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Executive Summary

This research analyses the influence of factortherforeign location choice of Dutch
companies in Flanders and Wallonia. In particuter influence of cultural factors. The
motive for this research is the large deviatioth@ location choice of Dutch companies
in Belgium: in 2006 6500 Dutch companies had aitigt# in Belgium. Of these 6500
companies, 6435 companies were located in Flarader$5 companies were located in
Wallonia. This research has a high relevance facibgeompanies that want to start a
new affiliate in Flanders or Wallonia because tesearch can help them make the right
foreign location choice. This research is alsovaté for the government of Flanders
and Wallonia because it can help the governmerdtera more business-friendly
location climate.

The main purpose of this study is to research vitiatrelative influence of cultural
factors is on the location choice of Dutch afféistin Flanders and Wallonia. Both
gualitative and quantitative methods were used. fher qualitative research five
companies of five different industries were intewed to research which factors have
influence on the location choice of Dutch companies$-landers and Wallonia. The
gualitative research also served as a pre-testh®rquantitative research. For the
guantitative research, 244 companies were contaot@articipate in this research by
filling in an online survey.

66 out of the 244 companies have filled in the synAccording to the companies,
cultural factors have a small influence on the ifprelocation choice of Dutch
companies in Flanders and Wallonia but this infegers not significant. Therefore this
result is due to chance. This result is in linehvather researches. Of the five cultural
factors, only the factor the amount of business roomity that speak Dutch in the
region has an average but not significant influeonethe foreign location choice of
Dutch companies in Flanders and Wallonia.

The cultural distance between Flanders and theddatids is smaller than the cultural
distance between Wallonia and the Netherlands gt relation is not significant.

Therefore this result is due to chanthis result is in line with other researches.
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Of all fifteen factors, only the factor unemploymeates has significant influence on
the location choice of Dutch companies in Flandard Wallonia. According to the
Dutch companies in Flanders and Wallonia this fabtms a small influence on their
location choice but the influences of the other fadtors are not significant: the
influence of these factors are more likely dueharcce.

According to the 244 companies, the factors théitatiract companies to Flanders are
the following factors: the average annual salethefsame type of product that they are
selling in NL, the agglomeration effect, the wealthe amount of persons with
education, the amount of business terminals, thdiviolualism, the amount of
adaptation costs, the uncertainty avoidance, tlogrgphic distance and the amount of
business community that speak Dutch. The factoed Will attract companies to
Wallonia are the following factors: the amount wfahcial incentives, the masculinity
and the unemployment rates.

Both regions rate the growth rate and the poweaxdce of their own region higher.
Despite of the fact that all companies had the samaece to be part of this research the
results are not generalizable because the samgteinghis study is too small to make
the outcomes representative for the complete gobilutch companies in Flanders and
Wallonia.

The conclusion of this research is that culture dasall but not significant influence
on the foreign location choice of Dutch companiesFHanders and Wallonia, the
cultural distance between Flanders and the Netmn#slas smaller than the cultural
distance between Wallonia and the Netherlands Hstrélation is not significant and
that only the factor unemployment rates has a fsogmt influence on the foreign
location choice of Dutch companies in FlandersAfadlonia. This conclusion is in line

with the results of other researches.
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Preface

Growing up close to the Belgium border gave medgeortunity to be exposed to the
Belgian culture. On first sight, Dutchmen and Beig look the same: same language,
appearances, traditions and habits. However, duhiegsecond year of my Bachelor
degree in Small Business and Retail Managementnw!luid projects with exchange
students from the University of Professional Edwcatof Antwerp, | noticed a
difference between the two cultures. For exampie, Belgian students never spoke
when a mentor was speaking. They would not everecba mentor when the things he
said were not correct. The Dutch students behawéerahtly during class: chatting
with each other when the mentor spoke and openlptittg the words of the mentor.
Another moment when | noticed a difference was whevas trying to sell energy
drinks on the Belgian market. When | spoke withstale distributors, | always wanted
to avoid possible pitfalls. However most Belgians dot like this direct way of
communication, especially when you want to do bessnduring lunch or dinner. My
Dutch way of doing business made it more diffidoltenter the Belgian market. No
go’s resulted in interesting learning moments iw lo distribute products in a country
with different values.

A third learning moment was in the last seminamgf Bachelor degree when | wrote a
thesis about the energy drink market in SwedemariRband Italy. | learned a lot about
cultural differences and cross-cultural conflicthemn contacting foreign companies.
Each country has different values and behaviorommany has to respect the different
values and behavior to gain a sustainable cooperati

In this research, | want to use the gained expeei¢n research which factors influence
the foreign location choice of Dutch companieslanBers and Wallonia.

| would like to thank the following persons. Fidgdtall, | want to thank my supervisors
Dr. R. Harms and Mr. M.R. Stienstra MSc for guidimg through this thesis process.
Also Dr. ir. J. Kraaijenbrink for giving me feediiaon the data analysis. Special thanks
go to all respondents who were kind enough to gmeethe requested information that

was needed to answer the research question.
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1. Introduction

1.1 Background

Nowadays most companies carry their activities srborders. Making sustainable
long-term profits is often the main reason for eeteg foreign markets (Buckley et al.
2007). Reaching this goal depends on multiple factbu/Beamish 2001). However, it
is difficult for a company to analyze all possiliéetors that influence this choice. The
values of these factors can be different for eachtry (Wood/Robertson 2000).
Therefore, it is not strange that managers makeakas when choosing the right
country. The companies have to conclude that themlysis was not complete:
important criteria were missing. Therefore, a gowdrview of all influencing factors is
crucial for a company (Rahman 2003).

When a company selects a country, it still hashoose in which region or market it
will start an affiliate. Each region has its owmb#ts and disadvantages. The choice to
enter a country is one that has to be measuregreatsely. The existence and image of

the company stand with it (Kang/Lee 2007).

1.2 Problem statement

In this research, the focus will be on the influeraf factors on the foreign location
choice of Dutch companies in Flanders or Walloitilais research will concentrate on
Dutch companies of all sizes that have an affiliatdBelgium. In 2006 6500 Dutch
companies had an affiliate in Belgium. Of these(®5®135 companies were located in
Flanders and 65 companies were located in Wall@verijp/Willems 2011). This
research will try to find the reasons why almodt @litch companies locate their
affiliate in Flanders.

Belgium is known of being divided in two regionstlwicompletely different cultures
(Billiet et al. 2003). Did culture influence the aigon of Dutch companies to locate
their affiliate in Flanders or Wallonia? The followy problem statement will help this

research to reach the right objective:
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What is the relative importance of culture in the foreign location choice of Dutch
companies in Flanders and Wallonia?

1.3 Research question
The following research question will guide this gach and answer the problem

statement:

What is the influence of (cultural) factors on the foreign location choice of Dutch

companies in Flanders and Wallonia?

1.4 Purpose of the study

Because of the current fast moving and changindabait is important for companies
to make the right foreign location choice (Léon-@ar et al. 2010). This decision
depends on multiple factors (Wood/Robertson 200@)s study will find out which
factor has the most influence on this decisidhe first purpose of this study is to
analyze which factor has the most influence on the foreign location choice of Dutch
companies in Flanders and Wallonia.

Most people think that because the language ofdel@anand the Netherlands is the
same, Dutch companies will easier choose for thekenheof Flanders (Dresselhuis
2009). This study will analyze if culture has irdhce on the location choice of Dutch
companies in Flanders and WallonTae second purpose of this study is to analyze the
influence of culture on the location choice of Dutch companies.

This study is important for the government of Flarsd and Wallonia and for
companies. It is important for the governments laihBers and Wallonia because the
results of this study can give them more insightstioe factors that influence the
location choice of companies in Flanders and Walqisdier/Mayer 2004). This
research is also important for companies becausedbearch can help them make the
right foreign location choice (Leon-Darder et all1R). The general purpose of this
study is to analyze the influence of factors on the location choice of Dutch companiesin

Flanders and Wallonia.
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1.5 Research strategy

To find out what the influence of the factors igjeductive approach will be used. With
the deductive approach, this research will workrfrgeneral to specific results. This
research has a top-down approach that compriselslepmostatements, interprets
theories, followed by methodology and a confirmatod the research question (Babbie
2006). This research will have a mixed-methodsareseapproach by using qualitative
and quantitative studies. This can lead to religigreralized conclusions (Cook et al.
2001).

For the qualitative study, the research methodvew/s will be used. It will serve as a
pre-test for the quantitative part and will be ugsedain primary information about the
influence of the factors. For the quantitative gtutie research method survey will be
used. The survey will consist of all factors thatuence the foreign location choice of
Dutch companies in Flanders and Wallonia. The ditee review will give a
fundamental understanding of all concepts. All infation is gathered from primary
and secondary sources and from scientific liteeatarticles, books and publications.
Literature will be derived from scientific libraseand databases. In the final section of

this research, the findings will be published arilli ve elaborated.

1.6 Significance to the research field

There have been multiple studies on the locatiooiceh of companies in foreign
countries (Mucchielli/Yu 2011; Mayer et al. 201®&ilChen 2010), on the influence of
culture on the foreign location choice (Hahn andnyaratavej 2010) and on the
influence of factors on the foreign location choineregions (Spies 2010). However,
none of these researches had a unique settingwaticompletely different regions and
a deviating location choice. This research will vpde the international business

research field of new information on the influedédactors within Belgium.
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2. Literaturereview

This chapter is structured as follows. First, tharket selection process will be
explained to give an overview of the process oflifig the right market. Secondly, a
brief description of the most used foreign markeities will be synthesized. Based on
the descriptions, one theory will be selected whidhbe used for the empirical part of
this research. Thirdly, the factors that influenbe location choice will be discussed
and series of hypotheses regarding this influentebes established. All information is
gathered from Web of Science, Picarta, Google $thBimerald and JSTOR.

2.1 International Market Selection

.international Market Selection is the process efablishing criteria for selecting
(country) markets, investigating market potentiakgssifying them according to the
agreed criteria and selecting which markets shbaldddressed first and those suitable
for later developmefit(Kurnar et al. 1994, cited by Andersen/Strandsk@®8, p. 67).
This process consists of three stages: screemegptification and making the final
decision (Koch 2001). In the selection stage, tlagkets that do not meet the objectives
of the company will be eliminated by looking at matevel indicators. An example of
macro-level indicators is the growth rate. The selcstage is the identification stage. In
this stage, companies use industry-specific infoionao make a short-list of potential
countries. An example of industry-specific informat is the factor entry barriers
(Rahman 2003). In the third stage, the final deaisvill be made. In this stage, there
are three limitations that influence the final d&mn: the company objective, the
business strategy and the resources. These thméations depend on the type of
company and the type of industry (Andersen/Straoad4/098).

The market selection process shows that there aigpia factors that influence the
foreign location choice. To find out which factdrave influence on this decision, one
of the three main market selection theories will bsed (for the following
Brouthers/Hennart 2007). The three main marketctele theories are Dunning’s
Eclectic Paradigm, Resource-Based View and the [Niestitutional Theory. To give a
clear picture of all three theories, the theoridkslve shortly synthesized.
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According to Dunning’s Eclectic Paradigm compame®d to ,develop competitive
Ownership advantages at home and then transfee talesoad to specific countries
(depending on Location advantages) through FDIclviilows the MNE to internalize
the Ownership advantage@Rugman 2010, p. 2). The advantages all relabteportant
parts of entering a foreign market and how a comdould go abroad: equity or non-
equity modes (Dunning 1988). Internalization refersthe possibilities available for
protection of market failure in a country (for tf@lowing Brouthers/Hennart 2007).
Ownership advantages refer to the companies tHatmere likely engage in foreign
markets when the competitive advantages are grdaieation advantages refer to the
variables that make a country attractive or unetitra to invest in.

According to RBV (Resource-Based View), there afeofactors that influence the
foreign location choice. If a company wants to gooad, it should have resources that
are valuable, rare, inimitable and non-substit@aiiriem/Butler 2001). A company
needs to develop unique resources to have stradgantage over other companies (for
the following Brouthers/Hennart 2007). A companyn cehoose to exploit these
resources in a foreign market or can use a formgrket to develop or acquire new
resource-based advantages.

A theory that includes multiple factors is NIT (Némstitutional Theory). This theory is
based on ,the assumption that the country’s insbibal environment affects the
company’s boundary choicegBrouthers/Hennart 2007, p. 405). According to Nfe
institutional environment of a country consists tbfee environmental dimensions:
cognitive, normative and regulatory. The cognitilimension consists of all knowledge
and skills of habitants used to establish or ogesthew company. The normative
dimension consists of all value systems of the thals: country’s culture, beliefs,
norms and values. The regulatory dimension consfsadl regulation, government laws
and policies that support and encourage new foreiggstments (Busenitz et al. 2000).
These three dimensions vary in each country andinfilence international business
(Brouthers/Hennart 2007).

2.2 New Institutional Theory

Of the three theories, NIT is the most suitableotbBcal framework for analyzing the

foreign location choice of Dutch companies in Flensdand Wallonia. NIT makes it

5
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possible to establish a solid base to explain theidgn location choice of companies
(Wright et al. 2005).

The first reason for the choice for NIT is the fd#wht the foreign location choice is not
only determined by firm-specific resources butlsoaletermined by other factors of the
institutional environment. Examples of factors ok tinstitutional environment are
economical factors (Quer et al. 2011; Foss/Eriki<¥9b).

Secondly, RBV and Dunning’s Eclectic Paradigm us&ad definitions for the variables
resources and location advantage. This makes fitulif to measure these variables
(Kraaijenbrink et al. 2010; Andersen 1997). WithTIN&ll possible factors can be placed
in the three environmental dimensions and nonéeffactors are correlated (Busenitz
et al. 2000).

Thirdly, Dunning’s Eclectic Paradigm is not complgt based on the influence of
factors on the foreign location choice but alsotloe choice of the (non-)equity mode
(Cuervo/Pheng 2003; Dunning 1988). Because thisarel concentrates on the factors
that influence the location choice of Dutch companand not on the (non-) equity
mode, Dunning’s Eclectic Paradigm is not 100 % les&dy this research.

Fourthly, RBV is a tautology: when using RBV a canp should develop or obtain
unique resources to differentiate at costs thatem®than the profits to gain sustainable
competitive advantage (Bromiley/Fleming 2002).

Fifthly, there is correlation between the locatiamd ownership advantages of
Dunning’s Eclectic Paradigm. For example, when mmany gets access to a natural
resource like a mine a location advantage becomessaership advantage (Rugman,
2010).

In the next paragraph, the factors that can infteethe foreign location choice of Dutch
companies in Flanders and Wallonia are discusster this paragraph, the factors will

be placed in the three environmental dimension$|of

2.3 Factors influencing the foreign location choice

There have been multiple researches on the infauenéactors on the foreign location
choice (Mataloni 2011; Flores/Aguilera 2007; Spg¥l0; Leon-Darder et al 2010;
Cheng/Yum 2000; Disdier/Mayer 2004; Buckley et aD07; Sun et al. 2002;
Siedschlag et al. 2010; Quer et al. 2011). A diaathge of these studies is that these

studies concentrate on a few factors and do nahmathe influence of all factors. For

6
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example, in the research of Leon-Darder et al. Q2@e researchers only examined the
influences of market potential, the country risldahe cultural distance on the hotel
branch in a foreign country.

None of the research mentioned above examinednthesmces of more than eleven
factors. A research in which the influences of &btdrs were examined is the research
of Wood and Robertson (2000). These 60 factors wered by conducting extensive
literature research, personal interviews, focussieas and interviews with eight
experience experts of government agencies. Thandss divided the 60 factors in
six primary dimensions: politics, market potentiatonomics, culture, infrastructure
and legal.

Because of the fact that the research of Wood arimRson used extensive methods to
derive the 60 factors and all 60 factors cover fédetors used in other researches
(Mataloni 2011; Flores/Aguilera 2007; Spies 2010eoh-Darder et al 2010;
Cheng/Yum 2000; Disdier/Mayer 2004; Buckley et aD07; Sun et al. 2002;
Siedschlag et al. 2010; Quer et al. 2011), theadfofs of the research of Wood and
Robertson (2000) have higher value for this researa will be used for this research.
The six primary dimensions and the including fagtoan be found in Appendix I. A
point of interest is that the research of Wood &ubertson (2000) is focused on
country-to-country base and this research is fogugin a country-to-region base.
Factors like the degree of freedom of political agfon and entry barriers will be
deleted because these factors are meant for foleggion choices in countries from
Africa or Asia or for countries outside the EU (&pi2010; Cheng/Yum 2000). When
deleting these factors 15 factors are left that bame an influence on the foreign
location choice of Dutch companies in Flanders\afadlonia.

A good tool that is used to analyze if the researchiVood and Robertson (2000) is
missing influencing factors is the STEEPLE analy$s the following Walsh 2005).
STEEPLE stands for Social, Technological, Economi&nvironmental, Political,
Legal and Ethical environments in which a compasyoperating. The STEEPLE
analysis is a framework with macro-environmentaitdes that is used for strategic
management decisions. With this tool, a companyeasily notice which factors are
relevant for a company. After applying the STEERAalysis it can be concluded that
the research of Wood and Robertson (2000) is ns$ing factors that can influence the

foreign location choice of Dutch companies in Fliensdand Wallonia.
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In the following paragraph, the six primary dimems will be connected with the three

environmental dimensions of NIT.

2.4 Amalgamate the dimensions

As discussed earlier, according to NIT the ingbi#l environment consists of three
environmental dimensions: cognitive, normative aedulatory (Brouthers/Hennart
2007).

The primary dimensions politics and legal consistalb regulation, government laws
and policies that can support or encourage forégation choice (Wood/Robertson
2000). These two primary dimensions will be placedler the regulatory dimension
because the regulatory dimension also consistsll gboditical regulation, laws and
policies that can support or encourage foreigntionahoice (Busenitz et al. 2000).
The primary dimension culture consists of facttwat tare part of the culture unity and
culture difference of a region (Wood/Robertson 200be normative dimension also
consists of aspects of culture: beliefs, norms aades of a region (Busenitz et al.
2000). Because both dimensions consist of culttaelors, the primary dimension
culture will be placed under the normative dimensio

The cognitive dimension contains of all knowledgewn of a country or market and
the skills of the habitants (Brouthers/Hennart 200he cognitive dimension affects
the way persons interpret, notice or categorizeirenmnental information used to
establish or operate a new company (Trevino eR@0D.7). Information of the market
potential, economics and infrastructure also a$fgmrsons in making their decisions
(Wood and Robertson 2000). For example, a posiigenomical rate affects the
spending habits of persons. Therefore, the primdirgensions market potential,
economics and infrastructure will be placed unterdognitive dimension.

In the following part, the six primary dimensionslivbe discussed and series of
hypothesis regarding the influence of the factershe foreign location choice of Dutch
companies in Flanders and Wallonia will be establis At the end, two hypotheses

will be established to answer the research quesfitims research.
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2.5 Primary dimensions

All factors are divided in six primary dimensionsultural, political, legal, market
potential, economical and infrastructure dimensi®ood and Robertson 2000).
Because of the fact that cultural factors have maportant role in this research, the

cultural dimension will be explained more intengyve

2.5.1 Cultural dimension

The primary dimension that is part of the normatidggmension is culture
(Wood/Robertson 2000). ,Culture is the collectivental programming of the mind
that distinguishes the members of one group omgoayeof people from others. Culture
is largely inborn and learnéqHofstede 1994, p. 4). Persons who are born irséimee
country share the same cultural characteristica gge&grsons who are born in another
country. One of the reasons is that the roots of thistory of a country
(Hofstede/Hofstede 2005) influence culture. Fornepke, in the history of China the
Chinese empire has always been lead by the goveinifige government made all the
decisions. The thought that one person regulatesy#hng is still shown nowadays.
Important decisions are still made by one persbe: large power distance is still
present. Therefore, national culture has influemce foreign location choice of
companies.

Looking at the fact that multiple countries havfedent languages, norms, values and
behavior, problematic misunderstanding can easdgun These different thinking
patterns can influence international communicat{i@ee®n-Darder et al. 2010)hisgap
between the cultures of the home country and tineigo country is also known as
cultural distance. For a company that wants toteaoreign affiliate the culture of the
foreign market should be the same as the culturthe@fhome country. This way the
chance of misunderstanding is very small and it mot lead to extra costs (Quer et al.
2011). To give a better understanding of the siitiés and the differences of the
cultures of the Netherlands, Flanders and Wallcaliathree cultures will be explained
more intensively.

The official language of the Netherlands is Dutdihe second language among
Dutchmen is English. The main religion is Cathalini The Dutch society is known as
feministic. This is demonstrated by their welfatates and aversion on militarism. Due

to the colonial and exploring spirit of the Dutchm#éhe Dutch culture is very broad and
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open. This open culture is also known as a no-nmeseulture (Spicer 2004). This no-
nonsense culture is also shown in the businessireuldf the Netherlands. The
Dutchmen are very direct in negotiations, good oizgd, know what they want and
will mostly concentrate on their side of the cootrdBecause of this direct approach,
Dutchmen are often seen as addled and arrogantalsot as honest and social
(Dresselhuis 2009).

The official language in Flanders is Dutch with ewfgrammatical features that
distinguish their language of Dutch. The second #mdd languages among the
Flemings are English and French. The main relignCatholicism. Due to the
historical emancipation, the Flemings are very gdroof their region. This is
demonstrated by their own flag and their own anttf@fillemyns 2002). The Flemish
society is masculine based. This is demonstrateitidoyespect for power and authority
(Hofstede/Hofstede 2005). On the first moment Figgaiseem the same as Dutchmen:
the same language, similar and identical custondsthe same religion. Because of
these similarities, the Dutch business culturenisraasingly being accepted by the
Flemings. However, the Flemings are known as perssho are polite, sensitive,
modest and more inward. The Flemings want to kdeppions open, are reliable
partners and they always want to close a businesisvdth a win-win thought. Flemish
persons are proud persons but they will never shfbduring negotiations (Dresselhuis
2009).

The official language of Wallonia is French withfew grammatical features that
distinguish their language of French. The second #mrd languages among the
Walloons are Dutch and English. Due to historica¢rds, the Walloons have more
connection with the French than with the Fleminfise Walloons are very proud of
their own region. This is demonstrated by their oflag and their own anthem
(Willemyns 2002). The Walloon society is known agseuline: status and performance
is important (Hofstede/Hofstede 2005). In the bes: culture, a Walloon
businessperson is slower in compromising as a Blerusinessperson. Walloons are
patient, will mainly follow the rules and do not keahastily decisions. Walloons are

reliable partners even without a written contré&ntegselhuis 2009).

2.5.1.1 Cultural frameworks
In the current research on cultural differencedltipia cultural frameworks can be used

to measure the differences between cultures. Bhratild be noticed that none of the

10
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cultural frameworks are known to be the best in sndag the differences (Kim/Gray
2009). Every framework has its positive aspectssimitcomings.

One of the following three cultural frameworks wikk used in this research to analyze
the cultural distance between Flanders, Wallonid #re Netherlands: the cultural
dimensions of Hofstede (Hofstede/Hofstede 200%),&w.OBE program (House et al.
2002) and Schwartz value inventory (Kim/Gray 200®Bhe choice for these three
frameworks is because they are used in multipleglises and are empirically verified
by multiple studies (Kim/Gray 2009). All three framorks will be shortly synthesized.
The first framework is the cultural dimensions affstede. It is based on two unique
databases. The first database consists of the amsfemployees from 40 different
countries. The second database consists of the gaestions used in the first database
answered by executive students from different congsaand industries from 15
countries. The answers given show systematic diflegs between the values of all
nations. A value is ,a broad tendency to prefetaterstates of affairs over others and
are mostly unconscious” (Hofstede 1980, cited byd#en et al. p. 903). These values
distinguish countries from each other and are éwiah four problem areas: emotional
implications of having been born as a girl or &y, the relationship of the individual
with her or his primary group, ways of coping withcertainty and ways of coping with
inequality. For each of these problem areas Hoéste@ated a cultural dimension:
masculinity versus femininity, uncertainty avoidanmdividualism versus collectivism
and power distance (Hofstede 1994). At the end0d02the dimensions were applied
in 76 countries (De Mooij/Hofstede 2002). A fiftimeension long-term orientation was
added to the cultural framework in 2010. This disien was added to show the
differences between the Asian long-term orientatigarsus the European short-term
orientations (Kim/Gray 2009).

The second framework is the GLOBE program (Globahdership and Organization
Behavior Effectiveness). It is based on previoseaeches of cultural divergences and
patterns. The GLOBE program has analyzed and esgblgrevious researches,
integrated previous researches and made a new agbprio® measure the cultural
differences in countries (House 1998). The GLOBBgpam uses nine cultural
dimensions to measure the cultural differences2ot@untries: uncertainty avoidance,
power distance, institutional collectivism, gendgyalitarianism, assertiveness, future
orientation, performance orientation, in-group eclivism and humane orientation

(Kim/Gray 2009).The researchers divided the participating countmes cultural
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cluster to show the similarities between the segsetFor example, Austria, Germany,
German-speaking Switzerland, Netherlands, Belgiach Butch-speaking France were
placed in the cluster Germanic Europe (House &0412).

The third framework is Schwartz Value Inventory. Bchwartz has collected data from
60000 individuals in 63 countries. In his resear8bhwartz used ten different value
types to make a complete image of a culture. The walue types are power,

achievement, hedonism, stimulation, self-directionpiversalism, benevolence,
tradition, conformity and security (Schwartz 199&ach value type consists of a
number of values that show how the value typesdistibuted in a country. For

example, the value type power represents in whialp an individual values prestige
and social status (Kim/Gray 2009).

2.5.1.2 Selection of a cultural framework

For this research, it is important that the cultdramework that will be used for this
research has data of the cultures of Flanders aaltbiia because this data can be used
as a control system. The second criterion is tieattata needs to be up-to-date.

Of the three frameworks, only the cultural dimensi@f Hofstede has been applied to
Flanders and Wallonia (Hofstede 2001). Schwartz thedGLOBE program analyzed
Belgium as one culture (Schwartz 1994; House et2802). Therefore, only the
framework cultural dimensions of Hofstede has ddtthe similarities and differences
between the cultures of Flanders &Mdllonia.

Looking at the second criteria according to otlesearches, the cultural dimensions of
Hofstede has been applied many years ago and dheréfe results are outdated
(Kim/Gray 2009). However, recent studies show that variables of this framework
did not change and are stable (Hofstede/Hofsted®)20n addition, the data of the
culture of Flanders have been updated in 1990etwmid 998 and in 2001. These studies
prove that the variables of the culture of Flandéid not change and are stable
(Hofstede 2001). The last few years the variabfebe other two frameworks GLOBE
Program and Schwartz Value Inventory were updatgdbbth frameworks does not
have data of Flanders and Wallonia (House 1998waxh 1994). Based on these two
criterions the cultural dimensions of Hofstede Wal applied in this research.

12
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2.5.1.3 Cultural dimensions of Hofstede

The cultural dimensions of Hofstede is a framewtivat assesses and differentiates
cultures in relation to organizational culture. Tinemework is based on four main
criteria: power distance, uncertainty avoidancea]iviidualism or collectivism and
masculinity or femininity (Hofstede/Hofstede 2003nhe four main criterions of the
dimensions are all rated zero till 100, where zesans the lowest score and 100 mean
the highest score. With this framework it is poksitb compare different cultures.
When comparing the score of the Netherlands, Flandied Wallonia differences will

be become visible. The data are shown in table 1.

The Netherlands Flanders Wallonia
Individualism 80 78 72
Power distance 38 61 67
Uncertainty 53 97 93
avoidance
Masculinity 14 43 60

Table. 1 Cultural dimensions of the Netherlandsnééais and Wallonia. Source: own table

2.5.1.4 Individualism

The first cultural factor is the dimension indivaism. This dimension demonstrates if
an individual will look after itself or will alscolok at the goals of the group of which he
or she is part. In individualistic cultures, persaiend to look after themselves. In
collective cultures, persons are integrated in gsoand perceive collective goals (De
Mooij/Hofstede 2002).

The individualism of a business culture demonstrate a company perceives
individualistic goals or also perceives collectigmals. For example, during a
negotiation does the company look at his side efdbntract or will it also look at the
other side of the contract or the complete contrAchigh score in this dimension
demonstrates that a company is individualistic,oa Iscore demonstrates that a
company is collectivistic (Pressey/Selassie 20B8).a company that wants to locate an
affiliate in a foreign market it is important ththe cultural factors in the foreign country
are the same as in the home country. This way rdesgtanding can be prevented and

will not lead to unnecessary costs (Leon-Darded.€2010).
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After applying the data of this dimension to thétunes of the Netherlands, Flanders
and Wallonia, the cultural distance between a Dutnh and a Fleming is smaller than
between a Dutchman and a Walloon (Hofstede/Hofsp&s). Dutchmen know what
they want and they will concentrate on their pathe contract. The Flemings are more
collectivistic because they are reliable partnerd they want to close a business deal
with a win-win thought. However, the culture of Walia is the most collectivistic
because for Walloons networking is important: ina&g about who he or she is but it is
about whom he or she knows (Dresselhuis 2009) r Aftelying this data, the following

hypothesis can be derived:

Hypothesis 1a. In choosing between two international markets,oétler things being
equal, companies prefer to enter the market wighsame extent of individualism of the

home country.

2.5.1.5 Power distance

The second cultural factor is power distance. Thimension demonstrates to which
degree less powerful persons of an organizatiorsamiety accept that power is
distributed unequally (Hofstede/Hofstede 2005)aloulture with low power distance,
lower persons can easily criticize decisions magl@éigher management and they can
contribute in negotiations that are normally doyeQEQ’s. Decisions are made on a
democratic way. In a culture with high power dis&rstatus is important. The CEO’s
make decisions and the decisions will not be az#dd (De Mooij/Hofstede 2002). Also
for this factor, it is important for companies thhis cultural factor in the foreign
country is the same as in the home country. Dubi$p the chance of misunderstanding
will be small and it will not lead to unnecessaogts (Leon-Darder et al. 2010).

After applying the data of this dimension to théune of the Netherlands, Flanders and
Wallonia, the cultural framework demonstrates fit cultural distance between the
Dutchmen and the Flemings is smaller than betwhenWalloons and the Dutchmen
(Hofstede/Hofstede 2005). Freely communicating wviftt manager and contradicting
them is possible in the Netherlands. In Flandées role of hierarchy is more important
but it is still possible to criticize decisions neadr contribute in negotiations (Brans et
al. 2006). In Wallonia, hierarchy is important amthnagers of lower departments
cannot criticize a decision and cannot contribmenégotiations (Dresselhuis 2009).

Based on this information the following hypothesas be derived:

14



The influence of factors on the foreign location choice 15

Hypothesis 1b. In choosing between two international marketsptder things being
equal, companies prefer to enter a market Wighsame extent of power distance of the

home country.

2.5.1.6 Uncertainty avoidance

The factor uncertainty avoidance demonstrates taclwlextent a person prefers
structured situations or unstructured situations ¢ope with uncertainties
(Hofstede/Hofstede 2005). In a culture with higltemainty avoidance, everything that
is different is known as dangerous, persons wilctenervous on changes and
companies need systematic improvements and steatdypements (De Mooij/Hofstede
2002). These cultures need clear rules to keepctstes In a culture with low
uncertainty avoidance, persons are easygoing aisorqeare curios for aspects that are
different. This culture is more flexible and comanare known to be flexible,
innovative and react considerably easier on charfge$stede 1994). Also for this
factor, it is important that the cultural factorsthe foreign country are the same as the
factors in the home country. Due to this, the cleapicmisunderstanding will be small
and it will not lead to unnecessary costs (Leoneleaet al. 2010).

After applying the data of this factor to the cudtsl of the Netherlands, Flanders and
Wallonia the deviation between the Walloons and Bhdchmen is smaller than
between the Flemings and the Dutchmen (Hofstedsteldé 2005). Dutchmen are
known to be entrepreneurial. Walloons are also knaw entrepreneurial persons but
have higher uncertainty avoidance but the Flemihgge the most problems with
changes in their environment. They rather want perate in steady environments

(Brans et al. 2006). Based on this informationfttlewing hypothesis can be derived:

Hypothesis 1c. In choosing between two international markets,oétler things being
equal, companies prefer to enter a market vihsame extent of uncertainty avoidance of

the home country.

2.5.1.7 Masculinity
The factor masculinity demonstrates to which exgenotlture is known as a masculine
or feministic culture (Hofstede/Hofstede 2005). Asuouline culture is known to have

dominant values: success, performance and congretiitatus is important and most
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high functions are taken by men. A feministic ctdtis known to have the following
values: maintaining relations, quality of life amdre for the weak. Status is less
important and high functions are taken by men amdnen (Hofstede 1994). For a
business culture this means to which extent arecessc and performance more
important than maintaining relations (De Mooij/Hefde 2002). For a company it is
important to know this because otherwise, compame$ make mistakes in
approaching other companies.

After applying the data of this factor to the cuodtwof the Netherlands, Flanders and
Wallonia, the deviation between the Flemings and Butchmen is smaller than
between the Walloons and the Dutchmen (Hofstedstddé 2005). The Dutchmen are
known for their feministic society with emotionaects in their culture: welfare state,
aversion on militarism, higher functions are takenmen and women. The Flemings
are more masculine: status is more important andtions in Flanders are also taken by
men and women. Wallonia is known as the most mamszigociety. Success and
performance are very important for a Walloon (De#tssis 2009). Based on this

information the following hypothesis can be derived

Hypothesis 1d. In choosing between two international marketsogler things being
equal, companies prefer to enter a market wi¢ghsame extent of masculinity of the home

country.

2.5.1.8 Business community that speak Dutch

Another important factor of the dimension cultutettis not part of the cultural

dimensions of Hofstede but has influence (Wood/Rsbe 2000) is the similarity in

the language that is used by the business commuohitiie foreign country and the
home country. Just like the other cultural facteirsilarity in language has a positive
effect on the international business because thenceh of misunderstanding in
communication in the same language is smaller €sléguilera 2007). When a
company can choose between a market with the sangeridge and a market with a
different language, the company will choose for tharket with the same language
because the chance of misunderstanding is smaller.

After applying this information to the cultures tiie Netherlands, Flanders and
Wallonia, there is a similarity between Flandersl @ime Netherlands. Both have the

same official language: Dutch. The language of @adl is different. The chance that
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there will be a misunderstanding in Flanders isllenéan in Wallonia (Spicer 2004,
Willemyns 2002). Based on this result and the ne$es mentioned above, the

following hypothesis is established:

Hypothesis 1e. In choosing between two international markets,oétler things being
equal, companies prefer to enter a market witlusiness community that speak the same

language as the home country.

2.5.2 Political dimension

The first primary dimension of the regulatory dirsiem is the political dimension. The
political dimension consists of one factor that g&luence the location choice of Dutch
companies in Flanders or Wallonia: the incentivesduby the government to stimulate
international business activity (Wood/Robertson®00

The use of financial incentives stimulates the ifprebusiness activity in a market.
Early research show that when a foreign markenmasiple financial tools to stimulate
international business activities, a company witrenlikely locate its affiliate in this
foreign country because of the financial benefit2006; Deng 2009).

Both regions have multiple financial incentivesitgprove the international business
activities (for the following Invest in Wallonia 2@; Invest in Flanders 2012) but
Wallonia has more incentives and exoneration oétato encourage foreign business
than Flanders. For example, Wallonia has Plan Marshhis is a unique plan of
incentives and tax exonerations to encourage iatemmal companies to locate an
affiliate in Wallonia. Based on this informationdathe researches mentioned above, the

following hypothesis is established:

Hypothesis 2. In choosing between two international markets,o#ttler things being
equal, companies prefer to enter a market withnbst financial incentives.

2.5.3 Legal dimension

The second primary dimension of the regulatory disien is the legal dimension (for
the following Wood/Robertson 2000). Legal factors factors that are part of the legal
environment of the foreign market. The legal enwinent can restrain or prevent
business activities. Non-tariff barriers and trgdiblocks are examples of tools to
prevent or stimulate business activities (for tbkofving Groenendijk 2011). Because
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both regions and the Netherlands are part of theadUthe Benelux, they all have the
same non-tariff barriers and trading blocks. Theneefnone of the legal factors can

influence the location choice of Dutch companieElanders and Wallonia.

2.5.4 Market potential dimension

The first primary dimension of the cognitive dimems is the dimension market
potential. Market potential is the extent of whettie foreign country has the necessary
means to buy imported products and whether thesnesal be satisfied. The dimension
market potential consists of four factors that icdluence the foreign location choice of
Dutch companies in Flanders and Wallonia (Wood/Rsba 2000).

2.5.4.1 Average annual sales

The factor average annual sales of the same typeodiict that they are selling in NL
is influenced by the degree of general demand fpragluct. General demand is the
degree of demand for a certain product in a (forermgarket. A high general demand
means that a large group of persons in the mar&atsato buy a certain type of product
(Wood/Robertson 2000). If there is uncertainty dltbe general demand in a foreign
market a company will not select this market agssile market because the company
is not sure that the average annual sales willighe énough to survive. A high general
demand has a positive effect on the foreign locatimoice (Goldberg/Grosse 1994).
Because this research is based on companies fiitenedi industries it is not possible
to analyze the annual sales of all industries {fiar following (Cabus/Vanhaverbeke
2007). After analyzing data of the annual salesalbfindustries in Flanders and in
Wallonia it proves that the annual sales of Flasder2011 are higher than the annual
sales of Wallonia. Based on this information anel thsearches mentioned above, the

following hypothesis is established:
Hypothesis 3a. In choosing between two international markets o#ler things being

equal, companies prefer to enter a market with laggrage annual sales of the same

type of product that they are selling.
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2.5.4.2 Adaptation costs

Because of differences in the requirements of tbpufation of foreign markets,
companies need to change their products to sefl pheducts in these markets. These
extra costs are known as adaptation costs (Coatré®@07). Markets with high
adaptation costs have a negative effect on compdha want to go abroad because
adaptation costs are extra costs that companies tbasalculate in before they can sell
their product. Extra costs mean less profit (Bugklasson 1998).

Most of the products that are produced in the N&thds can be sold in Belgium (for
the following Bagnari et al. 1995) because of thédtandards: most of the products
have both Dutch and French packaging. This wayilltnet cost extra money to sell
these products in both regions. However, thereal@ industries in which companies
need to produce products in one language for exathgl industry marketing bureaus.
In these industries the adaptation costs in Wadlowill be higher because these
companies have to produce their products in aréiffielanguage. Based on this result

and the researches mentioned above, the followypgthesis is established:

Hypothesis 3b. In choosing between two international marketsogler things being
equal, companies prefer to enter a market withdaptation costs.

2.5.4.3 Agglomer ation effect

The effect that companies want to locate an afiilia a foreign market because of the
presence of a large concentrated group of companigésuppliers of the same industry
is also known as the agglomeration effect. The gmes of such a large group of

companies can prove that the general demand is, tiiglt this group has unique

resources and technology or that the level of dilutas high (Siedschlag et al. 2010;

Disdier/Mayer 2004). A company can notice if a nerkas potential based on the
existence of a large concentrated group of compaane suppliers. Other researches
also show that the presence of a large group ofpeoies has a positive effect on the
foreign location choice of companies because tlgdoageration effect can prove that a

market has potential (Mayer et al. 2010; Matald@iD).

Because this study is based on multiple differedustries it is not possible to show the
agglomeration effect of each industry. The gentéralight is that the region Flanders is
a region where the agglomeration effect is highmganies intensively and closely

network within agglomerations on short distanceab{@&/Vanhaverbeke 2007). Also
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the geographic area of Flanders is smaller thanloMal and most companies are
located in Flanders (Verduyn/Vivet 2007). Therefdhe agglomeration effect is higher
in Flanders than in Wallonia. Based on this reanll the researches mentioned above,

the following hypothesis is established:

Hypothesis 3c. In choosing between two international markets,ottler things being

equal, companies prefer to enter a market withayggtation effect.

2.5.4.4 Futuretrends

The future trends or growth rates of a foreign reartemonstrate if a market will
increase or decrease in the following years (KobA12. Markets with high future
trends are interesting for foreign companies bexdus future annual sales will be high
(Rahman 2003). If a company can choose betweenrkemaith promising future
trends and a market with future trends that haga@eadse in growth, companies will
choose for the market with promising future trebdsause the future annual sales will
be high.

The future trends of Wallonia are higher than tteirle trends of Flanders (Bastiaens et
al. 2000) and Wallonia will have an increase inabkshed companies and a small
decrease of economical activities in volume comgbéwea small decrease in established
companies and large decrease of economical aesvii volume in Flanders (Fonteyn
2011; Sprout 2011). Based on this information dredresearches mentioned above the
following hypothesis is established:

Hypothesis 3d. In choosing between two international markets,ottler things being

equal, companies prefer to enter a market with grghwth rates.

2.5.5 Economical dimension

The primary economical dimension is the second dsioa of the cognitive dimension.
The dimension economics consists of factors that @art of the evolution and
development of consumers, services and market tnalusrhe economical dimension
consists of three factors that can influence theeDioreign location choice in Flanders
and Wallonia (Wood/Robertson 2000).
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2.5.5.1 GDP and income per capita

High GDP (Gross Domestic Product) and high inconee gapita prove that the
population has enough financial possibilities. Ef@re, the chances are high that a
company will locate its affiliate in this market @taloni 2011; Mucchielli/Yu 2011).
Almost all markets with high GDP and high income papita are potential. A market
with high income per capita has more money to sghad a market with low income
per capita (Flores/Aguilera 2007; Sun et al. 2002 chance that a new affiliate will
fail in a market with high income per capita angrhiGDP is smaller than in a market
with low income per capita and low GDP. Of couttbere are also industries where a
market with low GDP and low income per capita isferred. An example of this is the
cigarette industry. The amount of smokers in a mtavkth low GDP and low income
per capita is larger than in a market with high GBRJ high income per capita
(Blecher/Walbeek 2004). However, most industriefgara market with high GDP and
high income per capita (Mataloni 2011).

The GDP and income per capita in Flanders are hitjtaen the GDP and income per
capita in Wallonia (Persyn/Torfs 2011). Based as tasult the following hypothesis is
established:

Hypothesis 4a. In choosing between two international markets,oéler things being

equal, companies prefer to enter a market with @@ and income per capita.

2.5.5.2 Education

Employees with the right diplomas can help a corgdaawve a steady position in the
market. Without the right education, employees carmake the right decision and
standard manager processes become difficult (MUickie 2011; Cheng/Yum 2000).
Finding the right employees with education is imtaot for a company. When a
company can choose between two markets: one widinge amount of persons with
education and one with a small amount of personk @ducation, the company will
choose for the market with a large amount of peysaith education because a
company can easily find the right employees.

The amount of persons with education in Flandelarger than in Wallonia. Therefore,
the chance that a company can find new employetstiae right education in Flanders
is higher than in Wallonia (Sels et al. 2011). Basm this result the following
hypothesis is established:
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Hypothesis 4b. In choosing between two international marketsogler things being
equal, companies prefer to enter a market with ghdri amount of persons with

education.

2.5.5.3 Unemployment rates

After a company locates an affiliate in a foreigarket, the company needs employees
to run the company. When a foreign market has loemployment rates, it is difficult
to find the right employee. When a foreign markas lnigh unemployment rates, it is
easier to find employees (Mataloni 2011). High upkryment rates can be indications
of imperfections of the markets for example a laygmip of persons with low education
but it still means that a large pool of workeravsilable (Disdier/Mayer 2004).

Wallonia has higher unemployment rates than Fland&teunier/Mignolet 2005;
Persyn/Torfs 2011). Therefore, it is easier for pames in Wallonia to find new
employees than in Flanders. Based on these redbks,following hypothesis is

established:

Hypothesis 4c. In choosing between two international markets,ottler things being

equal, companies prefer to enter a market with biggmployment rates.

2.5.6 Infrastructure dimension

Infrastructure is the third primary dimension oé ttognitive dimension. ,Infrastructure
is the totality of all earning assets, equipmermt ainculating capital in an economy that
serve energy provision, transport service and é@hecunications, for the conservation
of natural resources and transport routes in tlwadest sense and buildings and
installations of public administration, educatioresearch, health care and social
welfare* (Jochimsen 1966, p.103, cited by Torrisi 2009, 7). The dimension
infrastructure consists of two factors that carumfice the Dutch location choice in
Flanders and Wallonia (Wood/Robertson 2000).

2.5.6.1 Geographic distance
The first factor of the dimension infrastructure tlee factor geographic distance.

Geographic distance is the distance between thiechostry and the foreign market in
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which a company wants to participate (Buckley eR@D7). Early researches show that
when the distance between the home country andotleeggn market increases, the
chance that a company will locate an affiliate Imees smaller (Disdier/Mayer 2004;
Kang/Lee 2007). The reason for this is that théhiemmanagers or personnel need to
travel, the higher the transportation costs willdoel the longer it takes to arrive at the
foreign affiliate (Mayer et al. 2010).

This factor is measured by the amount of km betwhertwo markets. The amount of
km between the Netherlands and Flanders is lownan ttetween the Netherlands to
Wallonia (Buckley et al. 2007). Therefore, the gapiic distance between the
Netherlands and Flanders is smaller. Based oratidsthe researches mentioned above

the following hypothesis is established:

Hypothesis 5a. In choosing between two international markets o#tler things being
equal, companies prefer to enter a market thdbsecto the home country.

2.5.6.2 Physical infrastructure

Physical infrastructure is ,the entire constructgofality and availability of airports,
ports, roads and telephone lig§lores/Aguilera 2007, p. 1192). For companies it
important that the foreign market has roads andnconication that are in good
condition and has a large amount of business talmirhe existence of business
terminals supports the international business wiitstomers and suppliers. Without
these business terminals, it is difficult to reasdw customers and be reached by
suppliers (Mataloni 2011). Just like the variabkographic distance, this variable is
also influenced by costs. The further and the loaggupplier or customer has to go, the
higher the transportation and supply costs willthe, smaller the chance will be that a
company will locate its affiliate in this marketlgFes/Aguilera 2007).

Flanders has more harbors and airports than Walldre quality of the harbors and
airports in Flanders is also higher (Lagneaux 2008g quality of the roads and the
communication for both regions is the same becdhseis a task of the Belgian
government (Daniels/Van Hout 2006). Based on tificrmation and the information of
the researches mentioned above, the following ngsis is established:

Hypothesis 5b. In choosing between two international marketsottller things being

equal, companies prefer to enter a market withrtbst business terminals.
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With the current 15 hypotheses, the differencesvéen the factors in Flanders and
Wallonia can be analyzed to see if the resultheftheories are the same as in practice.
However, for this research the main purpose isn@yae which of the 15 factors has
the most influence on the location choice of Dutompanies and to analyze if cultural
factors influence this decision. The following hyipeses will be used to answer these

guestions.

2.5.7 Influence of culture

One of the main questions of this research isgeach if cultural factors influence the
Dutch location choice in Flanders and Wallonia. &ee both regions have different
cultures and 99 % of the Dutch companies locate tféliate in the region with a
culture that is similar to the culture of the Netheds this research wants to analyze if
culture has influence on this decision (Verrijp/\fihs 2011).

Early researches show that the factors of the dsioanculture have a small influence
on the foreign location choice (Wood/Robertson 20Managers perceive other factors
for example economical factors as more importamtabse these factors are directly
connected with profit and costPressey/Selassie 2002) but according to Dresselhui
(2009), the cultural factor the percentage of bessncommunity that speak Dutch has
influence on the location choice of Dutch compaimeSlanders. Based on these results,
the following hypothesis is established:

Hypothesis 6. The factors of the dimension culture will not be factors that have the
most influence on the foreign location choice oimpanies in two international

markets.

2.5.8 Most influencing factor

The other important question for this researchoikrow which factor has the most
influence on the location choice of Dutch compameBlanders and Wallonia. With the
other hypothesis, differences between the factor&landers and Wallonia and the
influence of cultural factors will be visible butstill not clear which factor has the most

influence. With this hypothesis, this question Wil answered.
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According to the research of Wood and Robertso@RQhe factors of the dimension
market potential have the most influence on theeifpr location choice. Other
researches also show that the factors of the dimemsarket potential have a large
influence on the foreign location choice (Siedsghéd al. 2010; Muchielli/Yu 2011;
Head/Mayer 2004). Based on these researches theifad hypothesis is established.

Hypothesis 7. One of the factors of the dimension market poténtid be the factor
that has the most influence on the foreign locatahwice of companies in two

international markets.

2.6 Research model

The following model (figure 1) will be used to giea overview of which variables are
used in this study and how the variables are cdedec
Previous studies show that the international maskétction process is influenced by
factors that are divided in three environmentaleafisions and six primary dimensions.
Each primary dimension consists of a number ofofgcthat can influence the foreign
location choice (Koch 2001; Wood/Robertson 2000).

Market Selection
Process

Cognitive Normative Regulatory
dimension dimension dimension

Market o |
Economical [ Infrastructure : Cultural Political Legal
Potential

Figure 1: Research model. Source: own illustration
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The market selection process is the process tleatdmpany follows to find the right
foreign market to invest in. The market selectiamcpss consists of three stages:
screening, identification and making the final deam. Within these three stages, the
company will shorten their list of interesting irstidg markets by using macro-level
indicators and industry specific information. Iretlast stage one market will be chosen
by looking at three limitations: company’s objeetivthe business strategy and the
resources.

For this study, the influence of the factors witinphasis on culture on the foreign
location choice will be analyzed. The factors us$ed this research are part of the
research of Wood and Robertson (2000), the STEERidysis (Walsh 2005) and the
cultural dimensions of Hofstede (Hofstede/Hofst20@5).

In total, 15 factors can influence the locationickoof a Dutch company in Flanders
and Wallonia. These 15 factors are placed in fivenary dimensions: political,
cultural, economical, market potential and infrasture dimension. The five groups are
placed in three environmental dimensions: cognitiv@rmative and regulatory
dimension. This distribution makes it possible talgze which factor and which

dimension have influence on this location choice.
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3. Methodology

3.1 Introduction

The methodological section will give insights ore tinethods used to gather primary
data regarding the influence of factors on the ifprelocation choice of Dutch
companies in Flanders and Wallonia.

For this exploratory study, both qualitative anchgpiitative research will be applied to
answer the research question (for the followinglCetal. 2011). The research method
interviews will be used for the qualitative resdéaand for the quantitative research, the
research method survey will be used. Both qualéaind quantitative methods are
important for this research. Without the qualitatimethod, there is a possibility that not
all factors are covered in the survey: the intemgi®f the qualitative part are a pre-test
for the survey of the quantitative part. Due tstlihe companies will have no problems
with answering the questions of the survey andréiiability of the survey will be
higher. The qualitative part will also provide iegth information about the topic and
more information regarding to the motivation ane timderlying reasons.

Without the quantitative part, this research carmgieé the right conclusion of which
factors influence the foreign location choice ot tButch companies because the
answers of the six companies cannot be used f@wtth companies in Belgium. The
combination of the interviews and a survey prouidis research of a higher validity
than without the interviews. Applying a survey inresearch normally gives higher
external validity and higher statistical conclusiadidity. Applying an interview in a
research normally gives higher construct validity.

In the following paragraphs first the qualitativaripof this research will be discussed by
describing the sample, the operationalization amel methods of analysis of the
gualitative part. Secondly, the quantitative pdrthos research will be discussed by
describing the sample, the response rate, the topeabzation and the methods of

analysis of the quantitative part.
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3.2 Methodology of the qualitative part

3.2.1 Sample

The theoretical population for this research is @680 Dutch companies that have an
affiliate in Belgium: of these 6500, 6435 compan&e located in Flanders and 65
companies are located in Wallonia. These 6500 carepa@perate in multiple industries
and are companies of all sizes. Most Dutch comgani€elgium are large companies
with more than 250 employees (Verrijp/Willems 2Q11)

As a sample frame the website Platinagids.nl andpamy’s websites were used to
obtain a large sample. The website Platinagidsamisists of a list of 500 Dutch
international companies. With this sample frame9 Zbntact details of Dutch
companies with an affiliate in Flanders or Wallomere obtained. Of these 249
companies, five companies will be contacted forghalitative part.

For the qualitative part, the respondents will blected through purposive sampling. If
a research has a low N, it is important that thecsed companies fit the criteria of the
companies needed for this research (Babbie 200®) plirposive sampling is based on
two criteria: the companies need to be of fiveateght industries and the sample needs
to consist of companies of all different sizes. Wihese criterions, it is possible to
analyze if there are factors that are not parthef ¢urrent 15 factors of the literature
review. The unit of observation is the entreprerauthe CEO unless he or she is not
available because the entrepreneur or the CEO miakgsrtant strategic decisions
(Busenitz/Barney 1997). The unit of observation i interviewed at the headquarters
of the company. When it is not possible to intewi¢he entrepreneur at the
headquarters, the entrepreneur will be intervietheough telephone.

Although interviewing five companies does not pdevihis research with enough data
that can be generalized, the results of the qtakt@art will provide this research of an
indication of which factor influences the foreigrchtion choice of Dutch companies in

Flanders and Wallonia.

3.2.2 Operationalization

Operationalization is the process in which varialdee defined into measurable factors.
It will be possible to define unclear concepts andasure them through interview
guestions (Babbie 2006).
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For the qualitative part, five semi-structured matews will be applied. Because this
research wants to collect in-depth information arfdrmation of the motivation, the
research method interviews will be used (Cook et2&i11). The purpose of the
interviews is to analyze if all factors of the emvimental dimensions that influence the
decision of having a Dutch affiliate in Flanders/dallonia are covered.

With all factors that influence the decision of having a Dutch affiliate in Flanders or
Wallonia is meant every factor that influences Dutch congmto locate an affiliate in
Flanders and Wallonia. These factors differ frortural factors to political factors. All
factors can be found in Appendix |. To researchcwhactors influence the location
choice, this interview will consist of the followgnquestions: which factor has
influenced your choice, which factor had the madluence and if there were more
factors that influenced your choice: what is théeprfrom most to less influential?

With a Dutch affiliate in Flanders or Wallonia is meant a Dutch company that has an
affiliate in Flanders or Wallonia. To make suretthacompany is part of the sample,
this interview will consist of the following questis: since which year did your
company have an affiliate in Belgium, in which paft Belgium is your company
located?

With covered is meant that the Dutch entrepreneurs will men@ofactor that has
influence on their decision and is part of the 4&drs of the literature review.

Extra interview questions will be added to obtaiformation about the company and
the motivation of their choice: to which industrges your company belong, why did
you choose Flanders or Wallonia, which strategyydid used when entering Flanders
or Wallonia and if you could make the same decisigain would you also look at other

factors? All interview questions can be found pp&ndix II.

3.2.3 Methods of analysis

The data analysis of the qualitative part startsnduthe interviews by comparing the

information obtained with the information of theelature review. All recorded and

noted data will be analyzed after the interviewgcdétding and noting data are
important for the data analysis because data wilbe lost and it avoids biases (Babbie

2006). The data analysis of the qualitative palitlva done in five steps.
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Firstly, it is important to know the data: whichctars are there, how do the factors
differ in both regions, based on which factors véillcompany locate its affiliate in
Flanders or Wallonia (for the following Taylor-PoWWenner 2003).

Secondly, it is important to focus the analysisé&yiewing the purpose and identifying
key questions: what is the influence of a factog, @rtain factors missing in the current
list of 15 factors.

Thirdly, the information will be categorized. Wittreset categories, it is possible to
identify the themes before searching the data &lso possible to find new categories
during the analysis. This can lead to new ideasatggories.

Fourthly, the patterns and connections within aetivken categories will be identified
by answering the following questions: what arekég ideas being expressed within the
category, are there similarities and differencesvben the answers. The more often a
certain category comes up, the more importantegoay will be.

The final step is interpretation. After the categerare placed in tables the data will be
researched: which factors influence the foreignation choice of the five Dutch
companies in Flanders and Wallonia. This result lmarused for the quantitative part

and for future studies.

3.3 Methodology of the quantitative part

3.3.1 Sample

The sample for the quantitative part consists df @mpanies of different branches and
of all sizes. They will be approached to lay adgéiundation regarding the factors that
have influence on the foreign location choice oftdducompanies in Flanders and
Wallonia. The companies are found through the welBlatinagids.nl and analyzing
their websites. The website Platinagids.nl cons$ta list of 500 Dutch international
companies. Due to this sample frame a large sampmbtained. The units of analysis
are the 244 Dutch companies. After contacting thraganies, the entrepreneur or CEO
will be asked if he or she has time to answer thestijons. The entrepreneurs or CEO’s
are the units of analysis because important siatkgisions are normally made by the
entrepreneur or the CEO (Busenitz/Barney 1997).

Because it is not possible to interview all 244 pamies separately looking at the

distance and the timeline of this research, a suiva good method to obtain data in a
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short time (for the following Babbie 2006). Thene dhree survey methods: using a
self-administered questionnaire, face-to-face imésvs or telephone interviews. Face-
to-Face interviews are difficult to use in this@asch because of the costs and the
timetable. The research method telephone intervisvasgood method to reach a large
group of companies but because of the bad repaotaficgelephone interviews and the
risk of having a low response rate this researcthatewill not be used. With the self-
administered survey, there is no chance of intemrebias and there is bigger
anonymity. This has a positive effect on the religbof the answers. Therefore, the

self-administered survey will be used for this eesh.

3.3.2 Responserate

For the quantitative part, 244 companies that lavaeffiliate in Flanders or Wallonia
are contacted through telephone. If the companytsvaém fill in the survey, the
guestionnaire will be sent through e-mail. If thetrepreneur forgets to fill in the
guestionnaire after a period of one week a follgweamail will be sent. If needed, a
reminder will be sent a week later.

After contacting the companies 56 companies didwett to participate because of
multiple reasons: economical crisis, standard gaitd bankruptcy.

The questionnaire was sent to the remaining 188panies. After sending a follow-up
e-mail and a reminder, 70 companies have fillethénquestionnaire. Four out of the 70
companies did not fill in the survey correctly. Trhguestionnaires consisted of missing
answers. After contacting these companies, the aamap could not give extra answers
because of multiple reasons: to busy with theimpry activities, no knowledge about
the other region or the person who filled in theegtionnaire was absent for a long
period. These four companies are excluded frond#ta.

In total 66 companies have filled in the questior@al6 Dutch companies in Flanders
and 20 Dutch companies in Wallonia. A responsech® % shows that contacting the
companies through telephone, sending a follow-upad-and reminder lead to a high

response rate.
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3.3.3 Operationalization

Operationalization is the process in which factmes defined into measurable variables.
It will be possible to define unclear concepts andasure them, empirically and
guantitatively (Babbie 2006).

3.3.3.1 Validity and reliability of the operationalization

To reach high construct validity this research ailblyze if the questionnaire measures
what it needs to measure (for the following Bab®@®6). First, the definitions of the
factors according to early research were obtainduate a better understanding of the
factors. Secondly, the definitions were changedoimmon words to make sure that the
participants will understand the factors. Thirdilye five companies of the qualitative
research will be asked if they understand the defirs used in the questionnaire.

The research method questionnaire will be the rigsearch method to answer the
research question. Other research methods cansakathe research question or will
negatively influence the outcome. Due to this,fdee validity will be high.

To reach high content validity the research willalgpe the definitions used in
guestionnaire to make sure that they are compdegenot missing important parts and
covers the whole dimension. This way for examie,questions of the influence of the
five cultural factors will cover the complete inflince of the primary dimension culture
on the foreign location choice of Dutch companreBlanders and Wallonia.

Through this operationalization it should be pdgstb reach high criterion validity by
checking if the answers of interviews and the sym@relates with the theory. If both
(qualitative and quantitative) parts have the samteomes as the theory it will show
that the criterion validity of this research islhig

To reach high construct validity this research wigtd definitions of early researches
and changed the definitions in common words. Thay wwill be possible to compare
the outcomes of similar researches that use the sl@finition with the outcome of this
research and it will be visible if the outcomes #re same. This will show if there is
correlation between the outcomes.

To reach high reliability this research will usetbqualitative and quantitative research.
This way the chance of missing factors will be darahan when a research only uses

guantitative research. Also the fact that this aede consists of all factors that are part
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of early researches shows that the chances wiintal that similar researches in the

future will find other influencing factors.

3.3.3.2 Cultural dimension

The following five variables pertaining to culturdactors of the normative dimension
are measured: the individualism, the power distatite uncertainty avoidance, the
masculinity of the companies (Hofstede/Hofstede52@mhd the similarities between the
language spoken by the business community in tleggio region and the home country
(Wood/Robertson 2000). These five factors are ntyyngeneral aspects of national
culture but ,culture is the collective mental pragmming of the mind that distinguishes
the members of one group or category of people fotiners (Hofstede 1994, p. 4).
Hereby he means that national culture has the egeatfluence on organizational
behavior and therefore these factors will be usedhis research to research the
influence of the cultural factors.

This research wants to measure which region hasntadlest cultural distance with the
Netherlands by using these five cultural factorgtellences between the three societies
will become clear and the results will indicate g@hiof the region has the smallest
cultural distance with the Netherlands. An ordisehle and a Likert scale (five-point
scale) will be used because the companies carthateultural factors very high, high,
moderately, low or very low (Babbie 2006).

The first factor is the individualistic businessltare. The individualistic business
culture is measured by the percentage of compamatdook after itself and reach their
own goals (Hofstede 2001). This should indicatiéf individualism is very high, high,
moderately, low or very low. In the questionnaitee following question will be
applied: how do you rate the degree of individualisf the companies: percentage of
companies that look after itself and reach theinaywals instead of collective goals.
Please rate very high, high, moderately, low oyVew.

The power distance of the business culture is ¢versd factor. The power distance is
measured by the percentage of companies in whighrlemployees can contribute or
criticize decisions made by higher management (iddés2001). This should indicate if
the power distance is very high, high, moderatehy, or very low. In the questionnaire,
the following question will be applied: how do yoate the power distance of the

companies: percentage of companies in which lowepl@yees can contribute or
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criticize decisions made by higher management? sPleate very high, high,
moderately, low or very low.

The third factor is the uncertainty avoidance @& business culture. It is measured by
the percentage of companies that respond flexiblehanges in the environment
(Hofstede 2001). This should indicate if the urmety avoidance is very high, high,
moderately, low or very low. In the questionnaitke following question will be
applied: how do you rate the degree of uncertastgidance of the companies:
percentage of companies that respond flexible smgbs in the environment? Please
rate very high, high, moderately, low or very low.

Masculinity of the business culture is the fourbtbr. It is measured by the percentage
of companies that look at success and performandewall not look at maintaining
relations (Hofstede 2001). This shows if the maadylis very high, high, moderately,
low or very low. In the questionnaire, the followigquestion will be applied: how do
you rate the masculinity of the companies: perggtd companies that look at success,
performance and wealth and will not look at mamtag relations, modest behavior and
solidarity? Please rate very high, high, moderately or very low.

The fifth factor is the similarities between thendaage spoken by the business
community in the foreign region and the home coufif¥ood/Robertson 2000). This
should indicate if the percentage of the compatiias speak Dutch is very high, high,
moderately, low or very low. In the questionnaitee following question will be
applied: how do you rate the percentage of thenessi community that speak Dutch in
the region? Please rate very high, high, moderalyor very low.

3.3.3.3 Palitical dimension

The following variable pertaining to the politicictor of the regulatory dimension is
measured: the financial incentives in the regidme Tinancial incentives are measured
by the amount of financial incentives available foreign companies in the regions
(Deng 2009). For this factor an ordinal scale ahdkart scale (five-point scale) is used
because the companies can rate the amount of falancentives very high, high,
moderately, low or very low (Babbie 2006). The leswf the questionnaire should
indicate if the amount of financial incentives ihetregions is very high, high,
moderately, low or very low. In the questionnaitee following question will be
applied: how do you rate the amount of financiatemtives available for foreign

companies in the region? Please rate very higlh, Innpderately, low or very low.
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3.3.3.4 Market potential dimension

The following four variables pertaining to the metrlpotential factors of the cognitive
dimension are measured: average annual sales eathe type of product that they are
selling in NL, adaptation costs, agglomeration @ffand future trends. These four
factors are all part of this dimension becauseettastors all have influence on the
potential of a market. The factor adaptation ctsts a negative effect on the market
potential (Contractor 2007). The factors agglomernaeffect, future trends and the
average annual sales that they are selling in Nte lmpositive effect on the market
potential (Mayer et al. 2010; Mataloni 2011; Rahr2803; Goldberg/Grosse 1994). An
ordinal scale and a Likert scale (five-point scald) be used because companies can
rate these factors very high, high, moderately, dowery low (Babbie 2006).

The first factor is the average annual sales ofstime type of product that they are
selling in NL. This factor is measured by the antoohaverage annual sales of the
same type of product that they are selling in Ni_the region (Wu and Knott 2006).
This should indicate if the amount of average ahsakes of the same type of product
in the regions is very high, high, moderately, loiwery low. In the questionnaire, the
following question will be applied: how do you ratee average annual sales of the
same type of product in the region? Please ratehigh, high, moderately, low or very
low.

The adaptation cost is the second factor. Thisofait measured by the amount of
adaptation costs needed to sell the product irreégen (Buckley/Casson 1998). This
should indicate if the amount of adaptation costeery high, high, moderately, low or
very low. In the questionnaire, the following questwill be applied: how do you rate
the amount of adaptation costs needed to sell poduct in the region? Please rate
very high, high, moderately, low or very low.

The third factor is the agglomeration effect. Tlaistor is measured by the presence of a
large concentrated group of competitors and suggplie the region (Siedschlag et al.
2010). This should indicate if the agglomeratiffieat in the regions is very high, high,
moderately, low or very low. In the questionnaitke following question will be
applied: how do you rate the presence of a largeautrated group of competitors and
suppliers in the region? Please rate very highy,mgpderately, low or very low.

The fourth factor is the future trends. This fad®measured by the growth rate of the

region in which the product is being sold (Rahma@03). This should indicate if the
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growth rate in the regions is very high, high, matdely, low or very low. In the
guestionnaire, the following question will be appli how do you rate the growth rate
of the region in which your product is being solffease rate very high, high,

moderately, low or very low.

3.3.3.5 Economical dimension

The following three variables pertaining to the remmical factors of the cognitive
dimension are measured: the GDP and income petadapine region, the education of
the region and the unemployment of the region (WRobertson 2000). An ordinal
scale and a Likert scale (five-point scale) willus®d because a company can rate these
factors very high, high, moderately, low or verwlBabbie 2006).

The first factor is the GDP and income per capitéhe region. This factor is measured
by the amount of wealth of the region (Mataloni 20IThis should indicate if the
amount of wealth in the regions is very high, higtgderately, low or very low. In the
guestionnaire, the following question will be apgli how do you rate the wealth of the
region? Please rate very high, high, moderately,dovery low.

The second factor is the education of the regi@uchtion is measured hye amount
of local persons with education in the region (Giteran 2000). This should indicate if
the amount of local persons with education of tlegians is very high, high,
moderately, low or very low. In the questionnaitee following question will be
applied: how do you rate the amount of local pessaith education in the region?
Please rate very high, high, moderately, low oyvew.

The third factor is the factor unemployment ratéshe region. It is measured through
the amount of unemployed persons in the region §Mat 2011). This should indicate
if the unemployment rates are very high, high, rmaty, low or very low. In the
guestionnaire, the following question will be apgli how do you rate the amount of
unemployed persons in the region? Please ratehighy high, moderately, low or very

low.

3.3.3.6 Infrastructure dimension

The following two variables pertaining to the irdtauctural factors of the cognitive

dimension are measured: the geographic distancehenphysical infrastructure. Both

factors are part of this dimension because withgén@graphic distance it is possible to

research if the length of the infrastructure hdki@mce on the foreign location choice
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and with the physical infrastructure it is possitderesearch the influence of business
terminals on the foreign location choice. An ordliseale and a Likert scale (five-point
scale) will be used because companies can ratee th@sors very high, high,
moderately, low or very low (Babbie 2006).

The first factor is the geographic distance. Theggaphic distance is measured by the
amount of km between the home country and thedarezgion (Buckley et al. 2007).
This should indicate if the amount of geographitatice to the regions is very high,
high, moderately, low or very low. In the questiaima, the following question will be
applied: how do you rate the amount of km that yeed to travel from the Netherlands
to the region? Please rate very high, high, modbrdbw or very low.

The second factor is the physical infrastructutge physical infrastructure is measured
by the amount of airfields, ports and other busnésrminals in the region
(Flores/Aguilera 2007). This should indicate if #ta@ount of business terminals in the
regions is very high, high, moderately, low or vdow. In the questionnaire, the
following question will be applied: how do you rdte amount of airports, harbors and
other business terminals in the region? Pleasevatehigh, high, moderately, low or

very low.

3.3.3.7 Influence of the (cultural) factors

The main question of this research is to analyzatwhe influence of (cultural) factors
is on the foreign location choice of Dutch companie Flanders and Wallonia. An
ordinal scale and a Likert scale (five-point scal@) be used (Babbie 2006) and this
will be measured by asking the entrepreneurs wfactor had the most influence on
their location choice. The respondents can choeseden the 15 factors and will rate
the factors from no influence, slightly influentiamoderately influential, very
influential to extremely influential. In the questnaire, the following question will be
applied: Which of the following 15 factors had ughce on your location choice in
Flanders or Wallonia? Please rate no influenceghsli influential, moderately
influential, very influential, and extremely inflogal.

The questionnaire with 19 questions can be fourfpipendix IIl.
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3.3.4 Methods of analysis

The methods of data analysis for the quantitatese gtarts with the description of data.
The responses of the closed-ended questions wilplaeed in two groups: Dutch
companies in Flanders and in Wallonia.

The answers of questions one to eight of the sumwilybe used to analyze which
company filled in the survey and in which groupstiompany will be placed and to
show the characteristics of the companies.

For the answers of questions nine and ten the mafaalé variables will be measured.
The analysis of variance will be used to test & thfferences of the mean between the
Netherlands, Flanders and Wallonia are statisyicatinificant. This will indicate how
the cultural factors differ in the three regionsl avhich region has the smallest cultural
distance with the Netherlands.

For questions eleven till fifteen an independemsas t-test will be used to test if the
differences of the mean between Flanders and Wallare statistically significant and
to test if the influence of the 15 factors is sfg@int. This will show how the factors
differ in Flanders and Wallonia and which factoesvé influence on the foreign location
choice of Dutch companies.

The answers of questions sixteen to nineteen wilubed to see who answered the

guestions, what the function of the person is anghich province he or she is born.
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4. Research findings

In this chapter, the research findings will be diésd. Firstly, the results of the
gualitative part will be described to see if thérepreneurs mentioned a factor that is
not part of the 15 factors of the literature revieecondly, the results of the

guantitative part will be described.

4.1 Results of the qualitative part

The qualitative part of this research was basefiverinterviews with Dutch companies
that have an affiliate in Flanders or Wallonia. Bue interviews, the companies needed
to be of five different industries. The five diféat industries were IT and real estate,
marketing bureau, retail, confectionary industryl daod industry. Another criterion
was that the sample needed to consist of compaiial sizes. Two companies were
small companies, two companies were medium compaar@ one was a large
company. The main purpose of the qualitative stisdio research if there are other
factors besides the 15 factors of the literatuvgere that influence the foreign location
choice of Dutch companies in Flanders and Wallo@therwise, the list will be
updated with new factors. The qualitative part gisovides this research with more
information about the motivation and underlyingsaas of the foreign location choice
of the Dutch companies in Flanders and WalloniaseBlaon the interviews the
following results are obtained:

The five entrepreneurs did not mention factors thate not part of the current 15
factors of the literature review.

The factor that had the most influence on the @relocation choice of Dutch
companies in Flanders and Wallonia is the facteraye annual sales of the same type
of product that they are selling in NL, in the figre region. This factor is part of the
cognitive environmental dimension. Four out of five companies said that this factor
had the most influence on their location choicee Téason for this choice is that an
affiliate cannot exist without profit. If the anrsales in a foreign market are not high,
the chances are small that a Dutch company wilhatedts foreign affiliate in this
market. This outcome is the same as the outcona¢hef researches (Siedschlag et al.
2010; Muchielli/Yu 2011; Head/Mayer 2004).
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The second most influencing factor in Flanders Wrallonia is the factor geographic
distance from the Netherlands to the region. Tlastdr is part of the cognitive
environmental dimension. Four of the five compamesntioned this factor as very
influencing but according to the companies, thédiaannual sales of the same type of
product that they are selling in NL, in the foreigggion had more influence on their
location choice. The reason for this is that pridfiimportant for a company because
without profit an affiliate cannot exist and thectiar geographic distance influences
only a small part of the costs.

Of the cultural factors of the normative dimension)y the factor percentage of the
business community that speak Dutch had influencéhe foreign location choice in
Flanders. The other cultural factors did not havuéence on the location choice in
Flanders. According to the companies, most comparienk that because the
Netherlands and Flanders have the same languageatkets are the same. Therefore
the factor percentage of the business community $paak Dutch is a factor that
‘lowers the hurdle’ for Dutch company to start aeign affiliate in Flanders. In
Wallonia, cultural factors did not have influence the location choice of the Dutch
entrepreneurs because other factors are more iamporThis is in line with other
researches (Hofstede 2001; Wood/Robertson 2000).

The political factors did not have influence on tleation choice in Flanders and
Wallonia. According to the companies, this is baeatlhe Netherlands and Belgium are
both part of the EU and the Benelux and the congsadid not make use of financial
incentives in Flanders or Wallonia.

The interviews also provided this research witlquerirelations between certain factors.
There is a positive relation between the factoesaye annual sales of the same type of
product that they are selling in NL, in the foreiggion and future trends of the foreign
market. Four of the five companies said that thaticln between both factors is very
important: if the annual sales of the same typprotluct that they are selling in NL, in
the region is high and the future trends are algh,hthe chances are high that
companies will locate a foreign affiliate in thegion.

Secondly, there is a negative relation betweenfdb®rs average annual sales of the
same type of product that they are selling in MLthie foreign region and the adaptation
costs. Three of the five companies mentioned thatscand profit are connected with

each other. According to the companies, adaptatists have negative influence on the
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annual sales and on the profit of the foreigniat®. High adaptation costs lead to lower
profit.

The interviews also provided this research witholinfation about the primary

dimensions, about the environmental dimensionsadait how the companies look at
the decision they made in the past.

Of the primary dimensions the primary dimension kearpotential had the most

influence. According to the companies sales, cast future trends are factors that
have large influence on the location choice of Butompanies in Flanders and
Wallonia.

Of the environmental dimensions the cognitive disi@m had the most influence on the
foreign location choice of Dutch companies in Flensdand Wallonia.

Four out of the five companies were satisfied viith factors that they used for their
foreign location choice. One company said that loelld/ look at another factor if he

could change the decision because his entry spasdow fast. The factor that he forgot
to look at was the factor growth rate.

Certainly, the results of the interviews cannotgeaeralized for all Dutch affiliates in

Flanders and Wallonia but it indicates which fastmfluence the location choice of

Dutch companies in Flanders and Wallonia and hawvf#éictors are related with each

other.

4.2 Results of the quantitative part

The following paragraph consists of the resultshef quantitative part of this research.
The first part of this paragraph will provide geslenformation about the respondents.

In the second part, the results of the hypotheside described.

4.2.1 General information

The 66 companies are from various industries. Udimg codes of the Standard
Industrial Classification Groups (U.S. Securitiesl &xchange Commission 2011) the

companies are divided into the following industries
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Industries Number of companiesin the
sample

Business services

Fabricated structural metal products

Fabricated textile products

Farm machinery and equipment

Food and kindred products

Games, toys and children’s vehicles

Hotel, rooming house, camp and other lodging plac

Household furniture

Insurance agents, brokers and service

National commercial banks

Plastic material, synth. resin/rubber, cellulose gtass

Retail - auto dealers and gasoline stations

Retail - food stores

Retail - family clothing stores

Retail - home furniture, furnishings and equipment

Retail — optician

Services - computer programming services

Services - engineering services

Specialty cleaning, polishing and sanitation prapan

Soap, detergents, cleaning prepr, perfumes, cossne

Transportation equipment

Transportation services

Truck and bus bodies

Water supply

N P RPN W0 R0 W, NN EPE RO DNDMNDN P EPR OO R NN O

Wholesale

Table 2: All industries that are part of the samfleurce: own table

Twelve out of the 66 companies are small compaméh 0-50 employees, ten
companies are medium companies with 51-250 empsogiad 44 companies are large
companies with 251 and more employees. 20 outeoB8icompanies are family firms

and 44 are non-family firms.
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36 out of 66 companies were established before ,19&@lve companies were
established from 1950-1975, thirteen companies wiesen 1976-2000 and five
companies were established from 2001-2005.

Twelve out of the 66 companies decided to go iatigonal before 1950, 19 companies
decided to go international from 1950-1975, 26 camgs decided to go international
from 1976-2000 and nine companies decided to gwnational from 2001-2012.

Seven out of the 66 companies established anaadfiin Belgium before 1950, nine
companies did this from 1950-1975, 32 companiesbéished an affiliate in Belgium
from 1976-2000 and 18 companies established dratdfin Belgium from 2001-2012.
57,6 % of the companies decided that establishngffdiate in Belgium would be their
first moment to go abroad.

50 out of the 66 persons who filled in the questaire are men, eleven persons are
women and five persons did not want to answerghéestion. The average age range of
the 66 persons is 35-44 years. Most persons whedl fih the questionnaire are from
North-Brabant and South Holland and the questiageriaimostly answered by directors
(18 persons) and HR Managers (nine persons) botbglother occupations: Manager
Communication, Export Manager, Account Managers Brgansion Manager. These
results show that Dutch persons make the foreigation choice in Belgium based on

their judgments and each company has differenttimme that make the decision.

4.2.2 Hypotheses of the cultural dimension

4.2.2.1 Hypothesis 1a. Individualism

For hypothesis 1a, the cultural distance betweentwo regions and the Netherlands
looking at the individualistic business culturerésearched by conducting a One-way
ANOVA to analyze if the differences between the nweaf the Netherlands, Flanders
and Wallonia are statistically significant. A me@n) of 1.00 till 1.99 means that the
individualism is rated very low, a mean of 2.002i99 means that it is rated low and a
mean of 3.00 till 3.99 means that the individualismated average. The purpose is to
find out which region has the smallest culturaltatise compared to the Netherlands
looking at the individualistic business culture.eThterature review shows that the
cultural distance between Flanders and the Netmdsldooking at the individualistic
business culture should be smaller than betweenlowal and the Netherlands

(Hofstede/Hofstede 2005). The null hypothesis wit be rejected when according to
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all companies the cultural distance between Flanded the Netherlands looking at the
individualistic business culture is not significlgnsmaller than between Wallonia and
the Netherlands. The null hypothesis will be regdcivhen according to all companies
the cultural distance between Flanders and theedatids looking at the individualistic
business culture is significantly smaller than kedw Wallonia and the Netherlands.
The level of significance is five percent.

According to the Dutch companies in Flanders, tlegc@ived difference in the
individualistic business culture between Flanderd the Netherlands is smalldran
between Wallonia and the Netherlands. The Dutchpemmes in Flanders rated the
individualistic business culture in the Netherlamsdsaverage (M = 3.20, SD = 0.991).
The companies rate the individualistic businessucellin Flanders as low (M = 2.93,
SD = 0.837). The mean of Flanders is lower thart tfathe Netherlands. The
companies rated the individualistic business caltarWallonia (M = 2.73, SD = 0.751)
also as low but the mean is lower than that of ddas. The cultural distance between
the three groups looking at the individualism ig significant (conditions; F (1,63) =
0.260, p = 0.612).

According to the Dutch companies in Wallonia, thergeived difference in the
individualistic business culture between Flanderd the Netherlands is smalléran
between Wallonia and the Netherlands. The Dutchpeomnes in Wallonia rated the
individualistic business culture in the Netherlamdsaverage (M = 3.35, SD = 1.089).
The companies rated the individualistic businedtuiin Flanders (M = 3.05, SD =
0.887) also as average but the mean is lower thah df the Netherlands. The
companies rated the individualistic business caltnrWallonia (M = 2.85, SD = 0.933)
as low. The cultural distance between the threeiggdooking at the individualistic
business culture is not significant (conditiong1B3) = 0.287, p = 0.594).

According to both groups, the cultural distancenaein Flanders and the Netherlands
looking at the individualistic business culturesiaaller than between Wallonia and the
Netherlands but this relation is not significarthefefore, the null hypothesis will not be

rejected.

4.2.2.2 Hypothesis 1b. Power distance
For hypothesis 1b, the cultural distance betweentwo regions and the Netherlands
looking at the power distance of the business ceilivill be researched by conducting a

One-way ANOVA to analyze if the differences betwdlea means of the Netherlands,
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Flanders and Wallonia are statistically significahtmean (M) of 1.00 till 1.99 means
that the power distance is rated very low, a mdah@d till 2.99 means that it is rated
low and a mean of 3.00 till 3.99 means that the groslistance is rated average. The
purpose is to find out which region has the smaltetural distance compared to the
Netherlands looking at the power distance of th&r®mss culture. The literature review
shows that the cultural distance between Flandedstlae Netherlands looking at the
power distance should be smaller than between Walland the Netherlands
(Hofstede/Hofstede 2005). The null hypothesis wit be rejected when according to
all companies the cultural distance between Flanded the Netherlands looking at the
power distance is not significantly smaller thatween Wallonia and the Netherlands.
The null hypothesis will be rejected when accordingall companies the cultural
distance between Flanders and the Netherlands ngoki the power distance is
significantly smaller than between Wallonia and tNetherlands. The level of
significance is five percent.

According to the Dutch companies in Flanders, teeegived difference in the power
distance of the business culture between Flandetste Netherlands is smalléran
between Wallonia and the Netherlands. The Dutchpemmes in Flanders rated the
power distance of the business culture in the Nlkthds as average (M = 3.58, SD =
0.892). The companies rated the power distancbeobusiness culture in Flanders as
low (M = 2.71, SD = 0.944). They rated the powestaiice of the business culture in
Wallonia also a low (M = 2.62, SD = 0.984) but thean is lower than that of Flanders.
The cultural distance between the three groupsihgokt the power distance is not
significant (conditions; F (1,63) = 0.025, p = &B37

According to the Dutch companies in Wallonia, tlreggeived difference in the power
distance of the business culture between Wallondhthe Netherlands is smalléran
between Flanders and the Netherlands. The Dutchpaoies in Wallonia rated the
power distance of the business culture in the Nlkethds as average (M = 3.20, SD =
1.056). The companies rated the power distancheobusiness culture in Wallonia as
low (M = 2,95, SD = 1.191). The mean is lower thhat of the companies in the
Netherlands. They rated the power distance of thenless culture in Flanders also as
low (M = 2.75, SD = 0.851). The mean is lower thhat of Wallonia. The cultural
distance between the three groups looking at theepdalistance is not significant
(conditions; F (1,63) = 1.348, p = 0.250).
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Only the Dutch companies in Flanders rated theuralldistance between Flanders and
the Netherlands looking at the power distance sndtlan between Wallonia and the

Netherlands but this relation is not significarieTnull hypothesis will not be rejected.

4.2.2.3 Hypothesis 1c. Uncertainty avoidance

For hypothesis 1c, the cultural distance lookinghet uncertainty avoidance of the
business culture between the two regions and thteeNands will be researched by
conducting a One-way ANOVA to analyze if the diffieces between the means of the
Netherlands, Flanders and Wallonia are statisyicagnificant. A mean (M) of 1.00 till
1.99 means that the uncertainty avoidance is ra¢eg low, a mean of 2.00 till 2.99
means that it is rated low and a mean of 3.003tfl9 means that the uncertainty
avoidance is rated average. The purpose is todutdwhich region has the smallest
cultural distance compared to the Netherlands lapkit the uncertainty avoidance. The
literature review shows that the cultural distaneeveen Wallonia and the Netherlands
looking at the uncertainty avoidance should be Em#han between Flanders and the
Netherlands (Hofstede/Hofstede 2005). The null kypsis will not be rejected when
according to all companies the cultural distanasvben Wallonia and the Netherlands
looking at the uncertainty avoidance is not siguaifitly smaller than between Flanders
and the Netherlands. The null hypothesis will bgeated when according to all
companies the cultural distance between Wallonéthe Netherlands looking at the
uncertainty avoidance is significantly smaller th&etween Flanders and the
Netherlands. The level of significance is five i

According to the Dutch companies in Flanders, tlegcgived difference in the
uncertainty avoidance of the business culture betwdanders and the Netherlands is
smallerthan between Wallonia and the Netherlands. The lDatenpanies in Flanders
rated the uncertainty avoidance of the businedsireuin the Netherlands as average (M
= 3.64, SD = 0.773). The companies rated the umogyt avoidance of the business
culture in Flanders also as average (M = 3.11, SD832) but it is lower than that of
the Netherlands. They rated the uncertainty avaieaof the business culture in
Wallonia as low (M = 2.80, SD = 0.869). The meafower than that of Flanders. The
cultural distance between the three groups lookinthe uncertainty avoidance is not
significant (conditions; F (1,63) = 1.383, p = 0424

According to the Dutch companies in Wallonia, thergeived difference in the

uncertainty avoidance of the business culture betwdanders and the Netherlands is
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smallerthan between Wallonia and the Netherlands. ThelDatenpanies in Wallonia
rated the uncertainty avoidance of the businedsireuin the Netherlands as average (M
= 3.30, SD = 0.733). The companies rated the umiogyt avoidance of the business
culture in Flanders (M = 2.85, SD = 0.813) as |@We mean is lower than that of the
Netherlands. The companies rated the uncertaintidamce of the business culture in
Wallonia also as low (M = 2.80, SD = 1.005) but thean is lower than that of
Flanders. The cultural distance between the threepg looking at the uncertainty
avoidance is not significant (conditions; F (1,63).000, p = 1.000).

According to both groups, the cultural distancenaein Flanders and the Netherlands
looking at the uncertainty avoidance is smallernthzetween Wallonia and the

Netherlands but this relation is not significarieThull hypothesis will not be rejected.

4.2.2.4 Hypothesis 1d. Masculinity

For hypothesis 1d, the cultural distance betweentwo regions and the Netherlands
looking at the masculinity of the business cultwi# be researched by conducting a
One-way ANOVA to analyze if the differences betwdlea means of the Netherlands,
Flanders and Wallonia are statistically significahtmean (M) of 1.00 till 1.99 means
that the masculinity is rated very low, a mean .002ill 2.99 means that it is rated low
and a mean of 3.00 till 3.99 means that the masityis rated average. The purpose is
to find out which region has the smallest cultutigtance compared to the Netherlands
looking at the masculinity of the business culturkee literature review shows that the
cultural distance between Flanders and the Netidsldooking at the masculinity
should be smaller than between Wallonia and thenédkeinds (Hofstede/Hofstede
2005). The null hypothesis will not be rejected whaecording to all companies the
cultural distance between Flanders and the Netidslbooking at the masculinity of the
business culture is not significantly smaller thetween Wallonia and the Netherlands.
The null hypothesis will be rejected when accordingall companies the cultural
distance between Flanders and the Netherlands nigo&t the masculinity of the
business culture is significantly smaller than ket Wallonia and the Netherlands.
The level of significance is five percent.

According to the Dutch companies in Flanders, tlecgived difference in the
masculinity of the business culture between Wadloand the Netherlands is smaller
than between Flanders and the Netherlands. Thehatmpanies in Flanders rated the
masculinity of the business culture in the Nethettaas low (M = 2.93, SD = 0.780).
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The companies rated the masculinity of the busicaliare in Wallonia as average (M

= 3.04, SD = 0.878). The mean is higher than thah® Netherlands. They rated the
masculinity of the business culture in Flanders als average (M = 3.13, SD = 0.757)
but the mean is higher than that of the compamé#/allonia. The cultural distance

between the three groups looking at the masculofithe business culture is significant
(conditions; F (1,63) = 5.277, p = 0.025).

According to the Dutch companies in Wallonia, thergeived difference in the

masculinity of the business culture between Wadloand the Netherlands is smaller
than between Flanders and the Netherlands. Theh@atmpanies in Wallonia rated the
masculinity of the business culture in the Nethwitaas low (M = 2.90, SD = 1.071).

The companies rated the masculinity of the busicalare in Wallonia as average (M

= 3.45, SD = 1.099) but the mean is higher thahah#éhe Netherlands. They rated the
masculinity of the business culture in Flanders as average (M = 3.60, SD = 0.754)
but the mean is higher than that of the compameég/allonia. The cultural distance

between the three groups looking at the masculiaftyhe business culture is not
significant (conditions; F (1,63) = 2.537, p = 071

According to both groups, the cultural distancenaein Wallonia and the Netherlands
looking at the masculinity is smaller than betwddanders and the Netherlands but
only according to the Dutch companies in Flandkis itelation is significant. The null

hypothesis will not be rejected.

4.2.2.5 Hypothesis 1e. Business community that speak Dutch

For hypothesis le, the cultural distance betweentwo regions and the Netherlands
looking at the similarities in the language thaspoken by the business community in
the foreign region and the home country will beeegshed by conducting a One-way
ANOVA to analyze if the differences between the nteaf the Netherlands, Flanders
and Wallonia are statistically significant. A meg@) of 1.00 till 1.99 means that this
factor is rated very low, a mean of 2.00 till 2r@@ans that it is rated low and a mean of
3.00 till 3.99 means that this factor is rated ager The purpose is to find out which
region has the smallest cultural distance compé&oetthe Netherlands looking at the
similarities in language spoken by the businessmnoonmties. The literature review
shows that the cultural distance between Flandedstlae Netherlands looking at the
similarities in language spoken by the businessmngonities should be smaller than
between Wallonia and the Netherlands (Spicer 2004lemyns 2002). The null
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hypothesis will not be rejected when according ltccampanies the cultural distance
between Flanders and the Netherlands looking asithéarities in language spoken by
the business communities is not significantly serathan between Wallonia and the
Netherlands. The null hypothesis will be rejectdtew according to all companies the
cultural distance between Flanders and the Netm#sldooking at the similarities in
language spoken by the business communities igfisgmtly smaller than between
Wallonia and the Netherlands. The level of sigaifice is five percent.

According to the Dutch companies in Flanders, thiéucal distance between Flanders
and the Netherlands is smaller than between Walland the Netherlands. The Dutch
companies in Flanders rated the percentage of éssicommunity that speak Dutch in
the Netherlands as high (M = 4.40, SD = 0.809). ddvapanies rated the percentage of
business community that speak Dutch in Flande@vasage (M = 3.31, SD = 0.925).
They rated the percentage of business communitysgfeak Dutch in Wallonia as very
low (M = 1.91, SD = 1.203). The cultural distanavireen the three groups looking at
the percentage of business community that speaghDsiinot significant (conditions;

F (1,63) = 0.434, p = 0.513).

According to the Dutch companies in Wallonia, thtwral distance between Flanders
and the Netherlands is smaller than between Walland the Netherlands. The Dutch
companies in Wallonia rated the percentage of legsicommunity that speak Dutch in
the Netherlands as high (M = 4.30, SD = 0.801). ddvapanies rated the percentage of
business community that speak Dutch in Flandesvasage (M = 3.15, SD = 0.875).
They rated the percentage of business communitysgfeak Dutch in Wallonia as very
low (M = 1.40, SD = 0.598). The cultural distanaveen the three groups looking at
the percentage of business community that speaghDsitnot significant (conditions; F
(1,63) = 3.235, p = 0.077).

According to both groups, the cultural distancenaein Flanders and the Netherlands
looking at the percentage of business community dpgak Dutch is smaller than
between Wallonia and the Netherlands but this icelats not significant. The null

hypothesis will not be rejected.

4.2.3 Hypotheses of the differences of the factorsin both regions
For hypotheses two till five, the differences of tiemaining ten factors of the cognitive

and regulatory dimensions in Flanders and Wallevilabe researched by conducting

an independent samples t-test by measuring thereiftes between the means of
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Flanders and Wallonia to analyze if they are dia#ily significant. The purpose is to

find out which factors attract companies to Flasdand Wallonia. The table below

shows how the Dutch companies in Flanders and Wallloave rated the remaining ten

factors in both regions. A mean (M) of 1.00 tilP2.means that this factor was rated

very low, a mean of 2.00 till 2.99 means that faistor was rated low and a mean of

3.00 till 3.99 means that this factor was ratedrage. The t-value (t) shows the

direction of the difference in the sample means:value of 0.000 till 2.500 means that

the first mean is larger than the second meanv&ue of -1.500 till -0.001 means that

the first mean is smaller than the second mean.prbkability (p) compares the two

sets of data and shows if the probability of the sets is the same. P can vary from O
till 1. 0.00 till 0.05 means that the influencesignificant. 0.06 till 1.00 means that the

influence is not significant. The level of signdiace is five percent.

according to the Dutch companies in Flanders

Table 3 Differences of the facto rs between Aanders and Wallonia

according to the Dutch companies in Wallonia

in Flanders in Walloniz in Flanders in'wallonia
the amount of finandal in centives [M=223,5D=0.611) [M =300, 50 = 0.543) [M=2.40,50 = 1.048) [M= 3.00, 5D = 1.076)
t(24.823)=2.133, t(ed) = 0178, t(24.823)=2.133, t(e4)=0.175,
p=0043 p= 1000 p=0043 p= 1000
the aversge annual sales [M=353,5D0=0.711] [M=275,50 = 0.564) [M=3.40,50 = 0.563) [M= 3.10, 50 =10.512]
t(e4)=1124, t[64) =-1.249, t[p4)=1124, t[64) =-1.245,
p=0265 p=0216 p=0265 p=0216
the amount of adaptation costs [M=237,50=1.040] [M=250,50=1.1635] [M=175,50=1.020] [M= 200, 5D = [.E58)
t[B4) = 2.236, t[B4) =1718, t[B4) = 2.236, t[e4)=1.719,
p=0029 p = 0u0B0 p=0021 p=>0.090
the azdomeration effect [M =338, 5D =0.502] [M=276,50=0.754) [M=330,50=0.501) [M= 280, 5D =0.912)
t[64) = 0,425, t[64) = 0625, t[B4) = 0,425, t [64) = -0.625,
p=0672 p=0534 p=0672 p=0534
the zrowth rate (M =253, 5D = 0.554) (M=251,50=0.725) [M=2.75,50 = 0.910) [M= 2.55, 5D =10.933)
t(e4)=0.792, t(e4) = 0297, t[e4) = 0792, t(e4)=0.297,
p=0431 p=0767 p=0431 p=0767
the wealth [M=363,50=0.741) [M=274,50=0.743) [M=3.60,50=0.754) [M= 275, 5D =0.716)
t[B4) =0.153, t(64) = 0.055, t[B4) = 0153, t (64} =-0.055,
p=0879 p= 0956 p=03879 p=0956
the amount of persons with education [M =376, 50 =0.754] [M =253, 50 =0.50d) [M=3.70, 5D = 0.571) [M= 3.00, 5D =0.755)
t(e4)=0.309, t(64) = -0.279, t(64) = 0308, t [64) = -0.279,
p:':l?EE p:':l?g:l |}=':|.:"53 p:':l?al
the unemployment mtes [M=257,50=0.701) [M=333,50= 1706 [M=240,50 = 0.651) [M= 3.65, 5D =0.513]
t(e4)=1472, t(64) =-1.203, t[64) = 1472, t (64 =-1.203,
p=0146 p=0233 p=0.146 p=01233
geozmphic distance from ML to Flfwa [M =226, 5D =0.853) [M =278, 5D0=1.053) [M=220,50=0.951) [M= 265, 5D=0.513)
t[B4) =0.239, t[64) = 0502, t[B4) =0239, t[B4) =0.502,
p=0812 p=0.613 p=10812 p=0.618
amount of business terminals [M =324, 5D =0.768) [M =283, 5D = 0.EED) [M=3.20,50 = 0.76E] [M= 3.00, 5D = 0.562)
t[e4)=0191, t[64) = -0.376, t[64) =019, t[64) = -0.376,
p=0249 p=0708 p=10.248 p=0708

Table 3: Differences of the factors in Flanders ®allonia according to the Dutch companies thatehav affiliate

in Flanders and Wallonia. Source: own table

According to both groups the factors that will attr companies to Flanders are the

factors the average annual sales of the same tymeduct that they are selling in NL,
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the agglomeration effect, the wealth, the amountddptation costs, the amount of
persons with education, the amount of businessitatsand the geographic distance.
The factors that will attract companies to Wallorige the factors the amount of
financial incentives and the unemployment rates.

Both regions rate the growth rate of their own oadnigher.

Only the factors the amount of financial incentia@silable in Flanders and the amount
of adaptation costs needed to sell your produdtlamders are significant. The other
eight factors in Flanders and Wallonia are notificant: the differences between these

factors are more likely due to chance.

4.2.4 Hypotheses of the influence of the (cultural) factors
For hypotheses six and seven, the influence of(¢h#ural) factors on the foreign

location choice of the 66 Dutch companies in Flas@ad Wallonia will be researched
by conducting an independent samples t-test by unieasthe differences between the
means of the answers of Dutch companies in FlarelatsWallonia to analyze if they
are statistically significant The purpose is todfiout which factor has the most
influence on the foreign location choice of the @utcompanies in Flanders and
Wallonia. According to the literature review, atfacof the dimension market potential
will have the most influence on both regions (Sebtlsg et al. 2010) and culture will
not be the most influencing dimension (PresseytS@a2002). The table below shows
how the Dutch companies in Flanders and Wallonigehrated the influence of the 15
factors on their foreign location choice. A mean) @fl 1.00-1.99 means that this factor
did not had any influence, a mean of 2.00-2.99 mdhat this factor was slightly
influential, a mean of 3.00-3.99 means that theddiawas moderately influential and a
mean of 4.00-4.99 means that this factor was vdtyential. The t-value (t) shows the
direction of the difference in the sample means:value of 0.000 till 2.500 means that
the first mean is larger than the second meanva&ue of -1.500 till -0.001 means that
the first mean is smaller than the second mean.prbkability (p) compares the two
sets of data and shows if the probability of the sets is the same. P can vary from O
till 1.00. 0.00 till 0.05 means that the influensesignificant. 0.06 till 1.00 means that

the influence is not significant. The level of sigrance is five percent.
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of Dutch companies in Aanders

of Dutch companies in Wallonia

Average annual sales

M =348 5D=1243
t[64) =-1739, p = 0.087

M=4.05,50=1191
t [54:| =-1.738 p= 0087

Business community which
speaks Dutch

M =348, 50=1027
t[64)=0582, p=10.563

M= 3.30, 50= 1380
t[64) = 0.582, p= 0.563

Growth rate

M=333 50=1266
t[64)=-0218 p=0828

M= 3.40, 500= 1373
t|64)=-0.215 p=0828

Geographic distance from NL o
Fl or'Wa

M=307,50=1272
t[64) = 0,749, p=0.457

M=2.80,50= 1436
t[64) = 0,749, p= 0.457

Wealth

M =3.00,50=1.155
t[64) = 0816 p = 0418

M=3.25,50=1118
t[64) = -0.815 p= 0418

Agglomeration effect

M =263, 50=1336
t[64) = 0059, p = 0,953

M=2.65,50 =128
t[64) = -0.059 p= 0953

Amount of persons with
education

M =263, 50=1142
t[64)=-1387, p=0170

M= 3.05, 5D = 1088
t(e4)=-1.387 p=0170

The amount of business
terminals

M=237,5D0=1254
t[E‘q-:l =-{:|.25"-1:, (1] = 0801

M= 2.45, 50 =0.959
t[64)=40.354 p= 02301

Power distance of the
Ccompanies

M =238, 5D = 1205
t[B4)=-0220, p = 0827

M= 2.35, 50 =10,988
t[64) =-0.220 p=0.827

Amount of adaptation costs

M =226, 5D=1290
t[64) = 1029, p=10.309

M= 1.95 50 = 1050
t(64) = 1.029, p= 0.309

Masculinity of the companies

M =225, S0'= 1063
t[64) =-1.019, p = 0312

M= 2.55, 50 = 1050
t(64)=-1.019 p=0312

Uncerminty avoidance of the
Companies

M =2 04, S0'= 0,965
t[64) =-1.177, p = 0,243

M= 2.35, 50 =0538
t(64)=-1.177 p=0243

Amaount of financial incentives
available for companies

M=1596,5D=1074
t[Ee4)=-0.158 p = 0.875

M= 2.00, 50= 0918
t[64) = -0.158 p= 0875

Individuali=m of companies

M=153, 50=1020
t[64) =-1690, p = 0.09%

M= 2.40, 50 = 1046
t[64)=-1.690 p=0.0%6

Unemployment rates

M=1353,50= 1063
t[64) =-2.494 p = 0015

M= 2.65, 50 = 1083
t(64)=-2.494 p=0.015

Table 4: Factors that have an influence on thadarkcation choice of Dutch companies in Flanderd Wallonia.
Source: own table

According to the 46 Dutch companies in Flanderdalctors average annual sales of the
same type of product that they are selling in NLthe region and the percentage of
business community that speak Dutch have the mélaence on their foreign location
choice. The factor average annual sales of the $gmeeof product that they are selling
in NL, in the region is a factor of the dimensioranket potential and the factor the
percentage of business community that speak Duscla ifactor of the cultural
dimension. The influences of these factors are maely influential. Of all 15 factors,
there is a significant influence of the factor updoyment rates on the location choice
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of Dutch companies in Flanders and Wallonia. THriémces of the other factors are
not significant: the influences of these factoss rawore likely due to chance.

According to the 20 Dutch companies in Wallonia fdxetor average annual sales of the
same type of product that they are selling in MLthe region has the most influence on
their foreign location choice. The influence ofsthactor for the Dutch companies in
Wallonia is very influential. The factor averagenaal sales of the same type of product
that they are selling in NL, in the region is atéaoof the dimension market potential.
Also for the region Wallonia there is a significamfluence of the amount of
unemployment rates on the location choice of Dutompanies in Wallonia. The
influences of the other factors are more likely ttuehance.

Of the five cultural factors only the factor thergentage of business community that
speak Dutch has a moderately influence on the dordocation choice of Dutch
companies in Flanders and Wallonia. The other callfactors are slightly influential or
have no influence. The influences of all culturattbrs were not significant and are
more likely due to chance.

The following chapter is the discussion sectiorihi$ research. Firstly, the results will
be discussed. Secondly, the limitations of thiseaesh will be described. Thirdly,
recommendations for companies and for the resdaichwill be described and at the

end, the overall conclusion will be given.

53



The influence of factors on the foreign location choice 54

5. Discussion

5.1 Discussion

The results of this research show that the cultiaetiors of the normative dimension
have a small but not significant influence on tloeefgn location choice of Dutch
companies in Flanders and Wallonia and that theéofaanemployment rates has
significant influence on the location choice of Blutcompanies in Flanders and
Wallonia. According to the Dutch companies in Flarsdand Wallonia this factor had a
small influence on their location choice. The iefhees of the other 14 factors are not
significant: the influences of these factors areerixely due to chance.

First of all, it should be noticed that the resatshe Dutch companies in Flanders and
Wallonia are not generalizable because the sanmg®d in this study is too small to
make the outcomes representative for the completepgof Dutch companies in
Flanders and Wallonia. Therefore the results of ti@isearch cannot indicate which
factors influence the location choice of all Dumbmpanies in Flanders or Wallonia.
Due to this, the external validity of this reseaishow (Babbie 2006). If this research
had more participants the results could be gerzatale and this research could indicate
which factors influence the location choice of Blitch companies in Flanders or
Wallonia.

Secondly, unfortunately almost all relations wer# significant. This is due to the
small sample (Babbie 2006). Because of the fadttbiganetwork organizations did not
to participate in this research the chances fargel sample were small. After finding
the contact details of the Dutch companies 244 @mes were contacted but only 66
companies filled in the questionnaire. At the d@md tesponse rate is high looking at the
amount of companies contacted but with the helpedfvork organizations the response
rate could have been higher and the results caaud heen significant.

Thirdly, the results confirm that the influencefators on the foreign location choice is
on provincial base and not on country base (Sfé®2 Companies need to analyze the
influence of factors of the different regions bexmwvithin a country there can be
differences between the regions and this can haveffact on the foreign location
choice of companies.
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Fourthly, the results confirm that the research hoétquestionnaire was a good
research method to answer the research questione b the companies added
comments about the structure of the questions erchiosen research method. At the
end the results of the questionnaire made it plesstbanswer the research question.
Due to this, the content validity and the face diifi of this research are high. The
results also show that the criterion validity fdrist research is low because the
gualitative and quantitative parts do not have shme results as the theory indicates
(Wood/Robertson 2000). The construct validity i$ Imgh because the results of certain
factors is not in line with other researches foaraple the results of two of the four
variables of the cultural dimensions of Hofstede different than the results of the
research of Hofstede (Hofstede 1994). The interaldity is high because according to
the companies one of the 15 factors of this rebsesrituenced their foreign location
choice in Flanders and Wallonia. They did not n@ntnother factor. This shows that
there is a causal relation between the 15 factads their foreign location choice
(Babbie 2006).

Results of this research also show that the infleeaf the cultural factors of the
normative dimension generally is small but not Bigant. This is in line with other
researches (Wood/Robertson 2000; Pressey/Selag¥i@).2 Similarities between
cultures makes international business easier higt ith not the main reason why
companies locate a foreign affiliate. Also accogdia the interviews of the qualitative
part factors like average annual sales are morerapt because these factors influence
the profit of the company and a foreign affiliagnoot exist without profit.

Of all cultural factors only the factor the percagg of business community that speak
Dutch in the region has an average but not sigmfiénfluence on the location choice
in Flanders and in Wallonia. According to the intews of the qualitative part the
reason for this relation in Flanders is becausedlaiities in language ‘lowers the
hurdle’ for companies. The fact that this factosoahas average influence on the
location choice in Wallonia could show that theibass community in Wallonia speak
more Dutch than expected.

It should also be noticed that to make a betteetstdnding of the cultural factors this
research asked the companies how they rate thefdistors by giving examples.
Through this operationalization it was easier fompanies to know what is meant with

the cultural factors but it can also influence thaiswers because the companies can
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have a different meaning of the cultural factorsisicould have influence on the causal
relation between the cultural factors and the fpréocation choice.

The research findings also show that the culturstadce between Flanders and the
Netherlands is not significantly smaller than bedgwéNallonia and the Netherlands.
This is in line with other research (Hofstede/Hef&t 2005) and show that the cultural
distance between the two regions and the Nethesldiidnot change generally.
However, this result also shows dissimilaritieshwitther research (Hofstede 1994).
According to the cultural dimensions of Hofstedeof{$iede 1994) the power distance
and the uncertainty avoidance of the business reuituFlanders and Wallonia should
be higher than that of the Netherlands but accgrtbrthis research, the power distance
and the uncertainty avoidance of the businessreuituFlanders and Wallonia is lower
than that of the Netherlands. Another dissimilaistyhe fact that the masculinity of the
business culture between Wallonia and the Nethéslais smaller than between
Flanders and the Netherlands. According to theurlltdimensions of Hofstede the
cultural distance between Flanders and the Netidslbooking at the masculinity of the
business culture should be smaller (Hofstede 19B4is means that certain factors of
the cultural dimensions of Hofstede (Hofstede 198)e changed and are not stable as
other research mentioned (Hofstede 2001).

Thirdly, it should be noticed that to make a betiederstanding of the cultural distance
this research asked the companies how they rateculiaral distance by giving
examples. Through this operationalization it wil dasier for companies to know what
IS meant but it can also influence their answersabse the companies can have a
different meaning of the cultural factors. This kkbiave influence on the cultural
distance between the two regions and the Nethesland

The research results also show dissimilarities wather researches in the most
influencing factor. According to other research®gdschlag et al. 2010; Muchielli/Yu
2011; Head/Mayer 2004), one of the market potefdiztbrs of the cognitive dimension
will be the factor that has the most influence butthis research only the factor
unemployment rates has significant influence on tbeation choice of Dutch
companies in Flanders and Wallonia. This factgrag of the economical dimension of
the cognitive dimension.

Secondly, of the three environmental environmehntsl® the cognitive dimension has
the most influence on the foreign location choi€datch companies in Flanders and

Wallonia. The second influencing environmental emwmnent is the normative
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dimension and the third influencing dimension i tregulatory dimension. The
influences of the three dimensions are measureahblyzing the mean of the primary
dimensions within the environmental dimensions.rélations were not significant.

The research findings of the differences of thadiacin Flanders and Wallonia also
show similarities with the outcome of other resbasc the amount of financial
incentives, the adaptation costs, the unemploymegas and the geographic distance in
Wallonia are rated higher than in Flanders (Inwedd/allonia 2012; Invest in Flanders
2012; Bagnari et al. 1995; Meunier/Mignolet 200%icBley et al. 2007). The factors
annual sales, agglomeration effect, wealth, amofiqtersons with education and the
amount of business terminals are rated higher ianddrs than in Wallonia
(Cabus/Vanhaverbeke 2007; Verduyn/Vivet 2007; Reisyfs 2011; Sels et al. 2011;
Lagneaux 2008) but there is a dissimilarity betwéle@ other researches and this
research. According to other research (Bastiaenal.eR000), the growth rate of
Wallonia should be higher than that of Flanders &edording to this research both
regions rate the growth rate of their own regioghkr. A reason for this dissimilarity
can be that the current economical crisis has itnpat¢he growth rates of Flanders and
Wallonia and therefore the growth rates of bothamrgchanged.

Secondly, the results show that the factors theuatnof financial incentives available
for companies in Flanders and the amount of adaptatosts needed to sell your
product in Flanders are significant. The resultshef other factors are more likely due
to chance. Like mentioned earlier the reason ferrtht significant result is the small
sample used in this research.

Overall, the result findings show that culturalttas have a small but not significant
influence on the location choice and that only fhetor unemployment rates has
significant influence on the foreign location cheiaf Dutch companies in Flanders and
Wallonia and that the cultural distance betweemdiéas and the Netherlands is smaller
than between Wallonia and the Netherlands butréédion is not significant.

5.2 Limitations

Firstly, because of the short period of this stitdywas only possible to reach a small
group of respondents. This had an effect on thereat validity and the research

outcome. The total group of respondents consiste@6ocompanies. When using a
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longer timetable it would be possible to find ma@mpanies from certain industries
that can lead to more precise research findingsadrigher external validity.

Secondly, none of the network organizations wartedupport this research. Often
network organizations have a large group of dissighat can be approached and will
help more quickly when they are contacted througievork organization. Because
network organizations did not want to support, taolotime was lost by searching for
respondents.

Thirdly, the questionnaire of the quantitative eesé was a bit long because the large
amount of influencing factors. A small number ddpendents commented the length of
the questionnaire. A consequence can be that rdeptsrdo not read the questions
carefully and will fill in wrong answers. This caifect the internal validity of this
research.

Fourthly, it should be noticed that to make a bettederstanding of the factors this
research asked the companies how they rate thergaoy giving examples. With this
operationalization, it will be easier for companieknow what is meant but it can also
influence their answers because the companies aae & different meaning of the
factors. This could have an effect on the caudatiom of the influence of the factors on

the foreign location choice.

5.3 Recommendations for companies

The following recommendation can help companies Weant to locate an affiliate in
international regions in their search for new in&ional locations. Especially for Dutch
companies in the regions Flanders or Wallonia.

The process of finding the right location choice ba very complex. After deciding the
resources, strategy and objective of the compangnapany needs to compare new
locations by looking at the influence of locati@ctiors. Make sure that the decision is
based on the right factors because making the wdeagsion can cost a lot of money
and time. This research already showed that theein€e of fifteen factors can differ in
two unique regions of the same country. In othgrares and countries, the influence of
these factors can be completely different. In @ert@auntries, political conditions can
have large influence but in another country, treediaaverage annual sales of the same

type of product that they are selling in NL, in ttegion is the most influencing factor.
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This shows that not only the fifteen factors usedhis research can influence the

foreign location choice.

5.4 Recommendations for future research

Despite the fact that this study gave a general \@éthe influence of factors on the
location choice of Dutch companies in Flanders &vallonia, there are still some
recommendations for future studies.

To measure the influence of the cultural factors tresearch used the cultural
dimensions of Hofstede (Hofstede/Hofstede 2005k Tésearch findings showed a
difference in three of the five cultural factorerRFuture research, it could be interesting
to see if these differences still occur in Flanderd Wallonia.

Secondly, in this research the choice was maderioentrate on fifteen factors that can
influence the location choice in Flanders and Wa#lo This choice was based on five
interviews with Dutch companies from five differantlustries. For future research, it
could be interesting to research if according tbeotindustries the same factors
influence the location choice in Flanders and Wa#lo

Thirdly, for this research the emphasis was on ddax and Wallonia because of the
striking deviation between affiliates of Dutch caanges in Flanders and Wallonia and
the unique cultures of Flanders and Wallonia. HareBelgium also has smaller
regions for example Brussels. For future studiesyuld be interesting to analyze which
factor has the most influence on the location ahoicDutch companies in Brussels.
Fourthly, the results of the quantitative part shdwinique relations within certain
industries. For example according to all comparoéghe industry Transportation
Services, the influence of the factor geographstasice was extremely influential. For
future studies, it could be interesting to analiyzkeere are other unique relations within

industries.

5.5 Conclusion

This study tried to answer the following researabsjion:

What is the influence of (cultural) factors on the foreign location choice of Dutch

companies in Flanders and Wallonia?
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The findings of the qualitative and quantitativesgarch provide this research with
enough information to answer the research quesidth these findings, this research
can conclude that cultural factors of the normatireension overall have a small but
not significant influence on the foreign locatidmoace of Dutch companies in Flanders
and Wallonia. Of all five cultural factors, onlyethfactor the amount of business
community that speak Dutch in the region has amaaeebut not significant influence
on the location choice of a Dutch affiliate in Fli@ns or Wallonia. The results are not
generalizable because the sample used in this sudy small to make the outcomes
representative for the complete group of Dutch cammgs in Flanders and Wallonia
(Babbie 2006).

This research can also conclude that of all faatafg the factor unemployment rates of
the cognitive dimension has a significant influemeethe foreign location choice of
Dutch companies in Flanders and Wallonia. In Wadlpnhis factor has the lowest
influence and in Flanders, this factor is the sévenost influencing factor. According
to the companies the factor annual average saltiseofame type of product has the
most influence on the location choice of Dutchl@ffes in Wallonia but this influence
is not significant. This is a factor of the cognitidimension. In Flanders there are two
factors that have the most influence on the foréogation choice of Dutch companies:
the factor annual average sales of the same typeodfict and the factor the amount of
business community that speak Dutch in the regigrthe influence of both factors is
also not significant. According to the companieshaf qualitative research, the reason
that the factor average annual sales of the sapeedlproduct that they are selling in
NL, in the region has the most influence is becaugbout high profits an affiliate
cannot exist. High profits are fundamental for #iliae in the international business.
If the average annual sales of the same type aluystdhat they are selling in NL, in the
foreign region are low, the chances are very sthatla Dutch company will located its
affiliate in this foreign region.

This research can also conclude that the cultusthrice between Flanders and the
Netherlands is smaller than between Wallonia ared Nletherlands but the cultural
distance between the two regions and the Netheslsnabt significant.
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Appendix I: Primary dimensions

Palitical dimension
Factors of the political dimension

Political strength of leadership in the foreign sty

Degree of freedom of the political opposition ie floreign country

The degree of local labor unrest and the foreigregument’s ability to deal with the current andufiet

labor unrest

Degree of foreign country’s domestic instabilityglerebellion, political kidnappings, riot, guelailwars)

Degree of normal diplomatic relations between NH #re foreign country and vice versa

Extent of restrictions on free and open trade withforeign country due to political frictions (eNjL

freeze on Dutch technology exports)

Extent of foreign government’s use of incentivegmgourage private business

The ability of the foreign government to enforcedtplomatic policies with the respect to trade (fo

example, ability of foreign government to enforadiqy of limited trade with NL)

Actual size of the private sector in relation te tftovernment sector in the foreign country

Market potential dimension

Factors of the mar ket potential dimension

Potential foreign buyers’ ability to pay for yourogluct

Average annual sales of the same type of produstiwice in the foreign country

Future trends and growth rate of the foreign mairkethich your product or service would be sold

Opportunities to offset cyclical swings in the Dutmarket demand for your product by entering aifpre

market

Parts and technical service supported needed aldlale for your product in the foreign country

Need to change your product specifications duefferdnces in foreign buyers’ tastes and prefersmre

technical requirements

Degree of test marketing and promotion requiredssure adequate sales of your product in the foreig

market

Credit and financing normally extended to buyerthmforeign country (i.e. industry standards for

financing sales to a foreign market)

Types and number of competitive products on theketdn the foreign country

Competitors’ market share, coverage, and growhirathe foreign market

Advantages and weaknesses of competitors in tledgfomarket (e.g. the uniqueness of competitor’s

product and facilities for distribution)

Price levels on competitive products compared tar YeIF price (costs, insurance and freight) in the

foreign market
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Economical dimension

Factor s of the economical dimension

Gross National Product and per capita income iffdhe&ign country

Availability of Euro reserves in the foreign countr

Education and employment levels in the local faneiguntry

Inflation rate over the past five years in the fgnecountry

Trends in the foreign country’s balance of tradeghises versus deficits)

The degree of use of modern, efficient method&éncreation of products and services in the foreign

country (relative skill level of labor force)

Wealth of the foreign country in natural resouraed the extent of their development

The diversity and range of all products produceth@foreign country versus those imported

Per capita ownership of consumer goods in thedareountry (e.g. cars, radios, TVs, etc)

Per capita food consumption in the foreign country

Per capita energy consumption in the foreign cqui@m. oil, gas, coal)

Per capita industrial goods consumption (e.g. steghent, glass) in the foreign country

Cultural dimension

Factors of the cultural dimension

Number of different cultural groupings, such asathreligious, racial and language groups founthan

foreign country

Extent of friction between different cultural grauim the foreign country

Similarities in the culture of the region with thgher country

Percent of the business community who speak Dutch

The extent of adoption of Dutch business practicgke foreign country

Preferences and prohibition in the foreign coumtith respect to numbers, colors, shapes, sizes, and

symbols on products and in promotion of products

Differences between NL and foreign views on theafsgur product
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Dimension infrastructure

Factors of the dimension infrastructure

Costs and efficiency of transportation to the fgretountry from NL (business terminals like airkne

shipping lines, etc.)

Costs and efficiency of transportation within tbesign country (roads, highways, railroads, trugkin

etc.)

Costs and efficiency of physical handling and wateting in the foreign country (in the port of erdiryd

throughout the foreign country)

Extent of development of wholesale/retail systerthanforeign country

Costs and efficiency of communications to the fgmetountry from NL (e-mail, telex, telephone, post

office/other malil, telegraph)

Costs and efficiency of communications within theeign country (i.e. commercial broadcast media,

print media, promotional agencies)

Costs and efficiency of trade fairs and industidhibitions in the foreign country

Total land area of the foreign country and desimnip€i.e. mountain range, rivers, natural harbors,
landlocked)

Climatic characteristics in the foreign country

Natural disaster potential in the foreign counggrthquakes, volcanoes, floods, windstorms)

Legal dimension

Exact tariffs, import duties, and taxes assessetidjoreign country on your products

Tariff concessions allowed by the foreign countrg.(drawbacks, preferential tariffs)

Common markets or regional trading blocs to whiehforeign country belongs

Product standards imposed by the foreign countgy (ecal assembly laws; product packaging and
labeling requirements; local safety and environmlerggulations

Required documentation, import procedures, andaguotposed by the foreign government
Extent and nature of the foreign government’s pagudition in trade (e.g. foreign government procuegat
policies)

Visa requirements in the foreign country

Foreign government’s laws affecting relationshipghwagent’s distributors (e.g. severance pay,
compensation)

Laws regulating and restraining advertising andwartion in the foreign country

Patent, copyright, and trademark protection inftheign country
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Appendix II: Interview questions for the qualitative part

General
1. Define the industry that your company belongs to
2. Since which year did your company have a foraifjiliate in Belgium?
3. In which part of Belgium is the foreign affilatocated?
a. Flanders

b. Wallonia
c. Both

4. Why did you choose for this part of Belgium?
5. Which strategy did you used before choosing iBeicas a possible market?
a. Resource-seeking

b. Market-seeking

c. Client-following

Factorsinfluencing the foreign location choice
6. When entering the Belgian market which factadsyu considered when making the decision?
7. Which factor was the most important for youridien?
8. If there are multiple factors that influenced ttecision: can you give me the order from most

important till less important?

9. If you could make the same decision again wyuald also look at other factors? Which factors?
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Appendix Ill: Survey questions for the quantitative part

Why do Dutch companies locate their foreign affiliate in Flanders or Wallonia?

With this research the influence of factors on the Dutch location choice in Flanders and Wallonia will be examined.
The following survey consists of 19 questions to see how you rate the different factors in Flanders and Wallonia
and to see which factor had the most influence on your location choice. The questionnaire will take around ten
minutes of your time. Thank you in advance!!!

What is the name of your company? ~

To which industry does your company belong? *

In which year was your company established? *

What is the size of your company? =

Small (<50 employees)
Medium (50-250 employees)
Large (250> employees)

Is your company a family firm? =

Yes
Nao

In which year did your company go international? *
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In which year did your company establish an affiliate in Belgium? ~

In which part of Belgium is your foreign affiliate located? ™

Flanders
Wallonia
Both

For the cultural factors we want to know which region {Flanders or Wallonia) has the largest cultural distance
compared to the Netherlands.

Can you first rate the following cultural factors in the Netherlands? Please rate very low, low, average, high or
very high? Please rate the following:

wvery low wery high
The degree of individualism of Dutch companies:
percentage of companies that only look after itself and
reach their own goals instead of collective goals.

The power distance of Dutch companies: percentage of
companies in which lower employees can contribute or
criticize decisions made by higher management.

The degree of uncertainty avoidance of Dutch
companies: percentage of companies that respond
flexible to changes in the environment.

The masculinity of Dutch companies: percentage of
companiges that only look at succes, performance and
wealth and will not look at maintaining relations, modest
behaviour and solidarity.

Percentage of the business community that speak Dutch.

10.

To see which region (Flanders or Wallonia) has the largest cultural distance compared to the Netherlands we
want to know how the cultural factors differ in Flanders and Wallonia.

So compared to the Netherlands, how do you rate the cultural factors in the regions Flanders and Wallonia?
Please rate much lower, lower, equal, higher or much higher? Please rate the following:

much lower much higher much lowar much higher
(Flanders) (Flanders) {(Wallonia) {wallonia)

The degree of individualism of

companies in the region:

percentage of companies that

only look after itself and reach

their own goals instead of

collective goals.

The power distance of
companies in the region:
percentage of companies in
which lower employees can
contribute or criticize decision
made by higher management.

The degree of uncertainty
avoidance of companies in the
region: percentage of
companies that respond
flexible to changes in the
environment.
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The masculinity of companies in

the region: percentage of

companies that only look at

succes, performance and

wealth and will not look at
maintaining relations, modest

behaviour and solidarity.

Percentage of the business
community that speak Dutch in

the region.

11.

For the following political factor we want to know which region has the most financial incentives available for

foreign companies.

How do you rate the following political factor in the regions Flanders and Wallonia? Please rate very low, low,
average, high or very high? Please rate the following:

The amount of financial
incentives available for foreign
companies in the region

12,

wvery low very high very low very high
{Flanders) (Flanders) (Wallonia) (Wallonia)

For the following factors we want to know which of two regions has better market potential for your company.

So how do you rate the following market potential factors in the regions Flanders and Wallonia. Please rate very
low, low, average, high or very high? Please rate the following:

The annual sales of your type
of product or service in the
region

The amount of adaption costs
needed to sell your product in
the foreign market

The presence of a large
concentrated group of
competitors and suppliers in
the foreign market

The growth rate of the market

in which your product or service
is being sold

13.

wvery low very high very low very high
(Flanders) (Flanders) {Wallonia) {Wallonia)

For the following factors we want to know which region has a better economy based on the following three

factors.

So how do you rate the following economical factors in the regions Flanders and Wallonia? Please rate very low,
low, average, high or very high? Please rate the following:

The wealth of the region

The amount of local people
with education in the region

The amount of unemployed
persons in the region

very low very high very low very high
(Flanders) (Flanders) (Wallonia) (Wallonia)
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14.

How do you rate the following infrastructural factors in the regions Flanders and Wallonia? Please rate very low,
low, average, high or very high? Please rate the following:

wvery low
(Flanders)
The amount of km that you
need to travel from the
Netherlands to the region

The amount of airports,

harbours and other business
terminals in the region

15.

wvery high very low wery high
(Flanders) (Wallonia) (Wallonia)

Which of the 15 factors mentioned had influence on your location choice in Flanders or Wallonia? Please rate no
influence, slightly influential, moderately influential, very influential, extremely influential.

The individualism of companies in the region
The power distance of companies in the region

The degree of uncertainty avoidance of companies in the
region

The masculinity of companies in the region

Percentage of business community that speak Dutch in
the region

The amount of financial incentives available for foreign
companies in the region

The_ annual sales of your type of product or service in the
region

The amount of adaption costs needed to sell your
product in the foreign market

The presence of a large concentrated group of
competitors and suppliers in the foreign market

The growth rate of the market in which your product or
service 15 being sold

The wealth of the region

The amount of local population with education in the
region

The amount of unemployed persons in the region

The amount of km between the Netherlands and the
region

The amount of airfields, ports and other business
terminals in the region

16.

Please specify your gender: ~

Men
Women
Prefer not to answer

no influence extremely influential
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17.

Please specify your age range: ~

18-24

25-34

35-44

45-54

55-64

65 or Above

Prefer not to answer

18.

In which province were you born? ~

4
1.

What is your current position in the company? *

20.

Comments

Thank you for devoting time for answering this survey!!
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