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Abstract 

Background A significant problem in the construction industry is the 
losses sustained as a result of the theft of tools and equip-
ment from construction sites.  The case study company, re-
ferred to as PSS, have successfully developed and commer-
cialized a technological solution to prevent such theft with-
in Sweden.   

Problem discussion The next step in the commercialization of PSS is to seek 
growth and leverage their investment and innovation.   

Purpose To undertake a UK market analysis, in order to investigate 
if PSS's business model has opportunities in the UK, and 
recommend how PSS might approach internationalization, 
using a resource based perspective. 

Findings PSS’s existing business model has been developed to fit the 
Swedish market conditions, and has been demonstrated to 
perform.  We find market conditions in the UK are similar, 
albeit in greater proportions.  The nature of the problem, the 
industry structures, and the competitive environment is sim-
ilar to the domestic conditions, and the competitive position 
of PSS is replicable, with a high level of strategic fit.  

Recommendations We recommend PSS pursue its desire to internationalize to 
the UK based on similarity of the fit with the local market 
(which has been demonstrated to result in acceptable per-
formance).  We would recommend entry through a sales 
subsidiary to facilitate the establishment of customer rela-
tionships.  In addition a possible license agreement with a 
partner may help to facilitate speedy access to UK distribu-
tion industry networks.  
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1 Introduction 

In this section we introduce the case study company Plant Security Systems AB (PSS), 
and describe the problem that it is presently considering, namely a desire to interna-
tionalize to the United Kingdom (UK). This discussion is directed to create an under-
standing of the purpose and research questions related to this thesis.  

1.1 Background 

PSS is a recently founded Small to Medium Sized Enterprise (SME) in Sweden, who 
have recognized an opportunity to develop technology and integrated hardware to re-
duce the theft of tools and small equipment (tools). According to the CEO, the amount 
of direct financial losses from Plant and Equipment (P&E) theft in the Swedish con-
struction industry exceeds SEK 1.5 billion annually, due to costs of machinery theft, 
such as new investment costs and costs of unutilized resource allocation (direct and in-
direct costs). PSS have successfully developed and commercialized a technological so-
lution, by combining innovative technologies within Sweden (CEO, PSS, personal 
communication 2007-03-10).  In addition to their primary objective to improve tool se-
curity on construction sites, the technology also facilitates an opportunity to improve fa-
cilities management, the working environment, and to increase productivity, by maxi-
mizing the utilization of the machinery and tools.  

1.2 Problem discussion 

The research field of internationalization within the context of SMEs has historically 
been neglected (Nummela, Puumalainen, and Saarenketo, 2005; Kjellman, Sundnäs, 
Ramström, and Elo, 2004), but over the recent four years (and given the introduction of 
the Journal of International Entrepreneurship) this sector has been identified as a valu-
able area of organizational growth and learning (Nummela et al., 2005). The historical 
perspective has been that SMEs were unable to internationalize, but this has now 
changed towards given demonstrated successful internationalizations (Ruzzier, Hisrish, 
and Antoncic, 2006).   

However, company growth is related to greater risk-taking and with growth comes new 
challenges (Davidsson, Achtenhagen, and Naldi, 2006).  In addition to increased busi-
ness risk, the company is likely to encounter high investment costs, increased time de-
mands of the management team, and be exposed to new risks inherent in the restructur-
ing of the existing organization (including the domestic market).  In relation to interna-
tionalization, Kjellman et al. (2004) address internal issues, such as allocating resources 
too thinly or co-ordination problems. The external factors, referred as trade barriers, 
consist of macro and micro perspectives as the company is dependent on the national 
conditions, as well as market and organizational circumstances.  Jenster and Jarillo 
(1994) warn companies not to grow internationally unless it contributes more than just 
incremental sales.  This is argued given the increased number of likely complications 
and adverse impacts of such decisions.  Kjellman et al. (2004) argue that the major addi-
tional costs relate to the company’s human resources, given the diversity of national 
cultures and market conditions from the domestic to the international market.  
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SMEs in technology based industries are also unique in that their performance is often 
correlated with size, (Zahra et al., 2003) given that they characteristically have large 
investments in the development of intellectual property.  Aggressive growth strategies 
are therefore common to these types of firms, and given Sweden’s relatively small local 
market, it is reasonable that Swedish companies in particular pursue internationalisation 
as the chosen method for growth.  Ruzzier, Hisrich, and Antoncic (2006, p. 479) present 
that contemporary research on internationalisation has shifted from the definition and 
analyses in terms of international activities to the resources needed for 
internationalisation, and a strong focus is therefore placed on the resource-based view 
in deveoping a theoretical framework. 

Morris and Pinnington (1996) argue that a company’s performance will be improved if 
the company’s business model fits the market environment.  They further argue that 
from an international perspective, there has been limited research undertaken to investi-
gate the business model implications on a new market environment.  Andrén (2005) 
argues that a business model requires ongoing review to adapt changing market 
conditions, which in turn supports that an international expansion would require 
modification of the companies business model to adapt competences, competitive 
advantages and value created.  

A model needs to be adapted which focusses on the concept of the value function 
(Andrén, 2005; Chesbrough and Tosenblom, 2002) which is a measure of the strategic 
fit between the competences of an organization, and the level of fit with the industry 
(Johnson and Scholes, 2003) and how this can be applied in an internationalisation 
context.  This model needs to show how two types of additional resources (Gooderham 
and Nordhaug, 2003) are required to internationalise.  Firstly the resources by which to 
internationalise, and secondly, any additional resources demanded in order to improve 
the fit in the international market.  Given that the ability and effectiveness of an 
organisation in aquiring these resources is key in the contect of recommending if to 
internationalise, we provide a framework in relation to the modes of entry which 
provide sources of such resources.   Business model based decision making processes 
are therefore useful when reviewing planned behavior perspective, and is important to 
create a performing business model in advance of international growth (Johnson and 
Scholes, 2003).    

1.3 Purpose 

The purpose is to undertake a UK market analysis, in order to investigate if PSS's busi-
ness model has opportunities in the UK, and recommend how PSS might approach in-
ternationalization, using a resource based perspective. 

1.4 Research Questions 

In order to fulfill the purpose, we have broken the problem down into focused research 
questions in order to draw conclusions based on these parts: 

1. How does PSS’s existing business model fit the Swedish construction industry? 

2. What resources are required to internationalize? 

3. How do the Swedish and UK market niches compare? 
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4. How does PSS compare with UK competitors? 

5. How should the resources required to internationalize be acquired? 

1.5 Delimitations 

In line with PSS’s request, our purpose is limited to only considering the lead product in 
the new UK market.  The lead product consists of a container system including the 
technology’s core hardware and wireless connectivity unit, and it is central to all pe-
ripheral products (CEO, PSS, personal communication, 2007-03-10).  This limitation is 
built on the assumption that a market entry will be based on the lead product, and is 
likely to support our recommendation in isolation, with the full product suite represent-
ing performance in excess of what is required in order to recommend if.   

1.6 Definitions 

SME “Small and Medium-sized Enterprise” is made up of enterprises 
which employ fewer than 250 persons and which have an annual 
turnover not exceeding EUR 50 million, and/or an annual balance 
sheet total not exceeding EUR 43 million (European Commission, 
2007).   

MNC “Multi National Company” actively managed substantial foreign di-
rect investment made by firms that have a long term commitment to 
operating internationally (Gooderham and Nordhaug, 2003) 

P&E “Plant and Equipment” 

Currency Currencies have been stated in the currency consistent with the 
source, and for comparison, have been converted to Swedish Kronor 
(SEK) where necessary at the following rates (Forex, 2007):  
SEK100 = £13.66; SEK100 = €9.32; SEK100 = $6.88; SEK100 = 
NOK113.  

1.7 Thesis structure 

To assist our idea development we have developed our 
Framework (Figure 1) which is used to illustrate our approach 
to the gathering and interpretation of the data collected.  
Holme and Solvang (1997) argue that the data presentation 
should be arranged to facilitate understanding and provide op-
portunities for interpretations to be made along the way.   

Therefore, the Framework is used to illustrate our focus for 
developing our discussion, and show the comparisons that are 
to be made, in order to guide the reader to the context the con-
clusions being drawn. The Framework is developed and de-
scribed in the ‘Theory’ section. We then describe how the findings were gathered in the 
‘Method’ in order to establish the credibility and replicability our data. Thirdly, the em-
pirical ‘findings’ are gathered and presented in three different sections, which are 
‘PSS’s Business Model’, ‘Sweden’, and ‘United Kingdom’.  Once these findings are 

Figure 1 Framework 



 Introduction 

 4 

presented we will conduct ‘Analysis’, to explore the research questions by comparing fit 
(similarities and differences) between the domestic and international market conditions. 
Finally we make ‘Recommendations’, from our analysis in order to decide if and how 
PSS should internationalize to the UK.  
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2 Theory 

In line with our purpose we will develop and discuss our internationalization Frame-
work which will form the backbone of this thesis.  This relies on an understanding of 
growth, business models, and how they relate to the internationalization process.   We 
develop a argument to support that internationalization is a venture by which an or-
ganization duplicate’s its business model, and is required to develop resources that are 
required to achieve this.  

2.1 Growth 

Edith Penrose’s book “Theory of the Growth of the Firm” from 1959, defines growth as 
an increase in size or improvement in quality as a result of a process of development 
(Penrose in Davidsson, Achtenhagen, and Naldi, 2006, p. 362), and this definition is 
widely supported in scholarly circles (Johanson, Blomstermo, and Pahlberg, 2002). 

Organisational growth is achieved in two key ways - organic growth and acquisitive 
growth   (Davidsson et al., 2006). Research shows in larger firms, growth is more likely 
to be by acquisition, and SMEs more likely to grow organically (Davidsson et al., 
2006). The reasons sited are twofold, first small firms are likely to have less (financial) 
resources than are required to grow aggressively via acquisitions, and secondly it is 
presented that smaller firms have a greater ability to act entrepreneurially and 
creatively, and are therefore better positioned to grow organically.  

Growth, performance and outcomes are often assumed to be equated with success 
(Davidsson et al., 2006), and while some find that the relationship between growth and 
financial performance has a positive relationship (Wiklund, 1998), others have found 
negative correlations in their empirical findings (Davidsson et al., 2006).  

In addition to (direct) financial performance, growth strategies can be motivated for 
reasons not directly linked to profitability, such as the diversification of markets and 
cashflows to reduce the volatility of income, or the defence of a strategic position or 
lead.  Wickham (2004, p. 476) also provide that financial growth includes profitability, 
but also the potential increase in capital value of the business. 

2.1.1 Growth in SME 

Matlay and Mitra (2004) support the importance of the contribution SMEs in a 
globalised world, as they contribute 25% of cross boarder turnover. They highlight the 
SME’s need to grow in new competitive markets by exploiting their inherent advantages 
(Matlay and Mitra, 2004, p. 223), to create new opportunities and diversifies threats.  Lu 
and Beamish (2006) extend a recommend that SMEs internationalise sooner, given their 
ability to grow faster than LSEs.   

SMEs have relative advantages as compared with large counterparts, and SMEs should 
consider their comparative advantage afforded by their relative size in relation to 
internationalisation.  Mtigwe (2006) provides that these advantages include the freedom 
from constraining managerial routines, freedom to assume an international identity, 
motivation to repeat international expansion in the future, and lastly, they are able to 
grow more rapidly on the international market due to their fast learning processes. 
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According to Mtigwe (2006) it is also argued that SMEs are able to acquire the 
necessary knowledge, resources and competitive advantages by collaborating networks 
and partners both in the domestic and the foreign market. 

2.1.2 Growth of Technology-Based Firms 

A technology-based company is defined to operate in new innovative business fields, 
recently been founded, and market and produce innovative products in high-technology 
sectors (Beibst and Lautenschläger, 2004). These companies face high business risk, but 
also have greater potential for sustainable business success, as their competitive 
advantage is based on a unique technology.  Mtigwe (2006) however argues that SMEs 
have a high level of risk awareness, and given their ability to such manage risk 
effectively, they therefore have the potential to mimimise such risks.  Beibst and 
Lautenschläger (2004) argue that the success of the growth of the technology based 
SME is dependent on the ability, and level of effort committed to commercialize the 
technology.  To achieve this, technology SME’s activities often lead to international 
business activities.  

This means that the company is required to procure the required resource, establish an 
efficient organization for production and cost recovery, be customer oriented, and 
protect their knowledge base (Beibst and Lautenschläger, 2004; Zahra, Matherna, and 
Carleton, 2003). Internationalisation has experienced increased importance over time, as 
the domestic niche market becomes exhausted of growth potential, and as global 
markets sustain demand for the value offering. 

2.2 The Business Model – Resource-Based View 

The term business model has been coined within strategic management and 
entrepreneurship research (Andrén, 2005), but no common definition has been agreed.  
Tikkanen, Lamberg, Parvinen, and Kallunki (2005) present the business model as a 
coordinated plan/system built by the managers’ beliefs on the business’s key 
components.  Ojala and Tyrävinen (2006, p. 70) support a similar definition, how 
various types of firms execute their business activities. The use of the term peaked 
during the dot.com era and was often directed towards  knowledge intensive companies 
(Yip, 2004).  Andrén (2005) presents the entrepreneurial research’s preference for a 
business model to be built around the concept of dynamic capabilities.  

Andrén (2005) presents the business model as the process by which value is created 
through the unique combination of the company’s resources to exploit a market 
demand.  Such a model therefore includes:   

° who the customers are (market segment),  
° what is offered to the customers (product/service),  
° what value is created for the involved actors (value created),  
° how the value is shared by the actors (revenue model), and  
° how this is done (internal and external resources needed).   

Chesbrough and Tosenblom (2002) enhances the importance of carefully understanding 
the value proposition and the inherent competitive strategy.  Although Andrén (2004) 
does not directly support the importance of the latter, Chan, Burns, and Yung (2000) 
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provide that an entrepreneurial firm is only required to create enough value to survive, 
and it is competitive advantages that create success, and in turn survival. It is also 
argued that an entrepreneurial venture adopts a business model in order to survive, 
while an established firm adapts the model to preserve their current unique competirive 
advantages (Andrén, 2005). 

2.2.1 Core Competence and Competitive Advantage 

According to Bowman and Ambrosini (2003), the resource based view examines the 
link between the internal characteristics of firm’s performance, and the creation of 
competitive strategy.  It focuses on improving the firm’s efficiency and effectiveness 
through the assets, capabilities, competencies, information knowledge, and reputation 
that are owned or controlled by the firm (Cool, Costa, and Dierickx, 2002).   

Unique resources create competitive advantage that can 
be exploited in the market niche (Kotler, Wong, Saun-
ders, and Armstrong, 2005).  The uniqueness of the 
competence resource creates value through being rare, 
inimitable, and non-substitutable (presented by Barney 
1991 in Bowman and Ambrosini, 2003).  The firm’s 
competitiveness is therefore dependent on their 
abilities to achieve and retain profitable market 
positions by aquiring and defending advantageous 
resources. The resources can be both tangible and 
intangible including the firm’s facilities, hardware, and 
products, from its networks, reputation, and human 

capital. 

Cool et al. (2002) highlight that unique resources need to be sustainable in order to be a 
true competitive advantage (sustainable competitive advantage).  They also highlight 
that a privileged market position is a source of competitive advantage as given that a 
market leadership positions can leave insufficient opportunities for competitors to 
establish themselves, resulting in the ‘cornering’ of the market niche.  The market 
leader can enjoy the inimitable competitive advantage afforded by such economies of 
scale or scope, or by establishing networks commitment. 

Technology based companies characteristically have significant investment in research 
and development resources, are required to take a strategic standpoint in order to defend 
their unique key resource from imitation, by developing network commitment to 
relationships, or the company brand (Beibst and Lautenschläger, 2004).  They should 
also remain sensitive that sustained innovation will defend this position as they maintain 
their innovation lead over competitors.   

2.2.2 Niche Markets 

The process of identifying the organisations niche market is important to ensure that 
customers are being targeted most efficiently, and their needs are being efficiently 
serviced.  Kotler et al. (2005) define a niche market as a more narrowly defined group, 
usually identified by dividing a segment into subsegments or by defining a group with a 
distinctive set of traits who may seek a special combination of benefits’.  This process 

Domestic
 Business 
   Model

Competitive 

Advantages

Competences

Resources

Figure 2 Business model 
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will ensure that the organisation proactively identifies their customer base, and their 
distinctive needs.  This will be an advantage when seeking growth in international 
markets, as it will guide the expansion to new markets where the organsiations fit with 
the new niche can add the most value (Kjellman, Sundnäs, Ramström, and Elo, 2004). 

Kotler et al. (2005) provide that a niche market focus reduces direct competition, and 
given the focussed set of values in the proposition, porential customers will be willing 
to pay a premium price.  Alternatively, identifying a niche market provides an 
opportunity to smaller players (including SME’s) to serve niches that may be 
unimportant to, or overlooked by larger players (MNC’s). 

2.2.3 Strategic Fit 

The performance outcome of the 
business model is dependent on the 
match of internal resources, and the 
skills to identify the opportunities 
and risks created by the venture’s 
external environment (Hofer and 
Schendel, in Andrén, 2005, p. 1, 
Johnson and Scholes, 2002).  Porter 
(in Yip, 2004) and Johnson and 
Scholes (2002) explain this concept  
as strategic positioning resulting in 
a strategic fit.  Itami (1987) 
presents five features of dynamic 
fit: 

° Customer fit – A firm has three qualities relating to customer desires, they are 
meeting customer needs, adjusting to changes in customers desires, and capitalising 
on customer interactions.  

° Competitive fit – A firm has to create three levels of competitive fit being deploying 
comptetitive weapons, protecting against counterattack, and avoiding direct 
competition. 

° Technological fit – A firm anticipates changes in technology and applies the 
appropriate level of technology to develop new products or new operational 
processes in order to satisfy its customers and make profit. 

° Resource fit – A firm has utilised its existing resources effectively and accumulates 
resources for the future. 

° Organisational fit – A firm must be able to mobilise its personnel, that is providing 
a focus to unify the organisaion, matching strategy with it psychological features, 
creating momentum and sustaining forward-looking pressures for continious 
improvement. 

By understanding the mutual dependencies of market opportunities, including customer 
demands, and the company’s resources and capabilities, Andrén (2005) presents that 
businessses activley seek to mould their model’s internal fit to their external niche 
markets.   

Domestic
Market

Domestic
 Business 
   Model

Competitive 

Advantages

Competences

Resources

Figure 3 Strategic fit 
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Morris and Pinnington (1996) argue that a close fit is desirable as it results in superior 
performance. Chan et al. (2000, p. 287) support this view and present that the degree of 
fit between organisational strategies and its external environment is correlated with the 
level of organisational efficiency and effectiveness.  They provide the fits to consists of 
both external (customers, competitiveness, and technology) and internal factors 
(resources and organisation).    

We therefore present that strategic fit is a key consideration in measuring the 
effectiveness of the business model in its enviroment.  We also highlight strategic fit is 
achieved through the development of internal resources (and through organisational 
learning) and in order to maximise performance in new markets, an organisation should 
decide which of their exising resources can most effectively leveraged.  The 
organisation should also be aware that the new market is unlikely to exactly mirror the 
local market, and new resources acquisition is likely in order to improve the fit. 

2.3 Globalization and Internationalization 

Globalisation is a collective outcome of the internationalisation of firms on a global 
scale.   According to Davidsson et al. (2006) and Kjellman et al. (2004), the process of 
globalisation is defined as the transformation of the world into one market instead of 
country-wide markets, with some researchers arguing that companies should see the 
world as borderless and as single homogeneous market (Kjellman et al., 2004).  
According to Ruzzier, Hisrich, and Antoncic (2006) this is dependent on the fact that 
new technologies which handle information and communication has bloomed, trade 
barriers are being dismantled, and that businesses are restructuring the economies 
worldwide. To give an example, the European Union enhances the companies’ 
international opportunities by facilitating free trade by diminishing the barriers between 
the member countries (European Union, 2007).    

Scholars’ approach to the defininition of internationalisation has common focuses on 
processes, firm operations, relationships, networks, international environment and 
resources.  The internationalisation’s common definitions include the geographical 
expansion of economic activities over a national country’s border (Ruzzier et al., 2006, 
p 477) as a distinction from the domestic activities by taking place with geographical 
and cultural distance (Agndal, 2004).  A process based definition is provided by 
Beamish (in Agndal, 2004, p. 2) who defines internationalisation as the process by 
which firms both increase their awareness of the direct and indirect influence of 
international transactions on their future, and establish and conduct transactions with 
other firms. This definition is expanding to include the increased knowledge and 
understanding of how international businesses impact the existing business and that 
supports internationalisation as a process, as opposed to a situation.  Further, Ruzzier et 
al. (2006, p. 479) present that the research focus has shifted from the definition and 
analyses in terms of international activities to the resources needed for 
internationalisation.  We therefore continue our internationalisation Framework from a 
resource-based perspective. 

2.3.1 Motivation for Internationalization 

On the firm level, researchers provide many reasons to internationalise.  Ruzzier et al. 
(2006), for instance, argue that it will increase the competitive position of the firm, 
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enhance the utilisation of resources, and improve the performance and outcomes.  Zahra 
et al. (2003) build on the fact that many technology-based and knowledge intensive 
firms are more effective than ones that act only on a single market.  Gooderham and 
Nordhaug (2003) argue that internationalisation creates increased competitiveness of the 
firm, on both the international and domestic markets, given the development of 
economies of scale.  They also argue that internationalisation contributes to increased 
financial stability through diversification of incomes, and reduced sensitivity of country 
based recessionary impacts.  Zahra et al. (2003) also provide that international 
expansion can defend innovations against rapid imitation.  In summary, we would argue 
that the main reasons to internationalise are to exploit the full potential of market 
opportunities, diversify the product/market portfolio, and to get in contact with novel 
know-how from further developed markets.  

2.3.2 Challenges of Internationalization 

Ruzzier et al. (2006, p 486) provide that given the heterogeneity of small firms and their 
operating environment, there are fundamental difficulties in seeking to identify and de-
fine the critical resources needed for internationalization.   

Kjellman et al. (2004) attempt to provide guidance to the practioner, by identifying the 
most frequently mentioned barriers to internationalisation.  They identify limited 
financial and managerial resources, centralised and autocratic management, 
underdeveloped strategic planning systems, and the lack of developed administrative 
and control systems. Jenster and Jarillo (1994), supported by Kjellman et al. (2004), 
argues that the opportunity of a successful market entry will be enhanced by increasing 
the knowledge about the potential market and the issues to consider when to move 
beyond domestic boundaries.  Davidsson et al. (2006) further discuss the importance of 
having a vision and strategy to grow and perform in an international context.  Kjellman 
et al. (2004) present a detailed list of the key International Business Risks, which is 
provided in Appendix A. Such approaches to these challenges are discussed in relation 
to the sections of the internationalisation process and modes of entry. 

2.4 Internationalization Model – Resource-Based View 

Ahokangas’ (in Ruzzier et al., 
2006, p. 479) defines resource 
based theory in relation to 
internationalisation as the process 
of mobilizing, accumulating and 
developing resource stocks for 
international activities. 
Internationalisation is therefore the 
exploiting of existing competences 
and competitive advantages beyond 
the domestic market.  Lu and 
Beamish (2006) support this and 
argue the various strategic configu-
rations options in relation to the 
organizational goals whereby the 
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organization chooses the optimal combination of resources, competences, and competi-
tive advantages.  

We present our Framework (Figure 4) from the perspective that the domestic business 
model, and the related resources and competences are existing, and that 
internationalization is undertaken by duplicating these resources and competences and 
applying them to a new market.   

Corner (1991) addresses the importance of the ownership of resources, but also the 
dynamic capabilities for organisational learning to develop new resources.  In the 
context of international market entry, the firm requires two distinct sets of resources, we 
have referred to the resources required to internationalise (but not related to the new 
market) as bridging resources and the resources required specific to the new maket 
being new market resources.  

We also reintroduce the five subcategories of stratefic fit to highlight how the bridging 
resources are essentially internal resource categories, and the new market resources are 
external. 

° Internal bridging resources – Resource and Organisational fit 
° External international market resources – Customer, Competition, and Technology 

fit 

2.4.1 Bridging Resources 

The first set is requried to be developed for the companys first international market 
entry, where competences specifically related to taking this first step are required.  As 
earlier noted, the competences that are required are internal and are not country specific.  
These resouces subsequently become part of the existing competence set, which is a 
learned source of competitive advantage for subsequent counrty internationalisation.  
This is represented graphically in figure 4.  

Such bridging resources are inherently internal and include the resources which are 
required to manage new cultures, communicate, and operate over distances (Gooderham 
and Nordhaug, 2003).  Such resources have historically represented great barriers to 
internationalisation, however, these barries have been diminished partly due to people’s 
interest, knowledge and experiences about diverse cultures, and due to innovations in 
new information technology, such as internet.  Matlay and Mitra (2004) point out the 
need to develop the capability and organisational structure that supports informal 
information and knowledge flows, in addition to the physical flows (such as product 
transportation and financial figures), in international businesses.  Tacit knowledge 
transfer is valuable for the company to support decision making, modify the business to 
act profitable on the local market, and to make organisational cooperation available.  
Prashantham (2005) further discusses the implications and importance of handling 
information and knowledge in the internationalisation process and in the international 
structure of the firm. Information is a weapon to be used both as an internal instrument 
and with regard to external actors, such as competitors.  
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2.4.2 International Market Resources 

The second set of resources required are specific to the new, international market 
(Gooderham and Nordhaug, 2003).  Figure 4 shows how the bridge creates the ability to 
take the companys resources (duplicate their core comptences) to a new market, but in 
order to perform, the organisation must ensure that it identifies the different value 
demands of its new market.  Any  imperfection between the fit of the existing resources, 
competences and competitive advantages with the value demanded by the international 
market will have an adverse effect on performance (Morris and Pinnington, 1996; Chan 
et al., 2000).  As highlighted above, the development of the required additional 
resources through a deep understanding of the new industry is paramount in ensuring 
this fit.  According to Kjellman et al. (2004) this understanding should also be focussed 
to ensure that the existing competitive advantages remain competitive advantages in the 
international industry. 

The key resources developed by technology based companies are intangible, or relate to 
the sunk costs of research and development.  When entering an international market, the 
organization must have the competences in order to compete, but also retain competitive 
advantages on the international market.  Further discussion on some of the intangible, 
external resources that relate to internationalization are provided below. 

Knowledge of the Market 

The first and most essential resource, according to Jenster and Jarillo (1994), is related 
to information about the potential market.  According to Johanson et al. (2002) the 
initial step in the internationalisation process is to assess the attractiveness and 
profitability of potential markets. During market selection, the organisation should 
consider the similarities and differences in the industry to compare the functionality and 
what additional resources are required. For example, the internationalisation of a 
Swedish company to Norway is not as significant compared to India. Hence, a 
comparison between the markets, business environments, and cultural differences will 
increase the likelihood to conduct a successful market entry strategy.   

Culture  

The importance of cultural analysis when attempting to understand internationalisation 
in a business context is built on an extensive research field of cultural anthropology and 
cross-national management (Ferraro, 2006), which bases its approach on searching for 
similarities and differences among people from all over the world and to recommend 
ways in which individuals can cooperate and work together. Ferraro (2006) and 
Gooderham and Nordhaug (2003) argue the importance of increasing the awareness of 
the cultural environment, especially in business life, as it becomes more important given 
the tendency of the businesses to growing globally.  

Culture is described by Ferraro (2006) to be rooted in the person’s values, knowledge, 
and moral, as it is learnt by interacting with other people and adjusting to the 
surrounding circumstances. Researchers, with Hofstede in the forefront, have 
throughout history been interested in assessing and categorising similarities and 
differences in cultures. One of the major difficulties in understanding different cultures 
is to be able to communicate (Ferraro, 2006). Communication is dependent on more 
factors than only language, for instance silent communication, body language, and eye 
contact.  In addition to national culture, Ferraro (2006) also highlight the importance of 
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understanding business culture specifically.  He argues that business culture is built on 
the national culture and identified to be less rigid than national culture. 

Whilst being widely criticised, Hofstede’s cultural dimensions can be used to as a basis 
to assess and compare national cultures (Gooderham and Nordhaug, 2003). The five 
dimensions used by Hofstede (2007a; 2007b) are to be interpreted as: 

° PDI – Power distance – how well people accept and expect that power is distributed 
unequally, meaning that countries with high power distance have hierarchical 
organsations and emphasise the role of a postions distinctively.  

° IDV – Individualism – how people are interested to be integrated in groups (the 
opposite factor, collectivism) or expected to take care of him/herself 
(individualism).  

° MAS – Masculinity – how people value either assertive and competitive 
(masculinity) or modest and caring thinking (femininity).  

° UAI – Uncertainty avoidance – how well people tolerate uncertainty and ambiguity, 
meaning that countries with high uncertainty avoidance try to lower unstructured 
situations and surprises while countries with low uncertainty avoidance tolerate 
higher risk taking.  

° LTO – Long-term orientation – how people interpret situations out of long-term or 
short-term perspectives, where traditions and protecting one’s face (short-term) is 
opposing thrift and perseverance (long-term).  

In relation to the internationalisation process the culture is argued to be very important, 
for instance Baughn and Neupert (2003) and Brouthers, Brouthers, and Nakos (2004) all 
conducted reseatch based on Hofstede’s cultural dimensions. Brouthers et al. (2004) 
investigation of cultural influences in entry-mode selection concludes the importance of 
cultural distance between the host- and target companies’ countries (or the degree of 
cultural fit). The cultural distance is as a significant factor of success, and commonly 
presented to problematic where there is a large cultural distance from the host culture.  
This is of particular importance for situation where relationships are based on trust and 
cooperation, like joint ventures and strategic alliances (Brouthers et al. 2004).  For 
example, host company’s culture in relation to delegation and control affects the 
activities and performance of the people working for the company on the local market, 
but cultural gaps and differences may cause underperformence if the standardised ideals 
are applied. 

2.5 Strategic Decision Making 

Wickham (2004) provides that modern decision making theory distinguishes between 
decisions made under conditions of risk, uncertainty and ambiguity.  The distinction be-
tween them assists in refining the decision making process to highlight exactly where 
the decision lies.  Risk, is related to probability, where the likelihood that an event 
might occur are known, but the outcome is not (such as a coin toss).  Decision making 
(rational) is then based on the payoff (risk and reward).  Uncertainty is when probability 
cannot be measured, such as a competitor’s reaction to a new market entrant.  Ambigu-
ity is where there is no definite probability, but there is not complete uncertainty either, 
and the decision making processes are often based on experience and intuition (Wick-
ham 2004). 
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Burns (2005, p39) argues that for entrepreneurs “decision making is often short term 
and incremental and investment minimum, using any resources available… [and that 
they] try to keep their fixed costs as low as possible because they are trying to minimize 
the risk that they face, [and] they tend to commit to costs only after the opportunity has 
proven real, which may be prudent and reflect their resource limits.”  Commitment can 
therefore be considered from the resource based view, and the level of resource com-
mitment is related to resource risk.  By employing an incremental approach to decision 
making, the level of resource commitment could be reduced, and in turn incrementalise 
risk.  Burns (2005) provides a reflection of this incrementalised approach to decision 
making, by highlighting that while this approach can be effective in managing risk, it 
runs the risk of losing the first mover advantage in the market place.  

We now proceed with developing the theoretical Framework by developing an under-
standing of the theoretical processes of internationalization, and demonstrate how the 
implementation process be approached as a series of smaller decision making processes 
which divides the amount of commitment, and how the mode of entry be a source of re-
source can manage and reduce the commitment required (and therefore the resource 
risk). 

2.5.1 Internationalization Process Models 

An internationalisation process is described as the development or making changes in 
the business by entering a new market, or withdrawing (Agndal, 2004; Johanson et al., 
2002; Ruzzier et al., 2006).  According to Ruzzier et al. (2006) the internationalization 
process is presented by researchers from several perspectives, with the resource based 
view becoming the most popular.  We briefly present two polular models - the Uppsala 
Model and Networking model, but argue that these are models of internationisation 
which are ways to develop or aquire the resources of the internationisation, and 
therefore we support the argument that the RBV is the more holistic model (Ruzzier et 
al., 2006).  Such models provide the means by which organsations have developed and 
achieved access to the bridging and international resources in a deliberate manner in 
order to manage the risks and challenges inherenet in internationalisation. 

The networking model creates incentives to penetrate a new market based by leveraging 
existing knowledge, information, and resources (Kjellman et al., 2004).  According to 
Ruzzier et al. (2006) the firm will penetrate and grow internationally by establishing 
international connections and at a later stage increase the level of commitment in the 
network.  This is similar to other models that rely on the staged implementation, as new 
relationsips are created in the new country (international expansion) followed by 
developing and increasing the network (penetration) and, lastly, to connect networks 
from different countries (international integration).  The greater emphasis is in relation 
to relationships and their proprieties as the key medium, as it decreases the required 
resource investment, and creates trust and control within and between firms in the 
network (Kjellman et al., 2004). Zahra et al. (2003) support this and highlight that 
networks facilitate the SME with information sharing which can overcome the 
limitations of financial resources. 

The second alternative model, and previously the most popular is the Uppsala stage 
model, was created in early research to demonstrate how companies, mostly MNC’s, 
enact the internationalisation process (Kjellman et al., 2004; Ruzzier et al., 2006).  It 
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presented a staged approach to company learning through incremental steps by 
increasing its level of international involvement, starting with exporting and finally 
ending up in a MNC with manufacturing and sales worldwide.  Significant criticism is 
directed towards this model, with focus on its staged approach, and its assumption that 
it is the most appropriate.  Kjellman et al. (2004) argue that it is not directly applicable 
to SMEs and their internationalisation strategies, as they are not competing with the 
same conditions as larger enterprises or MNE. Andersson (2001) support this and 
argues that it is more suitable in established and stable industries.  Particluar benefits of 
this model is the mode in which knowledge to enter cultures with large cultural 
differences to the host country culture is gradually controlled and developed, in line 
with the Uppsala international stage model (Kjellman et al., 2004).   

Blomstermo, Eriksson and Sharma (2004) argues that a firm internationalizes based on 
their domestic structures and knowledge, indicating that they are required to develop an 
organizational structure for the international market entry, based on their existing re-
sources and strategy related to going abroad. For this reason, the market entry will de-
rive from the learning outcomes and future growth objectives.   

2.5.2 Modes of Entry – Resource Acquisition 

Organizational Structure and Resource Commitment 

Our development of the RBV in relation to internationalization, constructs an argument 
to develop two key resource sets in order to hone the fit of existing resources and com-
petences to the international market.  While we do not challenge an organization’s abil-
ity to develop and acquire these resources internally, we present modes of entry as a me-
thod by which these new resources may be accessed more efficiently.  We also argue 
that in fact, the entry mode opportunities may include limiting factors in the internation-
alization process and key to the apex decision process. The mode of entry is therefore 
paramount in deciding if to enter the new market. 

Gooderham and Nordhaug (2003) and Wall and Rees (2001) describe six alternative 
entry strategies, which are presented in table 1.  According to Ahokangas (in Ruzzier et 
al., 2006), resources can be collected internally and externally, meaning that you either 
develop the resources and competences in the company, or you develop networks to 
share and benefit from the outcome of the relation.  Using the Networking Model 
perspective, companies commonly conclude in merger or joint venture structures.  
Agndal (2004) expand on this discussion by introducing the concept of commitment in 
relation to the entry alternatives, and highlight that the decision in relation to the 
alternative is made dependent on the amount of resources required (financial 
commitment) and the market opportunities.   
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Entry strategy alternatives Method Type 

Fully Owned Subsidiaries 

Joint Ventures 

 
Equity Methods 

Contract Manufacturing 

Franchising 

Licensing 

Non-Equity Methods 

Direct Exporting 

Indirect Exporting 
Export Based Methods 

         Table 1 Entry strategy alternatives and commitment 

Table 1 above ranks the alternatives by the level of resource commitment reqired.  
Equity methods represent the highest level of commitment given the require access to 
financial resource (foreign direct investment) (Wall and Rees, 2001).  These methods 
provide the greatest level of control, and include such methods as firm aqusition as a 
means to aquire a presence.   

The Eon-Equity methods are the method most employed by technology based 
companies which often involves patents, trademarks and property rights, and the 
popularity of such methods have grown enormously since the 1980’s (Wall and Rees, 
2001). According to Agndal (2004) SMEs prefer low levels of commitment when inter-
nationalizing, unless the market is perceived as key market. 

Export based methods are the most common, and are best utilised by organisations with 
products that require limited customisation and after sales service.  Such methods have 
become much more widespread as economic unions, such as the European Union, have 
reduced and remove trade barriers and protection.  The fall in international 
transportation costs and communications technologies have also supported this method 
of internationalisation (Wall and Rees 2001). 

Partner Selection 

Each of the above methods include a relationship with an external actor and provide 
strong support to the networking process model of internationalisation (Kjellman et al., 
2004). The performance and outcomes of an individual firm is dependent on its 
relationships and fit with other firms, and through these relationships, organisations gain 
access to strategically important resources (Kjellman et al., 2004).  This is especially 
important in relation to the internationisation process, which requires access to foreign 
resources, including market knowledge.  Kjellman et al. (2004) highlight the importance 
of relationships in addition to industrial networks, such as administrative, financial, and 
technical ties.  Also the internal networks are brought to light, as an understanding of 
one another is enhancing the expectations and builds mutual trust, commitment, 
adaptation, and patterns of social interaction.  

The partner selection strategy refers to the relationship initiated with actors in the new 
market. Agndal (2004) identifies who the initiator is, and underlines three particular 
considerations.  The most common initiator is the host company as they are pushing the 
product on the market.  The alternative is then a partner-firm or a third party 
involvement as the initiator, based on a demanded interest from the market to pull the 

Commitment 
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company to enter.  Moreover, the other firms were found to be the dominant initiator, 
but that the local firm actively searches for partners on key markets (Agndal, 2004). 
Beibst and Lautenschläger (2004) confirm this conclusion by identifying the importance 
of networking, especially in internationalisation processes. 
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3 Method 

In this section, we intend to describe our explorative case study approach.  In this way, 
we will create an understanding of how the empirical data is collected in relation to the 
parts of the Framework were gathered and analyzed, and provide support for its credi-
bility.  

3.1 Research method 

Given that our purpose is to make a recommendation to PSS by evaluating their fit the 
UK market, the structure of collecting the data is based on a single case study approach, 
presented by Yin (2003) and Stake (2005).  A single case approach is described to fa-
cilitate the collection of specific information on a single entity across a wide range of 
dimensions and multiple sources (Stake, 2005).  He describes this approach as an in-
strumental case study, where information collected from the environment are puzzled 
together to develop a general understanding.  Ghauri and Grönhaug (2005) describe this 
approach to be exploratory.  The aim with an explorative study is to gain as much 
knowledge as possible about the area of interest, and it is important to take many as-
pects of the area in to account (Patel and Davidson, 2003).  In this way the researchers 
are able to interpret and make conclusions on the situation based on prior knowledge in 
the field and supporting data collection as presented (Holme and Solvang, 1997).  Sup-
ported by Yin (2003), Ghauri and Grönhaug (2005) and Stake (2005), the intention of a 
case study is to create a holistic picture and to draw integrative interpretations.  Stake 
(2005) highlights the impact of these interpretations to be an advantage as well as a dis-
advantage, given their subjective data analysis and risk of biased interpretations.  More-
over, the main disadvantage of the case study design, according to Stake (2005), is no 
longer an issue as we do not have any intention to generalize.  

3.2 Gathering the data  

The empirical data collection consisted of both primary and secondary data, to enhance 
the validity of the research (Lekwall and Wahlbin, 2001) and to develop a comprehen-
sive view of the case.  The primary data is first hand information collected by the re-
searchers, whilst the secondary data comes from secondary sources, such as magazines, 
journals, news articles, and reports.  The data is gathered in different ways, depending 
on the characteristics of each part of the Framework, as illustrated and explained by 
Figure 3-1 and the following text. 

The information gathered on PSS’s existing business model 
(quadrant 1) is collected through unstructured interviews, dis-
cussions, and observations with the management team and 
employees at PSS.  The information was documented in diary-
documents and the business model has been controlled and 
confirmed by the CEO.  Access to the key staff of PSS was 
limited by time, and timing.  Given this limitation our process 
included working from the premises of the host company in 
order to gather unstructured and ad-hoc research in support of 
the more structured research. 

2

34

1

Figure 5 Gathering infor-
mation 
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In relation to evidencing the fit of PSS’s business model in the domestic market (quad-
rant 2), the collected information was gathered from the same sources and using the 
same process.  This was then complemented with information from internet sources and 
by attending a Swedish Construction industry fair trade ‘Scanbygg’ in Gothenburg on 
14 March 2007.   

The data gathered in relation to the UK market (quadrant 3) was primarily collected us-
ing the internet, in line with the exploratory research method.  Internet is recognized to 
be a significant source of information used to collect data, and a means to find credible 
people in which to contact.  Patel and Davidsson (2003) recognize internet as a secon-
dary data resource in order to develop breadth and depth of research, while remaining 
critical of the sources and, to test the sources credibility through structured means.  
Ghauri and Grönhaug (2003) support this data collection method as it triangulates the 
information between information sources. Stake (2005) explain its purpose to be to jus-
tify to the reader in relation to the credibility of the findings.  Therefore the data is col-
lect three folded.  

First of all, a market investigation was conducted by gathering information about major 
actors on the market from the database Amadeus, homepages of the respective company 
and their publicly available financial statements.  The companies are all placed within 
the scope of PSS’s target group and demanding the lead product.   

Second, this information was complimented by independent sources of market research, 
such as a report by Deloitte in relation to the 100 biggest construction companies in Eu-
rope, and trade associations who contributed with information about the holistic market 
situation in the UK, who were contacted via email.  The Swedish Trade Council con-
tributed with information sources in relation to the link between the Swedish and UK 
market, and provided a cultural guidance presentation for Swedish companies aspiring 
to do business in the UK.  The London Chamber of Commerce provided market specific 
information and general UK information.   

A third information gathering method was by semi-structured telephone interviews (in-
cluding follow up communication) with Dr. David J. Edwards of Loughborough Uni-
versity, and director Off-highway Plant and Equipment Research Centre (OPERC). (re-
fer to Appendix B for a profile of Dr Edwards and his other publications of interest in 
relation to this topic).  Dr Edwards’s feedback is considered central to our research as 
his knowledge of the UK construction industry is considered independent of a commer-
cial interest, and his active research in the theft protection systems within the construc-
tion industry provides for a valuable source of niche specific information.  The initial 
one-hour interview was conducted over telephone which was confirmed via email cor-
respondence to document the conversation, and to seek further details once the informa-
tion provided was analyzed.  In addition, he was a strong referral source in relation to 
contacts for rental companies (end users) and provided insight into how likely competi-
tors of PSS are positioned.  He also provided unpublishable information relating to the 
motivation and interests of other industry bodies, which gave an insight into how infor-
mation provided by each entity might be tested for bias.  He also encouraged our ques-
tioning of other sources to explore any perceived biases in relation to his organization 
OPERC.   
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In relation to quadrant 4, information was collected in order to understand the competi-
tors in the UK (competitor fit), which was collected using a consistent method of data 
collection as the data gathered about the UK market.  

3.3 Organizing and analyzing the data 

According to Holme and Solvang (1997), the data should be arranged in order to facili-
tate interpretation and analysis. At the same time, it should be presented in an easily 
communicated way to communicate the message. By organizing the data gathering in a 
plan Stake (2005) claims it to be consistent with a standardized procedure to enhance 
the readability.  As explained earlier, the empirical data gathering was conducted based 
on the Framework created in the ‘theory’.  In this way, the process is focused and effi-
cient, using scarce resources (time) (Stake, 2005) and to comparable for analysis.  It is 
also beneficial to the analyzing process as the data is categorized and structured in line 
with the thesis structure (Holme and Solvang, 1997).  Ghauri and Grönhaug (2005) jus-
tify the analysis to be the interpreting part of the case, where the holistic view is brought 
together.  Patel and Davidsson (2003) on the other hand argue to analyze and interpret 
information as part of the collection process, in order to make the focus empirical data 
gathering.  The interpretation is also considered to be the greatest advantage of qualita-
tive research methods, given the researchers’ competence.  They further recognize it to 
increase the level of validity and reliability in qualitative research methods as well, by 
being able to apply and use his/her understanding in the entire research process and to 
capture the essence of each situation.   
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4 Findings – PSS’s Business Model 

In the subsequent three sections, we present our findings in relation to PSS’s business 
model, the Swedish market, and the UK market.  PSS’s business model is presented in 
line with Andrén’s (2005) five components of a business model, in order to understand 
what resources, competences, and competitive advantages they possess.   

4.1 Who the Customers Are (Market Segment),  

In brief, PSS’s customers are construction companies and 
related tool rental companies that demand a solution to the 
theft of tools and equipment.  The major target group is 
construction companies with turnovers in excess of SEK 4 
billion within Sweden and the largest, national rental com-
panies.  This is further explained in the next section about 
the Swedish market.  

 

4.2 What is Offered to the Customers (Product/Service),  

PSS then provides 4 key software related products in order to manage the information: 

Container Access and Inventory Monitor:  Provides the ability to monitor which author-
ized person has possession of company tools or the tools rented.  The RFID technology, 
partnered with PSS software provides additional value to tool rental companies such as, 
tool usage data (to charge their customers), monitor the usage hours, monitoring the in-
ventory (and theft), location of tools, booking of tools and more.       

Personnel Access Manger:  Provides the ability to restrict access to Tool stores, through 
door locks and turnstiles, and monitors in real time where the employees are.  Access 
rights can be amended to allow and deny particular staff to particular areas and access to 
tools. 

IDO6:  Used for Union purposes to eliminate the use of illegal labor, and for payroll 
purposes. 

Tank system:  Monitors the location, restricts access and allocates costs/bills for the use 
of diesel from onsite tanks, reports contents and orders restocking, and billing. 

In line with the delimitation of this thesis we will focus on the first and lead product, 
called container access and inventory monitor. PSS’s lead product, the RFID enabled, 
wireless small tool tracking system is the lead product, as it can be sold stand alone, and 
most other peripheral products (except the tank system) require the container to be in 
place as it contains the central unit to which the peripherals communicate through.  This 
lead product is therefore the key product in the range, and marketing success is depend-
ent on demand for this product. 

PSS’s (lead) product offering is currently a complete hardware and software solution 
which uses RFID technology to automate the tracking and possession of company 
owned tools on construction sites in real time.  The product is specifically related to the 
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small tools with a value that does not warrant the use of expensive GPS protection sys-
tems and is targeted toward.   

Lead Product – Tool theft protection system:   

• Hardware - including PSS Central Unit (“CU”) chips, readers and locking me-
chanisms.  

• Software (proprietary) in order to facilitate data processing in relation to access 
rights, tool possession, and location. 

Note:  PSS’s product is delivered to the customer who is responsible for installation 
within their own tool stores (such as inside shipping containers) and for the insertion of 
RFID chips into tools, and readers at the containers entrance.   

Hardware 

RFID is the key technology which provides additional data opportunities.  Once the cus-
tomer has invested in the CU, additional functionalities can be added in order to control 
the construction site.  Such functionalities include controlling each employee’s access to 
parts or the entire construction site using RFID enabled turnstiles and door locking me-
chanisms. 

Software 

The RFID technology provides the platform for data processing.  This technology also 
provides a unique opportunity for the system to be used by the companies to monitor 
and control access and usage.  This data can also be used for reporting of location, time, 
person etc.   All software applications report in real time, and wirelessly to the PSS in-
ternet server through which clients access information and manage the system. It is 
through this portal that PSS retains the control in order to be in a position to use a 
monthly charge pricing structure. 

EDITED 

4.3 What Value is Created for the Involved Actors (Value 
Created) 

PSS’s lead product offering reduces the direct and indirect costs of small tool theft for 
its customers.  The overall product suite extends to other related service add ons that are 
enabled with RFID technologies, and provides a more complete construction site man-
agement system. 

Based on the theoretical framework, the core competences and competitive advantages 
in Swedish market have been identified.  These will be important when we consider 
PSS’s position in relation in a new market. 

EDITED 

RFID technology – Provides additional data applications and value-add that other forms 
of security technologies do not, which is understood to be a core competence.  Security 
companies that wish to compete therefore need to replicate PSS’s technology (or find 
another technology that outperforms RFID).  The key barrier to this would be time, and 
PSS retains the competitive advantage of first mover in this instance.   It should be 
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noted that RFID is an old technology, but the unit cost of tags has reduced significantly 
in recent times, and coupled with the reduced cost of GPRS wireless data transmission, 
PSS has created value by acting in a timely fashion in relation to the application of this 
technology. 

First mover – PSS has a lead in the use of RFID technology, and in this way possessing 
a competitive advantage.  A significant amount of commitment to the brand is created 
once the investment in the CU has been made.  And a significant, sustainable competi-
tive advantage has been created with PSS’s relationship with the Swedish customer 
base.  This competitive advantage is increased given external competition for peripheral 
incomes is heavily restricted as PSS add-on products then have a cost advantage to 
competitors as the CU is already in place and this represents a large investment.  The 
value added is also multiplied, given the capacity for wider data application functional-
ity.  This competence will provide strong sustained competitive position and can pro-
vide the platform for constant innovation (which in itself would sustain the technologi-
cal lead).  

4.4 How the Value is Shared by the Actors (Revenue Model)  

Given that the value added to the customers is related to time, access to information and 
data processing is provided through a web server.  This retains PSS’s ability to charge 
monthly data management fees, and a sustained income.  Software is also supported, 
and therefore an annual fee structure is charged per software module.  Fees are also 
structured based on the amount of peripheral products used (such as door lock readers, 
turnstiles) which enables PSS to ensure that the cost of the system is linked to the size 
of the project. 

PSS have three key income sources:   

1. Sales margins on hardware and software modules; 
2. Ongoing fees:-  

a. Monthly for web server ‘hosting’ fees; 
b. Annual software license fees; and 
c. Peripheral hardware data collection fees. 

3. Technician fees for the customization of the software for site specific needs, in-
cluding installation and maintenance. 

 
This revenue model has been demonstrated as to be acceptable value sharing in the 
market given PSS’s successful performance domestically.   

4.5 How this is Done (Internal and External Resources 
Needed)  

Business Strategy 

EDITED 

Resources required are centered around the entrepreneurial ability of the founders, with 
a strong reliance on the networks of these entrepreneurs.  A software development team 
has been developed ‘in house’ and the product has been developed to a stage where it 



 Findings – PSS’s Business Model 

 24 

has been commercialized.  Capital was raised to support the development through eq-
uity shares sold to Länsförsäkringar AB (insurance company).  Office space is supplied 
on favorable terms by Science Park Jönköping, which is a non-profit organization that 
support with business incubation facility (Science Park, 2007). 
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5 Findings - Sweden 

The Swedish market will now be presented in the context of understanding PSS’s exist-
ing business model and later to be compared to the new market conditions in the UK.  

Sweden is a constitutional monarchy represented by the King 
Carl XVI Gustav and governed by the prime minister Fredrik 
Reinfeldt (CIA, 2007b).  Sweden is the third largest country in 
the Western Europe by geographical area, but with a low 
population density, only 9 Million inhabitants.  The GDP per 
capita is $31 600 (SEK 460k; 26th place in the world) and 
with a growth pace of 4.2%. The GDP composition is 71% 
service, 28% industry and 1% agriculture.  Historically, Swe-
den has been a military power, but has remained neutral for 
over 200 years, including during the two world wars.  Over the past six decades Sweden 
has successfully built a welfare state, including health care systems, employment bene-
fits, and strong governmental sector, which is also resulting in high taxes.  Sweden has 
since 1995 been an active member of the European Union (however not the EMU), UN 
and other international organizations.   

5.1 Doing business in Sweden 

According to Porter (2006) Sweden is regarded worldwide for having a good business 
environment, as for instance seen by Volvo, Saab, and Ikea.  In an international setting, 
businesses in Sweden are governed differently in some perspectives.  For instance, the 
Swedish work places are known to have relaxed atmosphere and short chains of com-
mands.  Swedish people’s English skills are often highly valued.  Two other things to 
consider is the value of coffee breaks (in Swedish “fika”) and the concept of the word 
“lagom”, which is a Swedish word that is very hard to be translated but means some-
thing in line with ‘just right’ or ‘adequate’.  Porter (2006) also highlights the need to 
understand intricate tax law before commencing business in Sweden.  As the purpose is 
to investigate the UK market we will only use this information to compare the business 
lives between the countries later in the analysis.   

5.2 The Construction Industry in Sweden – Domestic Market 

Sweden construction industry information (Deloitte, 2006) 
GDP (2005) € 287b (SEK 3 100b) 
GDP growth 1.8%  
GDP compared to UK (authors note) 16.3% 
Total volume of the construction industry € 20,8 (SEK 220b) 
As % of GDP 7.25% 
As % of UK construction industry (authors note) 17,2% 
Employees in the construction industry 256 534 
As % of working population 6.01% 

Table 2 Sweden construction industry information (Deloitte, 2006) 
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Sweden is currently enjoying economic prosperity, with a strong construction industry 
segment.  (Byggfakta, 2007; Sveriges Byggindustrier, 2007). However, the industry is 
continuously hampered by the threat of theft and subsequent production interruptions. 
The purpose with this section is to present the domestic industry (quadrant 2) evidence 
for PSS within Sweden in order to compare it to the UK industry.  Unless otherwise 
stated, the information has been sourced from PSS directly.  

5.2.1 Construction Companies 

The Swedish construction industry is dominated by approximately 40 companies with 
more than 250 employees and 290 companies with more than 50 employees. Among 
these companies the four largest construction companies are among the 100 largest con-
struction companies in Europe (Deloitte, 2006) – Skanska AB, NCC AB, PEAB AB, 
and JM AB. These 4 companies exhaust the list of companies in Sweden that satisfy 
PSS’s turnover requirement of SEK 4,000m, and are presented briefly below in order of 
turnover. 

NCC is operating in the Nordic countries and has a turnover of SEK 54b, whereof SEK 
19,4b are conducted in Sweden (NCC, 2007).  PSS has an established business related 
contact to NCC.  

PEAB have an established relationship with PSS and remain interested in continuous 
development.  They have a turnover of SEK30b (PEAB, 2007). 

Skanska had a turnover in the Swedish market of SEK24b in year 2006. In the company 
group the turnover exceeds SEK 126b, which makes them the fourth biggest in Europe 
(Skanska, 2007; Deloitte, 2006).  They have a centralized purchasing organization that 
is negotiating the contracts, prices, and conditions so that the local construction site 
manager can submit orders efficiently.  They are today co-operating with PSS’s only di-
rect competitor - TracTechnology AB. 

JM is the smallest among these companies, contributing with a turnover of SEK 12b in 
the company group, with the majority coming from the Swedish market (JM, 2007). 
PSS hold no existing relationship. 

Bravida Sverige AB with a turnover of €467m (SEK 4,352m) (Bravida, 2007).  No rela-
tionship with PSS exists. 

The general understanding of these companies is that they are well established organiza-
tions built on large organizational structures and have long term perspectives. They 
have all demonstrated concern in relation to the state of theft on construction sites, and 
their concern for the indirect costs of unproductive time due to lack of machinery.  

5.2.2 Rental Market 

The rental companies provide P&E to construction companies and have an interest in 
protecting their own tools from theft, and are interested in the PSS’s container system as 
it provides an additional product for their product suite that can be rented to the con-
struction companies.  Such companies are often subsidiaries of construction companies, 
but there is also an industry of unrelated tool rental companies.  According to PSS’s 
CEO there are four major rental companies in Sweden.  
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Cramo is one of the biggest rental companies in the European market, with a leading 
market position in Sweden, Estonia, and Lithuania.  Their rental range includes ma-
chines, equipment, and portable premises to the construction industry and the public 
sector from more than 100 service and sales locations in Sweden.  Cramo has a turnover 
of SEK 3,7b and is listed on Helsingfors stock exchange, Finland (Cramo, 2007). 

Ramirent is one of the major rental companies in 12 countries around the Baltic Sea, 
and it is owned by a Finish parent company. They have a turnover of EUR 101m (SEK 
1,1b) in Sweden and employ approximately 550 employees. The company is a spin-off 
of the construction company NCC and has today an initiated relation to PSS (Ramirent, 
2007). 

Lambertsons range includes machines, cranes, and electricity equipment on the Swedish 
construction market.  They had a turnover of SEK 633m in 2005. It is a 100% owned 
subsidiary of PEAB (Lambertssons, 2005; 2007) and PSS enjoys a strong relationship.  

Veidekke is a Norwegian based construction and rental company that is a major actor in 
Norway and Denmark, and growing in Sweden. They have a turnover of NOK 16,4b 
(SEK 12,3b) and employ more than 6 400 people in the group (the Swedish numbers 
unknown) (Veidekke, 2007).  

5.2.3 Competitors Sweden 

In direct competitive terms there is one single company com-
peting with PSS with the same product or technology.  The 
key niche distinction is that most technology companies that 
provide solutions are focused on the security of the larger 
plant equipment.  While these competitors have established 
relationships in the market, they are not direct competitors as 
they do not have systems for the smaller tools, nor do they 
have competences in RFID which is critical in the additional 
value add functions of the PSS software applications. 

PSS’s direct competitor TracTechnology AB has very similar technology as PSS and 
currently has an agreement with Skanska to develop a theft protecting system (Trac-
Technology AB, 2007).  They have a focus on wider RFID technology applications with 
one of their five main divisions servicing the construction industry.  They also working 
with access control and theft protection by using RFID technology and ID06 (further 
developed later). They have a turnover of SEK 8m and employ 12 staff (TracTechnol-
ogy AB, 2007). 

While they are a direct competitor, PSS believes that they have an innovative lead, and 
have secured their competitive advantage by establishing a relationship with the remain-
ing players in order to increase the likelihood of being the supplier of choice. 

In addition to the direct competitors, there are other companies working with other me-
thods of theft reduction with a focus on construction companies.  Securitas is one ex-
ample, of a strong, world leading player in security with a turnover of SEK 60b in 2006 
(Securitas, 2007).  Their core competence and offering is specifically providing trained 
guarding personnel and video surveillance methodologies, and do not have any capabili-
ties or interest to develop competing RFID technology.   
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5.2.4 Stakeholder groups 

Other stakeholder groups have been identified and include the workers union, the man-
agers’ equivalent, and the industry organization called Sveriges Byggindustrier. All of 
these stakeholder groups are interested in the development of the new identification sys-
tem about to start in the Swedish industry, called ID06.  The purpose of this system is to 
make it more difficult for economic crimes and for unauthorized persons to enter a con-
struction site, by having a system of compulsory authorization and attendance check 
(ID06, 2007).  This system uses RFID technology, which is similar to personal identifi-
cation cards with radio frequency and receptive stations attached to it systems.   

The Swedish construction industry workers union, Byggnads, is considered to be one of 
the most powerful unions in Sweden (Byggnads, 2007b). At the end of 2006 they had 
approximately 130 000 members (Byggnads, 2007a) which is the fifth largest union in 
Sweden.  Byggnads purpose is to negotiate the salaries, working time, and other work-
ing conditions with the employers, and to defend the members’ rights in relation to the 
law (Byggnads, 2007b).  PSS therefore need to remain conscious of the influence of the 
union given that losing their support may affect their technology in the industry.  An 
example of a sensitive application of RFID may be in monitoring individual members 
too closely, in order to manage performance.  According to representatives for Bygg-
nads at the construction industry fair in Göteborg (2007-03-14), the union is positive 
towards the implementation of the ID06-system, but only with the restriction in relation 
to the use of information to ensure that it will not be used to the detriment of the per-
sonal integrity of any individual member. The risk, according to Byggnads is that the 
employers will use the information (such as time of arrival and working efficiency) 
against a single employee.  PSS actively avoid such a debate.  

Sveriges Byggindustrier is a federation of construction industry companies consistent of 
2 700 companies (Sveriges Byggindustrier, 2006). The motivation is to develop the 
construction industry and market conditions for growth by developing creative agree-
ments between its members and to improve the industry’s reputation.  Byggnads is for 
instance negotiating with Sveriges Byggindustrier yearly about workers salaries 
amongst other things.   

Länsförsäkringar is an insurance company located in Sweden. It consists of 24 local of-
fices and supported by bank, life, propriety and liabilities insurance branches (Läns-
försökringar, 2007).  Länsförsäkringar is today an owner of PSS holding a minority in-
terest.  Their interest of being an equity owner of PSS is due to their interest in risk 
management for the reduction of theft and therefore claims from the construction com-
panies (CEO, PSS, personal communication, 2007-03-10).   
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6 Findings - United Kingdom 

Once we understand PSS present situation in the Swedish market we can now compare 
the conditions to the UK market in line with Gooderham and Nordhaug’s (2003) new 
market competences.  Consequently, we will now present information about the UK 
market.  

UK is a constitutional monarchy governed by the head of 
state, Queen Elisabeth II, and Parliamentary democracy, gov-
erned by the prime minister, which is presently Tony Blair 
who has recently announced his retirement, to be succeeded 
by Gordon Brown (Swedish Trade Council, 2006; DN, 2007; 
CIA, 2007a).  The UK consists of four constituent countries, 
England, Scotland, Wales, and Northern Ireland and has a 
population of approximately 61 Million people, with a clear 
majority of Christianity as religion (CIA, 2007a).  The capital, 
London has approximately 9Million inhabitants, is argued to be the second most signifi-
cant business and commercial centre in the world, behind New York in the US.  The 
GDP per capita is USD31 400 (SEK 457k), which places the UK in the 28th position in 
the world (CIA, 2007a), and it is steadily growing at 2% annually (Swedish Trade 
Council, 2006).  The composition of the GDP is three quarters composed by services 
and one quarter industry, and only 2% coming from the agriculture (CIA, 2007a).  Over 
the history UK has been very powerful in the world as they were an exploring country, a 
trade and colonial power, and having a strategic position during the world wars.  Even 
today they are considered to be a country of great power in the world, as they for in-
stance are one of five permanent members in the UN Security Council, a strong ally to 
the United States, and members of NATO and G8.  They also represent major part of 
the European Union, but remain outside of the Economic and Monetary Union, EMU.  
The culture in the UK is believed to be deeply rooted and valued by the citizens.   

6.1 Doing business in the UK 

It is argued by London Chamber of Commerce (2007) that UK is a leading trade power 
and the world's 6th largest economy, behind USA, China, Japan, India and Germany. 
GDP in 2004 was approximately $1.8 billion [SEK 26b], and inflation, interest rates and 
unemployment remain low. UK is also an popular access country to the European mar-
ket for companies outside of the European Union. It is argued that the most attractive 
factors are: 

° Low business costs, including lowest utilities costs in the European Union, low 
corporation rates, and no additional taxes on profit (London Chamber of Com-
merce, 2007; Swedish Trade Council, 2006). 

° Excellent transport links, as the infrastructure support the strategic position as 
being close to Europe, by having access to container ports, toll-free road and rail 
networks to industrial centers, and the channel tunnel to mainland Paris and 
Brussels (London Chamber of Commerce, 2007).  

 
°  
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° A highly skilled, flexible and English speaking workforce. Standards of educa-
tion are high while the labor laws and regulations are flexible and staffing costs 
competitive (London Chamber of Commerce, 2007; Swedish Trade Council, 
2006).  

° London is one of the most economically strong cities in the world (London 
Chamber of Commerce, 2007; Swedish Trade Council, 2006).  

° Connected to the European laws, regulations, and standards in such matters as 
environmental assessment, equality at work, air pollution, waste disposal and 
access to environmental information (Wilkins Kennedy, 2007).  

° A highly sophisticated banking and financial-service systems with numerous fi-
nancial instruments to raise funds and manage financial risk (PKF, 2005). The 
Swedish Trade council (2006) argues their currency is a favorable factor of do-
ing business, as the products from Swedish businesses are competitive in price 
competition. 

° It is also argued by the Swedish Trade Council (2006) that there are good politi-
cal relations between the countries, at the same time as the perception of Swe-
den, Swedes, and Swedish industry is very positive.  

Note:  The purpose of the London Chamber of Commerce is to promote business 
and these sources should be considered with this in mind.  From an academic per-
spective, this source is not considered independent and is presented for illustration 
purposes only. 

According to the accounting firm PKF’s (2005) presentation of “Doing business in the 
UK” a market entry to the UK by a firm from another country is, without any doubt, of 
high potential.  UK is a part of the European Union which is integrating the legislative 
and public trade barriers to promote international movement and businesses. UK is also 
engaging in International Financial Reporting Standards (IFRS), International Compa-
nies Act, etc.  

The legal entity structures in the UK are unique and include - limited company, branch, 
partnership, joint venture, or via a trust structures.  A limited company for instance is 
protecting the overseas investor from exposure to claims made in the UK, as it is a sepa-
rate legal entity.  A ‘place of business’ or a branch on the other hand can limit the trans-
parency and administrative costs of representation. Second, the taxation differs regard-
ing how the business and profit is registered. In general, the profit of UK trade is taxed 
in the UK no matter the company-law term.  In terms of cooperation with or operating 
through an UK company the responsibility lays in the hands of the local firm.  Third, 
the legislation of ceasing work in the UK is complicated, which would influence the or-
ganization to establishing in the UK through agents, distributors, direct sales, or e-
commerce.  Forth and last, there are some considerations when sending foreign people 
to work in the UK. Even if immigration to the UK is straightforward for EU citizens, 
there are specific HR requirements when employing within the UK.  
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6.2 The Construction Industry in the UK – International Mar-
ket 

UK construction industry information (Deloitte, 2006) 
GDP (2005)  € 1 761b (SEK 19 000b) 
GDP growth 3.85%  
Total volume of the construction industry € 121b (SEK 1 300b) 
As % of GDP 6.85% 
Employees in the construction industry 2 100 000 
As % of working population 6.98% 
Companies active in the construction industry 250 000 

Table 3 UK construction industry information (Deloitte, 2006) 

The UK construction industry is one of the biggest industries in Europe, according to 
Deloitte (2006). It consists of approximately 7% of the UK’s GDP and employs more 
than 2 Million people.  Most of the companies are though small and domestically 
owned, however 36 companies among the 100 biggest companies in the construction 
industry in the EU are domiciled in the UK.  The companies in the market are active and 
to the majority growing along the industry.  An interesting trend is how Spanish 
companies buy assets in the UK to gain significant presence in the market from which 
they may pursue other areas.  The major industry development last year was that 
Carillion plc increased their market position by significant acquisitions, and the merger 
between Persimmon plc and Westbury plc.  The upcoming Olympic Games in 2012, is a 
strong contributory factor to the outlook of the construction industry in the UK.   

Carmichael, Edwards and Holt’s (2007) article titled Plant Managers Perceptions of 
plant security systems provides a current overview of the magnitude of the problem of 
P&E theft in the UK and provide that the total direct losses for 2005 are £36.8m (SEK 
503m).  Edwards (2007) .  They conclude it is reasonable to expect managers continue 
to invest in plant security systems given the sheer magnitude of the losses.  

6.2.1 Construction Companies 

Appendix C presents the 20 biggest construction companies with basic and contact in-
formation. The biggest among them is Balfour Beatty plc in the 11th place, according to 
the report about the European construction industry by Deloitte (2006).    

Given the construction industry’s project nature, the present trend has been for re-
sources to be hired specifically for each project, which includes tool hire (Stratton, 
2006).  This outsourcing trend is an increasing trend within construction worldwide and 
it is not specific to the construction industry. This trend is attributed to the financial and 
regulatory factors that create incentives for construction companies to hire tools, plant 
and equipment.  

Dr Edwards (personal communication 2007-05-11) further provides that it is generally 
understood that the tools used at construction sites are up to 85% rented from external 
tool rental companies.  Of the construction companies that do not rent tools externally, 
they typically have structures which include fully owned subsidiaries, which are often 
eventually spun off.  In our findings, the only construction company found with an in-
ternal tool rental subsidiary was Laing O’Rourke, with a tool rental subsidiary called 
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Select Plant Hire.  Select Plant Hire is also the company that has a relationship with BT-
Auto-ID in the UK, which is PSS’s nearest competitor.   

6.2.2 Tool Rental Market 

The tool rental market is considered very competitive and structurally stable after a re-
cent trend of widespread consolidation, with competition between the smaller players to 
consolidate in order to achieve a national presence (which is a requirement of major 
players in the construction industry in the UK) (Stratton, 2007).   

Based on a broader booming UK economy, which includes the construction industry, 
the flow on effects to the tool hiring companies ensures their robust financial positions 
(Stratton, 2006).  Such tool rental companies, are experiencing stronger growth pace 
than both the construction industry and the British economy (Stratton, 2007).  The size 
of the market is estimated to be £1.4b (SEK 10b) (Stratton, 2006), with nine of the larg-
est players are contributing to approximately the half of the market turnover in 2006 
(Stratton, 2007).   

The largest rental company in 2006 was Speedy Hire plc with a current market share of 
14.4% (Stratton, 2006) who grew organically from the 2nd largest player in 2002 with a 
9.7% market share.  This was achieved organically by developing powerful supply 
agreements, and build a strong organization focusing on portable accommodation 
(which differentiated them from their competitors).  Many of the companies have re-
cently re-organized their businesses and Brandon seems to be the only one pursuing a 
clear acquisition strategy.  Brandon entered the market much later than its piers and is 
now struggling to get national presence and credible supply contracts.  Aggreko is using 
a ‘hubs and spokes’ system, whereby the ‘hubs’ are large depots with wider range of 
equipment and services, while the ‘spokes’ are smaller logistic points.  In addition to the 
UK, Aggreko has an established presence in the Nordic countries.  The smaller actors 
are not competitive threats to the major threat to the nine, given their lack of competi-
tive position caused by small size and the lack of the competence of national coverage 
(Stratton 2006).   

6.2.3 Competitors UK 

The article ‘Plant and Equipment Theft – A Practical Guide’ 
provided by OPERC (2006) details a list of the service pro-
viders in relation to the systems of security for plant and 
equipment in the UK.  Whilst this list is flagged as non ex-
haustive, Dr Edwards (personal communication 2007-05-
11) provides that he is unaware of any direct competitors to 
the automation of tool stores (using any technology includ-
ing RFID).  Further detailed evidence was collected from 
potential competitor websites, and presented below for the 
companies that we believed to have similar competences, 
and therefore be best positioned to compete with or replicate the product. The majority 
of potential competitors were focused on the larger plant protection systems using GPS 
technologies, and the less valuable smaller tools in the niche in which PSS are interested 
appears to be under serviced.  The following additional details show the potential com-
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petitors in the order of their competences, and how well they are positioned to compete, 
and the likelihood that they would choose to do so: 

BT Auto-ID  Specialists in the applications of RFID in real time (GPRS component) in a 
range of commercial applications.  Particular industry focuses include construction in-
dustry, particularly in the tracking of plant for rental companies.  Pilot project with Se-
lect Plant Hire (subsidiary of Lang O’Rourke Ltd) on Terminal 5 at Heathrow Airport.  
Project was directed towards larger plant tracking with RFID.  BT Auto-ID are consid-
ered to have a significant competence in RFID and financial capacity to react to new 
competing interests (BT, 2006; BT, 2007).   

Datatag RFID and software development competence.  Currently service the construc-
tion industry, but they are not exclusively focused.  RFID tagging used to ID ownership 
once stolen tools have been recovered, but no warehousing proposition is included.  The 
company’s focus would make it unlikely that they would compete in the market niche.  
Company is relatively small and has 7 employees and €2m pa turnover (Datatag, 2007). 

Tag Guard  Company servicing the industry with security guards, GPS technology, and 
personal alarms using infra red tag technology.  Not directed towards small tool theft 
protection (Tag Guard, 2007). 

6.2.4 Stakeholder groups 

Many associations represent the construction, services and security industries in the UK, 
and these stakeholder groups represent strong sources of networking.  As these organi-
zations have been set up officially and by private enterprise, and it is important to un-
derstand the motivation of these associations in order to consider if they are resources, 
or indirect competitors.  The key associations have been identified in personal commu-
nication with Dr Edwards who also offered his comments on the relationships between 
these associations. Details of these associations have been appended in Appendix D be-
low with their functionality.  Such associations and empirical information has been col-
lected to better understand how these associations may be useful.   
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7 Analysis 

The analysis is based on the research questions presented in the introduction, which 
will present the argument that PSS business model strongly fits the Swedish market, and 
that there is a strong argument that this will be consistent in the UK market, as there is 
a high correlation between the 2 markets.  

Our Framework has been developed within the theory sec-
tion in order to support our approach to testing likelihood of 
success, based on testing the fit of PSS’s business model 
within the international market.  It uses a resource based 
view to show how, and where additional resources are re-
quired (and required to be adapted) in order to increase fit, 
and therefore the likelihood that the strategy would result in 
organizational performance.  According to Johnson and 
Scholes’ (2002) definition of strategic fit, is when a com-

pany is in a position to exploit an opportunity in the market by discovered demands that 
are not yet, or poorly satisfied by anyone else.  SMEs have particular advantage in the 
context of identifying and servicing niche markets (Kotler et al. 2005) as they are more 
able to adjust their resources and competences in order to better serve a narrowly de-
fined segment of customers.  We highlight our delimitation that the industry is assumed 
to be rigid and that it is PSS’s market opportunities require adjustment to the industry 
conditions. This is important given our test of the company’s performance consistently 
with the domestic market is dependent on the fit of capabilities or the ability to acquire 
the resources to service the new industry’s demands.   

The headings in this Analysis section are the Research Questions, which provides an 
opportunity to conclude each sections contribution to fit. 

7.1 How does PSS’s existing business model ‘fit’ the Domes-
tic Market (Sweden)? 

In this first research question we are assessing the fit be-
tween PSS’s existing business model and the domestic mar-
ket, independent of a potential internationalization.  We 
identify and analyze how the business model has developed 
dynamic capabilities in the light of the environmental con-
text, in order to understand the fit and the fit’s outcomes. 
This analysis is framed by Itami’s (1987) five features of 
strategic fit to understand how this fit is currently resulting 
in performance: 

• External features - Customer fit, Competitor fit, Technology fit; and   
• Internal features - Resource fit and Organizational fit.   

Customer Fit 

Given that PSS have developed their business model to service their nominated niche, 
they have actively worked to develop dynamic competences in order to make the fit 
most effective.  On the basis of the fit, and the resources that are used to service the fit, 
we consider it to be effective as PSS provide that this fit has demonstrated itself as ef-
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fective on the basis that they are satisfied with their financial performance, and the val-
ue sharing. 

The PSS’s market is within the construction industry and its involved actors and asso-
ciations.  Within this market is the problem of significant losses (direct and indirect) due 
to plant and equipment theft.  The demand for a security system will not only result in a 
reduction of theft and destruction, but has the potential to decrease insurance premium 
(or excesses) and reduce work downtime on the construction sites.  The value created 
through the reduction of theft is the value created and shared by relevant stakeholders.   

Competitor Fit 

PSS has few competitors that compete directly with security systems for the protection 
of smaller construction site tools, or from companies with RFID competence. Trac-
Technology however is PSS’s nearest competitor that has a very similar fit to the mar-
ket and therefore are likely to compete for a share of the niche market in the near term.  
Their product provides a substitutable option (with reduced functionality) which in turn 
applies competitive pressure on PSS to enter into a value share with it customers with 
consideration for the cost structure of their technology and the effectiveness of each 
products fit in the niche.  PSS has deployed the competitive weapons in order to defend 
their innovation lead by establishing relationships with customers.  

PSS have also developed a partnership strategy in order to not compete with large indi-
rect competitors.  Such partnerships improve the combined fit with the niche market.  
For example, actors in the security of construction sites such as Securitas service the 
same market, but with different methods, such as with the use of guard personnel and 
camera surveillance systems (who also have established distribution networks).  Given 
that PSS do not have similar competences to this indirect competitor, and Securitas do 
not have competence in RFID and software, the actors have an opportunity to combine 
their resources and competences in order to collectively fit the market niche with a 
competitive effectiveness to their individual competitors.  In addition to this competitive 
position, it allows the actors to remain focused on their core businesses.  PSS’s SME na-
ture is also an advantage in this situation whereby it can operate in a niche market with-
out competitive aggressiveness towards such established competitors who have the po-
tential react to their market entry. Such a partnership is a useful strategy in order to in-
crease fit and therefore result in performance. 

Technology Fit 

PSS have developed proprietary software technology which combines older generic 
technologies such as RFID communications technologies (GPRS/internet) in an innova-
tive way.  The dramatic reduction in the costs of these generic technologies has created 
an opportunity for PSS to exploit (it could be argued that this was anticipated).  In addi-
tion to this, it is believed that these costs, whilst already viable, will continue to fall, 
making the use of this technology even more competitive (or at least keep pace with) as 
compared with substitute technologies for equipment security, creating further competi-
tive advantages and opportunities in this market. 

Resource Fit 

PSS was founded by RFID competent entrepreneurs who recognized an opportunity to 
use this technology to add significant value through decreasing theft of tools on con-
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struction sites.  The business model was created by an innovative combination of re-
sources to a problem, as opposed to a reaction to a market demand for a solution, and 
we therefore argue that the value added was a product of PSS adjusting their resources 
and competences to fit the market need.   

Organizational Fit 

PSS has mobilized personnel to develop and test the technology and currently faces the 
challenge of aggressively commercializing the innovation. The organization is develop-
ing its sales people in order to increase the footprint of the organizations fit in the niche.   

In summary, we find that PSS has been developed with a strong mission for strategic fit 
with its domestic market, and is taking action to address the weaknesses in its current 
weakness in organizational fit.  We have also been advised that the organization is per-
forming to the satisfaction of the founders in the domestic market, and this is supported 
by the strength of the fit as analyzed in this section. 

7.2 What Resources are Requried to Internationalise 

This research question is exploring what competences and re-
sources are required in order to make facilitate an internation-
alization process.  These resources are specifically not related 
to the requirements of the new international market, and con-
stitute a competence set which are applicable across multiple 
internationalization ventures.  In line with our Framework de-
velopment in the theory, the bridging resources are required 
for internal fit which relate to resource and organizational fit.  

7.2.1 Resource Fit – Bridging Resources 

This fit characteristic relates to the effectiveness of utilizing and accumulating resources 
for advantage.  Developing the bridge competence set is therefore the process by which 
to mobilize and leverage existing resources.  It is argued by Jenster and Jarillo (1994) 
that success in internationalization is dependent on the capability to duplicate a business 
model that is proven to be successful, in order to retain the competitive advantages and 
maximize profitability.  From an internationalization context, PSS’s resources are du-
plicable at a minimal incremental cost, given that the value added is strongly technol-
ogy-based (being the software and hardware products).  Resource fit is therefore a 
strong advantage to PSS in relation to internationalization. 

7.2.2 Organizational Fit – Bridging Resources 

PSS’s geographic scope is currently limited to the domestic market, with some small 
exceptions in neighboring Nordic countries, but serviced from Sweden. Given that PSS 
does not have demonstrated international experience, they would need to develop organ-
izational competences in relation to organizational Bridging Resources.  
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7.3 What are the External Fit Conditions in the UK Market?  

An understanding of the new market is critical to ensure the ex-
ternal fit in the international market context.  Choosing a market 
that requires the minimum adaptation of the business model and 
its resource outputs will reduce transaction costs, and reduce the 
barriers to internationalization.  

Firstly we address the fit with the new macro market through a 
general country comparison, and we consider the similarities and 
difference in general business environment in order to set the 
stage for a firm based fit analysis.  We again revisit Itami (1987) external features of 
dymanic fit related to International Market Resources which are Customer, Competition 
and Technology Fit. 

General Country Comparison 

From a national perspective, Sweden and England are relatively equal in geographical 
size, but UK population significantly exceeds Sweden’s.  This results in a considerably 
larger GDP in the UK, whilst being consistent on a per capita basis with Sweden.  From 
a world perspective, the UK is considered very active and powerful (CIA, 2007a), while 
Sweden prefers to be neutral and passive (CIA, 2007b).  Both UK and Sweden are how-
ever members of the European Union but not to the Monetary Union. The European Un-
ion membership provides many advantages to both countries as the trade barriers have 
been significantly reduced with companies being encouraged to trade across national 
borders.  

In order to illustrate the similarities and differences between the national cultures of 
Sweden and the UK, (including a reflection with the broader world for context compari-
son), we employ Hofstede’s cultural dimensions data from 2001 (Hofstede, 2007a; 
2007b) presented in the ‘theory’.  

In general, we can conclude that Sweden and the UK are substantially similar in the cat-
egories of power distance, uncertainty avoidance, and long-term orientation.  This con-
sistency requires no cultural adjustment in order to conduct businesses between Sweden 
and the UK in these dimensions.  The remaining two dimensions of individualism and 
masculinity have notable differences, and these cultural differences warrant analysis in 
order to understand how a Swedish company should respond when operating in the UK.  
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Figure 6 Hofstede (2007a; 2007b) – World average culture 

UK is recognized to be one of the most individualistic countries in the world, along with 
US.  In the context of world averages, Sweden is more individualistic, but less than the 
UK.  This reflects that whilst they are not a polarized between the 2 countries, it reflects 
a contrast on the world stage.  A Swedish entrant should be aware of the higher level of 
individualistic thinking in the UK and adjust its approach accordingly.  

The masculinity dimension however represents a strong contrast in cultural distance and 
therefore very low cultural fit, while Sweden is the world’s lowest rating in relation to 
masculinity (indicating ‘femininity’ of culture).  This cultural ‘gap’ is believed to be the 
most likely source of cultural conflict between Sweden and the UK.  Sweden’s feminin-
ity of culture is reflected in a working environment of soft values and trust, while the 
British people operate with higher levels of control.  An alternative comparison is that 
Sweden has a more caring and understanding culture, compared to assertive and com-
petitive nature in the UK.   

In summary, we consider the two national cultures to be similar, with the key difference 
in the masculinity dimension which should be carefully considered when the cultures 
are united. 

General Business Environment 

The capital of the UK, London, is one of the world’s strongest financial centers along 
with New York and Hong Kong.  Fiscal inflation management is managed in a similar 
manner in the UK and Sweden at a target of between 2-4% annually.  According to 

Figure 8 Hofstede (2007b) – Swedish culture Figure 7 Hofstede (2007a) – UK culture 
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London Chamber of Commerce (2007) international companies will benefit from a 
market entry in the UK due to their low relative costs, comprehensive transport infra-
structure, strong business supportive environment, and international standard focus.  

According to the Swedish Trade Council (2006) the UK business environment is very 
similar to Sweden, but with some significant differences.  Examples such as lower de-
gree of union power, longer working days, and shorter vacation represent a comparative 
advantage to Swedish companies entering the UK market.  7% of the Swedish exports 
are to the UK (which represents 2% of UK imports).  The connections between the two 
countries are extensive, as there have representatives in most of each others’ sectors.  In 
the year of 2005 the growth of Swedish exports to the UK in the construction industry 
was 584% (construction exports represent a small proportion of the total exports for 
Sweden overall).  The UK construction industry is forecast for significant future 
growth, given the lead up to the Olympic games and an increased demand on residences 
and apartments.   

Swedish Trade Council (2006) provides industry analysis of which is of particular inter-
est to PSSUK in relation to the telecommunication industry.  Internet services, mobile 
and wireless applications are in a competitive market which has recently become de-
regulated, forcing the prices down, and growing.  

Culture 

According to the Swedish Trade Council (2006) the British people’s perception of 
Swedes and Swedish companies is positive. By comparison, Swedes are associated with 
quality, trustworthiness, and subconscious environmentally friendliness, driven by sym-
bols such as Sven-Göran Eriksson, ABBA, IKEA, Volvo, and H&M.  Sweden is known 
for having strong social welfare systems, high level of equality, high taxes, and Swedes 
are known to be shy, diplomatic, nature-lovers.  In business Swedish employers are 
more likely to delegate, and the British by comparison are very hierarchical and nar-
rowly focused areas of responsibilities.  

Swedish Trade Council (2006) provides that experiences by Swedish companies inter-
nationalizing to the UK are generally positive, but caution is recommended in relation 
to the difference in business hierarchy.  In practice this means that it is paramount to 
contact to the “right” person, in order for decisions to be made.  Another critical factor 
is the lower level of quality standard demanded by British people.  Sweden’s higher 
quality standards rarely motivate a higher price from UK transactions.  It is also argued 
that Swedish (as well as any international company) will benefit from “piggybacking” 
or partner up with locally established organizations in the UK.  This is a benefit in ap-
proaching the above issues but also demonstrates a higher level of commitment that is 
demanded in the UK.  Personal meetings with British contacts are also investments in 
relations and should be highly valued.   

Language 

One significant challenge of internationalization is language.  English is one of the larg-
est languages spoken by having around 400 million people speaking English as their 
first language and another 600 million as second language (CIA, 2007a).  In contrast, 
Swedish is a relatively small language and spoken by approximately 10 million people.  
From a cultural fit perspective, Swedish companies have an advantage as many Swedish 
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people are proficient in English, both in everyday life, and as the official language of 
business.  This language competence demanded in the UK market, and is a preexisting 
competence of PSS (supported by the fact that their software is produced in English).  
Consequently, we believe that the language fit is sufficient will not detract from the 
overall fit.  

7.3.1 New Customer Fit – How do the Swedish and UK Market niches 
compare? 

The third research question considers which additional com-
petences and resources are required to enter the UK market. In 
contrast to the analysis of the bridge resources, we will now 
focus on the external resources and their fit.  

As the business model is created, resources and competences 
are purposely accumulated to ensure fit with the local market.  
When we consider the effectiveness of these competences in 
the new market, our analysis is directed towards the two key 
types of reduced resource fit (mis-fit). The first is where a resource, competence, or 
competitive advantage is offered by PSS but not demanded by the market.  This will re-
sult in a situation where PSS comprises resources that is not valued by the new market, 
and therefore does not contribute to performance. The second mis-fit occurs when the 
new market demands resources that are not offered by PSS.  This will mean that PSS 
will have to adapt their business model in order to complete the fit with the demand in 
line with Johnson and Scholes’ (2002) research relating to the adjusting the internal re-
sources to create the strategic fit with the market.  An example of a core competence 
that is required to be developed is UK networks.  To state the obvious, new networking 
resources and competences are required in the UK market, as the existing Swedish net-
works are not valued in the new UK market fit.   

Where the core competitive advantage is not demanded by the new market, this would 
be considered a fatal flaw in the overall fit assessment. Given that PSS’s core competi-
tive advantage relates to the innovation lead in relation to the unique combination of re-
sources to produce the product, this competence must be desired in the new market.  
Empirical evidence supports that theft is a consistent problem in the construction indus-
try in the UK, and there is an appetite to invest in its protection systems,  there are lim-
ited offerings in the PSS space. 

International Market - The Construction Industry and Tool Rental Companies 

In order to assess PSS’s capability to enter the UK construc-
tion industry we directed our research to compare the local 
market conditions in the UK in the light of the Swedish 
conditions.  In general, our findings indicate the comparison 
to show more similarities than differences.  

First of all, the construction industries are fairly similar in 
size, in relative terms. The UK construction industry consti-
tutes with 6,85% of the GDP and almost 7% of the working 
population, whereas the Swedish construction industry contributes with 7,25% of GDP 
and 6% of working population.  UK industry is approximately 5 times the Swedish size 
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and likely to exceed Sweden’s growth given the forecasted construction boom driven by 
the 2012 Olympic games.   

Secondly, the industry structure is found to be similar.  Major projects are undertaken 
by the larger construction companies who outsource some production functions to sub-
contractors.  An analysis of the construction industry shows that the only major differ-
ence is size. Of the largest 100 construction companies in Europe, four are Swedish and 
36 domiciled in the UK.  Amongst these 36, only one has an internal subsidiary or sup-
porting organization for tool rental (Laing O’Rourke Ltd, that is Select Plant Hire Ltd),  
with the remainder sourcing tools from external rental companies on a project basis.  
This structure is consistent with the nature of the Swedish market, and supports the 
competence fit in the new market. 

Thirdly, in relation to the structure of tool sourcing in the UK, and according to Strat-
ton’s (2006) analysis of the market trend, which was confirmed by Dr Edwards (per-
sonal communication 2007-05-11), the construction companies are renting a majority 
(approx 85%) of their tools, plant and equipment from existing rental companies.  In 
Sweden, the construction companies often own their own personal tools, such as screw-
drivers and hammers, while specialist and powered tools are rented.  Due to the large re-
liance on tool and equipment rental by the construction companies in the UK, the tool 
rental companies would be a significant focus for PSS.  The rental business is growing 
faster than other markets in the UK, which confirms the trend of increasing reliance on 
tool rental services (Stratton 2006).  She further argues that the rental companies are 
powerful, growing, and developing with similarity to each other.  National representa-
tion by the tool rental companies is enjoyed by the nine largest players, and without this 
national representation, they are unable to compete for the business of the large con-
struction companies (Dr Edwards, personal communication, 2007-05-11).  We find that 
this nature of the tool rental in the UK construction industry is significantly similar and 
does not require further consideration for the appropriateness of PSS’s fit in this new 
market.  

Fourthly, the stakeholder association structures substantially similar.  There are several 
associations and councils active for specific industry groups and are represented simi-
larly in both countries.  The major difference in influential stakeholder groups is the role 
and power of the union (Byggnads, 2007b; Sveriges Byggindustrier, 2007). The Swed-
ish union has a very powerful role in the business life, especially for the construction 
industry.  While this factor can be a challenge when it comes to the use of the informa-
tion that is collected and interpreted by PSS’s system, the unions are currently strong al-
lies given their support for the use of the control functionalities in order to reduce the 
use of black-market labor (this may be inconsistent with in the UK market as construc-
tion companies are known to be favorable toward this illegal labor as it is much cheap-
er).  While there is worker union influence in the UK, it should be considered as signifi-
cantly less influential than in Sweden (Swedish Trade Council 2006). 

We conclude that the Swedish and the UK markets are substantially similar to each oth-
er.  European Union provides an effective platform to reduce the barriers and encourage 
trade between the 2 countries.  Comparatively, the cultures and way of doing business is 
considerably similar, especially the structure and function of the construction industry.   
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7.3.2 New Market Competitor Fit – How 
does PSS compare with UK Competi-
tors? 

PSS operate in a domestic market with few competitors, 
with only one known existing company with a core com-
petence that has the potential to threaten PSS’s market po-
sition in their niche. PSS believe that locally, they have an 
18 month technological lead on their competitors, and 
have leveraged their position by developing relationships 
with potential customers in order to defend this position.  Direct communications with 
UK academics, industry associations, and industry publications indicate that in the UK 
market, there is only a single direct competitor with a similar competitive advantage to 
PSS.   

Consistent with the environment in Sweden, the theft solution systems providers in the 
UK are focused on systems for the larger plant items, and are focused on GPS based 
tracking technology.  The competitive environment is therefore very similar between 
UK and Sweden with the exception of one known large player – BT Auto-ID. 

Direct Competitor:  BT Auto-ID 

BT Auto-ID has a focus on RFID and the integration of wireless communication appli-
cations (the core competitive advantage of their parent) and within this entity has a divi-
sion that is specifically focused on the RFID solutions to construction theft and security, 
but only as part of an overall wider focus.  They have a known established relationship 
with Select Plant Hire, and are in the process of testing their RFID security solutions, 
with a focus on tracking of larger plant and equipment.  We believe that BT Auto-ID 
would have access to the resource to commit to defending an entrance by PSS, and also 
a strong capacity to overtake PSS from an innovation perspective, over time.  The cur-
rent lead is therefore a competitive advantage to PSS, and a delay of a reaction by BT, 
or the active choice by BT to allow PSS as a player in this niche would ensure the op-
portunity remains.  Whilst this window is currently open, PSS would be able to create 
its own barriers to competition by creating commitment from its potential customers 
through their investment in the hardware, commitment to the PSS brand through a supe-
rior service (the investment in a business relationship), and could leverage their likely 
ability to be more agile and customer focused given their status as SME compared to the 
larger competitor. 

We also reflect would be reasonable to expect that while BT Auto-ID would be able to 
replicate the competitive advantages of PSS over time, PSS still have an opportunity to 
leverage their current competitive advantage.  They may even be able to position them-
selves as a more complete solution to RFID and construction site management with the 
overall proposition which includes the peripheral products and information processing 
softwares.   

Indirect Competitor (potential partner):  Securitas 

PSS have also begun a relationship with Securitas in Sweden.  This relationship is 
hoped to be a partnership whereby Securitas has direct access to the PSS products to 
compliment their own core business of active security personnel and CCTV as their 
core competences.  This relationship could provide an income source to Securitas 
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(agency agreement and the sale of hardware) and also creates a competitive position for 
Securitas in relation to their own competitors, as they attempt to have a more attractive 
and complete product suite for their customers. PSS in this relationship could expect to 
develop a distribution network and a greater level of exposure for the PSS product and 
brand in the market place.  This relationship could yield further opportunities when con-
sidering internationalization to the UK given Securitas position as a global player, with 
a presence in the UK.   

7.3.3 New Technology Fit – International Market 

Technological fit relates to the anticipation of change and the company’s reaction to 
this.  Given that technology is the core competence of PSS it is unlikely that they will 
be unable to adapt to change in technology and in fact innovating as a challenge to 
competitors is one of the core functions of the business model.  On a comparative basis, 
any mis-fit in technology would have a similar impact on performance across the busi-
ness and is therefore will remain a consideration consistent with the domestic fit. 

7.4 How should the resources required to internationalize be 
acquired? 

Decision making analysis should initially consider the motivation to internationalize, 
and we believe that PSS dangerously view UK exclusively as a large market for growth 
possibilities.  While we do not challenge that there are significant opportunities within 
the UK, and it is not within the scope of this paper to challenge the internationalization 
of PSS to any other potential market, we question if in fact internationalization is the 
most desirable option. 

Organizational Structure and Resource Commitment 

We reflect on the potential internationalization of PSS to the UK from the perspective 
of managing and minimizing the commitment of resources. PSS’s situation is consistent 
with the theory of the internationalization of SME, in that it may be undertaken with li-
mited financial resource, but we consider that the theory is generally more pointed to-
wards businesses that have more complex operating structures.  We believe that given 
PSS’s model, there is comparatively less structure that is required to have a presence in 
the UK market.  As compared to the internationalization of other business types (which 
often require a critical mass to be considered a player in the market) or commit to real 
estate assets, PSS’s internationalization requires only the sales capacity (with support 
and innovation to be provided from Sweden).  This significantly reduced resource 
commitment to be fully operational, provides for fewer requirements on PSS to share 
equity and therefore profitability of the venture with UK resource sources in order to 
manage risk.  The ability to offer operations support from Sweden is also the product of 
the reduced barriers to internationalization that come from recent telecommunications 
and internet infrastructure.  It is also characteristic of a technology based company, 
where the delivery of support and innovation does not require the delivery of a physical 
product, reducing the requirements of servicing locally. 

Modes of Entry and Partner Selection 

The decision itself can be dependent on the mode of entry, as this is a means by which a 
company can access the necessary resources (and competences) by which to compete in 
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new markets.  Entry mode can also represent a source of intangible resource that re-
duces the amount of resource commitment that may have to be made if the strategy was 
to pursue on a standalone basis.  The mode of entry can therefore be the means by 
which PSS can acquire the resources that it needs to increase the fit with the demands of 
the new market in the UK. 

We consider the entry strategy alternative as presented by Wall and Rees (2001) in or-
der to structure the analysis on which entry structure would be most appropriate.  The 
below strategies are provided in the order of high commitment to low commitment.  We 
consider the options on the basis of the first incremental step, which is the set up of a 
UK based sales unit in the UK.  We believe that this is necessary as technical support 
within the UK is required to install the product, and sales are required to ensure that the 
full range of products are offered, and this may requires site visits at a minimum for ef-
fective sales function.   

Firstly the Export based methods are not applicable given the products requirement for 
highly customized installation.   

• Licensing of the sales function provides some opportunity, but PSS need to con-
sider it position in relation to its customers.  As the revenue function derives the 
main value from the ongoing fees, this should be retained under the agreement.  
It is paramount that under any arrangement, PSS have the ownership of the cus-
tomer relationship, and that their ability to make an equity based entry to a mar-
ket is preserved.  Excessive reliance on another company for sales is considered 
high risk. 

• Franchising is not as attractive, as geography of the sales unit (as long as it is 
within the UK) is unimportant, and the customers are likely to be national (espe-
cially the initial target customers are expected to have this profile) and accessi-
ble in or around the key business districts of the UK.   

• Contract manufacturing – hardware would be sourced from Sweden in the first 
instance (consisting of computer hardware and locking mechanisms) with con-
tainers not being part of the product offering (that is the customer is expected to 
have access to this component) 

• Joint Ventures and Fully Owned Subsidiary – These structures are the most ap-
plicable, and given that entry may be based on an agent partnership with a com-
pany providing the competences of an established sales network, then it is un-
likely that a joint venture would yield significant benefits to forfeit an equity 
share in the expansion.  Given the limited resources available to PSS, and the 
high potential of success by other means, resource acquisition via company ac-
quisition in not considered a viable option. 

Mode of entry therefore has an important function when entering a new market, and in 
order to acquire new assets in order to increase the level of fit.  It is also to consider how 
this means of entry has an impact on risk management, and the return, or value created 
by the performance of the fit in the new market. 
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8 Conclusions 

In this last chapter we conclude that a market entry to PSS is supported, but with cau-
tion.  In addition to our recommendations, we will extend to discussion in relation to 
closely related areas of interests, and reflections on the process of the thesis.  

8.1 Recommendations 

We conclude that the existing resources, competences, and competitive advantages of 
PSS will be valued in the UK market, and that the additional required competences are 
attainable.  We therefore conclude that PSS’s fit in the UK will be significant and that it 
is therefore likely to result in a consistent operating performance as compared the Swed-
ish business.  This is based on the below discussion if and how to internationalize in line 
with the purpose of this thesis.  

8.1.1 If 

We find the market to be sufficiently large and expected to continue to grow, but when 
recommendation if, we highlight that even a small market share would be sufficient to 
support the decision for entry.  Sweden and the UK are found to be fairly similar, both 
from a general overview and the industry specific structures, strategies, and demands.  
In both countries the problem of plant and equipment theft exists, and therefore demand 
for theft-protection systems in the construction industry is strong.  The losses sustained 
from theft are significant and that there are few competitors currently with technology 
that services the PSS market niche in the UK.  Given PSS’s technological lead and 
growth potential, we find the UK market to be attractive and of significant potential.  
We therefore recommend assessing this market potential in the light of PSS’s present 
situation and objectives for the future in line with some considerations.  

We recommend that PSS should carefully define their motivation for growth. 

We first highlight the importance of understanding the motivation for growth, in order 
to ensure that alternative, and less risky growth opportunities have been considered.  We 
recommend that PSS enter the UK market on the understanding that there are no further 
growth opportunities within Sweden, with similar risk, or where substantial amendment 
of the business model is required.  We would recommend PSS to internationalize espe-
cially if they are motivated by defending their innovation and technological lead 
through the formation of relationships with their preferred end users.  

We would also recommend PSS to dedicate growth efforts in order to build an attractive 
business by maximizing the capital value for future exit strategies.   

We recommend PSS to make sure the competitive advantages are retained. 

The Framework is based on the assumption and theoretical support that performance is 
dependent on the level of strategic fit and that the business model would be duplicated 
when entering a new market.  Hence, we would recommend motivating internationaliza-
tion by enhancing and retaining competitive advantages.  Firstly, the existing innovation 
competence must remain sustainable.  PSS need to ensure that when considering inter-
nationalizing, there are sufficient remaining resources to ensure the continuous devel-
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opment of software and technology.  Secondly, the redundancy of the Swedish network 
as a competitive advantage when going abroad must be compensated through the entry 
mode, and new networks in the UK is a critical competence required in order to fit in 
the new market.  It may be prudent to develop PSS’s first establish its first relationship 
before committing resources (UK’s requirements of doing business in relation to dem-
onstrating commitment is noted as a challenge to this recommendation, but we don’t 
feel that this is impossible to be overcome on a transaction basis).  

We recommend PSS to attain and benefit from the resources and competences 
they currently possess.  

Given that PSS is an SME it is characteristically limited in financial resources, but this 
status of being an SME has its advantages.  We therefore recommend that competition 
is undertaken by leveraging their relative small size, and focusing on their niche market 
with a complete service proposition.  PSS must remain diligent in leveraging its advan-
tages against larger companies, direct competitors such as BT Auto-ID, indirectly and 
efficiently and should avoid ‘competitive aggressive’ behavior. 

In addition to market and technology-based resources and competences, a set of knowl-
edge and experience of managing international business is required to be built within 
the company.  This organizational competence we refer to as the ‘bridge’ as it develops 
knowledge in relation to cross the internationalization process and cross cultural chal-
lenges.  Given the additional costs and related risks required to build this ‘bridge’, we 
recommend PSS carefully consider developing the organizational structure to address 
this process.  

8.1.2 How 

It is prudent to recommend ‘how’ an entry should be undertaken in relation to recom-
mending ‘if’ PSS should internationalize to the UK, as it has strong influence in relation 
to the acquisition of required capability resources.  We therefore recommend PSS to in-
ternationalize by leveraging a current relationship with a partner with established net-
works in the UK and by committing resources to set up an in house sales subsidiary in 
the UK.  

We recommend PSS to leverage their developing relationship with Securitas in 
their expansion to the UK - with caution. 

Given PSS’s core resource requirement in the UK is a distribution network, and a 
source of perceived commitment by the UK market, Securitas provides significant op-
portunities.  Given the existing resource created by the relationship with Securitas with-
in Sweden, there would be an advantage to seeking to extend this relationship with Se-
curitas in the UK.  PSS could achieve this by either requesting the partnership with Se-
curitas, or alternatively present an appetite to expand internationally with the view to be 
‘pulled’ to the UK by Securitas.  This approach would achieve the same access to the 
distribution network resource but also position PSS well when negotiating how the val-
ue added will be shared.   

In addition we highlight that a partnership with Securitas in Sweden is viewed as desir-
able to PSS. On this basis the ‘fit’ of competences are expected to be consistent with 
that in Sweden, there are additional resources that could be made available to PSS.  Our 
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empirical evidence in the UK shows that it is important for UK companies to perceive 
commitment from their partner companies and PSS should see this as a challenge to 
their fit in their niche as compared to their nearest potential competitor (BT Auto-ID).  
The partnership with Securitas, a well respected, and established company would give 
PSS a perceived commitment in the market, and a high level of ‘Britishness’.  Such a 
partnership would also facilitate a speedier entry (defense of innovative lead) and estab-
lish credibility within the UK market. 

We believe that while the relationship with Securitas is in its infancy, we recommend 
caution, as their customer base and distribution network is not a perfect fit.  We high-
light that the Securitas relationship within the construction industry is with construction 
companies, who are not the parties to that suffer losses in the event of tool theft.  Given 
that 85% of the tools used in construction are the property of the tool rental companies, 
there is a separation of ownership and responsibility to invest in the management of 
risks in order to protect from theft.  More simply, the Securitas customers do not make a 
direct loss in the event of theft, and their motivation to invest to reduce the risk of theft 
may be reduced.  The CEO of PSS presents this to not be a problem as the indirect costs 
to the construction companies (such as workers down time) is sufficient encouragement 
for them to invest in security systems.   

EDITED 

We recommend PSS also to use an Equity Mode - ‘Sales Subsidiary’. 

We recommend that a sales and relationship function should be set up ‘in house’ in a 
PSS controlled entity, to be supported by the use of a partner’s network.  This mode of 
entry would develop the organizational competence for PSS to remain independent of 
any other parties.  While PSS do have a limitation based on resources, we believe that 
there is a significant innovation lead to allow a level of incremental internationalization 
in order to test the market, and develop new market competences in a manner that mi-
nimizes the commitment of resources.  We highlight the importance that the success of 
an independent subsidiary to be set up in the UK is based on networks, relationships, 
and therefore the capabilities of the driving key PSS representative.  We recommend 
that this might be difficult to establish from Sweden, and that PSS should be cautious to 
not spread their management/sales resources any more thinly than currently.  We would 
find value in recommending that PSS source a representative with existing networks in 
the UK market. 

We recommend that the partnership engagement should be through ‘Licensing’ 

We do not feel that it is necessary to forfeit equity with a potential corporate partner for 
access to network resource access alone.  We feel that licensing the technology as far as 
the hardware sale would provide significant incentive for partners while retaining the 
ongoing fees and relationship management with PSS. 

8.2 Discussion 

Strategic Growth – Alternative to Internationalization 

Resources required to internationalize demands significant commitment, which would 
be in excess of what would be incurred by local competitors (resulting in a higher cost 



 Conclusions 

 48 

base).  We highlight that there may be significant alternatives to internationalization, 
where value can be created without the resource commitment required to develop the 
additional competences for internationalization.  We would suggest that the strategy of 
seeking profitability through sales growth should include consideration for the broaden-
ing the existing target market within Sweden.  Other potential customers might be ones 
that have turnovers less than SEK 4 billion, or that are not necessarily listed, or national 
and who may still provide sound profitable domestic growth.  In addition, an alternative 
would be to consider wider local industries that require similar systems of small item 
theft protection, such as infrastructure or civil engineering companies.  Such an expan-
sion is likely to require much less additional resource commitment for growth.  Should 
the true motivation on the other hand be in defense of a competitive advantage, then this 
would provide scope for a non-profit based tolerance of these additional costs in the 
short term.  The higher comparative costs could therefore be tolerated as a means by 
which to establish relationships in the new market, and begin the creation of barriers to 
competition in order to best leverage their current innovation lead position. 

Strategic Growth – for Capital Value 

We present that PSS might consider the strategic value of growth, and reflect if in fact 
the growth is for current profitability/cashflow for the shareholders, or if in fact there is 
medium term view of realizing a capital value through the sale of the business.  Given 
that PSS has a venture capital investor there could be some merit in expecting an exit 
desire for this shareholder in the medium term.  Whilst we understand that the expecta-
tion would be for this to be to a private equity firm, there may be the potential undertake 
this current venture with some strategic reflection on this company outcome.  We con-
sider that if the shareholders in fact intend to realize the capital value of the business in 
the medium term (5-10 years) then it may be beneficial that the company seeks strategic 
growth in order to develop the competences and resources that make it most valuable to 
a potential buyer.  Identifying a group of or even a single potential buyer may focus the 
strategic growth decisions in order to maximizes value in this outcome.   

High Market Growth – Diversion from Non-Essential Functions 

Our research provides that the market in the UK is significant and growing, and high-
lights the Olympics as a key driver of the construction industry.  While we argue that 
there is significant market independent of this market situation, we suggest caution.  
While we support that this will create great activity in construction, theft protection may 
suffer a loss of management focus as it may be a less important priority.  We reflect that 
this spike in demand for management time might actually have the result of focusing at-
tention on sourcing the resources for production and delivery on contracts, and this ac-
tivity might in reality create difficulties for PSS. 

Core Competence and Rigidity 

PSS’s core competence is the ability to innovate.   We present for discussion that it 
could also be a source of rigidity (inflexibility).  Given that there is a high level of re-
source dedicated to the innovation of the product range, and less so directed towards the 
commercialization (sales function) of the products,  the company’s success to date is 
based on its success in innovation, and may be internally over-valued.  We note that re-
cently there has been a shift from this potential rigidity given their focus on commer-
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cialization, and the relationship with Securitas could be viewed as in action in support 
of this change.   

8.3 Reflections 

Data collection – and limitation 

Data collection proved to be a challenging task as the industry research on Plant and 
Equipment was heavily skewed in realation to the higher value plant (such excavators).  
Our interest however, is directed towards the niche market of smaller tools, and the 
implications of relying on this information may introduce risk that our conclusions are 
based on less qualitative facts.  We do however feel that it is resonable for trending 
analysis, and the comparison of the significnace of the problem in relation to Sweden, 
which has proven to value the PSS proposition. 

Reseach directly into the market for plant security systems was also challenging and 
limited as it is a relatively new industry, and the methods/technologies employed to 
defend theft are diverse, and are difficult to classify in a single industry category.  It is 
also an ‘industry’ factor that security systems providers are technology focussed, and it 
is only branches of service proviers that are focussed on the construction industry.  In 
other words, there are no potential competitors with a specific focus on servicing the 
issue of theft in construction alone. 

In addition academic and industry research has been dedicated to understand the 
perpetrators of theft, and focusses on the ones that relate to the plant items.  Theory 
identifies that there are 2 key categories of thieves:  opportunits theifs (small tools) and 
organised thiefs (larger higher value equipment).  Given that PSS’s product is most 
likely to be defending from opportunist theirves (staff etc, not terrorists), then we were 
required to apply the research in relation to ‘plant and equipment theft’ with caution. 

Value Added to PSS 

We had applied for a scholarship in order to visit the UK to attend a trade fair to 
compare with our research in Göteborg, and to further develop UK specific industry 
knowledge from direct sources.  It had subsequently been approved, but with 
insufficient time to take advantage of the opportunity before our requried defence.  We 
have now applied to use the funds after the defence, and subject to a supplementary 
paper, to visit the UK, futher our research and to pass on to PSS the relationships and 
network contacts that we had made.  In particular, a visit to Dr Edwards and the 
potential to accept his offer to present the PSS product to his personal contacts from the 
tool rental companies.  We are pleased that PSS have valued our process, and that they 
are keen to join us on a visit to the UK to transfer some ‘ownership’ of the network 
resources that we have developed. 

We have also compiled a compendium of the key source data for PSS’s subsequent re-
search and reference.  This has been indexed and a summary has been made on the 
summary sheet to refer the importance and value of each article, and how they can be 
used as guides to sourcing further related information.  We feel that this compendium 
offers much value to PSS as it is practioner focused by purpose.  The summary sheet 
has been provided in Appendix E. 
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We appreciated the opportunity to present our processes and finding to the PSS Board 
of Directors (30 May 2007), where we feel that our key findings were valued, and rep-
resent new areas of critical thinking in relation to their growth aspirations. 
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Appendix A - Risks of internationalisation 

Source: Kjellman, A., Sundnäs, A-C., Ramström, J., and Elo, M., (2004) Internationalisation 
of small firms, Academy of Finland, Vaasa, Finland. 

Regulation, public authori-

ties, partners 

° Legislation, directives 
° Collective agreements 
° Taxation 
° Bank, insurance 
° Firm associations 
° Accountancy agency 
° Other 
 

Competition, business cycles 

° Industry 
° State of the competition 

and market 
° Strengths and weaknesses 

of business and competitors 
° Changes in business cycle 
° Other 
 

 

Sales, marketing, customers 

° Counterpart 
° Markets 
° Customer relation 
° Service 
° Information 
° Marketing, PR 
° Complaints 
° Distribution channels 
° Price setting 
° Other 
 

 

 

 

 

International trade 

° Fluctuations in exchange 
rates 

° Counter partner and country 
risk 

° Dispute solving 
° Cultural aspects 
° Negative image 
° Other 
 

Subcontractors, purchase, 

transports, stock 

° Subcontractors 
° Degree of dependency 
° Agreement 
° Quality 
° Transports 
° Purchase 
° Stock 
° Other 
 

Personnel 

° Key persons 
° Recruitment 
° Professional skills 
° Motivation 
° Loyalty 
° Fraud 
° Wages 
° Stress 
° Absence 
° Other 
 

 

 

 

 

Investments 

° Preparation of invest-
ments  

° Financing 
° Cost estimates 
° Effect of competition 
° Monitoring invest-

ments  
° Other  
 

Environment 

° Pollution 
° Problems with garbage 

disposal 
° Pollution fees 
° Cleaning costs 
° Reputation and image 
° Legal costs 
° Other 
 

Economy, financing, 

management 

° Profitability, solvency, 
liquidity 

° Computer systems 
° Planning 
° Executive 
° Other 
 

Production, products 

° Production space 
° Machines, maintenance 
° Raw material 
° Production stops 
° Waste, environment 

problems 
° Other 
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Appendix B - Profile Dr David J Edwards 

 
 

Senior Lecturer in Construction Management 
Phone: 
01509 222630 
Email: 
mailto:d.j.edwards@lboro.ac.uk 
 

Background  

(Source Loughborough University Website @ 
http://www.lboro.ac.uk/departments/cv/staff/profile/134.html) 

Prior to joining Loughborough University, Dr Edwards studied full time to achieve a 
first class honors degree in Building Management at Wolverhampton University. As 
part of his undergraduate studies he achieved 21 A grades in three years, with an aver-
age grade of A 14.8 (of the best twelve, put forward for the final degree classification). 
He was also awarded the Best Student of the Year Award by the Chartered Institute of 
Building on each of the three degree course years and simultaneously published two re-
search papers in the refereed research journal Building Research and Information. He 
has since gone on to complete a PhD in two years, publishing 15 research papers and 
one textbook along the way. In 1999, Dr Edwards was employed as a Research Fellow 
(at Wolverhampton University) and was promoted to Senior Research Fellow eleven 
months later. In January 2002, Dr Edwards accepted a position at Loughborough Uni-
versity as a Lecturer in Construction Plant Management. He is currently undertaking re-
search contracts for the EPSRC, JCB, Defense Logistics Organization (UK Ministry of 
Defense), Contractors Mechanical Plant Engineers and other leading industrial organi-
zations and working on preparation of an international conference (Sponsored by Fin-
ning (Caterpillar) UK) on construction plant management. He is also the sole academic 
representative on a specialist Health and Safety Commission panel for workplace trans-
port accidents. He has published more than 50 research papers, four textbooks and is a 
peer referee for 12 academic journals. To date, Dr Edwards has secured more than 
£400,000 of research funding. 

Professional Affiliations 

Fellow of Faculty of Building (FFB) 
Member of Contractor's Mechanical Plant Engineers (MCMPE) 

External Activities 

Sole academic representative on Health and Safety Commission's Workplace Transport 
Accident Panel. 
Economic modeling consultant to JCB 
Parts and consumables consultant to JCB 
Operator training consultant to the Contractors Mechanical Plant Engineers and Royal 
School of Military Engineering (UK Ministry of Defense) 
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Used oil analysis consultant to the Defense Logistic Organization (UK Ministry of De-
fense) 
Document management consultant to the Defense Logistic Organization (UK Ministry 
of Defense) 
Peer referee for 12 international journals and on editorial board of two (Journal of Engi-
neering Design and Technology and Journal of Construction Research).  

Research Interests and Activities 

Plant and equipment management (including: operator training, finance, production stu-
dies, maintenance management, health and safety, electronic document management, 
computational intelligence, etc). 

 

Publications of Interest in relation to this thesis 

(Source:  http://cisinfo.lboro.ac.uk:8081/ci/WR0013.frameset?q_author=cvdje) 

Oloke, D., Edwards, D.J. and Holt, G.D., ''Intelligent Construction Plant Information 
Management'', Proceedings of the 17th Annual ARCOM Conference, Akiintoye, Akin-
tola (Ed), University of Salford, UK, 2001, pp. 169-178.  

Edwards, D.J., Holt, G.D. and Harris, F.C., ''Predictive Maintenance Techniques and 
their relevance to Construction Plant'', Journal of Quality in Maintenance Engineering, 
4(1), 1998, pp. 25-37, ISSN: 1335 2511.  

Edwards, D.J., Holt, G.D. and Harris, F.C., ''Predicting Plant Maintenance Costs: 
Condition Based Monitoring, Used Oil Analysis and Management Strategy, Interna-
tional Mining and Minerals'', Institution of Mining and Metallurgy, 2(19), 1999, 
pp.181-186, ISSN 1461-4715. 

Edwards, D.J., Holt, G.D. and Harris, F.C., ''Predicting Maintenance Expenditure on 
Construction Plant: Model Development and Performance Analysis'', The Journal of 
Financial Management of Property Construction, 4(1), 1999, pp. 31-45, ISSN 1366 - 
4387.  

Edwards, D.J., Holt, G.D. and Harris, F.C., ''Estimating Life-Cycle Plant Maintenance 
Costs'', Construction Management and Economics, 18(4), 2000, pp. 427-436, ISSN 
0144-6193.  

Edwards, D.J. and Holt, G.D., ''An Analysis of Construction Plant Utilisation, Standing 
Time and Cumulative Breakdown'', Journal of Construction Research, 2(2), 2001, pp. 
115-126.  

Yisa, Y. and Edwards, D.J., ''Evaluation of Business Strategies in the UK Construction 
Engineering Consultancy'', Measuring Business Excellence, 6(1), 2002, pp. 23-32.  

Love, P.E.D., Irani, Z. and Edwards, D.J., ''Industry-centric benchmarking of informa-
tion technology benefits, costs and risks for small-to-medium sized enterprises'', Con-
struction, Automation in Construction, 13(4), 2004, pp. 507-524.  
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Edwards, D.J., Thorpe, A. and Love, P., ''Financial implications of poorly utilised con-
struction plant and equipment'', Journal of Financial Management of Property and 
Construction, 9(1), 2004, pp. 3-12.  

Love, P.E.D., Irani, Z. and Edwards, D.J., ''Researching the Investment of Information 
Technology in Construction: An Examination of Evaluation Practices'', Automation in 
Construction, 144, 2005, pp 569 - 582.  
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Appendix C - List of UK companies 

Appendix is 8 pages long and is therefore provided as a separate file. 
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Appendix D - Stakeholder Groups  

Hire Association Europe:  www.hae.org.uk 

Purpose:  Trade association for the hire and rental companies in UK and Ireland. 

Motivation:  Non-profit Trade Association representing hire companies, including rental 
companies but not exclusively construction industry focused.   

Members:  Lists not available 

Construction Plant-Hire Association www.cpa.uk.net 

Purpose: is the principal Trade Association for plant hire professionals in the UK and 
was founded in 1941 

Members:  1400 

Comments:  Represents companies for 90% of the turnover of the plant rental market in 
the UK.  Focuses on larger plant hire companies. 

OPERC:  Off Highway Plant and Equipment Research Centre www.operc.com 

Purpose:  Non-partisan and non-profit making organization. 

Motivation:  Co-operation between practioners and academics to advance and share 
knowledge in relation to ‘Off Highway’ equipment and its management, including the 
prevention of theft.  The centre also facilitates industry seminars and networking oppor-
tunities. 

Relationships:  Dr David Edwards of Loughborough University is one of the principal – 
Competing association with ???? 

TER:  The National Plant and Equipment Register www.ter-europe.org 

Purpose:  Services directed at the centralized registration and returning of stolen con-
struction equipment.  TER does not record items under £1,500 (SEK 11 000) in value. 

Motivation:  TER is a ‘commercial organization which has to make a profit for their 
shareholders through the efficient provision of services to customers’ 

Members:  Subscribers, listed http://www.ter-europe.org/newsite2/frames.htm 

Relationships:  Official Report by PTAG ‘Policing and Reducing Crime’ recommends 
registration of equipment with this organization. 

PTAG:  Plant Theft Action Group www.crimereduction.gov.uk 

Purpose:  Reducing Crime – Official Organization, facilitating the interaction of gov-
ernment and industry in relation to construction plant crime. 

Contacts:  Chairman - kevin.clancy@theclancygroup.co.uk 
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Appendix E - Table of content in the Compendium 

This compendium is a compilation of the key source documents we believe will be useful to the 
host company (and are practioner focused sources) as an additional primary reference.  This is 
to support our purpose, and in order to add value after the report process has been completed. 

We have provided a brief summary of each article in order to enable quick future reference, and 
our source of the document.  These documents also provide a further list of their own references 

which may provide valuable to further research. 

1. Construction Plant Theft in the UK 

 
Title:   ‘The Nature and Extent of Construction Plant Theft’ 
Summary: Official Report of the state of construction plant theft in the UK.  Includes fig-

ures and methods of security systems  
Authors:    Smith, A., Walmsley, R, 
Publisher: Policing and Crime Unit, Research, Development and Statistics Directorate, 

London 1999 
Source:  www.homeoffice.gov.uk/rds/prgpdfs/brf117.pdf 
 
Title:   ‘Plant managers’ perceptions of plant security systems’ 
Authors:   Carmichael, R., Edwards, D.J., and Holt, G.D.   
Summary: Co authored by Dr D J Edwards (our direct contact).  Provides an insight into 

the importance of plant theft from the perspective of plant managers, and pro-
vides an analysis in relation to how to motivate them to address the problem.  
Scholarly article. 

Publisher: Engineering, Construction and Architectural Management Bradford, 2007, Vol. 
14, Iss. 1; p. 65. 

Source: University Library – ABI/Inform Database 
 
Title:   ‘To Catch A Thief’ 
Summary: News article on plant theft and industry opinions, appears motivated by a po-

tential competitor - Datatag 
Authors:    Anonymous 
Publisher:  PMJ March 2007 
Source:  ABI Inform – Library Database 

2. Doing Business in the UK 

 
Title:   ‘Swedish Companies Doing Business in the UK’ 

‘Världens Möjligheterä’ 
Summary: Official document motivated to assist Swedes doing business in UK.  
Authors:    Exportrådet – Swedish Trade Council 2007   
Source:  By email from Swedish Trade 
Contact:  Pia Wilson 

Project Leader - Export Information 
Swedish Trade Council 
Winchester House, 6th Floor 
259-269 Old Marylebone Road 
London NW1 5RA 
Tel. +44 20 7616 4072 
Fax. +44 20 7616 4099 
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Email. pia.wilson@swedishtrade.se 
Url. www.swedishtrade.se 
Url. www.swedishtrade.com 

3. UK Construction Industry 

 
Title:   Extract: Leaders of the Pack: the Top 100 in Europe 

European Power of Construction 2006 
Authors:    Deloitte (2006), Deloitte & Touche LLP, London 2006 
Source:  Supplied by Host Company 
 
Title:  List of the largest UK registered ‘Construction Companies’ under company 

code NACE 4520, 4521, 4525, 4534, 4535, by turnover. April 2007 
Comments: Similar lists are available across industry by industry code (Note:  Plant Secu-

rity Systems is a narrow niche and is not industry classified while ‘Security’ 
providers is). 

Source:  University Library – AMADEUS database.    
  
Title:  ‘Construction Statistics 2006’; and 

  ‘Construction Sector Unit Annual Report 2004-05’ 
Publisher:  Department of Trade and Industry 
Source:  Host Company 

4. UK Tool Rental Industry 

 

Title:  List of the largest UK registered ‘Plant and Equipment Rental to Construc-

tion Companies’ under company code NACE 7132 and 7134, by turnover. 

April 2007 

  

List of the largest UK registered ‘Rental Companies’ under company code 

NACE 7132 and 7134 (not to construction), by turnover. April 2007 

 

Comments: Similar lists are available across industry by industry code (Note:  Plant Secu-
rity Systems is a narrow niche and is not industry classified while ‘Security’ 
providers is). 

Source:  University Library – AMADEUS database 
 
Title:   ‘Tool hire outperform the UK economy’ 
Summary: Independent analyst report of the performance of the tool rental industry in the 

UK 
Authors:    Stratton, C. 2007 
Source:  www.speedyhire.plc.uk 
 

Title:  EXTRACT ‘The hire market: A potential still to be explored and exploited’  
Summary: Independent analyst report of the structure of the tool rental industry in the 

UK, taken from the Speedy Hire plc annual report for 2005/06 
Authors:    Stratton, C. 2007 
Source:  www.speedyhire.plc.uk 
 
Title:  Company Report ‘Select Plant Hire’ March 2006 

Summary: The only known internal rental company of the large construction companies 
(subsidiary to Lang O’Rourke plc)  Information provided as an example of the 
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level of information on companies that is ‘freely’ available from the 
AMADEUS source – Students and Staff with access to the University library 
currently have access.  Information provides an indication of the financial 
trends of the company and size. 

Authors:   Company Report 2006 
Source:  AMADEUS – Library Database 

5. UK Security Industry and Competitors 

 
Title:   ‘Plant and Equipment Theft:  A Practical Guide’ 
Summary: Article includes the methods of plant security and the companies in the UK 

market that services them.  Article is provided by an industry association, an 
therefore is not scholarly and is not subject to the process of peer review.   

Authors:   Carmichael, R.,  Edwards, D.J.,  Holt, G.D. (2006),  
Publisher: Off Highway Plant and Equipment Research Centre (OPERC), Loughborough 

University.  
Source:  Publicly available for £30 from www.operc.co.uk 
 
Title:   ‘2007 Equipment Theft Report’ 
Summary: Commercial organization recognized by Government and Academic sources – 

should be viewed as a competitor, through the registration of plant and equip-
ment 

Auth & Publ:   The National Plant & Equipment Register 2007   
Source:   http://www.ter-europe.org/newsite2/frames.htm 
 
Title:  Company Report ‘Datatag ID Limited’ 
Summary: Information provided as an example of the level of information on companies 

that is ‘freely’ available from the AMADEUS source – Students and Staff with 
access to the University library currently have access.  Information provides an 
indication of the financial trends of the company and size. 

Authors:   Company Report 2005 
Source:  AMADEUS – Library Database 
 
Title:  ‘Major Construction Group Uses Groundbreaking Automated Asset Control 

System’ 
Summary: Nearest competitor to Host Company – provides an overview of their approach 

and their development.  Produced by the company and should be treated as in 
line with self promotion material. 

Authors:    British Telecommunications plc (BT  Auto-ID ltd) 
Publisher:  British Telecommunications plc, 2006 
Source:  http://network.bt.com/pdfs/Laing_o_rourke%20.pdf 
 
 


