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This study explores how heuristics (availability and representativeness) and analytic rational decision-making
influence the selection of international business entry modes and their subsequent impact on decision effec-
tiveness and international performance. Grounded in dual-process theories, the research develops hypotheses
linking heuristics, analytic rationality, decision effectiveness, and international outcomes. Utilizing a quantita-
tive survey approach, the findings reveal that integrating the availability heuristic with analytic rational
decision-making enhances the quality of internationalization decisions, whereas combining analytic decision-

making with the representativeness heuristic can diminish decision effectiveness. These results emphasize the
critical role of balancing heuristic and analytical approaches in managerial decision-making for international
entry, contributing to dual-process theories within the international business context and providing valuable
insights into the cognitive strategies shaping entry mode selection and organizational performance.

1. Introduction

Entry mode choice is a key strategic decision in a firm’s interna-
tionalization process (Brouthers, 2013; Lu, 2002). Owing to the exis-
tence of complex environmental factors (Shen et al., 2017) and
idiosyncrasies of the host markets (Moschieri & Campa, 2014; Taussig,
2017) in the decisions concerning entry mode choice, managers rarely
rely on either cognitive shortcuts (known as ‘heuristics’) alone, or on
purely information-intensive rational approaches (Guercini & Milanesi,
2020). Rather, such a key decision is shaped by the combined use of
cognitive shortcuts (i.e., heuristics) and analytic approaches (i.e., deci-
sion rationality). To illustrate, the key decision makers of a UK-based
secure data management startup company, Valarian, decided to
expand into the US defense industry based on their prior industry
exposure and intuition and the growing need of such secured data
platforms in the US (Business Insider, 2025). In this context, the decision
maker’s past industry exposure and intuition worked as the cognitive
shortcuts or heuristics, whereas the knowledge of the growing need for
the platforms reflects the use of rational or information-intensive
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decision-making related to the international expansion. The question
remains how this combined use of heuristics and analytic rational ap-
proaches contributes to decision effectiveness and subsequent interna-
tional performance. This present study answers this question.
Addressing this question is crucial as it advances our understanding of
how the cognitive processes of decision-makers contribute to key stra-
tegic decisions in complex and uncertain international environments.
Yet, an unresolved theoretical puzzle persists: why do some heuris-
tics complement rational decision-making, while others appear to con-
flict with it? Our study addresses this puzzle by focusing on two widely
recognized heuristics- availability and representativeness- and exam-
ining how each interacts with analytic rationality in shaping entry mode
effectiveness. Availability heuristic, grounded in memory recall, may
enhance rational analysis by providing experiential anchors under un-
certainty. In contrast, representativeness heuristic, which relies on
similarity-based judgments, may introduce redundancy or even distor-
tions when combined with rational evaluation. By bringing this tension
to the forefront, we extend dual-process theories and highlight that
heuristic-analytic rational interactions are not uniform but heuristic-
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specific.

Despite their importance in a firm’s internationalization decisions
(Guercini & Freeman, 2023; Niittymies, 2020), heuristics have received
surprisingly little systematic attention in international business (IB)
research on entry mode decisions (Guercini & Milanesi, 2022). Prior
studies have largely emphasized organizational or environmental fac-
tors, leaving the cognitive strategies of individual decision-makers
underexplored (Aharoni et al., 2011). This gap is striking given that
small and medium-sized enterprises (SMEs), in particular, rely heavily
on heuristics due to their limited resources and decision-making band-
width (Knight & Liesch, 2016; Niittymies, 2020). Drawing on
dual-process theory, our study addresses this gap by developing and
validating new scales for availability and representativeness heuristics,
testing their interplay with rational decision-making, and examining
their implications for decision effectiveness and international perfor-
mance. While heuristics may themselves be considered rational under
perspectives such as bounded or ecological rationality (Gigerenzer &
Gaissmaier, 2011), in this study the term ‘rational’ refers specifically to
analytic, information-intensive processing, consistent with dual-process
theory and the heuristics-and-biases tradition.

The present study makes several contributions. First, advancing the
existing knowledge of dual-process theories in the domain of IB, our
study demonstrates the differential effects of availability and represen-
tativeness heuristics on decision effectiveness when combined with a
rational decision-making approach. Second, while it substantiates the
importance of using both heuristic-based and rational approaches
together, it also suggests that such integration depends on the nature of
the heuristics that managers use and the context in which a decision is
made. Third, rather than relying on the institutional or macro-level
perspectives dominant in the IB domain, our study explores micro-
level cognition-based perspectives of decision-makers in crafting key
strategic decisions as part of firms’ internationalization process. Along
this line, the study brings fore the nuanced issues related to managerial
cognition that can eventually contribute to decision effectiveness and
firm performance. In other words, the study emphasizes the role of
cognition-driven decision quality in achieving competitive outcomes in
foreign markets. Finally, ours is the first study to develop and validate
scales measuring availability and representativeness heuristics in the
context of entry mode choice. Although these two heuristics were
originally postulated by Amos Tversky and Daniel Kahneman (see, e.g.,
Tversky & Kahneman, 1974) and later studied in various domains
including IB, the present study offers new measurement items, enabling
future research to further explore their application in diverse IB
contexts.

The next section outlines the theoretical framework related to dual-
process theories and heuristics. The following section delineates the
hypothesized relationships and the conceptual model of the study. The
subsequent section provides an explanation of the study’s methods and
data analysis procedures. Thereafter, the empirical findings of the study
are presented and discussed. In the concluding section, we discuss the
theoretical and managerial implications, limitations, and future
research directions.

2. Theoretical background
2.1. Dual-process theories

The limits of a manager’s cognitive capacity in processing informa-
tion and making decisions have drawn management researchers to
explain cognition from the perspective of dual-process theories
(Baldacchino et al., 2022; Hodgkinson et al., 2023). These theories
suggest that the human mind deals with information and makes de-
cisions by applying two distinct processes (Basel & Briihl, 2013). The
Type 1 process is autonomous in the sense that it does not require
working memory; rather, it is fast, automatic, and independent of
cognitive ability (Evans & Stanovich, 2013). It involves

International Business Review 35 (2026) 102521

experience-based decision-making that enables managers to cut through
large volumes of information while applying minimal cognitive effort
(Hodgkinson et al., 2023).

The Type 2 process is reflective and requires working memory and
mental simulation (Evans & Stanovich, 2013). The Type 2 process is
controlled, deliberate, and further characterized by the serial processing
of information. On the one hand, this process involves a detailed analysis
of information (Hodgkinson et al., 2023). On the other hand, it requires
conscious cognitive efforts on the part of the decision maker. These re-
quirements make the Type 2 process rational and slow rather than
intuitive and fast (Baldacchino et al., 2022; Evans & Curtis-Holmes,
2005).

However, dual-process theories assume an oversimplified dichotomy
between Type 1 and Type 2 processes, which restricts the possibility of
nuanced combinations between the processes (Keren & Schul, 2009). In
other words, rather than having a decision fully based on an
information-intensive or rational approach, it is likely that the decision
is based on a combination of rational and autonomous approaches. It is
particularly relevant for key strategic decisions such as entry mode
choice in which the boundaries between rational and autonomous ap-
proaches often become fuzzy, as managers’ use of autonomous or
heuristic-driven decisions are shaped by their deliberate explicit
learning and practice (Dane & Pratt, 2007). Thus, blending the two
processes has practical relevance even though it challenges the di-
chotomy espoused in the dual-process theories. Another assumption of
the theories argues for a sequential processing of reasoning and decision
in which Type 1 process produces the default responses, which is then
intervened by Type 2 process with deeper information to bring accuracy
of decisions (Evans & Stanovich, 2013). Although the sequential pro-
cessing brings the question of time or ‘when Type 2 intervenes Type 1°, it
essentially involves both processes rather than relies on just one of the
processes.

Thus, it adds up to the fact that Type 1 and Type 2 processes work
concurrently in decision making (Basel & Briihl, 2013; Chaiken &
Ledgerwood, 2012), thereby helping to compensate for the limitations
inherent in each process on its own. For instance, biases or errors
emerging from the Type 1 process can be compensated for using rational
analysis in Type 2. The simultaneous use of these processes not only
enables a manager to navigate through vast amounts of information but
also allows using the needed information in detail (Hodgkinson &
Sadler-Smith, 2018). Likewise, the parallel-competitive perspective (e.
g., Barbey & Sloman, 2007; Smith & DeCoster, 2000) of dual-process
theories supports the view that Type 1 and Type 2 processes work in
parallel. Building on this perspective, Baldacchino et al. (2022) posited
that experienced entrepreneurs extensively use both intuitive and
analytical processes during new venture ideation.

We adopt the central tenet of the parallel-competitive perspective in
our study and propose that combining both Type 1 (representing a
heuristics-based decision) and Type 2 (representing an analytic rational
decision model) processes will lead to decision effectiveness for man-
agers as they make their entry mode decisions. Based on the forms of
heuristics advocated in the “Heuristics and Biases Program” (see e.g.,
Tversky & Kahneman, 1974, and explained in the following section), we
contend that availability and representativeness heuristics interact with
analytic rational decision process in shaping decision effectiveness and
subsequent international performance. The cognitive mechanism un-
derlying availability and representativeness heuristics permits their
integration in explaining the dual-process theories. Specifically, under
the condition of uncertainty (e.g., entry mode decision), these two in-
ternal cognitive shortcuts are central to intuitive judgements and aid
decision-makers for making rapid decisions based on readily accessible
information from memory (availability) or perceived similarity to prior
events or phenomenon (representativeness).

None of availability and representativeness heuristics require
extensive reasoning nor do they need to rely on any initial numeric cues
as needed for ‘anchoring and adjustment’ heuristics, the other heuristics
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advocated by Tversky and Kahneman (1974). Although ‘anchoring and
adjustment’ heuristics reflect intuitive processes, they operate in a
passive or stimulus-driven manner causing upward or downward ad-
justments of the initial numerical cues (Keren & Teigen, 2004; Tversky &
Kahneman, 1974). In the case of entry mode decisions, drawing initial
numeric cues or anchors can be less challenging and may require less
adjustments for some issues (e.g., number of competitors, number of
customers), while it can be highly challenging and require extensive
adjustments for other issues (e.g., volume of sales, a certain percentage
of market share). Likewise, even if a manager involved with entry mode
decisions uses self-generated initial cues, adjustments from these values
can be insufficient (Epley & Gilovich, 2006). Thus, while anchoring and
adjustment is a useful heuristics, availability and representativeness
provide a stronger foundation for modeling dual-process interactions for
understanding their effects on decision effectiveness and international
performance.

2.2. Heuristics in decision making

In essence, the Type 1 process insinuates the use of heuristics in
decision making. Heuristics are “cognitive shortcuts that emerge when
information, time and process capabilities are limited” (Guercini &
Milanesi, 2022, p. 1231). A lack of information and time, together with
limited cognitive or information-processing capacity, enhances uncer-
tainty in managers’ decision making. Consequently, to steer through the
complex decision-making situations characterized by a high level of
uncertainty, managers apply heuristics or rules of thumb to make fast
decisions and judgments (Basel & Briihl, 2013), and this use of simple
heuristics can produce successful outcomes in complex and uncertain
environments (Artinger et al., 2015). In heuristic decision-making,
rather than focusing on all available information, managers rely on a
particular aspect of that information (Hodgkinson et al., 2023). Thus,
moving away from the unbounded rationality that indicates an unlim-
ited cognitive capacity of individuals for achieving an optimal or ideal
outcome, a bounded rationality now sets the basis of heuristics by
accepting the limitations of human cognition that can produce satis-
factory outcomes from a decision or judgment (Basel & Briihl, 2013;
Keren & Teigen, 2004).

Building on this notion of constrained optimization espoused by
bounded rationality (Chase et al., 1998), studies on the role and
mechanisms of heuristics have taken two main approaches. In an earlier
approach, named the “Heuristics and Biases Program,” Daniel Kahne-
man and Amos Tversky argued that while heuristics are useful for de-
cision making, the departure from a rational or information-intensive
process can bring about biased and erroneous decisions and judgments
(Kahneman & Tversky, 1973; Tversky & Kahneman, 1974). They theo-
rized that under the condition of uncertainty, individuals employ the
availability heuristic, the representativeness heuristic, and the adjust-
ment and anchoring heuristic (Tversky & Kahneman, 1974). Availability
heuristic indicates the ease with which past instances and associations
can be retrieved from memory or brought to mind (Keren & Teigen,
2004; Schwarz et al., 1991; Tversky & Kahneman, 1974). Because of
limited cognitive capacity to process information, individuals focus on
information that is available in memory and can be retrieved for
decision-making purposes (Kahneman, 2017). For instance, decision
makers can assess the likely failure of a foreign market entry by recalling
a past instance of entry failure. By contrast, when using representa-
tiveness heuristic, individuals make decisions by finding and comparing
resemblance between events (Kahneman & Tversky, 1972; Keren &
Teigen, 2004; Tversky & Kahneman, 1974). In other words, an event A is
judged to belong to class B by assessing the extent to which A is similar
to B. For instance, a market entry may be judged as highly risky if it has
features resembling other high-risk foreign market entry decisions.

International Business Review 35 (2026) 102521

Although both availability and representativeness heuristics can lead to
biases, gaining an understanding of these heuristics and biases can aid
decisions and judgments made in uncertain environments (Tversky &
Kahneman, 1974).

A recent approach, named “Fast and Frugal Heuristics Approach” by
Gerd Gigerenzer and colleagues (e.g., Gigerenzer, 1996; Gigerenzer &
Brighton, 2009; Gigerenzer & Gaissmaier, 2011), holds that heuristics
are strategies that avoid part of the information clutter and focus on
making quick and frugal decisions (Gigerenzer & Gaissmaier, 2011).
Capturing the essence of bounded rationality (Basel & Briihl, 2013), the
fast and frugal approach conveys heuristics as an “ecologically rational”
(e.g., Luan et al., 2019; Todd & Gigerenzer, 2012) form of decision
making in which environmental regularities, together with the adaptive
capacity of individuals, guide decisions based on recognized cues or
information in the environment (Chase et al., 1998). In other words,
heuristics solve problems by disregarding a significant portion of the
available information, thereby leading to more efficient and prompt
decision making.

Our theoretical stance builds primarily on the heuristics-and-biases
tradition (Tversky & Kahneman, 1974), which conceptualizes heuris-
tics as simplifying mechanisms that can lead to systematic biases when
contrasted with information-intensive rational analysis. At the same
time, alternative perspectives such as the fast-and-frugal heuristics
approach (Gigerenzer & Brighton, 2009; Gigerenzer & Gaissmaier,
2011) and the simple rules perspective (Bingham & Eisenhardt, 2011)
view heuristics as ecologically rational tools that can enhance decision
quality by leveraging environmental regularities. While our study does
not adopt these latter frameworks directly, acknowledging them high-
lights that heuristics can be understood through multiple paradigms. By
positioning our work within the heuristics-and-biases tradition, we
clarify that our focus is on how specific heuristics interact with analytic
rationality under dual-process theory, while encouraging future IB
research to compare alternative heuristic logics in internationalization
contexts.

2.3. Heuristics in entry mode decisions

Entry mode decisions are influenced by a variety of internal and
external factors (Brouthers, 2002) that create complexity in decision
making and offer uncertainties in terms of achieving the planned success
in foreign markets. Even when the decision makers and managers can
gather or access a plethora of information for assessing entry mode
choices, their cognitive limits for processing a large volume of infor-
mation, accompanied by time constraints, propel them to rely on using
decision shortcuts—i.e., heuristics. The extant IB literature on entry
mode decisions corroborates this by showing the imitative behavior of
firms in their cross-border acquisitions (Malhotra & Zhu, 2013), choice
of entry modes (Kumar & Subramanian, 1997), and inter-firm alliances
(Uzuegbunam, 2016), among others. Guercini and Milanesi (2020), in
their comprehensive review, posited that heuristic approaches are
prevalent in firms’ internationalization decisions, including their entry
mode decisions. The use of heuristics can take either an open or closed
approach, reflecting whether the internationalizing firm focuses on
adaptive and dynamic learning to deal with a high level of uncertainty or
on static and already completed learning to address conditions with
higher risk (Guercini & Freeman, 2023). However, while the existing
literature underscores the value of different approaches to heuristics in
entry mode decisions, the relationships between the types of heuristics
in the presence of rationality (in line with the dual-process theories) and
the effectiveness of a decision, leading to a firm’s international perfor-
mance remain unexplored.

The conceptual framework of the present study is depicted in Fig. 1.
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Fig. 1. Conceptual framework.

3. Development of hypotheses
3.1. Heuristics and entry mode decision effectiveness

Decision effectiveness reflects the extent to which a decision ach-
ieves the objectives set forth by managers (Dean & Sharfman, 1996).
Thus, decision effectiveness is closely tied to the strategic choices made
by managers who guide firms toward fulfilling their goals (Harrison &
Pelletier, 1998). Similarly, entry mode decision effectiveness captures
the satisfaction of managers in relation to achieving the overarching
objectives associated with selecting specific entry modes (Ji & Dimi-
tratos, 2013). However, the effectiveness of entry mode decisions in
achieving objectives extends beyond initial outcomes, encompassing
aspects such as building linkages with local partners, developing a
competitive position, and acquiring critical skills and capabilities (Ji &
Dimitratos, 2013).

For example, Peloton Interactive, a US-based fitness equipment
manufacturer, sought international expansion in Europe by forming
strategic partnerships with e-commerce platforms and specialized re-
tailers. In 2022, Peloton expanded its relationship with Amazon in the
UK and Germany, enhancing its distribution channels (Peloton, 2022).
Similarly, Peloton collaborated with Fitshop, Europe’s largest fitness
equipment retailer (Peloton, 2023) to strengthen its competitive posi-
tion in Germany and Austria. Achieving entry mode objectives therefore
hinges on what internal and external information sources are available
and the experience of the decision makers or managers (Van Riel et al.,
2011).

In the information-intensive and uncertain landscape of interna-
tional markets, managers rely on available information that aligns with
their past experiences (Benito et al., 2009). On one hand, prior inter-
national market entry experiences can enhance a firm’s ability to handle
uncertainties (Ahsan & Musteen, 2011; Anderson & Gatignon, 1986).
For instance, Oatly, a Swedish producer of plant-based drinks, faced
significant uncertainty in its early expansion due to consumers’ estab-
lished preferences for traditional dairy products (Dalsace & Challagalla,
2024; Koch, 2020). However, by repositioning itself as a lifestyle- and
sustainability-oriented brand, Oatly successfully entered foreign mar-
kets such as the UK and Germany. These markets provided valuable
learning opportunities, allowing the company to adapt to uncertainties.
Today, Oatly is recognized as a changemaker in shaping consumers’
preferences, having successfully expanded into various European, North
American, and Asia-Pacific countries based on its early experiences in
the UK and Germany.

On the other hand, information derived from these prominent past
experiences is more easily recalled when making future entry decisions

(Elia et al., 2019). In the case of Oatly, managers likely drew on their
experiences in the UK and Germany to inform subsequent entries in
European markets. For example, a successful collaboration with a local
partner during an initial market entry may be readily recalled and
applied to future decisions. This reliance on familiar information may
lead to a sense of satisfaction, as managers anticipate positive outcomes
based on past successes.

Thus, in entry mode decisions, information that is easily retrieved
from memory- known as the availability heuristic- can increase mana-
gerial confidence. This heuristic allows managers to base their decisions
on familiar experiences, reducing the need to process large amounts of
information. In this way, the availability heuristic serves as a reference
point that aids in achieving entry mode objectives. We argue that the use
of the availability heuristic enhances the effectiveness of entry mode
decisions by increasing managers’ contentment with their ability to
achieve these objectives. Therefore, we hypothesize:

H1. Availability heuristic increases entry mode decision effectiveness.

Similar past events and managers’ experiences serve as sources of
information that play a critical role in entry mode decisions (Benito
et al., 2009; Niittymies, 2020). For instance, previous entry mode de-
cisions and the environmental conditions encountered in earlier market
entries allow managers to make comparisons and draw parallels with
current decisions. Albertoni et al. (2019) argued that entry-specific ex-
periences, such as using the same type of entry mode across different
contexts, enable the development of capabilities that can be applied to
various geographic regions. In such situations, similar past events lead
managers to apply cognitive shortcuts, particularly the representative-
ness heuristic (Elia et al., 2019).

Take BrewDog, a Scottish craft beer company, as an example.
BrewDog expanded internationally by entering markets with similar
consumer profiles—regions with a passion for beer and an established
craft beer culture. After opening its first bar in Aberdeen in 2010, the
company gradually expanded within the UK, selecting locations with
comparable enthusiasm for craft beer (BrewDog, 2022). Leveraging this
strategy, BrewDog expanded further into international markets, estab-
lishing more than 20 bars outside the UK in European cities such as
Berlin, Paris, and Rotterdam (BrewDog, 2024; BrewDog, n.d.). These
entry modes, achieved either directly by the company or through fran-
chise partners, allowed BrewDog to transfer its entry experience to
markets with similar characteristics. For instance, by entering markets
through franchises in distant locations like Mumbai (India) and Pen-
tridge (Australia), BrewDog successfully replicated its strategies from
earlier market entries, capitalizing on comparable market conditions.

This use of the representativeness heuristic, where managers rely on
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familiar patterns from past market entries, has clear benefits. It allows
them to bypass exhaustive analytical processes and conserve resources,
while still making informed entry mode decisions. We contend that
when managers use the representativeness heuristic in evaluating fac-
tors such as foreign market macro-environments, consumer needs, and
competitor strategies, it facilitates the firm’s ability to form linkages
with local partners in foreign markets (Vissak et al., 2020). Likewise, the
repeated use of a particular entry mode can build on past experiences,
leading to the further development of critical skills and capabilities.
Thus, by applying specific information from previous similar events,
managers are able to make more effective decisions regarding entry
modes that are most likely to meet strategic objectives. Therefore, we
hypothesize:

H2. Representativeness heuristic increases entry mode decision
effectiveness.

3.2. Entry mode decision effectiveness and international performance

A firm’s international performance comprises both strategic and
financial or accounting-based dimensions (Bobillo et al., 2010; Zou &
Cavusgil, 2002). Strategic performance refers to a firm’s market share
and competitive position compared to competitors, while financial
performance involves metrics such as cost position, sales growth, and
profitability (Zou & Cavusgil, 2002). Sales growth is also a key opera-
tional performance indicator (Bobillo et al., 2010), and financial metrics
like return on investment (ROI) and return on assets (ROA) further
reflect the firm’s financial health. In addition to these dimensions, a
firm’s international performance can be evaluated through its marketing
performance, which highlights the firm’s ability to attract new cus-
tomers and perform effectively in strategically important foreign mar-
kets (Faroque et al., 2022).

In the presence of uncertainty in foreign markets, a firm’s interna-
tional performance is influenced not only by its resource commitments
and capabilities, but also by the effectiveness of its decisions in
achieving objectives (Aharoni et al., 2011). For example, in the highly
competitive skincare industry, the Australian brand - Frank Body — took
advantage of social media platforms to market its unique coffee
ground-based body scrubs aimed at beauty-conscious women (Forbes,
2017). Frank Body aimed for rapid brand expansion, surpassing its local
market and shipping to over 149 countries, which generated $20 million
in sales (Forbes, 2017). Frank Body’s expansion into Europe, the UK, the
US, and other regions demonstrates how effective foreign market entry
decisions contribute to international performance (Frank Body, 2024).
Here, the effectiveness of Frank Body’s entry strategy can be seen not
only in achieving its objectives but also in its ability to form a solid
customer base in these foreign markets.

Effectiveness in entry mode decisions is also characterized by
establishing linkages with local partners, which help firms access re-
sources and develop critical capabilities. Collaborations with local
partners not only aid in building knowledge but also provide access to
resources that would be costly to acquire independently (Shrader,
2001). These partnerships extend a firm’s competitive advantage in
foreign markets (Chetty & Wilson, 2003; Doh, 2000; Li & Fleury, 2020),
which ultimately improves performance outcomes (Sheng et al., 2011;
Shrader, 2001). For instance, establishing local partnerships was key to
Frank Body’s international success, allowing the company to tap into
local expertise and consumer insights in new markets. In a prior study on
joint ventures, Demirbag and Mirza (2000) proposed that collaborations
or relationships with local partners not only influence the performance
of a joint venture, but also impact the satisfaction of the parent firms.
Similarly, a recent study argued that collaborations with overseas
partners can improve export performance (Brache et al., 2022). Thus,
establishing and expanding networks with local partners enables firms
to deepen their presence in foreign markets, leading to higher profit-
ability, sales, and market share. In the process, the firm will be able to
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enhance its marketing performance by attracting new customers and
performing well in strategically crucial markets.

Likewise, the effectiveness of a firm’s foreign market entry decision
can be assessed by how well it develops the firm’s competitive position
relative to its competitors operating in the same market. For instance, in
an export-based market entry, some firms may establish a stronger
foothold by implementing competitive strategies like differentiation or
cost leadership, which can lead to superior performance (Li et al., 2009).
Achieving a competitive position implies that the firm better satisfies its
customers than its competitors (Efrat et al., 2018), contributing to
higher customer loyalty and sales growth (Kaleka & Morgan, 2017). An
illustrative case is Fritz Hansen, a Danish furniture company, which
focuses on long-lasting, environmentally responsible products. With
over 2000 points of sale in more than 85 countries, Fritz Hansen’s
strategic expansion and flagship stores reflect how customer satisfaction
translates into higher sales and profits (Fritz Hansen, 2020; Fritz Han-
sen, 2024). By developing a strong market position through these entry
decisions, Fritz Hansen successfully increased its international sales,
profitability, and market share. Thus, we argue that when a firm’s entry
mode decision enables it to build a strong competitive position in foreign
markets, this results in increased sales growth, higher ROI and ROA, and
improved market share.

A firm also acquires critical skills and capabilities through linkages
with local partners during foreign market entry (Brache et al., 2022;
Sheng et al., 2011), and these capabilities have significant implications
for performance outcomes, such as increased profitability and market
share (Blesa & Ripolles, 2008). For instance, by collaborating with local
distributors and partners, Fritz Hansen was able to adapt its strategies to
different market conditions and successfully scale its operations in
diverse regions. Therefore, we posit that achieving the objectives of an
entry mode decision, in terms of acquiring critical skills and capabilities,
contributes to sales growth, profitability, and market share in the cur-
rent market, while also serving as valuable input for future market en-
tries. The acquired skills can help firms attract new customers or better
target strategically important markets. Based on these discussions, we
propose:

H3. Entry mode decision effectiveness enhances a firm’s profitability.

H4. Entry mode decision effectiveness increases a firm’s sales
performance.

H5. Entry mode decision effectiveness increases a firm’s market
performance.

3.3. Moderating role of decision rationality

In decision-making processes, rationality refers to the extent to
which managers attempt to make the best possible decision by objec-
tively evaluating a large amount of relevant information (Dean &
Sharfman, 1996; Walter et al., 2008). Rationality is further character-
ized by a manager’s clear understanding of the problem and the related
objectives needed to address it (Heracleous, 1994). For instance, in the
context of entry mode decisions, rationality involves how thoroughly
managers collect, analyze, and base their decisions on the information
gathered (Ji & Dimitratos, 2013).

While analytic decision rationality adheres to the information-
intensive path to managerial decision-making, it relies heavily on
various contextual factors. These factors not just include aspects of top
management and decision-specific charateristics, but also external
environmental issues and firm-specific charateristics (Elbanna & Child,
2007; Papadakis et al., 1998; Shepherd & Rudd, 2014). For example,
managers’ education, cognitive diversity, and personality can shape
strategic decision-making processes involving information-intensive
decision points (Shepherd & Rudd, 2014). Likewise, a decision’s
importance, motive, and level of decision uncertainty can considerably
explain decision rationality (Elbanna & Child, 2007). High level of
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decision uncertainty may result in less use of formalized or standardized
rules, instead more use of intuitive processes (Papadakis et al., 1998). In
other words, the use of analytic rational or information-intensive pro-
cesses can be impaired by the presence of high decision uncertainty.

In addition to decision uncertainty, decision rationality suffers from
uncertainty, dynamism, and hostility of the external environment
(Elbanna & Child, 2007; Shepherd & Rudd, 2014). Environmental un-
certainty can emerge not just from international markets’ political and
macroeconomic conditions, but also from sector-specific issues such as
demand conditions and competitors (Elbanna & Child, 2007). For
example, managers apply less rational decision processes if a high level
of competitive threat is observed (Dean & Sharfman, 1993). However,
internally at the firm level, issues such as having better performance or
surplus resources can help managers follow rational analytic decision
processes in stable environmental conditions. Apart from performance,
prior studies showed mixed results in the case of firm size as some
studies suggested more use of rational and comprehensive decision
processes with the increase of firm size (Flbanna & Child, 2007; Papa-
dakis et al., 1998), while others suggested no relationship between firm
size and rationality (Dean & Sharfman, 1993). Considering these
contextual factors shaping decision rationality, managers exhibit ratio-
nality that is also constrained by their own cognitive and informational
limits.

Decision rationality explains crucial aspects of cognitive processing
while acting upon information related to certain decision(s). It has close
ties to the part of an individual’s cognitive processing that is less
information-intensive (e.g., heuristics) and forms the basis of the dual
processing of human cognition and decision-making. This implies that
decision rationality is inherently suited to interact with the heuristics-
based cognitive processes and subsequently affect specific outcomes.
As rationality in decision-making is generally believed to have a positive
impact on strategic decision effectiveness (Dean & Sharfman, 1996), we
argue that decision rationality can have some bearing on entry mode
decision effectiveness. However, the limited cognitive capacity of in-
dividuals in processing information means that managers cannot collect
or process an unlimited set of information at any stage of
decision-making. This limitation becomes more pronounced in the early
stages of strategic decisions, such as entry mode choices, where not all
relevant information may be available or immediately accessible (Parida
et al., 2018).

For instance, consider Pran, one of the largest food and beverage
companies in Bangladesh. Initially, Pran began exporting its products to
France and later expanded its exports globally. Although the company
initially relied on exporting as its primary entry mode, Pran gradually
developed its own sales and distribution networks with fully operational
offices, warehouses, and distribution channels in North America, the
Asia-Pacific, and Africa (Pran, 2024). In the early days of internation-
alization, it would have been difficult for Pran’s managers to establish
such extensive networks due to a lack of relevant information. This in-
dicates that Pran’s entry mode decisions were based on the limited in-
formation available at the time.

To address this challenge, managers often resort to using available
information based on past experience (Kunc & Morecroft, 2010). For
example, in the context of an entry mode choice, a manager may look at
immediately available information on the firm’s previous entry mode
decisions. While this reliance on memory-based information (i.e.,
availability heuristic) can lead to quicker decisions, it may also result in
incomplete information. A more rational approach, characterized by
thorough information acquisition and analysis, can fill in the gaps left by
heuristics. We propose that managers can complement the information
retrieved from memory by actively collecting and analyzing new, rele-
vant data to make well-informed entry mode decisions. This approach
not only helps firms meet the objectives of foreign market entry but also
enhances their competitive position. For example, Pran’s gradual shift
from exporting to establishing full-fledged distribution networks reflects
how the firm used analytic rational decision-making to build on initial
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heuristic-based choices. In this way, the use of rational information
processing can strengthen the effectiveness of decisions that are initially
influenced by availability heuristic. Thus, we hypothesize:

H6. Decision rationality strengthens the relationship between avail-
ability heuristic and entry mode decision effectiveness.

The limitation of managers’ cognitive capacity further calls for the
use of representativeness heuristic. Managers try to make sense of a
current event by identifying its representativeness to a past similar event
(Elia et al., 2019). Although this decision-making approach does not
incorporate the whole range of information or a subsequent intensive
analytic procedure, the use of representativeness heuristic helps in
making quick decisions based on the similarities between past and
current events. Similarly, managers employ heuristics to identify past
entry mode instances that resemble a current entry mode decision
(Guercini & Milanesi, 2020).

While the dual-process theories argue for the parallel use of heuris-
tics and rational approach (e.g., Baldacchino et al., 2022), combining
representativeness heuristic with rational approach, such as analytic
decision rationality, can bring redundant information into the process of
entry mode decisions. Managers may already have identified relevant
information while making sense of the similarities between past and
current entry modes, as they may already have representative infor-
mation about customer needs and wants from past similar instances.
Thus, collecting the same information through a rational decision pro-
cess can only make the information redundant and the cognitive process
more cumbersome. We argue that this redundancy and the extra burden
of time, cost, and cognitive effort due to analytic decision rationality can
weaken the impact of representativeness heuristic on entry mode deci-
sion effectiveness. Thus, we propose:

H7. Decision rationality weakens the relationship between represen-
tativeness heuristic and entry mode decision effectiveness.

We did not consider other possible moderators such as managerial
experience as an alternative to analytic decision rationality. Managerial
experience partially overlaps with analytic decision rationality as the
former can generate or contribute to analytical reasoning, which is an
inherent trait of the latter. Furthermore, managerial experience is not a
cognitive mechanism in itself. Thus, rather than considering managerial
experience as a moderator, we controlled for it in theorizing our
research model. Likewise, even though not strictly necessary, environ-
mental uncertainty is strongly associated with or works as a triggering
condition for heuristics-based decision approach. In other words, it
works as an antecedent to the activation of heuristics rather than a
moderator between heuristics and their outcomes. As international
entry mode decisions involve uncertain environmental conditions, thus
we excluded environmental uncertainty as a moderator as it is inher-
ently involved in the formation of heuristics-based decision approach.
We also excluded possible organizational level moderators such as
organizational culture even though it has implications for managerial
decisions and firm performance (Warrick, 2017). We contend that while
the features of an organization’s culture (e.g., risk taking or aversion)
could shape decisions and their outcomes, they are hard to isolate to be
used as a moderator at the cognition level of individual decision makers
or managers.

4. Research design and method
4.1. Study 1

4.1.1. Scale validation study: method and results

The first objective of this section is to develop two constructs: an
availability heuristic and a representativeness heuristic. The second is to
conduct an initial test of the proposed constructs alongside some related
and unrelated constructs. Since no established scales exist for avail-
ability and representativeness heuristics, particularly in the context of IB
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and entry mode choice, we have tried to address this gap in the litera-
ture. Based on the propositions presented by Kahneman (2017), we have
formulated a list of four items for the availability heuristic, with re-
sponses on a seven-point Likert scale. Similarly, drawing on the propo-
sitions of Tversky and Kahneman (1974), we have developed six items
for the representativeness heuristic, using a seven-point Likert scale (see
Appendix A). We employed the single-factor method, following Pidduck
et al. (2022), to create parcels for both the availability heuristic and
representativeness heuristic. To ensure face validity, five academic ex-
perts and five industry experts were engaged to review the scales rep-
resenting the heuristics.

Subsequently, we collected data on the availability and representa-
tiveness heuristics, along with a theoretically related construct (vivid-
ness effect) and a theoretically distinct construct (self-efficacy), to
perform an exploratory factor analysis (EFA) and evaluate convergent
and discriminant validity. Convergent validity is characterized by robust
correlations observed between newly developed scales and either
existing scales or scales associated with conceptually similar constructs
(Astakhova et al., 2022). Conversely, discriminant validity signifies that
a construct is conceptually separate from and exhibits lower correlations
with constructs that are conceptually dissimilar (Astakhova et al., 2022).

We propose that individuals’ past experiences, as reflected in avail-
ability heuristic, should positively correlate with vivid or emotionally
charged events (the vividness effect) that aid in decision making (Frey &
Eagly, 1993). By contrast, making judgments about the probability of an
event based on its similarity to a prototype or representative example
can also positively correlate with vivid or emotionally charged events
(Dumm et al., 2020). Contrary to that, we argue that self-efficacy that
refers to an individual’s belief in their own ability to accomplish tasks
and achieve goals is completely unrelated to and distinct from avail-
ability and representativeness heuristics. The inclusion of vividness ef-
fect and self-efficacy allowed us to conduct a confirmatory factor
analysis (CFA) with the same sample. Although the use of same sample
can bring the issue of overfitting, the approach is used in the past studies
in various domains of management (Howard, 2023).

4.1.2. Sample and procedure

We gathered data for the validation sample from the U.S. working
population (managerial positions) using Amazon’s Mechanical Turk
(Mturk), an online crowdsourcing data collection platform that facili-
tates researchers’ access to a diverse range of individuals for survey
participation. Initially, we gathered data from 982 working individuals.
The removal of some incomplete responses left us with a final tally of
504 responses. In this sample, 61 percent were male, and the average
age was 35.06 years (SD = 6.02). The respondents represented diverse
ethnicities, with 17 percent being American Indian, 18 percent Asian,
12.5 percent Black or African American, 14.5 percent Hispanic or
Latino, 16 percent Native Hawaiian, and 22 percent White. Among the
respondents, 42.8 percent had an undergraduate degree or above.

4.1.3. Measures

For the availability heuristic, four items exceeded the threshold of
standard loadings (>.70), and for the representativeness heuristic, six
items met the standard loading criterion (>.70) (Appendix B). The
Cronbach’s alpha values were 0.75 and 0.76, respectively. Subse-
quently, four items for the vividness effect were adopted from Van
Kerrebroeck et al. (2017) and Jang et al. (2019), and four items for
self-efficacy were adopted from Weber et al. (2004). Cronbach’s alpha
was 0.86 for the vividness effect and 0.89 for self-efficacy. The list of the
measurement items is included in Appendix A.
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4.2. Analysis and results

4.2.1. Exploratory factor analysis (EFA)

We followed an exploratory factor analysis (EFA) based on a single
factor method to create a parcel for availability and representativeness
heuristics. In the present study, exploratory factor analysis (EFA) and
principal component analysis with varimax orthogonal rotation were
conducted. The results of the EFA revealed eigenvalues greater than one
for all four items (Kaiser, 1960), with a total variance of 56.44 percent.
The recommended acceptable value of the Kaiser-Meyer-Olkin (KMO)
statistic (sampling adequacy) should be 0.60 or more (Tabachnick &
Fidell, 1996). In this study, the KMO statistic measure’s sampling ade-
quacy was 0.76. The result of the Bartlett test, which showed y?
= 546.197, p = 0.000, also indicated sufficient inter-correlations. Using
the same procedure, we found that the eigenvalues of 6 items of the
representativeness heuristic were greater than one, with a total variance
of 61.24 percent. The KMO statistic measuring sampling adequacy was
0.86, and the Bartlett test result, indicating y2 = 1856.883, p = 0.000,
also suggested sufficient inter-correlations. The EFA factor loading for
each item is provided in Appendix B.

4.2.2. Confirmatory factor analysis (CFA)

To further evaluate the construct validity of the measurement model,
we conducted a CFA for the two primary constructs: availability heuristic
and representativeness heuristic. As shown in Appendix C, all standardized
factor loadings for the two constructs exceeded the commonly accepted
threshold of 0.70, with coefficients ranging from 0.733 to 0.832 for
availability heuristic and from 0.700 to 0.878 for representativeness
heuristic. These results support the convergent validity of both
constructs.

Reliability and validity indicators are reported in Appendix D.
Cronbach’s alpha values were above the recommended cutoff of 0.70,
indicating satisfactory internal consistency reliability (a = 0.799 for
availability heuristic;c a = 0.760 for representativeness heuristic).
Composite Reliability (CR) values were 0.869 and 0.892, while Average
Variance Extracted (AVE) values were 0.624 and 0.582, respectively- all
exceeding the recommended thresholds of 0.70 for CR and 0.50 for AVE
(Hair et al., 2019). Thus, both constructs demonstrated acceptable
reliability and convergent validity. As our central focus was on the
availability and representativeness heurisitics, we only reported the
results for these two heurisitics in Appendix C and Appendix D.

4.2.3. Validity assessment

The construct validity of the entire model was assessed through
convergent validity and discriminant validity. We tested convergent
validity by initially examining the correlation between availability
heuristic and representativeness heuristic, and the relationship was not
statistically significant (r =-0.03, p > 0.05). As expected, the avail-
ability heuristic was positively correlated with the vividness effect
(r=0.52, p<0.05) and the representativeness heuristic was also
positively associated with the vividness effect (r = 0.493, p < 0.05).
Conversely, both the availability heuristic (r = -0.02, p > 0.05) and the
representativeness heuristic (r = -0.03, p > 0.05) were unrelated to self-
efficacy.

We ran a series of CFAs to determine whether the availability heu-
ristic and representativeness heuristic were distinct from the other two
constructs (vividness effect and self-efficacy) to establish the discrimi-
nant validity. We examined the fit indices of the two models, following
the guidelines of Little et al. (2013) and Shaffer et al. (2016): (a) the
unconstrained model, in which two latent constructs covary freely with
each other, and (b) the constrained model, in which the covariance of
the two constructs was set to 1. The results of all comparisons supported
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a better fit for the unconstrained model than for the constrained model:
vividness effect, Ay2(Adf = 1) = 100.87, p < .01, and self-efficacy, Ay2
(Adf = 1) = 89.949, p < .01. These results suggest that both heuristics
had adequate convergent and discriminant validity. Thus, the CFA re-
sults showed evidence of construct validity of the proposed theoretical
variables.

4.3. Study 2

4.3.1. Research context

For this study, data were collected from internationalizing firms
within Bangladesh’s apparel export industry. Bangladesh, a burgeoning
economic powerhouse in South Asia, is the world’s second-largest
exporter of textile and apparel products, with garment exports reach-
ing a total of $42.613 billion in 2021-2022 (Export Promotion Bureau,
2023; Faroque et al., 2021a).

The adoption of export as an entry mode for SMEs typically falls into
two primary categories: direct export, involving direct engagement with
customers, and indirect export, in which SMEs rely on intermediary
relationships to facilitate entry into foreign markets (Hessels & Terjesen,
2010). Within business-to-business markets, and particularly evident in
the textile industry, SMEs employ both forms of export; nevertheless,
direct interaction with foreign clients is widely acknowledged as a
prevalent and favored strategy (Guercini & Runfola, 2021). Hence,
variation is minimal among these SMEs in terms of their selection of
entry modes, and their prior experience with entry modes renders them
suitable for studying the utilization of heuristics (and analytic ap-
proaches) in decision making. This suitability arises from the fact that
the effectiveness of heuristics in decision making relies on prior expe-
rience in related contexts (Jones & Casulli, 2014; Maitland & Sammar-
tino, 2015). The Bangladeshi apparel export industry, with its global
exposure, high-stakes buyer interactions, and rapid decision-making
cycles, offers an ideal setting for studying the cognitive shortcuts man-
agers rely upon when making international entry decisions. These con-
ditions align with those identified in the heuristics literature as
conducive to the emergence of bounded rationality (Gigerenzer &
Gaissmaier, 2011), supporting the theoretical relevance of this context.

The success of Bangladesh’s apparel industry is notably attributed to
the entrepreneurial and managerial decision-making capabilities dis-
played in diverse circumstances. Since 1978, Bangladesh has remark-
ably dominated apparel exports among South Asian countries. However,
no empirical studies have explored entrepreneurial decision-making,
specifically investigating heuristics and analytic decision models, and
whether such decision-making approaches influence the effectiveness of
entry mode decisions and the performance of internationalizing SMEs.

4.3.2. Data collection process

Following the suggestions of Steenkamp and Baumgartner (1998),
the questionnaire was first translated into Bengali to ensure clarity and
comprehensibility for the local respondents, and then back-translated
into English to verify consistency. Recognizing the importance of cul-
tural adaptation, we also took steps to ensure cross-cultural instrument
validity. As noted by Knight (1997) and Steenkamp and Baumgartner
(1998), using measurement scales developed in one cultural context (e.
g., the U.S.) without proper validation in another context may lead to
invalid inferences. To mitigate this risk, we addressed the cultural
equivalence issue for the scale items of the heuristic constructs through
expert reviews from the same reviewers and confirmed the items’ val-
idity using confirmatory factor analysis (CFA) within the Bangladeshi
context. These procedures reflect established best practices for ensuring
cross-cultural reliability and validity (Knight, 1997; Steenkamp &
Baumgartner, 1998).

In June 2023, face-to-face surveys were conducted to gather data,
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primarily due to the low response rate for mail surveys in developing
nations (Faroque et al., 2021a). First, 500 internationalizing firms were
randomly selected from the directory of the Bangladesh Garment Man-
ufacturers and Exporters Association (BGMEA). We then pre-tested the
questionnaire with 25 firms. Based on the observations and comments
received from the respondents, we made some adjustments to the
questionnaire before the final survey. These 25 initial respondents were
not included in the final survey and data set. Later, the listed firms were
contacted by email and telephone to make appointments for the
face-to-face interviews. After receiving confirmation from the firms’
authorities, interviewers were sent to collect the data, using a structured
questionnaire, from the persons who were directly related to
decision-making processes (i.e., export managers, procurement man-
agers, financial managers, and operations managers). On average, the
interviews took 25 min. A total of 285 valid responses were ultimately
retained for the analysis.

4.3.3. Measures

For the respondents, each component of the instrument is explained
in simple, understandable English. In this research, three constructs
(decision rationality, entry mode decision effectiveness, and interna-
tional performance [with three dimensions of profitability, sales, and
market performance]) were adapted from earlier studies. The measures
for the availability and representativeness heuristics in entry mode de-
cisions were developed from the accepted definition of the concept and
the specific context of this study. The study adopted four items for
availability heuristic to reflect the elements of this specific heuristic:
decisions in entry mode made based on top management team’s previ-
ous experience, other firms’ entry mode decisions in the industry, the
company’s own previous entry mode choice decisions, and an automatic
process in which managers rely on their accumulated experience rather
than the intensive use of information and analysis. For the representa-
tiveness heuristic, six items were developed to reflect its properties,
based on the accepted definition of the concept and the specific context
of this study: decisions on the entry mode made in line with the simi-
larity of a previously entered market (environment, buyers’ re-
quirements, and competitors’ strategies [one item for each]), frequency
of using a specific entry mode in the past, decisions made by other firms,
and the familiarity with the decision-making context. All items met the
required threshold, except for one item related to representativeness
heuristic: ‘...based on the decisions made by other firms we personally
know about.” A seven-point Likert scale was used to estimate all mea-
sures (1 = strongly disagree, 7 = strongly agree). The newly developed
scales were validated in the earlier section of the study. A list of the
measurement scales, together with their sources, is presented in Ap-
pendix A.

4.3.4. Control variables

Factors such as firm age and managerial experience can influence
international performance. The age of the firm was controlled because it
can affect firms’ international performance (Elmagrhi et al., 2019; Hsu
et al., 2015). Conversely, some studies have found that managerial
experience has an influence on international performance (Helfat &
Martin, 2015; Post & Byron, 2015). The firms’ age and managerial
experience were used as control variables in the present study.

4.3.5. Test of endogeneity

We applied the following methods to address potential endogeneity
issues. First, to mitigate simultaneity, we collected temporally lagged
data for international performance (the dependent variable) across
several sections of the questionnaire (Zaefarian et al., 2017). Second, we
used the Durbin-Wu-Hausman test, as recommended by Dong et al.
(2016), to empirically assess the likelihood of endogeneity. Specifically,
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Table 1
Demographic Information (n = 285).
Characteristics Categories Frequencies  Percentage
(%)

Number of employees <100 47 16.49
101-250 104 36.49
251-500 134 47

Number of export 1-3 48 16.84

markets 4-6 67 23.50

7-9 88 30.87
10 and over 82 28.77

Age of firms 1-5 79 27.71
6-10 920 31.57
11-20 83 29.12
20 + 33 11.57

Job position Export manager 109 38.24
Procurement 81 28.42
manager
Financial manager 66 23.15
Operations manager 29 10.17

we regressed decision rationality, entry mode decision effectiveness,
availability heuristic, and representativeness heuristic on the control
variables, then included the residuals from this regression as an addi-
tional regressor in our hypothesized model. The estimate for the re-
siduals in the proposed model was not statistically significant, indicating
that potential endogeneity among the study variables was not a concern
(Gani et al., 2024).

4.3.6. Common method bias (CMB)

We exercised special caution regarding the matter of common
method bias (CMB) both prior to and after the data collection. To pre-
vent CMB and evaluate its impact on the final data set, we used both
procedural and statistical preparations (Podsakoff, 2003).

Initially, the measurement items were refined by eliminating ambi-
guity to ensure that the questions were straightforward and specific.
Subsequently, all scale items were individually presented without la-
beling the variables based on the reported constructs, thereby avoiding
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the grouping of items by constructs and minimizing the likelihood of
respondents consciously associating the study with themselves.
Furthermore, at the onset of the questionnaire’s cover letter, the re-
spondents were informed that their demographic data and personal in-
formation would be treated as anonymous and kept confidential
(Rahman et al., 2022).

During the second phase, we employed a statistical evaluation
approach recommended by Harman (1967) to examine any potential
CMB that may have influenced the data collected during the study. The
statistical control employed Harman’s single-component test (Harman,
1967) through EFA; the results showed an explained variance of
21.20 %, which was under the 50 % criterion. In the third phase, the
study used the partial correlation test suggested by Lindell and Whitney
(2001). For this process, we used a marker variable. The test’s findings
revealed that the study correlations had not changed much, indicating
that CMB was not a significant problem in the data set gathered in this
study.

4.3.7. Data analysis method

For analytical purposes, we utilized structural equation modeling
(SEM) with PLS-4. Scholars specializing in IB and marketing have
advocated for the use of structural modeling to assess the simultaneous
relationships between independent and dependent variables (Hult et al.,
2018; Richter et al., 2022). The relevance of the path coefficient and
factor loading was then tested using bootstrapping (resampling = 5000)
(Weedige et al., 2019). The employment of SEM in this study success-
fully achieved two key objectives: (a) It assessed the psychometric
properties of the measures, thereby validating their validity, and
condensed the observed variables into a smaller number of latent
components; and (b) it evaluated the path results through the structural
model, thus identifying the causal relationships among the variables.

4.4. Data analysis and results
4.4.1. Demographic information

The data for this study were gathered from SMEs that are engaged in
internationalization. Descriptive statistics of the data are provided in

Table 2
Psychometric properties.
Variables Items Standard Cronbach’s Composite reliability Composite reliability Average variance extracted VIF
loadings alpha (rho_a) (rho_c) (AVE)
Availability heuristic AH1 0.795 0.772 0.798 0.856 0.597 1.342
AH2 0.778 1.455
AH3 0.726 1.341
AH4 0.790 1.469
Decision rationality DR1 0.712 0.730 0.786 0.852 0.535 1.415
DR2 0.731 1.454
DR3 0.737 1.420
DR4 0.701 1.528
DR5 0.773 1.681
Decision effectiveness DE1 0.825 0.863 0.866 0.901 0.646 2.194
DE2 0.828 2.242
DE3 0.821 2.006
DE4 0.770 1.898
DES 0.773 1.872
Market performance Mktl 0.834 0.810 0.701 0.852 0.657 1.623
Mkt2 0.821 1.583
Mkt3 0.775 1.137
Profitability Profitl 0.767 0.781 0.733 0.825 0.611 1.175
Profit2  0.778 1.345
Profit3  0.800 1.233
Sales performance Salesl 0.761 0.787 0.697 0.831 0.621 1.286
Sales2 0.849 1.620
Sales3 0.751 1.388
Representativeness RH1 0.761 0.749 0.788 0.865 0.562 1.449
heuristic RH2 0.741 1.361
RH3 0.785 1.402
RH 4 0.728 1.464
RH5 0.733 1.449
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Table 3
Fornell-Larcker criterion.
1 2 3 4 5 6 7

1) Availability heuristic 0.772

2) Decision rationality 0.613 0.731

3) Decision effectiveness 0.714 0.620 0.803

4) Market performance 0.521 0.513 0.523 0.810

5) Profitability 0.556 0.668 0.562 0.567 0.781

6) Representativeness heuristic 0.736 0.593 0.716 0.571 0.562 0.749

7) Sales performance 0.583 0.618 0.554 0.599 0.580 0.568 0.788
Table 4
Heterotrait-Monotrait ratio (HTMT) - Matrix.

1 2 3 4 5 6 7

1) Availability heuristic -

2) Decision rationality 0.800

3) Decision effectiveness 0.788 0.743

4) Market performance 0.737 0.706 0.686

5) Profitability 0.821 0.729 0.756 0.819

6) Representativeness heuristic 0.813 0.716 0.786 0.806 0.827

7) Sales performance 0.811 0.843 0.711 0.801 0.876 0.783

Table 1. In a labor-intensive industry, organizations with fewer than 500
employees are referred to as SMEs, while those with more than 500
employees can be classified as large organizations (Faroque et al.,
2021b). In the present study, we have categorized SMEs into three
distinct ranges: firms with fewer than 100 employees account for
16.5 %, firms with 101-250 employees represent 36.5 %, and those with
251-500 employees constitute 47 %. Among these firms, approximately
30.8 % engage in exporting activities in 7-9 countries, 28.7 % export to
10 or more countries, 23.5 % export to 4-6 countries, and 16.8 % export
to 1-3 countries. Regarding the age distribution of the firms, 31.5 % fall
within the 6- to 10-year range, 29.1 % are in the 11- to 20-year range,
and 27.7 % are within 1-5 years of establishment. Of the respondents,
38.2 % occupied the position of export managers, 28.4 % were pro-
curement managers, 23.15 % served as financial managers, and 10.17 %
held the position of operations manager.

4.4.2. Measurement model

Table 2 presents the results of the psychometric properties analysis,
which assessed reliability, convergent validity, and discriminant val-
idity. The findings from the measurement model indicate that the
standard loadings of each item exhibit satisfactory values, surpassing the
threshold of 0.70 (Hair et al., 2011; Rahman et al., 2023). Furthermore,
all constructs meet the recommended thresholds for Cronbach’s alpha
and composite reliability, as both exceed the value of 0.70, as suggested
by Legate et al. (2023). The average variance extracted (AVE), an in-
dicator of convergent validity, exceeds the required threshold level, as
each variable surpasses 0.50 (Hair et al., 2019). Additionally, the values
of the variance inflation factor (VIF) range from 1.23 to 2.24, which
satisfies the criterion of < 3, indicating the absence of significant mul-
ticollinearity among the multiple regression variables (Hair et al., 2017).

Discriminant validity was assessed using two approaches: the Fornell
and Larcker criterion and the Heterotrait-Monotrait (HTMT) correla-
tions. In line with Fornell and Larcker (1981), the square root of the
average variance extracted (AVE) was calculated and represented

Table 5
R?and Q°.
R2 Q>
Entry mode decision effectiveness 0.622 0.610
Market performance 0.274 0.329
Profitability 0.316 0.384
Sales performance 0.307 0.379
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diagonally to evaluate the correlation between a construct and other
constructs (Table 3). The correlation between a construct and any other
construct should be lower than the square root of the AVE associated
with the construct. We further examined discriminant validity using the
HTMT correlations, as suggested by Henseler et al. (2015). Henseler
etal. (2015) recommended that the HTMT ratio should be less than 1.00.
The HTMT ratios were obtained and are presented in Table 4. Based on
both the Fornell and Larcker criterion and the HTMT correlations, the
study demonstrates satisfactory discriminant validity.

4.4.3. Assessing the structural model

Once the measurement model has been evaluated, as advised by Hair
et al. (2019), assessing the structural model becomes crucial for further
analysis of the results. At this stage, the recommended approach is to
examine the predictive quality (R?), effect size of the relationship (f2),
and predictive relevance through blindfolding using Q2 as suggested by
Ringle et al. (2020). The outcomes of the coefficients of determination
(R?) for the endogenous latent variables are presented in Table 5. The R?
for entry mode decision effectiveness is 0.622, indicating that the
availability and representativeness heuristics, as the endogenous latent
variables, account for 62 % of the variance in entry mode decision
effectiveness. Similarly, market performance explains 27 % of the vari-
ance, profitability explains 31 % of the variance, and sales explain 30 %
of the variance when the entry mode decision effectiveness functions as
the latent endogenous variable. R? values greater than 0.50 are
considered to have a moderate explanatory power over the variance (see
Table 5).

We assessed the predictive relevance (Q%) by employing the blind-
folding procedure, as recommended by Hair et al. (2019). The results
presented in Table 5 indicate that the model exhibits satisfactory pre-
dictive capability, as all Q7 values are greater than zero. Specifically, our
findings show that entry mode decision effectiveness has a Q? value of
0.610, indicating a high level of predictive relevance (Q*> 0.50).
Additionally, market performance, profitability, and sales performance
have Q? values of 0.329, 0.384, and 0.379, respectively, indicating a
medium level of predictive relevance (Q%> 0.25) in our case (Hair et al.,
2019) (see Table 5).

The PLS-SEM results, presented in Table 6, highlight the relation-
ships between different variables. The findings reveal significant asso-
ciations between the availability heuristic and decision effectiveness
(t=8.159, = 0.335, p < 0.001), as well as between the representa-
tiveness heuristic and decision effectiveness (t =7.951, f = 0.347,
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Table 6
Results of the path analysis.
Relationships B Sample mean SD t-stat P i Decision BC-CI
(M) values 5.0% 95.0 %
H1  Availability heuristic -> Decision effectiveness 0.335 0.335 0.041 8.159  0.000 0.121  Supported  0.254  0.414
H2  Representativeness heuristic -> Decision effectiveness 0.347 0.348 0.044 7.951  0.000 0.134  Supported  0.259  0.430
H3  Decision effectiveness -> Profitability 0.562 0.563 0.026  21.698  0.000 0.461 Supported  0.506  0.608
H4  Decision effectiveness -> Sales performance 0.554 0.555 0.029 19.184  0.000 0.442  Supported 0.493  0.606
H5  Decision effectiveness ->> Market performance 0.523 0.525 0.031 17.016  0.000 0.377  Supported  0.459  0.579
H6  Availability heuristic x Decision rationality -> Decision 0.401 0.401 0.041 13.462  0.002 0.313  Supported  0.024 0.185
effectiveness
H7  Representativeness heuristic x Decision rationality -> Decision —0.052 —0.054 0.040 1.290 0.004 0.014  Supported 0.130  0.226
effectiveness
D
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Fig. 2. Decision rationality strengthens the positive relationship between availability heuristic and decision effectiveness.

p < 0.001), thus supporting H1 and H2. Moreover, a significant rela-
tionship is observed between decision effectiveness and profitability
(t=21.698, p = 0.562, p < 0.001), decision effectiveness and sales
performance (t = 19.184, # = 0.554, p < 0.001), and decision effec-
tiveness and market performance (t = 17.016, = 0.523, p < 0.001),
thereby confirming support for hypotheses H3, H4, and H5.

We also examined the moderating effect of decision rationality on

»
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the relationship between two distinct types of heuristics and entry mode
decision effectiveness. The findings indicate that decision rationality
positively moderates the association between availability heuristic and
entry mode decision effectiveness (t = 13.462, f = 0.401, p < 0.005), as
depicted in Fig. 2, thus supporting H6. This suggests that decision ra-
tionality enhances the positive relationship between availability heu-
ristics and entry mode decision effectiveness.

Moderator
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High Representativeness
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Fig. 3. Decision rationality dampens the positive relationship between representativeness heuristic and decision effectiveness.
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By contrast, the results reveal that decision rationality, although it
has a weak effect, negatively moderates the relationship between
representativeness heuristic and entry mode decision effectiveness
(t=1.290, p = —0.052, p < 0.005), as illustrated in Fig. 3, thus sup-
porting H7. This suggests that although decision rationality has a sig-
nificant influence, it reduces the positive relationship between the
representativeness heuristic and entry mode decision effectiveness. As
depicted in Fig. 3, the negative effect on decision effectiveness is higher
in situations in which a high level of decision rationality is paired with a
high level of representativeness heuristic. Conversely, pairing of low
decision rationality with a low representativeness heuristic produces a
lower negative effect on entry mode decision effectiveness.

The study findings for the 2 value indicate that the impact size is
relatively redundant given the size of the path coefficient for each link
(Hair et al., 2019). A shown in Table 6, f? indicates the change in R?
when an exogenous variable is removed from the model. In this table, all
f? values for the factors exceed 0.02, indicating a small effect size. A
value greater than 0.15 signifies a medium effect size, while a value
greater than 0.35 indicates a larger effect size for the relationships. This
study controlled for firms’ age and managerial experience. However, the
results from the study revealed that none of the control variables had a
significant effect on international performance.

5. Discussion, Implications, and Limitations

The decision-making process regarding the mode of entry into
foreign markets is multifaceted and demanding. It reflects how man-
agers must navigate uncertainty, time pressure, and cognitive con-
straints- often blending intuitive shortcuts with deliberate analysis. The
findings of this study deepen our understanding of this process by
showing how managers combine heuristics with analytical methods to
enhance the effectiveness of entry mode decisions and, ultimately, in-
ternational performance.

This study extends dual-process theory by showing that heuri-
stic-analytic interactions are not universally beneficial. Availability and
representativeness heuristics, while both effective in entry mode deci-
sion in isolation, diverge when combined with rational analysis: the
former enhances decision quality, while the latter may impair it. The
availability heuristic, rooted in memory retrieval and experiential recall,
complements rational analysis by providing quick anchors when infor-
mation is limited or time is short. In contrast, representativeness heu-
ristic, based on pattern recognition and similarity judgments, can
conflict with rational evaluation by introducing redundancy or
misleading analogies.

This divergence challenges the simplified view in many dual-process
models that intuitive (Type 1) and analytical (Type 2) thinking always
either compete or harmonize (Evans, 2007; Kaufmann et al., 2017). Our
results suggest instead that the outcome of such interaction depends
heavily on the type of heuristic in use. By highlighting this asymmetry,
we propose a more fine-grained understanding of bounded rationality-
one that encourages scholars to disaggregate Type 1 reasoning into
distinct cognitive tools rather than treat it as a single, uniform mode of
thinking.

Importantly, these findings loop back meaningfully to our hypothe-
ses. H1 and H2 confirm the positive standalone effects of both heuristics
on decision effectiveness. But it is in H6 and H7 where the theoretical
story deepens. The supportive role of rationality in amplifying the
effectiveness of availability heuristic (H6) underscores its value in
reinforcing experience-based decisions. Conversely, the weakening ef-
fect of rationality on representativeness heuristic (H7) points to poten-
tial cognitive overload when managers attempt to validate pattern-
based reasoning with exhaustive analysis. This highlights a crucial
insight: integrating rationality does not always improve decision qual-
ity- it depends on the cognitive shortcut being used.

The distinct cognitive mechanisms behind these outcomes further
explain the divergence. Availability heuristic operates through memory
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retrieval, providing managers with vivid experiential cues that rational
analysis can refine to improve effectiveness. By contrast, representa-
tiveness heuristic relies on similarity judgments that already embed
implicit assumptions about market conditions or competitive dynamics.
When rational analysis is applied on top of these judgements, it risks
duplicating or over-validating them, resulting in redundancy, cognitive
overload, or confirmation bias. This asymmetry underscores that heu-
ristic-analytic rational interactions cannot be generalized but must be
understood at the level of specific heuristics, an insight that invites
further empirical testing of alternative heuristic pairings in international
decision-making contexts.

5.1. Implications for research

This study offers several important implications for theory and
research. First, it refines dual-process theory in the context of IB by
highlighting that the benefits of heuristic-analytic interactions are not
universally applicable but instead depend on the type of heuristic
involved. Specifically, we demonstrate that the combination of avail-
ability heuristic and rational analysis enhances the effectiveness of entry
mode decisions, while the integration of representativeness heuristic
with rationality may impair effectiveness. This contrast underscores that
not all intuitive (Type 1) processes interact similarly with analytic (Type
2) reasoning, advancing a more differentiated and context-sensitive
understanding of cognitive mechanisms in IB decision-making. More
broadly, this study reinforces the importance of considering both
heuristic-based and rational decision-making logics in IB theory devel-
opment. While many dual-process models emphasize conflict or
competition between intuitive and analytical processes, our findings
support a more nuanced interpretation: heuristic and rational systems
may function complementarily, depending on the heuristic in question
and the decision context (Evans, 2007; Kaufmann et al., 2017). This
insight not only refines dual-process theory but also emphasizes cogni-
tive adaptability over rigid dualism.

Second, research on entry mode choice in IB has become increasingly
saturated, and some scholars have argued that additional studies in this
area may offer limited value due to an overreliance on organizational
and macro-level explanations, leaving the cognitive attributes of indi-
vidual decision-makers largely unexplored (Aharoni et al., 2011). This
study contributes meaningfully to that debate by reintroducing a
micro-level, cognition-based perspective to a field historically domi-
nated by structural and environmental theories. Foundational research
has typically explained entry mode decisions through lenses such as
transaction cost economics (Anderson & Gatignon, 1986; Brouthers,
2002) and institutional theory, which emphasize legitimacy, institu-
tional distance, and regulatory constraints (Meyer et al., 2009). In
contrast, our study contributes to the development of micro-level
cognitive foundations in IB by examining how specific heuristics-
availability and representativeness- shape managerial reasoning and
interact with analytical processes in real-world entry mode decisions.
This cognitive lens recenters the role of the individual manager and
encourages more fine-grained inquiry into how strategic decisions are
made under uncertainty and bounded rationality. In doing so, our study
not only complements but also extends the literature by showing that
heuristic-analytic interactions are heuristic-specific, rather than gener-
alizable across all types of intuitive reasoning, and by helping to move
beyond the predominantly macro-level focus on institutions and trans-
action cost logic that has historically shaped entry mode research.

While heuristics have long been recognized as important tools for
decision-making under uncertainty, their role in shaping strategic
internationalization choices, especially among SMEs, has received
limited empirical attention. Our findings show that such cognitive
mechanisms are not only relevant for decision effectiveness but are also
significantly associated with international performance- an area that
remains under-researched in the IB literature (Forbes, 2005). By
demonstrating that both heuristic and rational logics affect firms’ ability
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to make and adapt entry decisions, this study enriches our understand-
ing of how decision quality can translate into competitive outcomes in
foreign markets. This aligns with previous research suggesting that the
strategic logic applied to entry decisions influences firms’ post-entry
adaptability and long-term success (Ahi et al., 2017), and underscores
the value of integrating behavioral and cognitive perspectives into
performance-oriented internationalization research.

Finally, this research makes a methodological contribution by
developing and validating novel, context-sensitive measurement scales
for availability and representativeness heuristics. To our knowledge,
these are the first empirically tested heuristic scales in the entry mode
context. These scales offer researchers a new set of tools for studying
cognitive shortcuts across diverse IB contexts, enabling more fine-
grained operationalization of decision-making logic.

5.2. Implications for managers

Our findings offer several practical takeaways for managers navi-
gating international market entry, particularly those operating in
resource-constrained, export-driven sectors such as Bangladesh’s
apparel industry. A central insight is that not all decision shortcuts
(heuristics) function the same way when combined with rational anal-
ysis. For managers under pressure to make timely decisions with
incomplete information, this distinction is critical. The availability
heuristic, based on easily retrievable past experiences, can be highly
effective, especially when paired with minimal analytic checks. For
example, export managers deciding on an entry mode for a new regional
market may benefit from recalling their firm’s earlier expansion into
culturally or structurally similar markets, and then validating that de-
cision with some structured evaluation (e.g., updated customer data,
basic cost comparisons). In such cases, intuition and analysis can com-
plement each other productively.

By contrast, the representativeness heuristic, which relies on
perceived similarity between contexts, may lead to overconfidence or
flawed assumptions when combined with rational analysis. For instance,
assuming a new market will behave like a previous one, based on surface
similarities, could lead managers to overlook critical differences (e.g.,
regulatory complexity, buyer behavior). If they also attempt to verify
this assumption through analytic means, the result may be cognitive
overload or misplaced confidence. Managers should be aware of this risk
and consider separating quick judgment from in-depth analysis when
using similarity-based reasoning.

While these findings are most directly relevant to Bangladeshi
apparel exporters, they may also apply to firms in other low- and middle-
income countries where export experience is often concentrated in a few
core markets and decision-making relies heavily on experiential
learning. However, we caution against applying these insights wholesale
to sectors with high product novelty or volatile demand, where heuris-
tics may operate differently. To put this into practice, managers can: (a)
use past successes as starting points, but validate them with minimal,
targeted analysis (e.g., reassess key assumptions about partners, logis-
tics, or regulations); (b) avoid equating similar-looking markets with
identical ones, especially when formal rational analysis is also applied;
and (c) train decision-makers to recognize which heuristic they are
relying on, and to anticipate when it is likely to help or hinder decision
quality, depending on its interaction with analytic reasoning. Overall,
the key takeaway is not to abandon heuristics, but to use them mindfully
and selectively, recognizing when they enhance decision-making and
when they need to be balanced, or even bracketed, by deliberate
analysis.

5.3. Limitations and future research avenues

Like any research, our study has limitations that offer opportunities
for future exploration. First, our empirical focus on Bangladesh’s export-
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oriented apparel sector provides a rich context, given its institutional
informality and collectivist cultural backdrop. However, these same
features may shape how managers rely on heuristics in ways that do not
translate directly to other industries or national settings. Future research
could examine whether similar patterns hold in technology-driven sec-
tors, knowledge-intensive services, or in countries with different cul-
tural profiles, particularly those varying in uncertainty avoidance or
individualism.

Second, our cross-sectional design provides only a snapshot in time
and does not capture how decision-making evolves. Longitudinal or
experimental designs could reveal how heuristics and rational strategies
shift as managers gain experience, receive market feedback, or adapt to
changing environments. This would clarify whether heuristics are
refined, reinforced, or abandoned over time, and under what conditions
those changes occur.

Third, while we focused on availability and representativeness
heuristics, many other cognitive shortcuts may influence managerial
thinking, including anchoring, overconfidence, confirmation bias, or
sunk cost fallacy. Future studies could examine how these heuristics
interact with rational decision-making. For instance: Are some heuristics
more resistant to analytic correction than others? Do certain shortcuts
actually improve decisions when used deliberately? These are compel-
ling questions for advancing dual-process theory in IB contexts.

In line with our theoretical framing, we recognize that our use of
availability and representativeness heuristics within dual-process theory
reflects a heuristics-and-biases approach (Tversky & Kahneman, 1974).
While this tradition has shaped understanding of cognitive limitations,
alternative paradigms such as fast-and-frugal heuristics (Gigerenzer &
Gaissmaier, 2011) or simple rules (Bingham & Eisenhardt, 2011) offer
different perspectives on bounded rationality. Comparative studies
could reveal how these approaches perform across contexts and decision
types in IB.

Fourth, future research should also look beyond entry mode de-
cisions. Strategic choices- such as recognizing international opportu-
nities, selecting foreign markets, forming international partnerships,
setting prices, or adapting post-entry operations- are all made under
uncertainty and bounded rationality. Studying these decision points
could reveal different dynamics in how heuristics and analysis com-
plement or clash. Identifying boundary conditions is particularly
promising: when does rational analysis enhance intuitive judgment, and
when does it overwhelm or contradict it?

Likewise, the combination of heuristics and decision rationality is
exposed to many micro (e.g., decision-maker), meso (e.g., firm), and
macro (e.g., external environment) factors contributing to the
complexity of the decision-making process related to entry-mode
choices. This complexity calls for integration of these factors in our
studied model to further expand the model’s strength in explaining the
phenomena studied. As part of this integration, future studies could
explore the simultaneous impact of two or more factors operating at
different levels on heuristics and rational decision-making approaches.
For example, how might a manager’s cognitive diversity (Olson et al.,
2007) interact with high versus low environmental dynamism to shape
the effects of heuristics and rationality? Taken together, these directions
invite a deeper, more theory-informed understanding of how managers
actually think and decide as they navigate the risks and complexities of
internationalization.
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writing process

During the preparation of this work the author(s) used ChatGPT in
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Appendix-A. Measurement items

Variables

Items Sources

Availability heuristic

Representativeness heuristic

Decision rationality

Entry mode decision
effectiveness

International performance

Profitability

Sales

Market performance

For checking scale validity
Vividness effect

Self-efficacy

Our entry mode choice decision is made based on... Own development based on Kahneman (2017)

...our top management team’s previous experience in the industry. (AH1)

...other firms’ entry mode decisions in the industry. (AH2)

...our previous entry mode decisions we made. (AH3)

...an automatic process in which we rely more on our accumulated experience than the intensive use of

information and analysis. (AH4)

Our entry mode choice decision is made... Own development based on Tversky and Kahneman (1974)
... in line with the similarity of the market (political, legal environment, etc.) we have entered previously.

(RH1)

... in line with the similarity of the market (buyers’ needs and requirements) we have entered previously.

(RH2)

... in line with the similarity of the market (competitors’ strategy) we have entered previously. (RH3)

... based on the frequency of using a particular entry mode (e.g. exporting) in the past. (RH4)

...based on our familiarity with decision making context we have been involved in the past. (RH5)

...based on the decisions made by other firms we personally know about.* (RH6)

To what extent do you follow the items below in the internationalization decision-making (e.g. entry mode Adapted from Ji and Dimitratos (2013), originally from Dean and Sharfman (1993, 96), Elbanna
choice, market selection, etc)? and Child (2007)

1. We look for information extensively in making decisions.

2. We analyze relevant information before making decisions.

3. Quantitative analytic techniques are important in making decisions.

4. We focus attention on crucial information and ignore irrelevant information.

5. Overall, we evaluate analytic intensiveness regarding our decision-making process.

To what extent are you satisfied on the following: Kale et al. (2002); Walter et al. (2008); used in Ji and Dimitratos (2013)
1. The overall objectives of the decision

2. The linkages achieved with local partners

3. The enhancement of the firm’s competitive position

4. The success in learning critical skills or capabilities

5. The overall decision-making effectiveness

How would you rate the international performance of your firm during the past three years in terms of the
Jfollowing indicators, compared to your main competitors?

1. overall profitability during the past 3 years Li and Atuahene-Gima (2001); Menguc and Auh (2008)
2. return on investment during the past 3 years

3. return on asset during the past 3 years

1. overall market share relative to target market objective during the past 3 years Cadogan et al. (2002); Menguc and Auh (2008)

2.sales volumes relative to target market objective during the past 3 years

3. sales growth relative to target market objective during the past 3 years

1. satisfaction with attracting new export customers during the past 3 years Faroque et al. (2022)

2. satisfaction with new export market entry during the past 3 years

3. satisfaction with performance in strategically important target markets during the past 3 years

I can clearly imagine the situation. Van Kerrebroeck et al. (2017); Jang et al. (2019)
I can clearly relate the situation.

1 can clearly picture the situation.

The situation is very concrete to me.

I can have a positive impact on social problems. Weber et al. (2004)

1 can help people with handicaps.

I have confidence in my ability to help others.

I can make a difference in my community.

Each of us can make a difference in the lives of the less fortunate.

*Removed in the second study due to low factor loadings
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Appendix-B. EFA factor loadings for availability heuristic and representativeness heuristic

Items Availability heuristic Representativeness heuristic
AH1 777

AH2 .740

AH3 .765

AH4 .734

RH1 782
RH2 .788
RH3 .782
RH4 744
RH5 746
RH6 .736

Appendix-C. CFA factor loadings for availability heuristic and representativeness heuristic

Construct

Availability heuristic

Representativeness heuristic

Item Loading
AH1 0.813
AH2 0.832
AH3 0.779
AH4 0.733
RH1 0.700
RH2 0.719
RH3 0.878
RH4 0.754
RH5 0.766
RH6 0.746

Appendix-D. CFA reliability and validity for availability and representativeness heuristics

Composite Reliability (CR) Average Variance Extracted (AVE)

Construct Cronbach’s Alpha
Availability heuristic 0.799
Representativeness heuristic 0.760

0.869
0.892

0.624
0.582

Data availability
The authors do not have permission to share data.
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