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2 Introduction

The textile and clothing industry is domi-
nated by the Far East countries. Accord-
ing to Eurostat, over one fourth of the
world production of textiles and cloth-
ing comes from China. China’s share in
global trade is the largest and Chinese
domestic demand is still on the increase.
Since China joined the WTO and the
Multi Fibre Arrangement (MFA) expired,
the import of textiles and clothing from
cheap labour countries has risen consid-
erably. The process of internationalisa-
tion has gained momentum. In the face
of the Far East competition, European
textile and clothing enterprises found
themselves in dire need of intensive re-
structuring. After a harsh period of trans-
formation characterised by declining out-
put, European enterprises achieved some
stabilisation in 2006, but already in 2008
they were hard hit by the global econom-
ic and financial crisis, which meant de-
creased demand from Europe’s primary
trade partners, including the USA and
Japan. The trade balance of the European
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Union deteriorated considerably between
2004 and 2008 as textile imports rose by
nearly 13%, while exports fell by nearly
0.5%, which resulted in a EUR 1 441
million deficit [1], compared to a trade
surplus back in 2004. An important fac-
tor in the European textile and clothing
industry is the demographic profile of
companies, which are often small and
concentrated in certain areas. Theoreti-
cally, this may further aggravate the neg-
ative consequences of the crisis as weak
and small enterprises tend to be affected
by the crisis more seriously. Despite the
fact that Ukraine was severely affected
by the crisis in early 2009, Ukrainian
textile companies have retained a con-
siderable potential for growth following
from their export activity and thus stand
a good chance of recovery. On the other
hand, Polish companies and consumers
are not in debt as much as their Western
European counterparts. Therefore, Polish
enterprises provide advantageous condi-
tions for foreign investors, thus improv-
ing their internationalisation potential.
According to the Polish Information and
Foreign Investment Agency (PAIZ), the
crisis has had no impact on foreign in-
vestments in Poland [2]. Consequently,
enterprises may use the processes of in-
ternationalisation and globalisation to in-
crease their chances of further expansion,
innovation and financing.

Internationalisation of small
and medium enterprises -
definition of the subject matter
of research

The internationalisation of manage-
ment in small and medium enterprises

is a multidimensional construct defined
by multidirectional relationships at the
level of organisation forms, management
methods and tools as well as market re-
lationships and conditions. The interna-
tionalisation of an enterprise requires an
approach that would integrate and sum-
marise a practically applied business
concept.

From a research viewpoint, another issue
connected to management internationali-
zation is the perspective of small and me-
dium enterprises. To date, no definition
of SMEs has been universally accepted.
According to B. Piasecki [3], it is very
difficult to arrive at a common under-
standing of the term “SME”. Moreover,
according to G. Loveman and W. Sen-
genberger [4], efforts to determine such
a general definition are unnecessary. The
notion of SMEs seems to be somewhat
indeterminate, and is still evolving. Ac-
tually, the only constant characteristic
of SMEs is their heterogeneity. In this
sense, B. Piasecki [3] advocates “op-
erational definitions adjusted to specific
goals”, pragmatically focused on spe-
cific entities and events. Furthermore,
P. Dominiak [4] proposes an idiographic
approach, i.e. he points to the relevance
of qualitative definitions developed for
particular case studies. At the same time,
he claims that some general conclu-
sions may be arrived at on the basis of
“comparative research”, as “only they
(...) may provide an answer to questions
about long-term (...) changes (...) in the
population structure of companies”. In
the author’s opinion, such relativism in
terms of the subject matter of research,
or even a lack of its definition, is not a
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major methodological obstacle. Indeed, it
seems that structural differentiation and
heterogeneity may be the defining factors
here. A comparison of similar population
samples from countries at different lev-
els of economic development may ensure
the reliability of the results.

Cognitive assumptions
and research approach

The methodological inspiration for this

study was the contingency vision of the

organisation advocated by F. E. Kast and

J. E. Rosenzweig [5], who proposed the

following assumptions:

a. an organization is a system and con-
sists of subsystems,

b. a system has easy-to-define bounda-
ries separating it from its environ-
ment,

c. there exist relationships between an
organization and its environment,

d. patterns of these relationships may be
identified,

e. patterns may be presented by means
of different configurations of vari-
ables,

f. given the diverse picture of organisa-
tions emerging from the above, the sit-
uational context in which a company
operates is found to be significant.

The contingency approach assumes con-
text-dependent reasoning, which means
that empirical reality may be explained
in terms of categories of solutions ade-
quate for specific cases. This author finds
it particularly appropriate with respect to
comparative research, where studied en-
tities are heterogeneous and qualitatively
diverse, which is the case in the textile
and clothing industry. At the same time,
contingency theory seeks relationships
and patterns, which justifies large-sample
research. In this case, 149 small enter-
prises in Poland, Spain and Ukraine were
surveyed.

According to the research approach, en-
terprises were to be examined in terms of
three main aspects: their external envi-
ronment, internal environment, and cur-
rent business activity. The study verified
the accuracy of this assumption.

I Research sample

The study examined small and medium
textile and clothing enterprises in Poland,
Spain and Ukraine. This particular choice
of the companies’ origin corresponded to
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the logic behind the cognitive goals, as
the study aimed to identify some rela-
tively permanent characteristics of the
internationalisation of textile and cloth-
ing companies, which requires reasoning
at the level of middle-range theory.

@ Data collection

Primary data were collected during the
author’s own field research. Companies
with fewer than 20 and over 50 employ-
ees were excluded. The first stage of the
survey was aimed at the operationalisa-
tion, internationalisation and structur-
ing of the research problem. Thus, the
study used an open-ended questionnaire
in some cases, supplemented by a ques-
tionnaire interview, and a pilot question-
naire was conducted. This stage of the
survey involved 30 Polish, Spanish and
Ukrainian companies. In terms of meth-
odology the survey results made it pos-
sible to reliably develop closed questions
without the risk of omitting any essential
issues. At the second stage of the survey,
a structured questionnaire was applied,
primarily consisting of multiple-choice
questions. All the questionnaires were
personally delivered to company own-
ers following a phone call or an e-mail
providing the name of the person or
company recommended (usually a prior
respondent).

@ Methods

As the structure and logic of the research
problem requires an explanation of the

multidirectional relationship between

particular characteristics, multivariate

analysis of data was used. This kind of

analysis may reveal hidden relationships

between variables, which enhances the

reliability and accuracy of qualitative

data. The survey included six issues:

1. Market structure.

2. Organisation structure.

3. Collaborative activity.

4. Competition determinants in terms of

internationalisation.

. Internationalisation strategy.

6. Current business activity (changes in
costs, sales, employment and invest-
ments).

W

In terms of quality, the subject matter of
research was defined on the basis of the
competitiveness concept developed by
J. M. Stankiewicz [6] and the company
growth measure created by J. Wasilc-
zuk [7], J. Rymarczyk [8], and A. Szna-
jder [9] (internationalisation strategies).
Importantly, the subject matter was veri-
fied and its scope further defined during
the questionnaire interviews.

Qualitative data were coded and cross
tabulated. The subject of analysis in-
cluded dichotomous variables and mul-
tiple-value variables described using the
Likert scale. Some of the variables were
combined into categories. The choice of
variables for multivariate analysis was
preceded by analysis of percentage dis-
tributions and symmetric measures, as
well as by an analysis of variance and the
Duncan test.

Table 1. Four models of the internationalisation of small enterprises. (Factor analysis
based on indices and elementary variables. Method for identifying common factors: pri-
mary component analysis. Rotation method: Varimax with 6 iterations.) Own work.

Matrix of factor loadings after rotation

Factor ‘Images of

internationalization’

Motivation for cooperation 0.791
Cooperaton i oo
Key partners 0.710
Competitive advantage 0.701
Subcontracting/purchaser -0.698
Market structure 0.514
Ownership structure 0.492
Carert pysness it
gg:jrf:é:#sg:)ss activity 0.296
Organizational structure 0.168
Strategy -0.012
Revenues from subsidiaries 0.110
Country of origin 0.315

Network and | Ukrainian case

Polish case differentiation - outline
0.139 0.090 -0.240
0.295 -0.025 -0.011
0.064 -0.034 0.272
-0.003 0.141 0.098
-0.435 0.058 0.164
0.180 0.270 -0.062
0.150 0.485 -0.144
-0.879 -0.104 -0.059
0.693 -0.040 0.305
0.542 0.486 -0.231
-0.018 0.849 0.161
0.259 0.063 0.789
0.426 0.004 -0.535



@ Results

The Multivariate analysis (factor analy-
sis) revealed 4 dimensions of the inter-
nationalisation of textile and clothing
companies in Poland, Spain and Ukraine
(cf. Table 1). The models were developed
based on the factor loadings of elemen-
tary variables determined and on indices
derived from them.

The results of analysis presented in this
paper are part of the research material
collected by the author in Spain, Poland
and Ukraine, which was also used for a
different analysis of company interna-
tionalisation in a previous paper [10].

What is noteworthy is the fact that the
Kaiser-Meyer-Olkin  (KMO) measure
[11], used to test the adequacy of factor
analysis, was not very high (0.75).

The first factor, called the “images of in-
ternationalisation!)”, encompasses a con-
siderable number of indexed variables
with positive loadings, which indicates a
substantial differentiation of characteris-
tics. This factor describes Polish, Spanish
and Ukrainian companies, as demonstrat-
ed in the analysis of variance and Duncan
test. It is particularly valuable as it is sig-
nificantly correlated with as many as five
variables expressed by means of indices,
and reveals their substantial differentia-
tion. This model describes internationali-
sation in companies in terms of compe-
tition, motivation for cooperation with
business partners, market profile and
sources of competitiveness. A strong cor-

relation of these variables indicates that
direct mutual relationships may be found.
The comparative nature of the data made
it possible to determine a structured pic-
ture of Polish, Spanish and Ukrainian
companies (cf. Table 2). The next factor
seems to be connected with the concept
of network interrelationships and virtual
organisations. The network is structurally
diverse and thus facilitates a wide range
of forms of cooperation between small
local enterprises and large foreign part-
ners. However, this model describes only
large Polish enterprises which have made
substantial investments. The third mod-
el, called network and differentiation, is
dual as it corresponds to the concept of
internationalisation through the develop-
ment of network relationships. These en-
terprises are very diverse in terms of or-
ganisational forms (subsidiaries or trade
agencies abroad, foreign suppliers and
intermediaries, strategic partners) and
internationalization strategies (imitation
and isolation strategies, strategic differ-
entiation according to market structures,
etc.). This last factor may be treated as
a basis for a model of enterprises char-
acterised by considerable internationali-
sation, which describes Ukrainian enter-
prises according to marginal distribution
analysis. This factor concerns a relatively
small number of the companies under
study, i.e. only those whose revenues
from foreign operations are higher than
domestic revenues.

An elaboration of the first factor made
it possible to determine a profile of the
market, cooperation and motivation for

Table 2. Three “images of internationalisation” — coopetition, motivations for cooperation
with business partners, market profile, sources of competitiveness: Polish, Spanish and

Ukrainian cases. - Own work.

Percentage share in variable, %

Profile component Variable . 5
Poland Spain Ukraine

Prevalent type of companies:

- alarge number of small 76.1 84.3 71.2
Market structure companies
- afew large foreign companies 34.8 17.6 46.2
- afew large state-run companies 17.4 0.0 231
- large local companies 37.0 9.8 69.2
- foreign companies 32.6 3.9 36.5
- small local companies 60.9 33.3 44.2
Key partners - the company is seeking a foreign 29 0.0 19
investor ’ ’ ’
- the company is seeking a partner 0.0 9.8 5.8
- the company is operating on its 23.9 66.7 9.6
own

o - access to technology 13.0 2.0 26.9
M:;g’sgfaqfo;or - possibility of development abroad 13.0 0.0 9.6
- possibilities of higher sales 63.0 3.9 75.0
Sources of - lower prices 60.9 66.7 53.8
competitiveness - foreign customers 13.0 0.0 15.4
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cooperation with business partners. Data
are presented by the country of origin of
the populations under study.

The market structure was operational-
ised by the three most frequent patterns:
clusters of small companies, or the domi-
nance of a few large foreign or state-run
companies.

The prevalence of small enterprises simi-
lar to those under study implies that the
environment is conducive to network
creation, which is observed in all the pop-
ulations studied, in particular in Spain.
No state-run behemoths operate there,
unlike Ukraine, where they are comprise
a fourth of Ukrainian enterprises. What is
noteworthy is that the presence of large
foreign companies is also most signifi-
cant for Ukrainian textile and clothing
companies, while in Spain foreign com-
panies are of less importance.

Similar tendencies concern involvement
in the development of cooperation rela-
tionships with business partners. Foreign
companies and large local companies
represent a substantial contribution to
the development of cooperation relation-
ships in Ukraine, while in Spain they
do not play a significant role. Spanish
enterprises are not interested in seeking
foreign investors at all, as they do not
distinguish between foreign and domes-
tic partners. Their vision of cooperation
with business partners (9.8%) is focused
on profitability rather than country of ori-
gin (foreign/domestic).

Seemingly, compared to other countries,
the Spanish textile and clothing industry
represents the smallest innovation gap.
The study shows that only 2% of Span-
ish companies are motivated to cooperate
by seeking access to technology. Perhaps
as a consequence of substantial market
saturation by foreign investors, prod-
ucts and technologies, there is no divi-
sion into “worse” domestic businesses/
commodities and “better” or “more ad-
vanced” foreign ones. At the other ex-
treme, Polish and Ukrainian enterprises
represent a totally different approach as
they associate cooperation with access to
technology, knowledge, international de-
velopment, and higher sales and exports.
The internationalisation of Ukrainian and
Polish enterprises is aimed at building
a competitive advantage based on for-
eign suppliers and customers. As regards
Ukraine, the pursuit of access to technol-
ogies seems to be a clear manifestation of
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the innovation gap. Poland represents an
intermediate stage between Ukraine and
Spain, although qualitatively it is closer
to the Ukrainian model.

M Conclusions

Conclusions from the study are therefore
quite complex; they strongly emphasise
the idea of a network and at the same
time allow for some split in interpretation
depending on the country of origin, with
its different market conditions and levels
of economic development. It seems that
in this sense the particularly strong fac-
tors differing the Ukrainian enterprises
from Polish and Spanish are the funda-
mental issues relating to access to the
European market. This is due to the fact
that Ukrainian entrepreneurs must obtain
entry visas. It is possible to apply for so-
called multiple-entry visas: Schengen
and national visas, although in such cases
it is required of the inviting party to prop-
erly document the reasons for applying
for a visa, describing the nature and fre-
quency of travel [12] etc. The visa prob-
lem is particularly important because of
possibilities of establishing partnerships,
whose primary contribution is develop-
ing relationships and social ties.

The study also proved that there are strong
reasons for further developing the re-
search questions and determining the na-
ture of the networks. Three images of the
internationalisation of textile and clothing
enterprises may be distinguished accord-
ing to the level of economic development.

The study provides a systematised de-
scription of three cases derived from the
most distinctive characteristics of the
populations in question. In connection
with the results, it would be interesting
to compare and contrast the two most
extreme cases: Spain and Ukraine. The
conclusions for the Spanish textile and
clothing companies are as follows:
foreign investors and access to tech-
nology are insignificant in the process
of internationalisation,
compared to the Ukrainian and Polish
enterprises, the innovation gap is
small,
large state-run enterprises are not im-
portant in the structure of competition,
and Spanish enterprises do not distin-
guish between foreign and domestic
companies. Along with a small inno-
vation gap, this demonstrates that the
approach to competition and coopera-
tion is strictly business-oriented.
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As regards Ukrainian companies, the
conclusions are totally different and in-
clude the following:
large state-run and foreign enterprises
play a significant role in the develop-
ment of cooperation with business
partners in the context of internation-
alisation,
access to technology is an important
reason for internationalisation,
there exists a considerable innovation
£ap,
small textile and clothing companies
rarely engage in internationalisation.

The common characteristics of Polish,
Spanish and Ukrainian enterprises in-
clude the following:
the closest environment of small tex-
tile and clothing companies is formed
by other small enterprises,
low prices are the key to achieving a
competitive advantage,
cooperation relationships between
business partners, similar to network
relationships, are crucial,
there is a marked diversity of organi-
sational and strategic forms.

The study sheds some light on certain
long-term characteristics of the form
and manner of the operation of small
textile and clothing enterprises, such as
the tendency to operate in an environ-
ment consisting of entities similar to
them, building a competitive advantage
through low pricing, business-oriented
short-term adaptation of strategies, and
coopetition. The enterprises under study
differ considerably with respect to their
level of innovativeness. While Ukrainian
enterprises find access to technology an
important reason for internationalisation,
their Spanish counterparts do not con-
sider it a factor that would motivate them
to engage abroad. It seems that Spanish
textile and clothing companies are char-
acterised by a totally different cognitive
perspective on internationalisation - they
tend to interpret market reality in global
terms and do not make qualitative dis-
tinctions between domestic and foreign
products. The most important informa-
tion about a product is its price. Undoubt-
edly, this would be the right direction for
the development of Polish and Ukrainian
textile and clothing sectors.

Editorial note

1) The choice of the name was inspired by the title of a
book by G.Morgan, Images of Organization.
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