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Abstract

The aim of the current research is to design a model to develop the market share based on the strategies for entering
the international market of the National Iranian Drilling Company. A quantitative and qualitative mixed method was
used to achieve this goal. In the qualitative phase, the data were collected through interviews with 12 experts using the
snowball sampling method and analyzed with the help of the Foundation’s data theory in three stages of open, central
and selective coding. The findings of this phase showed that 39 concepts can be identified, which can be classified into 17
categories by examining the conceptual similarity, which can be classified as components of the paradigm model, which
can be based on the main criterion of causal conditions (government support, factors related to the country of origin and
factors related to the target market), the central phenomenon (maintaining the market share and increasing the market
size), the dominant base (communication and functional infrastructures, specialized infrastructures, appropriate policy-
making and planning), intervening conditions (political and economic factors, cultural factors and social), strategies
(customer orientation, empowerment and promotion of international capabilities, participation in investment and non-
participation in investment) and consequences (improvement of technology, growth and survival, and credibility and
reputation of the company). In the second phase, using the opinion of experts and using the AHP hierarchical analysis
method, the determined criteria were identified and prioritized. The results of this stage showed that the criterion of
the leaders with the highest weight of 0.278 and the criterion of the ruling platforms with the lowest weight of 0.081
can play a role in the development of the market share of this company.
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1 Introduction

In recent decades, there have been fundamental changes in the business environment and international markets
have been moving towards a global knowledge-based economy, causing many opportunities and challenges for today’s
companies and businesses. Iran’s domestic market companies must interact with international markets to move
towards global development. Internationalization is considered an important strategy to respond to intense competitive
conditions and helps companies to achieve great economic benefits [2]. Lack of sufficient opportunities in domestic
markets, a saturation of domestic markets, benefiting from economies of scale and economic production, access to
low-cost production factors, customer pursuit, the attractiveness of foreign markets, foreign exchange, government
support, and the company’s desire are the main reasons for international market entry [I]. The government’s support
for exports and non-oil international activities is another important factor in Iran [22]. The support for international
non-oil activities to fight against sanctions and foreign exchange has been recently focused on by the governors,
stakeholders, and business activists. Diversification of foreign exchange earnings through non-oil exports and reduction
of dependence on the oil economy are the ways to fight against a single-product economy [37]. More importantly,
companies must decide on the entry strategy before entering international markets [35]. Every company can perform
its activities in international markets in different ways which are called methods of entering international markets
[48, 52]. When a company decides to enter international markets and participate in international trade, it has
various options to enter. These options have different costs, risks, and degrees of control [60]. Choosing the method
of international market entry determines the commitment level of resources in international markets and specifies
the company’s level of control over its business [II]. The degree of a company’s control over its main marketing
resources is the most important feature that distinguishes different methods of international market entry [33]. Jin
Ko [27] considers the international market entry method a set of structured methods that help companies present
their products and services in foreign markets through cooperation with others (partners, brokers, etc.). Gutiérrez &
Machuca [19] believe that methods of foreign market entry include a specific type of institutional arrangement that
helps firms to present their products to target markets outside their country. Ang et al. [5] argue that the market entry
mode refers to the organization of activities and actions that enable the transfer of services, products, technology, and
other company resources to foreign countries and markets. Choosing the international market entry type and style
is important because it requires the allocation of significant human and financial resources that are irreversible and
irreparable; hence, the international market entry chosen by a company plays an important role in the company’s
success [41]. Cahen et al. [12] believe that the international market entry strategy includes measures such as target
market determination, control system, and marketing planning. Choosing the entry method affects the market share
of companies and the market share development. The market share shows the success rate of a company in the market
[4]. As a rule of thumb for market share development, companies must use methods that are simpler and have less
risk at the beginning of an international market entry in a way that the necessary economic profit is created for the
continuation of activities. National Iranian Drilling Company is known as a large Iranian company in international
markets. This company has rigs that work on international projects. Given the position of the National Iranian
Drilling Company and its potential owing to the geographical location of Iran, it is worth examining the status of this
company in foreign markets abundantly and scientifically. Therefore, the researcher’s challenge was to design a model
to develop the market share based on international market entry strategies in the National Iranian Drilling Company.

2 Literature review

Studies on this topic are examined as follows. In this section, we sought to investigate the most relevant domestic
and foreign studies on the research topic. Table [I| presents the results of some domestic and foreign studies on the
research topic.

Table 1: Review of domestic and foreign studies

Authors Title Research Data analysis | Results
method method
Ahmadzadeh et al. | Presenting the interna- | Qualitative Grounded theory Based on the research
[4] tional market develop- model, 106 concepts were
ment model (case study: identified and placed in 21
petrochemical products) categories and 6 dimen-
sions.
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Tahernejad et al.
[55]

Designing a causal model
for international market
entry strategies

Descriptive-
survey and
applied

Fuzzy Delphi
method; fuzzy
interpretive struc-

tural modeling; and
fuzzy DEMATEL
method

The government support
dimension is the most ef-
fective dimension, and in-
ternational market entry
strategies are the most af-
fected dimension in this
study.

Azad and Pour-
naserian [g]

Identifying and ranking
the effective factors of
international market en-
try in improving market
share mediated by the
statistical process control
(case study: Pharmaceu-
tical companies in Tehran
listed on the stock market)

Descriptive-
correlational

Structural  equa-
tions with AMOS
and factor analysis
with SPSS

20 variables were classified
into 3 components of in-
ternational market entry,
22 variables were classified
into 4 components of mar-
ket share, and 20 variables
were classified into 3 com-
ponents of statistical pro-
cess control. Furthermore,
the mediating effect of the
statistical process control
variable was confirmed in
the relationship between
international market entry
and market share.

Pashazadeh
Adel [45]

and

The effect of the com-
pany’s specific factors and
obstacles to their interna-
tional market entry strate-
gies using the structural
equation modeling tech-
nique (case study: compa-
nies active in dry fruits)

Descriptive-
survey

Structural equation
modeling

Company size, interna-
tional experience, man-
agerial characteristics,
tariff barriers, geographi-
cal distance, and cultural
gap affect the choice
of export strategies for
international market
entry. Furthermore, the
effect of product type and
non-tariff barriers on the
choice of export strategy
was not confirmed, but
the effect of product type
and non-tariff barriers on
the choice of non-export
strategy was confirmed
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Nurcholis [43] How to improve inter- | Quantitative | Structural equation | Market characteristics,
nationalization strategy modeling culture understanding,
based on market charac- and knowledge man-
teristics, culture under- agement significantly
standing, and knowledge affect management be-
management: the mediat- havior but have no
ing effect of management significant effect on
behavior the internationalization

strategy. Furthermore,
management behavior

significantly affects inter-
nationalization strategy
and can mediate the rela-
tionships between market
characteristics, culture
understanding, and
knowledge management
with internationalization

strategy.
Jin Ko [27] The Differing Foreign En- | Quantitative | Logistic regression | Compared to production
try Mode Choices for | and qualita- subsidiaries, multina-
Sales and Production Sub- | tive tional corporations in the
sidiaries of Multinational manufacturing  industry
Corporations in the Man- are more likely to use the
ufacturing Industry. method of entering into

full ownership of their
production  subsidiaries
through joint ventures.

Gutiérrez & | International market en- | Exploratory | Statistical tests in | Classification of determi-
Machuca [19] try strategy determinants: SPSS and com- | nants of the entry strategy
an exploratory study in ponent extraction | into two categories, inter-
Peru. through literature | nal and external factors
review

3 Research methodology

The present research was basic in terms of purpose and had applied orientations. It was also among the mixed-
methods studies in terms of data nature and had a descriptive-survey type in terms of data collection. Since the
present study presented a general model by leaving aside the components of the grounded theory model, we can claim
that it had an inductive approach in terms of philosophical bases. The statistical population of the study consisted
of the National Iranian Drilling Company where the implementation process was carried out in both qualitative and
quantitative phases.

Methodology in the qualitative phase of research

The grounded theory was the strategy of the qualitative phase. This theory is a method of qualitative research and
analyzes data in three stages, open, axial, and selective coding stages. The respondents of the qualitative phase included
the National Iranian Drilling Company experts who were selected and surveyed using the snowball sampling method,
considering the important property (theoretical data saturation). A semi-structured interview (in-depth interview)
was used to survey experts in the qualitative phase of the research. The repeated data were considered after the
interview (9), but another interview was conducted to ensure the theoretical saturation of data in the qualitative
phase (3), and finally, interviews were conducted with 12 experts in the National Iranian Drilling Company in the
qualitative phase. The mean duration of the interviews was 35 minutes, and the interviews were carefully reviewed and
written by the research team. During the interviews, guiding questions were also used to obtain important and key
points. It continued until the researcher was completely sure of a respondent’s data or the respondents admitted that
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they had no further answers. The time of each interview was determined according to each respondent’s knowledge
and willingness. All interviews were fully recorded and then written by the research team. Finally, the texts were
carefully analyzed. MAXQDA software was used to analyze data from the qualitative phase. After open coding, a
total of 296 codes were extracted, of which 84 codes were removed due to duplication, and finally, 212 codes were
used to build concepts. Thereafter, 39 concepts were detected by refining the open codes and were classified into 17
categories by examining the conceptual similarity.

In the second stage of the work, in order to determine the importance and priority of the criteria and sub-criteria
of the important categories of market share development based on the strategies of entering the international markets,
the Analytical Hierarchy (AHP) method is used.

1. Analytical Hierarchy Process

Saaty [50] developed a strong and helpful tool for managing qualitative and quantitative multi-criteria elements
involving in decision-making behavior. This model is called Analytical Hierarchy Process (AHP) and is based on
a hierarchical structure. This procedure occupied an assortment of options in the decision and capable to apply
sensitivity analysis on the subsequent criteria and benchmarks. In addition, it makes judgments and calculations
easy because of paired comparisons. Moreover, it demonstrates the compatibility and incompatibility decisions which
is the recompense of multi criteria decision making [32]. Analytical Hierarchy Process is one of the most inclusive
system is considered to make decisions with multiple criteria because this method gives to formulate the problem
as a hierarchical and believe a mixture of quantitative and qualitative criteria as well. The first step is to create a
hierarchy of the problem. The second step is to give a nominal value to each level of the hierarchy and create a matrix
of pairwise comparison judgment [31].

2. Steps to Conduct AHP

At the first stage, the issue and goal of decision making brought hierarchically into the scene of the related decision
elements. Decision making elements are decision indicators and decision choices. The group established a hierarchy
according to Figure [I] which should reflect the understudy problem.

. Level

Goal One

L L . Level
Criterion 1 Criterion 2 Criterion 3 Two
Level

Alternative 1 [ Alternative 2 l Alternative 3 | Tpree

Figure 1: Sample hierarchical tree

In second step and in order to conduct pair comparison, a questionnaire should be designed and distributed among
the respondents (can be managers, experts, users and etc.) to collect their opinion. It is noteworthy that each decision
maker entered their desired amount for each member and then individual judgments (of each respondents) have been
converted into group judgments (for each one of the pair comparison) using their geometrical average. The scale
ranges from one to nine where one implies that the two elements are the same or are equally important. On the other
hand, number nine implies that one element is extremely more important than the other one in a pairwise matrix.
The pairwise scale and the importance value attributed to each number are illustrated in the Table shows the
sample of the questionnaire.



82 Khodaee, Mahmoodi, Bakhshandeh

Table 2: Relative scale for paired comparison

Intensity of importance Description

Equal importance 1 | Both activities equally contribute to the objective.
Moderate importance | 3 | Weak or slight importance over another — Experience and judg-
ment slightly favor one activity over another
Strong importance 5 | Greater or more essential importance when compared with an-
other — Experience and judgment strongly favor one activity over
another.
Very strong importance | 7 | Very high or demonstrated importance — An activity is favored
very strongly over another; its dominance is demonstrated in prac-
tice.
Extreme importance 9 | Extremely high importance — The evidence favors one activity
over another with the highest level of certainty
Source: Adapted from Saaty (1980) and Granemann & Figueiredo (2013)

Table 3: Sample AHP Questionnaire How important are the following security criteria in comparison

Factor |9 |8 |7 6|54 (3]2|1]2[|3[4][5]6|7[8]9 Factor
Privacy |9 |8 | 7|6 |5 |4 |3 |2|1|23|4|5|6|7|8]9 Reliability
Privacy |9 |8 | 7|6 |5 |4 |3|2|1]2|3[4]|5|6]7|8]9 Validation
Privacy |9 |8 |7 |6 |5 |4 |3|2|1]2|3[4|5|6]7|8]9 Verification
Privacy |9 |8 | 7|6 |5 |4 |3|2|1|2|3|4|5|6|7|8]9 Integrity
Privacy |9 |8 | 7|6 |5 |4 |3 |2|1|2|3|4|5|6|7|8]|9 | Confidentiality
Privacy |9 |8 | 7|6 |5 |4 |3 |2 |1|2|3|4|5|6|7|8]9 Availability

The data analyze procedure involves the following steps. First the pairwise comparison matrix which is called
matrix A is extracted from the data collected from the interviews. The principal right eigenvector of the matrix A is
computed as ‘w’.

If a; - ak; = a* is not confirmed for all k,j, and i the Eigenvector method is selected [26]. If the matrix is
incompatible and in case of incomplete consistency, pair comparisons matrix cannot be used normalizing column to
get Wi. For a positive and reversed matrix, Eigenvector technique can be used which in it:

W= lm —————
k—>oo€T~Ak'€

To reach a convergence among the set of answers in to successive repetition of this process, calculation should be
repeated several times in order to take a decision when facing an incompatible matrix. Then, the following formula is
applied to transform the raw data into meaningful absolute values and normalized weight w = (w1, w2, w3, ..., wn):

Aw = )\maxwa >\max >n

> ajwj—n
wl
A= {aij} with Qaij = 1/aij

Amax -

A: pair wise comparison

w: normalized weight vector

Amax: Maximum eigen value of matrix A

a;;: numerical comparison between the values ¢ and j

In the next step, in order to validate the results of the AHP, the consistency ratio (CR) is calculated using the formula,
CR = CI/RI in which the consistency index (CI) is, in turn, measured through the following formula:

Amax_n
[= fmex 7
¢ n—1
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Table 4: The value of Random Consistency Index, Source: Golden and Wang [I§]

Dimension RI

0

0
0.5799
0.8921
1.1159
1.2358
1.3322
1.3952
1.4537
1.4882

© 00 O U Wi+

—_
o

The value of RI is related to the dimension of the matrix and will be extracted from Tabled It should be noted
that consistency ratio lower than 0.10 verifies that the results of comparison are acceptable.

Considering that this method is also an expertise-oriented technique and the sample size should be less than 10
people, therefore, in this section, the opinions of the same 12 people selected from the previous stage are again used.
Its calculations using Expert choose software, during three stages of pairwise comparisons, normalization, weighting
and final ranking, calculation of compatibility rate in judgments, calculation of vectors of local priorities and finally
determination of final priorities, market share development criteria based on strategies Entering international markets
were prioritized.

4 Research findings

The grounded theory (GT) does not aim to merely describe a phenomenon, but it can produce the theory [14].
The categories and classes presented through coding should be connected with each other in an orderly and structured
manner to create a theory. The data are analyzed through three stages, open, axial, and selective coding, in the
grounded data strategy. In the open coding stage, the text of the interviews was fully examined and the main and
important key points of each text were extracted and a code was assigned to each important point. After conducting
the interviews, a total of 296 codes were extracted, of which 84 codes were removed due to duplication, and finally,
212 codes were used to build concepts. After open coding, it is time to extract concepts. The interview text or
literature review can be used to extract concepts and codes [54]. In this study, it was sought to use mostly the text
of the interviews to extract codes, concepts, and categories because it was expected that a theoretical model would
be reached for the research subject by using this process. After open coding, the researcher entered the axial coding
stage. At this stage, the researcher refined the open codes and re-examined all the extracted concepts. Thereafter,
similar concepts in terms of meaning, typology, and style were placed in the same category. Finally, they were classified
based on the conceptual similarity of each abstract concept extracted from the literature, background, and interviews.
The categories represented the basis of the grounded theory. In other words, the researcher created a connection
between open codes in axial coding and put similar codes in a category, called concepts. Concepts should reflect and
indicate their respective codes. Thereafter, similar concepts were placed in a category that created the categories
[7]. Thereafter, each category was placed in the main class (dimensions of the grounded theory model). A total of
39 concepts were identified after refining the open codes, and they were categorized into 17 categories by examining
conceptual similarity, and each category was placed in a component of the grounded theory strategy.
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Interview code

Axial code

Selective code

P1,p2,p3, p4, p5, p6, p7, p8, p9, p10, p11, p12

Political and economic factors

Interfering conditions

P4, p6,p7,p9,pl0,pll, pl2

Social and cultural factors

Interfering conditions

P2, p3,p7,p8,p9, pl2 Customer orientation Strategies

P1,p2,p3,p5, p6, p7, p8, p9, p10, p11, p12 Empowerment and promotion of inter- Strategies
national capabilities

P1,p3, p5, p6, p7,p9, p10 Participation in investment Strategies

P1,p2,p3,p4, pd, pb, p7,pl0, pll, pl2 Non-participation in investment Strategies

P6,p8, p9, pll Government support Causal conditions

P2, p3, pb, p7,p9 Factors related to the country of origin Causal conditions

P9, pll,pl2 Factors related to the target market Causal conditions
P3,p6, p7 Maintaining market share Axial category
P5,p6,p8,pl, p3 Increasing market size Axial category
P4,p,p7,pll Technology upgrade Consequences
P6,p1,pl2,pll Growth and survival Consequences
P2, p4,p5,p9,pl0, pl12,pll Credit and reputation of the company Consequences

P6,p8, p2,p10, p12, p3, p7

Communication and functional infras-
tructure

The existing context

P4,p3,p7,p9,pl2

Specialized infrastructure

The existing context

P4, pl12,pl3, p8, p9, p3, p10, p7, p2

Appropriate policy and planning

The existing context

Selective coding is the main step in grounded theory. In this stage, the axial category is systematically related to other
main categories and components of the grounded theory model and is presented in a narrative. In the present study, the
researchers expressed the designed paradigm model in the form of a research narrative based on their understanding of
the subject. The components included the axial category, causal conditions, existing context, strategies, consequences,
and interfering conditions which created a paradigm model.

Now, according to the findings of the qualitative section, the results of the quantitative section are presented. According
to the results obtained regarding the pairwise comparison of experts’ opinions, the pairwise comparison matrix of
National Drilling Company’s market share development criteria based on the method of entering international markets
is presented as described in Table

4.1 Prioritization of 4 sub-criteria related to the main factor of strategies

The four sub-criteria related to the factor of strategies are:

Customer Orientation; Promotion of international capabilities, participation in investment, non-participation in
investment

Table 6: Pairwise comparison matrix of options from the point of view of the whole group before normalization

Non- Participation | Promotion of | Customer Strategiesc

participation | in invest- | international | Orientation

in invest- | ment capabilities

ment

5.00 0.25 3.00 1.00 Customer Orienta-
tion

3.00 0.33 1.00 0.33 Promotion of in-
ternational capabil-
ities

7.00 1.00 3.00 4.00 Participation in in-
vestment

1.00 0.14 0.33 0.20 Non-participation
in investment

16.00 1.72 7.33 5.53 columnar plural




Providing a model for market share development based on strategies to ...

Table 7: The final matrix after normalization

Average Non- Participation | Promotion of | Customer Strategies
line participation | in invest- | international | Orientation
in invest- | ment capabilities
ment
0.26 0.31 0.15 0.41 0.18 Customer Orienta-
tion
0.14 0.19 0.19 0.14 0.06 Promotion of in-
ternational capabil-
ities
0.54 0.44 0.58 0.41 0.72 Participation in in-
vestment
0.06 0.06 0.08 0.05 0.04 Non-participation
in investment
Table 8: The final matrix after normalization
Average Non- Participation | Promotion of | Customer Strategies
line participation | in invest- | international | Orientation
in invest- | ment capabilities
ment
0.26 0.31 0.15 0.41 0.18 Customer Orienta-
tion
0.14 0.19 0.19 0.14 0.06 Promotion of in-
ternational capabil-
ities
0.54 0.44 0.58 0.41 0.72 Participation in in-
vestment
0.06 0.06 0.08 0.05 0.04 Non-participation
in investment
Table 9: The consistency rate of expert judgments
CR CI Amax | Market development criteria based on the method of entering in-
ternational markets
0.0138 | 0.0069 | 3.06 | Main criteria

Source: research findings

In order to ensure the results of this method, the compatibility rate is calculated. The compatibility rate is a measure
that shows how much the priorities resulting from pairwise comparisons of experts can be trusted. If the compatibility
rate is smaller than 0.1, the compatibility rate is acceptable, otherwise, the comparisons should be repeated and
revised. The results of these calculations are presented in above Table. According to the results, it can be seen that
the CR rate is less than 0.1. Therefore, the matrix is fully compatible with the opinions of experts.

Table 10: The final weight of the factor indicators of the strategies

Average line Strategies
0.26 Customer Orientation
0.14 Promotion of international capabilities
0.54 Participation in investment
0.06 Non-participation in investment

In this way, the percentage of relative priority of each of the factors of the strategies is obtained from the point of
view of all the respondents:

e The first priority of participation in investment
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e The second priority of customer orientation
e The third priority is to improve international capabilities

e The fourth priority of non-participation in investment

Danved Pronties with respect to GOAL

=
=

INCONSISTENCY RATIO = 0.01 J

Mlmnhnqﬁ&-d.lmmh‘, SOMB investigats

0.269 |

0.145 |

0.542 |
===

0.062

|Rsﬂtder|§owam| [ Sort I [ Print Preview I Emtl I.ﬂbudnnl Bemnil

Figure 2: The output of the ranking software of the sub-criteria of strategies

Due to the long and repetitive process of ranking options, for other factors we only refer to the final table and ranking
of options:

4.2 Prioritization of 2 sub-criteria related to the main factor of the intervening conditions

Table 11: Prioritization of factor indicators of intervening conditions

rank | Average line | The factor of intervening conditions
First 0.54 Political and economic factors
Second 0.46 Cultural and social factors

The Figure [2] related to the prioritization of the factor indicators of the intervening conditions is presented below:

Prioritizing the factor indicators of the
intervening conditions
7
-]
0.42 0.44 0.46 0.48 0.5 0.52 0.54 0.56

Figure 3: Prioritization of factors influencing the intervention conditions

4.3 Prioritization of 3 sub-criteria related to the main factor of causal conditions

The Figure [3| related to the prioritization of causal conditions factor indicators is presented below:
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Table 12: Prioritizing indicators of causal conditions

rank | Average line Causative agent
Second 0.36 Government support

First 0.44 Factors related to the country of origin
Third 0.20 Factors related to the target market

Prioritizing indicators of causal
conditions

o

0.1 0.2 0.3 0.4 0.5

Figure 4: Prioritization of indicators of causal conditions

4.4 Prioritization of 3 sub-criteria related to the main factor of the results

Table 13: Prioritization of indicators of outcome factors

rank | Average line Consequences factor
Third 0.16 Technology upgrade
Second 0.44 Growth and survival
First 0.51 Credit and reputation of the company

The Figure [4 related to the prioritization of the indicators of the consequences is presented below:

Prioritizing indicators of the consequences

o

0.1 0.2 0.3 0.4 0.5 0.6

Figure 5: Prioritization of indicators of the consequences factor
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4.5 Prioritization of 3 sub-criteria related to the main factor of the central phenomenon

Table 14: Prioritization of indicators of the central phenomenon factor

rank | Average line | The main factor of the phenomenon
Second 0.31 Market share development
First 0.41 Maintain market share
Third 0.28 Increasing market size

The Figure [5] related to the prioritization of the indicators of the central phenomenon is presented below:

Prioritizing indicators of the central
phenomenon

o

0.1 0.2 0.3 0.4 0.5

Figure 6: Prioritization of indicators of the central phenomenon

4.6 Prioritization of 3 sub-criteria related to the main factor of the ruling platform

Table 15: Prioritizing the factors of the governing platform

rank | Average line The underlying factor

Third 0.26 Communication and functional infrastructure
Second 0.29 Specialized infrastructure

First 0.45 Appropriate policy and planning

The Figure [] related to the prioritization of the factors of the ruling platform is presented below:

PRIORITIZING THE INDICATORS OF THE GOVERNING PLATFORM

o

0.05 01 0.15 02 025 03 035 0.4 045 05
Figure 7: Prioritizing the indicators of the governing platform

Finally, the conceptual form of the research model with the prioritization of the sub-criteria calculated by the AHP
method is as follows:
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Causal conditions Interfering
1 conditions
| Factors related to the Political and
couatry of origin economic
Factors
y ‘Factors (elnted_bc the Political and
tasget market 2 economic
3 Government support I
1 _Strategies
lv . ;t:—;.::::‘“ in Consequences
' canm ] 1 Technology upgrade
) 2 Growth and survival
Axial ph N coemn ey | © Creditand
Axial phenomenon Expowement and A tl : o
1 Maintaining : prousotice of reputation of the
market share — international company
. + capabilifies
. .Increasmg market Non-participation
= s2e 4 in investment
3 Market share
development: I

Existing context
1 Appropriate
policy and
planning

(]

Specialized
mfrastructure
Communication
3 and functional
infrastructure

Figure 8: Conceptual model of research

5 Conclusion and suggestions

The most important goal of companies entering international markets is to exploit profitable opportunities. When
a company decides to enter the international arena and global markets, it is necessary to make decisions about how to
enter and how to operate. As a general rule, it can be said that companies at the beginning of entering international
markets should use methods that are simpler and have less risk, in such a way that the economic profit necessary for
the continuation of the company’s activities is created. Of course, it is worth mentioning that the importance of each
of the entry methods is different from each other. International markets have different characteristics; that companies
should carry out studies on the demand capacity of each market, the variability of competition and the conditions of
competition in each market, to investigate the feasibility of market needs, and after identifying these issues, to choose
a market that can meet its needs compared to competitors take action to fix it in a more efficient and effective way.

Important companies such as Iran’s National Drilling Company, which is known as one of the largest companies
in international markets, usually have a range of options to enter international markets that must be identified.
Therefore, in this study, an attempt was made to design and explain a model for the development of market share
based on strategies to enter foreign markets for this company with a quantitative and qualitative study. This model
was obtained in the form of a qualitative model, which after refining the open codes, 39 concepts were identified, and
these concepts were classified into 17 categories by examining the conceptual consistency, which were finally classified
into 6 main criteria, which are the causal conditions, categories The main ones are the intervening conditions, the
ruling platform, strategies and consequences.

In order to check the importance of each of these criteria and their levitization for the final use of Iran’s National
Drilling Company to develop its market share, AHP hierarchical analysis method was used, in order of importance
and final weight: strategies, central phenomenon, consequences, the causal conditions, the intervening conditions and
finally the ruling platform. Therefore, as a general rule, it can be said that important companies generally use simple
and less risky methods in the way of entering international markets and developing their market share so that they
can expand it while maintaining their market share. Therefore, at first, by relying on strategies such as: customer
orientation, empowerment and promotion of global capabilities, it is participation in new investments that can expand
its market share.
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In the next step, companies can take action by planning to develop the market share, as well as maintain the
current market share, find a new market and increase the market size, and ensure profit and its increase. It is natural
that along with these two important criteria, paying attention to the outcome criteria will also be very important.
The development of technology, the effort to grow and continue to survive, and finally gain the company’s global
reputation are among the factors that facilitate the development of the company’s market share.

Paying attention to different causal conditions, such as obtaining government support, paying attention to various
cultural, social and economic factors related to the country of origin and business partner, as well as paying attention
to the characteristics of the target markets, are also criteria for facilitating market share. It is natural that in addition
to these factors, it will be important to pay attention to intervention conditions such as political-economic factors as
well as cultural and social factors of the target markets. Finally, the last criterion, i.e. the ruling platform, also tells
about its important impact on the development of the market. Providing communication and functional platform
and infrastructures as well as expertise infrastructures and finally proper planning and policymaking are among the
important things that, along with other factors, will develop the market share. Therefore, there are a set of these
factors that together will determine the market share of Iran’s National Drilling Company and other similar companies.

Therefore, the results of this study in relation to important criteria and sub-criteria affecting the development of
the market share of companies, with the results of several researches such as Bagheri et al.’s study [10], Tahernejad et
al. [55] Mohammadzadeh et al. [38], Malek Akhlaq et al.[39], Rezvani and Gol Alizadeh [49], Pashazadeh and Adel
[45], Pham et al. [46] and Verbeke et al. [57], Zamani et al. [59], Khosh Taynet et al. [30] Shakib et al. [53], Ashraf
Ahmadian and Parsa Menesh [3], Norochoulis [43] and Jin Koo [27] have agreed.

Therefore, according to the findings of this study, it is suggested that companies that do not have a long experience
in the market and intend to expand their market share should first consider the criteria of strategies and its sub-criteria
in order to maintain the current market share and expand the current share. also facilitate. Therefore, by following
a long-term development strategy, while finding more serious markets, they should also use the benefits of expanding
the market scale, and therefore, with various methods such as increasing joint investment and increasing customer
orientation, do not neglect the capabilities of foreign partners and attracting the attention of customers. Therefore,
as a final suggestion to the managers of these companies, it can be said that before developing the market, it is
appropriate to examine all aspects of the issue in order to achieve long-term goals while reducing the costs of possible
errors. In addition, due to the involvement of other influential factors, other cases are also suggested as follows:

x Focusing on foreign markets in countries that have close diplomatic relations with Iran.

* Removal of cumbersome and redundant regulations by the government for export

x Providing an integrated strategic marketing plan to enter foreign target markets

x Gaining experience from strategic and experienced partners in the field of export

x Identifying ways to expand technology and technology cooperation with neighboring countries
x Providing suitable policies for export development

x Development of e-commerce and information and communication infrastructure

x Development of communication distribution networks to access foreign target markets

* Providing appropriate qualitative and quantitative standards in line with international and global standards to
serve foreign target markets

x Using modern information and communication technologies to access the target markets and facilitate the process
of purchasing assignments and services for foreign customers.

* Amendment of trade laws by the government in order to strengthen and support international trade activities
* Training and development of human resources

x Creating a suitable platform from the government to strengthen economic activities

* Adjusting government policies to support international business activities

* Creating a culture of work and effort and institutionalizing and strengthening the cultural spirit

* Empowering the company, which will have a significant impact on its success in exporting.
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