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Preface 
 
SUIC’s 6th International Conference 2021: New Challenges for Art, Design and Business Management 
 
The proceedings represent the work of contributors to SUIC’s 6th International Conference, organized by 
Silpakorn University International College (SUIC) on 26th November 2021. For this year, the conference is titled 
‘New Challenges for Art, Design and Business Management.’ 
 
Silpakorn University International College was founded in 2003 by Silpakorn University to provide high 
quality education that meets international standards. Our undergraduate and postgraduate degree programmes are 
not only unique in terms of discipline but also developed in close collaboration with overseas international 
institutes such as Vatel Hotel and Tourism Business School, Birmingham City University, Paris School of 
Business, University of Applied Arts Vienna. At present, we offer taught degrees in hospitality management (BBA 
in Hotel Management), luxury management (BBA in Luxury Brand Management), digital media (BFA in Digital 
Design and Communication), and art conservation (MA in Cultural Heritage Conservation and Management). 
Upon graduation, SUIC students will receive degrees issued by both SUIC and its international partners. 
 
We are very honoured to welcome Prof. Dr. Phillip C. Zerillo, Professor of Marketing at J.L. Kellogg Graduate 
School of Management, Northwestern University, who will be giving a keynote speech and Also, Dr. Ramon 
Segismundo- CEO of Singapore based start-up 1HRX and Strategy/Global Management teaching faculty at De 
La Salle University Graduate School of Business, Dr. Jovina Ang- author of four books on talent and data science 
and culture, and Dr. Prakash Bagri- Associate Dean of Indian School of Business and former Chief Marketing 
Officer of Intel Asia who are joining a panel discussion. Both the keynote talk and panel discussion are under the 
theme of ‘Old School – New School: Going Digital & The Rules of Business.’ 
 
There are 17 peer-reviewed papers published in this conference, presenting research from Thailand, Switzerland, 
Austria, Philippines, India, UK and Iran. They cover the fields of business management, hospitality and tourism, 
art and design, all of which represent SUIC’s academic specializations. 
 
We wish all participants an enjoyable and fruitful conference. 
 
 
 
 
Assistant Professor Dr. Sompid Kattiyapikul 
 
Dean, Silpakorn University International College 
Bangkok, Thailand 
November 2021  
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ABSTRACT 
Services are a major part of the global economy, generating more than two-thirds of global gross domestic product 
(GDP). Free trade agreements and advancement in technology have brought new services on to the global economy 
stage. Technology plays a pivotal role in the dissemination of architecture and landscape design services. Operating 
in an international context involves uncertainty and risk such as e.g., political, economic, sociocultural to navigate 
through with limited resources. This research aims to propose a foundation for research in international 
entrepreneurship. Two literature streams; 1) the causal and effectual logic in individual decision-making, action, and 
interaction as well as 2) the international opportunity process inform the theoretical framework development in this 
article. How the effectual and causal logics are used in providing international services are still underdeveloped. This 
research provides a research framework to conduct qualitative research to guide creative practitioners looking for 
adequate and effective decision-making solutions to tackle uncertainty and risk of providing service activities across 
international borders. In conclusion the causal and effectual logic in the international architecture and landscape design 
opportunity process is not fully understood in its detail and there is especially a need for qualitative research in 
Thailand. 
Keywords: architecture services, causal logic, effectual logic, international entrepreneurship, international 
opportunity 
 
1. INTRODUCTION 
The 21st century presents a challenging endeavour for creative practitioners of international architecture and landscape 
design services to identify, evaluate, and exploit international opportunities. International creative decision-makers 
who operate in an international service environment are faced to tremendous uncertainty caused by regional crisis for 
example the “Tom Yum Kung” crisis back in 1997 and the current global crisis in 2020/2021 caused by an invisible 
virus (SARS-CoV2) where the future is unpredictable. 
 
In an uncertain and unpredictable service environment international creative decision-makers need practical decision-
making guidance to respond quickly to the rapidly shifting environment and sustain their firms through the trials 
ahead. Traditional business managers deal with challenges by relying on established structures and processes. These 
processes are designed to reduce uncertainty and support calculated bets to manage the residual risks (Sarasvathy, 
2001, 2008). In a crisis, however, uncertainty can reach extreme levels, and the normal way of working becomes 
overstrained.  
 
For a century, the connection between uncertainty and decision-making, actions and interaction has concerned 
research across a wide variety of research fields in social and human sciences (Knight, 1921; Sarasvathy, 2001, 2008). 
Uncertainty is the lifeblood of entrepreneurial opportunities that are necessary for the rejuvenation of organisations 
and economies (Venkataraman, 1997; Townsend et al., 2018). Individual decision-making, action, and interaction 
under conditions of uncertainty and an unpredictable future cannot only rely on traditional marketing practices and 
business planning procedures learned in business schools and entrepreneurial education to succeed in international 
markets (causal logic). There is a more dynamic approach in practice - effectual logic - which is intuitively practiced 
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by individual creative decision-makers but not consciously known (Sarasvathy, 2001, 2008) or not taught through the 
architecture and landscape design university syllabus. 
This article has the purpose to develop the foundation for a qualitative research approach. The aim of this research is 
to present the significance and relevance of a qualitative research in international entrepreneurship at the example of 
Thai architecture and landscape design services in general, and on effectual and causal logic decision-making, action, 
and interaction in specific. With the proposed qualitative research, it is intent to answer the question of “How are 
causal and effectual logics used by creative practitioners in decision-making, action, and interaction throughout the 
international opportunity process of Thai architecture and landscape design services?” We address this research 
question with the objective to fill in the research gap in international entrepreneurship and architecture and landscape 
design services in general and effectuation research in specific. 
 
2. REVIEW OF LITERATURE 
Two literature streams inform the theoretical framework development to provide a foundation for an empirical 
qualitative research approach. The first explores the causal and effectual logic in decision-making, action, and 
interaction (Sarasvathy, 2001, 2008). The second deals with the international opportunity concept (Mainela et al., 
2014, 2018; Tabares et al., 2020). 
 
Framework one: causal and effectual logic  
In any firm anywhere in the world daily decisions are made by individual decision-makers equally from a born global 
to an MNC in any industry sector. Most likely, chances are the discussion revolves around a decision or a set of 
decisions to be made and actions to be taken (Sarasvathy, 2001). The entrepreneurial process to internationalise service 
activities outside the firm’s home country, starts with making important decisions of the decision-maker. Every 
entrepreneurial journey is unique as every individual decision-maker does have individual opportunities to create or 
to discover. In the attempt to evaluate and exploit opportunities, individual decision-maker follow certain cognitive 
logics, for instance decision-making heuristics in decision-making assessment and judgment. 
 
To understand entrepreneurial decisions, one needs to look at previous theories that attempted to explain the 
relationship between the entrepreneur and how they think, make decisions, act, and interact accordingly. Three 
different fields, namely economics, personality psychology and strategic management, were used to explain 
entrepreneurship theory (Mitchell et al., 2002). Each of these research fields made its own contribution, but at the 
same time had some major shortcomings. In more recent studies the focus has thus moved to a cognitive approach of 
understanding how entrepreneurs think and make decisions (Alvarez and Busenitz, 2001; Busenitz and Barney, 1997; 
Manimala, 1992; Tversky and Kahneman, 1974).  
 
To examine the entrepreneurial cognition, it means to have a closer look at the people side of entrepreneurship and 
entrepreneurs are seen as key persons in the entrepreneurial process (Mitchell et al., 2002). Entrepreneurial cognition 
areas of cognitive psychology using mainly the lens of Mitchell et al., (2002) as entrepreneurial cognition refers to 
“the knowledge structures that people use to make assessments, judgments, or decisions involving opportunity 
evaluation, venture creation, and growth” (p. 97). The key elements in this definition are knowledge structure 
(heuristical) and decision-making (assessment and judgement) within opportunity evaluation (Mitchell et al., 2007). 
In other words, research in entrepreneurial cognition is about understanding how entrepreneurs use simplifying mental 
models to link together previously unconnected information that helps them to identify and invent services, and to 
assemble the necessary resources to start and grow services internationally.  
 
There have been many studies on the importance of entrepreneurs’ cognition in the entrepreneurial  
process (Allinson et al., 2000; Baron, 1998; 2009; Baron and Ward, 2004; Kickul et al., 2009). For example, Baron 
and Ward (2004) argued that cognitive mechanisms can have a critical role in all aspects by which people think, say, 
and act. Entrepreneurs’ knowledge, susceptibility to cognitive bias, and the use of cognitive strategies have a 
significant influence on pursued opportunities (Baron, 2002). Since the cognitive mechanism includes ways that 
people collect, organise, scrutinise, interpret, and integrate information  
(Allinson and Hayes, 1996), cognitive styles of an entrepreneur are a critical determinant in understanding 
entrepreneurs’ decision-making and behaviours (action and interaction).  
 
According to Allinson et al. (2000), cognitive style is defined as “preferred approach to information processing” (p. 
31) or “the way of thinking about and processing vital information upon which decisions are made” (p. 32). Allinson 
and Hayes (1996) suggested two types of cognitive styles, intuition, and analysis. Intuitive cognitive style is the 
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approach of processing information quickly and effortlessly based on the global perspective of an individual. Thus, 
people who prefer intuitive cognitive style are more likely to be nonconformist, use open-ended ways of problem-
solving, and depend on holistic, synthetic, lateral, and relational manners of thinking. On the contrary, analytic 
cognitive style is the approach to information processing in a systematic and sequential manner. People who prefer 
analytic cognitive style tend to be conformist, use a structured approach to problem-solving, and employ careful, 
deductive, rigorous, convergent, and critical reasoning.  
 
The theory of heuristics has been part of the entrepreneurial cognition literature since the early nineties (Manimala, 
1992; Shaver and Scott, 1991). The potential of heuristics to explain internationalisation  
processes has also been recognised by internationalisation scholars (Bingham et al., 2007; Grégoire et al., 2008). It 
has been advanced that heuristics based cognitive mechanisms may be involved in entrepreneurs’ early 
internationalisation decisions (Grégoire et al., 2008). Heuristics are rules of thumb, used in reasoning under conditions 
of uncertainty (Tversky and Kahneman, 1974). They are shortcuts that allow for making quick and reasonably reliable 
judgements that substitute for the lengthy gathering and processing of all  
relevant information, which humans tend not to do (Braisby and Gellatly, 2005) and would not be able to do due to 
boundaries in their rationality (Kahneman, 2003; Simon, 1992). 
 
Sarasvathy (2001) provides and contrasts two decision-making, action, and interaction logics in uncertain and 
unpredictable business environments. She criticised the dominance of causal methods in the  
management and entrepreneurship literature and introduced effectuation logic as a complementary logic to the causal 
logic in decision-making (Read et al., 2015). Sarasvathy (2001, p. 245) defined effectuation and causation as follows: 
“effectuation processes take a set of means as given and focus on selecting between possible effects that can be created 
with that set of means” and “causation processes take a particular effect as given and focus on selecting between 
means to create that effect.” Sarasvathy (2001) illustrates the two decision-making, action, and interaction logics with 
the example of preparing a meal. A causal chef chooses what meal to make, shops for the necessary ingredients and 
prepares it; effectual chefs see what ingredients are readily available, imagine possible meals to make, and choose one 
to prepare. 
 
Effectuation consists of five heuristics, each of which emphasises ways of making decisions without relying on 
predictive information. The five heuristics that comprise effectuation were induced from a  
protocol analysis study of expert entrepreneurs (Sarasvathy, 2001, 2008). The expert entrepreneurs in the study had 
experience from starting, running, failing, and succeeding at multiple ventures, including at least one company that 
went public. The original study has since been replicated with novice entrepreneurs (Dew et al., 2009) and expert 
corporate managers (Brettel et al., 2012). Additional studies have examined the use of causal and effectual logic 
heuristics in internationalisation and incorporated a variety of methods including experiments, simulations, case 
studies, interviews, and conjoint analysis (e.g., Ahi et al., 2017; Galkina and Chetty, 2015; Kalinic et al., 2014). 
 
The set of logically consistent non-predictive heuristics are particularly useful in reference to Knightian uncertainty, 
a situation characterised by risks that are literally immeasurable, where probabilities are not only unknown, but also 
unknowable (Knight, 1921). Effectuation heuristics are the tools that help navigate the entrepreneur in the presence 
of multidimensional uncertainty (Dew et al., 2008; Dew and Sarasvathy, 2016). The five effectual logic heuristics 
worded below, offer mechanism that leverage things within the entrepreneurs’ control to shape and influence an 
uncertain and unpredictable future (Sarasvathy, 2001, 2008): 

1) Bird-in-hand heuristic – start with your means. Expert entrepreneurs approach an opportunity, based on 
who they are (identity), what they know (knowledge and skills), and whom they know (social and 
professional network). They work from competence, expertise, and their network to envision possibilities, 
rather than target opportunities according to the market size or expected returns.  

2) Affordable-loss-heuristic – focus on the downside risk. Invest no more than you can afford to lose. Even 
slack and waste can be transformed into resources. 

3) Crazy-quilt heuristic – form partnerships. Work with self-selected stakeholders who make actual 
commitments to your enterprise. Who comes on board may not only help to shape what you end up doing, 
but also reduce costs and increase innovative outcomes. 

4) Lemonade heuristic – leverage contingencies. Embrace and leverage unexpected contingencies,  whether 
positive or negative. Opportunities often come disguised as misfortune. 
5) Pilot-in-the-plane heuristic – control the future. Co-Create the future without worrying about so  called 
inevitable trends. The future comes from what people do; history does not run-on autopilot. 
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Sarasvathy (2001) indicates that “both causation and effectuation are integral parts of human reasoning that can occur 
simultaneously, overlapping and intertwining over different contexts of decisions and  
actions” (p. 245). Effectuation studies have not specifically focused on examining their simultaneity (Read et al., 
2016). In the literature, effectuation is mainly seen as a decision-making logic prevailing during the initial stages of 
business formation when the level of uncertainty about the venture, the service and the potential market is rather high 
(Sarasvathy, 2001, 2008). Further, along the next stages of business development, when the firm becomes more 
established and there is more certainty e.g., about its internal  
processes, management team, suppliers, customers, market infrastructures and the goals of entrepreneurial activities 
become more articulated and certain, traditional goal-oriented reasoning becomes more relevant and the logic of 
decision making becomes less effectual (Sarasvathy, 2008; Sarasvathy and Dew, 2005). However, does it become 
causal? This transition and the dynamics of interplay between causation and effectuation is questionable, particularly 
considering the study by Perry et al. (2012) who argue that causation and effectuation are not the opposite ends of a 
continuum but have an orthogonal, or independent, uncorrelated relationship. This means that one can be present 
without the other or both can be present at the same time with varied intensity. 
 
Framework two: The international opportunity concept 
Individual decision-makers in any firm are faced with significant questions when internationalising their service 
activities. They need to make decisions on what? Who? Why? Where? And how? (Baker et al., 2005; Sarasvathy et 
al., 2013; Shane and Venkataraman, 2000; van Gelderen et al., 2021) throughout the international opportunity process 
(Mainela et al., 2014, 2018; Tabares et al., 2020). 
 
The international opportunity as a concept and object of entrepreneurship study has gained increasing interest from 
international entrepreneurship and international business scholars in recent years. Mainela et al. (2014) argue that 
international opportunity has the potential to be an “unifying concept of international business and entrepreneurship 
in IE as a field of scholarly research.” The ‘opportunity’ concept has been a key focus of entrepreneurship research 
for a long time. Venkataraman (1997) proposed that entrepreneurship as a scholarly field should focus on opportunities 
as its distinctive domain and seek to understand how opportunities to bring into existence and with what consequences. 
Shane and Venkataraman (2000) defined the field of entrepreneurship as “the scholarly examination of how, by whom, 
and with what effects opportunities to create future goods and services are discovered, evaluated, and exploited” (p. 
218). 
 
Mainela et al. (2014) reviewed the state of knowledge concerning opportunities in the IE field by  
content-analysing research published between 1989 and 2012 employing the concept of opportunities. They found the 
articulation of the conceptual features of international opportunities and opportunity-focused  
behaviours to be limited, and the full potential of the opportunity focus to be underexploited. They argued that IE 
research should pay more attention to international opportunities and the cognitive and behavioural processes leading 
to the discovery and creation of these. These subjects have not been adequately explored (Chandra et al., 2009). 
 
The international opportunity process can be studied along three stages: 1) international opportunity identification, 2) 
international opportunity evaluation; and 3) international opportunity exploitation. Whereas stage one - International 
opportunity identification: is defined as how the international opportunity comes into existence. Either by international 
opportunity creation (effectual logic) via co-creation or international opportunity discovery (causal logic) via 
serendipity or active search (Alvarez and Barney, 2010; Sarasvathy, 2001, 2008; Tabares et al., 2020). Stage two - 
International opportunity evaluation: is defined as the reason why do people view identified opportunities favourably 
and reject others. Moreover, how do individuals decide to pursue the international opportunity they identified (Alvarez 
and Barney, 2007; Baker et al., 2005; Shane and Venkataraman, 2000) to act accordingly. Stage three - International 
opportunity exploitation: is defined as the reason of what happens after an individual decision-maker has identified an 
opportunity and decided whether it is worth pursuing it. Moreover, how, and where are resources acquired and 
mobilised in pursuit of that opportunity (Alvarez and Barney, 2007; Baker et al., 2005; Shane and Venkataraman, 
2000) to act accordingly. The international opportunity view on service internationalisation provides an understanding 
of international business in full, by examining the three opportunity stages and should not be limited to the 
international opportunity aspect but to what, who, why, where, and how (Baker et al., 2005; Sarasvathy et al., 2013; 
Shane and Venkataraman, 2000; van Gelderen et al., 2021) international opportunities are identified, the decision is 
made, the actions are taken and interactions are made to pursue international opportunities. 
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Causal and effectual logics in Thai architecture and landscape design cross-border services 
Analysing previous research on internationalisation of architecture services it is proved that these  
studies were mainly conducted from a traditional management and marketing point of view (Coviello and  
Martin, 1999; Erramilli, 1990; Rimmer, 1988; Winch, 2008) and not from causal and effectual logic  
perspective. Erramilli (1990) investigated how service firms enter a foreign market by direct and indirect export, by 
contractual method e.g., licencing, and foreign direct investment (joint ventures and wholly own subsidiaries). 
Coviello and Martin (1999) took a management perspective and focused on: 1) the FDI  
theory, 2) the stage models of internationalization, and 3) the network perspective. Nevertheless, some results of those 
studies are indicating evidence that the effectual logic in decision-making and action is an important part in providing 
architecture services which are traded across national borders. Published research provided by Winch (2008) and 
Canavan et al. (2012) provide evidence in their results of effectual logic principles such us: 1) international experience 
and common international identity, as well as 2) knowledge and technical competencies, can be referenced to the 
effectual logic principle of ‘Available Means’, 3) networks of corresponding firms that are committed to referring 
international clients can be referenced to the effectual logic principle of ‘Forming Partnership’ and/or ‘Leveraging 
Contingencies’, and 4) relational capital and reputation, can be referenced to the effectual logic principle of 
‘Affordable Loss’. 
 
An emerging research stream in IE has applied the causal and effectual logic to firm internationalisation (Ahi et al., 
2017; Galkina and Chetty, 2015; Kalinic et al., 2014). This stream is built upon the argument that due to the 
unpredictability of the internationalisation environment (Vahlne and Johanson, 2017); small and mid-sized enterprises 
cannot rely only on market research, competitive analysis, and market planning in their internationalisation efforts. 
Small and mid-sized firms need to find entrepreneurial pathways to pass national borders (Schweizer et al., 2010). 
Scholars in this stream argue that shifting from causal to effectual logic supports small and mid-sized firms to focus 
on construction versus positioning strategies (Wiltbank et al., 2006) and control the internationalisation process by 
applying the logic of affordable loss and  
networking to overcome their liability of outsidership by forming new networks, entering into related  
network(s), improving their position inside those network(s), and increasing the level of trust and commitment in 
relationships (Kalinic et al., 2014). This logic supports small and mid-sized firms to shape the market as a network of 
relationships (Read et al., 2009), within which partners share tacit knowledge of internationalisation opportunities 
(Vahlne and Johanson, 2017). Applying the effectual logic in internationalisation studies does not imply ignoring the 
importance of predictive goal-oriented approaches. Instead, effectuation considers the applicability of both causal and 
effectual logics in different situations (Read et al., 2015; Sarasvathy et al., 2014). As Sarasvathy et al. (2014) observed: 
“while effectual approaches open up and create new markets at low costs of failure, causal approaches can help 
stabilize and establish leadership in those new markets” (p. 63). 
 
Sarasvathy et al. (2013) reviewed the effectual logic principles and the implication for international entrepreneurship 
and questioned that prior knowledge, experience, and network characteristics (Available means) are seen as 
antecedents to the internationalisation process. Not only whether different types of identity, knowledge and networks 
result in internationalisation, but which types of these variables lead to how and how fast firms may internationalise. 
When smaller firms are facing limited resources, affordable loss may be used both causally and effectually for how to 
internationalise rather than whether to internationalise. Therefore, firms may make whether to internationalise decision 
in a deliberate, planned, goal-driven, causal way and my still use an effectual affordable loss approach on designing 
the how. And social capital, social networks, social ties are related to ‘whom I know’ (Available means), it is not 
networks themselves that matter, rather it is what entrepreneurs do with those networks. Architecture and landscape 
design services are provided in form of projects. Brettel et al. (2010) applied in their study causation and effectuation 
to the R&D projects context. Therefore, we argue that we can apply the five causal and effectual logic heuristics to 
the architecture and landscape design projects as depict in Table 1. 

Principle Causal characteristics Effectual characteristics 

1) Means vs. Goals International Projects are driven  
by given project targets 

International Projects are  
driven by means 
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2) Affordable loss vs.  
expected return 

International Projects driven  
by expected project returns 

International Projects are driven by 
in-advance commitments to what 
one is willing to lose 

3) Reduce vs.  
identify uncertainty 

Existing uncertainty identified 
and avoided through market and 
competitor analysis 

Existing uncertainty reduced 
through partnerships and 
precommitments of stakeholders 

4) Acknowledge vs.  
overcome the unexpected 

Contingencies / Surprises 
avoided or quickly overcome to 
reach given project targets 

Contingencies / Surprises seen as 
source of opportunities 

5) Create vs. exploit  
opportunities 

Development/trends seen as 
exogenously given than can be 
exploited by us of forecasts. 

Human agency seen as prime driver 
of future developments 

Table 1: Key characteristics of causal and effectual logics in project related internationalisation (Source: Own 
creation adapted from Brettel et al. (2012). 

 
Previous research on internationalisation of architecture services were exclusively conducted from a traditional 
management and marketing point view (Rimmer, 1988; Erramilli, 1990; Coviello and Martin, 1999; Winch, 2008) 
which is referenced to the causal logic (Sarasvathy, 2001, 2008). To the best knowledge of the researchers, causal 
and effectual logic heuristics in the international architecture and landscape design service industry was not proceed 
before. Based on these patterns, international entrepreneurship research on architecture and landscape design 
services applying causal and effectual logics appear to be new. Therefore, the researchers argue to conduct empirical 
research on the international architecture and landscape design service industry is of high interest. 
 
Combining causal and effectual logics (Sarasvathy, 2001, 2008) together with the concept of international 
opportunity (Mainela et al., 2014, 2018; Tabares et al., 2020) it defines the theoretical framework to study individual 
decision-making, action, and interaction in the international opportunity process of Thai architecture and landscape 
design services. It builds on previous research that has initiated the process of integrating the causal and effectual 
logics in small and mid-sized firm internationalisation (Schweizer et al., 2010; Sarasvathy et. al., 2013; Kalinic et 
al., 2014; Chetty et al., 2015). The main research question defined on the presented literature review for a qualitative 
research approach is: 
 

RQ1 – “How are causal and effectual logics used by creative practitioners in decision-making, action, and 
interaction throughout the international opportunity process of Thai architecture and landscape  
design services?” 
 

We develop the theoretical framework in this research based on the arguments presented in previous chapters and 
depict in figure 1. 

 
Figure 1: The theoretical framework (Source: Own creation adapted from Tabares et al. (2020)) 
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3. METHODOLOGY 
To understand the nature of entrepreneurial decision-making and activity, a rationalistic dualist ontology will hinder 
the researcher’s comprehension of the interrelation between individual creative decision-makers, their actions, and 
interactions (Szkudlarek and Wu, 2018). Therefore, this research employs an interpretative approach that assumes that 
the world and the individual are not two separate entities, but that the world is perceived and enacted through a person’s 
experience (Berger and Luckmann, 1966; Husserl, 1970). As such, the perception of entrepreneurship is dependent on 
individual’s lived experiences in the business world. Within the broad range of interpretative research methods, this 
study employs the approach of phenomenography (not to be confused with phenomenology). Phenomenography is a 
qualitative empirical approach used to identify the conceptions people have about the phenomena in their world 
(Marton 1981, 1994, 2000). It assumes a non-dualistic reality where the objective and subjective worlds are not 
differentiated. Instead, they are linked (Svensson 1997; Szkudlarek and Wu, 2018).  
 
The phenomenon to be studied in the proposed research is the objective of seeing the world from the international 
creative decision-maker’s perspective in the international opportunity process. Meaning to get an understanding of the 
different ways in which this phenomenon is experienced, conceptualised, understood, perceived, and apprehended 
(Marton, 1986). A phenomenographic study allows studying how individuals experience a phenomenon, such as the 
creative practitioners experience in the how-to internationalisation process of services. Phenomenography started with 
the seminal study by Svennson and Marton (1970), at Gothenburg University in Sweden. A phenomenographic study 
facilitates a way to look for relations and variations, in ways of e.g., Thai architects and landscape architects are 
internationalising their service and project activities. By exploring these relations and variations it is possible to see 
similarities and difference between decision-making in general and action as well as interaction in specific, which will 
help to develop a deeper understanding of the Thai architecture and landscape design service internationalisation 
process. Phenomenographic studies typically involve small group of participants and use open, explorative data 
collection to investigate the qualitatively different ways in which a phenomenon can be experienced.  
 
Phenomenographic studies within applied business research are not widely known. There is one  
research done by Lamb et al. (2011) who used the proposed phenomenography as a qualitative methodology for 
investigating how owner-manager practice internationalisation in small firms in small Australian  
wineries. They also suggested extending the phenomenography beyond the firm internationalisation  
practice, to investigate other areas within the international business research (Lamb et al., 2011). Moreover, 
Szkudlarek and Wu (2018) conducted a qualitative study employed phenomenography to investigate the role of 
embeddedness in business venturing of migrant and ethnic entrepreneurs. Therefore, using a  
phenomenographic research approach offers an innovative exploration of Thai architecture and landscape  
design service and project internationalisation. 
 
4. DISCUSSION AND CONCLUSION 
The purpose of this article is to address research gaps regarding the internationalisation of Thai architecture and 
landscape design firms. The aim of this research is to present the significance and relevance of a qualitative research 
at the intersection of international architecture and landscape design services and effectuation. The researchers briefly 
provided the two main research dimensions: 1) the causal and effectual logic in decision-making, action, and 
interaction (Sarasvathy, 2001, 2008), and 2) the international opportunity concept (Mainela et al., 2014, 2018; Tabares 
et al., 2020). Next, the theoretical framework as a foundation for empirical research via qualitative research in Thai 
architecture and landscape design service industry was developed. 
  
Thai architecture and landscape design firms provide cross-border services in an uncertain and unpredictable business 
environment. Considering these characteristics, it gives rise of decision-making  
paradigms besides the traditional causal logic approach as taught in business schools and entrepreneurial education. 
There is a more dynamic approach in practice - effectual logic - which is intuitively used by individual creative 
decision-makers but not consciously known (Sarasvathy, 2001, 2008) or not taught through the architecture and 
landscape design university syllabus. The causal and effectual logic  
heuristics together provide an adequate and effective solution to tackle an uncertain and unpredictable  
future of service activities across international boundaries. 
  
Previous research on internationalisation of architecture and landscape design services were exclusively conducted 
from a traditional management and marketing point view (Rimmer, 1988; Erramilli, 1990; Coviello and Martin, 1999; 
Winch, 2008) which is referenced to the causal logic (Sarasvathy, 2001, 2008). Nevertheless, some results of those 
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studies are indicating that the effectual logic in individual decision-making, action, and interaction is essential in 
providing architectural services across national borders. 
  
In conclusion, since this research provides only a theoretical framework for a qualitative study being conducted via a 
phenomenographic research approach in Thailand it is difficult to take definite  
conclusions. Nevertheless, the theoretical framework ensures a qualitative, explorative, and inductive research 
approach. The causal and effectual logic in the international opportunity concept is not fully understood in its detail 
and there is a need for qualitative research on Thai architecture and landscape design service industry. Conducting 
qualitative research to gain a better understanding of decision-making, action, and interaction throughout the 
international opportunity process is of high significance. The study will make important contributions to international 
entrepreneurship research in general and effectuation research in specific. It provides new insights in the international 
architecture and landscape design service industry. 
 
5. LIMITATIONS 
The proposed research contains certain limiting conditions, which are related to the common critiques of qualitative 
research methodology in general. Further limitations of the proposed study are mainly associated with its exploratory 
nature by using heuristic reasoning in internationalisation decisions which are more descriptive than prescriptive. 
Indeed, the purpose of an exploratory study is mainly to describe a phenomenon. 
  
The Thai architecture and landscape design firms which will be selected for the proposed study may be prone to biases 
since only firms who are willing to participate and share information will be included in the research. However, the 
purpose of the research is not to achieve statistical generalisation, but rather analytical generalisation. As the proposed 
study focuses on the ‘international opportunity-firm’ nexus, an extensive amount of data relevant to key opportunities 
in each firm will be collected and analysed. The in-depth analysis of each firm compensates a limited sample size. 
  
The research may be subject to cultural/geographical bias because it focuses exclusively on creative practitioners and 
firm founders of Thai architecture and landscape design service firms. The findings may therefore only apply in this 
specific context and have geographical bias. In addition, there may be a possible bias from the retrospective nature of 
some of the qualitative data, like views expressed and actions remembered by interviewees that happen a long time 
ago. The use of various sources of data and especially the firm founders’ interviews will try to minimise this risk but 
cannot be guaranteed the total absence of  
retrospective bias. 
  
Additionally, the findings will be primarily based on qualitative data, they can be generalised analytically, but not 
statistically. In addition, the theoretical framework in this article treats small and midsized enterprises equally. 
However, all two enterprise types have differences in their legal structure and international markets. However, we aim 
to enhance the body of international entrepreneurship knowledge, through exploring and examining causal and 
effectual logic heuristics in decision-making, actions, and interactions in international Thai architecture and landscape 
design services and projects. The outlined limitations are acknowledged in this research, but do not pose a threat to 
the objectivity of the proposed empirical study. 
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