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Abstract 

The paper deals with the limits of the Uppsala model application to conditions of Czech small and medium-

sized enterprises.  Based on the analysis and processing of primary data collected in 2010-2012 from Czech 

SMEs operating in various business fields, an incidence of so-called Born Globals was investigated at first, 

since this phenomenon is not taken into account by the Uppsala model. Furthermore, the Uppsala model 

assumption that companies first enter markets of lower psychic distance was verified; i.e. the markets which 

are geographically and culturally close. It was investigated whether this fact is valid for Czech small and 

medium-sized enterprises and researched if risk perception intensity of Czech SMEs’ internationalization 

process depends on the number of years spent on the international market. On the basis of the obtained 

data, it is not possible to unambiguously prove that the basic principles forming a keystone of the Uppsala 

model are functional in case of the Czech SMEs. 

 

Key words: Uppsala model, limits, SMEs, internationalization process, Czech SMEs 
 

1. Introduction 

 
Currently, there have been multiple theories focused on issue of involvement rate in the internationalization 
process; one of the most popularones, so-called Uppsala model, was published by Johanson, Vahlne(1977). 
It is defacto the oldest model dealing with the internationalization process of enterprises. The Uppsala model 
combines two different approaches to internationalization process and it is there fore applicable to both large 
and small and medium-sized companies. The first approach is based on an assumption that operating in a 
particular foreign market develops gradually, i.e. a company gradually increases its participation in 
international trade according stages described by Johansson and Wiedersheim-Paul in 1975. In the first 
stage, the company does not show any regular export activities. In the second stage, it implements export 
through independent agents. In the third stage, subsidiary sale-focused companies are established abroad and 
the last stage represents foreign production or production unit establishment. The second way of reflection 
on the internationalization process of companies that Uppsala model takes into account lies in the fact that 
acompany is gradually directed to enter new markets with high erpsychic distance. It means markets that are 
unknown to enterprises, somehow different, foreign and culturally distant or those markets, of which a 
company does not have much information;  
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in most cases, the markets are also of greater geographical distance. The psychic distance is according to 
Johanson and Vahlne(1977) defined as a number of factors that hinder the flow of information from and to 
the market. As a result, there are fewer enterprises that are able to understand those markets and numerous 
companies see them asa threat of uncertainty. As stated by this model, the first entered market share those on 
which companies have enough information,where opportunities can be recognized and probability of failure 
is thus minimized. The bestway to minimize the perceived uncertainty and recognize opportunities is 
through empirical knowledge, i.e. by means of experience based knowledge. Companies gain this 
knowledge mainly via personal experience in specific markets. That is why companies join foreign trade 
gradually, a step by step. Therefore, a company usually starts to invest in one or several neighboring 
markets. TheUppsala model, resulting from both described approaches, is generally based on the four core 
concept that takes into account fourkey factors: a market commitment, market knowledge, current activities 
and a commitment decision. These four factors are further divided into two groups: factors related to the 
company state(state aspects) and factors influencing changes in the company (change aspects). Among state 
aspects there belong market commitment (specifically, it is necessary to determine sources involved in 
foreign markets) and market knowledge (it is important to identify what information does a company have 
on foreign markets). Among change aspects current activities and commitment decision are rated. Four-core 
concept is interconnected and it influences itself. According to Zapletalová (2011), the main idea ofthe 
model therefore lies in differences between state and change aspects of internationalization variables. 
Because knowledge is considered assource, a relation between market efforts and market knowledge is 
direct; i.e. the better is knowledge that a company has of the market, the larger is its effort on the particular 
market. Knowledge of the market is a prerequisite to decision influence both on market activities 
engagement and a technique of current activities performance. Currently, the Uppsala model has been often 
criticized. Its critics point out thatit is not valid especially in case of very large multinational enterprises, 
companies with extensive international experience and those with high-technology equipment. For example 
Björkmanand Forsgren(2000) see the major problem of this model in its emphasis onorganizational learning 
as a driving force of corporate internationalization and in a fact that the model does not take into account the 
way empirical knowledge influences organizational behavior. Norstrom(1991), another objector, claims that 
current development trends totally disprove thebasic assumptions of the Uppsala model since the world has 
moved towards homogenization of the business community, especially thanks to the advance in 
communication and transportation which creates global markets. Norstrom’s second argument represents a 
fact that companies currently have had easier access to informationon markets. Thirdly, numerous 
enterprises have been increasingly operating on a global level and see the world as a homogenous market 
without borders. The internationalization process is similarly seen by Johansonand Mattson(1988) who 
argue that the level of market internationalization has an impacton the internationalization process of 
particular companies, so that companies operating in highly internationalized markets may skip the first few 
stages in the internationalization process. In context of the criticism, the Uppsala model was fundamentally 
revised by its authors Johanson and Vahlne in 2009. Although the basic structure of the model remains the 
same, the companyis no longer seen as an object without relations; now, it is understood in the context of 
business networks. After revision, even the 4 key factors of the model were changed - a group of state 
aspects includes knowledge, opportunities and a position of a subject in a system. The change aspects group 
contains relations in the process of decision making about joining effort plus learning, creating and building 
trust. The main idea of the revised model lies in the fact that the internationalization process of a company is 
determined by its relations in the trading system; i.e. a company enters foreign markets on the basis of its 
relations with key partners from home and abroad – it either follows its partner when he decides to penetrate 
foreign markets or uses some of its business network partners’ knowledge and opportunities. The Uppsala 
model is not the only model describing the process of internationalization. In the professional literature, it is 
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possible to find a great number of different theories. In order to classify and differentiate the theories dealing 
with the internationalization process of companies, a classification by Břečková (2003) can be followed. It 
divides the internationalization models into four groups: 

a) Analysis of transaction costs which was firstly performed by Anderson and Gatignon(1986) in 
verifying hypotheses that choices of particular ways of entry into foreign markets depends on a 
degree of control and the costs associated with this type ofentry 

b) So-called eclectic paradigm,dealt for example by Dunning(1988), hereinafter by Hill,Hwang, 
Kim(1990); it assumed that factors involvedin the model enter a decision making process 

c) Phase theory which contains the above mentioned Uppsala model or e.g. I-Model by Bilkey, and 
Tesar (1977) 

d) Network theory published by Johanson and Vahlne (1990) which corresponds with the eclectic 
paradigm to a certain degree ((in the sense of considering solely the market factors) and which is 
based on knowledge that relationships among enterprises in the market are established and developed 
through mutual interaction. In terms of these relationships, individual participant build mutual trust 
and knowledge leading to stronger interest. 

 
The Uppsala model belongs to the group of so-called stage models which are basedon behavioral theories 
and divide the company’s internationalization process into phases (different developmental stages). These 
phases describe the internationalization processas a process of growth distributed into separate stages which 
differ in their level of international business activities involvement and level of knowledge and experience. 
The principle of this approach lies in the idea that during the various stages of internationalization process, a 
company gradually increases its involvement in international trade and there by gains empirical knowledge 
and experience. According to proponents of this approach, extent of internationalization is unambiguously 
influenced by company size, time of its existence, experience in foreign markets etc. These models are 
characterized by greater dynamism and the fact that they do not put their attention only to direct foreign 
investment, but to all export activities. The group of stage models has its supporters and opponents who 
verified its suitability for small and medium-sized enterprises in practice. The criticism predominantly 
highlights the inability to explain the behavior of large multinational companies and insufficient 
understanding of factors starting the company’s internationalization process. Although most authors such as 
Gankema, Anuit and van Dijken (2000) find the stage model applicable, especially to research of SMEs’ 
internationalization behaviour. The most criticism, that stage model earns, arises because it completely 
omitted a possibility of so called born globals. This phenomenon was researched for example by . Oviatt, 
McDougall(1994), Knight, Cavusgil(2004). They defined Born Globals (hereinafter BG) ascompanies that 
focuson international and evenona global market immediately after its foundation, which means that these 
companies have not undergone anystages of development, but skipped all of them. In mentioning theso-
called Born Globals(hereafterBG's), it is necessary to add that professional literature is not unified since 
several authors such as Knight (1997) or Harvestonet al. (2000) define BG's as companies with an export 
ratio of more than 25%, which was achieved within 3 years from the date of foundation. However, this 
definition may seem rather general and vague today, because if such a small Norwegian company exports 
30% of its products in Sweden and Denmark (within 3 years from creation), it could be hardly called global. 
It is therefore necessary to clearly define what type and number of markets should company enter and what 
part of its production should be exported to fulfill the definition of "BornGlobal". Nowadays, most of small 
and medium-sized enterprises usually export more than 25% of their production. There fore other authors 
such as Luostarinen and Gabrielson (2004) defined Born Globals as companies whose export represent at 
least 50% of sales during three years since their foundation. Luostarinen and Gabrielson also introduces 
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another category of enterprises called "True BornGlobals" which is used for companies that export more 
than 50% of their production within three years ofthe establishment simultaneously on multiplecontinents. 
As different authors are notunified in the definition of BG, let us use the definition by Hollensen (2007) for 
the purposes of this paper. He specifies Born Globals as enterprises pursuing an objective of fast entry into 
foreign markets without long-term domestic market operation period since their foundation. In the 
professional literature, unequal opportunities of large companies and on the other hand, of small and 
medium enterprises are often discussed in the context of internationalization process. With the development 
of large multinational corporations (hereinafter also LMC), the situation of small and medium enterprises 
becomes more complicated, especially in specific sectors. Overall, there has been a considerably great deal 
of attention paid to the internationalization process of small and medium-sized enterprises recently, but it is 
possible to agree with for example Glaset al. (1999) that there still has been a lack of empirical evidence 
which would form a basis for examination of SMEs’ internationalization process. However, it is some what 
difficult to find a comprehensive study that would examine the internationalization process of small and 
medium-sized companies in more detail, but it is possible to find isolated studies that focus on competitive 
advantages of SMEs in the internationalization process, for instance. This is the reason why the author 
focused on the potential of the Uppsala model use in conditions of Czech SMEs. 
 

2. Paper objectives 

The aim of the paper is to determine whether it is possible to apply the Uppsala model, the oldest and most 
cited model describing the internationalization activities of enterprises, to conditions of Czech SMEs. The 
advantage of this model is thatde facto, it integrates two different approaches to the internationalization 
process of companies; i.e. the approach based on an assumption that the operating on specific foreign 
markets develops gradually, which means that the company progressively increases its participation in 
international trade invarious stages. The second approach is based on a hypothes is that companies gradually 
aim at entering new markets with higher "psychic distance", which means markets that are unknown to 
enterprises, somehow different, foreign and culturally distant or those markets, of which a company does not 
have much information. In most cases, these markets are more geographically distant as well. 
 

3. Results 

In order to apply the Uppsala model to conditions of Czech SMEs, it was necessary to obtain primary data. 
During the years 2010-2012, the author led several partial surveys of SMEs operating in various sectors of 
the Czech economy in order to collect sufficient amount of primary data that would allow creation of 
specific conclusions on the topics mentioned above. The biggest problem complicating the primary data 
collection was a low return rate of questionnaires. For this reason, several partial surveys we reorganized 
and it was necessary to repeat the inquiries in some sectors after a period of time in order to collect sufficient 
amount of filled questionnaires. In each of the partial inquiries, it was necessary to exclude incompletely 
filled questionnaires and those in which respondents did not met the essential requirement – the definition of 
SMEs according to Commission Recommendation no. 2003/361/EC. The first survey was performed in 
2010 in the wine industry. As a part of the written survey that took advantage of ReLa research laboratory, 
450 wine MSEs were addressed, but only 15% of all questionnaires returned. Because of incompleteness, it 
was necessary to exclude other questionnaires; only 66 questionnaires could have been processed. In 2010, 
following research focused on civil engineering addressed 300 SMEs. Only 26 answers were processed 
since 7 respondents had not met the definition of SME or had not filled questionnaires correctly and only 
11% of all questionnaires had returned. Due to the very small number of process able data obtained from the 
construction sector, in the beginningof 2011, the sector of the mechanical engineering was chosen for further 
investigation. Considering the number ofactive SMEs in this sector, greater chance of obtaining primary data 
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was estimated. Again, written survey that took advantage of the ReLa system was used. During the survey 
among engineering SMEs, 800 small and medium-sized enterprises were addressed. The return rate was 
14.63%; 17 of the received questionnaires were subsequently excluded due to the fragmentary completion, 
inaccurate or logically incorrect answers or due to lack of accordance with basic conditions (several 
enterprises did not meet the definition of SME). A total of 100 questionnaires were processed. In 2011, 
another survey, performed inthe food industry sector, addressed 1,511 SMEs. The return rate was 14.39% 
and 165 responses were processed including 46 currently exporting companies, 5 businesses which had 
operated in the foreign markets in the past and 114 food SMEs that had not entered the internationalization 
process yet. At theturn of 2011-2012, another partial survey was performed, this time in the sector of 
information and communication technologies (here in after ITC). A total of 724 SMEs operating in the area 
were addressed with the return rate of only 10.08%. Several questionnaires had to be excluded again due to 
their incompleteness, thus only 40 questionnaires could have been processed. At the same time, the SMEs 
operating in the wood working industry were questioned as well. 310 of total 3007 contacted enterprises 
filled the questionnaire, which represents the return rate of 10.3%. 307 of them were processed; 230 subjects 
did not operate in the foreign market, 22 had operated there in the past and 58 were participating in the 
internationalization process. Next research was conducted in the textile industry. 803 SMEs were addressed 
with relatively high return rate of 20%. 5 respondents of 161 had to be excluded since they did not meet the 
definition of SME. 98 processed questionnaires were completed by Czech SMEs operating in the foreign 
market, 61 operating in the domestic market and considering internationalization and 2 subjects which used 
to trade abroad. The third sector surveyed in 2012 was mechanical engineering which had been researched 
already in 2011. 94 questionnaires were processed. The last survey from 2012 was deliberately not limited to 
a single sector compared to all other previous researches. In this case,the objective was to obtain datafrom 
the Czech SMEs across all the sectors. 1000 Czech SMEs were addressed; in order to keep the proportional 
representation of responses according to particular economic activity areas in terms of classification CZ-
NACE, the quota sampling was performed. Questionnaires were sent to different areas of economic sphere 
so that the number of questionnaires sent to each area would correspond with the percentage representation 
of SMEs in these areas in the Czech Republic. The return rate was 9.1%; 46 respondents indicated that they 
operated inforeign markets, 6 companies planned to enter foreign markets and 36 did not consider entering 
the foreign market. 91 questionnaires were processed in total.  
Since the Uppsala model, not even after its revision, do not consider so-called Born Globals, it was 
necessary to determine whether there were such companies among Czech SMEs which had entered the 
foreign market immediately or soon after their foundation. Performed surveys among the Czech SMEs 
across all sectors (except for the wine industry) reveal a relatively high representation of companies that did 
not enter foreign business activities gradually, but started to internationalize directly after their foundation 
and thus it is not possible to presume that all of them would profit from experience of their partners from 
trade networks. The survey results indicate that the frequency of BG depends on the sector in which SMEs 
operate. Information on Born Globals’ operating in the foreign markets was researched in following sectors: 
engineering, construction,wood processing industryand food industry. In addition, these fields were 
supplemented by data from partial survey in a very specific industry–wine industry. A total of 66 SMEs 
were interviewed, but only 12 subject of these already joint the internationalization process. None of the 
researched subjects met the definition of Born Global. During the investigation, which was focused only on 
SMEs operating in the construction industry, 27% of interviewed subjects said that the companies were 
established for a purpose of trading on the foreign market. Almost identical situation was detected in the 
field of engineering where the investigation revealeda total of 26% of businesses that metthe definition of 
Born Global. Among Czech food SMEs, 39% of the surveyed subjects met the definition of BG; the ICT 
sector showed even more representation of Born Globals, 42%. The survey results indicate that the 
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frequency of BG depends on the sector in which SMEs operate. Due tothe limited sample of respondents in 
each sector, it is not possible to unambiguously state that BGs in any of the examined sectors predominate. 
However, it is certain that these companies need to be expected among Czech SMEs as they are represented 
across sectors (with the exception of wine companies1). 

When identifying companies that meet criteria for inclusion in the group of Born Globals, it is 
necessary to mention the fact referred in the literature review – these companies should not embody so 
called "international experience", a characteristic defined for example by Eramilli(1991) by means of 
geographic operational range determining breadth of corporate experience (i.e. the a number of different 
countries where a company runs its activities) and length of experience (a number of years for which a 
company has been active in the international area).  In this context, BGs could be seen as inexperienced, 
because "length of experience" of those enterprises, which were established and directly started to operatein 
foreign markets, is very low. However, empirical studies such as the one of Oviatt and McDougall (1994) 
suggest that key employees of BGs often have very extensive experience with international business 
activities from their previous jobs. Therefore it was necessary to verify this fact in case of Czech SMEs. 
Questions in one of the sub-surveys, the Czech SMEs in the food industry to be specific, were focused on 
managers’ experience in foreign trade before their company entered foreign market. Most of the surveyed 
food industry Born Globals stated that the company management had a "very good", "good" or "satisfactory" 
experience in international trade before the SMEs joint foreign markets. Therefore it is possible to agree 
with the statement resulting from empirical studies on BGs and claim that even in the case of Czech SMEs 
(particularly in the food industry), “length of experience” index does not represent a weakness since it is 
compensated by previous experience of BGs’ key personnel. 

In the context of another Uppsala model presumption anticipating that companies foremost enter 
markets of smaller psychic distance, i.e. markets that are geographically and culturally close and such 
markets on which companies have enough information etc., it was inquired if mentioned fact is valid for 
Czech SMEs. Slovakia represents an important target market for export activities of Czech SMEs. Since it 
embodies culturally and geographically close market without any language barrier on which it is not difficult 
to gain information, business relations with Slovakia are the most frequently mentioned internationalization 
activities of SMEs across all analyzed sectors. For comparison, let us introduce the data from conducted sub-
surveys: in Slovakia, there operate 82% of addressed ICT companies, 76% of food industry SMEs, 62% of 
respondents from woodworking industry, 50% of wine companies, 17% SMEs from engineering sector and 
31% of all respondents participating in a survey conducted among SMEs across all sectors. To confirm the 
hypothes is that Czech SMEs perceive the Slovak market as a market with low psychological distance where 
they do not feel much uncertainty and risks, it was stated that SMEs operating in Slovakia will not feel the 
barriers to internationalization process which (in other countries) are related to language barriers or 
geographical distance, such as for example problematic contact establishing with potential customers in the 
foreign market, difficulties in searching foreign business opportunities or insufficient information for the 
foreign market analyses. In order to eliminate the influence of the sector specificities, data from the 2012 
survey of SMEs across all sectors were used to verify the presumption. Contingency tables 2x2 were created 
(see table 1) and variable independence tests performed (see table 2) with the aim to determine whether the 
fact that the company operates in Slovakia causes it does not perceive mentioned internationalization 
process barriers as barriers at all. 
                                                             
1 The situation in the area of viticulture is specific. Small and medium enterprises are not interested in entering foreign 
markets, from66 companies only 12 were exporting, mainly in Slovakia (67%), followed by Germany and Poland, i.e. 
to neighbouring countries. Only 17% of respondents said that sales from foreign trade operations represent more than 
30% of turnover and the export turnover ratio of other respondents was even smaller. Export activities are therefore 
only marginal in wine SMEs. The most frequent customers abroad are retailers. 
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It is evident, regarding the calculations mentioned in Tab. 2, that it is not possible to reject the variable 
independence hypothesis in case of the chosen significance level α=0,05. The primary data obtained from 
the survey of 91 SMEs from various industry sectors of the Czech economy cannot confirm the 

assumption that SMEs operating in Slovakia will not experience the obstacles of internationalisation 

process which are in other countries related to language barrier or geographical distance. 

Nevertheless, it is necessary to add that the sample of 91 companies is quite minor and that the companies 
were asked to formulate their subjective opinions regarding the obstacles of internationalization process in 
general. Thus the data were significantly influenced by the fact that surveyed companies were also often 
active in other countries besides Slovakia and that could have affected their response largely. In relation to 
the specificities of Slovak market and on the basis of collected primary data, it is definitely possible to prove 
the only fact - Slovakia represents the trade where relatively significant percentage of SMEs in all 
considered areas is active, except for mechanical engineering where the percentage ratio was just 17%. The 
assumption, that the SMEs active in Slovak market perceive less the internationalization barriers related to 
the language or geographical distance of the Slovak market, could have not been proved on the basis of 
collected data.  
It has also been researched if the intensity of internationalization process risks´ perception of the Czech 
SMEs is dependent on the quantity of active years on foreign trade. This assumption was verified by using 
the hypotheses testing after wards, where as the author’s work results from the data obtained in the 2012 
survey of SMEs across all the industry sectors. Firstly the null hypothesis regarding the variable 
independence has been determined; after wards, the null hypothesis was tested in using the p-value. 

H0: The intensity of the internationalization process risks perception is not dependent on the quantity of 
active years in the foreign market. 

H1: The intensity of the internationalization process risks perception is dependent on the quantity of 
active years in the foreign market. 

In this case, the calculated p-value is equal to 0, 3772, then p>α, i.e. on the significance level of α=0, 05 

it is not possible to reject H0. It means that in the case of Czech SMEs, the intensity of the 

internationalization process risks perception is not dependent on the quantity of active years on the 

foreign market. It means that the Czech SMEs as regards the question of the risks perception do not meet 
the principal assumption of the internationalization process risk concept of revised Uppsala model.  
 

4. Conclusion 

On the basis of collected data, it was not possible to unambiguously confirm that the basic principles of 
the Uppsala model are valid in case of the Czech SMEs. The conclusions could have been influenced by 
relatively small sample of surveyed small and medium-sized enterprises, by the method of primary data 
collecting and the fact that surveyed companies did not provide the author all necessary information to 
determine particular context. Although several surveys have been realised among SMEs in various branches 
of the Czech industry, one of the principal limits that could have affected drawn conclusions is a fact that the 
return rate of the questionnaires low and therefore the author worked with relatively small sample. Another 
fact that negatively influenced the information value of collected data was a method used to survey the 
respondents. The method of the written survey has undoubtedly its advantages (such as low costs, possibility 
of anonymous questionnaire filling, elimination of administrator’s influence on respondent), but on the other 
hand, it is associated with several specific limitation, e.g. the above mentioned low return rate, the fact that it 
is not possible to control if the respondent understood the question exactly, whether a responding person is 
competent answer questions and if respondents do not select random responses in case they do not know 
how to respond etc. 
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Except the limitations that result from chosen method of primary data collecting, it is also necessary to 
mention that author´s attention was focused on small and enterprises as a whole.  In the process of creation 
the selective samples, it was not quotably considered whether the respondents belong among the micro, 
small or medium-sized companies– the membership to each of the categories was not determined until 
processing the identification questions filled by the respondents. Due to these limiting factors that could 
have affected the representativeness of the primary data, it is necessary to generalize collected facts and 
conclusions carefully in considering the possible influence of mentioned facts. 

Thus it is not possible to unambiguously disprove essential operation principles mentioned models in 
the conditions of Czech SMEs, but it is possible to agree with the critics of the Uppsala model, mainly in 
their opinion that the model completely ignores the Born Globals phenomenon, which is quite 
plentifully represented among the Czech SMEs across all the sectors. 

 
Tables: 

 

Table  1: Contingency tables  

 
SMEs operating 
in Slovakia 

Two-way table: observed occurrences (SME) 
The frequency of labeled cells > 10 
Do not experience problems 
developing 
relationship with potential 
customer on foreign market 

Do experience problems 
developing 
relationship with potential 
customer on foreign market 

Row total 

Disagree 20 15 35 

Agree 8 8 16 
Total 28 23 51 

 
SMEs operating 
in Slovakia 

Two-way table: observed occurrences (SME) 
The frequency of labeled cells > 10 

Do not experience lack of 
information for foreign market 
analysis 

Do experience lack of 
information for foreign 
market analysis 

Row total 

Disagree 20 15 35 
Agree 8 8 16 

Total 28 23 51 
    
SMEs operating 
in Slovakia 

Two-way table: observed occurrences (SME) 
The frequency of labeled cells > 10 

Do not experience problems 
finding business opportunities 

Do experience problems 
finding business 
opportunities 

Row total 

Disagree 19 16 35 
Agree 7 9 16 

Total 26 25 51 
 
Source: Own calculations 
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Table  2:Variable independence tests 

 
Statistics 

Statistics: Slovakia x problems developing 
relationship with potential customer on foreign market (SMEs in all 
sectors) 
Chi-squared sv p 

Pearson chi-squared test 0,2262644 df=1 p=0,63431 

M-V chi-squared 0,2257509 df=1 p=0,63469 

Phi for tables 2 x 2 0,0666075   

Contingency coefficient 0,0664602   

 
Statistics 

Statistics: Slovakia x Lack of information for foreign market analysis. 
(SMEs in all sectors) 
Chi-squared sv p 

Pearson chi-squared test 0,2262644 df=1 p=0,63431 

M-V chi-squared 0,2257509 df=1 p=0,63469 

Phi for tables 2 x 2 0,0666075   

Contingency coefficient 0,0664602   

 
Statistics 

Statistics: Slovakia(2) x problems finding business opportunities.(2) 
(SMEs in all sectors) 

Chi-squared sv p 
Pearson chi-squared test 0,4877225 df=1 p=0,48494 

M-V chi-squared 0,4885047 df=1 p=0,48460 
Phi for tables 2 x 2 0,0977915   

Contingency Coefficient 0,0973273   
 
Source: Own calculations  
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