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Abstract
[bookmark: _GoBack]The low Portuguese investment in Romania, opposed to Romanian business market opportunities, raises the question: “Why the Portuguese companies are not prioritizing investing in Romania?” In order to answer this question, this article aims to identify the key factors that inhibit Portuguese investment in the Romania Business Market (RBM). To achieve the proposed objective, were performed personal interviews with the Millenium BCP Director (Portuguese Service/Bank CEO), the Copefi OEM Autoparts Director (Portuguese Industrial CEO), the Romania Honorary Consul General in Portugal (Romania public agent), and Management PhD Professor (Romania academic agent) in order to get a full view of RBM. The results show that there are cultural, market and management barriers, which directly influence the Portuguese investment in Romania. 
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1. Introduction 
On the last years, Portuguese entrepreneurs have been looking around the world for new business opportunities, to overcome difficulties generated by the recent international financial crises. 
In this quest, the Central and East European market gained prominence for offering high potential in innovation, recognized as important technological development region (FT, 2014). Inside this zone, Romania has been a relevant host of international companies, providing efficient and competitive business environment (Mãrginean and Toma, 2011).
Thereby, recognizing the Romanian market potential, the foreign direct investment (FDI) in the country has been growing. Since 2011 until 2013, the Romania FDI level notice an increase of 62%, jumping from 1.7 to 2.489 EUR million. Thus, taking advantage of this emerging market, professedly, Netherlands, Austria, Germany, France and Italy has been continuously doing business in the country (NBR and NIS, 2014). 
The investment trend of these five nations, ratified by the Romanian business opportunities, confirm how much is opportunistic to invest in Romania. However, in 2013, only 0.4% of total FDI in Romania had Portuguese origin, corresponding exactly to 245 EUR million invested (NBR and NIS, 2014).
This low Portuguese investment flow, opposed to great Romanian market potential, raises the question: “Why the Portuguese companies are not prioritizing investing in Romania?” In order to answer this question, the article will identify the key factors that inhibit Portuguese investment in the Romania Business Market (RBM). 
To achieve the proposed objective, were performed personal interviews with three kind of Portuguese business player and one Romania academic agent, all with deep expertise and in the RBM. The results will show these key factors, intending that knowledge generated makes useful to support investors who want to pursuit a business opportunity in Romania. 
Considering the presented arguments, this article is structured in five sections. Besides this introduction, section 2 presents a brief literature review of business internationalization and RBM, while section 3 accounts for the research methods used and section 4 presents the results obtained and discussions. Finally, section 5 presents the conclusions.
2. Theoretical Review
This theoretical review will address, firstly, the main concept of business internationalization follow by the basic mechanism of internationalisation describe by Johansson & Vahlne (2009), called the Uppsala model.  In addition, the top barriers and drivers to internationalization will be discussed aiming understand in general way the difficulties and motivations that implicate in the internationalization process. Lastly, will be exposed the Romania Business Market (RBM) information, especially about its characteristics, its foreign trade, and its investment opportunities. 
Business internationalization 
In times of global economy, many companies look to expand their operations, crossing its own country borders, seeking for maximisation of its opportunities, understanding this behaviour as a requirement for a business success (Saixing et al., 2009). 
This phenomenon described is “internationalization”. According Welch & Luostarinen (1999, p. 84), internationalization is “the process of increasing involvement in international operations”. 
To establish this process is necessary to perform some steps. Johansson & Vahlne (2009) through the Uppsala model describe the basic mechanism of internationalisation, which is composed by State and Change Aspects. The first “State Aspects” contains two factors: “Knowledge Opportunities” and “Network Position”. The second “Change Aspects” contains more two factors: “Relationship commitment decisions” and “Learning, creating and trust-building”. 
Figure 1. The Basic Mechanism of Internationalization: State and Change Aspects — the Business Network Model (Source: Johanson and Vahlne, 2009).
In the State aspects side, “Knowledge opportunities” means that the company in its process of internationalization need to obtain information about the foreign market chosen, in order to identify needs, capabilities, strategies, networks and opportunities. In addition, the “Network Position” means that the company and its partners must have equal balance in their levels of knowledge, trust and commitment of business operation in order to promote successful internationalisation. 
In the “Change Aspects” side, the “Relationship commitment decisions” means that when companies face problems and/or opportunities on its international operation, they need a strong and fair relationship with its business partners, looking for provide resources that allows a choice of optimal decision. At last, the “Learning, creating and trust-building” means that all internationalization process need be based on trust, confirming this confidence makes easy the operations management, and therefore the achievement of the expected results (Johansson & Vahlne, 2009).
Considering this basic mechanism of internationalization, Costa e Silva et al. (2012) conclude that the main key for start-up the internationalization process is the international market knowledge, highlighting that usually companies choose markets with similar characteristics to its local market. 
In addition the same authors state that this market knowledge, firstly, can be collected by own company or, resulting from partners’ experience, which in this case Brunelli et al. (2010) calls as “inter-organizational learning”. 
Thus, considering the generation of knowledge as main key for internationalization, is important identify the barriers and drivers to internationalization. 
Top barriers and drivers to internationalization
Identify and understand the barriers and opportunities about the new market intended are as important data input in the process of knowledge management for internationalization. Therefore, studies with these objectives were developed in order to provide directions to manager’s deal with these kinds of operations. 
About this subject, a study carried out by the Organisation for Economic Co-operation and Development (OECD) in partnership with the Asia-Pacific Economic Cooperation (APEC), revealed, through survey conducted with small and medium-sized enterprises (SMEs) and policymakers, the main barriers and motivations for SMEs internationalisation. The results, first for the barriers, were published in rankings according the experience of both players (Table 1 and 2). 
Table 1.  Barriers ranked by SMEs using the top ten ranking method (Source: OECD-APEC, 2008).
Table 2. Barriers ranked by Member Economies using the top ten ranking method (Source: OECD-APEC, 2008)
Among the barriers described in the two tables, OECD (2009) highlights four as top: 1) Shortage of  working  capital  to  finance  exports; 2) Limited information to locate/analyse markets; 3) Inability to contact potential overseas customers; and 4) Lack  of  managerial  time,  skills  and  knowledge. 
About the first highlighted barrier, OECD (2009) ratified the financial limitations how a leading barrier to the internationalisation of SMEs. Then, about the second highlighted barrier, EFIC (2008) ratifies that the information  gaps  remain  a  critical  challenge  to  internationalization,  even  in  the  current  era  of  extensive information availability. Now, about the third highlighted barrier, Barnes et al. (2006), Crick (2007) and Rundh (2007) corroborates that inability to contact potential overseas customers as a top problem to develop internationalization operations. Lastly, Smith et al. (2006) and Vivekanandan & Rajendran (2006) mentioning the main difficulties in internationalizing arising from limited managerial knowledge.
Then, the results of OECD (2009) about the motivations that lead companies to internationalize cover other four top factors: 1) Growth motives; 2) Knowledge-related motives; 3) Network/Social ties and supply chain links; and 4) Domestic/Regional market drivers. 
About the first top motivation factor, Orser et al. (2008) ratifies that the growth opportunities in association with foreign markets composes a key driver of business internationalization. In sequence, about the second and third top factor, Kocher & Buhl (2007) agree that the search for knowledge assets and the process of taking advantage of collaborative links can drive SMEs into international markets. Lastly, about the fourth top factor, Lopez (2007) explains that companies seek to internationalize when faces a less favourable domestic conditions to produce and/or sell its products. In addition, in the same factor, Milesi et al. (2007) confirms that the companies tend to internationalize when they operate in a sector characterised by high levels of export intensity and the local market has relevant presence of foreign buyers. 
Understanding the main barriers and motivations involved in the internationalization process of firms, to complete this theoretical review, the next topic will be addressed the Romanian Business Market (RBM) with a brief characterization.
The Romanian business market (RBM)
Largest country in the Southwest Europe, Romania has a relevant geographical position for making borders with five countries: Bulgaria, Moldova, Ukraine, Hungary and Serbia. In addition, Romania has the important Natural resources as small reserves of oil, wood, natural gas, coal, iron ore, salt and hydropower (IMF, 2014). 
The estimated population of 19.93 million in 2014 is 97.7% literate, and has a life expectancy of 73.8 years. In the ranking of HDI 2014, the country is in 54th place (UNDP, 2014).
Latterly, Romania is an important player on European business market. This relevant position was achieved, mainly, after Romania joined the European Union. According KPMG (2014, p.3) “EU accession in January 2007 acted as a stimulus to investment and the economy showed strong growth before the recession hit”. 
Moreover, seeking for partnerships to economic development and consolidation of international business market, Romania established relationships with many important international organizations. These organizations are, the United Nations, the World Trade Organization (WTO), NATO, the Council of Europe, the European Bank for Reconstruction and Development (EBRD), the International Monetary Fund (IMF), the Organization for Security and Cooperation in Europe (OSCE), the Central European Free Trade Area (CEFTA), the United Nations Conference on Trade and Development (UNCTAD) (KPMG, 2014). 
This international scenario contributed for RBM growing, and the current economic data demonstrates this. The GDP (Gross domestic product) display a 0.7% increase in 2012, followed by a 2.4% increase in 2013 and 2.8% in 2014. Is important stress that the Romania GDP in 2014 (US$ 200.47 billions), was composed in 59.4% by service, 34.2% by industry and 6.4% by agriculture. In addition, the RBM growth also was appointed by reduction in rates of inflation and unemployment. The inflation rate falling from 6.1% in 2010 to 3.2% in 2014, and unemployment falling from 7.3% in 2010 to 6.7% in 2014 (EIU, 2015).
To maintain prosperity in the RBM, the local government has set four priorities for 2014-2015. The first priority is promoting investment and improvement of services provided in the energy and transportation sectors. The second is launching of 5 IPOs for main energy companies owned by the state. The third is providing assistance to help young Romanian citizens access the labor market more easily. The fourth and last priority is introducing fiscal policies to stimulate internal demand (KPMG, 2014).
Romania’s foreign trade
The foreign trade of Romania presented in 2013 increase 46.9% if compared to 2009 (from US $94.9 to $ 139.3 billion). In the ranking of the UN/UNCTAD 2013, RBM ranked as the 45th world market, being the 50th exporter and the 43th importer. Between January and October 2014, the trade in RBM increased by 5.7% compared to the same period of 2013, reflecting growth of 3.1% in exports and 8.1% in imports (ITC, 2015).
In RBM international transactions are representatively active both in exports and imports. Romania's exports is mostly to European Union countries, which absorbed about 70% of the total. Individually, Germany was the main destination of the country sales, with 19.4% of the total, followed by Italy (11.7%), France (6.8%), Hungary (6.8%), Turkey (4.4%), UK (4.1%), and Bulgaria (3.4%). The EU countries are also the main suppliers of the RBM. Between January and October 2014, amounted to approximately 75% of the total. Individually, Germany was also the main supplier of goods to Romania with 19% of the total, followed by Italy (10.8%), Hungary (7.8%), France (5.7%), Poland (4.6%) and Kazakhstan (4.2%) (ITC, 2015). 
Regarding the traded goods, the export basket of Romania is composed of products with high added value. Between January and October 2014, the electrical machines (wire and cable, telephony equipment, frames and panels, cutting machines, water heaters, television sets) were the main group of products exported, representing 15.5% of the total. Followed by car components (parts and accessories, automobiles, tractors) with 14.1%, mechanical machines (air pumps, engines, refrigerators and freezers) with 10.5%, and fuels (crude oil, electricity and petroleum gas) with 6.4%. 
In addition, the import basket of Romania is concentrated in machinery and fuels. Between January and October 2014, electrical machinery (telephony equipment, wire and cable, cutting devices, integrated circuits) were the main group of products imported representing 14.5% of the total, followed by mechanical machines (air pumps, computers, liquid pumps, motors) with 12.4%, fuels (crude oil, refined petroleum oil, coke and gasoil) with 9.5%, automotive (parts and accessories, automobiles, tractors, vehicles for transportation of goods) with 8.1%, and plastic (polyacetal, ethylene polymer) with 5.4% (ITC, 2015).
Romania investment opportunities 
Considering RBM as a promising market, with growth indices consolidated and consequent need for new infrastructures, many opportunities to invest takes place. According the Factor Regional Development Center (FRD), one of the pioneer privately owned market entry, business consulting and M&A (Mergers & Acquisitions) firms in Romania, set up in 2000, are twelve the key sectors of potential opportunity for export to the country, for sourcing production and for investment. These sectors and opportunities will be describe in the table 3. 
Table 3. Opportunity for export, sourcing production and investment in Romania (Source: FRD, 2015).
To explore these opportunities is important know the RBM strengths and weaknesses, and some crucial instructions on how to deal with these factors.
Table 4. Strengths and weaknesses to invest in Romania (Source: AICEP, 2012)
According AICEP (2012), exist six crucial points to deal with these RBM opportunities, strengths and weaknesses. At first, is know the Romanian entities involved in the business creation and maintenance. Second is know that in Romania has a particular business operation mode that requires prior knowledge. Thirdly is establish legal certainty through local lawyers.  Fourthly is possess financial resources enough to face the RBM risks. Fifth is know the investment payback usually occurs in long-term, and lastly consider partnership with Romanian companies as strategic point to business development.
About this theoretical reference built, is important understand how occurs the business internationalization process, especially about the main barriers and drivers, and how this process fits within the RBM, according its strengths, weakness and opportunities.
3. Research method
As to the nature, this research is classified as applied. In relation to the objectives, this research is descriptive and exploratory. As for the approach, this research is classified as qualitative using the case study method. 
According Yin (1984, p.25), a case study “investigates a contemporary phenomenon in its real-life context”. In sequence, according Dubois & Araujo (2004), confirms that industrial network researchers frequently use qualitative case studies, because they enable analysis of problems in settings with unclear boundaries (Halinen & Törnroos, 2005). 
Within the case study framing we rely on the principles of systematic combining. According Dubois & Gadde (2002, p.554), systematic combining is expressed as  “a process where  theoretical  framework,  empirical  fieldwork  and  case analysis evolve simultaneously and it is particularly useful for development  of  new  theories”.
In order to answer the research objective, which is “identify the key factors that inhibit Portuguese investment in the RBM”, this study took place in four stages: at first, the bibliographical research, in order to determine the research background. Second the definition of key agents categories and selection of these agents to interview. Thirdly, the development and analysis of interviews, and lastly the validation/improvement of theory, made by comparison of the information obtained with the theoretical reference researched. 
The first stage was made through consultation in relevant bibliographic databases and also public documentation and news about Portugal investment in Romania. The second stage was developed according the authors, which defined four categories as key informants for interview, both with thorough knowledge about RBM, being: an Industrial CEO (owner of auto-part company), a Service CEO (bank director), a Public agent (diplomatic function), and a Scientific agent (research professor). The detailed profile of interviewers will be described below.
Table 5. Interviewer’s profile
Is important ratify that both interviewed CEO are Portuguese, working in Portuguese companies, and has/had relevant business activities in Romania. Also is important ratify that the public agent selected for the interview is Portuguese and works for the Romanian government. Lastly, the scientific agent is a Romanian PhD professor in business management. The choice for these kinds of agents (industrial, service, public and academic) was intending to provide different and crucial views of the RBM. 
Figure 2. Full view of RBM provide for different kinds of agents.
The third stage, the “interviews”, were carried out through a script of questions, organized into five factors: motivations to invest in RBM, barriers to operate in RBM, team skills to operate in RBM, current RBM evaluation and future RBM scenario. All interviews was executed one by one individually, in order to avoid information conflict. Each interview was booked every three days, being one day for collect/recording information, one to transcribe and one more to analyse. The interviews development happened in the dates, locations, hour and duration described below. 
Table 6. Date, local, hour and duration of interviews.
The transcription and analysis process of each interview was conducted per interviewer with support of software QSR NVivo 10, and then compared, in order to ensure reliable data. 
The last stage, “the validation/improvement of theory”, is part of systematic combining approach, that allowing verify if the information collected in interviews, particularly on investment barriers, match or not with the investment barriers already identified by theory.
4. Results and discussion
Results
According the information provided by Service CEO interviewee, the barriers to investment in RBM were framed in market and management scopes.  
Market scope, firstly related to the form of making business and the networking installed RBM, which is controlled by public agents and politicians, wherein many times the corruption takes place as a way to guide actions. Then, again in the Market scope, the other barrier is linked to high competition in RBM, which the interview highlighted the Banking business. He explained that the Romanian banking market is highly internationalized, with many players in activity, what makes a saturated market.  
In the Management scope, especially about human resource, the interviewer pointed out that exist different efficiency standards from Portuguese to the Romanian. He also stated that Romanian workers needs to be followed very closely to make sure objectives and goals are being accomplished, being very easy they get “distracted” and out focus. In his general view, the RBM is not profitable for a newcomer investor.
According the information provided by Industrial CEO interviewee, the barriers to investment in RBM were framed in market and management scopes. 
For the Industrial CEO the main barrier is related to nature of RBM, presenting high bureaucracy and difficulty in establishing communication and dialogue with the governmental organizations. He also mentioned that these problems occur with any kind of governmental organization, from the electricity provider, to the security inspection, or project evaluation. The CEO ratified that every action takes time, deadlines are not respected, and very easily, processes/projects are lost on time, showing clear inefficiency of the public system. Finally, in the scope of market barriers, the CEO cited the government corruption as a direct problem in the business management.  
In the Management scope, the interviewee ratified the government's failure in order to provide ideal structure for production. For instance, in this case, it was told that sometimes exist electricity blackouts, during a significant period, without getting a reasonable explanation, which leads a production interruption. 
According the information provided by Public Agent interviewee the barriers to investment in RBM were framed in cultural and management scopes.
Firstly cultural, because in the Consul opinion the Portuguese entrepreneurs not see the Eastern Europe countries, especially Romania, as investment opportunity. The Consul ratified that in the last years the Portuguese companies focused their investments on the African countries, mainly Mozambique and Angola, excluding Romania of its investment portfolio. In this sense, not exist many successful examples of Portuguese business stories, that encourage other Portuguese companies invest in the RBM.  
In the Management scope, a financial problem emerge. According the interviewee, the Portuguese companies are unknown in Romania, so financing projects is not easy, there is no past, no business stories, to grant and guaranty bank loans/investments.
According the information provided by Academic interviewee (PhD Professor), the barriers to investment in RBM were framed in market scope.
For the interviewee the RBM networking is not easy to understand and control, traditionally it is a very bureaucrat country. For example, there are a need of papers/documents (stamps) for every single business act. Due to this enormous governmental “machine”, corruption is installed, hindering the entrepreneur’s actions.  
The table below shows the summary of key factors that inhibit Portuguese investment in the RBM according each interviewee source, structured by NVivo.
Table 7. Key factors that inhibit Portuguese investment in the RBM structured by NVivo.
Discussion
According the Table 6, was been identified eleven barriers. Among these eleven, market barriers as “bureaucracy” and “corruption” had greater correspondence being highlight for three of four interviewed agents. 
According Fredriksson (2014), high bureaucracy favors the existence of corruption. About the influence of corruption in the foreign investment, Castro & Nunes (2013, p.61), ratifies that “countries where corruption is lower, the FDI inflows are greater, and so controlling corruption may be an important strategy for increase FDI inflows”. 
In addition, is important realize that market barriers as “unprofitable market” and “lack of business opportunities” are critical barriers cited by Service CEO. These two barriers is considered critical because a bank agent expert in foreign investment has observed it. To Qiu (2003), foreign investors choose markets to invest when they offer clear business opportunities, allowing attractive profits. 
Lastly, about Market barriers found, the difficult to obtain RBM knowledge is referenced by PhD Professor must be recognized also as a critical problem. Is important remember that the main input for run the basic mechanism of internationalization claim by Johansson & Vahlne (2009) is the knowledge. Costa e Silva et al. (2012) corroborate with this statement when explains that main key for start-up the internationalization process is the international market knowledge.
In the management scope was identified three barriers. The first is connect to human resource, the second is link to financial and the last refers to operational issues. 
Firstly, for the Service CEO interviewed, exist problems in establish a management by results with Romanians. Kontinen & Ojala (2010) corroborate with the interviewee statement when confirms that, a psychic distance, for instance characterized by different styles of working and management, induces critical problems in the internationalization process. 
Second, a financial barrier was reported. In this matter, the public agent interviewed emphasized an existence of weak monetary power by Portuguese companies, causing low competitiveness in the RBM. According Sui & Baum (2014), financial resources by itself and their consistent application in innovative actions is an important tool for company’s survival in overseas markets. 
Lastly, in Management barriers found, the Industrial CEO interviewed reported the absence of ideal structure for production, mostly caused by the public services inefficiency. About this barrier, Habib & Zurawicki (2002, p.291), explains that inefficient infrastructure scenarios like this act as foreign investment inhibitor, being the corruption sometimes responsible for this inefficiency.
Finally, barriers classified as cultural was identified. In this barrier nature, the Public agent interviewed described that the Portuguese entrepreneurs not recognize opportunities to invest in Eastern Europe countries as Romania. The scientific literature calls this lack of vision as “Managerial Myopia”. According Laverty (2004), the Managerial myopia means that firm’s decisions are always direct to obtain short-term gains, being adverse to plan and effective long-term strategies. 
In the case of business internationalization, is known the necessity of collect and learn about the market knowledge as start-up process. Also is known that this process takes time and long-term planning, which is impossible accomplish for those companies that have this kind of myopia.
5. Conclusions
This article aimed identify the key factors that inhibit Portuguese investment in RBM. Is believed that this goal was successfully achieved, especially when was appointed barriers which is not referenced in the current scientific literature. 
The new findings that worth highlights is the “Managerial Myopia” existing by the Portuguese investor and the difficulty in follow efficiency standards by the Romania partners. Firstly is important stress the necessity that the Portuguese investor has in change his ways of exploring new markets, being less conservative and more open to innovation and partnerships, mainly with the aim of get sufficient funds to start investments. Second, is important that the Portuguese companies think in new methods to manage people, in order to adapt to Romania working culture, assuming that adapt to a new reality is easier than changing this reality. 
In addition, the other barriers need be excluded to stimulate the Portuguese investment in RBM. Firstly, the Bureaucracy need be substituted by assertive and simplified procedures, and in consequence, jointly with a policy reform, the corruption levels will be diminished. Without corruption, the Romania government will be able to leverage their investment in infrastructure, promoting efficiency in public services and consequently an ideal structure for production. 
As can be seen the development of ideal scenario for Portuguese investment in Romania depends on a joint effort, being on the one hand a Portuguese investor who need review their business practices and strategies, and on the other hand the Romanian government that needs understand and supply the foreign investors requirements.
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Figure 1. The Basic Mechanism of Internationalization: State and Change Aspects — the Business Network Model (Source: Johanson and Vahlne, 2009).
	Rank
	Description of barrier

	1
	Shortage of working capital to finance exports

	2
	Identifying foreign business opportunities

	3
	Limited information to locate/analyse markets

	4
	Inability to contact potential overseas customers

	5
	Obtaining reliable foreign representation

	6
	Lack of managerial time to deal with internationalisation

	7
	Inadequate quantity of and/or untrained personnel for internationalisation

	8
	Difficulty in matching competitors‟ prices

	9
	Lack of home government assistance/incentives

	10
	Excessive transportation costs


Table 1.  Barriers ranked by SMEs using the top ten ranking method (Source: OECD-APEC, 2008).

	Rank
	Description of barrier

	1
	Inadequate quantity of and/or untrained personnel for internationalisation

	2
	Shortage of working capital to finance exports

	3
	Limited information to locate/analyse markets

	4
	Identifying foreign business opportunities

	5
	Lack of managerial time to deal with internationalisation

	6
	Inability to contact potential overseas customers

	7
	Developing new products for foreign markets

	8
	Unfamiliar foreign business practices

	9
	Unfamiliar exporting procedures/paperwork

	10
	Meeting export product quality/standards/ specification


Table 2. Barriers ranked by Member Economies using the top ten ranking method (Source: OECD-APEC, 2008)
	Sector
	Opportunities

	Agricultural Machinery Manufacturing And Import
	Brands, Technology, Know-How, Equipment, Facilities, Tools, Quality Control, EU Financing.

	Furniture Manufacturing and Export
	Materials, Components, Accessories, Brands, Technology, Tools And Equipment, Facilities, Know-How, Quality Control, Storage, Retail.

	Grape and Wine Production
	Equipment, Machinery, Technology, Know-How, Quality Control, Packaging, Storage, Retail, Merchandising, EU Financing.

	Food Production and Import
	Ingredients, Brands, Technology, Facilities, EU Funding, Packaging, Quality Control, Temperature Controlled Storage, Retail, Merchandising.

	Pharmaceuticals Production
	Chemical Substances, Technology, Facilities, Know-How, Quality Control, Brands, Packaging, Storage, Retail.

	Health Services Market
	Facilities, Equipment, Devices, Consumables, Special Construction Materials, Laboratory, Private Health Insurance, Tenders

	Medical Devices Import
	Brands, Products, Equipment And Consumables, Logistics, Tenders

	Mining Industry
	Technology, Equipment, Know-How, Facilities, Quality Control, Minerals Recovery, Environment Protection

	Business Process Outsourcing 
	Services, Expertise, Employment, Technology, Training, Software

	Shipbuilding and Repair Market
	Facilities, Technology, Equipment, Tools, Services, Quality Control

	Port Logistics
	Technology, Equipment, Tools, Facilities, Services, Quality Control

	Machine Tools Production and Import
	Technology, Equipment, Tools, Facilities, Knowhow, Quality Control, Brands


Table 3. Opportunity for export, sourcing production and investment in Romania (Source: FRD, 2015).
	Strengths
	Weaknesses

	Free and open market.
	Insufficient road infrastructure.

	Strong appetite for consumption.
	Low safety in road traffic.

	GDP increase in the forecast.
	Low availability of distribution networks.

	Community Support Framework 2007-2013 very significant (EUR 19 billion).
	High finance fees (above 10%).

	Transparency in the use of Europeans funds
	High levels of bureaucracy.

	Platform for business in borders markets.
	Undeveloped Corporate culture. 

	Funding available for transport and environment modernization.
	Ineffective marketing strategies used by Romanian business partners.

	Low capital required to form a limited liability company.
	Lack of qualified human resources in audit bodies.

	Attractive Tax System, with unique rates of 16%.
	

	Latin language.
	


Table 4. Strengths and weaknesses to invest in Romania (Source: AICEP, 2012)
	Nature
	Function
	Organization/Host City
	Experience

	Industrial CEO
	Director / Owner 
	Copefi Autoparts. 
Braga, Portugal.
	10 Years of Factory management in Romania. Supplier since 2001 of automotive brands such as Dacia, Renault, VW, BMW, Audi, Ford, Toyota, Hyundai, Nissan, Opel,  Porsche, Rolls Royce, and others. 

	Service CEO
	Coordinator Director of Northern Business Network
	Millenium BCP
Porto, Portugal.
	In Bank management, when BCP operated in Romania, and as coordinator Romania business network.

	Public Agent
	Romania Honorary Consul General in Portugal.
	Romanian government.
Romanian consulate in Porto, Portugal.

	Romania consul in Portugal more than 20 years. Acts directly on Support for company internationalization.


	Academic Agent
	PhD Professor and Consultant. 
	National School of Political Science and Public Administration, Management Faculty.
Bucharest, Romania.
	Experience in areas such as telecom, banking, services and education. He worked in multinational brands, as Vodafone, Zapp, Romtelecom, BNP Paribas Group and Lufthansa.


Table 5. Interviewer’s profile


Figure 2. Full view of RBM provide for different kinds of agents.
	Interviewed
	Date
	Local
	Hour and duration

	Service CEO
	March 8, Wednesday.
	Millennium BCP
North. Porto, Portugal.
	4:00 pm, with duration of 1 hour and 17 minutes. 

	Industrial CEO
	March 13, Friday.
	COPEFI Factory. Braga, Portugal.
	1:00 pm, with duration of 1 hour and 36 minutes. 

	Public Agent
	March 17, Thursday.
	Romania Consulate Office. Porto, Portugal.
	5:00 pm, with duration of 1 hour and 52 minutes.

	Academic Agent
	April 09, Wednesday. 
	Academic Agent Office. Faculty of Management. Bucharest, Romania. 
	9am, with duration of 1 hour and 5 minutes.


Table 6. Date, local, hour and duration of interviews. 
	Barriers classification
	Barriers 
	References

	a) Cultural
	Managerial Myopia
	1) Portuguese entrepreneurs not see the eastern Europe countries as investment opportunity.
	- Public Agent 

	b) Market
	Bureaucracy 
	2) Market control by public and political agents;
3) Difficulty in communicate with governmental organizations;
	- Service CEO
- Industrial CEO
- Academic Agent

	
	Corruption 
	4) Misuse of Romania public power for private gain.
	- Service CEO
- Industrial CEO
- Academic Agent

	
	Business market
	5) Unprofitable market for a newcomer investor.
	- Service CEO

	
	High competition
	6) Lack of business opportunities in some sectors. 
	- Service CEO

	
	Knowledge 
	7) Market knowledge difficult to obtain 
	- Academic Agent

	c) Management
	Human Resource
	8) Efficiency standards 
	- Service CEO

	
	Financial
	9) Difficulty in obtaining project funding. 
	- Public Agent

	
	Operational 
	10) Absence of ideal structure for production
11) Inefficiency in public services
	- Industrial CEO 


Table 7. Key factors that inhibit Portuguese investment in the RBM structured by NVivo.
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