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Abstract. The main objective of this paper is to describe and compare the impact of two
factors: competitive strategy (analyzed mainly through marketing-mix tools) and sector-specific determinants (i.e. industry type), on success perception of Polish born
globals. The statistical analysis (SPSS) has been applied to the original data set obtained from 256 Polish SMEs through a questionnaire and CATI technique. The
outcomes have been evaluated against three hypotheses. Our research revealed that
unlike the born globals from highly developed countries, the success perception of
decision makers from Polish early internationalized firms is only weakly affected by
the industry type. The decision makers strongly support the statement that the success
of their firms depends on competitive strategy and marketing tools which they apply. The answer to the basic research problem is that competitive strategy plays more
important role than sector-specific determinants in success perception of Polish early
internationalized firms.
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INTRODUCTION
The analysis of born-global companies constitutes an important part of the literature on the internationalization of the firm. The internationalized new ventures drew attention of the researches in the late 80s
and early 90s of the last century. The term born global was first used in 1993 (Renie, 1993), but until now,
there is no widely accepted and universal term describing this type of companies. Some authors call them,
for example, global start-ups (Jolly et.al., 1992), born internationals (Majkgard and Sharma, 1999), international new ventures (McDougall and Oviatt, 1994, pp. 49-59) etc.
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Born globals are typically operating in niche markets and in technology intensive industries. As small
enterprises lacking substantial resources, or market experience, they address their offer to the large absorptive
markets of developed countries (Duliniec, 2011, p. 23). Born globals are active in the relatively homogeneous markets that enables them to apply standardized strategies suitable for the firms with limited resources.
The investigation of Polish born globals started at the end of 1990s, and several research groups conducted the analysis (Przybylska, 2010, and 2013), Jarosiński (2012), Kowalik and Baranowska-Prokop (2013).
One of the key research issues related to born globals is the analysis of the impact of early internationalization on their economic results. It should be stressed that there is a research gap concerning this phenomenon
in the case of Polish early internationalized firms, as well as companies from other post-communist countries
(Witek-Hajduk, 2013). We attempt to fill in this gap.
The main objective of this paper is to compare the impact of competitive strategy and the sector-specific
factors on the success perception of Polish born globals.
It is worth mentioning that most of the researchers conclude that in the case of born globals established
in developed countries, the consistent implementation of competitive strategy is the decisive factor of success. Initially, there has been a general agreement that market concentration strategy with clear offer differentiation should be applied (Knight and Cavusgil, 2005). Results of later research have not been as unambiguous. For example, the analysis of American born globals shows that high profitability is strongly related
to differentiation strategy, and generates better results than market concentration (Gleason et.al., 2006, pp.
96-120). On the other hand, the analysis of Belgian born globals indicates that the firms operating in the
high-tech industries achieve the success faster than their peers in the traditional sectors, which leads to the
conclusion that the company’s success is primarily dependent on industry characteristics (Sleuwaegen and
Onkelinx, 2010).
The research conducted on Polish born globals showed that the differentiation strategy was perceived
as more beneficial than the cost-leadership strategy, or lack of any clearly defined strategy (BaranowskaProkop and Sikora, 2014). However, the sector-specific determinants of success perception have not been
explored. In this paper, we attempt to consider the impact of industry characteristics on perceived economic
results, and compare it to the effects of competitive strategy analyzed through marketing-mix tools and other
management-related decisions effectively used by interviewed managers.
The rest of the paper is organized as follows. In the next section, we present research method and the
hypotheses. Next, the results of our analysis are discussed. Finally, we provide research summary and conclusions.

RESEARCH METHOD AND HYPOTHESES
Market research was conducted from February 7 till March 15, 2013 by applying the computer assisted
telephone interviews (CATI), (Duliniec et al., 2013). The sampling frame was GUS (Central Statistical Office) data base. The sample has been selected under the following conditions, which are the most common
criteria for selection of born globals in the international (Knight et. al., 2004) and Polish literature (Przybylska, 2013):
– firm was established not earlier than 1990,
– it is not an outcome of M&A,
– it’s not a branch of a foreign firm,
– it has not been privatized,
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– LWEHORQJVWRVHFWRU&±PDQXIDFWXULQJ¿UP DFFRUGLQJWR3.'FODVVL¿FDWLRQ1 
– LWKDVUHDFKHGDWOHDVWSHUFHQWRIUHYHQXHVIURPH[SRUWV
A sample of 256 enterprises with the number of employees between 10 and 249 has been selected from
the total of 18 732 Polish manufacturing firms (the selection base, or the “gross sample”). Small enterprises
employing 10-49 people accounted for 52,3 per cent of the sample and the medium-size firms employing
50-249 people constituted the remaining 47,7 per cent. The average annual sales revenue was below 2 million euro for 51,6 per cent of analyzed firms. The revenues in the range of 2 to 10 million euro were reported
by 40,6 per cent of enterprises, and the sales of 10 to 50 million were earned by 7,8 per cent. The interviewed
person was responsible for the firm’s relations with international partners. Among the analyzed firms 40,2
per cent were established between 1990 and 1995, 18 per cent were launched from 1996 to 2000, and 38,3
per cent of enterprises were founded in the period of 2001-2008, and only 3,5 per cent were created in the
period of recent crisis, i.e., after 2008. According to the certified market research company which collected
the data, the random sampling of enterprises (within two strata: small and medium-size enterprises) makes
it possible to apply statistical inference for the obtained results.
The analysis has been focused on the manufacturing firms.
The lowest size of the research sample (nmin) has been determined by the following formula:

nmin 




d  Z B

 N

where:
d – the maximal estimation error
ZĮ – the level of confidence (confidence coefficient)
N – the size of the population.
Setting d = 0,05, ZĮ = 1,96 (at the confidence level of 95%), N = 18 732 (the “gross sample”)
nmin 


   




 

we obtain the lowest size of the research sample at nmin = 194, i.e., our research sample of 256 firms is above
this threshold.
The maximal standard estimation error has been calculated according to the following formula:

d  ZB

p  p
n

where
d – the maximal estimation error
ZĮ – the level of confidence (ZĮ = 1,96)
p – the distribution parameter (equal to 0,5; it takes into consideration maximum sampling variation)
n – the actual sample size.
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Setting ZĮ = 1,96, p = 0,5, and n = 256, we obtain the following maximal estimation error

d  

   


 

7KXVWKHPD[LPDOHVWLPDWLRQHUURUDPRXQWVWRSHUFHQW
In this paper, we focus on the relationship between the perception of success in doing business by respondents from Polish born-global firms and the industry branches in which they operate, as well as, on the
relationship between these perceptions and the characteristics of managerial strategies they use (mainly from
the perspective of marketing-mix tools).
We test the following hypotheses:
H1: The success of enterprises depends on the branch of industry in which they operate.
H2: The success of enterprises depends on the managerial and marketing strategies they use (the strategies expressed by marketing-mix tools and other management-related actions).
H3: There is a positive relationship between the intensity of use of management and marketing tools
and the success of enterprises.

RESEARCH RESULTS
The following statement concerning evaluation of firms’ success was posed to Polish born globals to be
evaluated on a 5-point Likert scale:
“Considering the situation on the (domestic and foreign) markets in which our firm operates, it can be
concluded that our company has been successful in comparison to its competitors.”
Distribution of answers to the above statement is shown in Table 1.
Table 1
Distribution of answers to the statement concerning firms’ success: “Considering the situation on the
(domestic and foreign) markets in which our firm operates, it can be concluded that our company has
been successful in comparison to its competitors” (the lack of success corresponded to values of 1 and 2 on
the scale; the success corresponded to values of 4 or 5)
5HVSRQVHV

9DOLG

0LVVLQJ
7RWDO

'H¿QLWHO\QRW
5DWKHUQRW
0LGSRLQW
5DWKHU\HV
'H¿QLWHO\\HV
7RWDO

)UHTXHQF\ 1

3HUFHQW

9DOLG3HUFHQW

&XPXODWLYH3HUFHQW
































Source: own calculations (one company, a unique case of “beverages producers” in our sample, has been removed from
analysis, thus increasing the number of missing cases from 7 to 8).
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The respondents in the biggest group of firms declared that their companies achieved a moderate success, “rather” agreeing with the above statements. It should be noted that respondents from only few firms
(less than 5 percent) admitted the lack of success compared to competitors (both in Poland and abroad).
This may result from unwillingness of respondents representing unsuccessful companies to agree to be interviewed, or from the fact that – as it has been pointed out in our previous article – that probably “the weakest
firms went out of business due to 2008 crisis” as highly export-dependent born globals were strongly exposed
to the contraction of global demand (Baranowska-Prokop and Sikora, 2014, p. 111).
Branch-specific characteristics as success factor
The breakdown of the sample by industrial branch is presented in Table 2.
Table 2
Distribution of companies by branch (“frequency” means the number of companies in the branch).
0DLQEUDQFK
)RRGSURFHVVLQJLQGXVWU\
0HWDOSURGXFWLRQ
5XEEHU V\QWKHWLFPDWHULDOV
3URGXFWLRQRIWLPEHU FRUNDUWLFOHV
3URGXFWLRQRIPDFKLQHWRROVQRQFODVVL¿HGHOVHZKHUH
)XUQLWXUHSURGXFWLRQ
*DUPHQWSURGXFWLRQ
2SWLFHOHFWURQLF FRPSXWHUSDUWV
7H[WLOHDUWLFOHV
)LUPVRSHUDWLQJLQWZRVHFWRUV
3DSHUDUWLFOHV
$UWLFOHVRIRWKHUPLQHUDOUDZPDWHULDOV
3URGXFWLRQRIHOHFWULFGHYLFHV
3URGXFWLRQRIFKHPLFDOV
3URGXFWLRQRIOHDWKHU WDQQHGOHDWKHUDUWLFOHV
3URGXFWLRQRIFDUV WUDLOHUV
3URGXFWLRQRIRWKHUWUDQVSRUWDWLRQHTXLSPHQW
7REDFFRDUWLFOHV
3ULQWLQJ UHFRUGHGPHGLD
3URGXFWLRQRIPHGLFDWLRQ SKDUPDFHXWLFDOV
2WKHUPDQXIDFWXUHGSURGXFWV
7RWDO

)UHTXHQF\ 1

3HUFHQW















































Source: own calculations.

As shown in Table 2, the structure of the sample by industrial branch is strongly diversified with important number of branches represented by just few companies (one firm was excluded from the sample as
the only representative of beverages producers, because any analysis based on a single firm in an industry is
unreliable; this firm could have been included in the “other manufactured products” category, but this option will be considered in a different paper).
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Also, it should be noted that:
– the biggest number of enterprises belongs to the category “other manufactured products”, i.e., they cannot be captured by the classification framework,
– the majority of Polish born-globals from our sample are doing business in “traditional” industries;
contrary to the previous findings on the born-global firms from highly-developed countries (mainly
focused on high-tech activities).
Table 3 presents the results concerning the success of born-global enterprises on the market as evaluated
by respondents on a 5-point Likert scale (the lack of success corresponds to values of 1 and 2 on the scale;
the success corresponds to values of 4 or 5).
Table 3
Statistics for: „Considering the situation on the (domestic and foreign) markets, where our firm operates,
it can be concluded that our company has been successful in comparison to its competitors”
0HDQ

1

7REDFFRDUWLFOHVSURGXFWLRQ

0DLQEUDQFK





6WGGHYLDWLRQ


3URGXFWLRQRIFDUV WUDLOHUV







)XUQLWXUHSURGXFWLRQ







7H[WLOHSURGXFWV








*DUPHQWSURGXFWLRQ





)RRGSURFHVVLQJLQGXVWU\







3URGXFWLRQRIWLPEHU FRUNDUWLFOHV







$UWLFOHVRIUHPDLQLQJPLQHUDOUDZPDWHULDOV







0HWDOSURGXFWLRQ







3URGXFWLRQRISDSHU SDSHUDUWLFOHV







2WKHUPDQXIDFWXUHGSURGXFWV







)LUPVRSHUDWLQJLQWZRVHFWRUV







2SWLFHOHFWURQLF FRPSXWHUSDUWV







3URGXFWLRQRIPDFKLQHWRROVQRQFODVVL¿HGHOVHZKHUH







5XEEHU V\QWKHWLFPDWHULDOV







3URGXFWLRQRIHOHFWULFGHYLFHV







3URGXFWLRQRIUHPDLQLQJWUDQVSRUWDWLRQHTXLSPHQW







3URGXFWLRQRIFKHPLFDOV







3URGXFWLRQRIOHDWKHU WDQQHGOHDWKHUDUWLFOHV







3ULQWLQJ UHFRUGHGPHGLD







3URGXFWLRQRIPHGLFDWLRQ SKDUPDFHXWLFDOV







7RWDO







Source: own calculations.

The number of branches not reporting “success” (values below 4) amounts to eleven. If we consider
that values above 3,5 indicate the “success”, there will be only six non-successful branches. There is only one
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branch reporting a definite lack of success (values below 3). Thus, the substantial majority of companies
declared they were successful.
The verification of the first hypothesis (H1) is done through univariate analysis of variance – ANOVA,
non parametric tests, and regression analysis. For the analysis of variance, the “industry type” is considered
as a typical nominal variable. For the purpose of regression analysis, industries are coded as binary variables,
where 1 indicates that a particular enterprise is doing business in a given branch and 0 – that it is not.
The results of the analysis of variance are presented in Table 4.
Table 4
Results of ANOVA analysis for the measure of a firm’s success and the branches in which companies
are doing business as reported in the Table 3 (after removal of 3 outliers)
$129$
&RQVLGHULQJWKHVLWXDWLRQRQWKH GRPHVWLFDQGIRUHLJQ PDUNHWVLQZKLFKRXU¿UPRSHUDWHVLWFDQEHFRQFOXGHGWKDWRXU
FRPSDQ\KDVEHHQVXFFHVVIXOLQFRPSDULVRQWRLWVFRPSHWLWRUV
6XPRI6TXDUHV
GI
0HDQ6TXDUH
)
6LJ

%HWZHHQ*URXSV




:LWKLQ*URXSV



7RWDO


7HVWRI+RPRJHQHLW\RI9DULDQFHV
&RQVLGHULQJWKHVLWXDWLRQRQWKH GRPHVWLFDQGIRUHLJQ PDUNHWVZKHUHRXU¿UPRSHUDWHVLWFDQEHFRQFOXGHGWKDWRXU
FRPSDQ\KDVEHHQVXFFHVVIXOLQFRPSDULVRQWRLWVFRPSHWLWRUV
/HYHQH6WDWLVWLF
GI
GI
6LJ





Source: own calculations.

The results of Anova analysis confirm Hypothesis 1. There is at least one significant difference in success
evaluation between branches, and in fact, there are several significant differences between branches from the
top and the bottom in the Table 4. Since variances are not homogenous across groups this result should be
confirmed by a nonparametric test.
The result of Kruskall-Wallis test does not confirm the Anova result for the whole sample (Chi-Square
= 23,78, df = 20, p = 0,252), which could lead to the rejection of Hypothesis 1. However, if one of the
most represented “top” branches in Table 3, i.e., the furniture production branch (mean evaluation of success equal to 4,31), is compared with one of the “bottom” branches, i.e., the rubber and synthetic materials
branch (mean evaluation of success equal to 3,67), the significant differences in evaluating success do exist.
According to t-test (variances may be considered as equal) and to Mann-Whitney U test the difference is
significant at p = 0,019, leading to a weak support for Hypothesis 1 (as there is no significant difference
between the majority of industries as far as the perception of success is concerned).
Another way of verifying Hypothesis 1 is to test whether a linear regression model can be built to
explain the measure of firms’ success by industrial branch. The model is shown in Table 5 (with the use of
stepwise regression - forward selection method).
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Table 5
Linear regression model for the measure of companies’ success with the explanatory variables related
to the type of industrial branch (after removal of 10 outliers).
0RGHO6XPPDU\E
0RGHO
5
56TXDUH
$GMXVWHG56TXDUH
6WG(UURURIWKH(VWLPDWH
'XUELQ:DWVRQ
D





D3UHGLFWRUV &RQVWDQW 3URGXFWLRQRIUHPDLQLQJWUDQVSRUWDWLRQHTXLSPHQW3URGXFWLRQRIPHGLFDWLRQ SKDUPDFHXWL
FDOV3URGXFWLRQRIPDFKLQHWRROVQRQFODVVL¿HGHOVHZKHUH3URGXFWLRQRIJRRGVIURPUXEEHU V\QWKHWLFPDWHULDOV
E'HSHQGHQW9DULDEOH&RQVLGHULQJWKHVLWXDWLRQRQWKH GRPHVWLFDQGIRUHLJQ PDUNHWVZKHUHRXU¿UPRSHUDWHVLWFDQ
EHFRQFOXGHGWKDWRXUFRPSDQ\KDVEHHQVXFFHVVIXOLQFRPSDULVRQWRLWVFRPSHWLWRUV
$129$D
0RGHO
5HJUHVVLRQ
5HVLGXDO
7RWDO

6XPRI
6TXDUHV




0RGHO
&RQVWDQW
3URGXFWLRQRIPHGLFDWLRQ SKDUPDFHX
WLFDOV
3URGXFWLRQRIJRRGVIURPUXEEHU V\Q
WKHWLFPDWHULDOV
3URGXFWLRQRIPDFKLQHWRROVQRQFODVVL
¿HGHOVHZKHUH
3URGXFWLRQRIUHPDLQLQJWUDQVSRUWDWLRQ
HTXLSPHQW

'I

0HDQ6TXDUH

)

6LJ










E

&RHI¿FLHQWVD
8QVWDQGDUGL]HG&RHI
¿FLHQWV
6WG(UURU



6WDQGDUGL]HG&RHI
¿FLHQWV
%HWD

7

6LJ













































Source: own calculations.

The model is not well adjusted to the data, because the value of R-square is close to 0,1. The negative
values of regression coefficients are due to the fact that branches which have been selected for the model are
those with the means signaling the “non success” (at the bottom of Table 3). The construction of our model
enables the comparison of two approaches: one based on management and marketing-mix tools and the
other, the final “mixed” model.

THE REGRESSION ANALYSIS GIVES ONLY
A VERY WEAK SUPPORT FOR HYPOTHESIS 1.
Marketing strategies as success factor
The questionnaire included several questions concerning various top management capabilities and orientations related to business activities on international markets, as well as the management- and marketingrelated tools. An example of the more general management-related questions is a pair of statement: “In our
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firm the most important issues are cost savings and continuous cost reduction – In our firm, the issues of
cost savings and continuous cost reduction are not the most important”.
As far as marketing-related tools are concerned, questions or pair of statements are related to various
aspects of marketing-mix strategies, i.e. product strategy (quality, new product development capabilities),
price strategy (competing through low or high prices, adaptability of price setting to changing market environment), promotion strategy (branding and use of promotion) and distribution strategy (capacity to deliver
products to customers).
Since the 5-point Likert scales have been used as a measure of companies’ success (table 1) as well
as measures of management and marketing-mix tools, these variables can be considered as interval variables. Therefore results of variance analysis will not be discussed (since they are redundant with the regression analysis) and only regression models will be presented.
The expression “the intensity of use of management and marketing tools” in the hypothesis 3 reflects
the properties of measurement scales, i.e., the particular management and marketing tools have not been
measured on a 2-point or binary scale (use – not use, has – does not have), but on a 5-point scale which are
believed, as in the case of companies’ success, to capture more nuanced picture.
Analysis shows a high level of correlations between measures of particular management and marketing
tools. Therefore, the first regression models, before removing all outliers, differ from the final model presented in this article (outliers exceeding 2,5 standard deviations were removed).
The final model based on management and marketing-mix tools is presented in Table 6. Positive sign of
regression coefficients means that the more a particular marketing-mix tools were used, the higher evaluation
of success was reported.
Table 6
Linear regression model of success perception with the explanatory variables related to management strategies (after removal of 8 outliers).
0RGHO6XPPDU\E
0RGHO
5
56TXDUH
$GMXVWHG56TXDUH
6WG(UURURIWKH(VWLPDWH
'XUELQ:DWVRQ
D





D3UHGLFWRUV &RQVWDQW 2XU¿UPLVVXSHULRULQWHUPVRIGLVWULEXWLRQHIIHFWLYHQHVVLQFRPSDULVRQWRLWVFRPSHWLWRUV:H
FRPSHWHRQWKHIRUHLJQPDUNHWVSULPDULO\WKURXJKKLJKTXDOLW\2XU¿UPLVVXSHULRULQWHUPVRISURGXFWGHYHORSPHQW
DQGRUDGDSWDWLRQLQFRPSDULVRQWRLWVFRPSHWLWRUV
E'HSHQGHQW9DULDEOH&RQVLGHULQJWKHVLWXDWLRQRQWKH GRPHVWLFDQGIRUHLJQ PDUNHWVZKHUHRXU¿UPRSHUDWHVLWFDQ
EHFRQFOXGHGWKDWRXUFRPSDQ\KDVEHHQVXFFHVVIXOLQFRPSDULVRQWRLWVFRPSHWLWRUV
$129$D
6XPRI
6TXDUHV




0RGHO
5HJUHVVLRQ
5HVLGXDO
7RWDO

0RGHO


&RQVWDQW
:HFRPSHWHRQWKHIRUHLJQPDUNHWVSUL
PDULO\WKURXJKKLJKTXDOLW\

'I

0HDQ6TXDUH

)

6LJ










E

&RHI¿FLHQWVD
8QVWDQGDUGL]HG&RHI
¿FLHQWV
6WG(UURU












6WDQGDUGL]HG&RHI
¿FLHQWV
%HWD




7


6LJ
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2XU¿UPLVVXSHULRULQWHUPVRISURGXFW
GHYHORSPHQWDQGRUDGDSWDWLRQLQFRP
SDULVRQWRLWVFRPSHWLWRUV
2XU¿UPLVVXSHULRULQWHUPVRIGLVWULEX
WLRQHIIHFWLYHQHVVLQFRPSDULVRQWRLWV
FRPSHWLWRUV































* the residuals are normally distributed

Source: own elaboration.

SIGNIFICANT VALUES AND POSITIVE SIGNS OF REGRESSION
COEFFICIENT SUPPORT HYPOTHESIS 2 AND HYPOTHESIS 3.
Compared to the model based on industrial branches only, the model including management and
marketing-mix tools is much better adjusted to the data. However, although all explanatory variables are
highly significant, the R-square approaches 0,25, which is not a high score. This implies that other factors
(e.g., asymmetry of business cycles in foreign markets), not included in the questionnaire also played an
important role in determining companies’ success.
The final step in verification of Hypotheses 1, 2, and 3 is to test, whether the elements from both sets
of variables, i.e. industrial branch type and managerial strategies can be found in a linear regression model
with the evaluation of companies’ success as a dependent variable.
The resulting model is presented in Table 7.
Table 7
Linear regression model of success perception with the explanatory variables related to the type
of industrial branch and the management and marketing tools (after removals of 8 outliers).
0RGHO6XPPDU\E
0RGHO
5
56TXDUH
$GMXVWHG56TXDUH
6WG(UURURIWKH(VWLPDWH
'XUELQ:DWVRQ
D





D3UHGLFWRUV &RQVWDQW 3URGXFWLRQRIPDFKLQHWRROVQRQFODVVL¿HGHOVHZKHUH2XU¿UPLVVXSHULRULQWHUPVRI
SURGXFWGHYHORSPHQWDQGRUDGDSWDWLRQLQFRPSDULVRQWRLWVFRPSHWLWRUV3URGXFWLRQRIJRRGVIURPUXEEHU V\QWKHWLF
PDWHULDOV3URGXFWLRQRIPHGLFDWLRQ SKDUPDFHXWLFDOV2XU¿UPLVVXSHULRULQWHUPVRIGLVWULEXWLRQHIIHFWLYHQHVVLQ
FRPSDULVRQWRLWVFRPSHWLWRUV:HFRPSHWHRQWKHIRUHLJQPDUNHWVSULPDULO\WKURXJKKLJKTXDOLW\
E'HSHQGHQW9DULDEOH&RQVLGHULQJWKHVLWXDWLRQRQWKH GRPHVWLFDQGIRUHLJQ PDUNHWVZKHUHRXU¿UPRSHUDWHVLWFDQ
EHFRQFOXGHGWKDWRXUFRPSDQ\KDVEHHQVXFFHVVIXOLQFRPSDULVRQWRLWVFRPSHWLWRUV
$129$D
0RGHO
5HJUHVVLRQ
5HVLGXDO
7RWDO
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0RGHO
&RQVWDQW
:HFRPSHWHRQWKHIRUHLJQPDUNHWVSUL
PDULO\WKURXJKKLJKTXDOLW\
2XU¿UPLVVXSHULRULQWHUPVRIGLVWULEX
WLRQHIIHFWLYHQHVVLQFRPSDULVRQWRLWV
FRPSHWLWRUV
2XU¿UPLVVXSHULRULQWHUPVRISURGXFW
GHYHORSPHQWDQGRUDGDSWDWLRQLQFRP
SDULVRQWRLWVFRPSHWLWRUV
3URGXFWLRQRIJRRGVIURPUXEEHU V\Q
WKHWLFPDWHULDOV
3URGXFWLRQRIPHGLFDWLRQ SKDUPDFHX
WLFDOV
3URGXFWLRQRIPDFKLQHWRROVQRQFODVVL
¿HGHOVHZKHUH

&RHI¿FLHQWVD
8QVWDQGDUGL]HG&RHI
¿FLHQWV
6WG(UURU



6WDQGDUGL]HG&RHI
¿FLHQWV
%HWD

7

6LJ

































































* the residuals are normally distributed

Source: own elaboration.

The analysis of the results contained in Table 7 leads to the following conclusions:
– the “composite” model is better adjusted to the data than previous models based on one set of variables
only (R-square value is around 0,3, i.e., other factors also influenced companies’ success),
– management and marketing-related variables play more important role in explaining evaluations of
companies’ success than the type of industrial branch,
– there is a positive relationship between the use of marketing-mix tools and the perception of success,
i.e., companies which declared better distribution strategy and better product strategy (higher product
quality and superiority over competitors concerning product development and/or adaptation capabilities), evaluated their success higher than companies which were inferior in these respects.

SUMMARY AND CONCLUSIONS
Early internationalization of enterprise and determinants of it’s financial success are one of the most important topics in the literature. However, it should be stressed that research on born globals are in majority of
cases conducted on developed markets and particularly on small and open economies (e.g., Finland, Israel,
Sweden, Belgium), (Cannone and Ughetto, 2015). Selected research in China, Turkey, India, Mexico, etc.
(Uner et.al,2013), (Paul and Gupta, 2014) shows that new international ventures from emerging economies
apply different market strategies (i.e. cost leadership) than born globals from highly developed countries.
Besides, it should be noted that significant majority of previously conducted research focused on hightech industries or considered industry as a zero-one variable, i.e., low-tech versus high-tech branch. Such
approach didn’t allow to control for the industry effects (Fernhaber et al., 2007). Our research fills in this
gap for the case of Polish born globals.
The main objective of this paper was to analyze the success perception (measured by market performance) by decision makers from Polish early internationalized firms. First, we attempted to determine the
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impact of the industry type on the success perception. Second, we considered the dependence of the success
perception on the applied managerial and marketing strategies (the strategies expressed by marketing-mix
tools and other management-related actions). Finally, we analyzed the significance of that relationship.
Our research allows to formulate some interesting conclusions. Unlike the born globals from highly
developed countries, the success perception of decision makers from Polish early internationalized firms is
only weakly affected by the industry type (H1). Moreover, it should also be stressed that in the case of Polish
born globals, IT and pharmaceutical sectors are not strongly represented. These firms primarily operate in
traditional branches, e.g. food processing industry – 14,9 percent, metal production – 9,8 percent, rubber
and synthetic materials – 9 percent).
We have also found that the implemented competitive strategies (use of marketing tools) significantly
contribute to the success perception of Polish born globals. So, the answer to the basic research problem is
that competitive strategy plays more important role than sector-specific determinants in success perception
of Polish early internationalized firms.
The empirical findings on determinants of success perception of Polish born globals constitute a good
basis for further research in this area. Thorough exploration of business strategy applied by Polish born
globals from low-tech branches should be conducted (Hennart, 2014).
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