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ABSTRACT
There are more than 100 Portuguese companies in Poland, what makes this Central European country, currently, the 5th most sought destination for Portuguese foreign direct investment. How did these companies select this particular foreign market? The present work seeks to identify the factors that underlie the herding behavior of Portuguese companies when choosing to enter Poland as an international market. On the basis of three case studies of Portuguese firms that internationalize to Poland, we were able to identify two different type of herd behavior: intentional and spurious. Despite the fact that the International Market Selection (IMS) process is a quite common topic of research in international business (IB), there are not many papers that approach IMS from a herding perspective, namely concerning of one specific international target market.
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INTRODUCTION
There are 108 Portuguese companies currently operating in Poland, which makes this Central European country the 5th destination of Portuguese foreign direct investment. What cause this massive selection? Why did Portuguese firms select Polish market? This paper attempts to identify the factors that drive the decision of Portuguese companies to choose Poland as a foreign country to extend their international operations.  We will focus on the concept of “herding behaviour” which is normally associated to the financial literature, namely concerning earnings forecast (see for instance, Bikhchandani and Sharma (2001), Trueman (1994) and Jain and Gupta (1987)). However, the underlying concept can be applied to other contexts, namely in the IMS, even though no examples of herding behavior are reported in IMS literature, to the best of our knowledge. Thus, in this paper we attempt to understand this phenomenon on IMS, using one specific country perspective, Poland; and, a specific group of investors – Portuguese firms. Our main goal is, thus, to identify factors that may assist in the understanding of the reasons why Poland is considered such an attractive as destination for  Portuguese firms, while the other way around, for instance, does not happen. 
After an introduction to the topic, a chapter is devoted to the literature review on IMS and its related concepts, focusing mainly on the systematic and unsystematic IMS, and on the herding behavior idea. A descriptive and non-positivist approach will be used based on three in- depth case studies, of three Portuguese companies that internationalized to Poland: Mota-Engil SGPS, S.A, ControlVet SGPS, S.A., and Mar Ibérica. One of the most relevant contributions of this paper is that two types of herding behavior were identified: the spurious and the intentional behavior. These contributions are further debated under the light of existing literature and some consistencies and discrepancies will be highlighted. The work closes with a section devoted to findings, including theoretical and practical contributions of the study, its limitations and hints for further research.

LITERATURE REVIEW 
The selection of the target market requires many complex and multidimensional strategic analysis that precede the key decision on implementing the strategy defined. This is an even more complicated task when the target market is a foreign one. This paper focuses on the subject of selection understood as "choosing or picking out in preference to others" (Soules, 2014). Literature on IMS refers traditional and relational international market selection, dividing the first one in systematic and non-systematic or opportunistic. In both situations, knowledge is presented as a key factor in the selection. However, gaining knowledge is not always easy and sometimes obtaining it can be very expensive and time consuming. According to Burpitt and Rondinelli (2000) obtaining knowledge is the major challenge in business and without it, little can be done in what concerns IMS. In case firms adopt a systematic approach, they normally follow a formalized decision process, using sometimes sophisticated techniques for data collection and statistical methods to treat the diverse data collected in order to evaluate the attractiveness of potential markets. Some firms use external partners to collect data and obtain knowledge. Others attempt to do it by themselves, analyzing macro and micro environmental data, from internal and external sources. 
This systematic approach process may have different stages according to different authors (Root, 1998; Johansson, 1997; Koch, 2001). However as emphasized by Papadopoulos et al. (2002), these proposed frameworks may not have a practical rational and they may not take into account the specificity of the sector, a question also referred by Annushkin and Colonel (2013). The strategic and experimental dimensions of market selection are not considered either (Gripsrud and Benito, 2005). Furthermore, empirical studies also indicated a gap between theoretical models and the practice of management (Rahman, 2001). And the process suffers also from being too time-consuming and too expensive, especially for SMEs. Studies conducted by Musso and Francioni (2014) showed that only 24.9% of companies indicated the use of a systematic approach, which is probably due to difficulties in the access to information and to knowledge, as well as to the existence of limited resources.
The alternative to the systematic approach is the opportunistic one. Several studies (eg, Kobrin, 1979; Cavusgil, 1985) favor the use of a non-systematic approach to IMS and claim that firms have limited capacity to acquire and process all the information required, and therefore should stick to a more opportunistic perspective to selecting markets (Bradley, 1995). We can observe this approach – non-systematic - in the original Uppsala Model (Johanson & Vahlne, 1977), where firms are believed to internationalize in an incremental way, gradually overcoming the psychic and geographical distance. This behavior is likely without companies questioning what the best alternative solution to that one might exist. In fact, the model does not claim the selection based on specific assessment criteria. It claims, instead, that internationalization should start first by physic and geographically closer markets, moving afterwards to moderately close by markets.
The opportunistic approach is also present in other studies, where authors claim other factors to interfere in the decision to internationalize and that consubstantiates a non-systematic search for opportunities abroad. In fact, there are authors that emphasize the importance of factors such as intuition and experience (Brouthers and Nakos, 2005), for instance, and other apparently irrational decision variables (Ellis, 2000; Musso and Francioni, 2012) in this opportunistic approach. This is particularly noticeable in the case of small and medium-sized enterprises, with less resources to commit to a systematic approach.  The role of factors such as company's stability and resistance to changes is also pointed out (Liberman - Yaconi et al., 2010) as factors that are relevant in this type of decision. In this context, the alternatives used by small and medium-sized enterprises will rather take the form of a non-systematic approach (Stray et al., 2010). They are much more influenced by the minimization of costs associated with the access to information and by their own learning process (Vissak et al., 2012). 
Factors associated with relationships and networks of contacts also appear to be elements that determine decisions on international expansion and selection of a specific market. These factors cannot be ignored (Agndal and Axelsson, 2002) and many decisions are made on the basis of information passed by these contacts, whereas located abroad or not. The studies conducted by Moen et al. (2004) also proved that small and medium-sizes enterprises use, in this process, the mediation of other companies and the same study claims that there is a correlation between the experience in the international business, the selection of the target market and the form of entry. Andersen & Buvik (2002) consider that the choice of the market(s) to serve emerges from the business relational level. In this context “firms’ ties provide channels for sharing knowledge as well as the motivation to do so” (Sharma & Blomstermo, 2003, 744). In 1988, Johanson and Mattson had already pointed out that there are four types of international firms, depending on  their own degree of internationalization and the degree of internationalization of network they belong to. Firms in an initial stage of their internationalization and in a high international environment are considered to be late starters and, as so, they are very prone to learn with the experience of the other members of its network. This network approach suggests that the interdependence and interaction between actors of a network have an impact on all internationalization configuration (Hakansson & Walszewki, 2002). “Networks mean information and experience flows” (Silva et al., 2013, 144). In the same vein, a lot of studies claim that firms learn with their network, thus using a so-called “second-hand knowledge” (Silva et al., 2013). In this situation firms develop observational or vicarious learning (Michailova and Wilson, 2008). They observe others’ actions and its consequences and they absorb this information and transform it in their own knowledge.
Herding Internationalization
DiMaggio and Powell (1983) argue that the imitation of strategic actions of other companies is related with the desire to improve the position and with the pursuit of legitimacy. The organizations considered to be more innovative become subjected to imitation and play the role of leading entities whose actions are reproduced (Haveman, 1993). Results of many studies indicate additionally that this applies also to the imitation of decisions on the location of foreign investments (Guillén, 2002; Henisz and Delios, 2001). Very often this does not concern only the selection of the target market due to the inability of recognize its potential, but it has also to do with the fact that imitators indeed believe that is the way by which foreign operations should be established (Guler and Guillén, 2006). 
When a successful large company decides to internationalize to a specific country, it could start a new drift. This initial move by this firm can work as an instigator and some firms can follow it because they are, for instance their suppliers, or partners, or simply because they firmly believe that by following the others they are doing well. Non-rarely there firms are close to instigators and, because they are close by, they are in a better position to see how the others are acting and, therefore, in a better position to imitate it. In this kind of situation followers use a herding selection. Herding phenomenon is related to decisions taken under the influence of other entities, i.e. the behaviors based on observations of the actions and strategies of similar organizations (Hirshleifer and Teoh, 2003). 
In 1955, Hoffer claimed that “When people are free to do as they please, they usually imitate each other”. Firms are managed by people so, it is possible that firms imitate one to each other too, when they are given the chance to do so. Apparently this behavior is not rational. However, there some situations where it may be considered rational.  
The aspect of mimetic knowledge seems to be very important to SMEs, especially when considering the need to overcome significant internal limitations (most often associated with the availability of resources and their use) faced by companies that make decisions concerning the market selection. To a large extent this applies to small-sized entities, for which the entry into foreign markets is associated with overcoming internal barriers and the need to acquire organizational legitimacy that is considered to be one of the most important external constraints to internationalization (Kostova & Zaheer, 1999). As shown by the research conducted by Haunschild and Miner (1997), organizations tend to implement the particular practice that worked out to other entities. This may take place either in an unaware manner or in a deliberate manner. In particular it involves the mobilization of valuable information that provides the basis for strategic decisions. As stated by Bikhchandoni et al., (1998) when it is necessary to take decisions, we can make our own options and develop our own analysis, or we can make a bypass, accepting as good, options that others make. So, when a first company makes a decision and has success, others believe this first company has made this option on the basis of information that justifies the decision. Thus, we can say that in this situation we are in presence of information-based herding (Banerjee, 1992; Bikhchandoni et al., 1992). “An informational cascade occurs when it is optimal for an individual, having observed the actions of those ahead of him, to follow the behavior of the preceding individual without regard to his own information” (Bikhchandani, 1992: 994).
This is not necessarily a learning process, since learning is the ability to acquire new knowledge that the venture can use in its operations (Zahra and Hayton, 2008). Here it is possible that knowledge is not acquired and it is not about observational learning as referred by Casillas et al. (2009) or vicarious learning, as referred by Bruneel et al (2010). Most of the times it is only about observing the actions and simply imitating them. This way firms will imitate the instigator, generating a herd which, in the future, will be imitated too. On this herding process, firms often do not realize that the individuality of each one can lead to different otputs resulting from the same type of actions. Regarding the international market selection, after some large companies to choose a market as target, a trend is formed and herding selection potentially occurs.
It is also important to clarify situations in which a type of herding different from the intentional that we referred above, occur. We are mentioning the spurious herding, that happen when organizations “facing similar decision problems and information sets, take similar decision” (Bikhchandani and Sunil Sharma, 2000, 281). This is not real herding, according the definition, since in this situation firms “are not reversing their decision after observing other” (Bikhchandani and Sunil Sharma, 2000, 281). They just did it spuriously. 
It is also important to have in mind that sometimes it happens that when firms internationalize they need to contract their domestic providers, case in which these turn into client-following (Groonros, 1999). Client-following firms operate in a network helping and pressuring other firm to go abroad (Majkgard and Sharma, 1998). Erramilli and Rao (1990) claim that client-following strategy is less expensive. Additionally it is a less risky strategy too (Majkgard and Sharmna, 1990). In this situation we a situation in which the client is the instigator and the provider/client is the follower. It is a case in which we can observe a herding behavior but the decision to go into that market is not necessarily because the firm is following the herd, but because they are following the client. We can call this a “spurious herding”. 

METHODOLOGY
In order to describe and explain a business phenomenon, giving that we are considering a real- life situation, the descriptive, non-positivist approach will be used. Much explanatory research done up to date follow this approach (Remenyi et al., 1998).The empirical basis for this investigation will then be provided by cases studies of Portuguese firms that decided to enter into the Polish market. We shall rely on the analysis obtained by three in-depth case studies.  The appropriateness of this research method for the present work is supported by Yin (1984; 2003). According to Yin (2003), a case study is an empirical enquiry that is adequate to being used while investigating a contemporary phenomenon within its real-life context, when the boundaries between it and the context are not clearly evident and in which multiple sources of evidence can be used. Within case study methodology, Yin (2003) distinguishes between single- and multiple-case studies, where the first one stands for analysis of one unique case and the latter for various cases. Eisenhardt (1995) calls for a sample between 4 and 10 cases. This research however, due to limited resources, is based on three cases. In order to enhance the present findings, further research can be performed and additional cases can be added.
The firms were chosen in order to embrace different herding situations. Two conditions were applied to the case firms’ selection: 1) the firm should be registered in Portugal and owned by Portuguese based interests; and 2) the firms should have operations installed/be in process of operation installation in Poland. The case firms´ characteristics are summarized in Table I. Unstructured interviews were conducted with executives of each firm, responsible for internationalization decisions. In all cases, the interviewed was one of the founders, and currently a chairman of the firm. The CFO of Mar Ibérica was interviewed too. All interviews were 1 hour long. Interviews were recorded and later transcribed for analysis. In order to enrich the methodology chosen, additional information sources, such  as  newspaper  articles  and firms’ websites were also used.
CASE STUDIES 
Poland as international market selected by Portuguese firms 
In this section, three cases will be described: the case of Mota- Engil SGPS, S.A, ControlVet SGPS, S.A., and Mar Ibérica All cases concern a single internationalization destination – Poland. The descriptions are based on interviews and supported by various types of secondary data.
Mota-Engil SGPS, S.A
Mota-Engil SGPS, S.A is the market leader in Portugal in the civil engineering and constructions for the public sector. The company was set in 1946 by the father of the current chairman, António Mota, and its first internationalization, to Angola, occurred in the same year. The company has three major business areas: Engineering and Construction, Environment and Services and Transport Concessions, and nowadays the firm carry operations in 19 countries, through brunches and subsidiaries. In 1997, Mota-Engil (ME) began its activity in Poland, through the award of two contracts for the construction and rehabilitation of 142 bridge structures on one of the Polish motorways. They used to work in IMS in a systematic search for opportunities that could be anywhere in the world. 
Since the 80s´, the company has grown substantially due to the great increase in infrastructure development in Portugal, which was triggered by the European Union (EU) funding. The entering and pre-entering funds obtained by EU played a very important role for companies at that time, and allowed for significant investments in terms of construction of infrastructures. As stated by the chairman, António Mota, “at that time it was already clear for the firm that these funds will be further allocated to another place. At a time, the democracy arrival to the Eastern and Central European countries was already expected and consequently, their request for the EU accession. What we expected was that European funds would be drastically reduced for the countries which enter EU in 1986, like Portugal, and will be redirected into Eastern European countries, like Poland, Czech Republic and Hungary. Therefore, in 1995, we took a decision to start looking at these markets.” The company executives were aware that, at that time, the infrastructure level in Eastern European countries was relatively poor and that the percentage of rural population was quite high. Thus a significant urbanization movement was anticipated, and consequently, a great demand for construction work. The company established an initial set of countries: Poland, Czech Republic and Hungary, as target markets, and started looking for entry possibilities in each one of them. The first, most important selection criterion mentioned by the chairman was the “market potential”. “Poland at that time had 30%-40% of rural population that, sooner or later, would move to cities, triggering a great infrastructure development, demanding lots of investment in real estate and construction. Additionally, Poland could be a central point of a whole new business area – Central Europe.” Indeed, in 2010, after a set of acquisitions and mergers, Mota Engil set up in Poland its main division for Central Europe – Mota-Engil Central Europe S.A. “When we think about internationalization, the first thing that comes to our mind is the market potential. And Poland and other Eastern European countries had a huge potential. We are talking about 40 million people, and if we consider the countries around, which we could manage from a single Polish market position, we can talk about 300 million people.” The chairman of Mota-Engil was not only enthusiastic about this market potential back then, as he still is at the present, when he states that: “We hope that one day, Mota-Engil Poland will have enough dimension to reach the Russian market as well, and might also be able to participate in the Ukrainian one. Yes, we think that this is a location with great potential.” The selection of Poland as internationalization destination was, with no doubts, an outcome of firm strategic consideration, as explicitly confirmed by the chairman: “It was a strategic decision at that time. We were not following anything; it was a concretization of our strategy. If we were following something it was the market that we knew will grow.”
The strategy chosen towards internationalization of Mota-Engil to Poland and foreign markets of interest is confirmed by the press release which can be found on the firm’s website. One can read there that: “Foreseeing that the development of Europe will pass through Central Europe, the founder of the Group, Manuel António da Mota, made the decision to analyse the possibility of moving forward the international Group, that far present only in Portugal and Africa. After studying the possibilities of the market entry, Mota-Engil started its activity in Poland in 1997, extending later to the Czech Republic and Hungary (www.mota-engil.pt, in 15th March 2015).” Furthermore one can also read: “Currently, and after 15 years, Mota-Engil is considered one of the leading companies in Poland, operating through the whole Polish territory and from this country to other Central and Eastern European markets. This consubstantiate the implementation of a strategy that passes through the concentration of regional resources in Poland.” (www.mota- engil.pt).
ControlVet SGPS, S.A
The firm was founded in 1999 by the present chairman, João Cotta, and his two minority partners.  ControlVet  operates  in  food  safety  industry,  providing  food  and  water  quality control, assistance to primary production and consultancy services. It is selling its services to other firms from different sectors, such as food production, food distribution, hotels and restaurants. The firm has few operations abroad, namely in Spain, Mozambique, Cape Verde and, since February 2012, also in Poland. In Portugal, one of the largest clients of the firm is Jerónimo Martins Group (JMG), owner of the Portuguese supermarket chain Pingo Doce (with an average market share of 20% in the Portuguese super and hipermarkets). The  JMG  is  also  the  owner  of  the  main,  low-cost  supermarkets  chain  in  Poland  – Biedronka. In recent years, JMG have faced some issues regarding the food quality in their supermarkets in Poland. The procedures regarding food quality control are slightly different from Portugal. In Poland, it is the supplier that carries out the entire quality control process, so the seller is not responsible for making any additional control concerning food distribution.
Therefore, the relationship between quality control firms and the supplier is much closer than the existent relationship between distributors and quality control firms. This may lead to situation where the food quality control firm, on behalf of the supplier is responsible for approving the level of quality of products.  In such circumstances, ControlVet has been approached by JMG with the proposal of providing its food control services for the JMG business in Poland. “We started our operation in Poland because JMG asked us to do so. It was not exactly our plan to start new abroad operations this year”. The founder highlighted that he was aware about Polish market conditions, since other Portuguese firms were operating there with success for many years. However in that particular moment of time, he was not considering entering into Poland. “I was thinking about Poland, of course. I watch news and I read newspapers. But Poland is a 40 million country and the market is quite saturated and very competitive nowadays. When we started our operations in Cape Verde, we were the unique food quality control firm there. Poland is large. Poland is different.” After receiving the proposition from JMG, no further evaluation of the market was conducted. The unique question for ControlVet was how to initiate their operations in the Polish market, as soon as possible. Thus, the firm started to look for a suitable partner in Poland, in order to speed up the whole process and balance its costs and risks. Few contacts with different firms in Poland were attained with the assistance of the Portuguese Investment and International Trade Agency (AICEP) and following this, two companies were selected as the most suitable Polish partners. After various direct contacts with both firms, one of them was selected and in the beginning of 2012 the joint venture has been established.
ControlVet´s founder’ statements can be confirmed by some Portuguese newspapers` articles. In one of them one can read: “ControlVet which operates in the food security sector is acquiring 50% of one company in Poland. The aim, João Cotta, the president of the company, says “is to take advantage of the fact that Jerónimo Martins is our client in Portugal and can be also in the Polish market. (…) In fact, it is a ride on the back of an important group, which is already very well established in the Polish market” (in www.economico.sapo.pt, 17/6/2011).”
Mar Ibérica
Founded in 1987, Mar Ibérica is a Portuguese SME company specialized in processing and marketing deep-frozen fish, seafood and pre-cooked products such as fish sticks and hake filets. The company started its activity by marketing fresh fish. According to Mar Ibérica this experience provided a competitive advantage over its competitors, as this experience offered privileged knowledge about the points of origin of the raw material. With 134 workers, this company, based in Valença do Minho, exports a total of 35% of its production, working with many different countries, such as, Spain, Italy and France, for over more than 20 years.
Mar Ibérica has been a provider of JMG for approximately 12 years. JMG is a very demanding client as there are many restrictive procedures and quality requirements in Portugal. JMG is also one of the largest players in the supermarket field in Portugal, which boosted the company to grow internationally. As mentioned by Martinho Silva, CFO of Mar Ibérica, “we are also evolving somehow, because they [JMG] have a set of rules that they require the supplier to fulfil”.
As pointed out by José Fernandes, another executive of Mar Ibérica, the collaboration between Mar Ibérica and JMG over the years made the firm aware of Poland as a possible new market: “because of our regular supplies from Jerónimo Martins Group, we believed that we could also have some opportunities on one or more specific products to be launch in that country [Poland]”. 
The relationship customer-provider between Mar Ibérica and JMG made the company aware of the potentialities of Poland as a possible new market. In fact, the company accompanied the success of JMG and understood that it was possible, even for a smaller firm, to enter into Poland successfully. Initially, they try to sell their products to Biedronka (the JMG Polish supermarket chain). This process was very time-consuming and complex as they were dealing with the Polish subsidiary and not with the Portuguese MNW. In three years, many visits were made to Poland, many samples were sent out and many product tasting events organised. None worked out, but they never gave up and with the example of JMG and other Portuguese firms in Poland in mind, they decided to establish a partnership with an independent Polish company and entered into the Polish market this way.  
DISCUSSION
The International Market Selection Process
Based on these three case studies, it is possible to verify that a firm decides to initiate its activities in a given country mainly on the basis of three possible reasoning: 1) the firm intends to go international and therefore it looks for a new foreign market where to enter and in this case the characteristics of the market are primarily considered in a framework that assists the firm in evaluating the different alternatives; 2) the firm is presented to a specific opportunity to go abroad which may arise from the fact that it is present in a specific network or having a close relationship with a client; this normally happens when a client request the firm to follow it into the new foreign market that client is entering in; 3) the firm uses other event as a legitimation of its selection, and in this case they are intentionally following the herd. 

The second situation resumes what we can call as a “spurious herding”. We understand this type of herding to be different from the other, the so-called “intentional herding”, more related to a situation in which a mimetic behavior is intentionally pursued in the firm believe that this is the right decision to take. Intentional herding can be spontaneous: firms just decide by their own to follow the herd, whether consciously or not. As for the spurious herding, one may say that even though the decision may be regarded as a herding behavior, it is, indeed, a commitment to follow the client.

In the cases analyzed we can recognize an inclination of Portuguese firms by the Polish market as target market for their investments broad. So, there seems to be evidence of these firms to follow a herding behavior on the bases of a mimetic approach of following larger firms into that market. Mota- Engil, however, seems to be not following anyone. Here is where we understand to be a good example of a systematic approach to IMS, because the firm had no herd to follow initially and because they indeed, as shown in the case, maintain a network of contacts very active in pursuing potential opportunities abroad. This is, of course, an imperative of a business that depends on applications to projects that occupy firm’s capacity for some years but not permanently. 
The other two cases describe two different attitudes, both herding, one spurious and one intentional. In the first case there is a traditional client-following (very usual at service services, as claimed by Fitzsimmons and Fitzsimmons (2010)) approach. The company ControlVet seemed to have chosen Poland because they were following the herd. However, they did not embark in that market entry because of that, but rather due to a request from a client that was already there. As for MarIbérica, we understand they followed a true herding approach because they intentionally looked for opportunities in Poland due to what they have regarded to be the experience of other large firms there, namely the JMG. So, this was an informed decision on their side, based on information they obtained just by observing other’s experience in that country.

The present research establishes some important ties to the existing literature. Firstly, the case studies confirmed the generally assumed division of IMS approaches for systematic and non-systematic (or opportunistic) approach (Papadopolous & Denis, 1988; Andersen & Buvik, 2002; Brewer, 2001). Furthermore, the study shows that the systematic approach is more likely to be used by firms that intentionally seek new foreign markets to enter. The decision drivers in this case are expected to be mostly market-related. According to Dunning (2000), firms seek to establish their activities where they can enjoy the best advantages, which could be verified with the words of Mota-Engil’s chairman. This Portuguese company has chosen Poland, due to expected inflow of EU funds. Hence, Poland presented itself as the most profitable market to invest at that given time. Just as stated by Brouthers et al (2009), the systematic approach allows us to regard IMS as a process that balances firm and country-market characteristics. Firms acting like this, believe their decision is not based on other firm’s actions, but rather on their understanding that they are indeed taking advantage of good opportunities to pursue in that specific market. This is more common in larger firms with more resources committed to internationalization decisions.
On another hand, and echoing Cavusgil (1985), small and medium sized firms tend to use the non-systematic approach. Then, the selected countries are not the result of a strategy that pushes to go for the for most profitable allocation of resources, but for a response to changing conditions in the firm environment. This statement is reflected in the ControlVet and Mar Ibérica cases. Both opportunistic. However, while in case the opportunity flourished due to an invitation on a client side, in the other, the opportunity showed when a herd of firms going into Poland became an evidence. 
In fact, the ControlVet’s internationalization to Poland was a response to a client request. In accordance with Cavusgil and Godiwalla (1982), the IMS applied to small companies like ControlVet, is closely linked to relationships and networks, personal and professional experience. For ControlVet, the firms’ existing network was central for the decision on the internationalization to Poland. The market itself was not directly chosen by the firm (even thou a herd of firms decided to serve it), but it was determined by its customer - JMG. Additionally, the ControlVet case it shows that in case of client-following phenomenon, the foreign market characteristics are not of that much importance, since the firm is primarily focused on how to enter the given market, instead of appraising its attractiveness. This situation can be regarded as a spurious herding and it is not a spontaneous situation. It is rather based on existent relations.
The cost of gathering the relevant data is likely to be the barrier for SMEs to use the systematic approach. In this situation firms can use the intentional spontaneous herding, based on an informational cascade. Mar Ibérica is a small firm that understood that it could select international market in a less costly way. Firm recognized legitimacy to JMG decisions and followed this group. This is in line with the idea of information-based herding: firms use others actions to base their option; firms believe that if the larger firm is successful it is for sure because they have good basis in which to ground their decision.

These cases highlight that herding can be a rational way of select international markets. It is less time-consuming and apparently less risk, even though the reasons for the success of one company abroad may not apply of a firm from a different dimension, a different sector, with a different endowment of resources... 
It is also important to note that the followers of followers (laggards) could be very distant from the original information source of knowledge and for them it could be complicated to realize if the knowledge that was important to others, is equally important to them. Other problem that may arise is that, as time goes by, the same market evolves and knowledge that was useful before, may not be updated any longer.

These cases also illustrate the key role of networks in the internationalization process, as it was already pointed out in 1987, by Johanson and Mattsson. The network can be a source of international opportunities by itself, or it can serve as an instigator to firms. In both ways it could give rise to an opportunity to regard relationships as an asset.

CONCLUSIONS
The present research was meant to identify factors that drove the trend of Portuguese companies choosing Poland as a foreign country-market to enter. In order to respond the research question, three case studies were presented and the following has been identified: a larger firm was understood to have a systematic approach to IMS; the other two cases represented two SME both displaying an herding behavior, but of a different type: while one was considered spurious, the other was considered intentional. In both these last cases, the specific foreign market was not directly selected by the firm. In the spurious situation, the following decision was not the herd, but an instigator. 
Theoretical contributions
The general separation of IMS possible approaches into systematic and non-systematic one is supported in this study (Papadopolous & Denis, 1988; Andersen & Buvik, 2002; Brewer,
2001). However, there are situations where it is important to understand what other firms are using as decision criteria. It is also confirmed by this study that the systematic approach is more likely to be adopted by large companies and that the non-systematic one is normally chosen by small and medium enterprises. This is due to the fact that SME cannot afford the considerable effort that the systematic approach represents. Thus, the main reason why SME are likely to use the unsystematic approach is that they simply cannot financially afford a different one. The study has also shown that the market characteristics are decisive when firms intentionally seek a foreign market to entry, but are of much less importance in case of country selection as a response to arising business opportunity. In the ControlVet case, the market was directly selected by the company through evaluation of different alternatives, but it was “imposed” by the opportunity that having an already know client there represented. This is a case of intentional (relational) herding. Other situation occurs when firms understand that there is an information cascade and they use it to select the market: intentional herding. Getting knowledge is a time-consuming costly process, imitating the others action is a way of overcome this constraints. So, we can attempt that not all herding is intentional, and in the intentional case we can distinguish between relational or spontaneous herding. 
The increasing relevance of firm´s network is clearly shown in this study and one can add another benefit of firm´s relationships to the ones already identified by Johanson and Mattson (1987) and Dunning (2001b), namely, the firm´s existing relationships may lead to international expansion of the firm.
Practical contributions
This paper allows to understand better what factors caused the Portuguese companies to choose Poland as a foreign country-market for their operations. The study identifies two different reasons that made Portuguese companies to choose Polish market: 1) Poland was selected because of its market characteristics and 2) Poland was selected as a firm response to an arising opportunity.
The findings of the study provide an interesting insight for other Portuguese companies wishing to expand their operations into international markets, presenting herding as a rational option. Firms must understand which firms they can imitate and which idiossincracies may be due to the instigator/initiator first mover advantage, industrial sector, networks of contacts, management team, etc. But they should also keep in mind that this approach, of well conducted, may comprehend significant cost savings (in resources and in time). Furthermore, approaches can be complemented: the opportunity may be the result of this herding behavior, but specific information may be also looked up, for instance, through secondary data sources, or even the combination of other previous experiences, which can represent a relevant alternative as a rational management decision.
Limitations and suggestions for future investigation
One of the limitations of this study is its restricted number of presented case studies since, due to time and resources constraints, it was not possible to realize more interviews with other Portuguese firms also active in Poland, which could have bring more robustness to our conclusions. It would be also interesting to continue the interviews  with Portuguese companies that have their operations in Poland, in order to get a deeper understanding of the herding behavior. And observe, from a financial point of view the performance results of instigators and followers. Divestment decisions could also shed light to other factors not mentioned in this study.  It would have been interesting to understand if in this situation, other firms would have understood this as a signal that refrained them from following the herd. 
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Table I - Case firms characteristics
	Case
	Firm
	Indsutry
	Employees
	Entry date in the Polish market

	1
	Mota-Engil SGPS
	Engineering & Construction
	± 19.400
	1997

	2
	ControlVet SGPS
	Food Safety
	131
	2012

	3
	MarIbérica
	Frozen & Processed Food
	134
	2013




1 Companies dimension classificatin according to Portuguese labor regulations: Código do Trabalho, Art.100, nr 1c, d. According to this regulation, large enterprise has more than 250 employees and medium enterprise between 50 and 250.
