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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 (Dabrowska, Radziukiewicz,
Szepieniec-Puchalska, Szymanska, 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 inter nationalization of e-commer ce enterprises

Economic prerequisites of inter nationalization of e-commer ce enter prises
mar ket prerequisites

e high degree of digitization facilitates the multiplication and transmission of products, services and sys-
tems (Osarenkhoe, 2009);

e creation of market niches and internationalization of operations to increase the sales market (Varma, 2011);

e 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);

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

e 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

e cost reduction thanks to the economics of the information exchange without the loss of the value of the
message content (Wymbs, 2000);

e casy 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).

e cconomy of scale expressed as fixed costs divided by the size of the base of buyers (demand approach)
(Chung-Shing, 2001);

e cconomy 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);

e 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. Barriersto the internationalization of e-commer ce enterprises

Technological barriers

Non-technological barriers

e (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)

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

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

e 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.

M acr oeconomic 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-

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

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

o low digitization of the product of service (Turban
et al., 2000)

tion of societies from industrial into post-industrial
ones (Berthon, Pitt, Cyr, Campbell, 2008)

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

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
(Jarosinski, 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
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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
aprivate 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 commercia 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 aternative 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 aso 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 — I nternational 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 6"
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

50



INTERNATIONALIZATION PROCESS OF E-COMMERCE ENTERPRISES. ..

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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