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Appendix 1 — The Destination of Industrially Produced Salt (Use Cases)'
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Appendix 2 — Popular Gourmet Salt Types

Salt Type (Name)

Description

Coarse Salt

also: Gos Sel, Sale Grosso

Finishing Salt

Flake Salt

also: Flakey Salt

Fleur de Sel

also: Flower of Salt, Flor de Sal

French Sea Salt

Hawaiian Sea Salt

also: Alaea, Alae, Hawaiian Red Salt, Hiwa Kai, Black
Hawaiian Salt

Italian Sea Salt

also: Sicilian Sea Salt, Sale Marino, Sel de Mer

“Coarse salt is made up of large-grained salt crystals. Most coarse salts are best used
in a grinder, providing an easy way of serving up freshly ground sea salt with all of
your meals. Coarse salt tends to be less moisture sensitive than its finer-grained
counterparts” (SaltWorks n.d.)

“Finishing salts are the premier varieties of specialty salts. Harvested generally by
hand in specific regions of the world, finishing salts are most admired for their unique
textures—either moist crystals or delicate flakes. Both varieties provide a strong
crunch and dissolve quickly, resulting in a burst of clean, mild flavor” (SaltWorks
n.d.)

“Flake sea salt is a light crystal reminiscent of snowflakes. Seawater is evaporated
using the natural processes of sun and wind, producing salt brine that is fed into an
open evaporating pan. The brine is then slowly heated until delicate pyramid-shaped
crystals of salt are formed. The finished product is light, flakey sea salt.” (SaltWorks
n.d.)

“While finishing salts are the premier salt varieties, Fleur de Sel is the créme de la
créme of finishing salts. Fleur de Sel literally translates to “Flower of Salt” and is often
called the “caviar of salts” by chefs worldwide. True Fleur de Sel comes from the
Guérande region of France, and is made up of only “young” crystals that form
naturally on the surface of salt evaporation ponds.” (SaltWorks n.d.)

“French sea salts are hand-harvested from pristine Atlantic seawater. These delicious
sea salts are unrefined so they retain more of the trace minerals that naturally occur in
seawater. These minerals include natural iodine.” (SaltWorks n.d.)

“Alaea sea salt is a traditional Hawaiian table salt used to season and preserve. A
natural mineral called “Alae” (volcanic, baked red clay) is added to enrich the salt with
iron oxide. This natural additive gives the salt its distinctive red color.” (SaltWorks
n.d.)

“Italian sea salt is produced from the low waters of the Mediterranean Sea along the
coast of Sicily. Salt pans are filled with seawater in the spring and left to evaporate,
relying on the heat of the Sicilian sun and strong African winds. Harvesting takes place
once the water has evaporated, and then the salt is crushed and ground without any
further refining.” (SaltWorks n.d.)
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Appendix 3 — Salmarim’s Organizational Resource Platform

Legend:

ID Resource SI RS
Specialized Assets
SA 1 Location 6 5
SA 2 Brand 7 3
SA3 Founder 4 7
SA 4 Reputation and Trust 8 7
Competences

Co1 Product development 7 6
CO2 Ability to anticipate market needs/trend

CO3 Marketing 5 4

Architecture of Relationships

AR 1 Network among chefs 7 8
AR 2 Network among business partners 5 6
AR 3 Network among touristic partners 4 8
AR 4 Network among customers 5 5

SA= Specialized Asset; CO= Competence;
AR= Architecture of Relationships; SI=
Strategic Importance (measuring the
importance of a resource in regard of its
contribution to a company’s competitive
advantage, measured on a scale from 1 —
indicating a low importance —to 10 —
indicating a high importance); RS= Relative
Strength (comparing the strength of a
company’s resources when comparing them
with equal/similar companies and their
respective organizational resources. The
relative strength is also measured on a scale
from 1 — indicating that a resource is
comparably weak — to 10 — indicating the
superiority of a resource.)

Visualization of Salmarim’s organizational resource platform:
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Appendix 4 — The Sustainability of Salmarim’s Competitive Advantage (VRINNO)
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Ability to anticipate YES YES NO NO YES YES
upcoming market needs

Network among YES YES NO YES YES YES
internationally known chefs

Good reputation YES YES NO YES YES YES

Description: When looking at Salmarim’s three core resources, it is not difficult to recognize
that none of them are easily transferable or can be acquired in an efficient and fast manner. At the
same time, the three resources are sufficiently valuable and rare. Additionally, they cannot be
substituted easily (with exception of the market-knowledge which could partly be substituted by
simply copying other competitors. Where Salmarim’s strategic position — and hence its competitive
advantage, too — is threatened, is the imitability of the resources. For all of them, it cannot be
concluded that none of the competitors would be able to build similar capabilities. Naturally, the
intensity of this threat is not equal for all the resources and the imitation might take competitors a

long time. However, there is no option for Salmarim to eventually avoid this development.
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Appendix 5 — Salmarim’s Readiness for Internationalization (David and Cariou, 2014)

David and Cariou (2014) suggest the following criteria for the evaluation of internationalization readiness:

Score
Dimension Description (with focus on Salmarim) from 1 (Iow)
to 5 (high)

With its founder, Salmarim can rely on an experienced entrepreneur who already
Competence of had the opportunity to make several experiences in the field of internationalization.
management Hence, in terms of knowledge and commitment, Salmarim has a solid position
when it comes to the competence of its management.

What David and Cariou (2014) summarize under the term ‘heritage’ focuses
mainly on the aspects of branding, image and reputation but also on the presence
in foreign markets and the lessons learned from previous internationalization
experiences. In those regards, Salmarim can also be considered well prepared. Not
only does the company have a good reputation among customers and partners, but
also does it already have a presence in several European countries and even beyond
European borders. Additionally, mentioned above, it can rely on several past
ventures. However, it must be mentioned, that Salmarim must certainly further
invest in marketing, brand development and differentiation in order to penetrate a
new foreign market on a large scale.

Heritage

In terms of relationships, Salmarim is very well connected. This ranges from the
areas of high quality gastronomy (chefs) to tourism, business partners and
customers. This versatile network is mainly based on connections that have been
established and maintained by Salmarim’s founder.

Relationships

Also, Salmarim’s offerings (i.e. products) are well suited for internationalization.

The product is nearly, unperishable, does not consume high transport volumes and
Offerings is easy to package and to ship. Additionally, it is relatively simple to modify the 5

packaging for foreign markets. Besides the packaging the product does not need to

be modified further in order to be able to succeed on foreign markets.

In this category, the two main aspects are, that Salmarim is financially healthy and
stable, and that the company can extend its production capacity relatively easy.
What should be mentioned in Salmarim’s disadvantage is the company’s small size
which might make it more difficult to obtain additional capital/liquidity if needed.

Means

Engagement and motivation are not an obstacle for Salmarim’s internationalization
Engagement efforts since this initiative is directly driven by its founder and hence a top- 5
management priority.

Salmarim’s readiness for internationalization can therefore be visualized as demonstrated below:

Competence of

management
5

Engagement

4
3

Heritage
2

Means Relationships

Offerings
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Appendix 6 — Salmarim’s Readiness for Internationalization (Core™-Tool)

Core™-Tool, output #1 (table):

Dimension Score Rating
Competitive Capabilities in Domestic Market 54 Moderate
Motivation for Going International 68 Moderate
Commitment of Owners and Top Management 33 Low
Product Readiness for Foreign Markets 96 High

Skill, Knowledge and Resources 84 High
Experience and Training 87 High
CORE 66 Moderate

Core™-Tool, output #2 (figure):

Competitive
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Appendix 7 — Initial Set of Countries, Knock-Out Variables

Country Economic Freedom Country Risk Disposable Income
Target Value > 60 <60 > 10000
Iceland 73,34 25 25936 =
Ireland 77,31 24 21017 =
Isle of Man
United Kingdom 76,41 20 27700 =
Faroe Islands
Netherlands 74,55 18 21091 =
Denmark 75,26 17 24614 =
Norway 70,81 16 33575 =
Sweden 71,96 16 24851 =
Finland 72,56 15 24034 =
Estonia 77,22 23 9427
Latvia 70,41 27 7941
Lithuania 75,23 28 8987
Belarus 48,77 65 3620
Russia 50,55 58 5029
Austria 71,67 14 25657 =
Hungary 66,01 32 6515
Czech Republic 73,22 28 8930
Germany 74,37 20 25497 =
Poland 69,29 36 7219
Slovakia 66,55 29 9603
Slovenia 60,63 26 12361 =
Romania 65,64 36 5064
Serbia 62,11 42 3701
Portugal 65,08 27 13233 =
Legend:

= knock-out requirement fullfilled
<@ = all three knock-out criteria are fullfilled
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Appendix 8 — Variables, Abbreviations

Variables Countries
Abbreviation Name Abbreviation Name
Status Status AT Austria
UP Urban Population DK Denmark
UP_ G Urban Population Growth FI Finland
D Distance DE Germany
HH Average Household Size IS Iceland
HH G Average Household Size Growth IE Ireland
EF Economic Freedom NL Netherlands
EODB Ease of doing Business NO Norway
COR Country Risk PT Portugal
G Gini SI Slovenia
G G Gini Growth SE Sweden
DI Disposable Income UK United Kingdom
DI G Disposable Income Growth
CE Consumer Expenditure
CE G Consumer Expenditure Growth
SF Food Grade Salt Consumption
SF G Food Grade Salt Consumption Growth
SC Salt consumption
OOPHE Out Of Pocket Health Expenditure
PTE Portuguese Emigrants
PTT Portugal Tourists
OD Outbound Depatures
FSR Full Service Restaurants (Expenditure)
FSR G Full Service Restaurants (Expenditure) Growth
FM Fresh Meat
FM_G Fresh Meat Growth
FF Fresh Fisch
FF G Fresh Fish Growth
OF Organic Food
OF G Organic Food Growth
BFYF Better For You Food
BFYF G Better For You Food Growth
FW Fine Wines etc. (Luxury)

FW G Fine Wines etc. (Luxury) Growth
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Appendix 9 — Variables, Units, Sources and Explanations
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Appendix 10 — Variables, Original Data (Raw)
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Appendix 11 — Variables, Standardized Values

AT DK FI DE IS IE NL NO PT SI SE UK
[0)3 10 9 8 100 1 5 25 7 11 2 14 88
UP_G 61 53 37 56 78 66 74 100 27 1 84 76
D 41 33 1 43 15 55 49 24 100 41 13 47
HH 58 86 86 100 15 1 72 72 15 43 58 43
HH_G 51 1 53 53 45 82 52 1 46 100 51 94
EF 67 88 72 83 76 100 84 61 27 1 68 95
EODB 47 100 78 63 54 51 32 85 38 1 81 91
COR 100 77 92 54 16 24 70 85 1 9 85 54
G 53 45 100 53 N/A 22 57 60 1 56 25 54
GG 100 58 1 100 N/A 86 58 15 86 72 72 86
DI 63 58 55 62 64 41 42 100 5 1 59 73
DI_G 48 82 78 61 N/A 1 57 60 100 79 66 79
CE 68 74 62 55 80 51 46 100 10 1 61 89
CE_G 50 73 75 59 93 1 58 53 100 76 61 69
SF 8 5 5 100 N/A 4 19 6 7 1 11 74
SF_G 41 100 67 63 N/A 100 64 75 1 60 84 70

AT DK FI DE IS IE NL NO PT SI SE UK
SC 61 61 56 53 56 63 63 61 1 100 85 57
OOPHE 75 74 75 49 72 86 1 70 100 27 88 9
PTE N/A 1 3 97 1 1 15 2 N/A N/A N/A 100
PTT N/A N/A N/A 45 N/A 1 11 N/A N/A N/A N/A 100
OD 67 87 67 41 N/A 74 80 100 1 41 60 47
FSR 92 59 7 1 N/A 60 19 39 56 N/A 100 30
FSR_G 32 45 13 22 N/A 47 1 17 100 N/A 29 35
FM 100 26 4 24 N/A 75 44 5 79 N/A 28 1
FM_G 1 39 5 10 N/A 88 10 94 67 N/A 94 100
FF 25 11 41 8 N/A 24 1 83 100 N/A 41 17
FF_G 1 39 5 10 N/A 88 10 94 67 N/A 94 100
OF 48 100 15 29 N/A 20 28 11 1 N/A 46 10
OF_G 37 37 57 9 N/A 36 52 100 62 N/A 44 1
BFYF 1 88 63 21 N/A 94 67 100 86 N/A 57 71
BFYF_G 97 66 100 35 N/A 86 24 44 71 N/A 1 12
Fw N/A N/A N/A 1 N/A N/A 47 N/A N/A N/A 18 100
FW_G N/A N/A N/A 18 N/A N/A 1 N/A N/A N/A 100 78

Appendix 12 — Formula for Variable Standardization

Xvij — mini

Xj — [T (99)] 1 (1)

“where X ij is the average score of country j on dimension i; X ij V is the scaled final value of country j for
the dimension i; min i is the minimum value for dimension i; and R i is the range of dimension i.” (Cavusgil,

Kiyak und Yeniyurt 2004)
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Appendix 13 — Variables, Weighted Values
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Appendix 14 — Variables, Correlation
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Appendix 15 — Estimation of Salmarim’s Maximum Sales Potential in the Norwegian Market
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