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Figure III.1 Examples of different market entry modes and the distribution decision
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Figure III.2 Classification of market entry modes
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Figure III.3 Examples of the different market entry modes in the consumer market
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Learning objectives

 Identify and classify different market entry 

modes

Explore different approaches to the choice of 

entry mode

Explain how opportunistic behaviour affects the 

manufacturer/intermediary relationship

 Identify the factors to consider when choosing a 

market entry strategy
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What is this?

An institutional arrangement necessary 

for the entry of a company’s products 

and services into a new foreign market 

is known as an ______.

Entry mode
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Types of entry modes

Export

Intermediate

Hierarchical
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Rules for choosing 

mode of entry

Naive rule

Pragmatic rule

Strategy rules
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What is this?

Which rule for choosing a mode of entry 
is based upon selecting the mode that 
maximizes the profit contribution over 
the strategic planning period subject to 
(a) the availability of company 
resources, (b) risk and (c) non-profit 
objectives? 

Strategy rule
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Transaction cost approach

Opportunistic 

behaviour of 

export intermediary

Opportunistic 

behaviour of 

producer

VS
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Export intermediary 

responses to opportunistic 

behaviour of producer

 Establish personal relations with 

producer’s key employees

 Create an independent identity in 

connection with selling producer’s 

products

 Add further value to the product
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Figure 9.1 Factors affecting the foreign market entry mode decision
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Source: The textbook’s Case I.1, p. 147 
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Source: adapted from different public sources.
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Questions for discussion

 Why is choosing the most appropriate market 
entry and development strategy one of the most 
difficult decisions for the international marketer? 

 Do you agree with the view that LSEs use a 
‘rational analytic’ approach to the entry mode 
decision, while SMEs use a more 
pragmatic/opportunistic approach?

 Use Figure 9.1 to identify the most important 
factors affecting the choice of foreign entry mode. 
Prioritize the factors.  


