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This thesis explores the re-internationalization process of small and medium -sized 
enterprises (SMEs) through a detailed case study of ResQ Club Oy, a Finnish tech-
nology company. The primary aim is to understand how SMEs leverage their past 
international e xperiences and learnings to re-enter previously exited international 
markets. Utilizing a qualitative methodology, this research investigates ResQ Club's 
initial entry, exit, time -out period, and subsequent re-entry into the German mar-
ket. Key findings highlight the role of organizational learning, the impact of mana-
gerial attitudes, and the impact of prior experience and residual assets on shaping 
re-internationalization  strategy. This study contributes to the broader academic 
discourse on non-linear internationalization processes, providing practical insights 
for SMEs navigating similar international trajectories. The results emphasize the 
importance of experiential knowledge, formalized documentation processes, and 
adaptive decision-making in re -engaging with international markets. This research 
addresses significant gaps in the literature by focusing on the dynamic and iterative 
nature of SME internationalization, offering both theoretical advancements and ac-
tionable strategies for business practitioners.(
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Re-internationalization  
 
 
 
Initial or de novo entry  

A process where a company withdraws from inward 
and outward international operations before subse-
quently re-entering international markets .  
 
The initiation of the re -internationalization process  
by which a enters a foreign market for the first time  
 

Exit  
 
 
 
Time-out period  
 
 
 
 
Re-entry 
 
 
 
International heritage  
 
 
 
Non-linear  
internatio nalization  
 
 
Organizational learning  
 
 
 
Organizational amnesia 
 
 
 
Failure/success myopia 
 
 
 
 
Superstitious learning  
 
 

The second stage of the re-internationalization 
process by which a firm withdraws from 
international markets  fully or partial ly. 
 
The third stage of the re-internationalization 
process during which a firm focuses on its domestic 
market or other foreign markets after exiting one or 
multiple  international market s.  
 
The fourth stage of the re-internationalization 
process by which a firm restart s operations in a 
previously exited market.  
 
The accumulated knowledge, experiences and net-
works that a firm gains from its previous interna-
tional activities.  
 
A pattern of internationalization characterized by 
repeated entries and exits in international markets, 
as opposed to a linear, gradual expansion.  
 
The process by which a firm acquires, integrates, 
and applies knowledge from past international 
experiences. 
 
The inability to access accumulated knowledge 
within an organization, due to the loss of  key 
individuals or lack of appropriate documentation. !
!
A cognitive bias where firms focus excessively on 
past successes or failures, potentially leading to 
overconfidence and skewed approaches in future in-
ternational ventures.  
 
A type of learning where firms make strategic 
decisions based on coincidental or unrelated events 
rather than actual causal relationships. 
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Traditional models of internationalization suggest a gradual, stepwise pro-
gression into international markets  (Johanson & Vahlne, 1977). However, for 
many businesses, the practical reality  involves repeated entries and exits to 
and from international markets, reflecting a more dynamic and responsive 
approach to global business strategy (Dominguez & Mayrhofer , 2017; 
Fletcher, 2004,  Vissak & Francioni, 2013, Nummela et al., 2016; Welch & 
Welch, 2009). Such behavior is particularly prevalent among small and me-
dium -sized enterprises (SMEs) (Nummela et al., 2016; Vissak et al., 2020; 
Dominguez & Mayrhofer, 2017; Vissak & Francioni, 2013). This is due to their 
limited resources, greater flexibility, and a propensity for learning and exper-
imentation through trial and error in international markets.  Considering the 
limited resources of these businesses, their  ability to leverage past learnings 
and experiences from their international endeavors is crucial for  competing 
effectively against more established players.  
 
Indeed, re-entering an international market fundamentally differs  from an 
initial or new market entry because a firm can utilize its previous experiences, 
knowledge, and connections in the host country. This suggests that the initial 
experience intrinsically shapes the firm's subsequent internationalization 
path and affects how re-internationalization progresses.  However, in the field 
of international business research, there is a significant gap in understanding 
how small and medium-sized companies (SMEs) specifically adopt nonlinear  
strategies for internationalization . Or, in other words, how these companies 
engage in international markets without  follow ing a straightforward, linear 
path of gradual expansion and growth. Such behavior can encompass various 
patterns, including the possibility of exiting and re -entering international 
markets multiple times  (Welch & Welch, 2009) . 
 
Many questions related to the nonlinear  internationalization process and its 
effects on company strategy remain unanswered. How do firmsÕ nonlinear  
internationali zation processes evolve over time? How do initial international 
experiences influence the strategic decisions regarding re-entry? What are 
the antecedents that influence an SME's decision to re-enter previously 
exited international markets?  How do firms acquire, integrate, and apply 
knowledge throughout the re-internationalization process, and how does this 
impact their internationalization outcomes?  
 
Given the increasing evidence that  particularly in SMEs  internationalization 
unfolds in a nonlinear  way, it is valuable to study these internationalization 
patterns in practice and attempt to identify the factors contributing to suc-
cessful nonlinear  internationalization strategies. Thus, the problem this 
study addresses is the lack of knowledge on nonlinear  internationalization 
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patterns and the strategic, operational, and contextual factors influencing the 
related decisions in small and medium-sized companies.  
 
Based on the qualitative single-case study of a Finnish technology company, 
ResQ Club Oy (referred to as ResQ Club), this thesis aims to answer how the 
re-internationalization process in a n SME unfolds.  
 
Additionally, it seeks to understand how an SME leverages past 
international experiences and learnings for re -entry into international 
markets.  
 
ResQ Club began internationalizing its operations in 2016, one year after its 
foundation , and has since entered and withdrawn from multiple markets, 
successfully expanded its operations to two foreign markets and, at the time 
of writing, initiated re -entry to one. My interest in studying ResQ Club was 
sparked upon learning about their plans to re -enter the German market , 
which led me to proactively reach out to the company, resulting in my em-
ployment there  and the commission of this thesis. This unique position pro-
vided me with an insider perspective, allowing me to explore the dynamics of 
their re -internationalization process in depth.  
 
This thesis aims to construct a comprehensive understanding of the com-
panyÕs nonlinear  intern ationalization process. Specifically, the focal point of 
this study is to inform about whether and how ResQ ClubÕs previous interna-
tional experiences in the German market have been and can be leveraged for 
future international endeavors. Therefore, the objectives of this study are 
twofold: Firstly, to gain a clearer understanding of nonlinear  internationali-
zation processes in SMEs. Secondly, drawing on the findings from the single 
case study on ResQ Club Oy, to investigate how firms leverage past interna-
tional experiences and learnings to increase chances of success when re-en-
tering  international markets .  
 
To gain a comprehensive understanding of the issue while also creating a 
bridge between existing literature and the single-case context of this thesis, 
an existing theoretical re-internationalization model is used as a guiding 
framework. The model chosen is a process model developed by Welch & 
Welch (2009) based on previous knowledge about the internationalization 
process applied to the far less researched context of re-internationalization.  
As the authors state, the goal is Òto explain Ôhow a sequence of events leads to 
some outcomeÕÑin this case, the outcome being the re-internationalization 
effort.Ó (Welch & Welch, 2009, p.569). This thesis adopts the same approach, 
using the model as a guiding framework for the single case study of ResQ 
Club. The aim is not to test the model or study its applicability to the selected 
context. Much rather, the core elements of the model are used to construct a 
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common thread for the analysis of the case companyÕs internationalization 
process. Therefore, the use of this guiding framework will help to reconstruct 
the internationalization trajectory of the case company in a structured and 
comprehensive manner that allows for a comprehensive understanding of 
the unique sequence of events leading to the decision to re-enter the German 
market.  It further  helps identify relevant past international experiences  and 
related positive learnings and potential negativities  relevant to the analysis.  
 
As the study is conducted on a single case within a relatively short timeframe 
of six months, the resulting findings are highly context -specific and thus not 
indicative of a generalizable phenomenon. Therefore, this thesis does not 
generate broadly applicable theories or recommendations that could be ex-
tended across various contexts to a broader population. Instead, its findings 
serve as a foundation for further studies and can, to a certain degree, be ap-
plied to analogous cases in comparable contexts. 
 
The main contributions and relevance of this thesis can be summarized as 
follows: Firstly, it contributes to the existing academic literature by providing 
insight into  the, to date, scarcely studied phenomenon of nonlinear  interna-
tionalization in SMEs. Secondly, the study has the possibility of providing 
added value to the case company in informing its strategy for future interna-
tionalization endeavors. Through this background, this thesis sets the stage 
to delve deeper into the mechanisms of re-internationalization, examining 
how ResQ Club and similar firms use their international histories to inform 
and optimize their strategic decisions on a global scale. This not only en-
hances academic understanding of nonlinear  internationalization processes 
but also provides practical insights for companies navigating similar paths.  
 
Following the introductory chapter, I  review the relevant academic literature 
on re-internationalization  and introduce the theoretical framework used for 
the analysis. I then outline the methodological approach, providing a com-
prehensive case description of the case company and present the case study 
methodology, data collection methods, and analytical techniques used. Fol-
lowing this, I present the  key findings of the analysis, identifying relevant 
patterns and themes based on the guiding theoretical framework. Finally, I 
discuss the implications of these findings for both management and future 
research, offering practical recommendations and suggesting areas for fur-
ther inquiry.  
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The purpose of this chapter is to review existing academic literature on re-
internationalization and to introduce the theoretical framework for the em-
pirical part of this study . 
 
Considering the vast body of literature on internationalization, the literature 
review is limited to the literature, which I deemed most relevant for this the-
sis. The focus lies on existing literature on re -internationalization. Tradi-
tional internationalization literature is touched upon only to place the spe-
cific study focus of this thesis in the broader context of internationalization 
research.  
 
The literature review is structured as follows. I begin by introducing the re-
search stream of re-internationalization by embedding it into the broader 
field of internationalization research. I then discuss various understandings 
of the term Ôre-internation alizationÕ, distinguish it from initial or de novo 
market entry , and define how the term is used in the context of this study. I 
proceed by presenting a summary of the knowledge gained from existing re-
search on re-internationalization, as well as identify ing the persistent re-
search gaps in this area of study. Lastly, I explore re-internationalization as 
a process consisting of four different stages based on an existing process 
model developed by Welch & Welch (2009) which serves as the guiding 
framework for the empirical part of this study.  
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The study of how businesses expand into international markets has evolved 
into a distinct segment of international business research over the past dec-
ades (Welch & Welch, 2009; Johanson and Vahlne, 1977; Fletcher, 2004). 
This field of research is closely linked to the study of the internationalization 
process and the newer field of international entrepreneurship. Research, pol-
icy-making, and trade support have predominantly focused on the outward 
expansion of businesses from their home countries with themes such as psy-
chic distance and experiential learning being central to this focus. In inter-
nationalization research, inward internationalization, the connection be-
tween inward and outward processes, and the phenomenon of businesses 
withdrawing from internati onal markets have received less attention 
(Fletcher, 2004). 
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Furthermore, in much of the existing research, internationalization is viewed 
as a largely linear process. However, empirical research on firms navigating 
international markets suggests that many firmsÕ internationalization pro-
cesses are not linear. Instead, they often experience phases of reducing their 
international activities or completely halting them, followed by periods 
where they might re-engage in international markets (Freeman, 2007). 
Firms might decide to re-initiate their international endeavors by re-entering 
previously exited markets, venturing into new ones, or adopting more com-
mitted operational strategies (Benito & Welch, 1997; Welch & Welch, 2009). 
This process of re-internationalization is distinct from initial market entry, 
as it is shaped by the firm's past international experiences and time-out pe-
riod from international markets (Kuiken et al., 2021; Luostarinen & Welch, 
1993). 
 
The topic of re-internationalization, or the process by which firms re -enter 
international markets after exiting, remains an underexplored area despite 
evidence of high failure rates among smaller firms embarking on interna-
tional expansion (Ali et al., 2022; Surdu et al., 2018; Welch & Welch, 2009). 
In fact, to date, there is no agreement on whether nonlinear  
internationalization is indicative of  failure or success (Vissak et al., 2020). 
Few existing studies have systematically categorized and analyzed re-inter-
nationalizing firms as a distinct group, which could provide insights into 
their specific behaviors and strategies compared to firms internationalizing 
for the first time. There rema ins an insufficient understanding of how de -
internationalization influences subsequent re -internationalization efforts, 
especially among born globals and small firms whose strategies and anteced-
ents for internationalization likely  differ from larger firms and multinational 
enterprises (MNEs)  (Kafouros et al., 2022; Vissak & Francioni, 2013). In gen-
eral, firms may exhibit unique behaviors and strategies due to their prior in-
ternational experiences, and effects of management or ownership changes 
during the international time -out period are likely to affect how these firms 
re-enter previously abandoned markets (Vissak & Francioni, 2013).  
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In the academic discourse on foreign market re-entry, scholars have em-
ployed diverse terminologies and theoretical frameworks to describe and an-
alyze the phenomenon of re-internationalization , reflecting a broad spectrum 
of perspectives and underlying mechanisms at play. For instance, the export 
literature segment has explored re-entry by distinguishing between different 
types of non-exporters, such as "disappointed exporters" versus "disinter-
ested exporters," or by examining various exporting patterns like "occasional 
export" versus "regular export" (Crick 2002, 2004; Crick and Chaudhry 
2006; Kaleka and Katsikeas 1995; Katsikeas 1996; Naidu and Prasad 1994). 
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This approach emphasizes the behavioral aspects of firms' international en-
gagement and the conditions under which they reconsider entering foreign 
markets after a period of absence. 
 
Conversely, studies anchored in the internationalization process theory view 
re-entry as a strategic choice made in response to evolving environmental 
contexts. This perspective is interested in the sequential and developmental 
aspects of a firm's international operations, suggesting that re-entry is part 
of a broader strategic adaptation to international market dynamics (Figueira -
de-Lemos and Hadjikhani 2014; Freeman et al. 2013).  
 
Another significant strand of research draws from institutional theory, high-
lighting the role of the institutional environment in shaping strategic deci-
sions, including the choice to re-enter a market previously exited. This view 
points to the external, of ten regulatory or normative, pressures that influence 
re-entry decisions, underlining the importance of the institutional context as 
a determinant of strategic behavior (Aguzzoli et al. 2021; Surdu and Narula 
2020).  
 
Organizational learning theory has also been applied to the study of re-entry, 
focusing on how a firm's past experiences inform its decision to re-enter a 
foreign market. This approach suggests that learning from past successes and 
failures plays a critical role in shaping future strategic choices, including the 
decision to re-enter a market from which the firm had previously exited 
(Sousa et al., 2021; Welch & Welch, 2009).  
 
The various interpretations and applications of firm re -internationalization 
highlight that, although there is a consensus in academic discussions that re-
internationalization involves a company's re -entry into international 
markets, the term's application  is more complex than it appears. The use of 
the terms de- and re-internationalization often varies, covering a range of 
conceptually distinct decisions and actions. This variance not only creates 
ambiguity in  scholarly discussions but also complicates the analysis of the 
reasons behind and the effects of such corporate moves.  
 
For this thesis, re-internationalization will be defined in line with Welch & 
Welch (2009) who propose a comprehensive definition of re-internationali-
zation that  can be considered to refer to international activity in general, 
while also encompassing scenarios involving international activity in specific 
markets. According to the authors, re-internationalization refers to a process 
where a company withdraws from inward and outward international opera-
tions before subsequently re-entering international markets . As is illustrated 
in Figure 1, this process is conceptualized as involving a sequence of initial 
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international business activity, exit from these operations, a time -out period 
of some duration, and eventual re-entry into international markets .  
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The emphasis is on the general process of exiting and re-engaging in 
international operations, rather than limiting it to specific markets . 
However, the definition also allows for scenarios where re-
internationalization occurs in specific markets. For example, a firm might 
exit a particular market, and later re -enter the same market as is the case in 
this study. The authors' discussion of partial and full withdrawal from 
international activity further supports this flexibility. They acknowledge that 
a company might cease international sales in some markets while 
maintaining limited international involvement in o thers: "Our focus will be 
on the latter, although we also refer to cases of partial withdrawal given that 
they too provide insights into the re -internationali zation process" (Welch & 
Welch, 2009, p. 568). Furthermore, it is  highlight ed that re-
internationalization can involve different pathways and experiences at each 
stage of the process, depending on the firm's history and the markets 
involved. This suggests that while the primary definition covers general 
international activity, it i nherently includes the possibility of re -engagement 
in specific markets. The situations of firms engaging in re-internationaliza-
tion are highly individual, and as such, they can be positioned on a wide spec-
trum of different combinations, with varying levels of activity in different in-
ternational markets. Figure 2 provides a visual representation of the different 
positions a firm can occupy within the re -internationalization spectrum . 
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Lastly, Welch & Welch (2009) suggest that there are three practical paths to 
re-internationalization. The first involves individual entrepreneurs who, af-
ter ceasing international operations or selling their company, restart inter-
national business activity within new company formations. This path high-
lights the entrepreneurial aspect of re-internationalization, where the per-
sonal international heritage and experiences of entrepreneurs play a crucial 
role in the re-engagement with international markets.  The second is a corpo-
rate path where a company may retain some effects of its former interna-
tional involvement despite a change of ownership. The new owners might in-
itiate a re-internationalization process based on the residual international 
orientation, assets, or relationships left from the previous operations. This 
path underscores the impact of corporate memory and heritage on the po-
tential for re -internationalization. The third path  represents the focus of this 
thesis and addresses the organizational level, involving companies that have 
fully or partially withdrawn from international operations but maintain some 
level of domestic business activity before re-engaging in international market 
activities. This path is characterized by the strategic and organizational deci-
sions to re-enter international markets, influenced by the firm's accumulated 
international experience, changes in management or ownership, and new in-
ternational opportunities.  
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Previous research on the firmsÕ market re-entry suggests that re-internation-
alization should be treated as a concept different from de novo market entry 
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considering that re-internationalizing firms differ significantly from those 
entering international markets for the first in terms of foreign market 
knowledge, networks, host country environment, resources and sunk costs as 
well as reputational and risk -taking attitudes (Javalgi et al., 2011).  
 
De novo entry refers to a firm entering a foreign market for the first time 
(Javalgi et al., 2011; Ali et al., 2022). This initial entry is characterized by 
decisions made without prior direct experience in the specific foreign market, 
meaning firms must n avigate the complexities of the host country environ-
ment, establish new relationships with customers and suppliers, and absorb 
the initial costs without the benefit of historical insights from previous oper-
ations in that market. This type of foreign market  entry has been studied ex-
tensively and is the subject of much of the existing academic literature on 
internationalization. Javalgi et al. (2011) have conducted an excellent litera-
ture review on the topic of international market re-entry in which they illus-
trate three main approaches that are commonly used to categorize firm in-
ternationalization. Firstly, the authors refer to Johanson and Vahlne (1977) 
for (1) the stage-based approach, commonly referred to as the Uppsala model 
describing internationalization as a gradual process in which the increased 
acquisition of experiential knowledge allows for higher commitment in for-
eign markets thus affecting market mode choice. Secondly (2) the economic-
rational approach, which combines transaction cost theory and DunningÕs 
eclectic paradigm to explain international entry mode decisions (Anderson 
and Gatignon, 1986; Dunning, 1980), and lastly, (3) the international entre-
preneurial approach focusing on the Ôborn globalÕ phenomenon. 
 
Re-entry, on the other hand, involves a firm re -entering a foreign market af-
ter having previously exited. According to Conner and Prahalad (1996), a 
firm's knowledge base is a key source of competitive advantage. Re-entry al-
lows a firm to leverage its knowledge base of past experiences, know-how, 
and relationships in the host country. Firms considering re -entry might also 
be influenced by previous reasons for exit, whether due to internal problems, 
external obstacles, or strategic realignment. Javalgi et al. (2011) compare de 
novo entry and re-entry in international markets and find that re -interna-
tionalizers differ from de novo entrants in that they have higher levels of for-
eign market knowledge, have previously developed customer and/or supplier 
relationships in the host market, have previously explored resources, are 
more experienced in the host country environment, have the opportunity to 
salvage sunk costs, possess an established company reputation and are highly 
risk-averse. An overview of this is presented in Table 1. This accumulated ex-
periential knowledge can significantly accelerate the re-entry process, allow-
ing re-entering firms  to bypass certain hurdles that newly internationalizing 
firms might face. For example, a firm with prior international exposure may 
have established relationships in target markets or possess insights into 
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cultural nuances and regulatory frameworks, thereby facilitating smoother 
re-entry.!!
!
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Previous research on the internationalization behavior  of different firms has 
shown that in many cases, the process is neither linear nor incremental as 
traditional internationalization models suggest (Dominguez & Mayrhofer, 
2017; Nummela et al., 2016; Welch & Welch, 2009; Vissak & Francioni, 
2013). However, despite the high incidence of such cases of nonlinear inter-
nationalization, the topic has received limited research attention . One reason 
for this is that various streams of research have addressed re-internationali-
zation independently. For example, export literature has compared varying 
exporting patterns (Crick 2002, 2004; Crick & Chaudhry 2006; Kaleka & 
Katsikeas 1995; Katsikeas 1996; Naidu & Prasad 1994) while institutional 
theory has considered the influences of institutional contexts on a firmÕs de-
cisions to exit and re-enter international markets ( Aguzzoli et al., 2021; 
Surdu & Narula, 2020 ). This has resulted in a highly fragmented body of re-
search on the topic of re-internationalization.  
 
In the following section, I provide an overview of the existing academic 
research on re-internationalization, highlighting its primary areas of focus, 
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current studies on re-internationalization in SMEs, and identifying pertinent 
gaps in the research. I then use the re-internationalization process to elabo-
rate on more specific findings related to each phase of the re-internationali-
zation process.  
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Research on re-internationalization has addressed several important ques-
tions, shedding light on the dynamics of firms as they navigate through the 
complexities of international markets. Studies have explored the differentia-
tion between re-entry and de novo entry, emphasizing the utilization of pre-
vious knowledge and the decision-making processes involved in market re-
entry (Javalgi et al., 2011). Others have delved into the stages of internation-
alization, investigating the factors leading to changes in the commitment to 
foreign markets (Dominguez & Mayrhofer, 2017). Overall, only a limited 
number of studies have examined the re-internationalization process thus 
far. Yet, even fewer empirical studies have focused on de- and re-internation-
alization patterns in the specific context of SMEs. This is surprising, consid-
ering that  recent studies indicate that patterns of fluctuating international 
commitment s are particularly evident in the internationalization trajectories 
of SMEs (Vissak et al., 2020; Dominguez & Mayrhofer, 2017; Vissak & 
Francioni, 2013) and that they may be more common among these types of 
firms than larger organizations (Bernini, 2016).  

Previous studies have found that firmsÕ internationalization processes can be 
complex and non-linear, involving repeated cycles of entry, exit, and re-entry 
into international markets. For example, Dominguez & Mayrhofer (2017) 
study five French SMEs operating in traditional manufacturing industries 
and find that the internationalization process of SMEs involves multiple 
stages, which are not strictly linear but include phases of increasing, 
decreasing, and re-increasing commitment to foreign markets. They find that 
while the behavior of the studied companies is somewhat consistent with the 
Uppsala model and born global approach, the internationalization processes 
are neither incremental nor linear and are strongly affected by different 
internal and external factors as well as potential critical events. Similarly, 
Vissak & Francioni (2013) found that an Italian machinery producer 
exhibited a pattern of serial nonlinear internationalization, with several 
subsequent exits and re-entries or significant fluctuations in foreign 
involvement. This activity was spread across 29 countries, with at least a year 
or more without export activities in each, and activities in eight of these 
countries ceased twice or more. They further that firm s may retain interna-
tional relationships in a "sleeping state", which makes future re-entries 
easier. !
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Vissak (2006) has studied four Estonian re-internationalizers  and found that 
re-internationalization can vary in pace, be influenced by numerous factors 
such as critical incidents and network relationships and that firms may lev-
erage previous market knowledge and relationships in the process. Similarly, 
in a study on a Belarussian door producer that, after rapid initial interna-
tional growth, experienced nonlinear internationalization , Vissak & Zhang 
(2016) find political and economic factors can be significant 'push' factor s for 
a firm's initial fast internationaliza tion  while other  internal and external in-
fluences can lead to varying de- and re-internationalization phases. This 
aligns with other existing research findings that both internal and external 
factors influence the trajectory of firm internationalization (Dominguez & 
Mayrhofer, 2017; Nummela et al., 2016; Welch & Welch, 2009; Vissak & 
Francioni, 2013). Internally, factors include strategic decisions, resource 
availability, and previous international experience. Externally, market con-
ditions, competitive pressures, and changes in the international business en-
vironment play significant r oles (Dominguez & Mayrhofer, 2017).  
 
The role of knowledge, network relationships, and decision-making logic 
throughout the internationalization process, including entries, exits, and re -
entries, has also been a subject of interest (Vissak et al., 2020). Drawing on 
effectuation theory, Vissak et al. (2020) show that effectual decision-making 
often results from a lack of knowledge, and market experimentation is asso-
ciated with numerous market exits  and re-entries. However, as firms acquire 
knowledge, they tend to adopt more causal decision-making approaches and 
form stronger ties. Despite this shift, serendipitous entries can still occur, 
and firms may continue exiting and re -entering foreign markets.  
 
Additionally , Freeman et al. (2013) have focused on how managers of born 
global firms transition from de -internationalization to re -internationaliza-
tion and choose their internationalization patterns.  In this context, Nummela 
et al. (2016) and Hurmerinta et al.  (2024)  stress that managerial experience 
and business competence are critical filters that mediate the impact of exter-
nal drivers of failure, suggesting that deficiencies in these areas can signifi-
cantly predispose ventures to failure. The entrepreneur holds a central role 
in the internationalization process and individual managers' entrepreneurial 
behaviors have been shown to be crucial in determining a firm's international 
behaviors and strategic changes (Freeman et al., 2013) and influencing deci-
sions on de-internationalization because of managers' perceptions of inter-
national operations' performance and strategic fit within the company's over-
all goals (Benito & Welch, 1997). 
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As Sousa et al. (2021) conclude in their review of 45 articles on international 
market re-entry, previous studies exhibit several limitations, including am-
biguous definitions, insufficient theoretical foundations, underdeveloped or 
untested models, and issues with research design. Specifically, the concept of 
re-entry is often not clearly defined, leading to confusion between re-entry 
and re-internationalization and uncertainty regarding the appropriate time -
out period for identifying re -entry. 
 
Additionally, there is an abundance of underexplored areas in the field. One 
key shortcoming of existing research is that the longitudinal development of 
firms' internationalization processes remains inadequately understood . 
There is a need for research that delves deeper into the cycles of increasing, 
decreasing, and re-increasing commitment to foreign markets to help under-
stand how firms evolve over time within the international business domain 
(Dominguez & Mayrhofer, 2017; Nummela et al., 2016; Welch & Welch, 
2009; Vissak et al., 2020). 
  
Similarly, studies have called for a deeper examination of de- and re-interna-
tionalization patterns, particularly focusing on the strategic, operational, and 
contextual factors influencing firms' decisions to reduce their international 
commitment or to re -engage in international operations after exiting 
(Dominguez & Mayrhofer, 2017; Freeman et al., 2013).  
  
Furthermore, current research underscores the necessity for a more holistic 
understanding of re-internationalization processes that integrates insights 
from diverse theoretical frameworks such as the Uppsala model, the born 
global framework, and theories from entrepreneurship, strategic manage-
ment, and international business (Benito & Welch, 1997; Dominguez & 
Mayrhofer, 2017; Nummela et al., 2016).  
 
The role of business networks and relationships in facilitating or hindering 
the re-internationalization process also remains largely unexplored. Future 
investigations are required to understand how firms leverage these networks 
during different stages of internationalization, which could reveal critical in-
sights into the support mechanisms and barriers encountered by firms in the 
re-internationalization journey. Additionally, the detailed dynamics of 
knowledge acquisition throughout the internationalizatio n process, includ-
ing the ways firms acquire, integrate and apply knowledge, remain underex-
plored (Vissak et al., 2020) and we require a better understanding of how 
firms develop resilience capabilities and how learning from past experiences 
influences their future internationalization strategies (Dominguez & 
Mayrhofer, 2017). 
 
 



@G!
!

!"C$D4&$+&' ()*&+),*(-),.(/,*(-) $1+-3&00$$
 
Re-internationali zation is a process that includes initial international activ-
ity, exit, a time -out period, and re-entry, culminating in renewed interna-
tional operations. The duration and nature of these phases can vary signifi-
cantly across firms, taking on different forms based on firm-specific circum-
stances (Welch & Welch, 2009).  
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As mentioned above, re-internationalization differs fundamentally from ini-
tial or de novo entry in that a firm can leverage its past experiences, 
knowledge, and relationships in the host country  for its re-entry to the mar-
ket. This implies that the initial experience inherently shapes the further in-
ternationalization trajectory of a firm and influences how re-internationali-
zation unfolds. It is widely agreed that this international heritage shaped by 
a firmÕs initial international experience varies widely and is influenced by the 
nature of the international experience and the way the experience is pro-
cessed and interpreted by key decision-makers (Welch & Welch, 2009). 
Welch & Welch summarize and visualize the key components of a firmÕs in-
ternational heritage in what they call a Ôre-internationalization platform serv-
ing as the foundational basis for re-internationalization. This will be further 
explored in section 2.5.4 focusing on the re-entry stage.  
 
Entering a market requires significant knowledge acquisition, particularly 
for a firm's initial entry. This initial knowledge can be considered exploratory 
or secondary because firms lack first-hand experience with the market's 
specific subtleties, such as local politics, culture, and competition (Javalgi et 
al., 2011).  
 
The exploratory knowledge firms acquire when entering a foreign market in-
cludes both explicit and tacit knowledge (Javalgi et al., 2011; Teece, 1998). 
Explicit knowledge can be easily codified and shared and might include de-
tailed documentation of past operations as well as stakeholders and net-
works. This documentation can be valuable when considering re-entry.  
Tacit knowledge, on the other hand, consists of knowledge acquired by expe-
rience and is more difficult to codify and transmit. Amongst other host coun-
try factors, cultural knowledge is considered particularly relevant for a firm 
contemplating re -entry considering the strong influence cultural norms and 
beliefs have on customer behavior and product adoption (Javalgi et al., 2011; 
Teece, 1998).  
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In international business research, the terms "exit" and "de -internationaliza-
tion" are frequently used interchangeably to describe the process of with-
drawing from international markets.  For the sake of clarity and consistency, 
I  adopt the same approach. However, the terms have been used to describe a 
variety of different strategic pathways in various contexts making them ra-
ther nebulous terms requir ing clarification. K afouros et al. (2022) have pro-
posed that de-internationalization be examined along two dimensions: the 
extent (partial or full withdrawal) and the nature (voluntary or forced) of the 
exit. In line with Welch & Welch (2009), the authors suggest that firms can 
either engage in partial de-internationalization, where companies either exit 
some foreign markets, they operate in or reduce their commitment and re-
sources in one or several of these markets, or full-scale de-internationaliza-
tion implicating termination of all international operations and retreating to 
their domestic market.  
 
On the other hand, de-internationalization may be voluntary, reflecting a 
company's strategic decision to reorganize its portfolio of foreign activities, 
possibly due to shifting market attractiveness or the quest for competitive 
advantages such as innovation. Alternatively, de -internationalization might 
be enforced, resulting from actions like expropriation by a host government, 
economic sanctions, or policy shifts, including protectionist measures or 
changes in the geopolitical landscape that compel a company to exit foreign 
markets (Kafouros et al., 2022; Vissak & Francioni, 2013). 
 
In addition to challenges in defining what exactly constitutes an international 
market withdrawal, there is also a lack of agreement when it comes to the 
drivers of international exits (Javalgi et al., 2011). Companies' decisions to 
exit international markets are influenced by a complex interplay of factors 
such as poor performance, strategic fit, governmental support, market con-
ditions, and entrepreneur characteristics (Berry, 2013; Sousa & Tan, 2015; 
Tan & Sousa, 2017; Welch & Welch, 2009). Understanding these factors is 
crucial for firms looking to navigate the challenges of international opera-
tions effectively. 
 
Factors influencing companies' decisions to exit international markets are 
multifaceted and involve a combination of internal and external elements. 
Poor performance is often cited as a significant predictor of divestment, with 
firms considering interactio ns across multilevel factors when making divest-
ment decisions for their foreign operations (Berry, 2013). While lagging prof-
its and disappointing performance results are common reasons for exit deci-
sions, other factors also play a role (Tan & Sousa, 2017), namely a lack of 
preparation and internal difficulties, shareholder pressure , and competition 
in international markets (Dominguez & Mayrhofer, 2017). Vissak et al. 
(2020) find that a lack of knowledge leads to mostly effectual (opportunity -
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driven) decision-making, characterized by finding customers via weak ties, 
trade fairs, and unsolicited export orders. This often results in numerous 
market exits and re-entries as firms "experiment" with foreign markets.  
 
Additionally, poor international performance and strategic misfit between 
foreign activities and headquarters are crucial reasons for exiting a foreign 
market (Sousa & Tan, 2015). Tan & Sousa (2020) further suggest that the 
influence of governmental support on exit decisions has been overlooked. 
 
The entry mode into international markets can also affect exit decisions, with 
prior entry and exit decisions playing a role . The mode of entry, particularly 
through foreign direct investment (FDI), involves signif icant resource allo-
cation. The depletion of internal resources due to numerous entries can lead 
to a situation where maintaining those operations becomes challenging, 
prompting exit decisions  (Chan et al., 2006). In this context Chan et al., 
(2006) also find that MNEs are likely to imitate the entry and exit behaviors 
of other MNEs in the local industry.  Companies that have exited foreign mar-
kets may later also decide to re-enter those same markets (Aguzzoli et al., 
2020).  
 
Additionally, the decision to de -internationalize is influenced not only by in-
ternal company deliberations but also by external forces such as policy shifts, 
regulatory changes, and prevailing megatrends. The recent global health cri-
sis, escalating trade conflicts, protectionism, and technological progress have 
all contributed to a shifting international landscape. Firms face a more com-
plex and intense array of risks, necessitating a reassessment of their global 
strategies and presence (Kafouros et al., 2022). 
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Companies that have previously withdrawn from international markets un-
dergo a period devoid of international operations before re-engaging in spe-
cific or multiple international markets, often referred to as the time -out pe-
riod in which firms reflect, recal ibrate, and possibly reformulate their inter-
national strategies based on past experiences and new insights (Dominguez 
& Mayrhofer, 2017; Welch & Welch, 2009). While some companies withdraw 
from an international market completely, others may maintain a cer tain level 
of international activity or continue developing international connections in 
anticipation of future re -entry.  Companies often keep their network relation-
ships active during the time-out period, which helps them re-enter markets 
more effectively when conditions improve. Firms also often adopt flexible 
strategies, maintaining minimal international activities to seize future 
opportunities. This can include accepting unexpected orders and 
participating in international events, which keeps them engaged with global 
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markets (Vissak et al., 2020). In this context , Vissak & Francioni (2013) also 
discuss the concept of "sleeping states" referring to periods during which a 
company temporarily halts its international ( export) activities in certain 
markets. These periods do not always mean a permanent exit but are often 
strategic breaks. During these times, the company maintains its relationships 
and contacts, which can be reactivated when needed. This strategy helps 
companies manage their resources efficiently and adapt to changing market 
conditions or internal capabilities.  This variance underscores the fact that 
time-out is not merely a pause but a phase that can be actively used to prepare 
for the next stage of internationalization.  
 
The time-out period's length and nature can significantly influence the like-
lihood and success of re-internationalization. Welch & Welch (2009) high-
light that this period does not have a one-size-fits -all impact; rather, its ef-
fects are nuanced, with considerable variation among companies. Some firms 
might find that a prolonged time -out makes re-entering international mar-
kets less likely due to the loss of momentum, market connections, or relevant 
market knowledge. On the other hand, for companies that require substantial 
organizational restructuring or need to wait for favorable shifts in the exter-
nal environment, a longer time -out period can be beneficial, allowing for 
making the necessary strategic adjustments. Dominguez & Mayrhofer (2017) 
find that the length of the time -out period is related to firmsÕ resilience capa-
bilities and the extent to which they maintain some form of international ac-
tivity.  
 
Welch & Welch (2009) also find that firms that  continue to actively pursue 
international opportunities, are not overly traumatized by past failures, and 
have managed to retain or enhance their international heritageÑsuch as 
knowledge, networks, and managerial expertiseÑare more likely to re-inter-
nationalize successfully. Moreover, management change proves to be a criti-
cal driver for re -entry, signaling the importance of leadership and new, unbi-
ased perspectives in the decision to re-engage with international markets. 
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Central to the discussion around the process of re-internationalization is the 
understanding of the way re-entry unfolds, coupled with the experiences 
firms encounter and the level of managerial commitment as critical determi-
nants of success in re-internationalization efforts (Welch & Welch, 2009).  
 
Objectives and modes of re-entry  
 
Antecedents and motivators of different re -internationalization patterns 
have, thus far, not received enough attention (Kafouros et al., 2022). 
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Considerable differences in the characteristics, regularity, and timing of de- 
and re-internationalization underscore the importance of studying the driv-
ers as well as the elements influencing a company's readiness and capacity to 
recommence operations abroad. Furthermore, while research provides in-
sights into the advantages and disadvantages associated with entering for-
eign markets, it often overlooks the impact that withdrawal from and re -en-
try to international markets have on a company's success (Kafouros et al., 
2022).  
 
There is widespread agreement that re-internationalization can have differ-
ent objectives such as capturing newly emerged opportunities, attaining  new 
or lower-cost resources, salvaging sunk costs, attaining growth and diversifi-
cation objectives and combinations of various goals (Javalgi et al., 2011; 
Kafouros et al., 2022). Dominguez & Mayrhofer (2017) also find that changes 
in ownership, reorganization , and increased demand in international mar-
kets are among the triggers for the decision to re-internationalize.  
Furthermore, substantial market experience has been proven to increase 
confidence and decrease the risk of re-entering international markets by 
enhancing a firmÕs ability to assess and evaluate the business environment of 
the foreign market (Aguzzolli et al., 2021; Javalgi et al., 2011).  
 
Re-entry objectives inevitably shape the scope, mode, and timing of the re -
entry. However, research on the topic is limited and highly fragmented and 
it remains unclear whether established norms for scope, mode, and timing of 
market entries apply to the specific cases of international market re -entries. 
Examples of prior research on the topic include a study on 30 re-internation-
alizing firms  by Javalgi et al. (2011) who find that  timing of re -entry was 
largely dependent on governmental policies and the scope was driven by both 
country and firm -specific factors and ranged from smaller to much larger 
scopes compared to previous operations. Surdu et al. (2018) find that, 
unexpectedly, for MNEs the duration of experience between initial entry and 
exit does not result in quicker re-entries. Instead, the depth of experience 
from joint ventures and the specifics of the exit process play a crucial role in 
early re-entries. Furthermore, the quality of  institutions in the host country 
facilitates early re-entry and can influence how past experiences affect re-
entry timing.  In the context of re-entry modes, both Javalgi et al. (2011) find 
that firm behavior  is in line with path dependency theory  and somewhat in 
support of stage models, indicating that firms  often repeat the same modes 
for re-entry and switch from non -equity-based to equity-based models. In all 
cases, choices were moderated by both firm- and country-specific factors. Ali 
(2019) find s that firms tend to follow the stage-based approach utiliz ing their 
learning and experiences from the initial internationalization phase when re -
internationalizing, often opting for higher involvement modes of operations 
during this period.  
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Effects of organizational learning on re-entry  
 
It is widely agreed that a firmÕs prior international experience affects re-entry 
decisions and the way these re-entries unfold. Yet, very limited research has 
been conducted on the varying effects of different types and extents of prior 
experiences on re-entry (Javalgi et al., 2011; Surdu et al., 2018; Welch & 
Welch, 2009). Furthermore, it remains unclear to what extent firms use prior 
international experiences and knowledge in their subsequent internationali-
zation and re-internationalization (Vissak et al., 2020).   
 

ÒThe international heritage of the firm will be affected not just by the 
nature of its experience abroad, but also by the way its key decision -
makers process and interpret their experience. Even failed outcomes in 
foreign markets can potentially produce po sitive learning benefits: 
learning -by-doing can also include learning -by-making mistakes, 
such as learning about inappropriate foreign market approaches and, 
in the process, how things might be done differently. (Welch & Welch, 
2009 , p. 570) 

 
As is evident from these earlier findings, learning is an ongoing process that 
occurs concurrently with other activities during the re -internationalization 
process. Consequently, the topic of learning is integral to the entire re-inter-
nationalization process and warrant s a detailed examination, which I provide 
in the following section.  
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As re-internationalization decisions are affected by previous international 
experiences, drawing on organizational learning theory has been a popular 
approach to investigating the process of re-entry, examining how insights 
gained from previous experiences influence a company's decision to re-enter 
the market (Javalgi et al., 2011; Sousa et al., 2021). Welch & Welch (2009) 
argue that a firm's prior international engagements provide it with an "inter-
national heritage," comprising intangible assets like experiential knowledge, 
networks, managerial skills, and attitudes towards internationalization. This 
heritage is shaped by the initial international experiences, which can vary 
widely among firms, including the extent and depth of international activity, 
and may involve multiple entries and exits from international markets. Even 
failed international ventures can offer valuable lessons, contributing to a 
richer international heritage that can aid in more successful re -internation-
alization efforts ( Hurmerinta et al., 2024; Welch & Welch, 2009).   
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For example, Surdu et al. (2018) find that contrary to previous suggestions 
for initial entries, experience -based learning does not positively impact the 
speed of re-entry. Instead, Òexperienced re-entrants tend to be late re-en-
trantsÓ (Surdu et al., 2018), indicating that firms require time to process prior 
experiences, particularly  in the face of potential ly traumatic and costly 
market exit s. The authors argue that learning should not be viewed solely as 
a linear, sequential process where accumulated experience directly translates 
to increased confidence in investing in international markets. Instead, it 
should be recognized that experience gained over time can sometimes be set 
aside, disregarded, or forgotten (Surdu et al., 2018).  
 
Welch & Welch (2009) illustrate examples where firms, after initial setbacks 
in foreign markets, retain a positive outlook and valuable insights for future 
endeavors. Specifically, learning-by-doing approaches and takeaways from 
inappropriate foreign market approaches can be valuable learnings to un-
cover which factors influence whether a repeated foreign market entry is suc-
cessful.  
 
Recent research by Hurmerinta et al. , (2024) investigat ing experiential 
learning in internationalizing SMEs argues that internationalization and ex-
periential learning in entrepreneurial firms are tightly connected processes. 
Failures and near-failures trigger the need to learn, fueling a cyclical process 
where internationali zation and learning continuously feed each other. The 
authors further highlight the role of entrepreneurs as gatekeepers of experi-
ential learning, absorbing, digesting, and transferring experiential 
knowledge within their organi zations (Hurmerinta et al. , 2024). This, in 
turn, implies tha t the gatekeeping effect of individuals is more pronounced 
in smaller companies where decision-making is often more centralized, with 
the entrepreneur or a small group of leaders making most of the key deci-
sions.  
 
Hurmerinta et al.  (2024) identify two critical steps essential for learning from 
failure in entrepreneurial internationali zation. The first step involves the en-
trepreneur recognizing and assessing the value of experiential knowledge, 
whether derived from personal experiences or vicarious learning from oth-
ers. This step requires a critical evaluation to determine the relevance and 
applicability of the knowledge to the firmÕs specific context. The second step 
is the internali zation of this knowledge within th e organization, which entails 
not only recognizing its value but also acting upon it. The entrepreneur must 
ensure that the insights gained are effectively incorporated into the firmÕs 
practices and strategies, facilitating the transfer and embedding of 
knowledge throughout the organizational structure. These steps highlight the 
pivotal role of the entrepreneur in filtering and disseminating experiential 
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knowledge, thereby ensuring that learning from failures significantly con-
tributes to the firm's internationali zation efforts and overall growth.  
 
Hurmerinta et al. 's (2024) theoretical approach significantly aid s research by 
offering a more nuanced understanding of the relationship between failure 
and entrepreneurial internationali zation. 
 
At the same time, previous research has underscored various challenges re-
lated to a firm's international heritage. The learning outcomes from past in-
ternational activities are not always straightforward and can result in "failure 
myopia" where organizations might overemphasize successes and overlook 
failures, potentially leading to overconfidence and a skewed approach toward 
future international ventures  (Welch & Welch, 2009) . Furthermore, the re-
tention of key individuals who possess this international heritage is critical; 
the loss of such individuals can lead to organizational amnesia, severely im-
pacting the firm's ability to leverage past experiences for future international 
re-entry (Wang & Ahmed, 2003; Welch & Welch, 2009).  
 
Organizational amnesia can manifest as either time-related, where 
organizations fail to access accumulated knowledge, or space-related, where 
they struggle to share and assimilate knowledge across different areas within 
the organization (Othman & Hashim, 2003) . When relating this to  
Hurmerinta et al. Õs (2024) experiential learning  framework, time -related 
amnesia could prevent firms from leveraging past internationali zation 
experiences to inform current strategies, while space-related amnesia could 
impede the internal transfer of critical insights gaine d from failures. 
Therefore, overcoming organizational amnesia is essential for ensuring that 
the experiential knowledge necessary for successful internationalization is 
both accessible and actionable within entrepreneurial firms. This alignment 
underscores the importance of robust knowledge management practices and 
a culture that supports continuous learning and adaptation to mitigate the 
risks of organizational amnesia. This is in line with Wang & Ahmed (2003) 
arguing that organizational processes and structures that support learning 
are imperative for a company to avoid suffering from organizational amnesia 
(Wang & Ahmed, 2003).  
 
While the factors influencing successful learning from previous experiences 
require further exploration, it is agreed upon that focusing on learning from 
failures rather than past positive experiences results in more effective learn-
ing (Vissak et al., 2020; Welch & Welch, 2009) . However, the conditions un-
der which managers learn from failures associated with exiting foreign mar-
kets (and when they fail to do so) are not thoroughly understood (Kafouros 
et al., 2022; Surdu et al., 2018). Indeed, studies by Aguzzoli et al. (2021) and 
Meschi & MŽtais (2015) have demonstrated that not every company can 
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convert the knowledge obtained from failures into effective decision -making. 
Managers might overly concentrate on avoiding previous errors or could be-
come overly assured that the lessons learned from failures have sufficiently 
prepared them for re-entering foreign markets. In either scenario, managers 
might overlook crucial elements like increased competition, which could in-
fluence re-entry (Aguzzoli et al., 2021).  
 
Previous failures in foreign markets, while offering potential learning bene-
fits, can lead to a negative perception of international endeavors, making 
firms hesitant or reluctant to re -enter or expand into new international mar-
kets (Javalgi et al., 2011; Welch & Welch, 2009). According to Javalgi et al. 
(2011), the hesitation to re-enter an international market can be attributed to 
several factors, each reflecting the complex interplay between past experi-
ences and current market conditions. First, a company's goals and priorities 
may evolve over time, leading to a reassessment of whether re-entry aligns 
with its current strategic direction. Second, the lingering presence of the 
company's brand or reputation in the market Ñ referred to as residual mind-
shareÑcan complicate re-entry efforts, particularly if past associations are 
negative. Third, firms considering re -entry must address and mitigate the ad-
verse factors that precipitated their initial withdrawal from the market.  Ad-
ditional failure -related challenges include diminished confidence in the mar-
ket from which the firm previously exited, a gap in understanding or 
knowledge about the market's present conditions, apprehensions about fac-
ing bias or skepticism based on past endeavors, and a discontinuity in market 
engagement that might hinder the firm's ability to adapt to the host country's 
current dynamics.  
 
Another pitfall of organizational learning is superstitious learning  - a 
phenomenon that is prevalent in the internationalization processes of SMEs 
(Nummela et al., 2016). This type of learning involves making decisions 
based on coincidental or unrelated events rather than on actual causal 
relationships, leading to potentially erroneous conclusions and strategies. 
This phenomenon can be particularly problematic in internationalization 
processes where the complexity and variability of foreign markets often 
obscure the true causal relationships between strategic actions and market 
outcomes (HŒllen et al., 2021). To avoid falling into the trap of superstitious 
learning, firms need to be mindful of their learning processes and ensure that 
they are based on sound evidence and causal relationships. Studies have 
emphasized the importance of knowledge accumulation and learning in the 
internationalization process of firms, highlighting that firms that can weave 
new knowledge into their organizational routines tend to internationalize 
faster and make more informed decisions, including re-entering riskier 
markets (Surdu et al., 2020). 
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Furthermore, Welch & Welch (2009) contend that the usefulness of prior 
international experience diminishes as the differences in country, culture, 
business type, and networks between the previous and new markets increase. 
This suggests that the more similar the re-entry conditions are to the initial 
entry, the greater the benefits a firm can derive from its prior experience. 
Consequently, it could be assumed that ceteris paribus, firms re-entering the 
same markets they previously exited are likely to reap higher benefits from 
their prior international experience.  However, Welch & Welch (2009) also 
refer to previous studies (Eriksson et al., 1997) which indicate that 
international experience can provide broadly applicable kno wledge, 
beneficial across different markets, rather than being confined to specific 
ones. 
 
Lastly, the benefits that firms gain from internationalization experience 
gradually diminish (Chen et al., 2019; Surdu et al., 2018; Welch & Welch, 
2009). Without regular application, specific routines and practices can be-
come forgotten to the extent that they lose their utility (Dodgson, 1993; Levitt 
& March, 1988). This raises a further, largely unexplored, question of how 
firms can balance the time needed to recover from the shock of exiting with-
out forfeiting the advantages essential for re-entering foreign markets 
(Kafouros et al., 2022). 
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The conducted literature review highlights the complexity and fragmented 
nature of the research on re-internationalization. Despite the growing inter-
est in understanding how firms re -enter international markets after exiting, 
the existing body of literature remains disp ersed across various theoretical 
frameworks and empirical contexts. One of the significant challenges identi-
fied is the diverse terminologies and frameworks used to describe and ana-
lyze re-internationalization. This multiplicity of perspectiv es, while enrich-
ing, has also contributed to a fragmented understanding of the phenomenon. 
Key findings from existing research indicate that re -internationalization is 
not merely a reversal of international exit, but a complex process influenced 
by both internal and external factors such as a firm's past international expe-
riences, network relationships , and institutional influences. Consequently, 
while many concepts from prior research on internationalization Ñsuch as 
entry modes and organizational learningÑmay overlap with re-internation-
alization, the findings from these studies are not automatically transferable.  
However, these concepts can still be valuable in guiding research, identifying 
essential factors, and constructing analytical frameworks tailored to the 
unique challenges and dynamics of re-internationalization.  
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For th is thesis, I adopt the process model proposed by Welch & Welch 
(2009), which stands out for its comprehensive approach to integrating var-
ious stages and factors of re-internationalization. The Welch & Welch (2009) 
model is particularly suitable as it draws on an extensive body of existing lit-
erature and covers different types of re-internationalizing companies, mak-
ing it adaptable to various empirical contexts.  The model conceptualizes re-
internationalization as a process involving four distinct stages: initial inter-
national activity, exit, a time -out period, and re-entry into international mar-
kets. This process-oriented approach allows for a nuanced analysis of how 
firms navigate each phase, leveraging past experiences and addressing chal-
lenges unique to re-internationalization.  
 
By adopting this model, I base my empirical research on a structured frame-
work to analyze the re-internationalization process of ResQ Club. The mod-
el's flexibility and depth make it an ideal tool to dissect the company's re-
internationalization process. While this case study is not aimed at producing 
generalized findings, this approach can help guide future studies conducted 
on similar firms in comparable contexts.  In the following, I present the 
adopted model in greater detail.  
 
Considering the absence of sufficient empirical research on the specific topic 
of re-internationalization, Welch & Welch (2009) have approached the con-
ceptualization of the re-internationalization process by developing a process 
model based on existing research in the broader field of firm internationali-
zation. They build upon the foundational work of Johanson & Vahlne (1977, 
1990) on the internationalization process, which emphasizes the importance 
of market knowledge and resource commitment to foreign markets. Their 
model seeks to understand the re-internationalization process through the 
lens of core drivers known from existing internationalization research such 
as knowledge and experience, networks, attitudes, resource commitment, 
and market activities.  The authors enhance the model by integrating insights 
from research on serial entrepreneurs and de-internati onalization to enrich 
their model. Following Van de Ven (2007), they aim to elucidate how a se-
quence of events, influenced by these core drivers, leads to the outcome of 
successful re-internationalization (Welch & Welch, 2009).  
 
Re-internationali zation is defined as Òwithdrawal from inward and outward 
international operations by a company before subsequent international re -
entryÓ (Welch & Welch, 2009; p. 568).  As mentioned in section 2.2, this def-
inition includes both complete and partial withdrawals from international 
activities in general and individual international markets .  
 
The model divides the re-internationalization process into four stages : (1) the 
initial international experience,  during which an "international heritage" is 
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created, which includes intangible assets such as experiential knowledge, in-
ternational networks, managerial skills, and attitudes towards international-
ization. The nature and extent of this heritage can vary significantly based on 
the firmÕs prior international activities ; (2) the exit from international mar-
kets, which can influence a firm's future re -entry depending on the reasons 
for exit (e.g., market disruptions, strategic realignments) and how the exit is 
managed; (3) the international time -out period during which firms may cease 
operations completely or maintain some level of international involvement , 
and (4) international re-entry, which can be triggered by internal factors 
(e.g., strategic decisions, management changes) or external factors (e.g., 
market opportunities, economic conditions). The re -entry process is influ-
enced by the firmÕs retained international heritage and any new assets or in-
fluences acquired during the time-out period . The re-entry strategy might 
differ from the initial internationali zation approach due to lessons learned 
and the firmÕs evolved capabilities and networks. 
 
Welch & Welch (2009)  further conceptualize re-internationalisation as 
driven by three main sets of forces: (1) assets and liabilities from previous 
international operations (i.e. international heritage) that can either facilitate 
or hinder re -entry, (2) new internal or external international influences post -
exit that  can lead to retention , dissipation and/or additions of and to  the in-
ternational heritage  and can provide new opportunities or motivations for re -
internationalisation , and (3) the cumulative experiences at each stage of the 
re-internationalization  process stages that shape the firmÕs approach in re-
entering international markets .  
 
They build on the the concept of international heritage by incorporating the 
dynamic changes that occur during the time-out period introducing the con-
cept of a Òre-internationalization platformÓ . This platform acts as the foun-
dation for re -entry into international markets, integrating the firmÕs histori-
cal international experience with new developments and changes that occur 
during the time -out period. In their definition of international heritage, t he 
authors do not explicitly  mention tangible resources that firms may retain 
after exit, such as legal entities, documentation, or software. At the outset of 
this research project, it became evident that such residual assets were present 
in the case of ResQ Club. Recognizing their relevance, I deemed it necessary 
to incorporate these elements into the analytical framework. Consequently, I 
have expanded Welch & Welch's (2009) process model to encompass both 
intangible dimensions Ñsuch as knowledge, experience, and attitudesÑand 
tangible resources. This adaptation facilitates a more comprehensive analysis 
of the factors influencing re -internationalization.  Figure 3 visualizes the 
adapted re-internationalization process model and the factors affecting the 
international heritage  throughout the different stages.  
 



G#!
!

 
"#$%&'!F)! G' 3#0-'&0.-#/0.+#4.-#/0! 5&/6',,! 9/='+C! .=.5-'=! 1&/9! H'+62! I !
H'+62!@7DDJC!5B!KLDE!
 
The theoretical model presented above serves as the guiding framework for 
the empirical part of this study , the analysis of ResQ ClubÕs re-international-
ization process. This will guide the reconstruction of the case company's re-
internationalization process, enabling a clear understanding of the events 
leading to the re-entry into the German market. It also helps identif y past 
international experiences, including positive learnings and potential nega-
tive aspects relevant to this study. 
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This study delves into the re-internationalization process of a Finnish tech-
nology company. The case company, ResQ Club, provides a digital platform 
connecting gastronomy businesses and retailers with customers who can 
purchase surplus food and other items via the platform . The re-internation-
alization process is examined through the lens of ResQ Club's renewed en-
gagement in the German market. The objective is to uncover how ResQ Club 
navigates its re-internationalization with an emphasis on leveraging past ex-
periences for renewed international oper ations, the re-entry to the German 
market , in particular. In the following, I present the case selected for this 
study, discuss the research focus of the study, and present the selected 
method of analysis, elaborating on how the data was collected and analyzed.  
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This thesis is commissioned by ResQ Club Oy, founded in 2015 and head-
quartered in Helsinki, Finland . ResQ Club is a technology company commit-
ted to reducing waste and advancing sustainable development (ResQ Club, 
n.d.-a) and it  operates a mobile platform allowing  gastronomy and retail 
businesses to sell surplus items to nearby consumers. The company currently 
operates in four markets, Finland, Sweden, Estonia, and Germany, with the 
Finnish home market making up approximately 98% of the transaction vol-
ume (Current CEO, personal communication, 19 January, 2024).  The com-
pany turned profitable in 2020 and in 2023, the companyÕs revenue was 3,4 
Million Euros  (Asiakastieto, 2024). Comparable European competitors in-
clude TooGoodToGo and Karma (Current CEO, personal communication, 19 
January, 2024). In 2024 , ResQ Club expanded its services to include surplus 
flowers with the long -term goal of evolving towards a comprehensive surplus 
platform  (ResQ Club, n.d.-a).  
 
ResQ Club operates as a digital marketplace for surplus food, allowing con-
sumers to purchase food and other surplus products that would otherwise go 
to waste from restaurants, cafes, and retail  at a discounted price. The compa-
ny's business model revolves around a location-based mobile- and web app, 
which displays available surplus offerings in nearby areas, enabling users to 
purchase and pick them up conveniently. The revenue model for ResQ Club 
involves charging a commission on each transaction made through the plat-
form, typically around 25% of the price of the products sold. 
!
The platform allows businesses (providers) to sell surplus items to nearby 
consumers. Providers publish surplus items on the platform at discounted 
prices via ResQ ClubÕs business application. Consumers browse and purchase 
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available offers in the mobile application  after which purchased goods can be 
picked up at the providerÕs location within a specified time  frame (ResQ Club, 
n.d.-b). To date, over 3,000 providers and more than 1.1 million users have 
registered and, over 14 million products have been saved from disposal 
through the platform  (ResQ Club, n.d.-a). The app is available as a web app 
and mobile application in the Apple App Store and Google Play Store.  
 
ResQ Club in the Finnish market 
 
Following the launch of the ResQ Club service in Helsinki  in 2015, the com-
pany quickly expanded its operations to other Finnish cities . By 2017, the 
company was gaining recognition, winning several awards such as the Best 
Mobile Service from Teleforum and Teknologiateollisuus  (Teknolo-
giateollisuus, 2016). In the following  year, it was listed by TalouselŠmŠ as one 
of the top 10 hottest companies in Finland (TalouselŠmŠ, 2017). 
 
At the beginning of 2018, ResQ Club announced a leadership change with the 
appointment of a new CEO.  Two months later, local media reported that the 
company was involved in a legal controversy when one of its founders and 
former CEO was convicted of violating business secrets (Kemppi, 2018) . This 
led to substantial negative publicity in the Finnish media , which coupled with  
the financial difficulties that ResQ Club was already facing due to several 
costly internationalization attempts , caused significant internal 
organizational challenges. As a result, the company was forced to undertake 
considerable restructuring, which included laying off numerous employees 
to stabilize its operations and finances. In 2022, another leadership change 
occurred leading to 6 months of interim leadership before the appointment 
of the current CEO.  
 
The company currently  operates in over a hundred towns and cities across 
Finland . In 2024, the company expanded its product offering to surplus flow-
ers and plants and has been piloting a delivery model with a local wholesaler.   

ResQ Club in international markets  

ResQ Club has exhibited a strong international focus since its inception, com-
mencing internationalization efforts in 2016, shor tly after its foundation. 
ResQ ClubÕs initial  international  expansion was marked by its market  entry 
to Sweden. The internationalization strategy involved hiring local 
independent contractors  on a commission-based salary (referred to as 
Òbusiness agentsÓ in external and as ÒagentsÓ in internal company 
communications)  to conduct market research, acquire and onboard local 
providers, and carry out marketing activities for providers and end -users 
(ResQ Club, 2016). Between 2016 and 2019, similar strategies were employed 
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in Estonia, the Netherlands, Canada, Malaysia, Singapore and Poland. 
Internal Slack communications indicated that Australia, the UK, Iceland, 
Argentina, and Belgium were considered potential international markets. 
However, internal company data showed no transaction data for these 
markets. 
 
ResQ Club expanded into the German market in November 2016, initially 
employing an independent contractor -based model similar to its other 
operations. However, the company soon initiated negotiations with a local 
competitor, MealSaver. This culminated in M ay 2017 with an official 
announcement of their merger, leading to the combined entity operating 
under the ResQ Club brand. As part of this merger, ResQ Club also took over 
the German limited company (EatUp GmbH) that had been established by 
MealSaver. In the subsequent one-year period, ResQ Club encountered 
numerous challenges in the German market, including financial difficulties, 
internal organizational issues, and increasing pressures from a larger 
international competitor. During this time, the comp any experienced two 
waves of layoffs, leading to a significant downsizing of the German-based 
team. By mid-2018, ResQ Club decided to significantly scale back its 
operations, laying off all German-based employees and maintaining only a 
minimal presence to allow existing partners to continue using the platform.  
During the subsequent six-year time-out period from the German market,  
the focus was on restabilizing the business and strategic reorganization. 
 
In other international markets, where initial entry efforts did not yield the 
desired success (Estonia, Netherlands, Canada, Malaysia, Singapore, and 
Poland), ResQ Club employed a similar strategy, scaling down operations 
while maintain ing minimal market presence. An overview of all international 
markets and their activity levels over time is presented in Figure 4. The 
activity level is based on internal transaction data obtained from  ResQ ClubÕs 
business intelligence platform.  



GC!
!

 
"#$%&'!M)!:#9'+#0'! /1!G',N!<+%;O,!#0-'&0.-#/0.+! .6-#>#-?!#06+%=#0$!+'>'+,! /1!
.6-#>#-?!;?!-&.0,.6-#/0!>/+%9'!
 
This approach involved keeping the platform operational with minimal to no 
active management while still allowing  existing providers to continue selling 
their surplus goods via the app. However, there was no resource commitment 
to acquiring  new partners or customers. Over time, activity levels in these 
markets gradually diminished, ultimately resulting in an effective, albeit 
gradual, abandonment of these markets. Nonetheless, this strategy allowed 
ResQ Club to retain a foothold in these markets, potentially facilitating easier 
re-entry in the future should conditions become more favorable  (Current 
CEO, personal communications, 19 January 2024).  
 
Sweden represents the sole market in which  the company has maintained 
consistent operations up to the time of writing this thesis, with one full -time 
employee currently overseeing the market. The Estonian market was re-
entered in 2021, with operations currently managed by a dedicated team of 
three individuals. Lastly, the re -entry into the German market was ongoing 
at the time of writing this thesis.  
 
An overview of ResQ ClubÕs activities in the German market as well as the 
Finnish and other international markets can be found in Figure 5.  
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This study aims to investigate the dynamics of ResQ Club's internationaliza-
tion process, with a particular focus on the company's re-entry to the German 
market and the process leading up to this decision. Notably, there was no 
comprehensive record of the companyÕs international history  that would 
have served the purpose of this analysis; therefore, to conduct a thorough 
analysis, the process first needed to be reconstructed based on the collected 
data. The study, therefore, includes both the historical reconstruction of 
ResQ ClubÕs re-internationalization process and the analysis of how prior in-
ternational experiences influenced ResQ ClubÕs re-entry to the German mar-
ket. The study does not include a deeper analysis of ResQ ClubÕs presence in 
other international markets .  
 
The scope of the analysis is limited to the period from  the initial market entry 
up to the re-entry decision, including both the systematic analysis of the re-
internationalization process and  the assessment of how past experiences and 
organizational changes led to the re-entry decision. While it includes some 
insights from the early stages of the re-entry process, it does not extend to 
making inferences about the success or failure of the re-entry. Such an anal-
ysis would require a more extended period of observation beyond the scope 
and timeframe of this thesis. Furthermore, the thesis does not delve into fi-
nancial and operational metrics or  long-term performance indicators  of the 
case company. 
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The research primarily focuses on insights from current and former employ-
ees of ResQ Club who were directly involved in the internationalization pro-
cess as well as complementary internal and external data . This approach in-
herently limits the breadth of perspectives and potentially overlooks valuable 
insights from other  internal and external stakeholder groups including em-
ployees, customers, partners, and investors of the company.  
 
However, the primary objective of the thesis is to explore the internal dynam-
ics and strategic decisions within ResQ Club, particularly focusing on how 
the company leveraged its past experiences for re-entry into the German 
market. The perspectives of key internal stakeholders who were directly in-
volved in these processes are crucial for achieving this objective. 
Furthermore,  the qualitative nature of the study aims to provide deep in-
sights into specific aspects of re-internationalization  and the detailed ac-
counts and reflections of the involved employees offer significant value in un-
derstanding the internal mechanisms and strategic thinking behind the re -
entry process. Lastly, the findings of this study lay the groundwork for future 
research. By highlighting internal strategic decisions and organizational 
changes, this thesis provides a foundational understanding that can be ex-
panded upon in subsequent studies.  
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The study of this thesis is based on a qualitative single-case study approach. 
The overall aim of the study is to understand how the case companyÕs re-in-
ternationalization process unfolded and in what ways its prior international 
experiences in the German market  were leveraged for the re-entry. The focus 
lies on drawing on existing literature to enhance understanding in the prac-
tical context of a re-internationalizing Finnish SME. An established theoret-
ical framework guides the empirical research, aiding in the structured collec-
tion and analysis of data.  
 
Qualitative research was chosen as the research method for this study con-
sidering its usefulness for providing answers to complex research questions 
and enabling a holistic understanding of the studied issues (Eriksson & Ko-
valainen, 2008). The research questions of this study are aimed at under-
standing behavior and strategic decisions made within a complex real-life 
business context and thus require an approach concerned with interpretation 
and understanding of the issue at hand. Qualitative research has also proven 
Òparticularly relevant when prior insights about a phenomenon under scru-
tiny are modestÓ (2005: p.202, cited in Eriksson & Kovalainen, 2008, p.5) 
and used as initial exploratory studies or complementary studies in cases 
where quantitative studies have not produced sufficient understanding of a 
studied issue (Eriksson & Kovalainen, 2008).  
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While case studies have traditionally  been recognized primarily as tools for 
building theory (Eisenhardt, 1989), a different perspective posited by Welch 
et al. (2011) acknowledges the case study's usefulness in fulfilling additional 
goals such as refining and testing theories. This thesis employs an existing 
theoretical framework to guide and support the investigation but does not 
aim to test the framework directly. Instead, a review of academic literature is 
conducted to develop an understanding of the study's context and scope. 
Given the relatively scant research in the thesis' focus area, this review is en-
riched with empirical findings. Consequently, the theoretical contribution of 
this thesis may be described as explorative theory development, primarily 
serving as a foundation for future research. 
 
Lastly, this study is focused on a subjective inquiry where the researcher rec-
ognizes and accepts that the findings are influenced, to some extent, by my 
personal interpretation of the situation and phenomenon. While this thesis 
aims to offer explorative theoretical contributions on the topic of re -interna-
tionalization,  it adopts a predominantly  intrinsic case study approach, where 
the interest lies primarily in the case itself, rather than using it to represent a 
broader phenomenon (Stake, 1995).  
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According to Stake (2005), the case study is a choice of what is to be studied 
rather than a methodological choice. In a case study, the case is thus equated 
with the unit of analysis (Welch et al., 2011). The unit of analysis for this the-
sis is the case company ResQ Club Oy in the context of its re-internationali-
zation process in the German market. Thus, the unit of analysis can relate to 
social as well as temporal characteristics. The unit of analysis encompasses 
the entire case company, including its foreign subsidiaries.   
 
A variety of factors related to my personal circumstances as well as the case 
companyÕs history and recent developments played a role in selecting the unit 
of analysis for this study. I first saw the possibility of a case study in my field 
of interest when I was employed by the case company. The timing of my em-
ployment coincided almost precisely with the initiation of the case companyÕs 
re-entry to the German market , offering a rare and valuable perspective for 
the study. This alignment not only facilitated a deeper understanding of the 
company's re-internationalization process but also allowed  me to explore its 
challenges and opportunities from within. Consequently, the choice of ResQ 
Club as a case company for this thesis is driven by a genuine interest in and 
direct access to critical insights into the case companyÕs re-international iza-
tion process. 
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Therefore, the selection of the case for this thesis may be viewed as being 
based on convenience. Fletcher et al. (2018) have highlighted that conven-
ience sampling could pose challenges related to information reliability and 
overall credibility.  However, final judgments should be based on the extent 
to which the selected cases serve the purpose of the study. I carefully consid-
ered this issue during the thesis development and explored the idea of incor-
porating more case companies to increase the study's credibility . Neverthe-
less, upon thorough reflection, I  determined that adding more cases would 
not genuinely enrich the research and a single case study meets the objectives 
of this thesis. 
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I collected the empirical data using a variety of methods leveraging the 
strengths of various data sources to build a comprehensive understanding of 
ResQ ClubÕs re-internationalization process  ranging from the initial German 
market  entry to the re-entry decision. Employing a range of different data 
sources is, indeed, characteristic of case study research, as noted by Piekkari 
et al. (2009). The data included interview data from semi-structured inter-
views with former and current employees of the company, internal documen-
tation from the companyÕs Google Drive and Notion repositories as well as 
internal Slack communications. This data was complemented by informal 
conversations and observations obtained in my role as an employee of the 
case company which I  documented in the form of a personal diary. Each data 
source provided unique insights that, when integrated, offered a comprehen-
sive understanding of how the companyÕs international ization  process had 
unfolded.  
 
Personal observations and informal conversations  
 
I  gained initial insight s into the case company's operations through my em-
ployment . Such prior engagement with the company inevitably shapes my 
comprehensive understanding of the case as a researcher, which could influ-
ence the analysis of the collected data. However, I do not consider this  influ-
ence negative but rather view it  as a valuable added perspective. My famili-
arity with the company's operations, born out of my employment , provides a 
depth of understanding that goes beyond what formal interviews alon e could 
offer. 
 
Following the start of the thesis project and my employment at the case com-
pany, I engaged in numerous informal conversations with representatives 
from the case company. I adopted a systematic approach to documenting 
these discussions by creating meeting memos after each conversation. These 
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memos captured the key points discussed, focusing solely on topics pertinent 
to the thesis. Information not directly related to the study, like routine tasks 
and scheduling, was excluded from these records. Concurrently, I main-
tained a diary used for noting any observations and insights related to the 
thesis that emerged during non-thesis-related discussions, meetings, and 
routine updates within my role at the company.  
 
While I consider my  insider perspective an advantage in this research project, 
allowing for a more in-depth understanding of the case companyÕs interna-
tionalization process and decision-making, my unique position as both an 
employee and researcher introduced potential biases. Being part of the com-
panyÕs team may have influenced my interpretations and analysis, leading to 
a more subjective view of the events and outcomes. To mitigate this, I em-
ployed several strategies, including triangulating data from multiple sources, 
conducting interviews with a broad range of stakeholders, and regularly re-
flecting on my own potential biases and preconceptions. 
 
Semi-structured interviews  
 
To deepen the understanding of the case company's internationalization  pro-
cess, I conducted semi-structured interviews with former and current com-
pany employees. A semi-structured approach was selected considering the 
thesis' exploratory nature and its  aim of gaining a comprehensive 
understanding of  internal organizational processes and strategic change.  
This format allows participants to freely and comprehensively express their 
thoughts, feelings, and experiences. 
 
I developed the guiding interview questions  based on my personal observa-
tions gained at the beginning of my employment at the case company, a com-
prehensive review of relevant literature in my field of study , and informal 
discussions with team members of the case company. As is typical in semi-
structured interviews, I adapted questions based on the intervieweesÕ 
responses and new topics that emerged during the interviews. 
 
I selected the interviewees strategically based on their involvement in the 
companyÕs international operations or their long -term employment 
providing valuable insights into the company Õs history  and their willingness 
to participate in the study.  The final group of interviewees consisted of one 
former and eight current employees of the case company, most of whom were 
actively involved in ResQ ClubÕs internationalization efforts. It should be 
noted here that at the time of writing this thesis , none of the key individuals  
involved in the initial expansion to Germany were still employed by the case 
company. However, I was able to contact some of the former employees via 
LinkedIn and managed to schedule an interview with a core member of the 
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former German team. This helped improve my understanding of how the in-
itial German market entry unfolded. Additionally, two of the interviewed cur-
rent employees had been employed by the company during the time of the 
initial entry but were not acti vely involved in the internationalization and two 
current employees had been employed by the case company shortly after Ger-
man operations were halted in 2018 and could subsequently provide insights 
into the time directly after ResQ Club had exited the German market.  
 
Two of the nine interviews were held face-to-face and seven were conducted 
via video call using Google Meet. The interviews were recorded and 
transcribed verbatim. As a native speaker of both German and Finnish, I 
conducted the interviews in the interviewees' mother tongue whenever 
possible to ensure comfort, fluency, and nuanced understanding, leading to 
more accurate and in-depth responses. Conducting interviews in the 
participants' native language is beneficial as it allows them to express 
themselves more naturally and with greater detail. Where this was not 
feasible, the interviews were conducted in English. Consequently, one 
interview was conducted in German, three in English, and five in Finnish.  
 
The conducted interviews were essential for reconstructing key events retro-
spectively. While retrospective data can introduce various biases, such as 
memory or recall bias, these interviews provided crucial insights into the de-
cision-making processes and challenges faced during the companyÕs interna-
tionalization process. An overview the interview data is provided in Table 2.  
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Slack communications  
 
Furthermore, i nternal Slack communications  constituted a significant source 
of real-time data. Slack has been the main software for internal 
communications at ResQ Club since its inception. All communications from 
the initial market entry up to the time of writing this thesis had been 
preserved and were included in the analysis. While all Slack communications 
are now conducted in English, this has varied over time. On the German 
market-related channels, employees primarily communicated in German, 
whereas in company-wide channels, the language of communication was 
usually English. However, some messages from the early days of the company 
were in Finnish.  
  
The historical depth offered by these communications was valuable for en-
hancing my understanding of the internal ongoings within the company over 
time. However, the study of these conversations required careful interpreta-
tion to contextualize the communications accurately.  Whenever possible, I 
clarified ambiguities in these communications through direct discussions 
with involved parties.  
 
I conducted a thorough review of Slack channels directly related to the 
German market. I filtered these channels using specific keywords pertinent 
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to the German market, such as ÒGermany,Ó ÒGerman,Ó and ÒDeutschland.Ó 
Additionally, I excluded automated Slack messages, including reminders and 
polls, to focus on relevant communications. I further limited the time frame 
of individual searches to periods of particular interest, such as the time 
before re-entry into the German market.  When initial keyword searches 
revealed topics of interest that required deeper investigation, I conducted 
additional searches using related keywords. For instance, an initial search 
with the keyword ÒGermanyÓ yielded multiple messages referring to the 
German market as Òinactive.Ó Consequently, I performed a subsequent 
search using the keyword ÒinactiveÓ to gain further insights into this 
characterization.  
 
Internal company documents  
 
Additionally, a  review of internal company documents served as another pil-
lar of the data collection and helped verify the interview data thus reducing 
the risk of personal bias. This data included materials found in the companyÕs 
Google Drive and internal Notion database, such as public relations plans, 
email templates used in communications with potential partners, and strate-
gic planning notes. I examined documents on both the previous and current 
expansion efforts. These documents not only supplemented the interview 
data but also helped in validating the information gathered during inter-
views. 
 
I used the Google Drive and Notion databases predominantly for additional 
documentation on the initial German market experience. For this purpose, I 
employed a similar scanning process to the one used for Slack communica-
tions, scanning existing folders using keywords related to the German market 
and conducting additional keyword searches where new, interesting topics 
emerged. At ResQ Club Google Drive is used to store all types of company 
documents and especially older documentation can be found there. I saved 
all Google Drive documents that appeared relevant to the topic of this thesis 
to a personal folder and conducted a more in-depth analysis on the saved 
selection. This yielded a total of 95 documents, of which I ultimately deemed 
17 useful for my analysis. 
 
Notion is used for notetaking , task management, and as a general company 
knowledge based. Notion was used to cross-verify interview - and other data. 
For this, I used the search function, again using relevant keywords. Ulti-
mately, I included  a total of 11 entries, 10 entries from the Geographical 
Growth team and one entry from the companyÕs general project repository 
page, in my analysis.  
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Publicly available company publications  
 
Additionally, I  leveraged publicly available company publications including 
the ResQ Club blog on Medium  and the ResQ Club Facebook and Instagram 
channels to obtain additional  perspectives on the case company's activities in 
the German market and during the time -out period  and cross-validate find-
ings from the interview data . For this purpose, content from the entire web-
sites/ channels were scanned. 
 
An overview of the data collected including collection methods and addi-
tional notes can be found in Table 3.  
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The analysis of data for this thesis was conducted using thematic content 
analysis. This method is particularly effective for identifying, analyzing, and 
reporting patterns (themes) within qualitative data. It allows for a rich, 
detailed, and complex account of data that aligns well with the exploratory 
nature of this study.  
 
The thematic content analysis was structured around themes identified 
during the literature review, which also informed the structure of the 
interviews. However, the analysis was open to new themes that emerged from 
the empirical data, providing unique and significant insights that enhanced 
the overall study. 
 
Data from interviews, company documents, internal communications, and 
external sources were systematically coded. This involved reading through 
the data multiple times to become familiar with the content and then coding 
it into meaningful units. Codes were organized into broader themes that 
corresponded to the research questions and theoretical framework provided 
by Welch & Welch (2009). Specific themes included the stages of re-
internationalization (initial international experience, exit, time -out period,  
and re-entry) , components of the international heritage (experiential 
knowledge, international networks , management and staff, attitudes to 
internationalization and other tangible assets) , and themes that emerged 
from the analysis. This process ensured that both anticipated and emergent 
themes were captured comprehensively. 
 
The interpretation of findings was guided by Welch & WelchÕs (2009) re-in-
ternationalization framework . Key findings were analyzed in the context of 
existing literature, particularly focusing on the challenges and strategies in 
re-internationalizing SMEs. 
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One significant ethical consideration in this thesis arises from the close rela-
tionship that I, as a researcher, have with the case company. As mentioned 
previously, through my employment with the case company, I was actively 
involved in the everyday workings of the case company and was able to make 
use of informal discussions and personal observations recorded within this 
role for this thesis.  
 
This dual role of employee and researcher, while presenting potential chal-
lenges, significantly enhances the depth of understanding and insight into 
the re-internationalization process of the case company. My unique position 
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allowed for access to internal discussions, decision-making moments, and 
other relevant information and documentation  not typically available to ex-
ternal researchers.  
 
To ensure confidentiality and avoid the usage of sensitive information ob-
tained from  the interviewees, explicit consent was obtained for the use of all 
data collected. Additionally,  for interviews conducted via video calls, every 
respondent was requested to authorize the recording of their interview. 
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While this study provides valuable insights into the re -internationalization 
processes of SMEs, it is not without limitations. Acknowledging these 
limitations is crucial for contextualizing the findings and understanding the 
scope of their applicability.  
 
This research focuses on a single case study, examining the re-
internationalization of ResQ Club . While an in-depth analysis of one 
company allows for a detailed exploration of specific phenomena, it limits 
the generalizability of the findings. The unique context and characteristics 
of ResQ Club may not be fully representative of other SMEs, which could 
have different experiences and challenges in re-internationalization.  
 
Furthermore, m uch of the data relied on retrospective accounts from 
interviews and company documentation. Retrospective data can be subject 
to recall bias, where interviewees may unintentionally misremember or 
misinterpret past events. This can affect the accuracy and reliability of the 
information collected. Additionally, the majority of personnel involved in 
the initial market entry and exit are no longer with the company and were 
not available for interviews  which may result in gaps in the historical 
account. 
 
Thematic content analysis, while systematic, involves a degree of subjectivity 
in coding and theme identification. The interpretation of qualitative data can 
be influenced by the researcherÕs perspective, potentially introducing bias. 
Efforts were made to mitigate this by cross-checking findings with existing 
literature and obtaining feedback from multiple stakeholders, yet some 
subjectivity remains.  
 
Furthermore, the study covers a period of seven years, from the initial market 
entry to the re-entry decision. However, the longitudinal data available is 
limited, particularly in terms of continuous monitoring of the companyÕs ac-
tivities and strategies. More comprehensive longitudinal data could provide 
deeper insights into the evolution of strategies and outcomes over time. 
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While the study includes some cross-case analysis between different phases 
of ResQ ClubÕs internationalization efforts, it does not compare ResQ ClubÕs 
experience with other similar companies undergoing re-
internationalization. Comparative analysis with other SMEs could enhance 
the understanding of common challenges and effective strategies in re-
internationalization.  
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In  this chapter, I present the fi ndings of my study. Guided by Welch & 
WelchÕs (2009) process model, I describe ResQ ClubÕs re-
internationalization process  dividing it into four distinct  phases, the initial 
market entry, exit, time-out period , and re-entry, and delve into the findings 
on the companyÕs international heritage. I illustrate the findings using quotes 
from the conducted interviews and examples from the other data sources 
used for the analysis.  To maintain a clear and organized narrative and facil-
itate understanding, the three different CEOs referenced in the analysis sec-
tion of this  thesis are named based on their respective periods of tenure. In 
the analysis, no references are made to the earlier CEO who left the company 
at the end of 2017. Therefore, he is excluded from this list. The CEOs are re-
ferred to as follows:  (1) Time-out CEO, used for the CEO who assumed lead-
ership right before the German market exit and remained in charge during 
most of the time-out period ; (2) Interim CEO, used for the CEO who man-
aged the company for six months after the departure of the time-out CEO; 
and (3) Current CEO, referring to  the CEO who took over after the Interim 
CEO and is currently leading the company. 
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In this section, I delve into the re -internationalization process of ResQ Club. 
I use the collected data to reconstruct ResQ Club's re-internationalization 
trajectory, focusing on the phases of initial market entry, exit, time -out pe-
riod, and re-entry, providing insights into how the company leveraged its 
previous international experi ences to inform its renewed strategies in the 
German market. 
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ResQ Club first  entered the German market in November 2016, establishing 
a presence in Berlin, Hamburg, and Munich as is visible in the Facebook post 
announcing the launch in Germany presented in Figure 6. While no existing 
documentation of prior market research or strategic plans regarding the en-
try into the German market was available, information obtained in the inter-
views suggests that the size of the market and its perceived large potential for 
growth alongside the limited competition at the time, appear to have been 
the main reasons for entering the market.   
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Shortly after the market entry, ResQ Club began negotiations with 
MealSaver, a local competitor with a similar business model and established 
local networks but a less developed digital  platform. Discussions around a 
collaboration between the two competitors culminated in the formal declara-
tion of their merger in May 2017  (see Figure 7). At the time of the merger, the 
competitor  had managed to acquire a solid base of food service providers and 
operated a team of approximately 20 local employees. One interviewee men-
tioned the practical reasons behind the merger, highlighting the mutual ben-
efits for both entities:  
  

"At that time, [the early CEO]  approached us and suggested that it 
might make sense to join forces because they were also targeting the 
German market where we had already established a foothold  and had 
an app that was further developed than ours ."(Former Employee, per-
sonal communication,  April 23, 2024)  

 



#"!
!

 
"#$%&'!L)!".6';//Q!U/,-!;?!G',N!<+%;!.00/%06#0$!9'&$'&!S#-2!V'.+W.>'&!
@G',N!<+%;C!7D(LE!
 
Post-merger, the combined entity operated under the ResQ Club brand, with 
MealSaverÕs team integrated into ResQÕs organizational structure. The 
German team was based in Berlin, handling operational tasks like sales, 
marketing, and public relations, while technical tasks were managed from 
Helsinki.  According to the interviewed former employee, post-merger, ResQ 
Club essentially inherited MealSaverÕs strategy, allowing the newly inte-
grated team to continue their work  under the ResQ Club name without stra-
tegic changes imposed by the Finnish management team. Despite considera-
ble autonomy for the German division, the Finnish management retained 
oversight, especially in budgetary decisions. 
 
The partner network and user base adopted from MealSaver was spread 
across multiple locations in Germany which resulted in the team struggling 
to maintain a balance between partners and customers across the numerous 
locations simultaneously. Consequently, the previously widespread approach 
was narrowed down to a hyperlocal hub strategy, focusing on intensive, in-
person sales efforts in specific areas.  
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Insights from both interview s and internal documentation on the marketing 
efforts for the German market  also revealed that post-merger the marketing 
strategy shifted from a social media-heavy to a PR-centric approach. This 
change was primarily influenced by the Finnish marketing team, wh ich had 
experienced success in attracting new partners and customers through press-
related publicity.  
 
As was highlighted by the interviewed former employee and confirmed in in-
terviews with  long-term employees who are still with the company , in the in-
itial months after the merger, it became clear that the resources allocated to 
the large team were disproportionate to the business outcomes achieved.  
 
"We tried everything possible. From e -mail marketing, and social media 
campaigns, to organizing the largest picnic on Tempelhofer Feld, we ex-
plored numerous strategies. We even forged partnerships within the food -
sharing community and other sectors. But, despite our diverse attempts and 
initial enthusiasm, these strategies often failed to achieve the scale and im-
pact we had hoped for."  (Former Employee, personal communication, April 
23, 2024) 
 
Despite successfully acquiring new partners through their hyperlocal strat-
egy, the financial viability of these results remained questionable. Grappling 
with financial burdens and disproportionate business outcomes , ResQ Club 
had to significantly downsize its operations  within half a year of the merger. 
The German market team was reduced from 20 members to just five, and 
further cuts in early 2018 left only two members.  Figure 8 presents a message 
communicating the dissolution of the German market team to t he wider 
company. 
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With only a handful of German employees remainin g, decision-making 
power regarding German operations was largely transferred back to the 
Finnish headquarters. Final  attempts to successfully establish the business 
in Germany did not yield the desired results, leading to the effective cessation 
of operations in the early summer of 2018. 
 
The increasing difficulties in navigating the German market coincided with 
internal organizational challenges. This led to a situation where the company 
had to scale back international operations completely and focus instead on 
addressing these immediate internal challenges. 
 
Based on the interview data and publicly available sources the company 
never officially announce d its withdrawal  from the German market. Despite 
this lack of formal communication, the disbandment of the German team and 
the cessation of operations suggest an implicit withdrawal. Figure 9 
illustrates a Slack conversation among employees from the Finnish team 
during this period , showing immediate reactions to the internal 
organizational changes and challenges in the German market. Specifically, 
the messages reveal concerns about the loss of German-speaking staff and 
the subsequent impact on customer communication and service, recognizing 
the limited operational capabilities . 
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Considering  the lack of a clear-cut exit from the German market, I consider 
the start of the time-out period from the German market to be the moment 
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when ResQ Club consciously decided to scale down operations to the bare 
minimum and dissolve the German team. This period lasted approximately 
5.5 years, ending with the company's re-entry into the German market at the 
beginning of 2024.  It should be clarified at this point that ResQ Club 
maintained its domestic operations as well as its activities in the Swedish 
market throughout the entire period under consideration, extending up to 
the time of writing this thesis.  
 
International orientation  
 
While my focus in this study lies exclusively on the German market, some 
data found on ResQ ClubÕs activity in other international markets can help 
illustrate  ResQ ClubÕs level of international orientation and approach to in-
ternationalization during its time -out period from the German market. The 
findings presented in the following reveal that while full withdrawal was con-
sidered, ResQ Club ultimately opted for partial withdrawals by maintaining 
a minimal presence in multiple international markets, includin g Germany. 
The patterns I observed are comparable to strategies discussed in the litera-
ture review where firms retain relationships in Òsleeping statesÓ (Vissak & 
Francioni, 2013).  
 
An entry in ResQ ClubÕs Notion database posted by a former employee 
roughly one year after the de facto exit from the German market regarding 
ResQ Club's operations in the German and Dutch markets (see Figure 10) 
indicates that a full  withdraw al from the German and Dutch markets was 
contemplated. The primary issues identified in the entry include the dispro-
portionate amount of problems and time invested relative to the revenue gen-
erated from these markets. Concerns about suboptimal experiences for both 
consumers and partners are also expressed. The proposed solution involves 
a comprehensive cessation of activities in the German and Dutch markets to 
allow the company to concentrate on its core markets and avoid harming the 
company image due to continued underperformance in Germany and the 
Netherlands. Interestingly, in this case, a full withdrawal was believed to in-
crease the chances of successful re-entry in those markets in  the future.  
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However, it remains unclear to what extent these thoughts were shared 
within the company. The entry is marked with the label ÒideaÓ and includes 
only one collaborator (the author). Additionally, I found no reference to the 
entry or its content in Slack communications or the companyÕs Google Drive 
repository, indicating that the idea was not pursued. Lastly, while I could not 
find information on all proposed actions, both the Dutch and German social 
media channels were still active at the time of writing, suggesting that the 
plan had not been implemented. 
 
Instead, findings  from the conducted interviews , Slack conversations, and 
transaction data indicated that a partial withdrawal had been chosen as an 
alternative strategic path. The data revealed that existing partners continued 
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to offer products on the platform after the exit despite ResQ ClubÕs de facto 
withdrawal. The Slack message in Figure 11 dated seven months after the 
previously discussed Notion entry, confirms that a full withdrawal did not 
take place. However, it is illustrative of the extent to which activities in the 
German and Dutch markets were scaled down with no active in - or outbound 
sales work being conducted in either of the markets.  
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I found indications of a similar strategy in Slack conversations discussing the 
Polish market, which ResQ Club briefly explored in 2019 using an independ-
ent contractor -based approach, akin to previous internationalization efforts. 
In the Slack communication  excerpts shown in Figures 12 and 13, Germany 
and Poland are explicitly referred to as ÒinactiveÓ or ÒhibernatingÓ markets. 
The second message in Figure 10 also highlights that partners still had the 
option to sell on the platform.  
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Overall, keyword searches for ÒGerman,Ó ÒGermany,Ó and ÒinactiveÓ in Slack 
revealed recurring discussions about notifications regarding either new part-
ner sign-ups in Germany or missing German translations in automatic mes-
saging systems or software translation. The responses to these issues consist-
ently highlighted the low activity in the German market and a reluctance to 
allocate resources to it. Additionally, provider sign -ups were restricted to 
Berlin, although ResQ Club remained open to new sign-ups. Occasionally, 
the company sent out push messages, which are in-app notifications to users 
alerting them to new offers or important updates, when previously inactive 
providers offered something on the platform.  An overview of the market ac-
tivities and their respect ive activity levels are presented in Figure 14.  
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Strategic change 
 
Already in the months before the exit from the German market, the strategic 
direction had been adjusted under new management. This is illustrated in a 
blog post published by the time-out CEO on Medium shortly after his 
appointment in 2018.  
 

Ò[É] we learned last year that, to be true to our mission and create a 
global success story out of ResQ, we need to put more emphasis on set-
ting up ambitious yet clearly defined strategy and align all parts of our 
company around that.Ó (Bšhm, 2018) 

 
This is further illustrated in internal commun ications from the same period, 
indicat ing a strategic adjustment towards a more data-driven approach 
within the company. The Slack message visible in Figure 15 posted by a 
member of management reveals that biweekly checkups using OKR 
(Objectives and Key Results) templates were implemented to enhance 
accountability and focus on measurable outcomes. The emphasis on a 
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"numbers first, bullshit second" approach reflects a commitment to basing 
strategic decisions on quantitative data rather than qualitative guesses. 
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Both interview and supplementary data showed that post-exit, the leadership 
team had continued to develop a more systematic approach to international-
ization, r ecognizing the limitations and potential risks of previous 
opportunistic and effectual strategies, which had often resulted in costly, 
unplanned, and unsuccessful ventures. Multiple  interviewees recounted that 
management had emphasized negative experiences with larger competitors 
in its decision to shift the strategy towards uncontested markets. Slack 
conversations in a channel used during the initial activity in  Germany 
presented in Figure 16 supported this claim, revealing that the increasingly 
challenging competitive landscape had been a cause for concern early on 
during the initial market entry.  
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Considering the challenges from larger competitors, constrained resources, 
and limited experience in international markets, management recognized 
that competitive markets were unrealistic targets in the short term.  Inter-
viewees recounted that the rationale had been to secure a strong foothold in 
less contested markets, allowing ResQ Club to gather valuable insights and 
experience that would eventually equip ResQ Club for entering and re-enter-
ing more competitive markets successfully.  
 
A specialized Geographical Growth (GG) team was established at the end of  
2020 and tasked with developing a more structured approach to interna-
tional expansion. I found extant documentation related to this in ResQ ClubÕs 
Notion database a dedicated Slack Channel used for communications within 
the GG team. Additionally, a current employee who participated in the inter-
views had held a leading role within this team. The interview revealed that 
GG developed and introduc ed a fine-grained internationalization blueprint, 
internally termed the ÒGrowth MethodÓ, to the company strategy. However, 
the analysis of both interview data and other documentation showed no in-
dication of  learnings from prior internationalization being used in this pro-
cess.  
 
The ÒGrowth MethodÓ was a nine-step model designed to objectively assess 
international markets and guide decision -making processes about where and 
how to expand. This approach was also aimed at ensuring a sustainable ex-
pansion model that could adapt to personnel and structural changes within 
the organization, ensuring that critical knowledge and information were re-
tained and shared. The GG teamÕs tasks further included establishing subsid-
iaries as well as recruiting and onboarding local teams once a market was 
deemed viable.  
 
To provide a detailed understanding of the ÒGrowth Method,Ó Figures 18 and 
19 present excerpts from the internal Notion database. Figure 17 outlines the 
ÒGrowth Method Operating SystemÓ, highlighting its standardized process 
for leveraging deconstructed market data for smart, targeted, sustainable, 
profitable, and scalable long-term investments and growth.  
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Figure 18 further elaborates on the purpose of the ÒGrowth Method Ó by ex-
plaining how it is used to assess the maturity level of a particular market 
through Growth Readiness Levels (GRL) to ensure consistent, uniform, scal-
able, and measurable assessments of market potential, investment maturity, 
and business case strength.  
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The Estonian market was the first international market to be re-entered 
following the formation of the GG team and the introduction of the ÒGrowth 
MethodÓ. Interestingly , interviews revealed that the decision to enter the 
Estonian market was made following an executive decision by the time-out 
CEO and company board which was not grounded in the objective criteria of 
the market analysis. One key individual commented:  

 

"The Estonian market was considered a potential expansion target, but 
it did not show sufficiently promising growth according to our frame-
workÕs metrics. I think one of the biggest reasons for the decision to 
enter the Estonian market was to demonstrate our commitment to pro-
active internationalization efforts while maintaining a relatively low -
risk profile."  (Current Employee 2, personal communication, May 19, 
2024)  

 
However, the GRL model was subsequently utilized to guide the market re-
search and product market fit testing conducted in the Estonian market. 
Interview data and progress reports from the GG team found on ResQ ClubÕs 
Google Drive and Notion databases also revealed that, during the later stages 
of implementing the GRL framework, the team had recognized that various 
aspects of the model including the duration required to complete all phases 
of the framework needed to be shortened. Additionally, there was a need to 
place greater emphasis on practical testing, iterative learning, and 
reiteration.  However, a change in leadership briefly after the market entry to 
Estonia leading to the dissolution of the GG team and the cessation of the use 
of the GRL framework meant that  there was insufficient time to properly test 
the GRL framework's efficacy as a blueprint for ResQ ClubÕs 
internationalization.   
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Data obtained from interviews with the current CEO and employees revealed 
that the approach to internationalization underwent significant changes un-
der new leadership. Like the effectual approach employed during ResQ 
ClubÕs early internationalization attempts and the period of initial activity in 
the German market , the current approach puts more emphasis on effectual 
decision-making and pragmatism and involves a critical reassessment of 
previous strategies. For instance, a key individual stated that the company 
had moved away from the previously held belief that markets with existing 
competition should be avoided.  

 

ÒI believe that the earlier assumption that market dominance is neces-
sary for success is incorrect . Capturing  even a smaller share of a larger 
competitive market can significantly increase our  revenue.Ó (Current 
employee 1, personal communication, May 6, 2024)  

 
Additionally, management was open to exploring opportunities in foreign 
markets as they arose as is highlighted in the Slack communication presented 
in Figure 19. According to a key individual, t hese opportunities are being pur-
sued, although opportunism is considered a supplementary strategy rather 
than a primary focus. 
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Furthermore, under new leadership, Germany has been reintroduced as a 
potential  target market for expansion. The market was explored simultane-
ously with  the Spanish market but was deemed a more promising choice for 
several pragmatic reasons mentioned in the interviews : the app had already 
been translated during the initial German market entry , ResQ Club had re-
maining  existing customers and partners that could potentially be leveraged, 
and the company had a preexisting subsidiary in Germany. Individuals also 
highligh ted personal preferences influencing the decision-making:  
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ÒThe decision was based on both pragmatic reasons facilitating market 
entry  and the preferences of [current employee] to relocate to Ger-
many .Ó (Current employee 1, personal communication, May 6, 2024)  
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ResQ Club re-entered the German market at the start of 2024, 5.5 years after 
the effective withdrawal from the market . Interestingly,  similar to  the initial 
entry, the re-entry into the German market was characterized by an effectual 
approach to internationalization  and a lack of deep strategic planning. While 
the initial entry had been guided by market potential as well as the oppor-
tunity to acquire a local competitor,  the re-entry decision was heavily influ-
enced by the opportunity to leverage existing assets from the initial experi-
ence, market size, and personal preferences.  
 
At the time of this re -entry, ResQ Club maintained a German subsidiary , 
transferred to ResQ Club as part of the merger. Additionally, data from the 
companyÕs business intelligence platform showed that there was one active 
provider  still offering products on the platform and a modest base of existing, 
yet mostly inactive, customers. The company also had existing social media 
accounts on Instagram and Facebook that were reactivated in the re-entry 
process.  
 
My personal observations and the interview findings suggested that ResQ 
ClubÕs re-entry decision was strongly influenced by the opportunity to sal-
vage sunk costs and leverage these residual assets, which were perceived to 
provide a stronger starting point and facilitate re -entry, albeit  there was no 
concrete evidence on whether these would be helpful for the re -entry. 
 
Interview data showed that the re-entry decision was taken under new 
leadership to spur growth through international expansion. This strategic 
decision was made despite significant shifts in the competitive landscape 
during the interim period, during which the main competitor in the German 
market, TooGoodToGo, had experienced substantial growth.  
 
The team relied on a long-term employee relocating to Germany to retain in -
house expertise and apply it to the new market. One key individual 
underscored the deliberate decision to mitigate challenges associated with 
independent contractors, which the company had encountered during 
previous internationalization efforts. The unreliability of these contractors 
had resulted in substantial losses of expertise and knowledge upon the 
conclusion of their contracts, in addition to incurring high costs.  
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This issue was also mentioned in interview responses relating to the com-
panyÕs international strategy in general, where two interviewees highlighted 
that, in retrospect, the companyÕs repeated reliance on external independent 
contractors had failed to enrich its internal knowledge base. Valuable in-
sights had been lost each time these contractual relationships concluded, and 
the internal knowledge and experience of the company could not be mean-
ingfully enriched.  
 
Trusting a long-term employee with managing the German market entry  
aimed to ensure greater stability and retention of valuable experience within 
the company. To maximize efficiency and leverage local expertise, local 
independent contractors were engaged to support sales work and market 
research due to the employee's focused efforts amidst limited resources and 
developing proficiency in the German language. 
 
Local independent contractors and a Berlin consulting agency specialized in 
the gastronomy sector as well as one in-house employee (formerly part of the 
GG team) based in Finland were tasked with conducting a high-level market 
analysis for the German market. However, the results of this analysis were 
not deemed decisive in the decision to re-enter the German market. A current 
team member stressed that it remained unclear to them in what way this 
research had influenced the final decision to enter the German market. The 
interviewee also highlighted that planned on -site market research had been 
impaired by issues with independent contractors  who had failed to fulfill 
their contractual obligations.  
 
Lastly, upon review, I found  that during initial entry, time -out and re-entry, 
the composition of the board of directors consisted of different individuals. 
Furthermore, a significant shareholder was represented on the board during 
both the initial phase and the re-entry phase, albeit by different individuals 
on each occasion. Therefore, I do not deem the composition of the board or 
the interests of specific individuals to have had a decisive influence on the re-
entry decision. 
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In this section, I delve into the findings on ResQ ClubÕs international herit-
age. The narrative of this section is based on the key components of interna-
tional heritage presented in the theoretical framework  used for this thesis. 
These include accumulated experiences, knowledge, networks, and residual 
assets. 
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The study revealed that very little of the experience and knowledge from the 
initial market entry into Germany had been retained over time. Notably, the 
company experienced two critical events resulting in the loss of key individ-
uals retaining knowledge associated with the German market.  
 
Firstly , ResQ ClubÕs initial entry in to the German market left it with a unique 
set of experiential knowledge that was largely held by the German market 
team. It became clear from the interviews and the lack of documented learn-
ings that, with the dissolution of this team,  most experiential knowledge as 
well as some core capabilities relating to the German market were lost and 
made inaccessible for future strategic planning . As one long-term employee 
noted:  
 
ÒThere was a lot of tacit information that was left with the people who left. 
If that shows us one thing, itÕs that, in a company, no piece of knowledge 
should be only  one person's knowledge.Ó (Current employee 4, personal 
communication, May 2, 2024)  
 
Another leadership change occurred four years into the time-out period from 
the German market with the departure of the time-out CEO. Interviews re-
vealed that the time-out CEO had not been involved in the onboarding of the 
new leadership and no direct knowledge transfer had occurred.  This resulted 
in the loss of further expertise and the loss of the last direct personal link to 
the German market, as the time-out CEO had been the only remaining em-
ployee actively involved in the initial market entry. Althoug h the company 
still retained two long -standing employees who were with the organization 
during the period of German market entry, neither could recall significant 
details from that time, as they had not been directly involved in the relevant 
activities. 
 
Towards the end of the time-out period from the German market, additional 
organizational memory loss occurred with the departure of the time-out CEO 
resulting in the last remaining direct personal link to the initial market -entry 
being lost. Simultaneously, several key individuals involved in the GG team 
with relevant knowledge of the prior internationalization strategy had left the 
company. Findings from multiple informal conversations with current 
employees throughout  this study highlighted a series of unfortunate events 
including inter -personal issues leading to almost no knowledge transfer 
taking place when these individuals left the company. For example, one 
individual noted:  
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Ò[My predecessor] left the day I started at the company so I wasnÕt able to 
benefit from any of their learnings.Ó (Current employee (not interviewed) , 
personal communication, May 16, 2024) 
 
Similarly, another interviewed employee found that:  
 
ÒThe company was no longer in contact with [ the time-out CEO] when the 
interim leadership concluded. I was subsequently briefed by [ the interim 
CEO] and the board and gained most relevant knowledge from 
conversations with employees.Ó (Current employee 1, personal communica-
tion, May 26, 2024) 
 
The lack of direct knowledge transfer from individuals who possessed in-
sights into prior international activities created a significant challenge when 
ResQ Club decided to re-enter the German market. Consequently, the team 
responsible for the re-entry had more limited awareness of previous strate-
gies and their outcomes than they otherwise could have had. This gap in in-
stitutional memory resulted in a diminished knowledge base, which could 
have been crucial for informed decision-making and effective strategic plan-
ning during the re -entry process.  
 
I found most of the written documentation on the initial experience in the 
German market in  ResQ ClubÕs Google Drive database and supplemented 
this with insights gained from Slack communications. Although the initial 
examination of the 22 Drive folders related to German market operations ap-
peared promising, the documentation of learnings from the initial German 
market entry proved to be extremely scarce, largely incomplete with 
unfinished sentences and random notes, and often written in German. An 
example of such a piece of documentation can be found in Figure 20. When 
current employees were asked about the utilization of these documents, they 
were either unaware of their existence, had not familiarized themselves with 
them, or deemed them irrelevant due to the time gap between the initial entry 
and the re-entry. This highlighted a significant chal lenge in leveraging 
historical data for strategic plannin g. 
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From my direct involvement in the planning of the renewed operations com-
plemented by the interview data, it became evident that the team's awareness 
of the initial attempts to penetrate the German market was remarkably lim-
ited. Their understanding was confined to a general awareness of key events, 
such as the acquisition of a competitor and the excessive allocation of re-
sources towards the German market entry, which nearly led to the company's 
financial ruin. However, they lacked detailed insights into the specific  actions 
that had been undertaken and could not pinpoint specific successful strate-
gies or failures from the initial market entry . A current  employee noted that: 
 
ÒLooking back, I have very limited insights into why things didnÕt work out 
apart from the large investments we made. The only thing I clearly remem-
ber is that the lack of digitalization was a significant hurdle in our pro-
gress.Ó (Current employee 3, personal communication, April 18, 2024) 

When discussing the decision to re-enter the German market, interviewees 
highlighted the existence of the local subsidiary, the size and potential of the 
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German market, and the personal interest of the new Country Director in re-
locating to Germany. This suggests a decision-making process that was 
strongly influenced by opportunism, personal preferences, and convenience. 
When asked specifically about the application of prior learnings, interview-
ees indicated that these had neither been utilized nor substantially consid-
ered.!

Similarly , it became clear that while the strategic shift post -exit had been 
strongly focused on avoiding the repetition of such past mistakes, the team 
struggled to identify specific mis steps in past internationalization efforts . 
While there was a consensus that high spending and a lack of structure were 
significant contributors , details on what specifically had gone wrong or right 
remained unclear. This indicates that much of the knowledge from the initial 
entry to the German market  resides with former employees who are no longer 
with the company and that it was not transferred to the organization through 
formal documentation processes or oral transmission.  
 
Furthermore, t he lack of comprehensive documentation of previous learn-
ings has significantly hampered the company's understanding of past inter-
national activities  and their outcomes. Most information that  had been pre-
served was unstructured and could no longer be understood or interpreted 
in its original context. The team's limited proficiency in the German language 
further obstructed their ability to draw meaningful insights from these pre -
existing documents. 
 
Interviews revealed that consequently no pre-existing documentation was 
leveraged in the decision to re-enter the German market. For example, the 
company maintained a collection of documents, including marketing mate-
rials, sales templates, meeting notes, and Slack conversations from the initial 
German expansion in its database, but these had only been superficially 
scanned and not thoroughly analyzed. A thorough analysis of these materials 
would have been time-intensive and, as interview data revealed, was deemed 
not worthwhile considering the time elapsed, changes in the business 
environment, and shifts in the target market.   
 
Sharing learnings  
 
One interesting insight  from the interview data was that ResQ ClubÕs team 
encountered significant difficulties in distinguishing valuable learnings from 
prior experiences and determining which insights should be focused on to 
guide their re-internationalization strategy.  
 
Interviews  with current employees responsible for managing the Estonian, 
Swedish, and German markets illustrated  that comparable learnings had 
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been drawn from each of the respective markets. For example, all interview-
ees stressed that the primary challenge in adapting the business model to new 
markets lay in balancing the number of partners with customer demand 
within a highly time -sensitive platform  and that this required at least some 
level of localization depending on local consumer culture.  
 
Despite this, the interviewees emphasized that minimal emphasis had been 
placed on sharing these learnings across the different international teams. 
One interviewee reflects on this as follows:  
 
ÒI think a probable explanation for this is that we assumed that each market 
operated differently . Therefore, we also assumed that transferring 
learnings across markets might not be feasible. Ó (Current employee 7, per-
sonal communication, May 3, 2024) 
 
Messages found in Slack conversations among the German market team pre-
sented in Figure 21 indicated similar assumptions:  
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Yet, contrary to this reasoning, the analysis revealed that ResQ Club dis-
played a clear tendency to assume that successful strategies from the Finnish  
market could be directly transferred to others . This was evident from the in-
itial entry into the German market. For example, in Finland, ResQ Club relied 
heavily on providers who offered lunch buffets, which were significant con-
tributors to food waste and thus a major revenue source for the company. 
However, this strategy did not translate effectively to other markets such as 
Germany where the buffet culture is non-existent. 
 
A former employee revealed that the team had quickly recognized the neces-
sity to adapt their strategy to align with local consumer cultures.  
 
ÒWe realized that we needed to find a comparable local opportunity in Ger-
many. ThatÕs how we came up with the idea to turn to hotel chains known 








