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From the Editors 
  

Poland belongs to the group of transition economies and big emerging mar-
kets at the same time. In the transition process from planned to market economy 
the Polish economy for almost 25 years has faced essential changes of its economic 
system and international economic relations. In particular the transition process has 
been reflected in a break from partly autarkic economy to an open one, and in a shift 
of the dominant direction of international exchange and economic cooperation – by 
the end of 1980s. concentrated on the COMECON countries.  

The economic transition first, and than the integration of the Polish econ-
omy with that of the European Union have influenced the orientation and pat-
terns of behavior of firms coming from the region. What is of particular interest 
of this issue of the “Journal of Economics and Management”, these processes 
have in many cases altered the orientation of Polish firms from domestic to in-
ternational, from focus on CEE markets to EU markets and beyond. The process 
of internationalization of these firms – both inward and outward – has been no 
more regulated by administrative decisions, but subordinate to market regulation. 
The performance indictors, mainly the financial ones, have become criteria for 
selection of markets and forms of international engagement of Polish firms. The 
lack of domestic capital caused the proliferation of small and medium enter-
prises, the lack of international experience resulted in the choice of the closest 
markets – mostly European ones, and the least advanced forms of internationali-
zation, mainly exports and franchising. Capital engagement of Polish firms in 
foreign markets is still an exception, because of the shortages in capital and in-
ternational experience they have suffered so far.  

The distinctive resources of the firms from the region, i.e. their market 
knowledge, privileged relationships with local business partners, e.g. suppliers 
and distributors, loyal customers of locally recognised brands, attract foreign 
partners to create business networks which allow them to penetrate the large, 
emerging market easier. On the other hand, the cooperation within the interna-
tional business networks is speeding up the process of internationalization of 
Polish firms, giving them access to the market and technological knowledge 
needed to compete in the international market. Having positive trade off between 
quality and price, and in many cases – also the specific, knowledge-based skills, 
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the Polish firms become solid business partners in international networks. The 
network forms of internationalization allow them to lessen the knowledge and 
experience gap so important in further internationalization process. As a result 
more and more Polish firms, also the small and medium ones, internationalize 
their activity, engage in more advanced capital modes of internationalization, not 
only in European, but also more distant foreign markets, achieving success there.  

The current issue of the Journal includes a series of articles presenting the 
theoretical and methodological aspects of research on the internationalization 
process of Polish firms, as well as research results concerning the basic modes of 
their internationalization and performance results.  

In the paper Contemporary models of Polish firms’ internationalization – 
literature and research review Mirosław Jarosiński takes the attention to two 
models observable in the internationalization of Polish companies, mainly the 
stages model and the model of early internationalization. The Author gives an 
extensive review on research literature, both Polish and international, relating to 
the subject. What is especially interesting is that the paper sheds some light on the 
existence of born global phenomenon in Poland in early 1990s, which is about the 
time when born globals started to emerge in many other more developed countries. 
The Author postulates further research on the topic which would tackle some more 
advanced problem areas like acquisition of knowledge in the process of internation-
alization or the success factors of early internationalization. 

The subject of born global companies is further examined in the paper by Lidia 
Danik and Izabela Kowalik: The studies on born global companies – a review of 
research methods. The Authors review the methods adopted in the international 
research on born globals and present methodology applied in their own study of the 
phenomenon. The multiple case study method seems to be universally accepted 
when researching early internationalizing firms, followed by the analysis of 
quantitative research on representative samples or secondary data from govern-
ment statistical databases. The approach proposed by the Authors is a qualitative 
one involving semi-structured individual interviews. Its major advantage is the 
possibility to draw in-depth conclusions about the beginnings of the born globals 
in Poland. The presented content analysis of the obtained qualitative results is 
a particularly thorough one.  

The internationalization of e-commerce enterprises is the focus of paper written 
by Magdalena Grochal-Brejdak and Maja Szymura-Tyc. The Authors examine the 
prerequisites of and the barriers to the internationalization of e-commerce enter-
prises, which mostly are small and medium firms undergoing the process in ac-
celerated way. The internationalization paths of three Polish e-commerce enter-
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prises are presented in form of case studies. The research results indicate that 
diverse modes of e-commerce internationalization can be related to the nature of 
the product and business model, size of an enterprise as well as its capital and 
network relations. Future research questions in the subject area are proposed.  

The research results concerning the models of internationalization of Polish 
small and medium enterprises (SMEs) are also presented in the paper by Teresa 
Kraśnicka and Wojciech Głód. The authors attempt to find whether the model of 
the SMEs’ internationalization impacts on their financial and non-financial per-
formance. The results of the study indicate that the companies adopting the so called 
born global model obtained better financial and non-financial results (i.e. sales 
growth, market share growth, return on equity (ROE), profitability and growth in 
employment) as compared to the firms that did not begin their international ac-
tivities at the time of establishment.  

The issue of the relationships between firm’s internationalization and its 
performance is also explored in research presented in the paper written by 
Krzysztof Fonfara, Milena Ratajczak-Mrozek and Adam Dymitrowski. The au-
thors show the outcome of long-term studies of behavioural aspects of com-
pany's internationalization process, performed within two research projects car-
ried out in years 2006-2008 and 2010-2012. The key element of the analysis was 
to relate companies’ performance to the identified types of company behavior in 
the internationalization process (active, submissive, independent, distrustful). 
One of the interesting insights of the study was that openness to cooperation 
with foreign firms and the active development of network relations with them – 
when combined with a formalized path to internationalization – are conducive to 
business efficiency.  

Two of the papers included in the Journal take notice of the problem of 
measuring internationalization-related phenomena. The first one, by Aleksandra 
Nizielska, discusses the conceptual and methodological properties of psychic 
distance as well as presents a selection of research examining the role of psychic 
distance in internationalization decisions. These issues are important for researchers 
from transition economies, as the impact of psychic distance on the internationaliza-
tion of firms from those countries has not been empirically verified yet.  

The last paper by Maja Szymura-Tyc presents both theoretical as well as 
methodological considerations concerning the measurement of the internation-
alization degree of firms at the early stages of their international commitment, 
reflected by the less advanced forms and narrow scope of internationalization. 
An interesting attempt is made to develop a composite index of the degree of 
internationalization of such firms. The constructed index is used in the research 
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on the degree of internationalization of Polish enterprises with regard to outward 
and inward forms of internationalization, the number of foreign markets, the 
shares of exports and imports in total sales value as well as international busi-
ness experience of the firms. 

This edition of the “Journal of Economics and Management” shows the 
main fields of research in the process of internationalization of Polish firms. It 
presents also the conceptual and methodological dilemmas faced by the re-
searchers conducting studies on the internationalization of the small and medium 
enterprises (SMEs), representing in many cases the model of early internation-
alization, based on non-capital forms of international involvement and a limited 
scope of international expansion. It addresses also the network approach in the inter-
nationalization theory describing the behavioral aspects of firms’ cooperation within 
international networks. The research results presented here provide a good sample of 
the findings on internationalization process of firms from a transition economy.  

 
 

Maja Szymura-Tyc 
Danuta Babińska 



 
 
 
 
 
 

Lidia Danik, Izabela Kowalik 
Warsaw School of Economics 
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Abstract 
 

Since the 1990s a dynamic stream of research in the field of born global 
companies (in short: BG) could be observed. Initially the main subject of this 
research were the establishing premises and foreign market strategies of BG, 
whereas at present the focus has shifted to the later stages of the born globals’ 
development. 

The aim of this paper is the review of methods adopted in the international 
research on born globals as well as presenting the methodology used by the au-
thors in the research of Polish BG. In international research the case study method, 
including the use of in-depth interviews, is widely used by many authors. This 
approach is sometimes joined with the application of quantitative methods. In 
the presented study the primary data has been obtained through individual inter-
views. Transcripts of the interviews have undergone a procedure of content  
analysis, within which a system of categories has been developed, allowing the 
assessment of the meaning and relationships between the particular concepts. 
 
Keywords: born globals, research methods review, research methodology concept 
 
 
Introduction 
 

The enterprises, mostly small and medium ones, which start being active in-
ternationally from inception and later instantly seek to derive significant compet-
itive advantage from the export to multiple countries, are defined by authors 
investigating the topic of internationalization, i.a. as born globals, international 
new ventures, born internationals or export start-ups (Knight et al., 2004; Duli-
niec, 2011 a, b). The “Born Global Model” of internationalization, which has been 
known for two decades, was coined in a survey conducted for The Australian 
Manufacturing Council by the consultants of McKinsey (Rennie, 1993; McKinsey 
& Co., 1993). It assumes that the firm should be internationalized in the first 
three years from establishment; it should enter culturally distant foreign coun-
tries and regions and achieve at least a 25 percent share of its total turnover 
through exports during this period. The management of such firms should de-
monstrate an international outlook and constantly focus on their customers and 
emphasize marketing competence as well as offer high quality, differentiated 
products (Knight et al., 2004, p. 647). 

The stream of research on the born global companies has been developing 
dynamically since the 1990s. The emergence of born globals (in short: BG) in 
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large numbers is a key trend and still more research is needed to understand their 
strategies and reasons for their international success (Knight et al., 2004, p. 661). 
Initially their establishing premises, market strategies, success factors and deve-
lopment threats have been studied (Oviatt and McDougall, 1994; Knight and 
Cavusgil, 1996; Madsen and Servais, 1997), while now the focus is on later sta-
ges of development (Zhang, Larimo, 2011) and on entering the path of so called 
rapid internationalization by “traditional” SMEs (Kalinic, Forza, 2011).  

Both the terminology and the research methodology concerning these en-
terprises are very diverse. This paper is aimed at reviewing the methods adopted 
in the international research on the born globals and at presenting the method-
ology used in our study of the Polish firms. The reason for choosing this topic is, 
that there are still few projects concerning the Polish early internationalized en-
terprises, published in the international literature (e.g. Cieślik, Kaciak, 2009; 
Danik et al., forthcoming), and there is still ongoing discussion which research 
methods can and should be applied in the CEE countries.  

 
1. Methods used abroad to study the born global firms 
 

The methodology used for studying the born global firms, presented in the 
international literature is not novel, compared to methods applied in other pro-
jects concerning the small and medium sized enterprises. It comprises of primary 
research including the qualitative (case study, interview) and quantitative (sur-
vey) methods and secondary research, based on the available statistical data. 
However, it seems that qualitative methodology, and especially the case studies, 
have been favored by researchers in order to explore the motivations behind 
small firm internationalization, and to explore the environmental context of their 
decisions (Evers, 2010). 
 
1.1.  Case studies 

 
At the stage of the born global model development and expansion and in the 

situation where there was little previous research available, many scientists have 
started using a multiple case-study approach for researching the born global 
internationalization. This methodology is useful in the research contexts where 
previous theory seems inadequate or incomplete and a deeper theoretical devel-
opment is required (Eisenhart, 1989). 

For example Rialp et al. (2005, p. 142) have used in-depth interviews ap-
plying semi-structured questionnaires with the founders/senior managers having 
the greatest influence on decision-making processes in the early international-
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ising firms. The additional information sources were: notes of the second inter-
viewer who was less involved in conducting the interviews, websites of the stud-
ied companies, in-company documentation, materials presenting the product 
range and other secondary data. A similar approach was used by Rasmussan et al. 
(2001) to study the born global companies in Denmark and in Australia. These 
authors conducted semi-structured interviews with managers, and supplemented 
them with secondary data from brochures, newspapers, internet home pages and 
accounts. They used a modified version of “grounded theory” to analyze the 
data, coding from the interviews, using the expressions of the respondents and 
then merging the codes into larger groups of families. 

Gabrielsson et al. (2008, p. 387) in their analysis of case studies of the born 
global firms from four countries, also began with conducting in-depth interviews 
with the most knowledgeable managers at born global firms, who were in charge 
of the foreign market operations. During the interviews semi-structured question-
naires were used. Transcripts of the interviews were sent to their participants 
soon after they took place. Occasionally they had additional meetings in order to 
clarify some issues. The researchers analysed also in-company documents and 
company archives simultaneously to all of the above stages.  

Zhang and Larimo (2011) also applied the case study method to research 
the internationalization process of Chinese companies. Three companies fulfil-
ling the criteria of early internationalizing firms with similar number of employ-
ees and similar turnover were selected. The structured questionnaires containing 
questions about the internationalization were sent to their founders. In the sec-
ond stage in-depth interviews lasting 3.5-5 hours with a few persons from every 
company were held. The interviewed persons were both the company founders 
and the sales managers to guarantee the objective evaluation of the internationa-
lization processes. In all cases secondary data concerning the export level, turn-
over and profits were collected both from the internal and external sources.  

A different example of this research approach refers to five knowledge in-
tensive service firms from India (different sizes and numbers of employees). 
First stage comprised 38 unstructured interviews with project managers, human 
resource managers, employees (engineers) and customers. These reports were 
then further sent back to the interviewees of the respective case companies, al-
lowing them to comment. The interviews in a second round were semi-
structured and done over the telephone and Skype. The interviewees received 
a set of open-ended questions that probed the underlying reasoning in the differ-
ent stages of their firm's evolution. At that stage, the interviews were comple-
mented with a more structured text-based analysis of the customer experience 
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cases reported by the five case firms in order to provide further validation of the 
interpretation. In addition 33 press releases covering the most active parts of the 
firms' histories were selected. These press releases were coded according to 
provided management's reasoning and to the operational capability areas. In the final 
stage the interrelationships between managers’ reasoning, the actions of the firms 
and the relationships with clients were uncovered (Kumar and Yakhlev, 2011). 

 
1.2. Quantitative research on representative samples  

 
This type of research projects concerning early internationalizing firms start-

ed being conducted about two decades ago in the developed countries, mainly in 
Scandinavia, the USA and Australia. In a longitudinal study (1985-93) of 948 
newly established firms in Denmark, Christensen and Jacobsen (1996) reported 
that a rising number of these firms began exporting within their first years of 
existence. These authors conclude (p. 7) that different firms have different routes 
to internationalization "based on differences in established contacts and 
knowledge acquired prior to the initiated new business". Market knowledge; the 
personal network of the entrepreneur; international contacts; experience trans-
mitted from former occupations, relations, and education are examples of such 
international “assets” obtained before the birth of the firm. 

In 1993 the McKinsey company together with The Australian Manufactur-
ing Council conducted a research on a representative sample of 300 small and 
medium Australian manufacturing firms, which recently started their export 
activities and developed systematically (Rennie, 1993). As a result the researchers 
selected a group of companies from different industries, which began exporting 
on average two years after their inception and developed dynamically. These 
companies, accounting for ¼ of the companies under research, were qualified as 
born globals. It was stated, that the source of their competitive advantage is mainly 
superior quality and value offered at a competitive price. It was also stated, that 
about 20% of the new trade (export) growth in Australia came from the born 
global SME’s. 

A vast comparative research of the manufacturing born globals companies was 
conducted by Knight et al. in Denmark and USA in 2002-3 (Knight et al., 2004). 
186 American and 106 Danish companies selected at random from the govern-
ment exporter databases took part in this research. The research was preceded 
with individual interviews in 32 companies, on the basis of which hypotheses 
and a questionnaire for the qualitative research with use of 7-point Likert scales 
were elaborated. The research revealed, that the Danish born globals generate 
about 71% sales from export, and the American ones – 47%. Danish companies 
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sell their products mainly on the European markets, and the American ones – on 
more diverse markets. Product quality and to some extent marketing competence 
and product differentiation are the key factors to international success of USA 
BG. For the Danish firms only the marketing competence is strongly associated 
with international success, among the strategy factors studied. Thus, marketing 
competence appears to be the key factor driving international performance in 
both types of firms. 

 
1.3. Research based on secondary data 
  

Some research basing only on secondary data can also be found in the lit-
erature on the born globals. One example is the Canadian research, in which the 
data of 1959 manufacturing companies were analyzed to compare the survivabil-
ity on the export market of the born global companies and the companies, which 
were internationalized according to Uppsala model (Sui, 2011). The source of data 
was a unique longitudinal (1997-2005) data set constructed by linking administrative 
databases from Statistics Canada (3 sources: Exporter Register (ER), Business Regi-
ster (BR) and Longitudinal Employment Analysis Program (LEAP). 

In this study a firm was classified as a born global if it has started to export 
within two years of its inception and has exported no less than 25% of its rev-
enue during the first year of its export activity (497 companies). A duration ana-
lysis with a two-stage estimation strategy was used to investigate the export 
market survival patterns of companies in the sample. As a result it was found 
that being born global has a significant negative impact on the survivability of 
firms in the export market. After accounting for the self-selection associated 
with a firm's choice on its internationalization process, however, being born 
global no longer affects firm’s survival in the export market. These results sug-
gest that the born global is a strategic choice for a particular group of young 
firms that appear to be relatively small and less productive at the founding of the 
company. Such firms would have a less chance of survival in the export market 
if they have chosen the traditional gradual internationalization process.  

 The next example of the research basing on the secondary data is a ten-year 
longitudinal analysis of almost 19,000 Polish manufacturing firms engaged in 
export operations, which was conducted by Cieślik and Kąciak. The data of the 
exporters were provided by the Foreign Trade Data Centre (FTDC), a public 
organization compiling export sales of all Polish exporters engaged in commod-
ity trade. In this case export dynamics was measured by the rate of growth, con-
sistency of export sales and survival in international operations. It was found that 
early involvement in international activities negatively affected the survival and 



THE STUDIES ON BORN GLOBAL COMPANIES – A REVIEW…  

 

 15

regularity of sales of small exporters but that had a positive impact on larger 
exporters. A strong commitment to internationalization and a capacity for man-
aging rapid growth are factors in achieving high growth in international sales 
over time (Cieślik and Kąciak, 2009; Kąciak et al., 2010). 

The research projects of this type are feasible only on mature markets, with 
reliable and detailed databases concerning all the exporters that had been col-
lected for a long time.  

 
2. Research on the Polish early internationalizing  

firms – methodology* 
  

A review of the Polish research conducted so far on the early internationaliz-
ing firms by Jarosiński shows, that the early internationalization phenomenon 
relates also to the Polish companies, and the born globals began to emerge in 
Poland already in 1990s (Jarosiński, 2012 a,b). However, the research projects 
done so far in Poland were based mainly on qualitative methods and none of 
them concerned more than 50 BG. 

The presented research comprising the individual interviews in 10 small 
and medium companies was conducted in the second half of 2011 and at the 
beginning of 2012. The aim of study was to describe the beginnings of interna-
tionalization; characterize the general traits of the company founders, as well as 
elements of market strategies followed by these companies. In the study, similar 
as in previously quoted works, a judgmental sampling technique was used, as it 
gives the possibility to choose objects according to their certain characteristics 
which are interesting for the researcher. In judgmental sampling the population 
is chosen for the study, based on the knowledge, that it fulfills the study goals 
(Silverman, 2008, p. 272; Kędzior, 2005, p. 81). Therefore in our study the com-
panies were at first identified from accessible databases of exporters based on 
the following criteria: small and medium-sized companies, established at least 
15 years earlier, the share of turnover from export sales in the total sales amount 
– at least 25%, outward internationalization (not internationalization by import). 
The companies were representatives of different industry branches (both high-     
-tech, and low-tech) and they were mainly located in the central Polish region of 
Mazovia (see Table 1).   

                                                 
*  The research, directed by prof. dr hab. E. Duliniec, was conducted as a statutory project in the 

Institute of International Management and Marketing, Collegium of the World Economy, War-
saw School of Economics. The results of our study will be presented in the forthcoming papers.  
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Due to the fact that the study was aimed at finding out the managers opi-
nions about the internationalization processes and accompanying factors, the re-
spondents chosen for the study were company founders/senior managers (9 people) 
or marketing and sales managers in the foreign markets (1 person). 

 
Table 1. Characteristics of the studied companies     

Respondent’s 
code 

Year of 
founding Location Industry Number of 

employees 

Annual 
turnover 
(Million 
Euro) 

R1 1989 Greater 
Poland 

MICE 10-49 2-10 

R2 1998 Mazovia production of fruit and vegetable 
preserves 

1-9 2-10 

R3 1993 Mazovia IT  
(software production and licensing) 

50-249 0-2 

R4 1990 Mazovia yacht production and charters over 250a 10-50 
R5 1990 Mazovia chemical industry  

(artificial fibers production) 
109 2-10 

R6 1992 Mazovia book winding 50-249 2-10 
R7 1990 Mazovia ceramics production 1-9 0-2 
R8 1990 Mazovia MICE 10-49 2-10 
R9 1998 Lubelskie organic food production 10-49 2-10 
R10 2010 Mazovia international forwarding services 1-9 0-2 

a The company engages up to 500 employees in the high season. 
 

We gathered qualitative data for our study using semi-structured individual 
interviews. Such interviews are conducted with a fairly open framework, which 
allows for focused, conversational, two-way communication. They can be used 
both to give and receive information. Unlike the questionnaire framework, where 
detailed questions are formulated ahead of time, semi-structured interviewing 
starts with more general questions or topics (Aubert, 2008). Here, interviewees 
were asked first about the beginnings of the companies and the beginnings of 
their professional careers. An interview guide was used, which provided a frame-
work for semi-structured interviewing. In line with Miles and Huberman (2000), 
all the themes mentioned in this guide were extracted from the literature concern-
ing the internationalization of companies. 

The interviews (apart from one) were carried out in the company headquar-
ters, they lasted up to 60 min, they were recorded in a digital form and later 
transcribed. As a result ca. 100 pages of transcript were obtained1. In two cases, 
due to difficulties in arranging a direct interview, a combination of telephone 
interview and internet survey was used as method of data gathering. 

                                                 
1 Font No. 12, single line spacing. 
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In the semi-structured interview guide some questions were open topics for 
discussion, as in the individual depth interviews. This method is especially suit-
able for situations when it is necessary to get information from professionals, 
subject-matter experts, and in conducting research concerning the B2B market 
(Malhotra, 1999, p. 160). Therefore elements of this method were used in order 
to deepen the knowledge concerning the companies’ beginnings and triggers for 
their internationalization, the importance of various motives for internationalization, 
and the sources of companies’ successes abroad. In addition to the qualitative part of 
the interview guide, there was a structured part, concerning mainly the company 
characteristics (size, amount of turnover, etc.) and the destinations of expansion. 

The analysis of qualitative study results should consist of two parallel 
tracks: on one hand it is necessary to adopt a well-known, traditional interpreta-
tive approach to data analysis used e. g. in marketing research. On the other hand 
it should be supplemented by elements of content analysis, which ensures a sys-
tematic analytical approach and a possibility to verify the formulated results 
(Perek-Białas and Worek, 2003, p. 97). 

The quantitative content analysis used in researching the messages’ content 
is based on dividing the communication pieces into smaller elements (units of 
analysis) or describing their characteristics and later classifying them in accor-
dance with an established category scheme (Silverman, 2008, p. 108). The key 
element of the content analysis is to establish a set of categories, precise enough 
to make different coding procedures lead to the same results on a given material 
which is under study (e.g. press releases, narrative materials). In this way special 
attention is attached to the reliability of used measures which guarantees that diffe-
rent researchers will use them in the same way, and to the validity of results obtained 
by precise counting of used words or expressions (Silverman, 2008, p. 108). 
When conducting quantitative analysis of text messages, the frequency of con-
cepts appearance is counted, and the sequence of individual words, expressions 
or concepts is analyzed. Whereas, in qualitative content analysis, the need of 
taking into consideration not just the concepts, but the relations between them 
(the concept network) is emphasized (Mayring, 2000). 

According to the literature (Malhotra and Birks, 2006, ch. 9; Srnka and Koe-
szegi, 2007), in the preliminary stage of content analysis a coding procedure is 
carried out. A code is a label attached to a unit of text, which can describe a sin-
gle sentence, statement, or sequences of statements. The key condition which 
should be met is to create a system of precise codes or categories, so that various 
coding systems could lead to the same results concerning the material which is 
studied (Silverman, 2008). In our study at first the codes were assigned to cate-
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gories established from literature review. This approach is in line with Miles and 
Huberman’s deductive procedure, which recommends creating a start list of 
codes based on a conceptual framework (Miles and Huberman, 2000). Later the 
category scheme was supplemented with new categories, based on the content of 
respondents’ statements concerning e.g. the influence of transformation on inter-
nationalization, or concerning their personal traits, which is in line with the de-
ductive approach. The category creation process was repeated several times, by 
three coders, to make the initial categories more precise and to divide them into 
subcategories – i.e. units containing smaller amount of content (Srnka and Koe-
szegi, 2007). As a result a set of hierarchically ordered 12 main categories and 
70 categories were obtained.  

Later the categories were identified in the transcripts of interviews, and the 
relevant codes were assigned to the units of content. In order to evaluate the 
importance of categories and subcategories, the frequency of their occurrence 
(citations) was calculated. As a result of the first coding round, performed by 3 
coders experienced in the field of international marketing, an intercoder consis-
tency matrix (Srnka and Koeszegi, 2007, p. 38) was prepared (see simplified 
version in Table 2).  
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The analysis of the consistency matrix has shown major discrepancies in the 
frequency of statements coded under categories A, E, J. Therefore the subcate-
gories belonging to main category A „beginnings of the company” and E „inter-
nal motives of expansion” were made more precise and a new subcategory „sales 
objectives” was added. In addition, the way of coding the external motives of 
expansion present in the pre-defined list was modified.  

The analysis also showed that some statements relating to the main category 
H1 „elements of competitive advantage” were assigned by one of the coders to cate-
gory J „sources of the company success” and the second coder assigned these quota-
tions as elements of competitive advantage. Therefore the definitions of categories H 
and J were made more precise, and the rules for coding statements of this type were 
established. In addition, the new subcategories: “operating in a niche market”, 
“offering high quality for a good price” and “following the clients suggestions” 
were added (see appendix). In this phase of analysis also the rules regarding 
division of messages’ content into separate units of meaning were made more 
precise. Finally the next coding round was carried out, and a database containing 
631 quotations was obtained. This database was later used to perform the fre-
quency analysis. The frequency of occurrence of citations was calculated in order 
to evaluate the importance of categories and subcategories. This approach is based 
on the assumption that the repetition of words or expressions reveals the centers of 
interest and the preoccupations of the actors (Thiétart, 1999; Aubert, 2008). 

In Figure 1 the main categories established during content analysis are pre-
sented. They appear in the descending order, i.e. from the most frequently cited 
to the least frequently cited by the respondents. The frequencies of citations were 
calculated by dividing the total number of citations belonging to a category by 
the total number of all counted citations. 
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Figure 1. Main categories assembled according to their importance  

 
 

The next stage of our study concerned the further detailed analysis of sub-
categories of the interviews content. Based on the results we were able to draw 
conclusions regarding the sensemaking and networking processes in the studied 
firms and regarding the foreign market entry motives, which will be presented in 
another study. 

 
Conclusions 
  

The review of research methods applied to the early internationalizing firms 
abroad reveals that the multiple case study method is widely used by many au-
thors. It is used both to assess the early and later stages of the born globals’ in-
ternationalization processes. In the further steps of analysis the quantitative re-
search on representative samples is usually conducted or secondary data from 
government statistical databases are processed. 

In this article we have presented an example of the methodology of research 
applied in the qualitative study of the Polish born global firms. The advantage of 
this method is the possibility to draw in-depth conclusions about the beginnings 
(often during the time of systemic transformation) of the born globals in Poland. 
We have also presented detailed instructions related to applying content analysis 
to the material obtained from individual interviews with company managers. We 
consider this method to be a useful tool in analyzing the processes related to 
beginnings of internationalization of the Polish SMEs.  
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Appendix. The category structure used for the content analysis 
Main category Category 

Beginnings of the  
company – A 

reason for establishing the company 
co-founders 
other circumstances connected with establishment (history of the company before 
export) 
direct trigger of international expansion 

Beginnings of the  
owner's career – B 

higher education major 
role models in the family and environment 
professional experience before establishment of the company 
experience of cooperation with abroad 

Foreign expansion 
process – C 

share of export in total sales value 
target markets  
abandoned markets (reasons for withdrawing) 

External motives  
of expansion – D 

geographical closeness 
small cultural distance 
new opportunities for doing business after Poland's accession to the EU 
globalization of markets and increased competitive pressure 
possibility to enter the network of TNC’s cooperators 
incentives for small exporters created by the government 
too small domestic market 
industry specificity 
other external motives 
influence of systemic transformation 
higher market potential and pricing level abroad 
favourable conditions of doing business abroad (e.g. ethical, legal) 

Internal motives of 
expansion – E 

unique knowledge connected with specific foreign markets 
experience of the management in international business 
company organizational culture fosters active seeking of new opportunities in 
foreign markets 
management’s orientation on personnel development 
unique competitive advantage concerning technology 
founder's personality (dynamic personality, internal drive to break into foreign 
markets, “managerial urge”) 
personal relations network 
other, e.g. holding shares in companies, clusters, receiving funds from investment funds 
sales objectives 

Forms of activity  
abroad – F 

export 
FDI  
licencing 
joint venture 
sales offices 
concluding a franchising agreement 
strategic alliance 
other forms 

Decision making  
about the foreign  
expansion – G 

decisions are made by the owner/management 
decisions are made by business partners/shareholders 

Company strategy – H elements of competitive advantage 
market strategy – summary 
differences between strategies used on different markets 

The Internet role in 
internationalization – I 

presenting the offer on a website 
correspondence with clients (including making offers) 
searching for market-related data 
other 
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appendix contd. 
Success sources  
– chances for  
expansion –J 

strategic plans for development of the company activity abroad 
belonging to a network of TNC suppliers 
unique competencies derived from prior market knowledge 
ability of quick response to the new opportunities emerging in the international 
environment 
ethical business conduct 
experience of the managerial staff on the international market 
operating in a niche market 
offering high quality for a good price 
following the clients suggestions 
other success factors 

Threats  
to expansion – K 

lack of financing 
“brain drain” by TNCs 
lack of possibilities to explore specialist knowledge about new tendencies on 
global market 
lack of sufficient knowledge about changes in a unique niche the firm has 
operated in 
language barrier 
errors in managing the company 
too low domestic market potential 
lack of government support 
economic crisis 
political instability and bureaucracy 
exchange rate fluctuations/currency instability 
lack of customers' trust 
other threats 

Foreign market  
information system – L 

company has a MIS 
company doesn't use a MIS 
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Abstract 
 

The aim of the paper is to determine the role of different types of company's 
behavior in the internationalization process, identified from the perspective of     
a network approach, for corporate performance. 

In order to describe the company's behaviour in the internationalization 
process a set of criteria has been proposed. These are: formalization of the inter-
nationalization process, openness to cooperation in the internationalization pro-
cess and activeness in creating network of relations in the internationalization 
process. Taking into consideration the proposed criteria, the analysis of business 
practice enabled to identify four possible types of company's behaviour in the 
internationalization process: type A – Active, type B – Submissive, type C – 
Independent and type D – Distrustful realist. The assessment of corporate per-
formance of the four types of company's behavior has been performed. Additio-
nally, the dynamic approach to the typology of company's behavior in the in-
ternationalization process has been proposed. 

The conclusions presented in the paper are the outcome of long-term studies 
of behavioral aspects of company's internationalization process, performed within 
two research projects carried out in years 2006-2008 and 2010-2012. 
 
Keywords:  internationalization process, typology of company behavior,  

company performance 
 
 
Introduction  

 
The relationships occurring between companies are inseparable part of their 

market existence. In practice, it is hard to imagine an enterprise which is com-
pletely closed and has no links with its surrounding. That seems to be even more 
unlikely in an international environment, rich with relationships built between 
many different types of entities. 

International environment has a major influence on a company’s strategy 
and behavior in the market. Company should adapt to many factors (e.g. legal, 
social, cultural), which determine the differences in its behavior on particular 
foreign markets. These differences may result in a variety of approaches to cre-
ating and maintaining relationships between entities. 

The literature on a company's market behavior (including from the interna-
tional perspective) emphasises the numerous determinants of a company's per-
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formance (and its competitive advantage), e.g. product quality, price and knowl-
edge of the markets (Hooley, Piercy, Nicouland, 2008; Kotler, Keller, 2012). To 
a much lesser extent, the literature highlights details of the nature, scope and role 
of a company's relationships with various entities in the internationalization process. 
A company's operation within a business network may turn out to be a decisive 
factor in determining the company’s advantage, also in the internationalization 
process, all the more so because the closest competitors tend to develop and 
offer similar solutions concerning the product, distribution, promotion and price. 

The nature of companies' participation in international activity is, in a gen-
eral way, presented by company internationalization models. They concentrate 
mainly on explaining the causes and ways of a company's involvement in inter-
national trade, but no comparison is made between internationalization process 
on the one hand and company performance and competitive advantage devel-
opment on the other (Hadjikhani, Johanson, 2002). 

The aim of this paper is to assess the role of different types of company's 
behavior in the internationalization process, identified from the perspective of 
a network approach, for the company's performance. 

The discussion presented in the paper is a result of research projects con-
ducted in years 2006-2008 and 2010-2012*. 

 
1. Theoretical background – The Network Model  

of Internationalization 
 

The internationalization process can be described by a set of different di-
mensions (Berghe, 2003). The research presented in this article focuses mainly 
on attitudes and behaviors as well as performance aspects of the internationaliza-
tion process rather than on the timing of entry, the extent of internationalization 
or management and governance. 

Behavioral aspects can be found in the four main internationalization mo-
dels – these are: Uppsala, eclectic, strategic and network (Whitelock, 2002). 
However, the Uppsala model and the network model are directly linked with the 
behavioral theory. The Uppsala model assumes that a company’s internationali-
zation behavior is determined by its experiential knowledge; this is why com-
panies develop their activities over time (in an incremental manner), based on 
their knowledge development (Johanson and Vahlne, 1977)  

The network model stresses (Johanson and Mattsson, 1988) that in order to 
understand a company internationalization process it is necessary to identify and 
                                                            
*  The results presented in the paper are described in detail in the book (Fonfara, ed., 2012).  
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study its network of relationships with all entities, including customers, distribu-
tors, suppliers and competitors. According to the network approach consistent 
with the main Industrial Marketing and Purchasing Group (IMP Group) research 
stream, a business network is constituted by a collection of long-term formal and 
informal relationships (direct and indirect) which exist between two or more 
entities (Håkansson and Snehota, 1989). Thus, “networking” means focusing 
attention on relations between a company and entities in its environment. Accord-
ing to the network model of internationalization , the process of company inter-
nationalization is defined as the establishment, maintenance and development of 
relations with network participants on foreign markets (Johanson and Mattsson, 
1988, p. 287). This model stresses the importance of developing long-term inter-
actions with entities from the foreign environment (Blankenburg, 1995) and 
characterises the internationalization process itself as determined by the entity-     
-diverse foreign environment and the establishment of formal and informal con-
tacts with the entities in it. When considering the network model of internationa-
lization , both the individual company (its own assets) and the network which it 
belongs to (market assets) are taken into account. The degree of company inter-
nationalization and the level of market internationalization (network internatio-
nalization) both affect the internationalization process (Johanson and Mattsson, 
1988, p. 287-314). The network model of internationalization incorporates into 
analysis of the internationalization process the companies cooperation, partner-
ships and alliances. The value of this concept consists in taking into consideration 
comprehensive interdependences, interactions and both sides of internationaliza-
tion process, i.e. inward (such as import or cooperation with suppliers and com-
petitors) and outward connections (such as export). For these reasons, the net-
work model seems exceptionally well-suited to the analysis of the behavior of 
contemporary companies in the international arena. 

Definitely, the two mentioned-above models (the Uppsala and the network 
models) are most appropriate for behavioral studies of the internationalization 
process. However, other models can also be an interesting inspiration for the 
analysis of company behavior in the internationalization process, specifically of 
the formal character of the internationalization process (the strategic model), and 
the collaborative versus self-dependent attitude to the company internationaliza-
tion process (the eclectic model). 
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2. Methodology of the empirical study 
 

The findings presented in the paper are based on conceptual propositions of the 
behavioral aspects of the company’s internationalization process (Fonfara, 2007) and 
supported by two research projects conducted in years 2006-2008 and 2010-2012*. 

The first research project entitled “Company Behavior in the Internationa-
lization Process: a network approach” was conducted in 2006-2008. In this pro-
ject in order to examine company's success four types of company's behavior in 
the internationalization process were identified, that will be discussed later in the 
article. The empirical data was obtained from a mail survey, conducted in the 
second half of 2007. The questionnaires were mailed to 2000 companies from 
the nationwide database provided by Kompass Poland. The sampling frame (data-
base) used in the study covered companies from throughout Poland and repre-
sented all industries. The sample was selected at random, which enabled the 
possibility of making the generalizations on the whole population. Due to mail-
ing problems (unknown addressees, liquidated companies) the questionnaire 
reached 1950 companies rather than the intended 2000. By the end of December 
2007, the questionnaire had been answered by 272 respondents which means 
that a response rate was 14%. 

The results of the first research project inspired the second research project 
conducted in 2010-2012, entitled “The Development of Business Networks in 
the Company Internationalization Process”. Its primary goal was to deepen the 
analysis of the mechanism by which business networks develop in the interna-
tionalization process. With reference to the 2006-2008 research project, the new 
studies also took into account four types of company behaviour in the internatio-
nalization process. The difference is that in the earlier project the respondents 
were linked to particular type of behavior based on their selection of a number of 
variables describing different types of company behavior, whereas in the 2010-   
-2012 research project, the companies directly selected the option – from the 
four previously identified – which most accurately corresponded to their be-
havior in the internationalization process. In the second research project the em-
                                                            
*  The 2006-2008 Research Project entitled “Company behavior in the internationalization process 

(A network approach)” [„Zachowanie przedsiębiorstwa w procesie internacjonalizacji (pode-
jście sieciowe)”, No. N 115 043 31/1968] was conducted by a team: Professor K. Fonfara (pro-
ject leader), Dr. M. Łuczak, Dr. M. Ratajczak-Mrozek Dr. R. Szczepański, A. Hauke. The 2010-
-2012 Research Project entitled “Development of Business Networks in a Company Interna-
tionalization Process” [„Kształtowanie powiązań sieciowych w procesie internacjonalizacji 
przedsiębiorstwa”, No. N N115 320238] was conducted by a team: Professor K. Fonfara (pro-
ject leader), Dr. M. Łuczak, Dr. M. Ratajczak-Mrozek, Dr. R. Szczepański, Ł. Małys; both pro-
jects were financed by Poland’s Ministry of Science and Higher Education. 
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pirical data was based on a mail survey conducted in the first half of 2011. The 
mailing list of 2000 companies was obtained from the database of Kompass 
Poland and was selected at random. The sampling frame involved companies 
from all over the country and contained representatives of all of the industries 
included in the database. Due to postal problems, the questionnaire was deliv-
ered to 1921 entities and not to the full quota of 2000. By the end of June 2011, 
it had been answered by 192 respondents, producing a response rate of 10%. 

In the paper, due to the aim of the presented analysis, the main findings of 
the both above mentioned research projects will be presented.  

 
3. Types of Company Behavior  

in the Internationalization Process 
 

Internationalization is a complex process which can influence company's 
behavior in many different ways. In order to examine performance of a company 
operating in an international environment there is a need to identify basic types 
of company behaviour in the internationalization process. The conceptual work was 
inspired both by an analysis of company internationalization models and by earlier 
research and consulting projects conducted by the research team. Based on the con-
ceptual work (Fonfara, 2007), three pairs of alternative characteristics describing 
company behavior in the internationalization process were identified, namely: 
− formal and spontaneous internationalization, 
− openness and closeness to cooperation in the internationalization process, 
− active and passive role of company in creating a network of relationships in 

the internationalization process. 
When the internationalization process is formal, decisions on when, how and 

why to enter foreign markets are taken following formal preparation and incorpo-
rated by a company into its strategic and operating plans. The internationalization 
process may also be spontaneous and develop ad hoc by interplay with emerging 
and often random opportunities. In this case, there are no formal in-depth studies and 
analyses of foreign markets, so that informal sources of information prevail. 

Openness to cooperation means viewing it as an important part of the inter-
nationalization process. It involves the implementation of permanent, professio-
nal activities (often based on formal research) to enrol partners for cooperation, 
the selection of options for foreign activity requiring collaboration with local and 
foreign partners or very extensive developments in relations, such as offshoring 
and subcontracting. On the other hand, being closed to cooperation implies the 
pursuit of independent activities. In this case, only very substantial issues, such 
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as lack of competence, may force a company to cooperate with external entities. 
The situation frequently involves the “one-man band” syndrome. 

A company engaged in the active development of a business network takes 
conscious and purposeful action to search for and select partners with whom 
resources can be combined to achieve competitive advantage. On the other hand, 
the spontaneous emergence of links occurs when relations between a company 
and various entities in its environment are formed autonomously as a result of 
constant interactions between given network participants. The system of rela-
tions is created independently of the will of its participants, is informal and is not 
based on any decisions concerning the establishment of a defined structure and 
network leadership. 

The three identified characteristics were used to distinguished twelve the-
oretical types of company behavior in the internationalization process. Each of 
them was assessed in terms of possible existence in the real-market conditions 
by an expert team composed of managers from companies operating in interna-
tional markets and representing different sectors. The evaluation of company 
behavior options resulted in the identification of four possible types of company 
behavior in the internationalization process. These are (Fonfara, 2007): 
1. TYPE A – Active: creates a network of broad formal contacts and coopera-

tion with entities in both domestic and international environment; type A is 
characterized by: openness to cooperation, formal internationalization pro-
cess, active creation of a network of relationships. 

2. TYPE B – Submissive: openly and willingly submits itself to the objective 
process of incorporation into a network of relationships with entities in both 
domestic and international environment; type B is characterized by: openness 
to cooperation, spontaneous internationalization process, passive approach to 
the creation of a network of relationships. 

3. TYPE C – Independent: takes formal decisions in order to avoid engage-
ment in a network of relationships; with full awareness tries to minimize   
close formal contacts with entities in both domestic and international envi-
ronment and the dependence on them; tries to independently realize as wide 
scope of activity as possible; type C is characterized by: closeness to coope-
ration, formal internationalization process. 

4. TYPE D – Distrustful realist: tries to reduce the scope of relationships with 
entities in both domestic and international environment as much as possible, 
however being aware of its inevitability; because of its set of competences is 
often forced to submit to the “power of the network”, especially to its expe-
rience and resources; type D is characterized by: closeness to cooperation, 
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spontaneous internationalization process, passive approach to the creation of 
a network of relationships. 

 
4.  Results of empirical studies 

 
In order to verify the reliability of the four identified types of company be-

havior in the internationalization process there was a need to compare them to 
business reality. For this purpose an empirical analysis has been carried out within 
the two research projects (2006-2008 and 2010-2012). The key element of the 
analysis was to relate companies’ performance (a measure of their success or 
failure) to the earlier identified types of company behavior in the internationali-
zation process. The aggregate performance measure included the total profit, 
sales volume, market share and return on investment (ROI) achieved by the re-
spondents in the previous year in comparison to the competition. Due to the 
difficulties in comparing companies with different characteristics (taking into 
account elements such as size, ownership and sector among others) a subjective 
assessment method of comparison against competitors was adopted, based upon 
the relative assessment of the companies themselves. The application of such an 
evaluation method facilitates the comparison of companies with different charac-
teristics in terms of their overall performance. The 5-point Likert scale was used 
for the assessment. The respondents, by answering the questions posed in the 
questionnaire relating to four indicators of their performance (profit, sales, mar-
ket share and ROI), were to provide their own self-assessment in relation to their 
closest competitors. The aggregate performance measure included the average of 
four previously mentioned financial and non-financial indicators. Based on that 
performance measure the companies were divided into three groups based on the 
performances declared: poorer than the competition (PTC), same as the competi-
tion (SAC), better than the competition (BTC). 

Business performance of companies characterised by different types of be-
havior in the internationalization process, divided into three discussed groups, 
are presented in Table 1 and 2. The data was obtained during 2006-2008 and 
2010-2012 research project respectively. 

 
Table 1.  Types of company behavior and business performance  

in the internationalization process (results of empiric studies  
– research project 2006-2008) 

Performance Type A Type B Type C Type D 
PTC* 

n 
7,1% 

5 
0% 
0 

13,8% 
8 

42,9% 
6 

SAC* 
n 

38,6% 
27 

87,5% 
7 

39,7% 
23 

35,7% 
5 
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table 1. contd. 
BTC* 

n 
54,3% 

38 
12,5% 

1 
46,5% 

27 
21,4% 

3 
Total 

n 
100% 

70 
100% 

8 
100% 

58 
100% 

14 

n – Number of respondents who answered all of the questions concerning variables describing 
particular types of company behavior.  

*  PTC – poorer than the competition (mean aggregate variable describing performance: 1-2.50), 
SAC – same as the competition (mean aggregate variable describing performance: 2.51-3.50), 
BTC – better than the competition (mean aggregate variable describing performance: 3.51-5.0). 

Source: [Fonfara, 2012, p. 45]. 

 
The majority of “Active” companies (54,3%) tended to perform better than 

their competitors (see Table 1). It would seem that openness to cooperation, active 
development of network relations together with formalized path of internationaliza-
tion result in advantageous corporate performance. Surprisingly, also a great number 
of “Independent” companies (46,5%), which are characterized with closed attitude 
to cooperation and formalised internationalization process, occurred to perform 
better than closest competitors. 42,9% of “Distrustful realists” with closed attitude to 
cooperation, spontaneous internationalization and passive attitude to the devel-
opment of relationships with foreign entities obtained results poorer than closest 
competitors. Although small number of responses (8 companies), the majority of 
“Submissive” companies (87,5%), which are open to cooperation, have spontaneous 
internationalization and passive attitude to the development of business networks 
with foreign entities, demonstrated performance similar to the closest competitors. 

 
Table 2.  Types of company behaviour and business performance  

in the internationalization process (results of empiric studies  
– research project 2010-2012) 

Performance Type A Type B Type C Type D 
PTC* 

n 
17,30% 

13 
43,10% 

22 
0,00% 

0 
28,60% 

2 
SAC* 

n 
38,70% 

29 
37,30% 

19 
100% 

4 
28,60% 

2 
BTC* 

n 
44,00% 

33 
19,60% 

10 
0,00% 

0 
42,80% 

3 
Total 

n 
100% 

75 
100% 

51 
100% 

4 
100% 

7 

n – Number of respondents who answered all of the questions concerning variables describing 
particular types of company behavior.  
*  PTC – poorer than the competition (mean aggregate variable describing performance: 1-2.75), 

SAC – same as the competition (mean aggregate variable describing performance: 2.76-3.50), 
BTC – better than the competition (mean aggregate variable describing performance: 3.51-5.0). 

Source: [Fonfara, ed., 2012, p. 69]. 
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Within the framework of the research project conducted in years 2010-2012 
only a little number of companies declared themselves as Type C (4 companies) 
and Type D (7 companies) and that is why it is not possible to analyse their bu-
siness performance indicators (see Table 2). It is however justified to draw con-
clusions for companies Type A and Type B, that more often answered the ques-
tions concerning variables describing company behavior. 44% of companies 
Type A obtained an aggregate variable describing performance higher than 3,51, 
which means this type seems to be more successful than its closest competitors. 
On the contrary, about 43% of companies Type B obtained an aggregate variable 
describing performance lower than 2,75, which means this type seems to be less 
successful than its closest competitors. 

The results of the analysis performed for the purpose of the research project 
executed in years 2010-2012 are similar to the ones obtained during research in 
years 2006-2008.The majority of the “Active” companies were found to perform 
better than their competitors. It would thus seem that openness to cooperation 
with foreign entities and the active development of network relations with them – 
when combined with a formalised path to internationalization – are clearly con-
ducive to business efficiency. 

The analysis conducted within the 2010-2012 research project enabled to 
identify the differences in the characteristics of companies representing particu-
lar types of behavior in the internationalization process. Regardless of the type 
of behavior identified, the companies in the sample were, for the most part, me-
dium-sized. All of the entities were involved in operations on foreign markets, 
which was reflected in their share of foreign sales in total sales. Type A compa-
nies prevailed among the enterprises most active on foreign markets and these 
same entities were characterised by a relatively higher level of progress in inter-
nationalization . Direct export was the dominant mode of foreign expansion. At 
the same time, the majority of the companies analysed, with the exception of 
type D, were planning to limit the simpler strategies in favour of involvement in 
more advanced activities, which clearly demonstrates their continuous devel-
opment and growing maturity in operations on foreign markets. The key role in 
the development of relations on foreign markets is played by bonds based on 
formal contacts, but it should be emphasized that informal interpersonal contacts 
are also significant and support business relations. This assessment of the com-
pany performance may be concluded by stating that in order to perform better 
than the competition, a company should be open to cooperation and actively 
develop business networks with foreign entities based on a formally-founded 
internationalization process. These, of course, are all features associated with 
type A companies. 
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5. Some conclusions and directions of future research 
 

The empiric investigations conducted within the 2006-2008 and 2010-2012 
research projects indicated the existence of all four proposed types of company 
behavior in business practice and proved the diverse nature of relationships be-
tween entities in the internationalization process. 

The four identified types of company behavior in the internationalization 
process vary from each other, which implies that companies representing differ-
ent types of behavior obtain various market performance indicators. However,  
in time company may present a different attitude towards business networks and 
entities in its environment. It means that company's behavior in the internationa-
lization process may evolve. The directions of changes in company's behavior 
are a subject of typology considered from dynamic approach, presented in Fig-
ure 1. The dynamic approach was inspired by the results of case-studies con-
ducted within the 2006-2008 and 2010-2012 research projects. They enabled to 
observe and identify the change in behavior of selected companies over time. 

 
Figure 1.  A dynamic approach to the typology of company behavior  

in the internationalization process 

 
Source: (Fonfara, ed., 2012, p. 58). 

 
There are various reasons why a company may change its type of behavior 

in the internationalization process. These, for example, are: an attempt to reduce 
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transaction costs (“Active”→”Independent”), takeover (“Active”→”Independent”), 
becoming more independent by an international corporation's subsidiary (“Submis-
sive”→”Active”), outsourcing (“Independent”→”Active”). It should be stressed that in 
view of the conducted research, a company's transition to another type of behavior is 
a process that occurs over certain period of time and sometimes takes up to several years. 

The discussed changes and shifts in a company behaviour occurring over 
time only highlighted the complexity of relationships in the internationalization 
process. In order to better understand the nature of changes, future studies should 
involve an in-depth analysis of a panel of 20-30 enterprises, which would represent 
the diversity of attitudes described in the typology presented in the paper. 
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Abstract 
 

Literature provides many studies on internationalization processes of pro-
duction and service enterprises, while the internationalization of commerce firms 
is not a special subject of interest.  

The goal of the article is an attempt to diminish knowledge gaps by literature 
studies and an exploratory empirical research. The literature study aims firstly at 
the recognition of the specific prerequisites and barriers to internationalization of 
e-commerce enterprises. The second aim of the literature study conducted in the 
paper is a review of theoretical models describing the internationalization of firms 
process which should enable to indicate the adequate theoretical framework for fur-
ther empirical research on internationalization of e-commerce enterprises.  

Critical analysis of literature enables the distinction of prerequisites in the 
nature of technological and economic (including market and cost prerequisites) 
and technological, non-technological, macro- and microeconomic barriers. The 
exploratory research conducted by the method of the qualitative analysis based 
on a case study determined diversified paths of internationalization of three Polish 
e-commerce enterprises.  

Further research is aimed at the separation of basic types of such modes and 
factors which influence their formation. Such research should make possible to 
identify e-commerce enterprises conducting business on an international market 
and determine the motives and restrictions existing in their foreign expansion.  

 
Keywords:  internationalization models, e-commerce, barriers to internationali-

zation, prerequisites to internationalization 
 
 
Introduction 

 
Development of information technologies and the common access to the Inter-

net gave rise to the electronic commerce. Electronic commerce or e-commerce 
became not only a supplementary or alternative form of commercial operations, 
but also influenced the establishment of new commercial enterprises realizing 
innovative e-business models in international trade. Information technologies 
based on the Internet made it possible for such enterprises to have an immediate 
access to the global market, reduce costs of sales and distribution, diversify of-
fered products at a low cost and be in touch with the customer regardless of the 
time of the day (Chung-Shing, 2001). Electronic commerce development has 
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also been dynamic in Poland. It is estimated that ca. 16 thousand e-commerce 
enterprises operate here currently, most of them being Internet stores, micro-
enterprises, usually present in the market for 2-10 years. More than a half of 
these firms internationalise their business serving foreign customers (Raport 
Internet Standard: e-Commerce 2012). Many of them are active in foreign mar-
kets and search for new customers and profits there (Dąbrowska, Radziukiewicz, 
Szepieniec-Puchalska, Szymańska, 2011).  

The literature provides many theoretical and empirical research results des-
cribing the internationalization process of traditionally operating commerce  
enterprises, but researchers specializing in e-commerce stress their inadequacy 
as regards e-enterprises (Daekwan, 2003; Wymbs, 2000). Moreover, literature 
studies show that despite the increasing significance of this form of commerce in 
the global and Polish economy, there is lack of more extensive research relating 
to prerequisites and barriers to internationalization of e-commerce enterprises 
and indicating the dynamics, scope and diversity of this phenomena in the inter-
national scale. There are no theoretical background and research concerning the 
process of internationalization of e-commerce firms as well as forms in which 
the process is conducted. The goal of the article is an attempt to diminish the 
above mentioned knowledge gaps by literature studies and an exploratory empi-
rical research. The literature study aims at first at the recognition of the specific 
prerequisites and barriers to internationalization of e-commerce enterprises. The 
second aim of the literature study conducted in the paper is a review of theoreti-
cal models describing the process of firms’ internationalization which should 
enable to indicate the adequate theoretical framework for further empirical rese-
arch on internationalization of e-commerce enterprises.  

The last part of the article presents results of an exploratory research on in-
ternationalization modes of three Polish firms engaged in e-commerce. It show 
diversification of their modes of internationalization connected with the nature 
of the product and business model, size of an enterprise and its capital and net-
work relations. The obtained research results may be a foundation for research 
assumptions in further in-depth empirical research on internationalization pro-
cess of e-commerce enterprises. 

 
1. Prerequisites of and barriers  

to the internationalization of e-commerce enterprises 
 

The progress of the internationalization process in e-commerce enterprises 
is influenced by a range of universal prerequisites that enable and encourage 
enterprises to commence operations on an international market. On the other 
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hand, the dynamics of that process can be limited on an international and local 
scale because of the existence of various specific barriers to the internationaliza-
tion of commercial activities on the Internet. The analysis of the internationaliza-
tion of e-commerce enterprises requires the understanding of the system of pre-
requisites and barriers underlying it. 

When it comes to the prerequisites of internationalization, the analysis of li-
terature and results of empirical studies devoted to that topic is indicative of the 
existence of two groups of prerequisites promoting the commencement of the 
internationalization process in e-firms: technological and economic prerequi-
sites. Technological prerequisites related to the development of the Internet and IT 
technologies in business constitute the primary group of internationalization 
prerequisites. Technological prerequisites contributed to the rapid development 
of e-commerce firms and an increase in their competitiveness thanks to the 
solving of the reach versus richness dilemma enabling the simultaneous com-
munication of the extensive and complete information to a large number of users 
(Evans, Wurster, 1997). In turn, an access provided to the information in real time 
made it possible to offer and react to the offer of the enterprise available 24/7 in an 
ongoing manner (Rayport, Sviokla, 1994, 1995). The use of IT technologies also 
resulted in the digitisation of offered products, services and systems, facilitating their 
multiplication and transmission to a distance (Osarenkhoe, 2009). 

As a result, information technologies made it possible to overcome the geo-
graphic barrier and reduce the psychic distance resulting from language and 
cultural barriers. It is considered that technologies are mostly independent from 
cultural differences, which contributes to a reduction of the influence of that 
barrier (Moen, Gavlen, Endresen, 2004). They make a faster internationalization 
of existing markets possible along with the emergence of new, virtual markets 
and transnational market niches. They enable a reduction of costs of delivery of 
products and services to the customer and promote the attainment of the econ-
omy of scale and range by way of an access to a larger, international market 
(Chung-Shing, 2001; Moen, Gavlen, Endresen, 2004; Osarenkhoe, 2009; Varma, 
2011). Economic prerequisites of the internationalization of e-commerce enter-
prises consisting of market prerequisites and cost prerequisites related to the use 
of information technologies are presented in Table 1.  
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Table 1. Economic prerequisites of internationalization of e-commerce enterprises 
Economic prerequisites of internationalization of e-commerce enterprises 

market prerequisites 
• high degree of digitization facilitates the multiplication and transmission of products, services and sys-

tems (Osarenkhoe, 2009); 
• creation of market niches and internationalization of operations to increase the sales market (Varma, 2011); 
• reduction of geographic, language and cultural barriers (Moen, Gavlen, Endresen, 2004) as well as the 

psychic distance thanks to the combination of the relationship network with new communication techno-
logies (Czinkota, Ursic, 1987); 

• improved competitiveness of small firms undergoing the stageless internationalization process thanks to 
the distribution of information irrespective of geographical barriers and time (Osarenkhoe, 2009); 

• maintenance of the relationship network thanks to the maintained contact with the contracting party with the 
simultaneous reduction of time consuming and costly travel thanks to the Internet technology (Osarenkhoe, 
2009) 

costs prerequisites 
• cost reduction thanks to the economics of the information exchange without the loss of the value of the 

message content (Wymbs, 2000); 
• easy replication of digital products makes it possible to deliver them at low cost to each recipient even in 

the course of a short lifecycle (Chung-Shing, 2001). 
• economy of scale expressed as fixed costs divided by the size of the base of buyers (demand approach) 

(Chung-Shing, 2001); 
• economy of range or the creation of a single set of digital assets (e.g. databases of customers) thanks to 

which the offered value can cover many varied and separate markets (Chung-Shing, 2001); 
• low costs of market research on the Internet and prompt feedback as well as abolition of organizational 

and operational barriers (Moen, Gavlen, Endresen 2004) 
 

However, the development of e-commerce enterprises also faces a range of 
barriers to internationalization on an international and local scale, eventually 
impacting the choices made by enterprises as regards the strategy of entry to 
foreign markets. These may be technological, language, legal and cultural bar-
riers, the lack of access to the infrastructure and equipment, inability to operate 
a computer and an insufficient sense of security and trust (Abbad, Abbad, Saleh, 
2011). A detailed list of these barriers divided into technological and non-
technological, macro- and micro-economic barriers is contained in Table 2. 
 
Table 2. Barriers to the internationalization of e-commerce enterprises 

Technological barriers Non-technological barriers 
• difficulty to integrate the program “background” 

of an e-shop with existing databases, applica-
tions, browsers, etc. (Turban et al., 2006); 

• the lack of appropriate network servers and acces-
sories enabling proper connection (Turban et al., 2006); 

• differences in Internet protocols, authentication 
and other insufficient network security (including 
differences making the payment with credit card 
impossible) (Henari, Mahboob, 2008); 

• varied speed of the connection and the lack of 
software necessary for the correct operation and 
proper aesthetics of the page (Berthon, Pitt, Cyr, 
Campbell, 2008) 

• language barriers (including those resulting 
from the use of various dialects in a single state) 
(Henari, Mahboob, 2008); 

• varied computer operation skill, access to IT 
education and hardware itself, especially in 
developing countries (mainly in the Middle 
East) (Abbad, Abbad, Saleh, 2011); 

• cultural restrictions: the lack of correspondence 
between social standards and cultural values on 
the one hand and the technological progress 
expressed in the form of the Internet access and 
the possibility to buy goods thanks to it on the 
other hand (Steinfield, Klein, 1999) 
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table 2. contd. 
Macroeconomic barriers Microeconomic barriers 
• low degree of e-readiness reflecting the openness of 

a country to the use of information technologies; 
• high CPI (Corruption Perception Index) substan-

tially influencing the e-readiness figure;  
• low identification of the nation with such values 

as the value of preservation and self-expression, 
restraining the economic progress and transforma-
tion of societies from industrial into post-industrial 
ones (Berthon, Pitt, Cyr, Campbell, 2008) 

• problems with the censorship, privacy protection 
policy and intellectual property protection law 
(Palumbo, Herbig, 1998) 

• the lack of support in e-business management 
(Heung, 2003); 

• corporate characteristics: small size of the orga-
nization, production activity, B2C sector (Mac-
Gregor, 2003); 

• low digitization of the product of service (Turban 
et al., 2006) 

 
The review of above-mentioned barriers shows that the basic limitation in 

the internationalization of e-commerce enterprises is the still low technological 
level of certain countries, hindering the activity based on advanced technologies 
(Moen, Gavlen, Endresen, 2004), the lack of uniform security solutions includ-
ing payment systems related to electronic trade (Turban et al., 2006; Henari, 
Mahboob, 2008). In addition to language and cultural differences, non-technological 
barriers also include the low trust of the customer depending on the culture of the 
country of origin (Henari, Mahboob, 2008; Flavian et al., 2005), in particular, related 
to the dependency between the degree of avoidance of uncertainty and the willing-
ness to execute transactions on the Internet (Henari, Mahboob, 2008). 

On the macroeconomic level, we can indicate the low readiness of a country 
to use advanced technologies expressed as a low value of the e-readiness indica-
tor (Berthon, Pitt, Cyr, Campbell, 2008), legal and institutional restrictions re-
lated to the censorship, privacy protection policy and the intellectual property 
protection law. Barriers to the internationalization of e-commerce enterprises 
can also be micro-economic, related to the specificity of a product, firm and 
even the entire sector (Palumbo, Herbig, 1998; Heung, 2003; MacGregor, 2003; 
Turban et al., 2006). 

 
2. Theoretical framework for the analysis of e-commerce 

enterprises internationalization process 
 

Enterprise internationalization models, both conventional ones (the Uppsala 
model of internationalization, innovative models) and unconventional generally 
refer to production and service enterprises and do not distinguish commercial 
enterprises. The internationalization process for commercial enterprises is not of 
particular interest to the theory of internationalization. It is the case both in tradi-
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tional commercial enterprises and their contemporary, dynamically developing 
form, i.e. e-commerce enterprises. Because of that, while searching for theoreti-
cal bases for the analysis of modes of internationalization of commercial enter-
prises, we have to search for universal enterprise internationalization models and 
indicate those of them that can be most adequate to study internationalization 
processes in e-commerce enterprises. 

In the first place, theoretical bases of the analysis of the process of interna-
tionalization of e-commerce enterprises may be searched in conventional inter-
nationalization models, in particular, in the Uppsala Internationalization Model 
(U-M) (Johanson, Wiedersheim–Paul, 1975; Johanson, Vahlne, 1977). These 
models describe the internationalization of enterprises as a process of a gradual, 
evolutionally growing commitment of an enterprise on the international market. 
It is expressed in the growing share of operations on a foreign market in compa-
rison with the domestic market, transition from less advanced to more advanced 
forms of international commitment and the initiation of operations on a growing 
number of increasingly further markets when it comes to the geographical and 
psychic distance. While internationalising their operations, enterprises usually 
begin with exports before, in the most advance phase, they launch production 
abroad on the basis of the completed direct investments. Certain representatives 
of this stream of research supplement the description of the internationalization 
process with additional stages indicating, for example, the need to distinguish 
individual phases of the activity preceding the exports (Widersheim-Paul, Olson, 
Welch, 1978) or inclusion in the analysis of the inward internationalization pro-
cess related to imports (Luostarinen, Hellman, 1993). Luostarinen and Hellman, 
authors of one of the Finnish models of internationalization, distinguish in con-
nection with that the domestic stage when the enterprise does not pursue any 
activity on a foreign market, inward stage of internationalization when the inter-
nationalization involves the imports or purchase of licenses, the outward stage of 
internationalization including exports, establishment of commercial or produc-
tion affiliates abroad, sales of licenses and cooperation agreements with foreign 
partners and the cooperation stage as a part of an international network. Authors 
of innovative models of internationalization (I-M) (Bilkey, Tesar, 1977; Cavusgil, 
1980, Reid, 1981; Czinkota, 1982) adopt a similar point of view. According to 
these models, the expansion to foreign markets is treated as an innovation and 
particular focus is on the exports and activities preceding the outward internatio-
nalization such as imports and the internal and external factors that encourage 
the enterprise to take up the exports.  
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Another group of internationalization models one can refer to in the re-
search of the internationalization of e-commerce enterprises consists of non-
conventional models based on the assumption that the enterprise internationali-
zation process can be accelerated by leapfrogging (Hedlund and Kverneland, 
1984) and taking up of simultaneous activities on many markets regardless of 
the geographical and cultural distance separating them from the local market 
(Bridgewater, 2000). Here, attention is drawn to the fact that the accelerated 
internationalization process is observed, in particular, in enterprises from advanced 
technology sectors and using technologies based on the Internet. The latter as-
sumption applies mainly to born global enterprises – small firms frequently 
oriented on the development of advanced technologies and the global market, 
attaining a significant share of exports in the sales within a few years after its 
establishment (Knight, Cavusgil, 1996; Bengtsson, 2004). The concept of born 
global enterprises is being developed by many authors who present various mo-
des of internationalization of such enterprises naming and describing them in 
very different manners (Przybylska, 2010), e.g. global start-ups (Oviatt, 
McDougall, 1995) instant exporters or instant internationals (McAuley, 1999; 
Fillis, 2001) or international new ventures that frequently include new import-
export firms and international agents operating in a large number of countries 
(Jarosiński, 2012). Individual researchers draw attention to many different 
aspects of the internationalization process, in particular, the nature of markets 
served (niche markets based on advanced technologies, homogenous when it comes 
to needs on an international scale), their significant geographical and psychic dis-
tance from the local market, types of required competencies of enterprises (techno-
logical, marketing) and global focus of their managers (Duliniec, 2007).  
 
3. Internationalization modes of Polish e-commerce 

enterprises – exploratory research results  
 
3.1. Basic assumptions and research questions 
 

The analysis of prerequisites and barriers of internationalization in e-commerce 
enterprises carried out in this article and the overview of contemporary enterprise 
internationalization models does not make it possible to indicate unambiguously 
a single model or models that could describe the internationalization process in 
such enterprises. The analysis of the literature devoted to this issue also hardly 
explains the progress of that process (Tapscott, 1999; Chircu et al., 2000; 
Wymbs, 2000; Daekwan, 2003; Hinson, Sorenson, 2006; Hwang, Jung, Salven-
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dy, 2006; Henari, Mahboob, 2008). It seems that, in the case of e-commerce 
enterprises, we can have to do both with conventional models stressing the role 
of exports, considering the inward internationalization stage and unconventional 
models indicating an acceleration of the internationalization process. When de-
scribing the internationalization of e-commerce enterprises, it may be justified to 
use both the process, individualist and network approach, considering links be-
tween e-commerce enterprises within an international network. The identifica-
tion of basic modes of internationalization in e-commerce enterprises should 
begin with the following research questions: 
− do the e-commerce enterprises begin with activities in the local market and, 

only then, enter international markets? 
− is the internationalization an evolutionary or a step process when it comes to 

forms of the conducted business and what forms are these? 
− is the introduction to markets with a different psychic and geographical dis-

tance taking place in an evolutionary or step manner? 
− how long does the internationalization or globalisation of e-commerce enter-

prises take: is it a gradual or an accelerated internationalization model? 
− are internationalization models in e-commerce enterprises influenced by: the 

types of products or service offered defined by their digitisation degree,        
e-business model realized by the enterprise and the size of the enterprise? 

 
3.2.  Research methodology, sampling and data collection 

 
In the light of the existing research gap and the related lack of defined theoretical 

models of internationalization of e-commerce enterprises, the initiated study was 
explorative. The object of the analysis consisted of three Polish e-commerce enter-
prises effectively carrying out or planning expansion to foreign markets. By de-
finition, these enterprises differed as regards the digitisation degree of the offer-
ed product, realized e-commerce model, capital relations and size defined as the 
number of employees. Data necessary to carry out the analysis were in the form 
of the information available from websites of the analysed firms, documents and 
reports available on the Internet (listed in the references) as well as participant 
and non-participant observation. The research method whose results are presented 
here was the qualitative analysis method based on multiple case studies.  
 
3.3. Research results  

 
Three e-commerce enterprises were selected for the study: Allegro, eSky 

and enterprise X that wants to remain anonymous. These enterprises differ when 



MAGDALENA GROCHAL-BREJDAK, MAJA SZYMURA-TYC 

 

 48 

it comes to the period of presence in the market, size, type of offered products, 
e-business models, origins of their capital and, most likely, the mode of interna-
tionalization, which is the object of this research. 
 
Case study 1: Allegro – International B2C online auction service  

Allegro has been operating on the Polish market since 1999 in the form of 
a private limited company. It belongs to the Allegro Group being a part of the 
Naspers concern with the south-African capital. After many capital transforma-
tions, a Dutch enterprise MIH Allegro B.V. became the direct owner of the Group 
as of 2009. Allegro employs 1500 workers in Poland and the same number abroad. 
It is the largest auction service in Poland (digital platform that enables compan-
ies and individuals to sell items) as well as the enterprise with the highest reve-
nue from the commercial activity on the Internet in Poland. 

The business model of the Allegro enterprise is a hybrid of two types of      
e-business models taken from the classification established by P. Timmers – 
e-auctions, i.e. an alternative to auctions on traditional markets and a collabora-
tion platform providing tools and IT resources to a group of enterprises collabo-
rating with one another (e-payment system, opinion service, a platform for e-shops) 
(Timmers, 1998). 

The activity of the enterprise initially concentrated solely on the Polish 
market. The internationalization process began six years after its establishment 
as a consequence of an investment by the then owner QXL.com PLC (current 
Tradus). The first foreign market selected by Allegro was the Czech Republic, 
which was followed by other countries from the region, namely: Slovakia, Bul-
garia, Romania, Ukraine, Hungary, Russia and Estonia. In 2009 (after Tradus 
was acquired by Naspers), the enterprise entered the Kazakh and Belarusian 
markets with its auction platform. The company plans further expansion to new 
markets, in particular, East-European ones, which are considered very promis-
ing. Announcement services of the enterprise operating as a part of the Allegro 
Group established to serve the markets of Central and Eastern Europe are pre-
sent in Lithuania (three), Poland (two) and one service in each of the Czech Re-
public and Estonia. The above-mentioned group also consists of two services serv-
ing Internet payments, an opinion service and e-shop platforms. It means that the 
activity of Allegro focuses on markets characterized by a relatively low psychic 
distance and similar or lower development in comparison with the local market. 
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Case study 2: eSky – International intermediary platform 
eSky being a public limited company commenced operations on the e-travel 

market in 2004 as an intermediary in the sales between the product and service 
supplier and the customer. The database of offers consists of air tickers, holiday 
trips abroad, tourist insurance and hotel facilities. It is a leader in the market of 
Internet flight bookings (40% share in the domestic market) and occupies the 6th 
place in the ranking of the largest Polish e-commerce firms. Thanks to its own 
IT system, the firm can adapt tools such as the search engine or databases to its 
goals at any moment. The enterprise employs 200-500 workers including more 
than 60 programmers. 

The e-business model of the eSky enterprise can be called an infomediary 
model (Afuah, Tucci, 2003). Databases or information aggregates and the asso-
ciation of offers are the basic services offered under that model. The target group 
of the firm consists of the tourist segment of the virtual market. The scope of 
competence of the enterprise covers the transaction processing service, creation 
of a database of information users and the cooperation with other web partners 
such as tourist agencies, airlines or hotels. The goal of the enterprise is to create 
an image of the firm dominating the virtual tourist market and the acquisition of 
the majority of transactions executed there. The source of income for the enter-
prise consists of commission fees for the collaboration, percentage of the value 
of realized transactions and the income from ads. 

Similarly to the case of Allegro, the eSky enterprise began its activity on 
the local market, but started to expand to foreign markets after four years. First 
foreign markets the firm entered were Bulgarian and Romanian markets, which 
are part of the Central European region; the return on investment in both markets 
was attained even after three months as of the commencement of operations. In 
early 2011, the legal form of the enterprise was changed to the public limited 
company, which made it possible to acquire additional equity and accelerated its 
internationalization process. eSky started operations in the Brazilian market and 
is considering possibilities of entry to other South American markets. It is symp-
tomatic of a greater interest in markets further in psychic distance terms and 
a level of development similar to the Polish market. 
 
Case study 3: International e-commerce – an international merchant model 

Micro-enterprise X was established in 2010. It employs 3 people and has 
the form of a limited liability company. It initially operated only on the Internet 
as a shop offering furniture and exclusive brands of household accessories with 
the characteristic design. Its offer is addressed to moderately wealthy and very 
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wealthy customers and to business customers, which mainly consist of architec-
tural studios designing interiors of houses and shops. As of June 2012, the shop 
has also been operating in a traditional form to meet suppliers’ requirements and 
to adapt to customers’ expectations related to the possibility to see the goods 
before purchase. The e-business model represented by the enterprise is the mer-
chant model (Afuah, Tucci, 2003) extended to include traditional sales.  

The firm X operates only in the Polish market but offers 23 brands of for-
eign manufacturers. Most of them are Danish, Italian, Spanish and British firms. 
Due to language barriers and the difficulty in the organization of distribution 
channels, products of Spanish and Italian firms are ordered from agents mediat-
ing in the imports. Contacts in English and the relatively cheap and frequent 
transport from Denmark and Great Britain made it possible to establish the direct 
cooperation with firms from these countries.  

Internationalization of the enterprise so far has been solely by way of the 
inward internationalization via the imports. High intensity of the competition 
(four large competitors with the longer presence in the market), saturation of the 
Polish market and a relatively low readiness of Polish customers for web pur-
chases is the reason why exporting possibilities are sought after (outward inter-
nationalization). Realization of occasional orders from abroad (mainly from the 
Czech Republic, Germany and Sweden) and the willingness to attain greater profits 
encourages the firm to look for new foreign markets, not only neighbouring ones, but 
also markets in countries most frequently sold products come from. Additional mo-
tives underlying the planned commencement of operations in the Czech, German, 
Danish and British markets include a high share of the e-commerce market in total 
sales in these countries, the unique offer (e.g. on the Czech market), wealth of 
German, Danish and British customers and relatively low costs of entry to these 
markets. It can mean that the firm X is interested in development in better-
developed foreign markets with a relatively greater psychic distance than in the 
case of markets discussed previously (but still in the same or close to Central 
European region). 
 
Conclusions, discussion and further research 
 

Results of the explorative research based on the case study method present-
ed here show the diversification of modes of e-commerce internationalization. It 
can be related to the nature of the product and business model, size of an enter-
prise and its capital and network relations. Companies offering highly digitized 
products (e.g. e-Sky, Allegro) decide to internationalise faster, and the process 
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proceeds more quickly than in the case of companies with low or not digital 
products. It can be linked with the matter of logistics and cost of distribution, as 
well as with the replication of a good. Also if the business model is easy to imple-
ment in a foreign market (as intermediary platform or online auction platform), in-
ternationalization process should proceed faster. Then, adjustments can be make in 
such areas like language, payment methods and regulations. In the case of e-Sky and 
Allegro the increase of the number of employees and capital were relevant – addi-
tional specialists, their experience and connection to the international network make 
the internationalization process more rapid and distant. With reference to geographi-
cal scope and psychic distance of expansion, the internationalization process of        
e-firms can be defined as a step process: from the domestic stage, through regional 
and finally to the global stage (as in the cases of e-Sky and Allegro).  

However, analysed cases seem to be indicative of the existence of an accel-
erated internationalization process with no evident evolution of forms of interna-
tional commitment of the enterprise, focusing on the exports (only e-Sky has 
opened a branch office in a foreign market to manage new entity in Brasil). Due 
to the time necessary to commence operations on an international market and the 
spatial range of foreign expansion, it would be difficult to describe analyzed 
enterprises as born globals or global start-ups. It would be more appropriate to 
call them early internationalising firms (Rialp, Rialp, Urbano, Vallant 2006) or, 
as mentioned above, international new ventures (Oviatt, McDougall, 1997). It is 
because these enterprise start on a local market and, after a few years, commence 
operations in a small number of markets at a close geographical or psychic dis-
tance, or on a similar level of economic development. Perhaps, for e-commerce 
enterprises, an appropriate theoretical reference could also be found in certain 
conventional models, in particular, innovative models (I-M) focusing on the exports 
(Bilkey, Tesar, 1977; Cavusgil, 1980, Reid, 1981; Czinkota, 1982) or the model of 
Luostarinen and Hellman (Luostarinen, Hellman, 1993) taking into account the in-
ward internationalization and collaboration within an international network. 

Further study of internationalization of e-commerce enterprises should aim 
at the separation of basic types of such modes and factors influencing their for-
mation. Such research should make it possible to identify e-commerce enterprises 
conducting business on an international market and determine the motives and 
restrictions existing in their foreign expansion. The case study should provide 
answers to the questions concerned with the progress of the internationalization 
of e-commerce firms, degree and scope of their internationalization, dependen-
cies between the business model of an enterprise, degree of offer digitization, 
extent of resources of the firm and relations within a network on the one hand 
and the speed of the internationalization process on the other hand.  
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Abstract 
  

A review of the literature and research on internationalization of Polish 
companies as well as author’s own studies indicate that at present two models of 
internationalization coincide in Poland: a stages model and a model of early 
internationalization. It is very interesting because the model of early internatio-
nalization appeared in Poland at the same time as in developed countries, i.e. at 
the beginning of the 1990s. Yet one could expect that all Polish companies 
should develop according to the stages model since internationalization was 
something totally new for Polish companies in the 1990s. The author postulates 
more intensive and more extensive research on born globals in Poland to reduce 
the gap between research on this topic in developed countries and in Poland. 
Also a cross-country study of born globals in CEE is proposed with comparison 
of results to studies on born globals from other European countries. 
 
Keywords:  stages model of internationalization, early internationalization, born 

globals 
 
 
Introduction 
  

The internationalization of companies has been the subject of research and 
discussions all over the world for several decades now. The literature review 
reveals that researchers have been trying to identify common behavior of export-
ing companies and then companies making investments abroad as well as the 
reasons for such behavior for years. Several internationalization models were 
developed out of which two models dominate in the literature nowadays: the 
stages model and the early internationalization model. 

There are two objectives of the article. The first objective is to show that the 
behavior of Polish companies undertaking internationalization does not vary 
from companies deriving from more developed countries and that at present the 
same models describe their behavior. The second objective is to indicate possi-
ble research areas on both models in the future. 

The article first describes some theory on models of internationalization and 
then the Polish research on the application of these models by Polish companies 
is presented. They are followed by conclusions on the future research paths on 
Polish companies’ models of internationalization. 
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1. Development of internationalization models 
  

The first attempts to explain the behavior of companies on international 
markets from microeconomic point of view are believed to be Hymer’s doctoral 
thesis on internationalization of American enterprises and the theory of monopo-
listic advantage developed by Hymer and Kindleberger, as well as the theory of 
international product life cycle developed by Vernon (Jarosiński, 2012b, pp. 8-9.) 
Later other efforts to explain internationalization were undertaken eventually to 
produce two parallel and independent streams of research in the US and in Eu-
rope leading to the development of stage theories. At present the International 
Business literature most often quotes two types of stage models: innovative mod-
els (Bilkey and Tesar, 1977; Cavusgil, 1980; Czinkota, 1982; Reid, 1981) and 
process models (Johanson and Wiedersheim-Paul, 1975, Johanson and Vahlne, 
1977, 1990, 2003, 2006, 2009) both types of which conceptualising in a similar 
way that international development of companies takes place “in gradual and 
sequential stages based on a series of incremental commitment decisions depend-
ing on perception, expectations, experience, managerial capacity, etc.” (Rasmussen 
and Madsen, 2002, p. 3). 

In all innovative models the decision to start exports is an innovation in re-
lation to operations on a home market. The development on international mar-
kets takes a relatively long time because of the aversion of managers to take 
risks and their inability to gain market knowledge in an effective way. On the 
other hand all process models „emphasise stepwise and highly deliberative in-
ternationalization that is comparatively slow, owing to incremental adaptations 
to environmental conditions” (Knight et al., 2004, p. 646). The process models 
“specify that, initially, firms enter markets that are similar to the home country 
and than target those with increasing psychic distance” (Knight et al., 2004, p. 646). 
The more markets a company enters the more knowledge and experience the 
company gains which leads to new foreign entries. As this happens in a loop one 
may speak about the learning process and the process of development on inter-
national markets. Hence the name of the process models.  

A review of International Business literature of the end of 1980s indicates 
a strong belief of researchers in stage development of companies from small or 
medium-sized home based enterprises to big multinational companies with 
a “framework” requirement that a company has to become big enough to enter 
international markets. It is even stated that “the existence of a gradual devel-
opment process is one of the few solid conclusions in international marketing 
research” (Moen and Servais, 2002, pp. 49-50). This is however not a lasting 
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conclusion since 1990s bring a new model of development on international mar-
kets: early internationalization which contradicts the stage model. 

The notion “early internationalization ” describes the situation in which 
a company starts exporting or any other form of international operations soon 
after its establishment. Such a company is most often referred to as an “interna-
tional new venture – INV” or, as it will be further called in this article: a “born 
global – BG” Such a company, by definition, is a “young” and as a result of this 
still small or by some chance medium-sized company which contradicts the as-
sumptions of stage models that to start exporting a company has to grow on na-
tional market first learning how to do business at all and after that once it accu-
mulates enough knowledge and experience take the first steps abroad. 

What is interesting born globals being, as it has already been stated, small 
and young companies, not only take the first steps abroad early but also very 
often they start operating in many countries from the very beginning which is 
another contradiction to the assumptions of stage models that companies con-
quer international markets one by one in a long period of time. 

A great number of studies carried out in many countries in 1990s proved the 
growing popularity of early internationalization. Although at first some re-
searches pronounced that “gradual internationalisation is dead” (Hashai and Al-
mor, 2004, p. 467) careful review of international literature proves that both 
models exist parallel to each other, although gradual internationalization 
happens nowadays at a faster pace. 
 
2. Internationalization models in Poland 
  

Although both above mentioned models of internationalization have existed 
together for the past two decades, the research referring to both models in Po-
land does not have a long history. To the best knowledge of the author of this 
article, first Polish research comparing the two models did not start earlier then 
in the middle of the last decade. The first publication to speak about the research 
referring to stage model and the model of early internationalization was by Mo-
rawczyński (2007), who also compared born globals and “traditionally” interna-
tionalized companies (Morawczyński 2008). Both articles described his research 
from 2004 on 107 small and medium-sized manufacturing companies in Mało-
polska region. The author’s review of earlier publications on research on interna-
tionalization of Polish companies did not show references to the models of inter-
nationalization. 
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Morawczyński (2008) found out that almost every second company in his 
sample was a born global. Generally he observed that Polish companies entered 
international markets faster than it had been envisaged in the stage model. Mo-
rawczyński (2007, p. 79) also noticed that this phenomenon was also observed in 
other countries. He believes that the phenomenon has been strengthened in Poland 
by the transformation and liberalisation of Polish economy. Comparing born 
globals and “traditionally” internationalised companies Morawczyński (2008) 
identified some differences between the two groups of companies generally si-
milar to those described in the literature on early internationalization. 

Other research referring to both models was done by Przybylska (2010) as well 
as Nowiński & Nowara (2010). Przybylska (2010) studied 53 Polish exporters, 
among which she identified 18 born globals (34%). Przybylska (2010, p. 72) conc-
luded that companies undertaking internationalization in a traditional way still 
existed, although their behavior had recently changed. At the same time she 
confirmed the existence of a new model of early internationalization. 

Nowiński & Nowara (2010) studied 45 Polish small and medium-sized 
exporters and identified 15 born globals (33%), some of which were established 
before 2000. Nowiński & Nowara (2010, pp. 12-13) concluded that nowadays 
Polish companies would undertake internationalization generally faster then 
before, but they did not manage to determine unambiguously if early internatio-
nalization coincide with gradual internationalization in Poland.  

Kosowska & Bera (2011) investigated 262 small and medium-sized enter-
prises from all over Poland operating internationally. Their research generally 
concerned application of financial strategies by companies doing business abroad, 
but among the others they found out that 2/3 of the companies in the sample were 
internationalizing according to the stages model and 1/3 of the companies in the 
sample – according to the model of early internationalization. 

Jarosiński (2013) examined 241 Polish medium and large companies com-
ing from various industries from all over Poland and representing production, 
trade and service sectors that were operating on international markets. Among 
the others he concluded that the internationalization processes of the companies 
in the sample could be described respectively by either a stages model or early 
internationalization model. In the sub-sample of 84 Polish companies (with 
a majority of Polish capital) created after 1987 Jarosiński identified 32 born 
globals, characterised them and compared to the other companies in the sub-
sample. The born globals in the sample were more internationalised than the 
other companies in the sample in every aspect (they served more markets and 
more regions, their share of foreign sales in total sales was higher, etc.), but ge-
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nerally the differences between both groups were not as big as it had been 
expected on the basis of the literature.  

Besides the above mentioned research there have been two other studies 
concentrating rather on the model of early internationalization. Kraśnicka et al. 
(2008) investigated 100 small and medium-sized enterprises from various industries 
from Silesia region, among which she identified 12 born globals which constituted 
approximately 43% of all international companies in the sample. Kraśnicka et al. 
(2008, p. 92) acknowledged that there existed a model of early internationalization 
in Poland. Jarosiński (2012a) also confirmed the existence of born globals in Poland 
as well as Cieślik et al. (2011) identified born globals in their research. On the other 
hand Romanowska et al. (2011) studied internationalization of Polish capital groups 
using Uppsala model (the stage model) as a benchmark. 

The above quoted research on Polish internationalised companies confirms 
that one can identify among them those developing according to the stages mo-
del and according to early internationalization model. What’s more the existing 
research (Nowiński and Nowara, 2010; Jarosiński, 2013) reported appearance of 
born globals (companies representing early internationalization model) about the 
same time as in developed countries, i.e. in the first half of 1990s. 

The existence of the phenomenon of born globals in Poland in early 1990s 
is very surprising. The historical context of centrally planned economy in Poland 
until 1989 suggests that internationalization has been an innovation for almost 
all Polish companies after 1989. Until that time foreign trade was a monopoly of 
the state and only special companies called Foreign Trade Enterprises were 
privileged to operate directly abroad. Of course many Polish companies exported 
before that time, but it was mainly exports to other socialist countries which was 
not such a challenge as it would have been when exporting to market economies. 
What’s more they had to use Foreign Trade Enterprises as intermediaries. 

Therefore the numbers quoted by Cieślik and Kaciak (2009) who investigated 
companies exporting commodities in the years 1989-2003 are startling. The number 
of Polish direct exporters has risen in the stated period almost ninety fold. 

Cieślik and Kaciak found out that that Foreign Trade Enterprises whose 
commodity exports share was 95% in 1989 contributed only in 10% to Polish 
commodity exports in 2003. Private Polish companies established before 1989 
kept their average 4.8% share in exports between 1989 and 2003. At the same 
time there appeared 18,896 exporting start-ups which contributed to 32% of 
Polish commodity exports by 2003. Out of this number 8717 were instant ex-
porters* and 5433 were quick exporters**. It is surprising that these new ventures 
                                                 
*  Firms that started exporting in their first year of operations. 
**  Firms that started exporting in their second or third year of operations. 
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were able to internationalize so quickly. Although Cieślik and Kaciak did not 
investigate it one can expect that some of the companies were born globals. 

Cieślik’s research as well as Jarosiński’s research indicates that some of the 
companies established in 1990s have already planned either to concentrate on 
exports from the very beginning or to treat exports as an important source of 
revenues besides home sales. What can puzzle is the fact that those companies 
did not have huge capital at the starting point nor their founders had much entre-
preneurial or especially foreign experience before. Some of them did not speak 
foreign languages at first and some were only limited to Russian. Thus, one 
could expect that these companies would rather develop gradually. 
 
Conclusion 
  

The author’s extensive studies of Polish publications on internationalization 
of Polish companies with particular emphasis on those concentrating on the mo-
dels of internationalization indicate that both the stages model and the model of 
early internationalization exist in Poland (Jarosiński, 2013). What’s more No-
wiński and Nowara’s and also Jarosiński’s research prove that born globals started 
to appear in Poland in early 1990s which is about the time when they started to 
emerge in many other more developed countries. That leads to the conclusion 
that at present Polish companies develop on international markets following both 
models of internationalization. Some choose early internationalization while the 
other prefer more restrained, slower pace of internationalization following a stage 
model. Whichever mode they choose they behave in a similar manner to their 
counterparts in other more developed countries. 

As only few studies have been done on that in Poland so far, the author pos-
tulates more intensive and more extensive research on both models with a partic-
ular emphasis on early internationalization. For sure more studies on the phe-
nomenon of early internationalization in Poland are needed. At the same time 
they need to be more in-depth not only concentrating on the share of born glob-
als in the sample and their characteristics, but also on investigating some more 
advanced problems like acquisition of knowledge in the process of internationa-
lization or the success factors of early internationalization. 

In fact there is still a big gap between which aspects of early internationali-
zation are investigated in Poland and in more developed countries. Polish re-
search has concentrated so far on the questions studied elsewhere a decade or 
more ago. On the other hand it would have been difficult to jump into advanced 



MIROSŁAW JAROSIŃSKI 

 

 64 

problems without earlier recognition of the existence of born globals in Poland 
and checking their characteristics.  

One of the topics that still could be examined is the specifics of Polish born 
globals including also different drivers for early internationalization than in 
developed countries. Some authors have already suggested that (Jarosiński, 
2012c; Nowiński and Rialp, 2013). 

Literature review confirms the existence of born globals in other Central 
and Eastern European countries (e.g. Vissak, 2006; Kaarna, 2010; Lejko and 
Bojnec, 2011). However the studies quoted are based only on case study analy-
ses. It would be interesting then to perform a cross-country quantitative research 
on born globals in CEE countries and compare them to born globals from other 
European countries. 

The way companies internationalise is still an interesting and worth to study 
matter. It is even more interesting and also important to understand how the 
internationalization happens in emerging economies like the Polish one where 
the previous international experiences were very limited. It is also interesting to 
find out if despite these limitations Polish international companies have any 
chances to match their western counterparts in the level of growth? Do they have 
a chance to be listed among top international companies of the world in the near 
future? The author hopes that they do and that the research being done on inter-
nationalization models will be helpful for them. 
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Abstract 
 

The article deals with impact of internationalization on performance of 
small and medium enterprises. Some characteristics of the internationalization 
process along with its models are presented. Particular attention is paid to differ-
ences between classical models of internationalization and the so-called born 
global models. In the empirical part, results of the research into a sample of 100 
internationalized enterprises functioning in the Silesian Voivodeship are discussed. 
The results enrich knowledge of internationalization models of Polish enterprises 
including born global models. The research undoubtedly confirms positive inter-
dependencies between internationalization of small and medium enterprises and 
their financial and non-financial performance. The results of the research con-
ducted allow for formulating general recommendations for both managers and 
politicians who are responsible for the overall economic policy. 

 
Keywords: internationalization, born global, corporate performance 
  
 
Introduction 
 

The processes of globalization are forcing not only large companies, but also 
small and medium-sized enterprises (SMEs) to internationalize their business 
and to enter markets of other countries. The knowledge of Polish SMEs’ interna-
tionalization, especially in view of the pace of the process and its impact on these 
businesses'performance is limited. Thus, it appeared advisable to conduct some 
research that would help to answer the following fundamental questions: What 
are the differences between small and medium-sized enterprises (SMEs) according 
to their internationalization model: born globals, and other companies that inter-
nationalize only after some time? What is the relationship between the forms of 
internationalization and their financial and non-financial performance? 

 
1. Internationalization of business 

 
The literature provides broad understanding of internationalization, as a pro-

cess that involves exchange of production factors between two or more coun-
tries. History of internationalization is as long as the one of the international 
trade (Gierszewska and Wawrzyniak, 2001, p. 18). In this broad sense, interna-
tionalization is perceived as an increasing interdependence between economies 
of different countries, which consists of a variety of processes, including the 
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internationalization of markets, production, capital, labour and regulations 
(Daszkiewicz, 2004, p. 15). 

The internationalization of a company means that its activities go beyond 
the boundaries of its home country, or are undertaken chiefly abroad. Such 
a company operates either both in its domestic and foreign market, or only in the 
latter one. Internationalization is equated with a company's foreign expansion, 
which may comprise of any kind of business activity undertaken abroad or with 
a foreign partner (Rymarczyk, 2010, p. 17). The Western literature emphasizes 
that internationalization is the extent to which a company is involved in interna-
tional business, at the same time drawing attention to various forms of such busi-
ness, such as: exporting, the presence of foreign subsidiaries, ownership shared 
by foreigners and the appointment of foreigners in the organizational structure 
(Chelliah, Sulaiman, Yusoff, 2010, p. 27). The following profiles of SMEs' in-
ternationalization are distinguished in the reports of the European Commission: 
importing via foreign suppliers, exporting to foreign customers and forms com-
bined of internationalization and/or subsidiaries, branches and joint ventures 
abroad (European Commission, 2003).  

Internationalization is certainly a complex and multidimensional phenome-
non, which is why any research conducted should involve different points of 
view. According to J. Rymarczyk, various approaches may be organized into 
three trends: static (institutional), behavioristic and processual (Rymarczyk 
2010, p. 19). K. Mejri and K. Umemoto emphasize that the internationalization 
research was primarily carried out in the framework of economic theories at 
macro- and micro-level, on the basis of behavioural economics, then a number 
of interesting contemporary attempts to explain internationalization, such as 
network theory, appeared, but the most recent models are the knowledge-based 
models of internationalization (2010, p. 157).  

While doing research into SMEs' internationalization, it is requisite to adopt 
some measures of this phenomenon, which also involves a fundamental ques-
tion: what degree of a company's foreign involvement may be referred to as in-
ternationalization. There is no explicit and convincing answer to that question, 
and the literature presents a number of internationalization measures and criteria. 
The assessment criteria are either quantitative factors (e.g. the percentage of an en-
terprise's foreign turnover in its total turnover, the percentage of profits obtained 
from foreign activities in total profits, the percentage of workers employed in export 
or other foreign activity) and/or qualitative ones (Bielawska, 2001, p. 14). 

Internationalization is measured by means of the following forms: import, 
direct export, export through an intermediary, solo venture direct investment, 
joint venture direct investment, licensing, contracting and franchising (Mano-
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lova, Brush, Edelman, Greene, 2002, p. 9-31). For example, a research into 
SMEs in Malaysia measured their internationalization by indicators including 
the percentage of sales from international sources, the percentage of profit from 
international sources, the composition of Board of Directors` members who are 
foreigners, the composition of managers and head of department who are for-
eigners, the number of nationalities working in the firm, the number of countries 
they operate in and the percentage of shares in the firm owned by foreigners 
(Chelliah, Sulaiman, Yusoff, 2010, p. 32). Relatively often, researches measure 
internationalization in terms of enterprise's exports only (Abdul-Talib et al., 
2011, pp. 4-15); however the ways of export measurement (indices used or pro-
posed) are varied and – as emphasized by O`Cass and Weerawardena – it is diffi-
cult to decide upon the dominant concept (2009, p. 1333). 

The empirical research presented in this paper is based on the following 
forms of internationalization, as derived from different divisions that are present-
ed in the literature (Manolov, Brush, Edelman, Greene, 2002, pp. 9-31): export, 
import, licensing, franchising, foreign branches. 
 
2. Models of enterprise internationalization 

 
For a long time, internationalization was perceived to be a long-term pro-

cess, in which a sector or a company was becoming involved in some internatio-
nal activities. Internationalization as a process involves growing and changing 
involvement in international markets (A. Bielawska, 2004, p. 14). It was be-
lieved that the internationalization of any economic activity was a process that 
took place gradually, as risk and commitment were increasing, and entrepreneurs 
were acquiring business knowledge through experience (Nowak-Far, 2000, 
p.14). Typically, export activities were the starting point, then more advanced 
forms of internationalization followed. The classic model of internationalization 
was described as “phased” or “sequential”. The other commonly used name was 
“Uppsala model”, as it was established in the 1970's by the so-called Swedish 
school of management, represented by researchers affiliated to the University of 
Uppsala. According to the assumptions of the Uppsala model, the internationali-
zation process was sequential (phased), evolutionary or gradual, deterministic 
(Johnson, Wiedersheim-Paul, 1975, pp. 305-322). 

For a long time now, market practice indicates a growing number of com-
panies that internationalize their business in a way different than is assumed by 
the traditional, phased model. The study of these new phenomena led to defining 
yet another internationalization model, called “born global”, which suggests 
a change in the nature of internationalization – from evolutionary to revolutiona-
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ry (Pietrasienski, 2003, p. 27-30). The interest in “born globals” started in the 
1990's. Among others, Oviatt and McDougall became interested in this type of 
newly established companies, and defined a born global as “an organization 
seeking resources and selling products for gaining competitive advantages from 
multi-national markets ever since the beginning” (1994, pp. 45-64). 

Various empirical definitions of “born global” may be found in the literature. 
Knight and Cavusgil claim that “born globals” are the companies that are internatio-
nalized within three years from their establishment. McKinsey & Company define 
them as the companies that achieve a significant international presence in two years. 
McDougall, Shane and Oviatt use the eight-year period, although their research 
shows that born globals are able to enter international markets within two to six 
years after their establishment (Freeman, Cavusgil, 2000).  

According to some authors (Moen, among others), the majority of exporting 
companies that have arisen in recent years are born globals. In a short time, they 
reach the global level of internationalization – a level similar to the one displayed 
by long-standing global companies that have undergone a gradual path of inter-
nationalization (Moen, 2002, p. 156). 

Over the last decade, there has been a lot of research on small and medium-
-sized enterprises that decide to enter international markets very soon after their 
establishment. It should be noted that the companies which operate international-
ly from their very beginnings are referred to as: Born-globals, New International 
Ventures, High Technology Start-up (McAuley, Andrew, 1999, pp. 67-82), In-
stant internationals, Born-internationals, and – as already pointed out – this is 
often associated with other criteria for distinguishing them. However, regardless 
of criteria adopted and terms applied, the focus of these studies is generally on 
the identification and characterization of the companies that enter international 
markets relatively quickly (Rialp, Rialp, Urbano, Vaillant, 2005, p. 134; Anders-
son, 2011, pp. 631-632). 

What might be found in the literature are the results of empirical research con-
ducted in different countries in Europe (O. Moen, 2002), as well as e.g. in the United 
States (Li, Li, Shi, 2011), China (Zhang, Tansuhaj, McCullough, 2009), Malaysia 
(Chelliah, Sulaiman, Yusoff, 2010) or Australia (Mort, Weerawardena, Liesch, 2012). 
The subject of researchers' interest is especially the measurement of internationaliza-
tion and its determinants in born global companies – the impact of factors such as 
innovation, entrepreneurial orientation, attitudes/behaviour of managers, and company 
resources on the pace of internationalization, as well as company performance.  

Relationships between company size and its profile (the sector a company 
belongs to), and the degree of its internationalization and performance are also 
examined (Abdul-Talib et al., 2011). 
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In Poland, the research on born global companies that decide to adopt rapid 
internationalization is scarce (e.g. Michna, Meczynska, Kmieciak, 2011). Few 
studies on Polish born globals – functioning within a transforming economy – 
might encourage undertaking further research on these companies, in order to 
identify their characteristics and performance.  

Due to the variety of criteria used to distinguish born global companies, the 
present study adopts the viewpoint that the born global companies in question 
are the ones which run their business outside the home country since the very 
beginning (since their establishment) (Moen, Servais, 2002, p. 49-72). 

 
 

3. Internationalization and company performance 
 

As shown by the aforementioned instances of research, the impact of inter-
nationalization, also including the “early” type (born global), on a company's 
performance (Liu, Fu, 2011) proves to be one of a particularly common scien-
tific interests.  

Company performance may be measured by means of a variety of ap-
proaches and specific criteria. Some studies emphasize market outcomes, as 
assessed by e.g. entering new markets, an increase of market share and an in-
crease of customer satisfaction (O`Cass, Weerawardena, 2009, p. 1334). In other 
studies, typical financial indicators (e.g. ROA, ROS) are used to measure com-
pany performance (Chelliah, Sulaiman, Yusoff, 2010, Li, Li, Shi, 2011, p. 73). 
Sometimes, company performance is defined in strategic terms (strategic per-
formance) that measure the achieved position of a company in the global market, 
and its strategic advantage in relation to competitors (Zhang, Tansuhaj, McCul-
lough, 2009, p. 301). 
 
4. Research questions 

 
In the era of growing globalization and relatively insufficient knowledge 

about internationalization models of Polish SMEs authors decide to ask two 
fundamental research questions:  
− what are the differences between small and medium-sized enterprises (SMEs) 

according to their model of internationalization (born globals and other com-
panies that internationalize only after some time); and  
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− what is the impact of the internationalization level, measured by the number 
of countries and the form of internationalization, on financial and non-
financial performance of companies. 

In order to determine the internationalization level of the enterprises in ques-
tion, the concept of the internationalization form, or the way of entering particu-
lar foreign markets (export, import, licensing, franchising, foreign branches), as 
well as the number of countries in which the entity operates, are considered.  

In order to assess financial and non-financial performance, the following 
indicators are taken into consideration: employment growth, annual sales growth, 
market share growth, mean return on sales (ROS), mean return on equity (ROE) 
and company profitability (B. Antončič, R.D. Hisrich, 2003). The assessment of 
these indicators is conducted in view of the past three years. For these indicators, 
the following point-based scale is adopted: 
1 – no growth registered, 
2 – an increase of 5-9%, 
3 – an increase of 10-19%, 
4 – an increase of more than 20%. 

While assessing the impact of internationalization processes on a company's 
non-financial performance (excluding employment), the following factors are 
considered: 
− improving corporate image, 
− gaining new experience, 
− strengthening the company's position in the international market, 
− enhancing innovation. 
 
5. Research methodology and the description  

of the studied population of companies 
 

The research was conducted in the sample of 100 randomly selected com-
panies belonging to the category of SMEs. All companies are based in Silesia 
Province in Poland and they are present in international markets. Questionnaire 
and direct interview methods were used. Companies subject to research predom-
inantly work in the following sectors: trade (60%), services (13%), production 
(10%) and construction (8%). Other companies represent industry, mining, hotel 
industry and transportation. The research was carried out from October to De-
cember 2011. This article presents a part of the study – the one associated with 
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the research questions as shown above*. A group of 53 companies subject to 
research started their international activity at the moment of establishment, and, 
in accordance with the adopted assumptions, were classified as born globals. The 
general characteristics of the companies, according to the following features: 
business profile, age, organizational and legal form, and size (by number of em-
ployees), may be presented in two basic categories: born globals (BG) and others 
that entered foreign markets in the later years of existence (tagged as non-born 
global, or NBG) are shown in Table 1.  
 
Table 1. The structure of the studied BG and NBG companies, according  

to the selected characteristics 
  Born global Non born global Total 
Business profile       
Production 2 1 3 
Commerce 29 19 48 
Services 2 4 6 
Mixed 20 23 43 
TOTAL 53 47 100 
Legal Form     
Sole proprietorship 6 14 20 
Civil law partnership 13 9 22 
Limited liability company 33 15 48 
Joint-stock company 0 1 1 
Other 1 8 9 
TOTAL 53 47 100 
Period of activity     
Up to 4 years 9 1 10 
5-10 years 20 12 32 
More than 11 years 24 34 58 
TOTAL 53 47 100 
Number of employees in 2010    
Up to 9 people 3 2 5 
10-49 people 27 23 50 
50-100 people 19 19 38 
101-250 people 4 3 7 
TOTAL 53 47 100 

 
The analysis of the data in Table 1 shows that among the companies that 

belong to the BG category: 
− trade companies dominated (the majority of the sample); however, if the 

number of companies belonging to each profile is taken into account, as many 
as two out of three manufacturing companies are BGs; 

− limited liability company turns out to be the dominant legal form; 

                                                 
*  The study was conducted as a part of doctoral thesis (Głód, 2012). 
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− the majority of BG companies was established before 1999 (over 45% of all 
companies involved); moreover, it is worth noting that most of the companies 
established between 2000 and 2005 were BGs (nearly 63%);  

− most of the studied BGs employ from 10 to 49 people (which means they are 
small businesses), and they make up more than a half of the group. 

 
6. Empirical results 

 
The analysis of the internationalization forms used by the companies ex-

amined led to the following results, as synthesized in Table 2.  
 
Table 2. The division of companies, according to the form of internationalization 

Internationalisation form Number of enterprises 
  Born global Non born global 
Export 30 23 
Import 1 8 
License transfer 0 3 
Foreign branch 5 4 
Franchising (franchisee) 4 1 
Franchising (franchisor) 13 4 
Total  53 43* 

* 96 companies were included in the analysis of the internationalization form (4 companies were excluded due 
to the combination of single forms). 

  
Table 2 clearly shows that export is a dominant form of internationalization 

in both models adopted (born vs. non born global) – over 50% of companies in 
all categories involved exported their products or services. Franchising (in the 
role of a franchisor) is another important form of internationalization – nearly 
a quarter of companies subject to research highlighted this form of internationa-
lization. A group of franchisors is vastly dominated by born globals. Similarly, 
born globals internationalized their activities by setting up foreign subsidiaries 
or adopting the roles of franchisees. The most clearly visible difference in forms 
of internationalization adopted by two forms of companies involved referred to 
imports. In case of non-born globals import takes the second position in the rank-
ing of internationalization forms, whereas in case of born globals this form was 
selected by one company only. It should be emphasized that the import is consid-
ered to be the least advanced form of internationalization, and many authors do 
not even classify it as such a form.  

The second characteristic of internationalization, which also takes the divi-
sion of companies in two categories of research (BG and NBG) into account, 
refers to the number of countries in the markets of which these entities operate 
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(Figure 1). Figure 1 presents a percentage share of companies that function in 
particular countries on the basis of an internationalization model adopted. It is 
clearly visible that in a vast majority of cases born global companies function in 
neighbouring countries (e.g. in Germany, Russia or Lithuania) or other European 
countries (e.g. France). Companies of this type do not decide to function in re-
mote countries like China, Taiwan or Turkey.  

 
Figure 1.  A percentage share of companies that function in particular countries on 

the basis of an internationalization model adopted 
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The aim of this study was to answer the question about the relationship be-
tween business performance and internationalization model (BG or NBG). Based 
on the data collected and the analyses performed, it can be concluded that the 
companies adopting born global models obtained better financial results and 
showed more growth in employment, as compared to the entities that did not 
begin their international activities at the time of establishment. Research out-
comes are presented in further detail in Table 3. For all indicators, the following 
point-based scale was adopted: 
1 – no growth registered, 
2 – an increase of 5-9%, 
3 – an increase of 10-19%, 
4 – an increase of more than 20%. 
 
Table 3. Internationalization model and business performance indicators 

Model of  
internationalization 

Employment 
growth 

Sales 
growth 

Market 
share 

growth 

Return 
on 

sales 
(ROS) 

Return 
on 

equity 
(ROE) 

Profitability Number of 
enterprises 

non-born global 2.24 2.32 2.59 3.20 3.05 2.56 47 
born global 2.44 2.42 3.07 3.19 3.37 2.63 53 

 
Companies that started their international activities at the very moment of 

their establishment achieved better results in the vast majority of indicators. 
Regardless of the internationalization model, the return on sales remained at 
a similar level of 3.20. The biggest advantage regarding the indicators was re-
ported in terms of market share growth and the level of return on equity (ROE).  

Then, financial indicators and employment growth were compared with the 
number of countries in which the companies operate. Total assessment of all 
indicators used (Tables 4 and 5) involved calculation of the arithmetical average 
on the basis of partial indicators available (employment, sales, market share, 
return on sales (ROS), return on equity (ROE), profitability), expressed in the 
following values: 1-4 (compliant to the scale adopted). The results show that a greater 
number of countries in which an entity's foreign expansion is observed translate into 
better performance. Synthetic evaluation of this relation is presented in Table 4. 
When analysing the results according to the model of internationalization, it is pos-
sible to note that regardless of the number of countries in which the companies  
operate, the born global enterprises' performance was better.  

 
 



TERESA KRAŚNICKA, WOJCIECH GŁÓD 

 

 78 

Table 4. The performance of companies and the number of countries  
in which they operate  

  Born global Non born global 

  

The overall as-
sessment of indicators 
(employment, sales, 
market share, return 

on sales (ROS), return 
on equity (ROE), 

profitability) 

Number  
of enterprises 

The overall as-
sessment of indica-
tors (employment, 

sales, market share, 
return on sales (ROS) 

return on equity 
(ROE), profitability) 

Number  
of enterprises 

1 country 2.68 20 2.45 19 
2-3 countries 2.87 21 2.85 19 
4 and more countries 2.90 12 2.83 9 

 
An important element of the study was to determine the relationship between 

company performance, as measured by means of selected indicators, and the 
form of internationalization in use. The research shows that the companies that 
scored the highest were the ones, which implemented internationalization 
through license transfers, and the ones that opened foreign branches. A similar 
mean score can be observed in case of the franchisees and the exporters. The 
results of the analysis are presented in Table 5. 

 
Table 5. Company performance and internationalization form 
  BORN GLOBAL NON BORN GLOBAL 

Internationalization form 

The overall as-
sessment of indicators 
(employment, sales, 
market share, return 

on sales (ROS), return 
on equity (ROE), 

profitability) 

Number  
of enterprises 

The overall as-
sessment of indica-
tors (employment, 
sales, market share, 

return on sales 
(ROS), return on 

equity (ROE), 
profitability) 

Number  
of enterprises 

Export 2.84 30 2.76 23 
Import 2.33 1 2.16 8 
License  0 3.42 3 
Franchisee  2.80 5  0 
Branch 3.17 4 3.13 5 
Franchisor  2.53 13 2.58 4 

 
The last issue to be examined was the impact of internationalization model 

on non-financial business performance (Figure 2). The data show that the com-
panies that began their international operations right at the establishment rate 
their level of innovation, strengthening their position in the international market 
and gaining new experiences higher than the NBGs. 

 
 
 



THE IMPACT OF THE INTERNATIONALIZATION OF POLISH SMES… 

 

 79

Figure 2. Internationalization model and the non-financial performance of the companies 

 
 
Discussion and final conclusions  

 
BG companies dominate slightly (53%) in the studied population of com-

panies based in Silesia Province in Poland. This finding is consistent with the 
results of other researches, as well as forecasts regarding SMEs presented in the 
literature (Moen, 2002, p. 157). The structure of the population of companies 
studied (the predominance of commercially-profiled entities and the small per-
centage of manufacturing companies) makes it impossible to draw an unequivo-
cal conclusion regarding the relationship between these characteristics and an 
internationalization model. It is difficult to see a clear relation between an inter-
nationalization model and the period of the companies' existence studied. 

0,00% 5,00% 10,00% 15,00% 20,00% 25,00% 30,00%

improving the
enterprise image

gaining new
experiences

strengthening
enterprise position
in the international

market

increased
enterprise
innovation

born global non born global



TERESA KRAŚNICKA, WOJCIECH GŁÓD 

 

 80 

Among the oldest entities, a slight predominance of the ones classified as NBGs 
was observed, whereas among the youngest companies (up to 4 years old), the 
advantage was on the BGs' side (in spite of the crisis afflicting many countries of 
the European Union). In terms of company size, measured by the number of 
employees, the largest percentages of BGs are small businesses (about 51%). 

The research confirms that export is a dominant form of SME internationa-
lization, and the proportion of exporters is significantly higher among born glo-
bal companies. Moreover, among the companies included in the BG group, 
a significantly higher percentage of franchisors were registered, in comparison to 
the NBG group, which confirms the increasingly dynamic development of Polish 
franchise networks – also abroad. However, this issue should become the subject 
of further research. 

Based on the analyses, it might be concluded that the companies described 
as “born global” operate in geographically closer markets (Europe mainly). 
Thus, early internationalization should be linked with some tendency towards 
minimizing the so-called psychological distance, which is reflected, among 
others, in the socio-cultural, political or economic diversity. Presumably, the 
companies that have been running their business in international markets since 
their very beginning have such a level of both tangible and intangible resources 
(including competencies) that their assets determined the choice of these coun-
tries, commonly – the nearest neighbours. At the same time, a significantly   
higher percentage of the BG companies operate in four or more countries. Poten-
tial of SMEs subject to research does not allow for implementing any global 
(world-wide) strategies. A global strategy stands for an antonym of a multinatio-
nal approach as it is believed by G.S Yip (2004, p. 27-28). 

The results of our research have enriched, to a certain extent, the knowledge 
of internationalization models of Polish companies, including born globals. The 
study clearly confirms some positive relationship between the internationaliza-
tion of SMEs and their performance – both financial and non-financial. In this 
respect, the results are consistent with the outcomes of other studies (Chelliah, 
Sulaiman, Yusoff, 2010, pp. 33-34; Li, Li, Shi, 2011, p. 7). 

The limitations of this research should also be pointed out – especially the 
ones associated with the size and structure of the sample. It is essential to inclu-
de a larger population of companies in further research, allowing for the struc-
ture of enterprises in Poland, in terms of sectors of business profiles. It appears 
desirable to carry out further studies that would take the following factors into 
account: some models of “early” internationalization (within three years and six 
years of a company's existence, since its establishment).  
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The results of the research let us frame recommendations for both managers 
and politicians responsible for designing economic policies. The confirmed rela-
tionship between internationalization and company performance should encou-
rage the former, including early entry into foreign markets, which of course 
requires developing (or acquiring from the outside) the essential potential and 
a strong entrepreneurial orientation*. An effective economic policy of govern-
ment should encourage SMEs to improve their ability to internationalize, 
through strong promotion of Polish companies and their products abroad, orga-
nized by government agencies.  

Managing the process of internationalization of Polish SMEs in a global 
environment is a crucial issue, which decidedly requires further research. 
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Abstract 
 

The article presents the review of existing research on the role of psychic 
distance in the process of companies internationalization (both secondary and 
primary). The main attention was dedicated to the measurement of this pheno-
menon. The concept of psychic distance was compared to cultural distance, they 
are used interchangeably in the article.  

The objective of the paper was also to discuss the conceptual and methodo-
logical properties of psychic (cultural) distance: the illusion of symmetry, stabili-
ty, linearity, causality, discordance, as well as the assumption of corporate and 
spatial homogeneity and the assumption of equivalence.  

The last part of the article is dedicated to the examples of research exam-
ining the role of psychic (cultural) distance in decisions of: choosing market 
entry mode (export versus foreign direct investment; acquisitions versus green 
field investment), choosing the level of strategy adaptation to local market con-
ditions and decisions concerning other fields of international business.  
 
Keywords:  psychic distance, cultural distance, conceptualization, measurement, 

internationalization 
 
 
Introduction 

 
Psychic Distance is one of the most commonly cited and measured con-

structs within international business research. The construct of psychic distance, 
cultural distance along with other forms of national differences such as institu-
tional distance, socio-cultural distance and country distance have been cited as 
potential predictor variables for a broad array of management decisions (begin-
ning exporting, export market selection, FDI market selection, international per-
formance, human recourses management, and even communication in R&D joint 
ventures. However, one major gaps still exist in knowledge about this phenome-
non. This concerns the manner in which the psychic distance is measured. At the 
core of most of these debates is the issue of whether distance should be defined 
and measures in terms of exogenous and observable differences among countries 
or in terms of perceptions of individuals.  

The presented paper should be treated as an introduction to the Author’s 
own research on the role of psychic distance on the Polish companies internatio-
nalization. It’s main objective is the presentation of different approaches to the 
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measurement of this phenomenon and the presentation of the examples of re-
search on the impact of psychic distance on different management decisions in 
international business field.  

 
1. The concept of psychic and cultural distance 

 
The concept of Psychic Distance was originally introduced by Beckerman 

in 1956. At the beginning, however, no extensive research was conducted in 
order to analyze the impact of Psychic Distance on the choice of foreign mar-
kets. After that, in 1970s, this concept was further developed by Johanson and 
Vahlne, the authors of the sequential model, as mentioned above. The econo-
mists from the Uppsala University define psychic distance as a set of factors 
preventing or disturbing the flow of information between the firm and the mar-
ket. These difficulties may be directly connected with communication with ex-
isting and potential customers or with a lack of access to the information about 
a given foreign market.  

The notion of psychic distance is seen slightly differently by Papadopoulos 
and Jansen, who additionally introduce a separate notion of cultural distance 
(Albaum, Strandskov & Duerr, 2002). According to these authors, psychic dis-
tance is an uncertainty about foreign markets and a perceived difficulty of ob-
taining information about these markets. Cultural distance, in turn, is defined as 
differences between the culture of one’s own country and the culture of a target 
country (e.g. an export destination country). In this approach, the term of psychic 
distance refers to the perception (e.g. of customers’ needs and expectations in a for-
eign country); it is culturally-determined, but subjective. Cultural distance has a more 
objective character – it acknowledges the existing cultural differences.  

Distance to foreign markets may also be defined using the terms referring to 
the “temperature”, which is understood as all the barriers for companies from the 
third world countries. In this concept, a country’s “temperature” is determined 
by factors which describe its environment, i.e.: political stability, market poten-
tial, economic development, cultural homogeneity, legal barriers, physiographic 
barriers and geo-cultural distance (Doole and Lowe, 2001; Duliniec, 2004). 

According to some authors, the terminological division into psychic dis-
tance and cultural distance failed to be accepted in research on international 
environment. In the literature of the subject, the terms of psychic distance and 
cultural distance are often used interchangeably (Kogut and Singh, 1988). These 
researchers are popularising the term of cultural distance, openly mention the 
term of psychic distance in their discussions and they cite the Uppsala-based 
psychic distance literature, when justifying their hypotheses. However, a review 



ALEKSANDRA NIZIELSKA 

 

 88 

of the empirical literature in this area reveals that the vast majority of researchers 
have operationalized cultural distance in a much narrower form, i.e. as differ-
ences in Hofstede’s (1980) dimensions of national culture. In recent years, some 
authors (e.g. Sousa and Bradley 2008) have more explicitly endorsed the nar-
rower interpretation of cultural distance and have argued that the other main 
distinction between the two constructs is that cultural distance is measured as 
exogenous differences at the national level. In effect, they are endorsing the 
perceptual approach to defining psychic distance. However, a review of these 
various definitions raises the issue of how Johanson and Vahlne’s (1977) “sum 
of factors” other than cultural distance fits in. Dow and Larimo (2009) propose 
the scheme of different forms of distance (see Figure 1). They refer to percep-
tions of distance, measured at the level of the individual, as perceived psychic 
distance. Psychic Distance stimuli are referred to in the Johanson and Vahlne’s 
(1977) sum of factors, which influence the perceptions of Psychic Distance. The 
authors list such factors as: national cultural distance, differences in language, 
institutional distance and other forms of distance.  

 
Figure 1. Schematic illustration of the different forms of distance 

Ps
yc

hi
c 

D
ist

an
ce

 S
tim

ul
i 

N
at

io
na

l –
 le

ve
l f

ac
to

rs
 th

at
 

m
ay

 d
is

to
rt 

th
e 

flo
w

 o
f i

nf
or

-
m

at
io

n 
be

tw
ee

n 
m

ar
ke

ts
 

 

National Cultural Distance 
(e.g. differences in Hofstede’s national cultural 
dimensions 

Perceived Psychic  
Distance 

Language Distance 
(e.g. differences in language at the national 
level) 
Institutional Distance 
(e.g. differences in legal, political, educational 
or religious institutions) 
Other Forms of Distance 
(e.g. the listed stimuli are not necessarily  
exhaustive) 

National  
– Level  

Exogenous 
Differences 

 
Individual 

– Level Perceptions  
of Differences 

Sources: [Dow and Larimo, 2009, pp. 74-98].  

 
In the further part of the text the terms psychic and cultural distance will be 

used interchangeably.  
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2.  Hidden assumptions in psychic and cultural  
distance constructs – conceptual  
and methodological properties 

 
The hidden assumptions of cultural distance appear in two clusters, one 

emanating from the conceptual properties of the construct, the other from its 
methodological properties. Conceptual properties produce illusions that are the 
core of the cultural distance construct and undermine its validity within the con-
text of FDI theories. Methodological properties present instrumentation and 
measurement biases that distort the accurate measurement of cultural differences, 
they are most closely associated with the Kogut and Singh (1988) index, but 
address broader measurement issues as well.  

Taking into consideration conceptual properties O. Shenkar distinguishes 
the illusion of stability, linearity, causality and discordance of cultural distance 
(Shenkar, 1992). 

“Distance”, by definition is symmetric: the distance from point A to point B 
is identical to the distance from point B to point A. Cultural distance symmetry 
is however difficult to defend in the context of FDI. It suggests an identical role 
for the home and host cultures. There is no support for such as assumption in the 
literature. There are no studies showing symmetry in distance between home and 
host country of FDI. Numerous studies have shown the importance of the investor 
culture in predicting investment, entry mode and performance (e.g., Kogut & Singh, 
1988). Other studies have shown a role for the host culture. However, there are no 
studies showing symmetry between the two nor is there a reason to assume one. On 
the contrary, home and host country effects are different in nature, the former being 
embedded in the firm while the latter is in a national environment.  

Measured at a single point in time, cultural distance is implicitly assumed to 
be constant. Cultures change over time. The culture measured at a market entry 
time may have changed by the time performance is measured. Further, a conver-
gence thesis would predict cultural distance narrowing over time as more in-
vestors flock into the market and local employees become knowledgeable of 
MNE management methods. As firms learn more about the market, their cultural 
distance to that market decreases. It was found, that when a firm had more ex-
perience in a country, it was more likely to choose wholly owned subsidiary than 
joint venture. International experience may also lead firms to prefer acquisitions 
to green field investment.  

Also embedded in the distance metaphor is the assumption of linear impact 
of investment, entry mode and performance. The higher the distance between 



ALEKSANDRA NIZIELSKA 

 

 90 

cultures, the higher the likelihood that invest will occur at a later stage in the 
investment sequence, a less controlling entry mode will be chosen, and the worse 
the performance of foreign affiliates will be. These are also questionable as-
sumptions. On the contrary, the Scandinavian school acknowledges that the time 
lag between expansion waves will vary due to differences in learning curves. 
Erramilli (1991) showed that cultural distance and experience interacted to in-
fluence ownership in a nonlinear fashion. He suggested that firms taking their 
first investment steps were more likely to prefer culturally similar countries than 
those in an advanced stage of internationalization. The expatriate literature re-
ports that adjustment to a relatively similar culture is often as difficult as adjust-
ment to a “distance” because differences are not anticipated. 

Implicit assumption in much of the literature is that cultural distance has 
a casual effect on FDI pattern, sequence and performance. The connotation is 
that culture is the only determinant of distance with relevance to FDI. Earlier work 
has been tuned to the problem and attempted to compensate by incorporating non – 
culture variables in a broader “distance” measure. Johanson and Vahlne’s (1977) defi-
nition of psychic distance refers to the “sum of factors” affecting information to the 
market. Shenkar (1992) treat geocultural distance as one of a number of variables (also 
including level of development, political stability), making a country a “hot” or “cold” 
investment opportunity. The measure of “socio-cultural distance” includes such varia-
bles as the foreign education of local executives. As Boyacigiller (1990) offers “key 
characteristics of nations such as dominant religion, business language, form of 
government, economic development and levels of emigration to the US indicate 
a country’s cultural distance from the US”, factors such as language, political instabili-
ty, level of development, market size all play a role in establishing distance.  

The implicit assumption that differences in cultures produce lack of “fit” 
and hence an obstacle to transaction is questionable. First, not every cultural gap 
is critical to performance. It is noted, that “different aspects of firm culture may 
be more or less central, more or less difficult to transmit, and more or less criti-
cal to operations”. Second, cultural differences may be complementary and hence 
have a positive synergetic effect on investment and performance. For instance, 
as global cooperation demands both concern for performance and concern for 
relationships, the two may be mutually supportive. Similar evidence can be found 
in the FDI, merger and acquisition and JV literature.  

Methodological properties of cultural distance are as follows: the assump-
tion of corporate homogeneity, the assumption of spatial homogeneity and the 
assumption of equivalence.  

The cultural distance used to measure the construct relies on national cul-
ture measures and implicitly assumes lack of corporate culture variance, an as-
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sumption that lacks support. Corporate culture can modify the behavior and be-
liefs associated with national culture, it alters the dynamics of national cultural 
distance thought not necessarily in the way of reducing its impact. As Schneider 
notes, “national culture” may play a stronger role in a strong corporate culture. 
The pressures to conform may create the need to reassert autonomy and identity, 
creating a national mosaic rather than a melting pot.  

Measuring distance from one national culture to another, the cultural dis-
tance index assumes uniformity within the national unit. Quite to the contrary, 
evidence suggest that intra- cultural variation explains as much if not more than 
intercultural variation. Neither the spatial location of the firm in the home or 
host country nor the actual physical distance between the locations, have an im-
pact upon the cultural distance measure calculated. This masks actual investment 
conditions, for instance a “border effect” formed across contiguous regions di-
vided by a national border. A somewhat similar argument can be made regarding 
the variable location of industries from the cultural milieu, as, for instance, in the 
case of “cultural industries”.  

The Kogut and Singh (1988) index is a rather simplistic aggregate of 
Hofstede’s (1980) dimensions and is hence liable to the same criticism levelled 
against Hofstede, e.g. non – exhaustiveness reliance on single company data, and 
the like. The index amplifies the problems associated with the Hofstede frame-
work in the two important ways, however.  

First, the index has not been updated to incorporate latter work by Hofstede 
and others, for instance the fifth dimension of Confucian dynamism or Long 
Term Orientation (LTO) (Hofstede and Bond, 1988). Because of its relationship 
to Confucianism, CD measures involving East – Asian countries, for instance, 
those used in studies of Japanese FDI. The second and most important way in 
which the Kogut and Sing’s measure amplifies the measurement problems as-
sociated with Hofstede is by making an invalid assumption of equivalence. 
Hofstede offers, that some cultural gaps are less disruptive than others, and that 
differences in uncertainty avoidance are potentially the most problematic for 
international cooperation due to their correlates in terms of differential toler-
ances towards risk, formalization, and the like.  

The significant conceptual and methodological inadequacies relating to cul-
tural distance construct carry important implications for theory and research.  

For example, the illusion of symmetry pinpoints divergent transactions 
costs and the prospect of conflict between partners as each seeks to minimize its 
cost of the transaction regardless of the cost incurred by the other party; necessi-
tating convergence of transaction and bargaining models.  
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In the case of psychic distance, the “distance” metaphor is translated into 
a focus on what sets cultures apart but not on what might bring them together. 
A balanced analysis of the relations between social entities should however con-
sider both opening and closing mechanism. A number of key mechanisms with 
the potential of closing cultural distance follow.  

Increased communication and interaction bridge cultural distance by encour-
aging the convergence of cultures. This implies a trend toward lower cultural 
distance over time albeit at different paces across the globe. The World Compe-
titiveness Yearbook publishes an index of openness to foreign influences show-
ing substantial differences between relatively open countries such as the Nether-
lands to closed countries such as France).  

Often confused with cultural distance, geographic proximity reduces entry bar-
riers, subject to transportation and information processing requirements. Geographi-
cal proximity lowers the costs of managerial coordination and control and reduces 
the cost of monitoring agent’s behaviour. It can also facilitate the personal contact 
that is necessary for effective transfer of knowledge and other resources.  

The literature acknowledges the importance of foreign experience as a cul-
tural distance closing mechanism. It is not always clear however whether it is 
international experience per se or experience in the host culture and to what 
extent the experience of individual managers can substitute for corporate expe-
rience, a point that would be especially important to smaller firms.  

Acculturation can generally be assumed to reduce the cultural distance to 
the host country. It is interesting that in explaining one exception to the pattern 
of gradual involvement they observed (the establishment of a sale subsidiary in 
a new market), Johanson and Vahlne (1977) explain that the decision – maker in 
that case was partly educated in the other country. Nor is acculturation depen-
dent upon actual experience. Black, Mendenhall, and Oddou suggest that “in-
dividuals make anticipatory adjustments to a relatively similar culture is often as 
difficult as adjustment to a distant one”.  

Staffing is not only a means of control, but also a venue through which groups 
and individuals bring their cultural properties into a system. Shenkar (1992) 
discusses the role of employee groups as mechanisms affecting the national and 
corporate cultural distance in an International Joint Ventures. For instance, for-
eign parent expatriates bring with them both the national and corporate culture of 
the parent while third country nationals recruited by the foreign parent will likely 
bring the parent firm’s culture into the venture, but less of its national culture. 
Bicultural individuals play an especially important role in closing cultural dis-
tance between the foreign and host countries. By virtue of their familiarity with 
both cultures, such individuals bring the two countries together by serving as 
emissaries and interpreters of culturally embedded signals and behaviours.  
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3.  Psychic distance in the process of companies  
internationalization – research overview 

 
In management, Cultural Distance has been used as a key variable in strate-

gy, management, organization behavior and human resource management. The 
construct has been applied to a multitude research questions, from innovation 
and organizational transformation to foreign expansion to foreign expansion and 
technology transfer.  

Russel, Griffith & Tihanyi (2005) identified more than 180 studies using 
Hofstede culture dimensions for analysing the influence of cultural distance on 
companies’ internationalisation decisions. In late 1980s Kogut and Singh con-
ducted a comparative analysis of psychic distance from the point of view of 
a specific national market, using the four basic cultural dimensions, as proposed 
by Hofstede, namely: the Power Distance Index, individualism versus collec-
tivism, masculinity versus femininity and the Uncertainty Avoidance Index (Ko-
gut & Singh, 1988). In the studies carried out in late 1990s, Fletcher and Bohn, 
added also Confucian dynamism to the four criteria, when they analysed the 
Psychic Distance between Australia and the third countries. 

Over the years, there has been a lot of criticism against this model for being 
used to measure psychic distance. Many authors suggested that some new 
approaches should be followed when analysing this phenomenon (Schwartz, 
1994; Shenkar, 2001; Harzing, 2003). Attention has been drawn to two alterna-
tive models of national cultural dimensions, which may be employed to analyse 
the impact of cultural determinants on companies’ decisions about expanding 
their business activities into foreign markets. These are the approaches proposed 
by Schwartz and GLOBE (House, Javidan, Hanges, Dorfman and Gupta, 2004; 
Javidan, House, Dorfman, Hanges and de Luque, 2006). Unfortunately, these 
approaches have not been used much in empirical research on companies’ deci-
sions to expand abroad. An exception was the research conducted by Drogendijk 
and Slangen (2006), which was aimed at measuring cultural distance by means 
of cultural models proposed by Hofstede and Schwartz. The authors also propose 
that Psychic Distance perceived by managers should be measured. Another 
example is the research of Dow and Larimo (2009). The aim of this research was 
to present the influence of the three cultural models: Hofstede, Schwarz versus 
GLOBE on companies’ strategic decisions.  

According to Dow and Karumaratna (2009) psychic distance is arguable one of 
the most fundamental constructs within the field of international business. Across 
the past four decades, it has been cited as an important predictor variable for: 
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• the decision to export (Fletcher and Bohn, 1998, Holzmutter and Kasper, 
1990, Wiedersheim-Paul, Olson and Welch, 1978); 

• market selection decisions – for both exporting (Dow, 2000; Johanson and 
Vahlne, 1977) and foreign direct investment (Davidson, 1980; Green and 
Cunninghan, 1975; Grosse and Goldberg, 1991; Grosse and Trevino 1996); 

• entry mode choices – concerning both the degree of control (Brouthers 
&Brouthers, 2001; Chang and Rosenzweig, 2001; Kogut& Singh 1988; Ti-
hanyi, Griffith and Russel, 2005), and the use of acquisitions versus green-
field entries (Brouthers and Brouthers, 2000; Harzing, 2002), 

• the degree of adaptation in foreign markets (Dow, 2001; Sousa and Bradley, 2008), 
• and a variety of other international phenomena (Boyacigler, 1990; Shenkar, 2001).  

The second classification of research on psychic distance is following: 
• the original Uppsala school research (e.g. Johanson and Wiedersheim-Paul, 1975), 
• research and commentaries on Psychic Distance in other management set-

tings (Dow and Karunaratna, 2006; Evans, Treagold and Mavondo, 2000b; 
Harzing 2003; Shenkar 2001; Stottinger and Schlegelmilch, 1998, Tihanyi, 
Griffith, and Russel 2005; Zhao, Luo, and Suh, 2004), and  

• the emerging institutional distance literature (Kostova and Zaheer, 1999).  
Within the last years 37 articles referring to psychic distance, or the closely 

associated concept – Cultural Distance, were published in the “Journal of Inter-
national Business Studies”. Indeed, it is claimed that “no international business 
study can be considered complete unless there is no explicit variable controlling 
the cultural distance”.  

Despite, this notoriety, the various empirical studies incorporating these two 
forms of distance show them to be empirically weak and sporadic predictor vari-
ables. In a meta analysis of international entry mode studies, Zhao et al (2004,  
p. 530) find the impact of cultural distance to be statistically significant, but it is 
the least influential factor among the six determinants (of entry mode choice). In 
another meta – analysis focusing specifically on cultural distance, Tihanyi et al. 
(2005) find that “the relationship between cultural distance and the three key 
variables (entry mode choice, performance and international diversification) was 
near zero across the 66 independent samples” and that “cultural distance... failed 
to contribute to prediction”.  

These weak and mixed empirical results have provoked a wide range of re-
actions, including Stottinger and Schlegelmilch (2000) suggesting Psyhic Di-
stance is “a concept past it due date”. However, other commentators, most no-
tably Schenkar (2001) notes, that Kogut and Singh’s (1988) composite index of 
Hofstede’s (1980) dimensions of national culture. Indeed, in the three meta – 
analyses mentioned earlier, the proportion of studies which use the Kogut and 
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Singh index as their sole indicator of index range from 71% to 94% of the res-
pective samples. In his seminal article, Shenkar (2001) notes that Kogut and Singh 
index, as surrogate for Psychic Distance, only represents a narrow portion of a much 
broader construct. In their meta – analysis, Zhao et al. (2004, p. 534) concur with 
Shenkar, and state that “the use of Hofstede’s Cultural Index as a measure of uncer-
tainty seems ineffective to capture the diversity and subtlety of cultural influences”.  

In more recent times, a wider range of scales which are intended to repre-
sent the various underlying drivers of Psychic Distance have been put forward 
and tested (Dow, Karunaratna, 2006). However, while these are important con-
tributions and have begun to address the breadth of the Psychic Distance con-
struct, it is also important to remember taht managerial decisions are made on 
the basis of the decision – maker’s perceptions (Evans and Mavondo, 2002; Harz-
ing, 2003; Stottinger and Schlegelmilch, 1998). Scales, such as those put for-
ward by Dow and Karunaratna (2006) are not direct measures of those percep-
tions, but rather, measures of the exogenous factors which may shape the deci-
sion – maker’s perceptions. That is precisely why Dow and Karunaratna refer to 
their scales as Psychic Distance stimuli.  

Research on the process of companies’ internationalization were conducted 
also in Poland (Wiktor, Chlipała 2012, Witek-Hajduk, 2010; Fonfara, 2005; 
Grynia, Jankowska, 2008; Gorynia, 2005). The main objectives of these research 
was the conceptualization and operationalization of the term internationalization 
and identification of forms and directions of foreign expansion of Polish compa-
nies. The other objectives of research conducted in Poland was the identification 
of marketing strategies and business models of Polish exporters. There is no 
evidence of research on the role of Psychic Distance in Polish companies inter-
nationalization. This research problem will be explored by the author in future.  

 
Conclusion 
 

The study of literature shows that there is no consensus about the terms of 
Cultural Distance and Psychic Distance. A constantly debated issue is the con-
ceptualization and measurement of these phenomena, but it will be a mistake to 
focus only on conceptual and methodological flaws of psychic (cultural) distance, 
important as they are, or even on the vital work that remains to be done in deve-
loping and measuring cultural friction, without reassessing the role of culture in 
theoretical frameworks.  

Despite calls for a broader interpretation of the distance construct, the vast 
majority of researchers have continued to use a single measure indicator of cul-
tural distance - namely Kogut and Singh index. According to other research 
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(Dow, Larimo, 2009) a much broader set of national distance factors are strong 
and highly significant predictors of entry mode choice. It should be noted that all 
distance variables should be viewed as complements of, rather the substitutes for 
the traditional measure of psychic (cultural) distance.  

From practicioners perspective, the significance of this research lies in reaf-
firming the broad set of factors which may have an impact on internationaliza-
tion of a firm, and recognising that the entry mode choice in particular, is 
a complex decision for which there is still not a full understanding.  

The Polish contribution to the subject includes a variety of narrowly fo-
cused studies concerning proposed changes in the ways Polish enterprises act on 
international markets. There has also been empirical research on Polish compa-
nies’ internationalization, including the studies on the importance of internatio-
nalization as a company’s strategic goal, the forms and directions of geographic 
expansion and competitive advantages offered by Polish firms. However, the 
importance of Psychic Distance in the process of Polish companies’ internatio-
nalization has not been identified yet. This problem is the subject of the Author’s 
research. In order to solve this research problem, the following questions need to be 
answered: What are the motives for and the barriers to internationalisation of Polish 
companies? What forms and directions of internationalization are chosen by Polish 
companies? What is the pace of expansion and the number of foreign target mar-
kets? What are the value of sales and capital engagement of Polish companies on 
foreign markets? What is the cultural distance between Poland and foreign markets 
where Polish companies operate? What is the psychic distance between Poland and 
foreign markets of Polish companies’ expansion? What impact does psychic dis-
tance have on the process of Polish companies’ internationalization?  

As the effect of the realization of the above mentioned research project the 
theory about psychic distance will be settled. The effect of the project will be the 
development of the psychic distance measurement methodology and the metho-
dology for research into the impact of psychic distance on the process of compa-
nies’ internationalization (the methodology could be applied also in the interna-
tional field). The research will also result in a model for measuring the impact of 
psychic distance on decision-making process related to internationalization of 
Polish companies.  
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Abstract 
 

This paper includes theoretical as well as methodological considerations 
concerning the measurement of the internationalization degree of companies at 
the early stages of their international commitment, which is true for the majority 
of Polish companies internationalizing their activity. It includes a review of  
methodological approaches concerning the measurement of the degree of inter-
nationalization and related internationalization models. These considerations 
constituted bases for preparing theoretical and methodological framework con-
cerning the measurement of the degree of internationalization of firms in the 
initial phases of this process.  

An original concept was presented of an internationalization index and the 
results of its application to measure the internationalization degree of 274 enter-
prises surveyed as a part of a research project, financed by the National Science 
Center: “Internationalization, networking and innovativeness of enterprises – 
cultural conditions”. The paper ends with the discussion of the scope of applica-
tion of the proposed index and its limitations.  

 
Keywords:  degree of firm’s internationalization, measurement concept, research 

results 
 
 
Introduction 

 
The transition process of the Polish economy, including its involvement in 

international exchange, the accompanying processes of integration within the 
European Union and the developing globalization process meant that, since 
1990, Polish firms have rapidly begun to internationalize their activities. A de-
tailed analysis of the internationalization process of the Polish economy in the 
last twenty years (Gorynia, 2012) indicates that, although the internationalization 
degree of the Polish economy grew spectacularly, the ultimately achieved level 
of internationalization is still very low. This is confirmed by numerous empirical 
studies conducted by academic researchers as well as research institutes, consult-
ing agencies and other organizations, which prove that the degree of internatio-
nalization of Polish firms is generally relatively low, slightly higher for small 
and medium-sized enterprises than for large firms (Witek-Hajduk, 2010; Cieślik, 
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2010)*. This low degree of Polish firms’ internationalization is expressed by the 
dominance of the least advanced forms of international expansion – mainly 
exports with a small share of more advanced forms of international cooperation 
(licensing, franchising) and very low level of foreign capital investments. What 
is more, Polish firms are rarely present in geographically and culturally distant 
markets and the European Union markets are the main direction of their foreign 
expansion, only occasionally – the overseas markets. Given the above, it may be 
presumed that the international commitment of Polish firms mainly represents 
the early stages of internationalization.  

In the studies addressing the issue of the firms’ internationalization degree 
in Poland simple structural internationalization indicators are most commonly 
used relating to the outward internationalization, i.e. the share of export in sales, 
market proximity, the sequence of entry into foreign markets and forms of inter-
nationalization (e.g. Gorynia 2002, Daszkiewicz, 2004; Gołębiowski, Dudzik, 
Lewandowska, Witek-Hajduk, 2008). Very rarely the subject of measurement is 
the inward internationalization that measures e.g. the share of import in pur-
chases, the number of import markets and the distance separating them from the 
Polish market (Witek-Hajduk, 2010). Those individual indices are sometimes 
combined with each other, in particular, by reference to the markets in which the 
given activity is conducted (e.g. Dudzik, Gołębiowski, Lewandowska, Witek-      
-Hajduk, 2008; Witek-Hajduk, 2010). Attempts to apply composite indices mea-
suring the degree of firms’ internationalization constitute the truly rare type of 
empirical research carried out in Poland. One of such research efforts measured 
the internationalization degree of Polish capital groups using the transnationality 
index (TNI)**. The conducted study revealed the lack of access to a lot of data 
necessary to calculate the index, in particular, the data on capital involvement 
and employment abroad. It was also difficult to calculate some other composite 
indices commonly used to measure the degree of internationalization of transna-
tional corporations (TNCs) because of the unavailability of data on the number 
of foreign subsidiaries and countries in which the capital groups are present 
(Romanowska, 2011). 

                                                            
*  A detailed overview of results of the direct empirical research on the internationalization of 

firms conducted in 1998-2008 in Poland is presented by M.K. Witek-Hajduk (2010). On the 
contrary, J. Cieślik (2010) provides research results based on the analysis of secondary data, i.e. 
Polish official statistics on internationalization activities of firms registered in Poland, covering 
the 1989-2007 period.  

**  Transnationality index (TNI) is the arithmetic mean of the percentage share of foreign sales, 
assets and employment in the total sales, assets and employment. 
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The above-mentioned analysis of the empirical research conducted in       
Poland indicates that there is a methodological gap in the study of the degree of 
firms’ internationalization at their early stages of international commitment, as 
in the case of Polish enterprises. The purpose of this paper is to fill this gap by 
presenting the theoretical and methodological framework for the measurement of 
the internationalization degree of such firms. The paper also contains a proposal 
for an internationalization index that can be used for this type of research and the 
results of its application to measure the internationalization degree of 274 enter-
prises surveyed as a part of a broader research project on relations between the 
internationalization, networking and innovativeness of firms. 
 
1.  Measurement dilemmas of the firms’  

internationalization degree 
 

Measuring the degree of internationalization of firms has been a subject of 
interest for many reasons. Within different theoretical approaches, formulated at 
the macro- and microeconomic level, the relationships between the firms’ inter-
nationalization degree and possible effects of their international activities such 
as innovativeness or efficiency are sought. And the opposite, the influence of 
economic policy of governments, the integration processes or emergence of new 
markets on the internationalization degree change may be researched (Ietto-         
-Gillies, 2001). The researchers addressing the issues of internationalization de-
gree measurement (Ietto-Gillies, 1998; Dörrenbächer, 2000) indicate that, behind 
each attempt to measure the internationalization degree, there are certain as-
sumptions referring to the aim of the conducted research and a relevant theory 
which links the degree of internationalization with the investigated phenomena 
and processes. The aim of the conducted study and the adopted theoretical as-
sumptions influence the choice of the researched subjects (e.g. TNCs or SMEs); 
the studied forms of internationalization (e.g. export, FDI) or the type of interna-
tionalized activity (e.g. marketing, manufacturing or R&D). The declared aims 
and arising assumptions also define wherever the studied feature of internationa-
lization is the degree of its intensity (expressed as a relation between foreign 
activities to home ones) or the degree of its geographical extensity (determined 
by the spread of activities in the international market) and whether the research 
is static or dynamic (Ietto-Gillies, 1998). 

Many indices measuring the degree of firms’ internationalization have been 
developed. Depending on the purpose of research, simple individual indicators 
as well as multidimensional composite indices of internationalization can be 
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applied (Ietto-Gillies, 1998). These individual indicators can be structural, per-
formance or attitudinal (Dörrenbächer, 2000). Structural indicators usually pre-
sent a static picture of an aspect of firm’s activity from the internationalization 
degree perspective (e.g. a number of foreign subsidiaries or countries of opera-
tion). Performance indicators show the effects of firm’s internationalization in 
a certain field (e.g. total income from foreign subsidiaries), while attitudinal 
indicators represent the attitudes and behaviors of managers in the context of 
international activities (e.g. international experience of the top managers mea-
sured in years of working abroad). 

Individual indicators of internationalization can be used then for the con-
struction of more complex, composite indices. The most common indicators of 
internationalization widely used by UNCTAD in transnational corporations rank-
ings is the already mentioned transnationality index (TNI) (UNCTAD, 1995) 
and the geographical spread index (GSI)*. The latter, based on the transnational 
activity spread index developed by G. Ietto-Gillies to assess the dispersion of 
foreign activates among different countries of the world, supplements the mea-
surement of internationalization degree by the countries spread dimension (Ietto-
-Gillies, 2001). The popularity of TNI and GSI indices is determined by the fact 
that their structure is based on individual structural indicators, which makes 
them a relatively easy means to calculate the degree of internationalization of 
a large number of the most internationalized firms, particularly transnational 
corporations that make the necessary data for their calculation publicly available. 
The flaw of the above-mentioned indicators is that they focus only on those aspects 
of internationalization that are easiest to measure (i.e. export and foreign direct 
investment, the number of employees abroad) while ignoring many other factors that 
are considered relevant for assessing the achieved degree of internationalization of 
a firm within the contemporary internationalization theory framework. 

On those grounds, not only the individual structural indicators, but also the 
performance and attitudinal ones are recommended for the construction of the 
more complex firm’s internationalization indices. An example of such an index 
is the degree of internationalization scale (DOI) proposed by D. Sullivan 
(1994)**. The basic limitation of composite indices such as DOI, consisting of 
                                                            
*  The geographical spread index (GSI) is calculated as the square root of the ratio of internation-

alization II (the number of foreign subsidies to the total number of subsidies) multiplied by the 
number of countries of operation. 

**  Degree of internationalization scale index (DOI) consists of three structural indicators such as 
the share of foreign sales, assets and number of subsidiaries in total sale, assets and number of 
subsidiaries; an indicator of cultural diversity (psychic dispersion of international operations) 
using the concept of the ten cultural zones (Ronen, Shenkar, 1985) and attitudinal indicator of 
international management experience (top managers' international experience). 
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structural, performance and attitudinal indicators is that they commonly require 
the use of direct empirical research aimed at obtaining more detailed information 
on various aspects of firms’ international commitment, e.g. the internationaliza-
tion forms and the scope of functions within a firm undergoing the internationa-
lization process. Those indices are also more subjective in nature which results 
from the adjustment to the specific purpose of research, the nature of the busi-
ness activity or industry and even the availability of empirical data that can be 
used in a study (Ietto-Gillies, 1998; Dörrenbächer, 2000). 

Summing up the discussion on the selection of an indicator, and rules of 
construction of internationalization index it can be concluded that the most 
commonly used measures of internationalization are individual indicators, in 
particular structural ones, which is supported by their simplicity and relatively 
easy access to empirical data. The pointed out weakness of those indicators is 
their relatively low reliability resulting from the fact that they measure only one 
aspect of the firm’s internationalization. The other flaws are lack of systematic 
control of measurement errors (particularly important in the case of attitudinal 
indicators), contingent influences (e.g. industry specificity or exchange rate fluc-
tuations) and transfer-pricing manipulations (Dörrenbächer, 2000). Composite 
indices are considered to be more reliable in this context but their use is also 
associated with certain problems. Such a problem is the selection of individual 
indicators used to construct composite indices and an unresolved issue of      
weights, which are given to each individual indicator of internationalization. Ulti-
mately, it is believed that “there is neither single indicator nor an index that 
satisfactorily measures the overall degree of the internationalization of a firm” 
(Dörrenbächer, 2000, p. 12). This implies the need to choose an indicator or 
index from the already known and used ones or design an own one. It is assumed 
that in the both cases the use of the measurement instrument should be related to 
the considered problem by the adopted variables (indicators, indices) and their 
weights. Then the problem that remains to be solved is the availability and relia-
bility of empirical data and their comparability, particularly problematic when 
the research is of international scope. 

 
2.  Theoretical and methodological basis for measuring 

the degree of internationalization 
 

One of the possible research assumptions adopted in the measuring of the 
degree of internationalization of firms is the presumption that a higher degree of 
internationalization of a firm may be related to e.g. the firm’s innovativeness, 
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efficiency of operations, improved overall performance or the ability to gain 
competitive edge. With this assumption, it can be expected that the firm’s in-
novativeness understood as the number of innovations, their newness or share in 
total sales may be affected both by the passive commitment to the international 
market (inward internationalization – e.g. imports) as well as an active one 
(outward internationalization – e.g. joint venture abroad). Similarly, the firm’s 
efficiency (assessed by an increase in the sales or market share, a rise of profita-
bility, etc.) may be the result of its outward internationalization (e.g. increase in 
the sales thanks to expansion to foreign markets) and inward internationalization 
(e.g. higher profitability as a result of outsourcing manufacturing operations to 
lower cost countries). Relations between the degree of internationalization and 
the above-mentioned phenomena may depend not only on the share of the fo-
reign activity in the overall activity of a firm but also on the form of its interna-
tional commitment (international exchange, international cooperation, foreign 
direct investments), the spread of markets and countries, as well as the interna-
tional experience of a firm.  

The above-mentioned dimensions of the firm’s internationalization are 
extensively presented within the theoretical framework of the firm’s internatio-
nalization models. Theoretical models describing the firm’s internationalization 
process can be roughly classified into two groups: conventional models and un-
conventional ones (Gorynia, Janowska, 2007). From the point of view of the 
foregoing considerations, it is worth mentioning that these two groups of inter-
nationalization models differ essentially not only in the approach to the descrip-
tion of the internationalization process and the scope of their application. They 
also differ in terms of the conceptual and methodological assumptions for mea-
suring the degree of internationalization resulting therefrom. 

And so, having the conventional model of internationalization, namely the 
Uppsala model of internationalization (U-M), the Finnish models and the in-
novation – related models (I-M) as the theoretical framework for the degree of 
firms’ internationalization measurement, it can be assumed that the assessment 
should take into account at least two dimensions of internationalization. The first 
one is a form of international commitment, not only limited to the forms of in-
ternational trade (import/export) and foreign direct investments, but also includ-
ing contractual and capital cooperation under the license agreements, franchi-
sing and others (Johanson, Wiedersheim-Paul, 1975; Johanson, Vahlne, 1977; 
Ramaswamy et al., 1997), both with regard to the outward and the inward inter-
nationalization of a firm (Welch, Luostarinen, 1993). Particular attention should 
be paid to exports, their share in the sales, organizational forms and structures 
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(Luostarinen, 1980; Welch, Luostarinen, 1988; Luostarinen, Hellman, 1993; 
Cavusgil, 1980; Wortzel, Wortzel, 1981; Czinkota, 1982) and the length of 
export experience of a firm (Bilkey, Tesar, 1977). The second key dimension of 
internationalization taken into account in the measurement concept should be 
foreign markets in which a firm operates. In particular, their number and both 
the physical and psychic distance that separates them from a home country of 
a firm, presuming that the greater the number of markets served and their dis-
tance from a home country the higher the degree of firm’s internationalization is 
(Johanson, Wiedersheim-Paul, 1975; Johanson, Vahlne, 1977; Johanson, Vahlne, 
2009). Since the conventional models assume that internationalization is a gra-
dual, incremental and cumulative process, the particular role is played by time 
here. The basis for this model is the presumption that the degree of firm’s inter-
nationalization increases as it evolves towards more advanced forms of interna-
tional engagement over time and gradually broadens the spatial scope of interna-
tional expansion. All these mean that in the conventional models of the 
internationalization the time flow is recognized as a factor increasing the cumu-
lative effect of a firm’s internationalization process. 

In the non-conventional models of internationalization – the rapid interna-
tionalization models arguing against the sequential and evolutional process of 
internationalization – time is still a critical variable but the internationalization 
degree of a firm is not a function of its length. Similarly, the choice of a form of 
business operations in the international market is not a consequence of the expe-
rience gained at an earlier stage of internationalization, but is adapted to the 
nature of the industry, market and firm’s resources. A firm’s internationalization 
process may be, therefore, more rapid and some stages of internationalization 
omitted (leapfrogging) (Hedlund, Kverneland, 1984; Sharma, Johanson, 1987; 
Grönroos, 1999). And finally – the number and distance of markets and coun-
tries do not have to rise incrementally as the next stage of internationalization is 
reached. This means that the measurement concept of the internationalization 
degree of firms internationalizing rapidly their business activities, omitting some 
forms of international expansion should take into account the various forms of 
internationalization, not focusing too much on export or any other form. Because 
the rapidly internationalizing firms (international new ventures, born globals, 
etc.) are entering many markets simultaneously (Bridgewater, 2000) within short 
time, ignoring the physical and psychic distance that separates them from a home 
country (Oviatt, McDoughal, 1994; Knight, Cavusgil, 1996; Bengtsson, 2004; 
Knight, Madsen, Servais, 2004), the market distance should be of special impor-
tance in the measurement concept, with a far less emphasis on the passage of 
time as a factor increasing the degree of firm’s internationalization. 
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In addition to the process approach being present in the internationalization 
theory for almost forty years, a network approach to internationalization has 
developed lately highlighting some new issues relevant in the measuring of the 
degree of firm’s internationalization. The basic difference is that researching the 
degree of firm’s internationalization within the network approach requires both 
an individualistic treatment, which can be found in an earlier process approach 
along with an analysis of the network linkages, connecting a firm with its domes-
tic and international partners, in particular, the contractual and capital relation-
ships enabling a firm to enter foreign markets. The relationships within the in-
ternational network in home and foreign markets being the source of market 
knowledge diminish the psychic distance and accelerate the internationalization 
of firm’s activity (Johanson, Mattsson, 1988; Mathews, 2002; Häkansson, Jo-
hanson, 2001; Zuchella, Scabini, 2007; Fonfara, 2009). This means that, as in 
the previous models, the degree of firm’s internationalization should be consid-
ered both from inward and outward internationalization perspective and encom-
pass various forms of international commitment, especially the relationships 
based. An important dimension of internationalization to be measured from the 
network perspective is the geographical spread of markets and a network scope, 
in which a firm participates. Not without importance is also time, significant 
both in terms of the firm and entire network internationalization. Creation and 
development of an international network is, in fact, considered to be a cumula-
tive process that requires gradual development of knowledge about the market, 
learning from other firms as well as development of possibilities of using net-
work partners’ resources. As a result of those activities, the development poten-
tial of the international network and the interdependence between different na-
tional markets increase, together with the degree of internalization of the ne-
tworked firms (Gorynia, Janowska, 2007). 
 
3.  Internationalization degree of Polish firms  

– research results 
 

3.1.  Research objectives  
 

The above methodological and conceptual considerations have provided the 
basis for an attempt to develop a composite index of the degree of internationali-
zation of firms at their early stages of international commitment, which may be 
not easily accessed by the most popular indices like TNI or GSI (Romanowska, 
2011). The research is a fragment of a larger project funded by the National 
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Science Center (NCN), entitled “Internationalization, networking and innova-
tiveness of firms – cultural determinants”. The selected results presented here are the 
findings of the first stage of empirical research conducted in 2012, and dedicated to 
assessing the degree of internationalization, networking and innovativeness of the 
surveyed firms and the basic relationships among these phenomena.  

The research objectives of this part of the study were the following: 
− development of a measurement concept of a firms’ internationalization de-

gree based on relevant theoretical and methodological foundations and gen-
eral research aims; 

− development of a composite index of the firms’ internationalization degree with 
regard to existing practices and experience related to its measurement in Poland; 

− assessment of the surveyed firms’ degree of internationalization with a use of 
the designed index.  

 
3.2.  Research instrument, data collection, and sampling 

 
The empirical data were collected through direct interview conducted by 

a specialist research agency. The instrument used in this survey was a structured 
questionnaire containing 22 questions of varying degrees of complexity, relating 
to three areas of the surveyed companies: internationalization, networking and 
innovativeness. In a significant number of questions, particularly those related to 
networking and innovativeness, simple and complex scales were used, mostly 
Likert-type in the range of 1-7. In addition to those questions there were also 
included 13 questions related to the firm itself (the type of a business sector and 
industry, the size of enterprise measured by the number of employees and the 
level of revenue, the form of ownership and the origin of capital, capital group 
affiliation), international experience of its management staff and the position and 
tenure of the respondents participating in the survey. 

The method used for firms’ selection for the research was the non-                
-probability purposive sampling. According to the research objectives for the 
survey were chosen firms established in Poland and involved in the international 
markets both in a passive (e.g. import) and active way (e.g. export). Irrespectively 
or simultaneously to international commitment, the firms were expected to   
demonstrate innovative activity. Firstly, the basis for creating a list of the sur-
veyed firms were the rankings of the largest exporters and the most innovative 
firms published in Poland as well as lists of firms operating in special economic 
zones, mostly foreign companies from different countries. As a result, one third 
of the sample contained firms recognized in Poland as the most innovative and 
active in the international market. The rest of the sample were firms outside of 
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those ranking lists, but perceived as having at least one of the studied characte-
ristics, i.e. internationalization and innovativeness.  

The choice of firms to the survey was based on the principle that they 
should belong to both sectors, i.e. manufacturing and services, and various indus-
tries. In the research sample (N = 274), there were 54% of firms representing 
manufacturing including construction and 46% of service firms, altogether from 10 
industries. The firms differed as to their size assessed by the number of employees 
so that 36.9% of the sample consisted of small enterprises, 41.2% – medium ones, 
and large ones – 21.9%. As much as 96% of the surveyed firms were private 
companies and the public ownership was represented by mere 2.2% of firms. 
When it comes to the ownership of capital – 67.5% constituted the firms of solely 
Polish capital, 12.8% of the firms represented foreign capital only and the rest of 
the companies – i.e. 19.6% – had mixed capital. In summary, it appears that the 
obtained sample can be considered as internally diversified in most essential 
dimensions and well suited to the research objectives. 

Furthermore, the detailed analysis of the survey results showed that most 
firms constituting the sample have been present on foreign markets for 10 years 
only. Their share of exports in the total sales is less than 5 percent for 28, 50 and 
65 percent of firms exporting to the EU markets, European markets outside the 
EU and non-European markets respectively. 

The average number of markets on which the firms engage by the exports is 
6 for EU markets, less than 3 for European markets outside the EU and less than 
5 for non-European markets. The firms engage in different forms of internationa-
lization – mostly exports, but also the cooperation with foreign partners, prefer-
ably non-equity forms, and their own activity abroad by sale or production sub-
sidiaries. The above data (and other research results not presented here) support 
the adopted presumption about the early stages of the international commitment 
of the firms subjected to the internationalization degree measurement.  

 
3.3.  Construction of the internationalization index (INT)  

 
The construction of the measurement instrument was based on the answers 

to five questionnaire questions concerning: outward and inward forms of inter-
nationalization implemented by a firm and the number of foreign markets, share 
of exports and imports in total sales value, and the international business ex-
perience assessed by the number of years of the firm's international commitment. 
Each of the questions was intertwined with a question concerning the distance of 
the markets with which the firm’s international activity is connected. The empi-
rical material delivered by the survey allowed, in the first place, to define the 
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basic forms of internationalization and the intensity and extent of those pheno-
mena in the surveyed sample. This was then reflected in detailed descriptive 
statistics showing the mean values and frequencies of the research variables in 
the entire sample as well as in its division by sector, industry, company size, 
ownership, origin of capital and affiliation with capital groups. 

The next step of the analyses was using the conceptual and methodological 
assumptions concerning the construction of composite index of firm’s interna-
tionalization to propose one and then calculate its value for the individual firms. 
It was assumed that the proposed internationalization index INT should be com-
posed of the following indicators: 
− Outward Internationalization Forms and Markets – OIFM; 
− Inward Internationalization Forms and Markets – IIFM;  
− Export Share in Sales and Markets – EXSM; 
− Import Share in Sales and Markets – IMSM; 
− Firm International Experience and Markets – FIEM. 

A premise for the construction of the indicators was that the internationali-
zation degree of a firm increases together with the evolution towards more ad-
vanced forms of firm’s commitment in foreign markets: beginning from internatio-
nal exchange forms (weight 1), through intermediate forms of internationalization 
based on contractual and capital cooperation (weight 2), to own activity abroad, 
i.e. foreign subsidiaries (weight 3), separately for outward and inward interna-
tionalization (OIFM and IIFM). Because the degree of internationalization is 
also dependent on the share of foreign operations, i.e. export and import in total 
operations, another component of the index was export/import share in total sale 
(EXSM, IMSM). At the end, the firm’s experience in international markets 
(FIEM), measured by number of years of presence in international markets, was 
included into the internationalization index concept. Assuming that the firm’s 
internationalization degree increases together with the geographical and psychic 
distance of the foreign markets an adjustment to the market distance was made. 
It was presumed that for firms of Polish origin the closest markets in this respect 
are the European Union ones (weight 1), then – other European markets outside 
the EU with Russia (weight 3), and finally – the non-European markets (weight 
6). After calculating the indicators, their values were normalized to take the final 
value between 0 and 1. The descriptive statistics concerning the OIFM, IIFM, 
EXSM, IMSM and FIEM indicators are presented in the Table 1.  
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Table 1.  Descriptive statistics and correlations between internationalization indicators 
(N = 274) 

 Mean Standard 
deviation OIFM IIFM EXSM IMSM FIEM 

OIFM 0.029 0.101 1.00     
IIFM 0.022 0.073 .487 1.00    
EXSM 0.232 0.212 .329 .278 1.00   
IMSM 0.246 0.241 .179 .286 .347 1.00  
FIEM 0.091 0.138 .324 .229 .534 .293 1.00 

Legend: 

OIFM  –  Outward Internationalization Forms and Markets. 
IIFM  –  Inward Internationalization Forms and Markets. 
EXSM  –  Export Share in Sales and Markets. 
IMSM  –  Import Share in Sales and Markets. 
FIEM  –  Firm International Experience and Markets. 

 
The next step of the study was examining the degree of correlation between 

these partial indicators intended to compose the internationalization index INT. 
The correlation was calculated by the Pearson correlation coefficient (r) and all 
results were statistically significant with p < 0.001. The data presented in Table 
1 show that there is a positive, moderate correlation between the internationali-
zation indicators, in particular between the firm’s international experience FIEM 
and share of exports in sales EXSM (0.534) and between the firm’s outward 
forms of internationalization OIFM and inward forms of internationalization 
IIFM (0.487), stronger than between exports EXSM and imports IMSM them-
selves (0.347). While the weakest correlation show indicators of firm’s outward 
forms of internationalization OIFM and the import share in sales IMSM (0.179). 
The occurrence of the correlations between all pairs of internationalization indi-
cators showed that they could be good enough to compose the index of interna-
tionalization, since they tend to measure the same phenomenon from different 
perspective (Sullivan, 1994, pp. 332-333).  

For the final calculation of the internationalization index INT, a decision 
concerning the weights given to the five indicators had to be made on the as-
sumption that they should sum up to 1. The chosen weights were as follows: 
OIFM – weight 0.3, IIFM – weight 0.15, EXSM – weight 0.3; IMSM – 0.15, and 
FIEM – weight of 0.1. Determining the weights of the internationalization indi-
cators was driven by the theoretical and methodological assumptions presented 
in this paper and the general aim of the study. It was presumed that the firms’ 
performance assessed in terms of their efficiency and innovativeness should be 
affected by both the inward and the outward internationalization and the latter 
would be more significant (in this study – twofold). The assumption concerned 
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both the forms of firms’ international commitment and the share of imports and 
exports in sale. The firm's experience in international market was taken as           
a moderating factor with the lowest weight. It was based on a premise that the 
flow of time may increase the intensity and extensity of internationalization, 
deepen international cooperation and stimulate international knowledge transfer, 
i.e. influence the degree of firm’s internationalization.  

On the above-mentioned assumptions, the internationalization index INT 
was calculated for the survey sample. To test the reliability of the internationali-
zation index INT alpha Cronbach coefficient was calculated and its value was 
0.65. The alpha Cronbach value demonstrates the proper selection of variables to 
the construction of the INT index, and a relatively high reliability of the index. 
What is worth mentioning, it is not much lower than the reliability of degree of 
internationalization scale index DOI developed by Sullivan, with Cronbach 
alpha value of 0.79 (Sullivan, 1994, p. 333). 

The implementation of the internationalization index INT to measure the 
degree of internationalization of the surveyed firms showed that it was low. The 
mean value for the entire sample was 0.128, with the standard deviation equal to 
0.111 and the range 0.644. The basic descriptive statistics of internationalization 
index INT are presented in the Table 2. 

 
Table 2. Descriptive statistics of the internationalization index INT (N = 274) 

 Mean Median Range Standard  
deviation 

INT 0.128 0.118 0.644 0.111 

 
The distribution of the internationalization index INT in the population of 

firms was examined next. The analysis showed the right asymmetry, which  
means that most of the surveyed firms were characterized by a relatively low 
degree of internationalization as illustrated in the histogram (Figure 1). The re-
sults may confirm the assumption of the study that the firms are still at an early 
stage of the internationalization process. 

 
 
 
 
 
 
 
 



MEASURING THE DEGREE OF FIRMS’ INTERNATIONALIZATION…  

 

  115 

Figure 1. Distribution of the internationalization index INT (N = 274) 

 
 
Discussion and limitations 

 
The index propounded in the study has been designed to include various 

forms of firms’ inward and outward internationalization – international exchange, 
the relational forms of internationalization (contractual and capital cooperation) 
and FDI as well as the specificity of the markets where Polish firms are opera-
ting. The designed index may have some of the imperfections mentioned by 
Dörrenbächer in the context of composite indices but still it seems to be better 
suited to measure the degree of internationalization of Polish firms than the  
popular indices developed for transnational corporations (e.g. TNI, GSI), assu-
ming a strong capital involvement and employment abroad and a global spread 
of markets and countries in which the TNCs are present. It may also have a wider 
application than the most commonly used individual indicators applied in the 
researches carried out in Poland so far. Its disadvantage and an advantage at the 
same time is also the fact that it was built for a broader scope of research than 
just measuring the degree of internationalization in order to develop a ranking of 
the surveyed firms. This means that its final usefulness will be determined by the 
possibility to find out the relationships between internationalization, networking 
and innovativeness or firms’ efficiency, which was the main objective of the 
research project of which this study is a part.  
 
 
 
 
 
 



MAJA SZYMURA-TYC  

 

 116 

References 
 
Bengtsson I. (2004): Explaining Born Globals: An Organizational Learning Perspective 

on the Internationalization Process. “International Journal of Globalisation and 
Small Business”, Vol. 1, No. 1. 

Bilkey W.J., Tesar G. (1977): The Export Behaviour of Smaller Winsconsin Manufactur-
ing Firms. “Journal of International Business Studies”, Vol. 8. 

Bridgewater S. (2000): The Internationalization Process and Types of Firms. In: Inter-
national Business, Theories, Policies and Practices. Ed. by M. Tayeb. Pearson 
Education, Harlow. 

Cavusgil S.T. (1980): On Internationalisation Process of Firms. “European Research”, No. 8(6).  

Cieślik J. (2010): Internacjonalizacja polskich przedsiębiorstw. Aktualne tendencje – impli-
kacje dla polityki gospodarczej. Akademia Leona Koźmińskiego, Warszawa. 

Czinkota M.R. (1982): Export Development Strategies: US Promotion Policies. Praeger, 
New York.  

Daszkiewicz N. (2004): Internacjonalizacja małych i średnich przedsiębiorstw we 
współczesnej gospodarce. Scientific Publ. Group, Gdańsk 

Dörrenbächer Ch. (2000): Measuring Corporate Internationalisation: A Review of Mea-
surement Concepts and Their Use. Discussion paper. Wissenschaftszentrum 
Berlin für Sozialforschung, Berlin. 

Fonfara K. (ed.) (2009): Zachowanie przedsiębiorstwa w procesie internacjonalizacji. 
Podejście sieciowe. PWE, Warszawa. 

Gołębiowski T., Dudzik T.M., Lewandowska M., Witek-Hajduk M. (2008): Modele 
biznesu polskich przedsiębiorstw. SGH, Warszawa. 

Gorynia M. (ed.) (2002): Luka konkurencyjna na poziomie przedsiębiorstwa a przystą-
pienie Polski do Unii Europejskiej. Akademia Ekonomiczna, Poznań. 

Gorynia M. (2012): Ewolucja pozycji gospodarki polskiej w gospodarce światowej. 
“Ekonomista”, nr 4. 

Gorynia M., Jankowska B. (2007): Teorie internacjonalizacji. “Gospodarka Narodowa”, nr 10. 

Grönroos C. (1999): Internationalization Strategies for Services. “Journal for Services 
Marketing”, Vol. 13, No. 4/5. 

Häkansson H., Johanson J. (2001): Business Network Learning. Pergamon, Oxford.  

Hedlund G., Kverneland A.(1984): Are Establishment and Growth Patterns for Foreign 
Markets Changing? The Case of Swedish Investment in Japan. Institute of In-
ternational Business, Stockholm School of Economics, Stockholm.  

Ietto-Gillies G. (1998): Different Conceptual Frameworks for the Assessment of the 
Degree of Internationalisation: Ad Empirical Analysis of Various Indices for 
the Top 100 Transnational Corporations. “Transnational Corporations”, Vol. 7, No. 1. 



MEASURING THE DEGREE OF FIRMS’ INTERNATIONALIZATION…  

 

  117 

Ietto-Gillies G. (2001): Assessing the Degree of Internationalization. Some Conceptual 
Issues. Workshop paper, Workshop MIUR-ITG, Torino. 

Johanson J., Mattsson L.G. (1988): Internationalization in Industrial Systems – A Net-
work Approach. In: Strategies in Global Completion. Ed. by N. Hood, J.E. Vah-
lne. Croom Helm, New York. 

Johanson J., Vahlne J. (2009):The Uppsala Internationalization Process Model Revis-
ited: From Liability of Foreignness to Liability of Outsidership. “Journal of In-
ternational Business Studies”, 40 (9). 

Johanson J., Vahlne J.E. (1977): The Internationalization Process of the Firm: A Model 
of Knowledge Development and Increasing Foreign Commitments. “Journal of 
International Business Studies”, 8(1). 

Johanson J., Wiedersheim-Paul F. (1975): The Internationalization of the Firm: Four 
Swedish Cases. “Journal of Management Studies” October, 12(3). 

Knight G., Cavusgil S.T. (1996): The Born Global Firm: A Challenge to Traditional 
Internationalization Theory. “Advances in International Marketing”, Vol. 8. 

Knight G., Madsen T.K., Servais P. (2004): An Inquiry Into Born-global Firms in Europe 
and the USA. “International Marketing Review”, No. 21 (6). 

Luostarinen R. (1980): Internationalization of the Firm. “Acta Academica Series A 30”, 
The Helsinki School of Economics, Helsinki. 

Luostarinen R., Hellman H. (1993): Internationalization Process and Strategies of   
Finnish Family Enterprises. In: Proceedings of the Conference on the Devel-
opment. Ed. by M. Vertanen. Studies and Reports, No. 59, Ministry of Trade 
and Industry. 

Mathews J.A. (2002): Dragon Multinational. A New Model for Global Growth. Oxford 
University Press, New York. 

Oviat B.M., McDougall P.P. (1994): Toward a Theory of International New Ventures. 
“Journal of International Business Studies”, Vol. 25. 

Ramaswamy K., Kroeck K.G., Renforth W. (1996): Measuring the Degree of Interna-
tionalization of a Firm: A Comment. “Journal of international Business         
Studies”, 27 (1).  

Romanowska M. (ed.) (2011): Grupy kapitałowe w Polsce. Strategie i struktury. PWE, 
Warszawa.  

Ronen S., Shenkar O. (1985): Clustering Countries on Attitudinal Dimension. A Review 
and Synthesis. “Academy of Management Review”, 10 (3). 

Sharma D., Johanson J. (1987): Technical Consultancy in Internationalization. “Interna-
tional Marketing Review” Winter.  

Sullivan D. (1994): Measuring the Degree of Internationalisation of a Firm. “Journal of 
International Business Studies”, Vol. 25, No. 2. 



MAJA SZYMURA-TYC  

 

 118 

UNCTAD (1995): World Investment Report 1995. Transnational Corporations and 
Competitiveness. United Nations, Geneva.  

Welch L.S., Luostarinen R.K. (1993): Inward-outward Connections in Internationaliza-
tion. “Journal of International Marketing”, Vol. 1, No. 1. 

Welch L.S. Luostarinen R.K. (1988): Internationalization: Evolution of e Concept. “Jour-
nal of General Management”, Vol. 14 (2)  

Witek-Hajduk M. (2010): Strategie internacjonalizacji polskich przedsiębiorstw w wa-
runkach akcesji Polski do Unii Europejskiej. SGH, Warszawa.  

Wortzel L.H., Wortzel H.V. (1981): Export Marketing Strategies for NIC- and LDC-       
-Based Firms. “Columbia Journal of World Business”, Vol. 16, No. 1.  

Zuchella A., Scabini P. (2007): International Entrepreneurship, Theoretical Foundations 
and Practices. Palgrave Macmillan, London. 


