the Japanese private-client market during 1980 because the entry mode choice was 

against Japan‟s restrictive regulations (Hill, 2002).  

Finally, the choice of the entry mode affects the strategy that the company follows and 

therefore its future competitiveness in the new foreign market as regards the efficiency of 

the distribution of the products and the number of sales, or the maintenance of the value 

of the products (Leonidou et al 1996).  

 

2.1.1. Types of entry modes 

When we talk about modes of entry into an international market we refer to the channels 

through which a company tries to enter a new international market (Andersen, 1997). The 

entry mode choice is very important because it determines the level of control (Brouthers, 

2002). Thus the company has full control over the foreign unit or has limited control. 

This is a very complicated procedure composed of a variety of entry modes (O‟ Farrell et 

al. 1998).  Broadly speaking, there are three main categories of entry modes for a compa-

ny when it wishes to enter a new and foreign market. These categories are export modes, 

contractual modes, and investment modes (Erramilli et al 1990).  

 

More specifically, export mode is when a company manufactures products in its home 

country or in a third country and then transfers them to a new international market, being 

the one of the host country. This procedure is called export and happens either directly, 

indirectly or co-operatively (Sidoryuk, 2006). Exporting consists of one of the quickest 

entry modes, is for foreign market penetration, and is classified as being among the most 

effective (Achetenhagen, 2011). Regardless of a company‟s size, exporting is an essential 
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entry mode (Katsikeas, 2003). However, small manufacturing firms prefer exporting in-

stead of all the others types of entry modes (Porter. 1990).  

Any company that wishes to enter a new foreign market has to establish the export chan-

nels that it will need in order to succeed that and  has to decide on which responsibilities 

it will be liable for and which ones it will pass on to external agents so that they will 

manage  them on their behalf. This is particularly true of small firms that lack the neces-

sary knowledge and resources to handle the cost and risk of their international expansion. 

Consequently, the need to rely on other modes of operation is key (Zaxarakis, 1997). 

 

Exporting requires the least possible cost and entails the minimum possible risk com-

pared to the other entry modes because it constitutes the least commitment of a compa-

ny‟s resources (Anderson et al.1986). Companies, especially the SMEs which have rela-

tively small capital resources, have a preference in exporting, while entering in a foreign 

market (Porter, 1990). This method also gives a company the possibility of withdrawing 

from the new project whenever it wishes to do so or if it is necessary; thus it offers a high 

level of flexibility (Anderson et al 1986).  

 

There are two main types of export modes, indirect and direct. Indirect export is when a 

manufacturing company does not take care of its exporting activities but  uses an inde-

pendent firm instead such as an another domestic or international company to manage it 

for them (Root, 1982). It may even be the case that the manufacturing company is not 

involved at all in the foreign sale of its products. This is commonly the case when com-

panies do not have enough information concerning the new market or that they are not 

experienced enough in order to reduce the risk of such a venture.  

 

Direct export is when the manufacturing company takes care of the exporting procedure 

themselves. In this type of export the company is in direct contact with the customer or 

importer in the foreign market (Root, 1982).  

A sub-category of the direct mode is the co-operative mode in which the manufacturing 

company agrees to collaborate with other local companies in order to produce the prod-

ucts that will be exported. This is a method which especially attracts those SMEs which 

are not able to achieve an economy of scale in manufacturing whether this is due to the 

small size of the local market or a lack of available sources. The company evaluates the 



21 

 

 

advantages and disadvantages of each entry mode before it decides which one will be 

chosen. The table below shows these advantages and disadvantages: 

Export Mode Advantages Disadvantages 

Indirect Exporting 

 Export inter-

mediaries 

know the spe-

cific of for-

eign market 

 Exporting 

firm is free 

from financ-

ing of export 

operations 

and credit 

risk 

 Exporter is 

free from 

dealing with 

export docu-

mentation 

 There is the 

export oppor-

tunity without 

financial 

commitment 

and labor 

costs of per-

sonnel of ex-

porting com-

pany 

 Absence of control 

over overseas opera-

tions 

 There is no export-

ers‟ image in the tar-

get market 

 Export intermediary 

can enter into trans-

actions with many 

other companies in 

order to maintain big 

volume of operations 

(sometimes such be-

havior of local inter-

mediary is harmful 

for the exporter 

 Dependence on the 

intermediary that can 

show the opportunis-

tic behavior 

 Intermediaries can 

sell the products of 

direct competitors of 

a company 

Direct Exporting 

 Access to lo-

cal market 

and contacts 

with potential 

customers 

 Shorter dis-

tribution 

chain (com-

pared to indi-

rect export-

ing) 

 Market 

knowledge 

acquired 

 More control 

over market-

ing mix (espe-

cially with 

agents) 

 Local selling 

support and 

services 

available 

 Little control over 

market price because 

of tariffs and lack of 

distribution control 

(especially with dis-

tributors) 

 Some investment in 

sales organization 

required (contact 

from home base with 

distributors or 

agents) 

 Cultural differences, 

providing communi-

cation problems and 

information filtering 

(transaction costs oc-

cur) 

 Possible trade re-

strictions 

 

1
 Source: Svend Hollensen (2004) 

                                         
1
 Global Marketing, Pearson Education, England, P324 
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2. Contractual (intermediate) mode is when the parent company shares its knowledge and 

its skills with a foreign company.  It also shares the ownership and the control of the newly 

formed company with the local one. Such intermediate entry modes can be categorized as: 

 

i. Licensing which is defined as “the method of foreign operation whereby a firm in one 

country agrees to permit a company in another country to use the manufacturing, pro-

cessing, trademark, know-how or some other skill provided by the licensor” (Hollensen, 

2004). 

When a company wishes to establish a local product in a foreign market it uses this specif-

ic entry mode which is usually for a longer term than the one for a manufacturing contract. 

The new company establishes without a capital investment and it involves more responsi-

bilities for the local company. 

A licensing agreement is when a company in one country gives something of value to a 

company of another country in exchange for certain performance. This agreement must be 

formal and therefore must be written in a document. The second company is obliged to pay 

the first company.  

The first company gives to the second one the license to use a patent of a product or a pro-

cess, the know-how of manufacturing, the use of a trade mark or a name, and technical and 

marketing advice and assistance. The table below shows the advantages and disadvantages 

of such licensing (Hollensen, 2004): 
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Advantages Disadvantages 

 Firm avoids the risks related to in-

vestments in the physical assets of 

the firms (equipment) by transfer-

ring the license to the company in 

the target market 

 Gives licensees the opportunity to 

gain and develop valuable experi-

ence in the marketing sphere; al-

lows them to establish long-term re-

lationships with licensors 

 Licensing is advantageous for the 

newly internationalized company as  

the need for research of the target 

market is reduce; often possible to 

encourage the licensee to support 

the product in the host-country mar-

ket 

 Licensee can misuse the transferred 

firm-specific assets of the licensor.  

 Long-term risk of creating a direct 

competitor for the licensor in the 

foreign market due to ability of li-

censee to develop its own skills and 

knowledge on the basis of the trans-

ferred technology 

 Licensees can utilize transferred 

rights even after contract expires 

 

2
 Source: Johansson, J.K. (2006) 

 

ii. Franchising is an entry mode whereby the franchisor gives to the franchisee the “prod-

uct and trademark,” along with the “business format”. In return for these services the fran-

chisee pays  a fee as well as a percentage of the future income. This means that the franchi-

sor sells to the franchisee the right to use his trademark, his operating system, his reputa-

tion and his continuous support (such as local advertisements) in order to maintain the im-

age of the trademark or the training of the employees (Johansson, 2006).  

There are two (2) major franchising systems: 

1. Product and Trademark, meaning a distribution system in which the suppliers make 

contracts with the dealers for the selling and buying of goods. Dealers then use the trade-

mark of the parental company and its product line.  

 2. Business format package, meaning all the elements which are required for the estab-

lishment and profitable running of a business. The package contains the trademark of the 

parental company, the designs, patents and the know-how of the business. In return for the-

se services the franchisee pays both an initial and a continuous fee.  

The table below shows the advantages and disadvantages of franchising:  

 

                                         
2
 Global Marketing: Foreign Entry, Local Marketing and Global Management, 4 ed., Mcgraw-Hill, New 

York. 
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Advantages Disadvantages 

 Compared to licensing the control is 

higher 

 Low cost and therefore a low risk 

entry mode 

 Using businesses which have highly 

motivated contacts with money 

along with local market knowledge 

 It is generating economies of scale 

 It may be a precursor to possible fu-

ture direct investments in foreign 

markets  

 Searching for a franchisee who is 

competent may be time consuming 

and expensive 

 High cost in creating a reputation 

globally and retaining it 

 High cost creating a unique pack-

age of products 

 There may be problems with the 

legislation of another country 

 The opening of the internal 

knowledge of a business may create 

a future competitor 

 The international reputation of a 

company may be destroyed  

 There is no control 
3
 Source: Johansson, J.K. (2006) 

 

 iii. Contract manufacturing is the entry mode which gives the opportunity to a company to 

have foreign sourcing without being committed to it. This means that the company devel-

ops and controls the marketing, distribution, sales and service of its products on an interna-

tional basis. The responsibility of the production though belongs to a local company. 

The table below shows the advantages and disadvantages of contract manufacturing: 

 

 

 

 

 

 

 

 

 

                                         
3 Global Marketing: Foreign Entry, Local Marketing and Global Management, 4 ed., McGraw-Hill, New 

York 
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Advantages Disadvantages 

 The market entry is of low cost 

 There is not a local investment and 

therefore not a risk of expropriation 

 There is control from the parental 

company over  the sales 

 There are no financial problems 

 There are no transfer pricing prob-

lems 

 It is very difficult to transfer the 

know-how of production 

 It is very difficult to find a reliable 

manufacturer 

 The subcontractor may become a 

competitor in the future 

 The local manufacturer needs a lot 

of technical training 

 It is difficult to control the quality of 

the manufactured products  
4
 Source: Johansson, J.K. (2006) 

 

iv. Joint ventures 

Here we have two (2) or more companies who join together in order to create a new entity 

which will be totally independent from the parental one. The ownership of the new busi-

ness will thus be shared (Osland, Taylor & Zou, 2001). The main reason for such a venture 

is that the new entity will be very strong as far as capital is concerned and the risk will be 

divided.  

The table below shows the advantages and disadvantages of joint venture: 

 

Advantages Disadvantages 

 Both the market and the political 

risk are reduced  

 The companies share their 

knowledge and their resources 

 They produce economies of scale 

 They are able to contact the local 

markets 

 Any type of local barrier is avoided 

 The risk of failure is shared 

 They cost less than the acquisitions 

 They create a better relationship 

with the national governments 

 The partners make large invest-

ments of resources 

 The partners are locked into rela-

tions which may be long termed 

 The transfer may create pricing 

problems 

 The cultural differences often lead 

to management differences 

 They are often not flexible enough 

5
 Source: Johansson, J.K. (2006) 
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3. Hierarchical-investment mode 

This is an entry mode in which the initial company is the unique owner of the new foreign 

one and therefore controls it completely. There are two (2) ways for the parental company 

to enter a new market in such a way: 

 

 

i. Merger or Acquisition is when a local company chooses a foreign one and merges with 

it in order to enter that market. Alternatively, the local company purchases the foreign 

company and therefore acquires its control. By doing that it succeeds in having immediate 

access to the facilities of an international manufacturing network. The advantages and dis-

advantages of this particular entry mode are the following: 

 

 

 

 

 

Advantages Disadvantages 

 Not  time consuming  

 Ease of  execution 

 The company has an immediate 

stake of the share of the market 

 By taking over the possible rivals the 

competition is diminished or even 

vanished 

 The investor relies on the existing 

goodwill of the business that he ac-

quired  

 The acquisition of a company in a 

foreign country is a very complicat-

ed task 

 Sometimes the foreign country im-

poses many restrictions on the ac-

quisition of local companies by for-

eigners 

 Any labor problem that the company 

of the host company may have is 

transferred to the acquired company  

6
 Source: Johansson, J.K. (2006) 

 

 

 

                                                                                                                            
5 Global Marketing: Foreign Entry, Local Marketing and Global Management, 4 ed., McGraw-Hill, New 

York. 

 

6
 Global Marketing: Foreign Entry, Local Marketing and Global Management, 4 ed., McGraw-Hill, New 

York. 
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ii. Greenfield is the procedure of expanding the operation of a company into a foreign 

country. This procedure requires the purchase of local property along with the local man 

power. The advantages and disadvantages of this are shown below: 

 

 

 

 

7
Source: Johansson, J.K. (2006) 

 

 

 

2.2 Motivation for a SME to become international 

Unlike large companies SMEs face a series of considerable disadvantages relative to their 

international expansion. These are mostly related to the lack of resources and the necessity 

for an immediate return of investment, both of which narrows down their potential entry 

mode options (Kubickova et al. 2014). Moreover, it is often the case that SMEs managers 

are sceptical of entering a foreign market due to the feeling of being constrained by their 

personal ability to manage and operate within an unknown environment (Hutchinson et al 

2006).  

From an empirical perspective, motives can be divided in four categories: growth motives, 

motives related to the company‟s knowledge, those that emerge from social relationships, 

                                         
7
 Global Marketing: Foreign Entry, Local Marketing and Global Management, 4 ed., McGraw-Hill, New 

York. 

 

Advantages Disadvantages 

 There is no risk of losing technical 

competence from a competitor  

 The operation of the problem is 

highly controlled 

 New jobs are created in the local 

market 

 A lengthy procedure as it begins 

from scratch 

 It faces a lot of competition even be-

fore it starts the business 

 A lot of research has to be carried 

out before the establishing of the 

new company 

 An emerging market may be unsta-

ble  
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networks and business relations and, lastly, motives related to the domestic or foreign mar-

ket (OECD, 2012). Scholars have classified the internationalization motives differently, 

however. Some scholars classify them as being internal or external (Leonidou et al. 2002) 

while others distinguishes between pull and push motives (Onkelix et al 2012) or as reac-

tive and proactive motives (Czinkota et al. 2012, Hollensen, 2004). 

 

The proactive motives are those that provide the company with a stimulus to try to change 

the strategy that it currently follows. This stimulus is based on either the interest that the 

company may have in exploiting competences which are unique (i.e., the special 

knowledge they may have about something) or on the possibilities of the new market.  

According to Hollensen (2008) the proactive motives are profit and growth objectives, 

technological competences, managerial initiatives, product uniqueness, market infor-

mation, economies of scale, foreign market opportunities, and tax benefits. 

 

On the other hand, the reactive motives mean that the company reacts to pressures and 

threats that the market may have and finds ways to adjust to them by gradually changing its 

activities (Hollensen, 2004). These kind of motives might be  competitive pressures, a 

small and saturated domestic market, overproduction and excess capacity, unsolicited for-

eign orders, the possibility to extend sales of seasonal products, proximity to international 

customers, or a psychological distance ( Albaum et al. 1994). 

 

It is well accepted that there are many reasons for a local company to enter a new interna-

tional market. This study considers the classification given by Leonidou et al. (2002) who 

separated them in internal and external motives. More specifically classified motives in 

two main categories. Those associated with the human resource area, the financial area, the 

research and development area as well as production and marketing. Those according Le-

onidou et al. (2002) are the internal motives and the external motives are separated into 

those related with the market, the government, the intermediaries, the customers, the com-

petition and miscellaneous ( see figure ). 
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 Figure 4 

 

2.3 Export barriers  

 

Barriers to exporting are those attitudinal, operational, structural and other constraints that 

prevent a company from initiating, developing or sustaining international operations in for-

eign markets (Leonidou 1995). These barriers are characterized by the internationalization 

process from the first until the last step (Gavusgil et al. 1980). According Leonidou (1995) 

export barriers are known with many names such as obstacles, hindrances, disincentives, 

impediments, or problems and such barriers are characteristics of firms who tend to en-

gage, or are already engaged in export activities. Such impediments are a more severe 

problem for small companies than large companies (Ghauri et al. 1989).  
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Internal barriers are those obstacles related to the firm‟s capabilities and organizational re-

sources as well as to obstacles related to the selected approach to internationalization (Le-

onidou, 1995). External barriers refer to obstacles connected with both the foreign and do-

mestic market environment (Leonidou, 1995). Barriers can be categorized as being internal 

and external (see figure 3) which can be broken down to functional, informational and 

marketing for internal, and procedural, governmental, task and environmental for external 

(Leonidou, 2004).  

Neither internal nor external barriers alone can forbid or constrain a company from export-

ing. In order for these barriers to influence export activities, there must be some triggering 

factors (idiosyncratic characteristics of the manager, organizational structure, and opera-

tional environment of the firm), (Barrett et al 1985). Subsequently, although barriers for 

firms are the same, the impact or the intensity varies from company to company (Leonidou 

2004).  

Managerial factors are related to the degree of managers‟ aversion to risk, their personal 

skills and capabilities, as well as if they are inward or outward oriented managers (Bilkey 

et al. 1977). Managers‟ perceptions related to costs, profit and growth characteristics to-

wards export activities are major influencing factors too ( Katsikeas et al. 1998). 

Organizational factors are those related to the time firm‟s operation. More experienced 

firms are not generally so sensitive to impediments as firms that have not been in the mar-

ket for very long (Leonidou 2000). Additionally, small sized firms are more sensitive to 

problems arising from the lack of adequate resources, managerial difficulties, or trade re-

strictions ( Katsikeas et al. 2004). 

As regards environmental factors, these have a twofold influence. Firstly, there are barriers 

related to the domestic market and, more specifically, to a government‟s policies, the infra-

structural facilities or logistic systems. Secondly, barriers may be the result of the political, 

economic, cultural, and social characteristics of the host country where operations are tak-

ing place ( Leonidou 1995). 

 

 

2.4 Conclusion  

The internationalization characteristics of manufacturing SMEs are influenced by a number 

of motives. GBM firms being SMEs follow the same configuration. Boat manufacturers 

need to verify the main motives that drive them to the internationalization process. The 

identification of the specific motives is very important because it allows managers to 

choose the right internationalization and differentiation strategies (Baldauf et al 2000). 
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GBMs are forced to make decisions that take into consideration the limited amount of stra-

tegic resources available and the uncertainty and complexity of  international expansion 

requirements. This environment sometimes discourages them from seeking new markets 

abroad (Fernadez. et al. 2005).  

 

Having limited resources, GBMs need to consider carefully  the characteristics of the target 

market. The theory underlines that the allocation of limited resources is crucial for the in-

ternational expansion of the SMEs, but of more importance is the contingent reallocation 

of those resources (Kalafsky, V. 2009). As a result, GBMs should re-examine their de-

ployed strategies and make adjustments when it is required. Accordingly, the acquisition of 

accurate market information on new business opportunities is avery important part of the 

export strategy (Kalafsky, V. 2009). 

 

The managerial team plays an important role in setting the strategic goals and implement-

ing the strategy (Omri and Becuwe 8-42). Moreover, the ability for international expansion 

of small firms is mainly detached from their capability to exploit their local advantages on 

the international markets. 
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 Research methodology 

 

3.1. Introduction 

 

The purpose of the research which was conducted for this dissertation was to inves-

tigate and thus to understand how the GBMs expand into the international markets. 

In other words, we tried to find out the motivations of the GBMs which expand to 

the international markets, along with the determinants on entry mode choice and the 

barriers that influence them. The literature review and theories about the motiva-

tions, the barriers and the different entry modes that led the above mentioned GBMs 

to internationalization have already been analyzed in the previous chapter. This 

chapter includes a description of the research methodology that was utilized for this 

study. 

 

 

3.2. Definition of research methodology 

 

As research we define the process of collecting information and data in order to create the 

theoretical framework of the issue that is being analyzed. According to Saunders et al. 

(2009) research is “something people undertake in order to find things out in a systematic 

way, thereby increasing their knowledge”. Subsequently, when a research is being con-

ducted, there is a “research problem” which needs to be either answered or solved. The re-

search methodology is the way to find out a result for that issue (Industrial Research Insti-

tute, 2010).  

As shown in figure 5 each research includes various steps. Saunders et al. (2009) suggest 

that research methodology has six defining elements. These are the following: research 

philosophy, research approach, research strategy, research choices, time horizon and analy-

sis of the collected data (Saunders et al 2009). 
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Source: Saunders et al. (2009) 

Figure 5 

3.3. Research design 

 

According to Myers (2008), a research design consists of the specific steps which a re-

searcher follows in order to discover new data, analyze them, interpret the results and dis-

seminate the findings. These choices have a certain design. Saunders et al. (2009) distin-

guishes three different methodologies as regards research design. According to his opinion, 

the investigation approach of the research may be either qualitative or quantitative or mixed 

(see figure 1).  

 

The qualitative research is mainly an exploratory one, which is used in order to find out and 

understand the reasons that the specific issue exists. It provides the researcher with infor-

mation on the matter that is being examined and helps him analyze it, test it, and possibly 

develop new ideas and solutions for it (Van Maanen, 1979). A qualitative research may also 

uncover the trends of society on the issues in question and look deeper into them. The size 

of the sample used is usually small (Wyse et al. 2011). The mixed method research design 

is a combination of the quantitative and qualitative data collection techniques (Saunders et 

all, 2009). 

 

Strauss et al. (1998) provide us with a comprehensive definition of qualitative research. 

According to them, qualitative research is “Any type of research that produces findings not 

arrived at by statistical procedures or other means of quantification. It can refer to re-

search about persons‟ lives, lived experiences, behaviours, emotions, and feelings, as well 
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as about organizational functioning, social movements, and cultural phenomena”. They 

conclude that this kind of research is valuable in order for an unknown area to be explored. 

Hence, this study adopted qualitative approach as the most appropriate to explore in depth 

the internationalization strategies of GBM.  

 

 

Research approach 

 

 

Furthermore, a qualitative research may be either deductive or inductive (Burnard et 

el. 2008). According to Burnard et al. (2008), though, every research can be handled 

in many different ways. The deductive research tests the existing theory and it usu-

ally begins with a hypothesis. Its aim is the definition of the causes of the specific 

phenomenon that is being analyzed (Saunders et al. 2009). The inductive research, 

on the other hand, is concerned with the generation of a new theory; this theory 

emerges from the data that has been collected (Saunders et al. 2009). 

 

In this study the conducted research was deductive. Through the literature review 

the researcher tried to gather all the relative secondary data and theories concerning 

the different entry mode choices, followed by the motives and the factors that most-

ly drive SMEs companies to expand abroad. By gathering qualitative data the re-

searcher aims to find out if the findings relate to existing theories, thus moving from 

the specific towards the general. According to Burnard et al. (2008), the deductive 

approach is very useful in studies were researchers use known theories. 

 

 

 Selecting responders 

 

The field research process begins with the definition of the population, i.e. those 

companies that are eligible to participate in the research (Saunders et al. 2009). The 

population is defined by four parameters. 

 

a) The information, meaning the potential respondents to this survey who are inter-

nationalized, i.e. boat manufacturing companies in Greece. All companies are re-

quired to have export activity, either currently or in the past. 
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b) The sampling unit, that is, the basic unit that contains the elements of the popula-

tion. In this work we know the details of the GBM companies which have been in-

ternationalized and thus we defined the sampling unit as the total of them (Kervin, 

1999). 

 

c) Area being searched is the geographical region within which the questionnaires 

are distributed. In this case, all companies that participated in the research were lo-

cated in Greece and subject to taxation under the Greek law. 

 

d) Time is the exact period during which the research is conducted. In this case, 

September 2016. 

 

The sampling frame defines those lists that include all potential respondents from 

which the sample is chosen. In this research we proceeded to create a list of candi-

date companies using data provided by the SEKAPLAS P.E.E.Y. The participants 

were chosen on the grounds of their export orientation. Out of the complete list of 

GBMs we created a short list of 41 candidates, all of which were SMEs. We prom-

ised them that their names will not be disclosed, abiding by the rules of data protec-

tion. We guaranteed to them anonymity and confidentiality. We made initial tele-

phone contact with each firm in order to verify their names and addresses. 

 

 

Selecting appropriate method  

 

The choice of the appropriate sampling method is a critical decision in order to 

achieve high accuracy at low cost. According to Saunders et al. (2016), there exist 

two sampling method techniques: probability and non-probability sampling. In the 

present investigation the chosen sampling strategy is purposeful sampling, which is 

typically characterized as a qualitative research (Sandelowski, 1995). Thus, the se-

lection of participants was made according to the requirements of this study (Glaser 

& Strauss; Morse, 1991). Hence, the author chooses participants able to provide the 

maximum amount of information necessary for detailed research (Patton, 1980). 
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Sample size 

 

The selection of the appropriate sampling techniques along with the determination 

of the right size for the sample decreases the probability of errors. Van Kaans 

(1959) stated that for a phenomenological study to be successful, the required sam-

ple must consist of at least 10 companies. Other researchers hold different opinions. 

An adequate sample size is the one that allows the researcher to gain a deep under-

standing of the case, helping insightful analysis to be produced (Sandelowski, 

1995). Conclusively, the desirable sample size is one that can provide the intended 

qualitative result based on the available resources, rather than a predefined theoreti-

cal standard (Sandelowski, M., 1995). 

 

According to Patton (2002), with non-probability sampling techniques the most im-

portant issue is not the size of the sample but the ability of the researcher to gather 

data along with his analytical skills. Similarly, Creswell (2013) suggests that for a 

general study a sufficient number of interviews should be between 5 and 30, when 

the group of participants is homogenous.  

 

In this study 8 interviews were conducted and, although it is a relatively small num-

ber, the researcher actually gathered all the necessary data and reached the satura-

tion level. Reaching saturation level during interviews means that no new data is 

discovered from additional interviews (Alveson et al., 2010). 

 

Data collection Tools 

 

Using more than one method for collecting data gives the researcher the opportunity 

to check the different angles of the gathered data and to understand more deeply the 

issue. According to a study that was conducted in 2005 by Bryman and Bell, inter-

views are the method more often used for a qualitative research; interviews are car-

ried out either face-to-face or by phone. For this study the researcher chose the in-

depth semi-structured interviews with open questions as the method for data collec-

tion, in order to focus directly on the specific issue and gain deep insights. 
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Questionnaire design 

 

This research required collection of primary data. This collection could be achieved 

with several methods and in this work the semi-structured questionnaire with open-

ended questions was used. Details are given in the Annex, at the end of this paper.  

 

For such a research, interview questionnaire is a fundamental and indispensable sci-

entific tool. The data and measurements derived therewith can be considered com-

plete and accurate. A questionnaire‟s content should fully cover both the general 

and specific objectives of the research, taking into account the time available, the 

constraints and the resources. 

 

The questionnaire is a standard method for collecting and recording information 

with an acceptable degree of accuracy and completeness. The preparation of the 

questionnaire, is the most critical and delicate task. An efficient questionnaire 

should have completeness, clarity, consistency, appropriate structure; it should in-

clude audit questions, be brief, be perfectly correct in terms of grammar and syntax, 

and include instructions for completing as well as conceptual explanations (Javeau, 

2000). 

 

In this study, a questionnaire was designed to fully respond to the research ques-

tions and objectives. The design and creation of the questionnaire follow the neces-

sary steps required: identification of the appropriate variables which are going to be 

used; formulation of the questions; and drafting an introductory note to explain to 

the interviewees the aim of the survey. 

 

The questionnaire consists of 16 pre-determined questions which are divided into 

three (3) sections. All questions are simple, clear, interesting and accurate, allowing 

the interviewees to express their personal opinions on each subject ( see Appendix 3 

for examples). The first section contains questions concerning the general character-

istics of the company.  

 

The second section deals with the configuration of the strategy for entering new 

markets. It includes questions about the companies‟ motives for internationaliza-

tion. Additionally, the questions about how a company decides to internationalize 
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are based on the combination of the theories by Messner (1994) and Han (1999). 

Finally, the entry modes and the development strategy used by GBM are investigat-

ed. 

 

The third and final section contains four questions inviting general comments from 

the interviewees, encouraging them to also mention any suggestions they may have. 

It consists of one open question, where the respondents have the possibility to 

comment on the study, and two open questions, where interviewees make their own 

suggestions addressed to the policy makers and to the other GBMs. The fourth and 

last question asks the interviewees if they wish to be notified of the results of this 

research. 

 

 

Design and making of interviews 

 

This study was carried out in and around Athens, Greece, and all interviews were 

conducted in the companies‟ premises, usually in an office next to production facili-

ties. Interviews were taken on one-to-one basis. Eight participants were contacted 

via telephone and invited to participate in the study. All accepted the invitation and 

appointments were made at times convenient for them. All interviews were audio 

taped, with the consent of the interviewees. The researcher made every effort to re-

frain from commenting and interfering, in order to not influence interviewees‟ opin-

ions. Although initially each interviews was meant to last 60 minutes, this plan 

proved to be unrealistic. The duration varied and was determined by each inter-

viewee‟s available time. Thus, durations ranged from 45 minutes to 65 minutes. In 

any case, within these limits, time sufficed for the interviewees to answer the ques-

tions.  

 

The interview‟s design, i.e. semi-structured with open-ended questions, allowed the 

researcher to be flexible and adjust the questions to the flow of each individual con-

versation. Semi-structured interviews favor building trust between the research and 

the interviewee, so that more information can be gathered. Every interview relies on 

the interviewer‟s communication skills (Clough & Nutbrown, 2007). For that reason 

semi-structure interviews were preferred to unstructured interviews. 

Semi-structured interviews have sampling advantages, including greater control 
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over target group selection, and hence more depth, context and flexibility in the 

process of inquiry (Casselluj et al., 2004). 

 

Finally, the research time for the interviews to be conducted was chosen. According 

to the classification of Saunders et al. (2009), time horizon falls into either of two 

categories. To the first, named cross-sectional category, belongs research carried out 

in relatively short time, taking in essence a snapshot of a phenomenon; whereas to 

the second, named longitudinal category, belongs research that can provide data for 

a longer time period and record any change or development (Saunders et al., 2009).  

 

Data analysis method 

 

The methods for analysing qualitative data are totally different from the analysis of 

quantitative data (Barbour, 2008). Since this is a qualitative study, the data analysis 

has a two-fold purpose. The first is to interpret participants‟ recorded arguments and 

understand their perspectives, and the second is to provide adequate answers to the 

research questions.  

 

Another reason why the qualitative method was preferred is that with quantitative 

research, findings have to wait until the researcher has finished or is about to finish 

the data collection. In contrast, with qualitative research the analysis often starts 

with the first data collected (Burnand et al., 2008). 

 

The chosen method for analysing the qualitative data is the thematic analysis. Quali-

tative interpretation of data is a diverse, complex and nuanced procedure (Holloway 

et al., 2003). Thematic analysis is a method that allows theoretical freedom, which 

makes it a useful tool when complex and detailed data are to be analyzed (Braun et 

al., 1998). This flexibility helps a novice researcher analyze data more effectively.  

 

Once the interviews were completed, a three stage procedure followed (Hureman, 

1984). The first stage was transcription of the data in order to be ready for the fol-

lowing analysis; the second stage included identification of the emerging themes 

and data reduction; the last stage was data labelling with representing codes (Cre-

swell, 2007).  Indeed, as soon as the emerging themes were identified, patterns fi-

nally emerged.  
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No computer qualitative data analysis software, like CAQDAS, ATLAS or NVino, 

was used. Instead, the researcher made the analysis by hand. The small number of 

the interviews allowed for manual analysis. The researcher also did the transcription 

and the translation of the interviews.   

 

 

Ethical considerations 

 

 

This study is undertaken in accordance with the Adam Smith Business School code 

of ethics at all times (see Appendix 1). By compliance with the ethics committee of 

Adam Smith Business School, (consent form & plain language statement, Appen-

dices 2 & 3 respectively). Participants were also asked to sign a consent form (see 

appendix 4) giving permission to the researcher to use their responses for the pur-

poses of his dissertation. Additionally, they were given the option to withdraw their 

permission anytime.   

 

Since all participants signed the consent form, it is rightful to say that the study was 

based on voluntary participation. In the initial telephone contact, participation in the 

research was encouraged by explaining the purpose and the benefits of this study. 

The aims of the study and the data collection technique were also clarified. Moreo-

ver, the author explained how this study could enrich the participants‟ insights, by 

providing them with valuable information about the internationalization process.  

 

To protect participants‟ identities, their names have been omitted from the final 

draft along with certain other details such as age and location. For the same reason, 

no transcript of the interviews was included in this dissertation but one, which 

serves as an example. 
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Chapter 4 

Findings 

 

4.1 Introduction 

 

This chapter presents the findings from the participants‟ interviews. Firstly, we evaluate 

the descriptive statistics in order to establish the basic characteristics of the Greek boat 

market. This first section of the chapter, titled General Information, same as the first sec-

tion of the questionnaire, sets out the descriptive statistics. The population interviewed 

comprised 8 interviewees selected through a non-propose sampling approach. 

Secondly, we carry out an analysis of the second section of the questionnaire, titled Histo-

ry, which includes the factors, motives and entry choice modes GBMs use in order to ac-

cess a new foreign market. In this section the interviewees express their opinions about the 

most important variables in regard to the internationalization process of their firms, as well 

as about their actions during the internationalization expansion.  

Finally, the third section, titled Practical Contribution, is where the participants make their 

own suggestions for the improvement of the internationalization process and share any 

other ideas related to the subject. 

Discussion of the findings presented in this chapter will ensue in chapter 5 and it will de-

cide if the research questions are answered by the findings. Furthermore, comparison of 

these new findings with current knowledge will determine the degree of agreement be-

tween the former and the latter.  
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4.2 Firm size 
 
 

All interviewees reported worsening of their business situation. The research revealed that 

a company‟s configurations were changed during the last few years, influenced by external 

factors, such as the financial slowdown. The current number of employees is a result of the 

crisis which has been crushing the Greek economy since 2008. The impact on GBMs 

seems tremendous. All companies were forced to downsize their personnel. All interview-

ees said that drop of demand challenged their companies‟ finances and left them with no 

choice but to lay off employees. The results confirm that the average number of employees 

among the companies participating in this study has dropped from 20 (before the crisis 

broke) to 7 (current). An important observation is that among the 8 companies not even 

one managed to sustain the number of employees it had before the crisis. All were forced 

to reduce it. 

 

 

The average timespan of operation among these businesses is 35.75 years; the shortest is 

21 years and longest 62. This variation already tells us how different the companies that 

participated in the survey are. The same applies to the number of their employees. They 

employ an average of about 6 people, while the smallest staff comprises 1 employee and 

the largest 10. Just before 2008 the numbers were entirely different. The average number 

of staff was about 24, the smallest 2 and the largest 50. Six companies admitted that when 

the production demand rises, they hire temporary employees; one of them outsources the 

whole production anyway; and only one meets the demand with the existing staff. The in-

terviewed firms have all experienced increases and decreases in size regardless of the need 

for and success of the internationalization strategies they have formulated and followed. 

That‟s because the majority of their sales is in the domestic market. 

 

 

 

 
Years of operation Employee number just 

before 2008 
Employee number in 

2016 

Minimum 21 Minimum 2 Minimum 1 

Average 37.75 Average 24.375 Average   6 

Maximum 62 Maximum 50 Maximum 10 

Figure 6 

 
The sample consisted of eight Greek boat manufacturing companies and the interviewees 

were four CEOs and four Presidents. 

Then we analyse the data related to the internationalization of these companies. We note 

that the average timespan of international presence is 13.125 years, the shortest being 5 

years and the longest 30 years. One of the companies has been transferred from abroad and 

has strong export experience. This company has extreme timespans (62 years of operation, 

30 years of international presence), which place it far away from the main distribution. By 

leaving this company out, we get a more realistic picture, where the average timespan of 

international presence is 10.71 years, the shortest 5 years and the longest 16 years( see fig-

ure 6). 
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Years of international pres-

ence 

 

Years of international pres-

ence 

 
 
Years of operation 

8 participants 7 participants 8 participants 

Minimum years        5 Minimum               5 Minimum years 21 

Average years          13.25 Average                10.71 Average years 
37.75 

Maximum years        30 Maximum years    16 Maximum years 62 

 

Figure 7 

 

 

 

4.3 Geographic areas of operations  

 

First of all, among the companies examined there is a geographical concentration of their 

manufacturing facilities and sales departments in the broader area of Attica. This happened 

for two reasons. The first is that most of the GBMs are registered in Attica. The second is 

that this way they save time and money. Only one of the companies stated that apart from 

their production facilities in Attica they own production facilities in a neighbouring coun-

try. 
 

 

 

4.4 Geographical spread of activities 

The data demonstrate a clear preference for trading with countries of the European conti-

nent and especially with members of the European Union ( see figure7). Only two of the 

companies reported exports to Australia and only one operates in African, Arab or other 

Asian countries. Furthermore, none of the interviewed companies operates in the American 

continent. 
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Geographical spread of 
activities in Europe  

 

 
Percentage % 

 
Frequency 

Germany  50% 4 

Italy  50% 4 

France  50% 4 

Holland  37.5% 3 

Cyprus  100% 8 

Bulgaria  12.5% 1 

Spain  12.5% 1 

Turkmenistan  12.5% 1 

Romania  12.5% 1 

Malta  12.5% 1 

Great Britain  25% 2 

Croatia  12.5% 1 

Serbia  12.5% 1 

Norgay  12.5% 1 

Turkey  25% 2 

African countries 12.5% 1 

Asian countries 12.5% 1 

Australia 25% 2 

Rest of the world 12.5% 1 

 

Figure 8 

 

 

 

 

4.5 Thematic Analysis 

The following sections outline the main themes and subthemes emerging from analysis of 

the interviews transcripts. 

 

4.5.1 Motives for international expansion 

 

There are various motives that drive Greek boat manufacturers to expand in international 

markets. The majority of the participants demonstrated limited international activities until 

the end of 1990. In order to find out the prior motive for internationalization we asked the 

participants to indicate what is driving them to expand their business internationally. No-

ticeably, none of the interviewees mentioned competitive pressure in the domestic market 

as the main motive. For instance, interviewee No 4 stated that because he used to live in a 

foreign European country, where he first founded his company, when he relocated to 

Greece he was already dealing with countries abroad. For him, initially the main motive for 

the expansion was that he wanted to…  
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“… grow the clientele. The more the clients, the lower the risk. When you have ten clients 

and you lose three of them, you are still in business. But when you have only one, lose him 

and it‟s all over.”  

 

For participant No 3 the main motive to expand internationally was, according to his 

statement, to take advantage of a patent he had been granted. He is the inventor of a pro-

duction innovation called „hard nose‟, that gave him a competitive advantage in the domes-

tic market and he then tried to take it to the international markets.   

“When I set out, I had been granted a patent for an invention of mine, called hard-nose; I 

had been granted classification „A‟ from Hague, being the first person in the world to come 

up with this idea.” 

 

He was the only one among the 8 who also identified low competition in some foreign 

markets as another motive for internationalization. In his words: 

“Entering a new market early can have advantages.” 

Similarly, participant No 1… stated that his main motive initially was the excess produc-

tivity of his company. They were able to produce more, and they were looking to export 

that production abroad: 

“We entered the market of Cyprus in 2006. We did not know that a crisis of such magni-

tude laid ahead of us. We just thought that with the productivity we then had we could 

support the Cypriot market as well.” 

 

Participant No 7 reported different initial motives. This company happened to collaborate 

with a foreign manufacturer from whom at some point it bought the license and the know-

how to produce their products in Greece. At first, this participant sold the new products in 

the Greek market, but after a while, having already built a strong position in the local mar-

ket, he decided to expand, and manufactured boats for the European markets as well. Par-

ticipant No 5 explains: 

“Our collaboration with the foreign manufacturer opened the door for us to meet foreign 

dealers. So, in 2000 we started production of a new line and exports to these dealers. After 

a while we had our own network of representatives.”  

 

Participant No 2 stated that for his company the initial expansion was due to unexpected 

demand from foreign markets. During a boat show in Athens, some fishing professionals 

from abroad got interested in his boats and placed a big order. This then was followed by 

another one.  Participant No 2 remembers: 

“Our first export came by chance, we had not planned this. Some big fishing boat owners 

from abroad saw my boats in that show in Athens and decided to buy a number of them as 

escort boats for their big ones.”  

.   
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Participant No 5 also expressed the same initial motivation, namely unexpected foreign 

demand for his products. He reports: 

“We took part in boat shows, where people noticed our products and placed orders. These 

were high quality, awarded products.” 

As all GBMs pointed out, boat shows are the most effective promotion strategy.  

Some participants think that the strongest motive for their internationalization was the 

steep decline in the domestic market and the subsequent financial difficulties they faced. 

Finding new markets was the only way to compensate for the sales decrease in the domes-

tic market. In particular, participant No 1 pointed out that 

“…it was all about revenue. We had to find new markets. There was a huge decline in 

sales, more than 50%, which drove us abroad.” 

 

The steep decline in domestic sales helped them realize that the only way to survive was to 

turn to exports. Accordingly, participant No 1, in agreement with participant No 8, under-

lines that 

“…we turned to exports, because in Greece there is no market anymore, there are no cus-

tomers.” 

 

In addition, participant No 8 stated that looking for a new market he was confident about 

the quality and value of his products. In his words: 

“The main reason was that domestic demand sunk. We did some research and realized that 

our products would look good in other markets, both in terms of quality and cost.” 

 

Noticeably, quality of products is a common concern among all interviewees. They all 

were confident about their products‟ quality and performance. They all were convinced 

that their products could compete in the international market. 

For instance, participant No 5 said:  

“My products were of very high quality. Actually, we have received awards for the quality 

of our products.” 

Participant No 2 concluded: 

“Our boats are excellent!” 

Participant No 1 made clear that 

“The products manufactured by my company are first class. You could say they are among 

the best made in Europe. We make products of value and this is surely noticed by foreign-

ers.”  

 

Participant No 2 went so far as to say that 

“In some cases the Greek market is bigger and more demanding than other markets.”  
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Participant No 2 was so confident about the level of quality of Greek boats that he made a 

general judgment about Greek products:  

“I‟d say that we make boats of higher quality in Greece. Not only my shipyard, but others 

too, even those which are considered second class here, are clearly better than many for-

eign ones.” 

This belief seems to be supported by the fact that the domestic market is very demanding. 

Greek consumers are known for insisting on very high levels of quality. Manufacturers had 

to meet the requirements. In doing so, they reached a high level of manufacturing quality.  

 

4.5.2 Barriers to internationalization  

 

Many participants had assumed that the boom of Greek economy before the crisis would 

last forever. Then, when the recession occurred, they thought that it would not last for long 

and would not be so severe. It took them a lot of valuable time to realize what was really 

going on. Participant No 5 felt that the crisis broke suddenly and unexpectedly; they were 

totally unprepared. Considering the global range of the recession, he added that other coun-

tries, with a long and important boat building tradition, like Italy, were better prepared to 

overcome the financial slowdown. Italy is the number one boat builder in Europe. 

“They dealt with severe crisis too (the Italians) and made a better judgment; they realized 

in time how bad things were and they reacted. We, on the other hand, thought it would 

soon be over and we‟d be OK.” 

 

This manufacturer is the only one from the group that in 2009 stopped selling abroad. Par-

ticipant No 5 explained:  

“We could not have known that a crisis so long and severe was coming.” 

 

Needless to say, such statements indicate lack of strategic thinking. 

 

All participants felt safe with the Greek market, they thought it would keep absorbing their 

production and saw no need to turn focus to exports. For instance, participant No 5 noted, 

in regard to the Greek market: 

“Let me give you an example, so that you get the picture. There was a time when in France 

there were sold 30,000 outboard boats and in Greece 13,000 with higher average horse-

power.” 

Another important reason for focusing on the domestic market was that Greek manufactur-

ers, typically SMEs, were insecure about their managerial skills and doubted they would be 

competitive in the international markets. 

Those mixed feelings of safety about the Greek market and insecurity about their own 

skills, kept manufacturers hesitant and reluctant to change. They stuck to the domestic 
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market and tried to make the best out of it in order to grow their business. Only a small 

number focused on boosting exports. The rest kept exporting only small numbers of boats.  

 

 

4.5.3 Productivity  

 

One factor which creates some uncertainty and puts a barrier to international expansion is 

the current productivity level of the companies. The manufacturers are aware that their cur-

rent productivity level is low and does not allow them to deliver a big order while they 

keep satisfying domestic demand; domestic demand is important, because, albeit de-

creased, it comes from loyal and repeat customers. The majority of the manufacturers relo-

cated their production facilities to smaller premises. For example, participant No 6 noted: 

“We used to operate in a place with four times the space and production capacity. The re-

cession made us relocate to a much smaller space with lower production capacity. But still, 

we have to satisfy our long-time customers, as we can‟t afford to lose them. As a result, we 

had to turn down a big order for a hundred boats, because if we had taken it, we would 

have had to deny service to our steady customers.” 

 

Consequently, companies are limiting their internationalization strategies and their interna-

tional business goals.  

 

Another participant, No 2, commented:  

“With our current facilities it‟s difficult to go international, we can‟t do it.” 

 

4.5.4 Manpower 

 

In order for a big order to be delivered, an appropriate number of staff is required. Lack of 

adequate manpower prevents businesses from taking big orders. Many participants felt 

their current employee number was insufficient to satisfy a high demand. Moreover, the 

majority of the participants hold that recruiting experienced staff is no easy task, since 

there is no technical school in the country, either public or private, to provide proper train-

ing. It is every manager‟s responsibility and concern to train the new personnel in all the 

sector‟s technical requirements. This situation creates operational problems and limits pro-

duction capacity. Unskilled employees demand considerable time and effort in order to ac-

quire the skills they need so that they can perform at a professional level. As participant No 

2 noted, 

“We are understaffed, because trained employees are hard to find. In the 90s there used to 

be training seminars, but those were not a long term solution and they were discontinued 

anyway. When the industry began to decline, many of the specialized employees left, to 

seek employment in other industries that would offer them job security.” 
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The lack of experienced staff, increases difficulties, as companies have a hard time finding 

new employees when they need them, and even if they do the cost is higher. As participant 

No 4 put it: 

“Young people don‟t want to do this job, they prefer to wear a tie and sell insurance. And 

foreign workers cost more.” 

 

Moreover, the tax on employers is generally believed to be too high. The state should low-

er it, so that the industry‟s companies can be more competitive in international markets. 

Cost reduction is a critical point in the internationalization strategy of Greek boat manufac-

turers.  

 

 4.5.5 Promotion  

 

Another issue noted by all participants was the lack of brand recognition, which limits the 

effectiveness of their promotional campaigns. Not only boats, but Greek products in gen-

eral lack support. All participants appear to understand the importance of brand recognition 

and relate it to their difficulties in selling their products abroad. They cannot apply effec-

tively product differentiation strategies able to make their products more appealing in for-

eign markets than those of local competitors. The limited financial resources do not allow 

them to create a brand image strong enough to provide them with market penetration capa-

bilities. Opinions vary whether it‟s the governments‟ job to support the industry‟s interna-

tionalization process by creating a brand name. Some participants believe that the govern-

ment should take the initiative and help towards that end, though they doubt it will ever do. 

Participant No 4 commented: 

 

“Foreign markets don‟t trust Greek products, and that‟s because we have not created a 

brand name. Other countries have, although they don‟t make better products. It‟s like we 

did with the olive oil. We produce the best olive oil in the world and give it wholesale to 

the Italians. Now the Italians have the best market position in the USA, while we cannot 

sell a single bottle. Same goes with boats; when it was time to penetrate the markets, we 

couldn‟t do it. It‟s all about branding, you know.” 

 

Other participants thought the exact opposite. According to their view, the Greek govern-

ment lacks a solid strategic plan; government officials make decisions based not on the 

most beneficial policies but rather on political criteria. These participants believe that eve-

ry time the government interferes it is bound to create more problems than it may solve, 

because for the government, any government, it‟s always the political benefit that counts 

the most. As participant No 7 noted:  

“I wouldn‟t like the government to take part in the creation of a brand name. Nothing good 

can come out of it. The state is nothing but a hindrance.”  
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All participants focus on creating and sustaining a good brand name. Participant No 5 not-

ed that the lack of brand recognition forces Greek manufacturers to lower their products‟ 

prices and, as a result, their profits diminish. In his words: 

“When you have no brand name, you sell for peanuts.”   

 

Interviewees‟ recognize the importance of competitive pricing strategies. The price should 

be low enough to generate sales and compete with rivals‟ products, but at the same time 

they should be high enough to generate substantial profit for the firm. Setting the product‟s 

price is one of the most significant aspects of their internationalization strategy. The final 

price should be affordable for the customer and competitive in the market. Entrepreneurs 

face a remarkably strong competition from other firms. Participant No 7 is very specific 

about it:  

“So, if you have no brand name, you cannot compete with the Turks, who can sell cheaper, 

because they operate under a weaker currency. Neither can you compete with the Polish, 

whose production facilities are located closer to the center of Europe, so they don‟t have to 

charge as much for transportation, to deliver the product.”  

 

Participant No 1 is the only one who clearly stated that his product was recognized in most 

of the European markets, as a result of successful promotion strategies and participation in 

popular boat races. A number of victories in the latter helped him to promote effectively 

his products. 

“The company is known in Europe since 2006, as a result of participating in boat races. 

Our boats won some of those races as well as the reputation of good performance. This 

gave us a great advantage in terms of promotion and advertisement. The races played a key 

role.”  

 

Participant No 1 thought that the Greek economic crisis destroyed every effort that was 

made to promote Greek products in the international markets. Customers abroad expect all 

Greek products to have low prices. He says: 

“The European consumer thinks that, since Greece undergoes a serious recession, Greek 

products should be cheap. Period. All our efforts to make a brand name have been crushed 

by the crisis.”  

 

All participants of this study agree that the most effective way to boost brand recognition 

and make their product noticeable to international customers is the participation in interna-

tional boat shows. Additionally, boat shows give manufacturers the opportunity to see with 

their own eyes how attractive their products can be in a competitive environment. It is also 

important for the consumers to be able to closely examine the product, feel its quality with 

their skin. As participant No 1 put it:  

“The best way to promote and advertise our products is to load a boat on a truck and take it 

to a boat show abroad. We get most of our customers in these shows. You don‟t buy a boat 

before you get on board and, realize the dimensions, touch the material.” 
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Participation in international boat shows provides more than brand recognition and oppor-

tunities for networking. It is also a way for manufacturers to demonstrate a solid commit-

ment to doing business. Participant No 2 explains: 

“You have to show commitment and consistency. When an important German dealer no-

tices you come to this boat show every year, one year exhibiting in a pavilion of 200 

square meters, the next in one of 400, and the year after that it‟s 400 again, all this is bound 

to boost your business.” 

 

Although participation in boat shows is the best way to advertise their products, all boat 

manufacturers realize the opportunities new technologies offer them to get in touch with 

foreign agents, distributors and customers. An increasing number of consumers use social 

media and mobile internet to do some initial research on products and prices before making 

their choices. More importantly, by using new technologies GBMs can find opportunities 

for collaboration. Participant No 6 suggests that manufacturers  

“should try to use the internet in order to get in touch with foreign merchants.”  

 

4.5.6 Government support  

 

The issue “lack of government support” came up frequently throughout the interviews. All 

participants felt that the current recession in the industry is so severe due to lack of gov-

ernment support. Most of the GBMs regard the state as a hostile force instead of a helping 

hand. They believe the state is hostile not only to their industry but to every manufacturing 

activity. In their view, the Greek government should take measures to encourage all types 

of manufacturing firms able to generate economic growth and employment and improve 

the net exports of the country, rather than drive them to extinction. 

This situation has brought uncertainty and insecurity to al manufacturers. There was a 

strong feeling among the participants that politicians will never support them, they will on-

ly cause more trouble. Participant No 5 does not beat around the bush:  

“The state was always against us, always hostile to entrepreneurship.”  

Participant No 6 adds: 

“The state is an opposing force. It‟s not fair. The state should see the big picture, what‟s 

good for the country, in what ways can revenue be generated.” 

  

This sentiment was echoed in the words of participant No 6:  

“The state does not help at all. There are many ways to help. In all other European coun-

tries the state helps.” 

  

This situation makes manufacturers more hesitant about internationalization, as they know 

that they can expect to receive no help or guidance, which means that the process would 

consume a serious part of their resources and challenge their managerial skills.  
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4.5.7 Taxation  

 

According to all participants, a big part of the blame for the decline of the industry falls on 

taxation. High taxes don‟t allow firms to offer their products at competitive prices, thus 

they undermine the prospects of recovery and the competitive presence in international 

markets. Government policies were regarded as harmful by all participants. As participant 

No 5 pointed out:  

“With so high taxes and a VAT of 24% there is no business. A VAT of 15% would be tol-

erable. In other Balkan countries business taxes are low. In Bulgaria it‟s 12%. When busi-

ness taxes are high, product prices go high and the foreign consumer buys from somewhere 

else. It‟s that simple.  

Similarly, participant 7 expressed his frustration by noting that there is no future for manu-

facturing in Greece. He is the only one among the participants who created a joint venture 

with a third party in a neighbouring country, keeping in Greece only the production facili-

ties, to serve the domestic market.  

“Taxes are high, there is no future for manufacturing in Greece. Greece is the place only 

for tourism and services. That‟s why we decided to go to Turkey and form a partnership 

there.”  

The motive for this strategic decision is lower taxation. Almost all the manufacturers have 

considered forming a partnership abroad. 

However, the height of taxes is not the only problem of tax policy. Another serious prob-

lem is inconsistency; the tax system is as unstable as the weather, with changes legislated 

every few months, making it hard for manufactures to keep up with the present and plan 

for the future. Greek boat manufacturers show some understanding for the height of taxes, 

given the austerity and all, but don‟t understand instability. Participant No 3 explains: 

“Of course, business taxes should be lowered. But if the government cannot do that, at 

least it can provide a stable environment, where taxation will not change every couple of 

months.”  

Frequent changes in taxes affect the cost of production and make it difficult for Greek 

manufacturers to keep a steady and reliable price list for foreign customers. This is a point 

on which all participants agree. 

During the analysis of the interviews transcripts, it was noted that high taxation was men-

tioned as one of the factors that have impeded the internationalization effort. 

 

4.5.8 Finance  

Another important obstacle is the access to capital. Finance is one of the most important 

functions of any business. All participants indicate finance as one of the most important 

factors in managing their business growth. The increase of staff number following a big 

order, the development of a new product, relocating to new production facilities and in-
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vesting in international markets, all these investments need financing. According to all par-

ticipants, debt finance such as business loans, short term loans that are necessary in order 

to finance the cost of a new order, e.g. buying the necessary materials and equipment, is 

out of question in Greece during the crisis. Participant No 6 comments: 

“For certain people, who don‟t even have a productive activity, it‟s easy to get a loan of 50 

or 70 millions. For us, manufacturers, it‟s difficult to get even 2,000€. Say, if I go to a bank 

and ask for a short term loan, that is 4,000€ or 5,000€ to pay this week‟s salaries, they will 

turn me down. This is a big issue. With out any finance whatsoever you cannot run a busi-

ness, or take a big order, or expand, or internationalize. You‟re stuck.  

Debts from old loans is another issue that holds back GMBs. During the years of prosperity 

companies made investments and borrowed money, which after the collapse of the domes-

tic market was hard to pay back. Participant No 5 admits: 

“Nowadays, none of us is clear with the banks, there is no way! Everybody has issues with 

their loans, everybody is behind in payments.”  

In addition, GBMs have also to deal with credibility issues of Greek banks. Participant No 

4 explains: 

“My providers wouldn‟t‟ accept a letter of credit from a Greek bank, they only would ac-

cept one from a foreign bank. But that would have raised the cost by 10 per cent. The order 

was for an African country and the contract was cancelled.”  

 

In addition to all these finance problems, another barrier emerged with the implementation 

of capital controls, a measure taken by the Greek government in order to limit the cash 

flow in and out of the Greek economy. Capital controls made imports a difficult procedure. 

According to the participants, banks are not helpful and the whole procedure creates de-

lays. But when the banks are to be paid, they demand abiding by the deadlines or else they 

impose fines. Entrepreneurs pointed out that in order for them to be competitive and credi-

ble to foreign customers and partners, the payment and delivery process needs to be simpli-

fied; the way it is now it‟s just bad for business. Participant No 8 says:  

“It was very hard to transfer money abroad. What‟s worse, our foreign providers took a lot 

of time to understand what capital controls was; we tried to explain, we told them our 

money has been seized, but they kept asking what that meant.” 

 

4.5.9 Geographical positioning 

 

Distance and geography is another barrier for GBMs. Transportation cost is of great im-

portance for the small boat manufacturing companies. Their pricing policies and the quali-

ty of their products are their only means to deal with international competition, which is 

quite harsh. For that reason, the transportation cost is a critical factor. As participant No 6 

noted:  

“A very important factor for the success of the export is the transportation cost; the boat 

can‟t be easily put into a container. A container fits 4 small boats; if a boat costs 5000 eu-

ros and the transportation cost is 1000 euros, it is almost impossible to export it since we 
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have to find a carrier that can stow them without hitting them and with a cost that the con-

sumer can afford”.  

Geographic distance not only increases  cost but also increases the required time for any  

commercial transaction ( Dunning, 2001). 

 

 

 

CHAPTER 5 
                                Discussion 
 
 
 
Chapter 4 presented the findings from the data collected through the primary research (in 

depth semi-structure interviews). Managers were questioned and gave an account of how 

they were motivated to pursue international expansion, which factors influenced their deci-

sions, and what their concerns and the lessons from their internationalization were. This 

chapter will interpret and explain findings. 

 
 
 
5.0 Introduction 
 
This is the first study, to the author‟s knowledge, to examine completely new empirical 

findings about the issues related to the internationalization process of GBMs. Contrary to 

expectation, the research found that although there is an increasing pressure on GBMs to 

export, the latter lack the necessary resources and government support. Thus, the results of 

the study indicate that small companies with limited resources found it extremely difficult 

to invest in foreign markets, even though direct or indirect export is for most of them the 

only solution. For the overwhelmingly majority, exporting is the predominant entry mode 

choice. Findings demonstrate that most of the GBMs are considerably widely diversified 

on their export sales, and are targeting specific, markets, but still are consecrated in the Eu-

ropean markets. This confirms Katsikea et al.(2005) who supported that when a small firm 

exports its products, either targets on key markets or widely diversify its export sales.  

Moreover only one of the firms has created a joint venture with a foreign partner, in order 

to facilitate export activity. Noticeably, this particular firm is one of the most important 

manufacturers in domestic market. Most participants in this study report that at some point 

in the past, when their financial status was better than the current one, they did examine the 

joint venture solution.  

 
 
5.1 Motives 
 

The research also demonstrates a variety of motives emerging from three different periods. 

During the interpretation of the data the researcher made a distinction between three differ-

ent time periods, which made a noticeable difference in the internationalization motives. 
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These three periods are defined by years in which major events took place. Firstly, there is 

the period from the 80s to 2004, the year of the Olympic Games in Athens. The currency 

for the biggest part of this period (until 2001) was drachma, weak enough to make Greek 

products competitive in the international markets. The economic climate in Greece was 

very promising and the country‟s economy was expanding. This particularly promising 

economic climate not only strengthened the company‟s position in the Greek market but 

also allowed it to use the extra resources for its internationalization effort. 

 

The second period is from 2004, when Athens hosted the Summer Olympic Games and the 

economy skyrocketed, to 2008, when the impact of the Games had faded away and the 

debt crisis broke in Greece. Another important event related to this period is the adoption 

of the new currency, Euro, by Greece (2001).  

The participants who tried international expansion within the first two periods were estab-

lished firms, which attempted to bring some advantages they gained in the domestic market 

to the international markets. These firms demonstrated different levels of operation, having 

different strategic goals. 

 

The third period is from 2008 to the present. Only two of the companies interviewed in this 

study started their efforts for internationalization within this period; it was because they 

suffocated due to sinking domestic sales and sought new markets for their products. The 

analysis indicated that the steep decline in domestic sales is currently the dominant motiva-

tion factor for internationalization. The managers have realized that internationalization is 

the only way that can lead to growth and generation of profits.  

 

The thematic analysis also revealed that all manufacturers who participated in this research 

were confident about the overall quality of their products, which they consider as top quali-

ty with international standards. Although their boats lacked the exquisite aesthetic finish 

that one can only admire with boats made by some other top European manufacturers, the 

Greeks managed to succeed. According to their statements, a considerable amount of pro-

gress has been made, but the majority believes that there are still things that need im-

provement. One of these things is the design; it‟s what a customer notices at first sight and 

if it‟s not attractive enough, it may be a strong hold back, no matter how robust the con-

struction, how excellent the sea handling features or how amazing the stability of the boat. 

In summary, most of the manufacturers recognize their relative weakness in the design and 

partially in some technological features. Just to be fair, considering the available limited 

resources, there are bound to be some weaknesses. It is the lack of financial resources 

which obliges many of the Greek boat manufacturers to acquire existent technology and, to 

some extent, copy the design of foreign constructions.  

 

The findings also indicate that, although manufacturers agree that lowering production 

costs is very important, even more important to them is growth. This prioritization seems 

to be based on two influential factors. First, boat construction is a labour intensive task and 

the average wage in Greece has been massively reduced in the last few years. As a result, 

labour cost has decreased significantly. Additionally, it seems that the free fall of sales in 

the domestic market made manufacturers look for new growth opportunities and new mar-

kets. For the majority of them, the European market and especially the European common 

market is their first target. They are not seeking to globalize their production, although they 

are exploring this option and do some individual sales. As a result, only a small proportion 

of the sales are made in markets outside the Common European markets and generally out-

side the European borders. Characteristically, GBMs have stayed away from important 

markets such as North America and China, a new important player.  
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Thematic analysis indicates that cultural reasons are not mentioned as important reasons 

for any decision. This is probably compatible with the idiosyncratic characteristics of the 

Greek entrepreneurs. They demonstrate flexibility and adaptability in access. 
 
5.2 Barriers  
 

Another reason that creates some concerns is the geographic distance, which makes GBMs 

reluctant to export to other continents. This influences manufacturers in many ways. First-

ly, the transportation costs are too high as a percentage of the total product cost. Secondly, 

the need to frequently travel to these distant destinations to meet partners and collaborators 

adds more expenses. Thirdly, the European Union Market still represents a high GDP, 

which makes it an attractive market, with good growth potential. Lastly, European coun-

tries have a long and strong maritime tradition.  

 

 

Moreover, the findings indicate that managers play an important role in the internationali-

zation process of the firms. The one to one in depth interviews pointed out that the manag-

ers‟ orientation,  as well as the intensity of their efforts depend on their idiosyncratic char-

acteristics, and they are fundamentally influential factors of the process. The manager is 

the only person responsible for the internationalization process of his firm, so any biases in 

his decision making may put at risk the whole process. To lower that risk, the Greek gov-

ernment should consider establishing, via Enterprise Greece, an office able to provide val-

uable assistance to the international operations of the firms by educating managers on 

modern practices and guiding them in decision making.  

. 

 

It is also well understood that boats are relative expensive products made to satisfy the 

owner‟s needs mostly at leisure time. With the outbreak of financial crisis in Greece, the 

purchasing power of consumers has decreased rapidly, and so has their interest in buying 

boats. Not only decreased purchasing power, but also a negative state of mind and feelings 

of frustration and worrying about the future can have a negative effect on the demand for 

such products. Subsequently, the demand in the domestic market has vaporized. What‟s 

more, the European demand has also decreased. Although the crisis was global, other 

economies seem to have manage to overcome the issue. Consequently, the European mar-

kets, being geographically closer and operating under common lows, are excellent for the 

Greek boat manufacturers to export their products. 

 

 

A major factor that came up in the research was the extreme hostile domestic economic 

environment in which Greek boat manufacturers have to operate. This environment re-

mains hostile due to governmental policies. High taxation rates is one example. In contrast 

with the large firms, which have an excess of financial and non-financial resources, the 

GBMs face extremely financial difficulties. This hostile domestic economic environment 

sabotaged the effort of GBMs towards the establishment of sustainable international opera-

tions, by minimizing their available resources. No matter how capable the management of 

a firm is, if the firm lacks the required resources to compete in the foreign market, it won‟t 

succeed. Managers are greatly concerned about their future and their internationalization 

efforts. This concern is realistic and pragmatic, because smaller companies consider barri-

ers to exporting as more significant than large firms, in agreement with Ghouri et al. 

(1989).  
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Another key finding is the importance of the firm‟s country reputation and the impact it 

has in the internationalization process. Findings indicate that Greece‟s reputation has suf-

fered, as a result of the on-going debt crisis. This situation seems to have a deep impact on 

GBMs. The rumours that the Greek state might exit the European Monetary Union created 

a difficulty in finding partners in the host countries. Similarly, the bailout loans that the 

Greek government required made the country‟s reputation suffer even more. Additionally, 

Greek firms are forced to pay cash in any transaction; no credit is allowed for them any-

more. Accordingly, findings indicate that, as a result of the debt crisis, in the eyes of the 

international customers, mainly in the countries of European Union, Greek boat manufac-

turers are associated with low prices. Potential customers or partners are well aware of the 

difficulties GBMs face in the domestic market and they demand lower prices. 

 
 

 
5.3 Entry mode choice  
 
For these reasons, the majority of the GBMs base their international expansion on indirect 

exporting (foreign agents and distributors). However, they do make some direct exports as 

well, if there is an occasional demand. This behaviour is perfectly understandable and ex-

pected. The majority of the respondents, who have built their international activities based 

on a third party, confirm the theory (Leonidou et al., 2002). The research also demonstrates 

the importance of exporting as the dominant entry mode choice. Thus because it requires 

minimum cost and poses minimum risk compared to the other entry mode choices (Ander-

son et al., 1986). Small firms lack the necessary knowledge and resources to handle even 

the minimum cost and risk of international expansion, so they rely on collaborating modes 

of operation, which is in agreement with Zaxarakis (1997).  

 

All participants confirm that foreign partners are of great importance when entering a new 

market. A foreign distributor who can effectively serve the customer and provide after-

sales service is what GBMs need. A distributor who provides after-sales service for the 

products in the host country not only enhances the firm‟s reputation as a respectful manu-

facturer, but also reduces the required cost for the manufacturer. Otherwise the boat should 

have been sent back to domestic service facilities. This entry mode choice, though, takes 

control from the manufacturer and hands it almost entirely to foreign partners.. Manufac-

turers demand from partners to satisfy some minimum perquisites. For instance, to know 

the local market, to be able to provide manufacturers with information about the require-

ments and the trends of the market, and to be in a position to technically support the prod-

uct, either to service it or to make modifications. Moreover, partners are almost entirely 

responsible for the promotion. As Brouthers (2002) demonstrated, this choice is very im-

portant, because it determines the level of control, and it is not unsurprising, given the 

available resources. Accordingly, the degree of competence of the manufacturer deter-

mines the level of dependence. Although there is a differentiation on given trust among 

participants, firms with longer international experience give more attention to this matter. 

 

Findings also demonstrate that Greek manufacturers having limited resources tend to base 

their efforts on networking, in order to acquire the necessary amount of information and 

knowledge. Their limited resources prevent them from using external assistance, such as 

hiring private consultants, and the national business associations and other government 

agencies seem to be short of resources and capabilities, so they can hardly offer any assis-

tance. As a result, in order for firms to take advantage of new market opportunities, they 

will need external support and guidance. Again, Enterprise Greece could help them to 

identify, evaluate, cope and exploit any new opportunities 
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5.4 Limitations of this study 
 
Although the researcher evaluates that the study has reached its aims and objectives, and 

the findings can be realistically applied to the population of GBMs, there are some limita-

tions and shortcomings. Though all the participants are owners and executive chief officers 

of the companies, thus able to provide valid and insightful information about their compa-

nies, it must be mentioned that there is a possibility of memory bias from the retrospective 

nature of the given information. Actions completed in the past always can be recalled dif-

ferently than what actually happened.  

Although extensive efforts were made by the researcher to reduce the risk, the obvious lack 

of ability to confirm the given confidential information makes him be cautious about the 

validity of it. During the research it was discovered that some of the production facilities 

which have been operated for decades by respectable firms were located outside the offi-

cial industrial area, banned by the Greek government. Greek state should provide a solu-

tion to this unusual situation. Although the researcher has no indications of false infor-

mation, the possibility of some bias should be at least recognized. 

Finally, another limitation that emerges from the qualitative nature of this research is that 

“because qualitative research occurs in the natural setting, it is extremely difficult to repli-

cate studies” (Wiersma, 2000, p. 211). 

 

 
 
 
5.5 Recommendation for further research.  
 

Although this research has achieved the objective of finding insightful knowledge on the 

nature of the internationalization process of the Greek boat manufacturing industry, there is 

much more that could be done in order to acquire a comprehensive understanding of this 

process. As revealed, the sector faces considerable difficulties, which have led to some ex-

tent to its deterioration by creating problems to its internationalization process. Firstly, the 

theory should be in agreement with data from other resources in order to be validated. Ad-

ditionally, these results describe for the first time, how micro, small and medium business-

es operate in an economic environment were capital controls have been imposed. All this 

has created an extremely challenging environment for SMEs to export and compete inter-

nationally. More research should be contacted about the difficulties SMEs face in this eco-

nomic environment. 

 

Moreover, since this is the first study, to our knowledge, to examine the internationaliza-

tion process of the Greek boating industry, further research will help increase the 

knowledge on this subject. Managers‟ influence also seems to be of great importance as 

regards the internationalization process and should be thoroughly examined in a future re-

search. Additionally, the validity of the findings could be enhanced by conducting similar 

studies, engaging more boat manufacturers and collecting quantitative data. 
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APPENDIX 1 
 
 
 

  
 

Consent Form 
 

Title of Project: ’The Internationalization strategies of Greek boat manufac-
turing industry’’ 

 
Name of Researcher: Dimitrios Papanikolaou 
 
    

1. I confirm that I have read and understand the Plain Language Statement for the above study 
and have had the opportunity to ask questions. 

 
2. I understand that my participation is voluntary and that I am free to withdraw at any time, with-

out giving any reason. 
 
3.     Do you agree or disagree to be audio-taped for this study (Agree/Disagree). I 

 
 
 
4.    I agree / do not agree (delete as applicable) to take part in the above study.    
   
 
 
 
           
Name of Participant Date Signature 

 
 

 
 

Researcher Date Signature 
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APPENDIX 2 

 

 

Participant Information Sheet 

 

Study title and Researcher Details 

       

‘The Internationalization strategies of the Greek boat manufacturing in-

dustry’ 

Dimitrios Papanikolaou 

Adam Smith Business School 

Glasgow University, Scotland.   

 

Invitation paragraph  

       

You are being invited to take part in a research study. Before you decide it is important for 

you to understand why the research is being done and what it will involve. Please take time 

to read the following information carefully and discuss it with others if you wish. Ask us if 

there is anything that is not clear or if you would like more information. Take time to de-

cide whether or not you wish to take part. Should you agree to participate, you would be 

asked to contribute in following way. We would ask you to participate in a 60-minute in-

terview, at a time convenient to you. We intend to protect your anonymity and the confi-

dentiality of your responses to the fullest possible extent, within the limits of the law. 

 

  

What is the purpose of the study? 

       

The aim of the present study is to investigate the behaviour of the Greek boating manu-
facturing companies while they expanding to new markets and to identify the different 
strategies they are using. 

Why have I been chosen? 

       

Because you are an experienced boat manufacturer. 

 

Do I have to take part? 
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Your participation in this study is entirely voluntary and you are free to refuse to partici-
pate. Even if you do decide to participate, you may withdraw from the research at 
any time. If you do wish to withdraw from the study, contact the researcher via email or 
phone advising that you wish to withdraw from the study. Upon this request, any data as-
sociated with your participation would be deleted from the records. 

 

What will happen to me if I take part? 

       

Nothing could be harmful since all personal data given will be kept confidential. All infor-
mation gathered from participants will be kept securely stored. Electronic data will be 
password protected The names of the company and of the interviewee will be replaced by 
pseudonyms. In any publication, information will be provided in such a way that you can-
not be identified. It is required approximately 60 minutes in order interview to be contact-
ed. 

 

Will my taking part in this study be kept confidential? 

       

Yes. All answers and personal data given will be strictly treated as confidential and will be 
treated in line with the University of Glasgow’s ethics research policy. The data you pro-
vide will be confidential, and no identifying information will be sought. Only group data will 
be analysed and reported. Please note that assurances on confidentiality will be strictly 
adhered to unless evidence of wrong doing or potential harm is uncovered. In such cases 
the University may be obliged to contact relevant statutory bodies/agencies. 

 

What will happen to the results of the research study? 

       

Records will be retained for as long as is required. The records will be retained only for 
the required purpose in compliance with Principle 5 of the Data Protection Act: "personal 
data processed for any purpose or purposes shall not be kept longer than is necessary for 
that purpose or purposes". The results of the project will be reported as a part of a Master 
thesis. In any publication, information will be provided in such a way that you cannot be 
identified. 

 

Who is organising and funding the research? (If relevant) 

       

Me, as a researcher, is organising the research and act as the principal researcher. 

 

Who has reviewed the study? 

       

 

This study will be continually reviewed by researcher’s supervisor within the University of 
Glasgow and the examining board within the Adam Smith Business School. Ethics has 
been reviewed by Adam Smith Business School Ethics Forum in the Social Sciences at 
the university of Glasgow. 
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Contact for Further Information  

      

If you have any concerns regarding the conduct of this research project, you can contact 
the College of Social Sciences Ethics Officer Dr Muir Houston, email: 
Muir.Houston@glasgow.ac.uk 

 

Alternatively, you can contact my supervisor of this project, Dr Margaret Fletcher. His con-
tact e-mail address is: Margaret.Fletcher@glasgow.ac.uk 

 

Should you wish to contact me my contact e-mail address is: 
2223648P@student.gla.ac.uk 

and my mobile number: 00306951692203 

 

 

  

mailto:Muir.Houston@glasgow.ac.uk
mailto:2223648P@student.gla.ac.uk
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APPENDIX 3 
 
’The Internationalization strategies of the Greek boat manufacturing industry’’ 
Introduction: 

Currently I am studying Master of Business Administration (MBA) in the University of 

Glasgow United Kingdom. Your organization was selected from a list of Greek businesses 

held by the Association of Greek Manufacturers of Polyester Alloy Boats, Accessories, 

Components Merchants and Services. I am conducting research about the different inter-

nalization strategies used by Greek boat manufactures while them entering in a new mar-

ket. You should know that participation in this study will be treated as confidential. The 

responses of all organizations taking part will be combined into a report. The information 

that will be gathered from respondents will be very useful for the development of this re-

search. Each statement and data collection from respondent will be used for research pur-

pose only and will be treated as confidential, in line with the University of Glasgow ethics 

committee. Results will be anonymous and aggregated so that individuals cannot be identi-

fied from the results. These data will be used in an anonymized fashion for this research 

project. 

 

Moving forward, I would like to focus on the main issues of your business international 

activities.  

 

Interview Questions 

SECTION 1  

General information 
Interview record  
 
 

Company: Participant 6 
 

Address: Participant 6  

Name and total number of countries company has international activities with (in order, first 

to last) and year of internationalization: Cyprus Germany, Malta, Spain, Bulgaria, Rumania, 

and Australia. To 2008  

Business founder (s): His Father. 

Year of founding:1964  

Name of interviewee and position: CEO and Owner  

Number of Employees: Total/Domestic/International. Today only 4, before economic crisis 20. 

Total annual sales: Total/Domestic/International: Today    250.000, before economic crisis 500. 000 

80% domestic sales and 20% International sales. 

Website/email/contact: Participant 6  
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SECTION 2 

History  

1) What were the basis or main reasons why your company went international? 

Could you mention them separating in internal and external factors? 

 

The first and main reason is extroversion…we are trying to find solutions in selling not 

directly in retail. We are looking for new partners abroad; this means that our politics is to 

have one dealer in every country in order to minimize the possibility for someone who 

wants to buy the product to bargain. It is another thing to be able to have a talk only with 

one person.  

The fact that we were trying to expand was simply financial; we were seeking for new 

markets. There are many ways to do that i.e. internet marketing; a product may be adver-

tised in a web page like Αlibaba.com or export India and in many European platforms-

mainly in France and Germany. Of course this activity has a high risk; in order to reduce 

the risk. I try to have a talk with them on the phone so that I will hear their voice and I will 

collect some information concerning his business.  

 

2) How would you describe your company’s position in the domestic market right be-

fore going   international? 

 

The sales were dramatically reduced, almost 50% down; this situation made us to think and 

move forward. The boat is considered to be something luxurious and something that people 

truly need…therefore the psychology of the potential buyer drives him to a decision not to 

do such a purchase and us to try to find new markets.  
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3) Before choosing a new market what are the main points you consider relative to 

your company’s capabilities? E.g. assets size, human resources, branding and adver-

tising requirements, ownership, age 

Starting from 2008 the leadership of the company passed from my father to me resulting to 

the design and development of new boats from the scratch; in that way we would be able to 

become competitive and to present a new and innovative product in both the domestic and 

the foreign market.  

The financial part of our business, meaning the reduction of the income and the increase of 

the costs-before we came here we used to have a much bigger space, almost 4 times bigger 

and therefore a bigger productivity capacity-this situation combined with the know-how 

from my past, the studying and the business capacity I developed, made us move to a much 

smaller space where the production would be very precise and it should be distributed 

equally to all the customers so that there would not be any complaints. Due to that situation 

he had to deny a very big order for 100 boats since we could not be reliable for all our cus-

tomers. Apart from that we were scared that this could be a criminal action of money laun-

dering.  

 

4) Before choosing a new market what are the key factors you consider relative new 

markets attractively? E.g. geographical proximity, cultural reasons, market size   

 

The truth is that when we started to make exports he had set some restrictions as far as the 

places of selling our products are concerned. We were trying to find money and when we 

started to make exports and a part of our production-around 20%- was going abroad we 

realized that we should have greater expectations from our salesmen; we did not define 

how many boats should each one have-we defined though that each trader should have 

some specific standards i.e. that he has to equip the boat with a specific engine or to have 

an after sales service or to have the know-how of the building of the boat.   

A very important factor for the success of the export is the transportation cost; the boat 

can‟t be easily put into a container. A container fits 4 small boats; if a boat costs 5000 eu-

ros and the transportation cost is 1000 euros, it is almost impossible to export it since we 

have to find a carrier that can stow them without hitting them and with a cost that the con-

sumer can afford.   
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5) What areas of knowledge were needed, relative to the new market? E.g. market 

research 

We had to learn how to be advertised in the markets but the reason that we gained the trust 

of the consumers was that our products were of high quality. We had a thorough examina-

tion of the standards that all the consumers seek to find; in that way we will be able to sell 

the boats more easily. For that reason we changed the design of our boats and we chose for 

them the best possible materials. We used some of the existing ideas but we did not copy 

them; the boats are completely ours and not like the 70% of the boats which are built in 

here but are copies of the boats which are built in Italy, France and Norway.  

 

6) Where did you learn learn/acquire this knowledge? E.g. government/private con-

sultants  

Personal effort and friendly shipyards; I have a co-operation with another shipyard for 

which I build ships and then I sell them abroad with my brand name.  

 

7) How has this influenced what the firms is capable of doing now/ how has this 

changed from what was before? 

 

The relationship that we have with our new salesmen helped us to develop a lot in many 

sectors and to upgrade our products… they gave us new ideas on what needs the market. 

The Greek market is in need of boats which are of maximum 5 meters. The sales abroad 

are of 5-6 meters long and therefore we are trying to make this kind of boats; our dealers 

give us a constant update of what the market wants.  

 

 

8) What have been the major facilitating factors/barriers in the international devel-

opment of your firm –internal and external? 

 

During the period 2010-2016 we faced some difficulties i.e. lack of finance from the banks 

which rejected every single project that we presented to them. We had a letter of credit 

from Germany for the building of 4 boats with cabins and not one Greek bank lent us the 

money to build them. The result of that situation was that the customer sent us a deposit so 

that we would be able to start the building; he took the whole risk for that action though.  

The transportation companies suggested ways to make the transportation, either by car or 

by sea; that factor combined with the effort via internet was our success. Apart from that 
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we are able to communicate in 3 different languages and to use our computers; this means 

that we can everything alone without any external assistance.  

 

 

 

 

 

 9) Have there been any major changes after your initial entry mode choice in your 

chosen markets entry modes e.g. in countries of your companies key overseas mar-

kets?  

We started with very low expectations: friendly shipyards, personal contacts with other 

manufacturers who helped us to get in touch with other companies which make exports. In 

that way our expectations became bigger and we could focus on the people that we want to 

become our customers.   

 

10) Why – any critical events affecting your entry mode choices? 

 

We left the channels of our friendly companies and we developed ours; the truth is that the 

exhibitions abroad helped us a lot and our products were properly advertised and people 

started to get familiar with them; our dealers wanted to co-operate with us and we chose 

them to become our main factors.  

 

11) How has this changed what you are doing now? How you organize and select the 

market entry method?  

 

During our first exports we faced a lot of problems; from that experience we learned how 

to promote our product, meaning how to make a proper marketing especially via internet. 

When you have expectations as a shipyard from the potential client-merchant…and not as 

a consumer, there is a strategic plan for the sale. 

 

12) Could you describe a situation where your selected market entry mode choice was 

very successful and one that was not?  

 

The entering in Spain was very successful due to the focused effort to find the right trader 

who has believed in the product and he is able to sell it like if he was the builder himself.  
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When we entered the market of Cyprus we faced a total failure; the trader did not have the 

know-how of the subject since he had another profession but he had money and he wanted 

to become a boat salesman. He did not have the space, the mechanic or the marketing. 

When you wait for a continuity which never comes then you come to think that something 

is going the wrong way and you stop the co-operation.  

 

 

SECTION 3 

Practical contribution 

 

13) What would be your suggestion to government officials in order to support the 

sector’s internationalization? 

 

They could us to have a proper presentation in every exhibition in Europe by giving us the 

money; we could go there as a Greek boat and to have our space in order to promote our 

country and its manufacturers…today anyone that may have money is able to go there.  

The taxation is very high; the state should not see us as way to make money but it should 

come and meet us and see our efforts. Within 4 years the taxation system has changed 

many times; when somebody builds a boat in order to make an export he must be able to 

present the taxation reality to the potential client abroad so that will be able to know the 

exact cost of his purchase.  

I would like my state to participate with a brand name because this thing is really bad; the 

state causes problems and therefore inhibits the development. Only if the state becomes 

more serious it will be able to have an income from us.  

Except from EVEEA there is no other collection mechanism that has something to suggest 

in order for us to have a better position. All the problems are connected directly with the 

state i.e. it does have any business plan to suggest to us.   

In order for us to become more competitive some things must be done i.e. the indirect taxes 

should be returned. Currently many Greek companies have moved to Bulgaria in order to 

avoid the taxes.   
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14) What would be your suggestion to others boat manufacturers that are planning to 

internationalize in the near future, regarding market entry modes and methods? 

 

Our suggestion is for them to use the best possible raw materials, not to be afraid about the 

authorization and to try to use the internet for the communication with the foreign mer-

chants. There are not any industrial parks; we were trying for 2 years to find a place to be 

covered by an official authorization.  

As far as the authorization is concerned we have to make our own authorization, meaning 

to use ISO on which we base the building of our products. All the manufacturers must ask 

to be authorized by other organizations also; the majority of them do not do that since they 

are covered by the self-authorization. The shipyard in Greece may be authorized by the 

Greek classification society. 

 

15) Do you have any other comment relative to this study? 

Yes, the Greek manufacturers must pay attention when transacting with foreign companies; 

I personally received a fake e-mail which caused me 5.000 euros; my colleague made a 

deposit without asking me first in a bank account that was not real.  

 

 
 
THANK YOU FOR YOU PARTICIPATION 
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’’ Οι Στρατηγικέσ Διεθνοποίηςησ των Ελλήνων Καταςκευαςτών Σκαφών’’ 
 

Εισαγωγή: 

΢πνπδάδσ MBA ζην Παλεπηζηήκην ηεο Γιαζθώβεο ζην Ηλσκέλν Βαζίιεην. Ο νξγαληζκόο 

ζαο έρεη επηιεγεί από κηα ιίζηα ησλ ειιεληθώλ επηρεηξήζεσλ πνπ θαηέρεηαη από ηνλ ΢ύλ-

δεζκν Διιήλσλ Καηαζθεπαζηώλ πνιπεζηέξα ΢θαθώλ, Αμεζνπάξ, Παξειθόκελσλ Δμαξ-

ηεκάησλ, Δκπόξσλ θαη Τπεξεζηώλ. Γηεμάγσ κηα έξεπλα ζρεηηθά κε ηηο δηαθνξεηηθέο 

ζηξαηεγηθέο δηεζλνπνίεζεο πνπ ρξεζηκνπνηνύληαη από ηνπο Έιιελεο θαηαζθεπαζηέο ζθα-

θώλ.. Θα πξέπεη λα μέξεηε όηη ε ζπκκεηνρή ζε απηή ηε κειέηε είλαη αλώλπκε. Οη απαληή-

ζεηο όισλ ησλ νξγαλώζεσλ πνπ ζπκκεηέρνπλ ζα ζπλδπαζηνύλ ζε κηα έθζεζε. Οη πιεξν-

θνξίεο πνπ ζα ζπιιέγνληαη από ηνπο εξσηεζέληεο ζα είλαη πνιύ ρξήζηκεο γηα ηελ αλάπηπ-

με απηήο ηεο έξεπλαο. Κάζε δήισζε θαη ζπιινγή δεδνκέλσλ από ηηο απαληήζεηο ζα ρξε-

ζηκνπνηεζνύλ κόλν γηα εξεπλεηηθνύο ζθνπνύο θαη αληηκεησπίδνληαη σο εκπηζηεπηηθά, 

ζύκθσλα κε ηελ επηηξνπή δενληνινγίαο ηνπ Παλεπηζηεκίνπ ηεο Γιαζθώβεο. Σα απνηειέ-

ζκαηα ζα είλαη αλώλπκα  θαη ζα έρνπλ ζπγθεληξσζεί έηζη ώζηε ηα άηνκα δελ ζα κπνξνύλ 

λα πξνζδηνξηζηνύλ από ηα απνηειέζκαηα. Σα δεδνκέλα απηά ζα ρξεζηκνπνηεζνύλ γηα απ-

ηό ην εξεπλεηηθό έξγν. 

Πξνρσξώληαο, ζα ήζεια λα επηθεληξσζώ ζηα θύξηα ζέκαηα ησλ δηεζλώλ επηρεηξεκαηηθώλ  

δξαζηεξηνηήησλ ζαο. 

Δξσηήζεηο ΢πλέληεπμεο 

Μέξνο 1 

Γεληθέο Πιεξνθνξίεο 

Ιζηνξηθό ΢πλέληεπμεο 

 

Δηαηξεία: ΢πκκεηέρσλ 6 

 

Γηεύζπλζε: ΢πκκεηέρσλ 6 

Ολόκαηα θαη ζπλνιηθόο αξηζκόο ησλ ρσξώλ κε ηηο νπνίεο ε εηαηξεία έρεη δξαζηεξηόηεηεο( κε 

ζεηξά ,από ηελ πξώηε ζηελ ηειεπηαία)  (8) Κύπξνο, Γεξκαλία Μάιηα, Βνπιγαξία, Γεξκάληα, 

Ρνπκάληα, Ιζπαλία, Απζηξαιία. To 2008 

 

Ιδξπηήο (-εο) ηεο εηαηξείαο O παηέξαο ηνπ 

Έηνο Ιδξύζεσο:1964  

 Όλνκα θαη ζέζε ζηελ εηαηξεία: Γηεπζύλσλ ΢ύκβνπινο θαη Ιδηνθηήηεο. 

Αξηζκόο εξγαδνκέλσλ ΢πλνιηθόο/ Δγρώξηνο/ ΢ην εμσηεξηθό ΢ήκεξα κόλν  4 παιαηνηέξα ζηελ 

Διιάδα, πξηλ ηελ θξίζε 20. Από ην 2008 άξρηζε ε θάζνδνο. 

¨΢πλνιηθό πνζό πσιήζεσλ ΢πλνιηθόο/ Δγρώξηνο/ ΢ην εμσηεξηθό     250 000 Παιαηόηεξα 500 

000  80% ζηελ Διιάδα θαη 20% ζην εμσηεξηθό. 

Ιζηνζειίδα/ Γηεύζπλζε ειεθηξνληθνύ ηαρπδξνκείνπ/ ζηνηρεία επηθνηλσλίαο. ΢πκκεηέρσλ 6 
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ΜΔΡΟ΢ 2 

Ιζηνξηθό 

 

1) Πνηνη ήηαλ νη θύξηνη ιόγνη πνπ ε εηαηξεία ζαο επεθηάζεθε ζην εμσηεξηθό. Μπνξείηε λα 

ηνπο αλαιύζεηε δηαρσξίδνληάο ηνπο ζε εζσγελείο εμσγελείο παξάγνληεο ? 

Ο πξώηνο θαη βαζηθόο ιόγνο ήηαλ ε εμσζηξέθεηα… ςάρλνπκε λα βξνύκε ελαιιαθηηθέο 

ιύζεηο πσιήζεσλ αιιά όρη απεπζείαο πσιήζεηο ιηαληθήο ,θνηηάμακε λα βξνύκε ζπλεξγά-

ηεο ζην εμσηεξηθό, δειαδή ε πνιηηηθή καο είλαη έλαο έκπνξνο έλαλ ρώξα, έηζη ώζηε λα 

ειαρηζηνπνηήζνπκε ηελ πεξίπησζε ηνπ παδαξέκαηνο ηνπ θάζε πειάηε ζηελ ρώξα πνπ ζέ-

ιεη λα πάξεη ην πξντόλ. Άιιν είλαη λα κπνξείο λα ζπδεηήζεηο κόλν κε έλαλ άλζξσπν… 

 Ο ιόγνο ήηαλ νηθνλνκηθήο θύζεσο όηη ςάρλακε λα βξνύκε έζνδα ζην εμσηεξηθό, λέεο α-

γνξέο. Απηό γίλεηαη κε πνιινύο ηξόπνπο… κέζσ ηληεξλέη, δηαθεκίδσ ην πξντόλ ζε ηζην-

ζειίδα… ε ηζηνζειίδα δηαθεκίδεηαη ζε πιαηθόξκεο ζαλ ην Alibaba. com, Export India, 

θαη ζε παλεπξσπατθήο θύζεσο πιαηθόξκεο ζην εμσηεξηθό… θπξίσο Γαιιία, Γεξκαλία 

πνπ είλαη ιίζηεο θαηαζθεπαζηώλ.  

Απηό ελέρεη ξίζθν θαη επηδηώθσ λα έξζσ ζε ηειεθσληθή επαθή καδί ηνπο, ώζηε λα αθνύ-

ζσ ηελ θσλή ηνπ… θαη λα κνπ δώζεη ζηνηρεηά γηα ηελ επηρείξεζε ηνπ. 

 

2) Πσο ζα πεξηγξάθαηε ηελ ζέζε ηεο εηαηξείαο ζαο ζηελ Διιάδα. πξηλ επεθηαζεί ζηηο αγν-

ξέο ηνπ εμσηεξηθνύ?  

Τπήξρε κεγάιε πηώζε ησλ πσιήζεσλ πάλσ από 50% πνπ καο νδήγεζε λα θηλεζνύκε… ,ε 

αιήζεηα είλαη ν κεγαιύηεξνο αλαζηαιηηθόο παξάγνληαο ήηαλ ε ςπρνινγία ,γηαηί ην ζθά-

θνο αλαςπρήο είλαη έλα είδνο πνιπηειείαο θαη όρη πξώηεο αλάγθεο …επνκέλσο ε ςπρνιν-

γία θαη ε δηάζεζε ηνπ θαηαλαισηή λα ζηξαθεί ζε ηέηνηα αγνξά ήηαλ ζρεδόλ κεδακηλή, 

επνκέλσο έπξεπε λα ζηξαθνύκε ,λα βξνύκε λέεο αγνξέο. 

 

3) Πξηλ επηιέμεηε κηα λέα αγνξά ζην εμσηεξηθό, πνηνη είλαη νη θύξηνη παξάγνληεο πνπ ζαλ 

απαζρνινύλ ζρεηηθά κε ηηο δπλαηόηεηεο ηεο εηαηξείαο ζαο? Π.ρ. αλζξώπηλν δπλακηθό , α-

λάγθεο δηαθεκηζηηθήο πξνώζεζεο?   

Από 2008 θαη κεηά ππήξρε νπζηαζηηθά ε κεηάβαζε από ηελ εγεζία ηνπ παηεξά ζε έκελα 

,απηό είρε ζαλ απνηέιεζκα λα ζρεδηάζνπκε θαη λα εμειίμνπκε θαηλνύξγηα ζθάθε εμνιν-

θιήξνπ από ην κεδέλ ώζηε λα θαλνύκε αληαγσληζηηθνί θαη λα παξνπζηάζνπκε θάπνην 

θαηλνύξγην θαη θαηλνηόκν πξντόλ πιένλ ζηελ ειιεληθή θαη μέλε αγνξά από ηελ αξρή.  Σν 

νηθνλνκηθό θνκκάηη εθόζνλ ππήξρε ηέηνηα πηώζε ηδίξνπ, θαη ηόζα πνιιά έμνδα, γηαηί 

πξηλ λα έξζνπκε εδώ…  βξηζθόκαζηαλ ζε ρώξν ηεηξαπιάζηαο ρσξεηηθόηεηαο θαη δπλακη-

θόηεηαο παξαγσγήο, απηό ζε ζπλδπαζκό από ηελ ηερλνγλσζία πνπ είρα από ην παξειζόλ  

από ηνπο γνλείο,  θαη ηελ κειέηε ,ην δηάβαζκα επηρεηξεκαηηθόηεηα πνπ αλέπηπμα ,καο ν-

δήγεζε λα βξνύκε έλα πνιύ κηθξόηεξν ρώξν κε ζπγθεθξηκέλε παξαγσγή ηνλ ρξόλν πνπ 

όκσο πξέπεη λα θαηαλεκεζεί ηζάμηα ζε όινπο ηνπο πειάηεο έηζη ώζηε λα κελ ππάξρνπλ 

παξάπνλα. Απηό καο νδήγεζε λα αξλεζνύκε κηα κεγάιε παξαγγειία από ην εμσηεξηθό γηα 

εθαηό ζθάθε,  γηαηί δελ ζα ήκαζηαλ αμηόπηζηνη ζηνπο άιινπο πειάηεο καο. θνβεζήθακε 
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επίζεο όηη κπνξεί λα ήηαλ μέπιπκα ρξήκαηνο, δελ κπνξείο λα μέξεηο θαη κπνξείο λα βξε-

ζείο κπιεγκέλνο. 

 

4) Πξηλ επηιέμεηε κηα αγνξά πνηνη είλαη νη θύξηνη παξάγνληεο πνπ ζαλ ειθύνπλ  ζηελ λέα 

απηή αγνξά? Π.ρ. γεσγξαθηθή εγγύηεηα, θνηλή θνπιηνύξα, κέγεζνο αγνξάο? 

   

H αιήζεηα είλαη όηη όηαλ μεθηλήζακε ηηο εμαγσγέο, δελ είρακε ζέζεη θάπνηνπο πεξηνξη-

ζκνύο ζην πνπ ζα πνπιήζνπκε. Δκείο απιά πξνζπαζνύζακε λα βξνύκε έζνδα , κε όηη ζπ-

λεπάγεηαη απηό, ε Αιήζεηα είλαη όηη ζηαδηαθά κόιηο κπήθακε ζην ρώξν ηνλ εμαγσγώλ θαη 

είρακε έλα κέξνο ηεο παξαγσγήο γύξσ ζην 20% πνπ έθεπγε ζην εμσηεξηθό. Καηαιάβακε 

όηη ζα έπξεπε λα έρνπκε κεγαιύηεξεο απαηηήζεηο από ηνπο ίδηνπο κεηαπσιεηέο καο, δελ 

ζέζακε ,πνζά ζθάθε ζα πάξεη ν θαζέλαο πνζνηηθά λνύκεξα, ζέζακε όκσο  θάπνηα ζπ-

γθξηκέλα ζηάληαξ όηη θάζε έκπνξνο λα κπνξεί λα εμνπιίζεη ην ζθάθνο κε θηλεηήξα κε α-

μεζνπάξ ,λα έρεη ηελ δπλαηόηεηα after market λα κπνξεί λα θάλεη i service λα κπνξέζεη λα 

αληηκεησπίζεη δεκίεο ρσξίο λα έξρνληαη ηα ζθάθε πίζσ ζηελ Διιάδα θαη ην πνην ζεκαληη-

θό λα έρεη to know how γηα ην πώο θαηαζθεπάδεηαη ην ζθάθνο ,λα κπνξεί λα απαληήζεη ζε 

όιεο ηηο εξσηήζεηο ησλ ππνςήθησλ αγνξαζηώλ, λα έρνπκε ζρέζεηο πέξαλ ηηο επαγγεικαηη-

θέο ,λα κπνξνύκε λα κηιάκε ζε ηαθηά ρξνληθά δηαζηήκαηα.  

Παίδεη πνιύ ζεκαληηθό ξνιό γηα λα πεηύρεη ε εμαγσγή ηα κεηαθνξηθά, ην ζθάθνο έρεη έλα 

παξάδνμν δελ ζπζθεπάδεηαη εύθνια ζην θνληέηλεξ. Έλα θνληέηλεξ κπνξεί λα ρσξέζεη κέ-

ρξη 4 κηθξά ζθάθε, όηαλ ην ζθάθνο έρεη ηηκή πώιεζεο 5000 επξώ θαη ην θόζηνο κεηαθν-

ξάο ηνπ είλαη 1000 επξώ, ηόηε είλαη αδύλαηε ε εμαγσγή ηνπ, πξέπεη λα βξνύκε κεηαθνξέα 

πνπ λα κπνξεί λα ηα ζηνηβάδεη κε ηξόπν ώζηε λα κελ ρηππεζνύλ ηα ζθάθε θαη λα καο δώ-

ζεη θνζηνιόγην ώζηε λα είλαη επραξηζηεκέλνο ν παξαιήπηεο.  

 

5) Πνηεο είλαη νη πιεξνθνξίεο πνπ ρξεηάδεηαη λα γλσξίδεηε πξηλ επεθηαζείηε ζε κηα λέα 

αγνξά? 

Θα έπξεπε λα κπεηο ζηελ δηαδηθαζία λα κάζεηο πσο κπνξείο λα δηαθεκηζηείο ζηηο αγνξέο, 

αιιά ν ιόγνο πνπ καο έθαλε λα θεξδίζνπκε ηελ εκπηζηνζύλε ηνπο  ήηαλ ε πνηνηηθή αλα-

βάζκηζε ησλ πξντόλησλ, έγηλε εμνλπρηζηηθή κειέηε ζηα ζηάληαξ ηα όπνηα ζέινπλ πιένλ 

λα έρνπλ  ώζηε ηα ζθάθε λα πνπιηνύληαη εύθνια ,εθηόο από ην ζρεδηαζηηθό θνκκάηη πνζό 

όκνξθν ζα δείρλεη ην ζθάθνο. Τπάξρεη θαη ε αλαβάζκηζε ζηα πιηθά, αιιάμακε θάπνηα 

βαζηθά πξάγκαηα ηα όπνηα ρξεζηκνπνηνύζακε ιαλζαζκέλα ζην παξειζόλ… πήξακε ηδέεο 

αιιά δελ αληηγξάςακε ,όια ηα ζθάθε είλαη δηθά καο, ζην ιέσ γηαηί πάλσ από ην 70% ησλ 

ζθαθώλ πνπ θαηαζθεπάδνληαη Διιάδα είλαη αληηγξαθή από Ιηαιία, Γαιιία ,Ννξβεγία. 

 

6) Από πνύ ζπγθεληξώλεηε όιεο ηηο απαξαίηεηεο πιεξνθνξίεο? 

Πξνζσπηθή πξνζπάζεηα θαη θηιηθά λαππεγεία, έρσ ζπλεξγαζία κε άιιν λαππεγείν γηα ηελ 

όπνην θαηαζθεπάδσ ζθάθε θαη ηα κεηαπσιεί ζην εμσηεξηθό κε ην δηθό ηνπ brand name. 

 

7) Πσο ζαο επεξέαζε απηή ε πξνζπάζεηα, θαη πόζν ζαο έρεη αιιάμεη ζε ζρέζε κε ην πα-

ξειζόλ? 
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 Βέβαηα απηό πνπ έγηλε θαηά θόξνλ κε ηηο ζρέζεηο πνπ απνθηήζακε κε ηνπο λένπο κεηαπσ-

ιεηέο καο βνήζεζε λα βειηησζνύκε ζε πνιινύο ηνκείο, θπξίσο ζηελ ζρεδίαζε θαη αλα-

βάζκηζε ησλ πξντόλησλ… λα καο δώζνπλ θαηλνύξγηεο ηδέεο ηη ζέιεη ε θάζε αγνξά από 

ζθάθε… 

 Η θπξίσο ειιεληθή αγνξά ζέιεη ζθάθε κέρξη 5 κεηξά ιόγν θνξνινγίαο. ΢ην εμσηεξηθό νη 

θύξηεο πσιήζεηο είλαη από 5 έσο 6 κεηξά θαη πιένλ θηλνύκαζηε λα μεθηλήζνπκε θαηλνύξ-

γηα projects ηέηνησλ ζθαθώλ, νη ληίιεξ καο ελεκεξώλνπλ γηα ηηο απαηηήζεηο ησλ αγνξα-

ζηώλ.  

 

    

8) Πνηνη ήηαλ νη θύξηνη ιόγνη πνπ ζαο δηεπθόιπλαλ ή ζαο δπζρέξαλαλ θαηά ζηελ πξνζπά-

ζεηα ζαο, λα δηεζλνπνηεζείηε? 

Οη δπζθνιίεο πνπ αληηκεησπίζακε εηδηθά ηελ πεξίνδν 2010-2016 είλαη ε κε ρξεκαηνδόηε-

ζε από ηηο ηξάπεδεο ζε θαλέλα βαζκό , όζεο θνξέο πξνζπαζνύζακε  παξνπζηάζακε έλα 

project γηα ρξεκαηνδόηεζε βξεζήθακε ζε θιεηζηέο πόξηεο. Δίρακε letter of credit από 

Γεξκαλία γηα ηελ θαηαζθεπή 4 κεγάισλ ζθαθώλ κε θακπίλεο. Απηό πήγα λα ην ρξεκαην-

δνηήζσ ζε όιεο ηηο ειιεληθέο ηξάπεδεο κε απνηέιεζκα θακηά λα κελ ην δερηεί γηα πξνε-

μόθιεζε ,ή έζησ κέξνο ηνπ πνζνύ …. κε απνηέιεζκα ν άλζξσπνο λα αλαγθαζηεί κε δηθό 

ηνπ ξίζθν λα καο ζηείιεη θάπνηα πξνθαηαβνιή ώζηε λα κπνξέζνπκε λα μεθηλήζνπκε ην 

πξντόλ λα αγνξάζνπκε πξώηεο ύιεο. 

Ο παξάγνληαο πνπ βνήζεζε ήηαλ νη κεηαθνξηθέο εηαηξείεο γηαηί καο έδσζαλ ηξόπνπο κε-

ηαθνξάο είηε νδηθόο είηε ζαιάζζηα ζε ζπλδπαζκό κε ηελ πξνζπάζεηα καο κέζσ ηληεξλέη 

βξήθακε ηνπο πειάηεο. Δπίζεο όηη κπνξνύκε λα κηιήζνπκε 3 μέλεο γιώζζεο βνήζεζε ζηελ 

επηθνηλσλία, επίζεο ε γλώζε ησλ ειεθηξνληθώλ ππνινγηζηώλ θαη λέεο ηερλνινγίεο, ηα θά-

λνπκε όια κόλνη καο ,ρσξίο εμσηεξηθή βνήζεηα θαη απηό επηζπεύδεη ηνλ ρξόλν. 

 

    

 

        

9) Αθνύ επεθηαζείηε ζηελ λέα αγνξά, θαηόπηλ αιιάδεηε θάηη ζηελ ζηξαηεγηθή εηζρώξεζήο 

ζαο ζηελ λέα απηή αγνξά? Πρ ζηηο θπξίσο αγνξέο ηνπ εμσηεξηθνύ.   

Ξεθηλήζακε δηζηαθηηθά κε ιίγεο απαηηήζεηο, θηιηθά λαππεγία-πξνζσπηθέο επαθέο κε άι-

ινπο θαηαζθεπαζηέο καο βνήζεζαλ λα έξζνπκε ζε επαθή ,θάπνηεο εηαηξίεο πνπ εμήγαλ  

καο βνήζεζαλ λα έξζνπκε ζε επαθή απηό αξγόηεξα άιιαμε κεγάισζαλ νη απαηηήζεηο νη 

δίθεο καο ώζηε λα κπνξνύκε λα ζηνρεύζνπκε ηνπο αλζξώπνπο πνπ ζέινπκε λα πνπιήζνπ-

κε. Πήξακε ηηο ιίζηεο ηνπο θαη θάλακε δίθεο καο επαθέο 

 

10) Τπάξρνπλ θαη αλ λαη ,πνηα είλαη  ηα γεγνλόηα πνπ επεξεάδνπλ ηνλ ηξόπν πνπ δηεηζδύε-

ηε ζε κηα αγνξά πνπ εμσηεξηθνύ ? 

θύγακε ινηπόλ από ηα θαλάιηα ησλ θηιηθώλ εηαηξεηώλ θαη αλαπηύμακε ηα δηθά καο, θαη ε 

αιήζεηα είλαη όηη νη εθζέζεηο ζην εμσηεξηθό καο βνήζεζαλ αξθεηά, γηαηί ηα πξντόληα δηα-
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θεκίζηεθαλ ζε εθζέζεηο ζην εμσηεξηθό, ηα πξντόληα δηαθεκίζηεθαλ ζε εθζέζεηο νπόηε ν 

θόζκνο άξρηζε λα ηα γλσξίδεη θαη λα ηα δεηά ,νπόηε νη ληίιεξ…. καο ξώηεζαλ γηα ζπλεξ-

γαζία θαη εκείο επηιέμακε. Απηνί είλαη νη θύξηνη παξάγνληεο. 

 

11Απηό πσο ζαο επεξέαζε ζηελ επηινγή ηεο ζηξαηεγηθήο επέθηαζεο ζαο? 

 

 Με ηελ εκπεηξία θα ηα πξνβιήκαηα πνπ αληηκεησπίζακε θαηά ηηο πξώηεο εμαγσγέο κάζα-

κε λα πξνσζνύκε ζσζηά ην πξντόλ ,αλαπηύμακε θαιύηεξν κάξθεηηλγθ νη ίδηνη, εηδηθά κέ-

ζσ internet.  

Όηαλ έρεηο ζαλ λαππεγία απαηηήζεηο από ηνλ επίδνμν αγνξαζηή-έκπνξν όρη θαηαλαισηή, 

ζε παίξλεη πνην ζνβαξά γηαηί αληηιακβάλεηαη όηη ππάξρεη ζνβαξόηεηα ,κειέηε θαη ζηξα-

ηεγηθή πώιεζεο. 

 

12) Μπνξείηε λα πεξηγξάςεηε κηα ζηξαηεγηθή επέθηαζεο ζε κηα αγνξά ηνπ εμσηεξηθνύ 

πνπ ήηαλ επηηπρήο θαη κηα πνπ θαηέιεμε ζε απνηπρία? 

 

Η είζνδνο ζηελ Ιζπαλία ήηαλ άθξσο επηηπρεκέλε ν ιόγνο ήηαλ ε ζηνρεπκέλε πξνζπάζεηα 

αλ βξνύκε ηνλ ζσζηό έκπνξν ν πνηνο πίζηεςε ην πξντόλ θαη ην πνπιά ζαλ αλ είλαη ν ίδηνο 

ν θαηαζθεπαζηήο. 

H απνηπρία έγηλε ζηελ Κύπξν γηαηί ν άλζξσπνο πνπ ζα έθαλε ηελ εκπνξηθή δηαδηθαζία δελ 

ήηαλ γλώζηεο ηνπ αληηθείκελνπ, έθαλε άιιν επάγγεικα ν νπνίνο είρε ιεθηά θαη ήζειε λα 

θάλεη ηνλ έκπνξν ζθαθώλ, ρσξίο λα έρεη ηνλ ρώξν, κεραληθό λα βάιεη ηηο κεραλέο, δηαθε-

κηζηηθή πξνβνιή. Όηαλ πιένλ πεξηκέλεηο κηα ζπλέρεηα θαη δελ έξρεηαη ηόηε ζε βάδεη ζε 

ζθέςεηο θαη ζέιεηο λα  δεηο γηαηί ζηακάηεζε ε ζπλεξγαζία , είλαη θαη ην ξίζθν, ε ηειεθσ-

ληθή ζπλνκηιία …αλ δελ παο εζύ ν ίδηνο λα δεηο ηνλ ρώξν…. 

 

 

ΜΔΡΟ΢ 3 

Πξαθηηθή ΢πλεηζθνξά 

13) Ση ζα πξνηείλαηε ζηνπο εθπξνζώπνπο ηεο θπβέξλεζεο όηη πξέπεη λα γίλεη γηα λα ππν-

ζηεξηρζεί ε δηεζλνπνίεζε ησλ ειιεληθώλ επηρεηξήζεσλ ηνπ θιάδνπ καο? 

Θα κπνξνύζαλ λα βνεζήζνπλ λα έρνπκε παξνπζία ζε εθζέζεηο ηνπ εμσηεξηθνύ κε ρξεκα-

ηνδόηεζε , λα πάκε ζαλ ειιεληθό ζθάθνο λα πάξνπκε έλα ρώξν γηα λα πξνσζήζνπκε ηελ 

ρώξα θαη ηνπο θαηαζθεπαζηέο ηεο… αληίζεηα κε όηη γίλεηαη ηώξα ….πνπ όζνη έρνπλ ηελ 

δπλαηόηεηα θαη θαιά ζθάθε πάλε.  

Η θνξνιόγεζε είλαη ν ρεηξόηεξνο ηξόπνο θαη πνην αξλεηηθόο ηξόπνο , λα κελ καο βιέπνπλ 

ζαλ πεγή εζόδσλ θαη κόλν  , ζα έπξεπε λα έξζνπλ λα καο γλσξίζνπλ θαη λα θαηαιάβνπλ 

ηελ πξνζπάζεηα πνπ θάλνπκε. Μέζα ζε 4 ρξνληά λα έρνπλ κεηαβάιιεη ηελ θνξνινγία πνι-

ιέο θνξέο, όηαλ θάπνηνο θαηαζθεπάδεη γηα λα κπνξέζεη λα εμάγεη ζα πξέπεη λα κπνξεί λα 

κεηαθέξεη ζηνλ άλζξσπν ζην εμσηεξηθό, ηελ θνξνινγηθή πξαγκαηηθόηεηα ώζηε λα κελ 
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αιιάδεη θάζε ρξόλν ,ώζηε ην θόζηνο ηεο αγνξάο ηνπ λα είλαη ζηαζεξό… Απηό καο δπζθν-

ιεύεη λα κπνξνύκε λα αληαπεμέιζνπκε ζην εμσηεξηθό. 

Γελ ζα ήζεια ε πνιηηεία λα ζπκκεηάζρεη ζην brand name γηαηί κόλν θαθό κπνξεί λα θά-

λεη, ην θξάηνο είλαη αλαζηαιηηθόο παξάγνληαο θαη ν ηξόπνο πνπ καο αληηκεησπίδεη… αλ ην 

θξάηνο δελ ζνβαξεπηεί λα δεη από πνπ κπνξεί λα θέξεη πόξνπο … 

Γελ ππάξρεη αληηκεηώπηζε από ηα επηκειεηήξηα πνπ είλαη απιώο έλαο απιόο εηζπξαθηηθόο 

κεραληζκόο , εθηόο από ην ΔΒΒΔΑ δελ έρσ δεη άιιν λα πξνηείλεη θάηη ώζηε λα βειηηώ-

ζνπκε ηελ ζέζε καο. Όια ηα πξνβιήκαηα έρνπλ ζρέζε κε ην θξάηνο Θα κπνξνύζε ην επη-

κειεηήξην ην ειιεληθώλ… λα πάκε ζε ρώξεο ζαλ ηνλ Καλαδά θαη ηηο Ηλσκέλεο Πνιηηείεο 

ζην αληίζηνηρν επηκειεηήξην ησλ ρσξώλ απηώλ λα δώζεη κηα ιίζηα κε ηνπο θαηαζθεπα-

ζηέο, δελ ππάξρεη θακηά ελεξγνπνίεζε ηνπ θξάηνπο δε ζέκαηα επηρεηξεκαηηθόηεηαο. 

 Γελ γίλεηαη επηζηξνθή ΦΠΑ, θαη νη εξγνδνηηθέο εηζθνξέο…. γηα λα γίλνπλε αληαγσληζηη-

θέο νη ειιεληθέο επηρεηξήζεηο , ζα πξέπεη λα κεησζνύλ. Πνιιέο ειιεληθέο εηαηξείεο έρνπλ 

πάεη ζηελ Βνπιγαξία θαη δελ είλαη γηα ην θόζηνο ηνπ εξγάηε αιιά γηα ηελ θνξνιόγεζε 

πνπ είλαη 10%. 

 

14) Πνηνο ζα ήηαλ νη ππνδείμεηο ζαο ζηνπο άιινπο Έιιελεο θαηαζθεπαζηέο ζθαθώλ πνπ 

έρνπλ ζθνπόο λα επεθηαζνύλ ζηηο δηεζλήο αγνξέο ζην πξνζερέο κέιινλ? 

Να ρξεζηκνπνηνύλ ηηο θαιύηεξεο πξώηεο ύιεο κελ θνβεζνύλ ηηο πηζηνπνηήζεηο θαη λα 

πξνζπαζήζνπλ από κόλνη ηνπο ρξεζηκνπνηώληαο ην ηληεξλέη λα επηθνηλσλήζνπλ κε έκπν-

ξνπο ζην εμσηεξηθό. Γελ ππάξρνπλ βηνκεραληθά πάξθα, εκείο ςαρηήθακε 2 ρξόληα γηα λα 

βξνύκε κέξνο πνπ λα θαιύπηεηαη γηα άδεηα ρξήζεο ηνπ ρώξνπ γηα βηνηερληθή ρξήζε .Απηό 

είλαη πεξηνξηζκέλν ζηελ Διιάδα είλαη άλαξρν, δελ ππάξρεη βηνκεραληθό πάξθν πέξα από 

Οηλόθπηα θαη Διεπζίλα, δελ ππάξρεη θάπνην κέξνο πνπ είλαη δνκεκέλν γηα βηνηερληθή 

ρξήζε. 

 Όζνλ αθνξά ηελ πηζηνπνίεζε, όινη εκείο νη θαηαζθεπαζηέο θαη εκείο πνπ αλήθνπκε κέρξη 

θαη ηελ θαηεγνξία ζρεδίαζεο C θάλνπκε απηνπηζηνπνίεζε . Γειαδή ρξεζηκνπνηνύκε ηα 

ISO  θαη κε βάζε ηα ISO απηά  παξάγνπκε ην πξντόλ καο, ώζηε λα κελ μεθύγνπκε από ηελ 

δηαδηθαζία πνπ ππνδεηθλύεη ε θάζε πηζηνπνίεζε. Πσο ζα γίλεηαη ε δόκεζε ησλ πξντόλησλ 

θιπ. .πέξα από απηό θαιό ζα ήηαλ όινη νη θαηαζθεπαζηέο λα δεηήζνπκε λα πηζηνπνηεζνύ-

κε θαη από άιινπο νξγαληζκνύο, πνπ νη πεξηζζόηεξνη δελ ην θάλνπλ αιιά θαιύπηνληαη 

από ηελ απηνπηζηνπνίεζε.  Τπάξρεη ν ειιεληθόο λενγλώκνλαο πνπ κπνξεί λα πηζηνπνηή-

ζεη ηα λαππεγία θαη ηελ παξαγσγή ηνπ, έηζη  ώζηε λα έρνπκε θαη έλαλ ηξίην θνξέα λα πη-

ζηνπνηήζεη ην ίδην ην πξντόλ ώζηε λα ειθύζεη.  

 

15) ζέιεηε λα θάλεηε θάπνην ζρόιην ζρεηηθά κε ηελ απηήλ ηελ έξεπλα, νπνηνδήπνηε? 

 

Ναη λα πξνζέρνπλ νη Έιιελεο θαηαζθεπαζηέο, ζηηο ζπλδηαιιαγέο ηνπο κε ην εμσηεξηθό ηηο 

ειεθηξνληθέο απάηεο… εκέλα πξνζσπηθά έλα ςεύηηθν e-mail πνπ ζηάιζεθε θόζηηζε ζε 

ζπλεξγάηε κνπ 5000 επξώ. είραλ δώζεη δηθό ηνπο ηξαπεδηθό ινγαξηαζκό γηα λα γίλεη ε θα-

ηάζεζε ησλ ρξεκάησλ θαη ν ζπλεξγάηεο από ην εμσηεξηθό ηα θαηέζεζε ρσξίο λα επηβε-

βαίσζε κε εκέλα…   
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16) ζα ζέιαηε λα ελεκεξσζείηε γηα ηα απνηειέζκαηα απηήο ηεο έξεπλαο? 

Ναη ζα ήζεια κέζσ ειεθηξνληθνύ ηαρπδξνκεί-

νπ.________________________________________ 

 

 

ΕΥΦΑΡΙΣΤΩ ΓΙΑ ΤΗΝ ΣΥΜΜΕΤΟΦΗ ΣΑΣ 
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