SOCIALO ZINATNU VESTNESIS
Social Sciences Bulletin

ISSN 1691-1881, elSSN 2592-8562
2026, 42(1)

Petar Penchev Todorov

BUILDING STRATEGIC COMPETENCIES FOR DEALING IN
AN INTERNATIONAL BUSINESS ENVIRONMENT

For citation: Todorov P. P. (2026) Building Strategic Competencies for Dealing in an International Business Environment.
Socialo Zinatmu Véstnesis = Social Sciences Bulletin, 42(1), 195-205. https://doi.org/10.59893/szv.2026.1(14)

In the context of the international business environment and the free market, there is a trend of increasing interest and
motivation to seek and use growth opportunities through internationalization of activities. For sustainable business
development in an international environment, the process of building a company's strategic competencies is crucial. In this
article, we examine the systematic process of identifying and building strategic competencies as part of the formation of a
growth strategy through business internationalization. The study focuses on the information and communication
technology sector, which accounts for about 6% of Bulgaria's total exports. It is also a driver of economic growth in the
country. The challenge facing companies in the sector is often expressed in the need for a strategic approach to acquiring
strategic competencies that will improve their performance in an increasingly dynamic world, especially in the technology
sector. This article examines a case study of a Bulgarian ICT company with good practices in the field. The aim is to outline
the process of formation and the benefits for business from acquiring strategic competencies. For the purposes of the study,
a methodological approach was chosen, combining interviews and completing a questionnaire with the founder and key
figures involved in the strategic decision-making process. An analysis of the data collected from official sources such as
annual financial statements and audit reports was carried out. In the course of the study, the data showed that strategic
competencies are built through a combination of internal knowledge accumulation and appropriate external network
integration. The companies studied in the sector rely heavily on their work in networks and their participation in various
forms in the final formation of products and services from a longer value chain. As a result, the article presents a model for
building strategic competencies. This model serves as a practical roadmap for other SMEs in the field of ICT. The model
represents a structured framework for the formation of strategic competencies through which to realize growth through
internationalization in an international business environment.

Keywords: strategic competence, internationalization, international business, entrepreneurship.

Stratégisko kompetencu veidoSana darbam starptautiska biznesa vidé

Starptautiskas biznesa vides un briva tirgus konteksta vérojama tendence pieaugt interesei un motivacijai meklet un
izmantot izaugsmes iespgjas, internacionalizgjot darbibas. Ilgtsp&jigai biznesa attistibai starptautiska vide izskirosa nozime
ir uznémuma stratégisko kompetentu veidoSanas procesam. Saja raksta més aplikojam sistematisku stratégisko
kompetencu identificé$anas un veidoSanas procesu ka dalu no izaugsmes stratégijas veidoSanas, izmantojot biznesa
internacionalizaciju. P&tjjums koncentr&jas uz informacijas un komunikacijas tehnologiju nozari, kas veido aptuveni 6%
no Bulgarijas kopgja eksporta apjoma. Ta ir arT valsts ekonomiskas izaugsmes virzitajspeks. Izaicinajums, ar ko saskaras
nozares uzné€mumi, bieZi vien izpauZas ka nepiecieSamiba péc strategiskas pieejas stratégisko kompetencu iegiisanai, kas
uzlabos to darbibu arvien dinamiskakaja pasaulg, pasi tehnologiju nozaré. Saja raksta tiek aplikots Bulgarijas IKT
uznémuma gadijuma izp&te ar labu praksi $aja joma. Merkis ir ieskicét veido§anas procesu un ieguvumus uznémeéjdarbibai
no stratégisko kompetencu iegiisanas. Pétljuma vajadzibam tika izvéléta metodologiska pieeja, apvienojot intervijas un
aizpildot anketu ar dibinataju un galvenajam personam, kas iesaistitas strat€gisko lémumu pienemsanas procesa. Tika
veikta no oficialiem avotiem, pieméram, gada finanSu parskatiem un audita zinojumiem, apkopoto datu analize. P&tfjuma
gaita iegltie dati paradija, ka stratégiskas kompetences tiek veidotas, apvienojot iek§gjo zinasanu uzkrasanu un atbilstoSu
argjo tiklu integraciju. Nozarg pétitie uznémumi liela mera palaujas uz savu darbu tiklos un dalibu dazadas formas produktu
un pakalpojumu galigaja veido$sana no garakas vértibu kédes. Rezultata raksta ir piedavats stratégisko kompetencu
veidosanas modelis. Sis modelis kalpo ka praktisks celvedis citiem MVU IKT joma. Modelis atspogulo strukturétu ietvaru
strategisko kompetencu veidosanai, ar kuru palidzibu realizét izaugsmi, izmantojot internacionalizaciju starptautiska
biznesa vide.

Atslégvardi: strat€égiska kompetence, internacionalizacija, starptautiskais bizness, uznémejdarbiba.

Introduction
Bulgaria's comparatively small domestic market is a limiting factor for SME growth; therefore,

growth-oriented entrepreneurs are actively seeking opportunities to sell goods and services on
international markets. Often, ICT companies are developing technology solutions that need a larger
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scale to make possible their development and deployment economically cost-effective.
Technologically, during the period 2014-2026, there is a dynamic development of information
technologies and the penetration of the internet into the daily life of consumers. By 2026 Internet users
in the EU reached 777 million, and according to the latest forecasts, this number is projected to grow
to 796 million by 2029 (Statista 2026). In Bulgaria, internet penetration has also reached record levels,
with over 82% of households having regular access according to the latest World Bank (2024)
indicators. This significant digital maturity in households acts as a fundamental catalyst for the rapid
internationalization of ICT businesses.

Figure 1
Number of Internet users in Europe from 2014 to 2029 (in millions)
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Source: Statista 2026.

The aim of the article is to outline and systematize the strategic competences the entrepreneur builds
before starting the process of internationalization. The topic is related, on the one hand, to the
increasing opportunities for SMEs to enter international markets and on the other hand to the increasing
number and size of competitors at the global level which have an impact and pose a potential threat.
While the 2007 EU accession established the legal foundations for mobility, the subsequent shift
toward an integrated digital economy and the implementation of EU Digital Decade (European
Commission 2024) policies provided the essential infrastructure for Bulgarian SMEs to transition from
local startups to international technology leaders.

The article is based on a case study of Bulgarian company Prospekto Group Jsc, a technological
startup with the main activity of developing an online platform for creation and distribution of digital
brochures (broshura.bg). During its international expansion phase, the company operated in 18
countries across the European Union, North and South America, and Africa. In 2017, the firm achieved
an annual turnover of 3 million BGN and possessed an asset value of 1 million BGN. The company’s
client base included leading retail chains such as Lidl, Metro, and Kaufland, alongside major
electronics retailers like Technomarket and Technopolis. Through the implementation of a mobile
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application and a user-friendly web interface, the company optimized the purchase decision process
for millions of customers. A key factor in its growth was the acquisition of venture capital, which
provided essential access to international mentoring and business know-how.

The achieved results of the study are reaching a system of strategic competencies that form the
success of the SME's market behaviour in an international business environment and an analysis of its
manifestation in a concrete case study.

The presented in the article information and findings can serve researchers and entrepreneurs with
a professional interest in acquiring strategic competencies for working in an international business
environment. The originality of the study lies in the identification of competencies acquired by a
dynamically developing small ICT company.

The research approach and methodology used in this study are combination of interviews with
owners and managers, analysis of documents from official sources, observations and analysis.

The findings of this study are the leading considerations of entrepreneurs in making decisions,
which are a combination of factors: competitive demands, company momentum and resources, legal
and regulatory framework, business cycle. The frequent change of environment and conditions leads
to a change in the company's strategy.

Given the complexity of the ICT sector, the scope of this study is focused on the software industry
and its expansion within Europe, aligned with the latest strategic frameworks of the EU Digital Decade
(European Commission 2024).

Literature review

In the contemporary knowledge-based economy small and medium-sized enterprises (SMESs) are
seen as an important factor for economic and employment development (Beck et al. 2005; Ayyagari
et al. 2007). However, in the rapidly accelerating digital era—characterized by pervasive globalization
and disruptive technological shifts—SMEs are compelled to pursue internationalization to maintain a
competitive edge and explore new global market opportunities (Johnson et al. 2006).

In the context of the contemporary paradigm of internationalization, strategic competencies are
increasingly recognized as key intangible assets needed to expand businesses in foreign markets. These
specialized knowledge and skills enable entrepreneurial managers to mobilize and implement complex
technological and knowledge-based resources across institutional boundaries (Mort, Weerawardena
2006; Knight, Cavusgil 2004). Empirical research on the topic emphasizes that a highly developed
international orientation, which is often based on proactive behavior and the use of cross-border
business opportunities, serves as a fundamental prerequisite for cultivating sustainable strategic
competencies that shape a firm’s global competitiveness (Knight, Kim 2009).

Some of the researchers with the deepest understanding of the term “strategic competencies” are C.
K. Prahalad and Gary Hamel (Prahalad, Hamel 1990). They examine the traditional concept of a firm
based on strategic competencies, refracted through the prism of strategic diversification, continuous
development of employee skills and adequate allocation of resources to achieve strategic goals. They
introduce the concept of the so-called cumulative approach to the acquisition of strategic
competencies, which is at the core of the company’s strategy for long-term growth. In their research,
they further develop the Resource-Based View (RBV) in a direction with an emphasis on sustainable
growth, the basis of which is more on internal strategic assets than on the company’s products
themselves (Barney 1991; Prahalad, Hamel 1990).

As a synthesis of Prahalad and Hamel's (1990) research, we can deduce three main pillars:

(1) Strategic advantage: It is expressed in visionary thinking about emerging market opportunities

and the development of internal systems to transform management and production skills into
strategic competencies that allow the company to exploit new opportunities in the long term.
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(2) Focus on core competencies: To form market leadership, it is necessary to concentrate efforts
and resources around 5 or 6 core competencies. Most often, they are knowledge, skills or
resources presented as assets or specific knowledge and organizational skills.

(3) Strategic architecture: Building the strategic infrastructure of the company serves as a guideline
for which strategic competencies should be developed in the future, taking into account the
company's resource availability.

In order to operationally apply the concept of strategic competencies, Tidd and Bessant (2020)

propose the following model:

Conceptual definition and measurement: In this first step of the cycle, an assessment is made
according to predefined parameters of the state of existing company competencies. The goal is to
establish their exact state.

Innovation and value transformation: This stage includes activities to create company mechanisms
for commercializing key competencies, which is expressed in the creation of new innovative products,
services and processes.

Knowledge acquisition and training: Introduction of a system for continuous organizational training
in connection with the acquisition, development and integration of new key competencies into the
company's activities.

These three activities or processes can be combined into what we call the "Competence Cycle"
(Figure 2).

Figure 2
Competency cycle

IDENTIFY CORE
COMPETENCIES

COMPETENCE

CYCLE TRANSLATE INTO NEW
PROCESSES, PRODUCTS
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LEARN BY
SYSTEMATIC REVIEW
OF PROJECTS

Source: adapted from Tidd, Bessant 2020.

The figure above shows the “competence cycle” model, which illustrates the continuous process
of identifying, developing, and implementing strategic competencies. In the specific context of SMEs
in the ICT sector, the first phase focuses on accurately identifying key competencies. The next phase
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is crucial for turning these core strengths into improved operational processes, innovative products,
and services. In the final third phase of this cycle, business growth is achieved. By evaluating projects
after they are completed, the company systematically internalizes the acquired knowledge, building
the resilience needed to grow in a highly dynamic economy.

In this study, we determine how much this cycle is embedded in the activities of ICT SMEs. In
practice, this analysis uses a portfolio matrix based on two main indicators: “relative user benefits”
and “competence demonstration”.

Table 1
Portfolio matrix “consumer benefits” — “demonstration of skills”

Important competencies Key competencies

- Relatively great consumer benefit - Relatively great consumer benefit

- Poor competence manifestation - Strong competence

Standard competencies Unsupervised competencies

- Relatively little benefit to consumers - Relatively little benefit to consumers
- Poor competence manifestation - Strong competence

Source: adapted from Tidd, Bessant 2020; Barney 2024.

The Consumer Benefits matrix will later serve to explore the key competencies of a company and
the value they create for customers. In this way, we will distinguish strategic competences from
important and standard competencies.

International business environment

When exploring the roots of international business (IB), early researchers such as Vernon (1966)
and Fayerweather (1960) emphasized the key role of the international business environment (IBE).
Later, Nehrt et al. (1970) pointed out that IB research focuses primarily on how a company interacts
with a foreign environment. Guisinger (2001) goes even further. He argues that IBE is precisely what
makes international business a distinct field from general management. Ultimately, the global
environment provides the basic framework for IB research. As Boyacigiller and Adler (1997) explain,
international business is deeply tied to the external context in which companies actually operate.

The Uppsala Model (Vahlne, Johanson 2017) offers a very practical insight into how businesses
slowly expand abroad. Rather than rushing in, companies typically follow a gradual path. First, they
build their core expertise at home. When they finally decide to cross borders, they naturally test the
waters in nearby or culturally similar countries. Once they feel comfortable there, they start to target
more distant markets. The very way they do business also changes along the way. Most companies
start with basic exports. Over time, as they learn the dynamics of the local market, they move on to
more serious commitments, such as setting up their own sales branches.

When studying the internationalization of SMEs in the ICT sector, we must also consider companies
that operate abroad right from the start. Rennie (1993) introduced the famous term "born global™ for
them. Essentially, these firms don't wait to mature in the local market. From day one, they try to build
a competitive edge by pulling resources and managing sales across multiple countries (Oviatt,
McDougall 1994). Knight and Cavusgil (1996) noticed the same trend, grouping these highly active
young firms under the same label. A few years later, they refined the concept, explaining that born
globals rely heavily on their unique knowledge to promote products in several foreign markets almost
immediately after their founding (Knight, Cavusgil 2004).
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Table 2
Elements of the international business environment
Factors of MBS Identity keywords
Cultural features Culture, multicultural, transcultural, subcultural
Legal framework Law and Legislation, Commercial Law, Property Rights, Corruption,
Patent Laws, Private Property Law, Civil Rights
Income and distribution Income of the population, per person, distribution of income, classes in the
society on the basis of income, purchasing power, GDP per capita
Political risk Political risk, bureaucracy, turbulence, riots
Tax system Amount, types of taxes, tax rates, government revenue
Exchange rate Exchange rate, currency risk, currency variation, monetary risk, monetary
movement
Restrictions Tariffs, quotas, trade policies, investment policies, duties

Source: Tidd, Bessant 2020.

Factors in the international business environment play a major role in choosing an expansion
strategy. Weighing the importance of each factor helps companies decide which core competencies
they actually need to build. Ultimately, this study looks at the specific environmental conditions that
drive a firm's interest in entering a new market.

Method

The research approach used is a case study of Bulgarian company Prospekto Group Jsc which is
established in 2011. Founders of the company are Oggy Popov (Chief executive officer, CEO), Neli
Tomanova (Chief operating officer, COO) and Valentin Stankov (Senior technical officer, STO). Its
core business is developing platform for the distribution of digital brochures www.broshura.bg. For
the purpose of the study qualitative information was gathered by conducting multiple interviews at
certain time intervals revealing the relationship between strategic competence development and the
growing success of the company in the internationalization of its business. An analysis of financial
statements, marketing and sales campaign documents was carried out. In the course of the study itself,
through monitoring and interpretation, a good level of understanding of the essence of successful
corporate growth practices has been achieved through the penetration of foreign markets. We collected
information from official documents, publications in reputable economic media, and company
statements from the founders about their clients, product, and company strategy. Through an interview
with the founders of the company, we explored the company’s business model and focused on the key
factors (innovative product, registered trademark, secured finance, mentoring, professional web site,
online marketing) which are a prerequisite for scalability of the business in new geographic markets.

Case study

The case study is based on qualitative information gathered by observing the business activities of
the surveyed company during the first 3 years of its creation. The founders are Oggy Popov (CEOQ),
Neli Tomanova (COQ) and Valentin Stankov (STO). A number of interviews with the founders were
conducted and the strategic competencies of the company were identified, thanks to which it is the
leader in the Bulgarian market. The process of identifying, creating and implementing key
competencies in the company's business activities and products has been explored

This stage focuses on defining the goals and strategies of the company's internationalization.
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In the initial stage of business creation, the company operated only in the Bulgarian market. The
goal was to verify the idea and build the right business model (system) to allow the business to enter
other countries (Moen, Servais 2002). An important stage in the internationalization of the company
was the methodology for choosing an international market. Target market analysis was focused on
identifying countries where the niche was still underdeveloped and lacking a leader (Lambkin 1988).
An important condition was to avoid highly competitive markets and to look for those with great
potential that broshura.bg could dominate. Founder Ognian Popov studied a number of countries and
concluded that brochures were a popular method of advertising not only in Bulgaria but also in many
European countries. For example, in Germany and France more than 50 billion paper flyers are
distributed annually. During the first 3 years of its creation, the software was developed to provide a
strategic competitive advantage while being very easy and intuitive to use. Together with the
development of the IT part of the business, the founder engaged in active business contacts with major
retail chains in Bulgaria, aiming to convince them of the effectiveness and benefits of digital brochures
for their business used as a new marketing tool. In 2015 (5 years after the start of its activity), the
company achieved its best financial results with BGN 4 miIn turnover and BGN 600 000 net profit.
The founders were aware that, in order to become a nationally recognizable brand, it needed a great
deal of popularity in the promotion of the business in Bulgaria. The same approach would be the future
catalyst for growth on the international scene. As a result of these conclusions, the company conducted
active financing negotiations with Netinfo Jsc, which is part of the Nova TV Group. In 2016 the
financing was realized and Prospekto Group Jsc became part of the Nova Broadcasting Group Jsc.
With this move, it provided fresh capital and access to a huge audience. This was the growth strategy
of the company for the international markets by concluding strategic partnerships with large media
groups in the target countries like TV2 in Hungary, Ringier Jsc (Romania's largest publishing group),
and TV3 in Estonia. In this way, it provided "visibility" to the target audience in local markets.

Analyzing information and interpretation

During the approaching phases of the case study, a complete analysis of the company's product was
made — a dynamic website with functionalities that allowed commercial companies to add their product
catalogs and brochures. There were large time and analytical resources for researching competing
firms, and a comparative matrix was formulated to address the advantages and disadvantages of direct
competitors.

Table 3
Comparative traffic and user engagement metrics for digital brochure platforms in Bulgaria

Average | Avg. time % visitors Avg. number

Web site Ranking in Bulgaria by daily spenton | closed the site Visited
number of daily visits visits | thesitein | assoon as it pages by a
min. was opened visitor

48th place on the most

www.Broshura.bg visited sites in Bulgaria | 70000 5:34 28.50% 13.68

28th on the most visited
Bulgarian sites in

Bulgaria
www.promooferti.com 392 place 20000 4.05 38.07% 3.14
www.katalozi-bg.info 891 place 10000 4:26 40.54% 3.53
www.Broshurko.bg 908 place 5000 5:06 32.12% 13.34

Source: compiled by the author based on SimilarWeb data (2017) and internal company reports.

201



SOCIALO ZINATNU VESTNESIS
Social Sciences Bulletin

ISSN 1691-1881, elSSN 2592-8562
2026, 42(1)

On the basis of the information gathered, we found that the company subject to the present case
study dominated the niche with a market share of over 60% and defined the strategic competencies
developed by the company through which it created:

(1) Unique algorithms and software for creating and managing digital brochures through which
publishers effectively reach their target audiences;

(2) An innovative website and mobile app for viewing catalogs and products based on user behavior
and interests;

(3) Strategic business contacts and alliances — direct contact with the trade chains (Metro, Lidl, etc.)
in Bulgaria helped them reach the decision makers in the relevant chains (Metro, Lidl, etc.) in the target
countries (Spain, Portugal, etc.) quickly.

In the literature review, we defined strategic competencies as knowledge, skills and the mix of
motivation and appropriate approaches to meet customers’ needs and thus create competitive
advantages for the company. The question “What is the core of strategic competencies?” thanks to
which the company dominates in the markets it operates in is important not only for us as researchers
but also for its competitors. Surely, we can say that the competitive advantages are not a mechanical
sum of duly written code for the website or a beautiful design of the mobile application. In the digital
world, what makes a company successful is "trading™ with information (Facebook, Google, Instagram,
Airbnb). For its core competencies, Prospekto Group Jsc does exactly that. It accumulates a large
amount of consumer information about the individual preferences and interests of each user and
personalizes its sales offers in a unique way so that each user is treated uniquely. This saves customers
time and creates a unique consumer experience, and on the other hand, makes reaching trade offers
from companies that publish brochures on the company's website (Metro, Lidl, etc.) cost-effective.

These strategic competencies make the company unique and provide:

»  Access to 20 international markets;

» 10 million monthly visits globally;

« 18 million reviewed monthly catalogs;

» 1.5 million subscribed users for e-mail news;

Harmonizing, coordinating and properly integrating the team's in-depth knowledge and experience,
as well as combining them with new technologies, makes these competencies strategic (Peng 2001).
Through them, the company creates its core product, which is a standard in the branch and through
which it can grow not only in the national market, but also on the international level. We have identified
these competencies as strategic for the company because they:

e Ensure potential access to new international markets;

e Make a significant contribution to the creation of high added value, which was at this point

inaccessible to the client, even at a global level;

e The uniqueness created is relatively difficult to copy or imitate from competitorshe uniqueness

created is relatively difficult to copy or imitate from competitors.

One of the founders, Valentin Stankov, is CTO and he is a senior programmer with great experience.
He manages the software department of the company and takes care of policies for attracting, retaining
and developing software engineers.

Conclusion

Based on the review of the literature, there are indications in the first part of the study, and it can
be assumed that the subject of the research has a developed model of acquiring new competencies.
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Figure 3
Competency cycle: a strategic model for core competence identification and acquisition

I. Identifying a core competence.

v

1. Does it provide consumer benefits?
2. Is it difficult to imitate?
3. Can it be leveraged widely?

'

I1. Deep testing a Core competence

1. Does it provide consumer benefits?
2. Is it difficult to imitate?
3. Can it be leveraged widely?

'

I11. Using the model

1. List potential things that might be important for the customers.

2. Investigate each and create a list with competencies to support them.
3. List existing competencies and company strengths.

4. Run “core competence test”.

5. Analyze results.

Source: created by the author based on Hamel, Prahalad 1990.

The main activities and processes of the "Competency Cycle" are implemented to a certain extent
and the entrepreneurs and managers of the company are working hard in this direction. We can
conclude that Prospekto Group Jsc creates and develops a successful project not only on the Bulgarian
market but also on the international market due to its well-defined and developed strategic
competencies. In the course of the study we found that the company's main strategic competence
bearing great added value, uniqueness and growth was the creation of an innovative platform for digital
brochures that combines artificial intelligence to analyse consumer behaviour and personalize the
whole experience and information the company website and mobile app. The strategic view of the
founders to the foreign markets and the precise definition of the question “How we grow abroad” and
the choice of the right strategic partners are the basis for the success of this Bulgarian company in the
conditions of an international business environment.

The extent of the variance of the key competences built by the firm and their modifications to
business management on several continents remains open for research.

203



SOCIALO ZINATNU VESTNESIS
Social Sciences Bulletin

ISSN 1691-1881, elSSN 2592-8562
2026, 42(1)

References

Ayyagari M., Beck T., Demirguc-Kunt A. (2007) Small and medium enterprises across the globe.
Small Business Economics, Vol. 29, No. 4, pp. 415-434. DOI: https://doi.org/10.1007/s11187-006-
9002-5

Barney J. (1991) Firm resources and sustained competitive advantage. Journal of Management, Vol.
17, No. 1, pp. 99-120. DOI: https://doi.org/10.1177/014920639101700108

Beck T., Demirgiic-Kunt A., Levine R. (2005) SMEs, growth, and poverty: Cross-country evidence.
Journal of Economic Growth, Vol. 10, No. 3, pp. 199-229. DOI: https://doi.org/10.1007/s10887-
005-3533-5

Boyacigiller N., Adler N. (1997) Insiders and outsiders: Bridging the worlds of organizational
behavior and international management. Toyne B., Nigh D. (Eds.) International Business: An
Emerging Vision. Columbia, SC: University of South Carolina Press, pp. 396-416.

European Commission.. (2024) Bulgaria 2024 Digital Decade Country Report. Available:
https://digital-strategy.ec.europa.eu/en/factpages/bulgaria-2024-digital-decade-country-report
(accessed on 07.05.2026).

Fayerweather J. (1960) Management of International Operations. Text and Cases. New York:
McGraw-Hill Book Company, Inc.

Guisinger S. (2001) From OLI to OLMA: Incorporating higher levels of environmental and
structural complexity into the eclectic paradigm. International Journal of the Economics of Business,
Vol. 8, No. 2, pp. 257-272. DOI: https://doi.org/10.1080/13571510110051487

Johnson J., Lenartowicz T., Apud S. (2006) Cross-cultural competence in international business:
Toward a definition and a model. Journal of International Business Studies, VVol. 37, No. 4, pp. 525—
543. DOI: https://doi.org/10.1057/palgrave.jibs.8400205

Knight G., Cavusgil S. (1996) The Born Global Firm: A challenge to traditional internationalization
theory. Cavusgil S., Madsen T. (Eds.) Advances in International Marketing, Vol. 8. Greenwich, CT:
JAI Press Inc., pp. 11-26.

Knight G., Cavusgil S. (2004) Innovation, organizational capabilities, and the born-global firm.
Journal of International Business Studies, Vol. 35, No. 2, pp. 124-141.
Available: https://www.proquest.com/docview/197132040 (accessed on 07.05.2026).

Knight G., Kim D. (2009) International business competence and the contemporary firm. Journal of
International Business Studies, Vol. 40, No. 2, pp. 255-273.
DOI: https://doi.org/10.1057/palgrave.jibs.8400397

Lambkin M. (1988) Order of entry and performance in new markets. Strategic Management Journal,
Vol. 9, No. S1, pp. 127-140. DOI: https://doi.org/10.1002/smj.4250090713

Moen @., Servais P. (2002) Born global or gradual global? Examining the export behavior of small
and medium-sized enterprises. Journal of International Marketing, Vol. 10, No. 3, pp. 49-72.
DOI: https://doi.org/10.1509/jimk.10.3.49.19540

Mort G., Weerawardena J. (2006) Networking capability and international entrepreneurship: How
networks function in Australian born global firms. International Marketing Review, Vol. 23, No. 5,
pp. 549-572. DOI: https://doi.org/10.1108/02651330610703445

Nehrt L., Truitt J., Wright R. (1970) International Business Research: Past, Present and Future.

204



SOCIALO ZINATNU VESTNESIS
Social Sciences Bulletin

ISSN 1691-1881, elSSN 2592-8562
2026, 42(1)

Bloomington: Bureau of Business Research, Indiana University.
DOI: https://doi.org/10.1002/tie.5060120405

Oviatt B., McDougall P. (1994) Toward a theory of international new ventures. Journal of
International Business Studies, Vol. 25, No. 1, pp. 45-64.
DOI: https://doi.org/10.1057/palgrave.jibs.8490193

Peng M. (2001) The resource-based view and international business. Journal of Management,
Vol. 27, No. 6, pp. 803-829. DOI: https://doi.org/10.1177/014920630102700611

Prahalad C., Hamel G. (1990) The core competence of the corporation. Harvard Business Review,
Vol. 68, No. 3, pp. 79-91. DOI: https://doi.org/10.1007/3-540-30763-X_14

Rennie M. (1993) Global competitiveness: Born global. The McKinsey Quarterly, No. 4, pp. 45-52.
Available: https://www.proquest.com/docview/224554703 (accessed on 07.05.2026).

Statista. (2026) Number of Internet Users in Europe from 2014 to 2029. Available:
https://www.statista.com/forecasts/1145081/internet-users-in-europe/ (accessed on 07.05.2026).

The World Bank. (2024) Individuals Using the Internet (% of Population) — Bulgaria. Available:
https://data.worldbank.org/indicator/IT.NET.USER.ZS?locations=BG (accessed on 07.05.2026).

Tidd J., Bessant J. (2020) Managing Innovation: Integrating Technological, Market and
Organizational Change, 7th ed. Hoboken, NJ: John Wiley & Sons.

Vahlne J.-E., Johanson J. (2017) From internationalization to evolution: The Uppsala model at 40
years. Journal of International Business Studies, VVol. 48, No. 9, pp. 1087-1102.
DOI: https://doi.org/10.1057/s41267-017-0107-7

Vernon R. (1966) International investment and international trade in the product cycle. The
Quarterly Journal of Economics, Vol. 80, No. 2, pp. 190-207. DOI: https://doi.org/10.2307/1880689

205


https://doi.org/10.1002/tie.5060120405

