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Introduction

The reviewed book is 503 pages long and consists of an introduction, seven parts, 
a bibliography and an index. The first part addresses the enterprise as a subject of 
knowledge in international business. The second one presents the context of foreign 
expansion of enterprises. The third section is an overview of theories (models) 
pertaining to foreign expansion of enterprises. The fourth and fifth parts contain 
considerations on the strategy of their foreign expansion. The sixth one discusses the 
methods of selecting an entry into foreign markets. The last part covers normative 
and prospective issues of foreign expansion of enterprises. The structure of the 
reviewed publication is logical and synthetically presented in the introduction (see 

Figure 1, page 19).
The author defines four basic goals of the publication (see page 13): (1) to 

identify the reasons and contextual conditions leading enterprises to start operating 
in foreign markets; (2) to describe and critically assess the theories (models) of 
foreign expansion of enterprises; (3) to review the forms of enterprises’ entry into 
foreign markets and to determine their strengths and weaknesses; (4) to characterize 
the tool and methodological set used to make decisions related to foreign expansion 
of enterprises.

Distinguishing Features of the Book

The following distinguishing features of the reviewed  publication can be identified.
Firs t, the book assumes the enterprise as the basic unit of analyses and 

deliberations. It complements, develops and updates previous publications in the field 
of international business (i.e. Fonfara, 2009; Fonfara et al., 2000; Glinka & Jelonek, 
2010; Go biowski, 1994; Gorynia, 2007; Jarosi ski, 2013; Ko mi ski, 1999; Ob ój 
& W sowska, 2014; Rozkwitalska, 2007; Rymarczyk, 2004; Rymarczyk 2012; St pie , 
2019; Wach, 2012; Wiktor, 2017; Witek-Hajduk, 2010; Witek-Hajduk, 2019; Zorska, 
2007). Its author undertook the difficult task of describing the behavior of enterprises 
in internationalization processes in the context of numerous, often contradictory, 
theories (models) of international trade, foreign direct investment, international 
enterprise and enterprise internationalization (see Part III). The theoretical models 
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are supplemented with more practical considerations on the strategy of foreign 
expansion of enterprises (see Parts IV, V and VI).

Second, the determinants of how enterprises function in foreign markets 
are discussed, taking into account both a higher level (globalization processes, 
industry structure) and a lower level (components of the organizational structure 
and employees). This approach created a unique opportunity to indicate that the 
behavior of enterprises in internationalization processes is the result of many external 
and internal variables.

Third, a distinguishing feature of the reviewed book is its interdisciplinary nature. 
In the introduction, the author states that the dominant research perspective is 
economic science (see page 15) but many reflections rest upon the achievements 
of such scientific disciplines as: management science, finance, socio-economic 
geography, spatial management and other disciplines in the field of social sciences.

Fourth, an essential feature of the publication is the combination of the 
characteristics of a classic monograph and of a textbook. This may be exemplified 
by the discussion of theories (models) and strategies of foreign expansion of 
enterprises. This is done in a logical manner with great care for the definition 
and classification order. On the other hand, arguable problems are signaled and 
open-ended questions are posed. The author also makes numerous references to 
the research foundation by presenting the results of his own research and that of 
other Polish and foreign scholars.

Fifth, the multiplicity of research approaches is taken into account. The dominant 
research approach is descriptive – that is, a description of the enterprise’s behavior in 
the processes of activity internationalization, including specific temporal and spatial 
factors (see Parts III, IV and V). The reviewed book also contains considerations 
related to the normative approach, i.e. recommendations for managers and politicians 
in the case of their managerial and political decisions (see Part VI and Chapter 37 in 

Part VII), and the prognostic approach, namely a search of an answer to the question 
of how the external environment of the enterprise will change and how these changes 
will affect the behavior of enterprises in foreign expansion (see Chapters 38 and 39 

in Part VII). The author’s deliberations concerning the normative and prognostic 
approaches which refer directly to Polish enterprises are particularly compelling.

Sixth, the reviewed publication is addressed to many groups of readers. The 
following can be distinguished (see page 22): (1) academics dealing with international 
business issues; (2) students of: economics, finance, management, international 
relations, socio-economic geography; (3) doctoral students of doctoral schools in 
the following disciplines: economics and finance, management and quality sciences, 
socio-economic geography and spatial management, and political and administration 
sciences; (4) managers of enterprises operating in foreign markets; (5) managers of 
enterprises planning foreign expansion; (6) decision-makers in the field of economic 
policy. Each group of readers will find interesting considerations and analyses by 
the author of the book.

Seventh, the decision-making aspects in the internationalization of enterprises’ 
operations are highlighted. The author presents, in an orderly and comprehensive 
manner, key decisions connected with foreign expansion of enterprises: (1) whether 
to undertake foreign expansion – the dilemma between internationalization and 
diversification of activities (see Chapter 10); (2) when to start operating in foreign 
markets – the dilemma between sequential and parallel entries (see pages 203– 206); 
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(3) what forms of entering foreign markets to choose – the dilemma of selecting 
the form of entry (export, non-capital cooperation, capital cooperation and foreign 
direct investment – see Part V); (4) what resources should be involved in the 
internationalization process – the dilemma of whether the chosen form of entering 
foreign markets is profitable (see Annex 1 and Part VI).

Eighth, the reviewed book also includes considerations on the functioning of 
enterprises in foreign markets. Four dimensions were used for this description: 
standardization, integration, configuration and coordination. Such an approach 
enables a multifaceted analysis of the enterprise’s operations in a global dimension 
(see Chapter 18).

Ninth, many issues discussed in the reviewed publication are highly topical. 
Particularly noteworthy are the considerations concerning the impact of the 
COVID-19 pandemic on globalization processes, economic policy and the functioning 
of enterprises in foreign markets (see Chapter 39). The author poses a number of 
vital questions: (1) will the pandemic stop globalization processes?; (2) will the 
pandemic affect the economic competition between the US and China?; (3) will 
the pandemic change the development and investment priorities of governments 
and enterprises?; (4) will the pandemic cause a shift from the market economy 
principles towards a greater role of the state in the economy?; (5) how will the 
pandemic affect international cooperation between states and enterprises?; (6) will 
the pandemic contribute to changes in the functioning of transnational corporations 
– e.g. changes in the configuration of the value chain?

Tenth, further research directions are identified (see Chapter 40). The 
author focuses on further research directions in the methodological dimension 
(see page 461): (1) seeking a balance between empirical and theoretical research; 
(2) research relating to the short and long term; (3) taking into account different 
levels: macro, meso (industry), micro (enterprise) and individual (owners, managers 
and employees); (4) enhancing the role of qualitative research, including case studies; 
(5) considering various approaches, i.e. descriptive, normative and prognostic; 
(6) making the conducted research more interdisciplinary.

Eleventh, the used literature pertaining to the subject in question is abundant. 
The list of references spans 34 pages. This proves not only the author’s erudition 
but also his vast knowledge of the research area.

Comments – Arguable Issues

Several critical comments can be made on the book under review.
First and foremost, the theories presented therein relate primarily to highly 

economically developed countries (i.e. the United States, Western European 
countries). A significant supplement would be a description of behaviors in the 
internationalization of enterprises from emerging countries. Four theories can be used 
for such a description (Luo & Tung, 2018): springboard perspective; linkage-leverage-
learning framework; ownership (but unique) advantage logic; and institutional 
arbitrage logic. The sprin gboard perspective focuses on the assumption that emerging-
market enterprises internationalize their operations to gain strategic assets, cope 
with domestic institutions and compensate for a lag in economic development 
processes. Internationalization is treated as a springboard for attaining strategic 
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goals and building competitive advantages. Active operations in foreign markets, 
through the establishment of joint ventures, mergers and acquisitions of foreign 
entities from highly economically developed countries, enable the acceleration of 
internationalization and the building of assets such as: access to advanced technology, 
managerial competences and skills and a recognizable brand (Luo & Tung, 2007; 
Kumar et al., 2020; Luo & Tung 2018; W sowska, 2014). The linkage-leverage-

learning framework presents a way of building competitive advantages by enterprises 
from emerging countries through establishing relationships with foreign entities in 
order to acquire assets that are not available in the home market (technological, 
marketing and human assets). Subsequently, such assets are leveraged, which means 
that they are used to improve the enterprise’s own business with a relatively low level 
of financial commitment. Finally, as a result of the learning process, the acquired 
assets are modified, improved and refined, thereby creating competitive advantages 
of enterprises (Mathews, 2002, 2006; W sowska, 2014). The ownership (but unique) 

advantage logic is based on the assumption that enterprises from emerging countries 
have – in relation to entities from highly economically developed countries – unique 
ownership advantages as they better understand the needs of buyers (mainly from 
market segments with high price sensitivity), search for an adequate relation between 
the price and quality of the offered product, apply solutions that lead to lower 
operating costs and enable operations in a difficult and unstable environment. These 
advantages are contextual and ensue from the country of origin of the enterprise 
and industry specificity (Ramamurti, 2009; Rugman, 2009; Narula, 2012; Ramamurti, 
2012). The institutional arbitrage logic describes two ways in which entities from 
emerging countries build their position in foreign markets. First, they reduce the 
operational risk by entering foreign markets that are characterized by greater legal and 
political stability than in the home country. Secondly, compared to enterprises from 
highly developed countries, they are used to operating in other emerging countries 
with weak institutions. They will adapt more easily and have a better chance of 
surviving in such conditions (Boisot & Meyer, 2008; Cuervo-Cazurra & Genc, 2008; 
Witt & Lewin, 2007; Yamakawa, Peng, & Deeds, 2008).

Second, the dilemma of assessing the attractiveness of the foreign market has 
not been described in the reviewed publication, hence a failure to answer the 
question of which country (countries) should be chosen for foreign expansion. In the 
literature, many attempts to formalize the process of assessing the attractiveness of 
foreign markets can be identified (Górecka & Sza ucka, 2013; Papadopoulos, Chen, 
& Thomas, 2002; Cavusgil, Kiyak, & Yeniyurt, 2004; Mullen & Sheng, 2006; He 
et al., 2016; Vanegas-López et al., 2021). These processes can be structured under 
four basic models: conceptual, clustering, country ranking and naïve. The conceptual 

model consists of three phases: screening, identification and selection (Cavusgil, 
1985; Koch, 2001; Kumar, 1994; Root, 1994). Screening involves the assessment 
of the macro environment to eliminate states (markets) that are not attractive 
enough for the internationalization of an enterprise’s activities. In the second phase 
– identification – analyses are focused on assessing the attractiveness of the economic 
sector (industry) in the countries selected in the first phase of assessment. In the 
selection phase, the ability of the entity internationalizing its operations to achieve 
a competitive advantage in a new geographic market in a given sector is assessed. 
The clustering model consists in assessing the attractiveness of foreign markets 
based on the procedure of clustering countries according to their similarity from 
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the point of view of a specific set of criteria. The key analytical technique in this 
procedure is cluster analysis (Cavusgil, 1997; Cavusgil, Kiyak, & Yeniyurt, 2004; 
Liander, Terpstra, Yoshino, & Sherbini, 1967; Sethi, 1971; Mullen & Sheng, 2006). 
The country-ranking model leads to a country ranking based on a multi-criteria 
assessment of the market potential of the countries under assessment. This procedure 
employs analytical techniques such as regression analysis or multivariate analysis 
(Papadopoulos & Denis, 1988; Ozturk, Joiner, & Cavusgil, 2015; Cavusgil, Kiyak, 
& Yeniyurt, 2004). The naïve model is a simple decision-making process based 
on the search for countries with a high degree of similarity and easily accessible 
information, enabling the selection of the “most” attractive foreign market. The 
key criteria for selecting a foreign market are: geographic proximity, knowledge of 
the language, cultural similarity, colonial heritage, large emigration from the home 
country, ethnic origin of the investor, etc. (Siegel, Licht, & Schwartz, 2013; Cavusgil 
& Godiwalla, 1982; Kobrin, Basek, Blank, & Palombar, 1980; Kogut & Singh, 1988).

Third, de-internationalization processes are only briefly presented in the 
reviewed publication (page 229). A broader discussion of this issue could draw on 
the legitimacy theory (Turner, 2011; Zhang et al., 2018), which not only explains 
enterprises’ decisions to exit or reduce the involvement in a given foreign market but 
also provides a perspective for analyzing the behavior of entities in foreign markets. 
A useful analytical tool is the legitimacy matrix proposed by Turner (2011, see 
Figure 1). The matrix is built on two dimensions: strategic and institutional (Turner, 
2011). The strategic dimension encompasses elements from the external and internal 
environment. In the external environment, it is possible to distinguish commercial 
adjustment (to the principles and conditions of running business), relational 
adjustment (acceptance by stakeholders), social adjustment (compliance with cultural 
norms and values in a given society) and investment adjustment (compliance with 
the expected rate of return on financial outlays incurred by financial institutions). 
The internal environment determines the acceptance of decisions and actions of 
an organization unit by its headquarters and other units and the adaptation of 
common policies, procedures and practices. The institutional dimension involves the 
adjustment of an organization to the political and legal environment in a specific 
country. In the individual fields of the matrix, strategic options can be distinguished 
such as of developmental, stabilization, restructuring (operational, organizational 
and strategic) and de-internationalization nature (Turner, 2011; Karasiewicz, 2018).

Institutional legitimacy
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De-internationalization
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Development option
Strategic restructuring
De-internationalization

Fig. 1. Legitimacy matrix. Source: As developed by the author based on Turner (2011).
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Fourth, this book would be significantly supplemented by striving to answer the 
question of how digital transformation affects the processes of internationalization 
of enterprises’ activities. This issue can be approached in a narrow and broad way. 
A narrow approach would apply to the use of the internet in the internationalization 
of enterprises’ operations. The analysis is then focused primarily on the use of 
electronic channels in the sale of products in foreign markets, management of the 
international (global) supply chain in the internet environment, global marketing 
communication based on the internet and social media, and the use of the internet 
to obtain knowledge about foreign markets, thus reducing the geographic distance 
(Witek, 2019; Sinkovics, Sinkovics, & Jean, 2013). A broader perspective involves the 
presentation of the role of digital transformation in the configuration of enterprises’ 
business models, taking into account internationalization processes, thereby including 
born globals in the development of the concept (Abrahamsson, Boter, & Vanyushyn, 
2019).

Fifth, it would be worth considering the preparation of a new book with 
extensively presented examples of processes of internationalization of Polish 
enterprises (longitudinal case studies). Such a publication could be structured as 
follows (Ob ój, 2020, pp. 124–128): (1) enterprises that started internationalization 
before 1990, (2) entities that entered foreign markets in the 1990s, and (3) enterprises 
that started activity in foreign markets after Poland had joined the European Union.

I realize that were my comments in items 1-4 taken into account, this would 
increase the length of the book under review, which is anyway extensive, with 
approximately 500 pages. This would force the author to cut short, in the next edition, 
many important and interesting considerations discussed in the current publication.

Conclusion

The book by Professor Marian Gorynia, Ph.D., is a unique, comprehensive 
and up-to-date publication in the field of international business. While drafting 
its next edition, the author should focus more on the micro perspective (i.e. an 
enterprise planning to enter and operating in foreign markets), a broader inclusion of 
technologies  related to digital transformation in business activities and the specificity 
of emerging countries. This would allow greater and more unique logic of the 
deliberations not only in the Polish but also international publishing market.

The reviewed book provides evidence that Professor Marian Gorynia belongs to 
a group of outstanding scholars in Poland – in the research field of international 
business. With full conviction, this publication can be recommended not only to 
men of science but also to business practitioners, doctoral and other students. It 
is a compendium of knowledge about the behavior of enterprises in the processes 
of internationalization of their operations.

Warsaw, 28 September 2021

Grzegorz Karasiewicz

prof. dr hab., Head of Academic Unit for Marketing
Faculty of Management, University of Warsaw, Poland

https://orcid.org/ 0000-0003-2472-185X
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