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ABSTRACT

Objective: The presented work is part of the discussions on evaluating the organ-
izational surroundings, which, in the context of an increasingly globalizing world, 
is becoming regarded from a global perspective. Considerations of the environ-
mental perception are supported with reflections on innovation and, in particu-
lar, startups’ innovation. Businesses, which are characterized by the ambition of 
dynamic scalability, are able to accomplish this dynamism precisely through in-
novative intensity, which in turn can also be associated with openness to knowl-
edge and solutions coming from the surroundings, not only the closest – local or 
regional but also international or even global. Striving to develop toward smart 
enterprises, startups should concentrate on the digitalization of their process-
es, entering the path of Industry 4.0. The purpose of the work is to contribute 
to the perception of the environment by startups and the perception of open 
innovation.
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Methodology: In order to meet the objectives of the work, in addition to con-
siderations based on the existing results available in the literature, the results of 
an analysis of data from a questionnaire survey conducted among future start-
ups were also used. To achieve the objectives of the study, research questions 
were formulated referring to the general view of future innovation openness, 
then the view of the propensity to share knowledge, that is, openness from 
the enterprise side, and finally also the view of the need for openness of the or-
ganization at different stages of its development. In the context of organization-
al openness, the broadest geographically possible context of the organization’s 
environment, namely the global context, was also considered.

Findings: As a result of the analysis, a relationship emerged between perceptions 
of innovative openness and the global environment of companies. The greater 
geographical scope of operations is accompanied by a higher demand for inno-
vation, the more globally the enterprises would like to operate, the more inno-
vation intensive they should be. Future entrepreneurs are strong advocates of 
open innovation, and they are also strong advocates of viewing the environment 
in an increasingly global dimension.

Key words: openness, globalization, competitiveness, innovation, entrepreneur-
ship, start-ups, Industry 4.0

Introduction

The accompanying processes lead to the unification of the image of the world 
as a homogeneous entirety, where a combination of an economic element and 
a common consumer-type culture takes place. As a result of globalization, ter-
ritorial boundaries lose their importance, and the trends that facilitate the pro-
cess occur outside the framework of nation-states. The practical expression of 
globalization of the economy are the economic changes and trends in the sup-
ply of world trade, the  realization of foreign direct investment, the  increase 
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in the  number of corporations and their shares or subsidiaries in the  world. 
Among the characteristics of globalization, what may be identified are, among 
others, the need for continuous observation of the surroundings and continu-
ous re-thinking of the organizational strategy, the need for operational interna-
tionalization, diagnosis of organization’s competitive capabilities and the need 
to search for new tools for building competitiveness on a global market.

The continuous, progressive development of globalization, which is distinc-
tively perceived by the consumer and, from the point of view of organizations, 
represents both opportunities for greater access to consumers and the risk of 
greater external competition, brings not only modifications in the form of under-
standing and perception of the environment. When defining the environment 
from the perspective of an organization, the main focus is on other organizations 
that create this environment. With increasing globalization, less importance is 
ascribed to the element of territoriality which, among other things, is the result 
of the impact of one of the determinants of globalization, that of digitization. 
The increase in the level of globalization, resulting mainly from intensifying tech-
nological processes (Borowiecki & Siuta-Tokarska, 2016), has an ever greater 
impact on the functioning of modern economic organizations, which seems to 
be related to the more global context of perception of the organization’s envi-
ronment. Thus, as a result of globalization, territorial boundaries are losing their 
previous meaning (Kusio, 2016) and the distant environment, thus also acquires 
a new significance, especially bearing in mind that globalization processes affect 
the directions of the organization’s activities (Nogalski & Niewiadomski, 2014). 
Thus, it may be justifiable to conclude that it is increasingly necessary to look 
at the functioning and effects of business-oriented and non-business-oriented 
organizations from the perspective of globalization (Kusio, 2016). At the same 
time, the environment is a determinant of development for organizations (Cho-
jnicki, 1999). The definition of the environment, which, from the point of view of 
the most common classification, is divided into internal and external, and closer 
and further away, has also begun to undergo some terminological modification. 
In the territorial context, as Scholte (2006), points out, supraterritoriality should 
be identified, within which social relations should be largely transferred beyond 
the territorial space. Place ceases, thus, to be territorially bound. The perception 
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of the environment is determined by the progressive globalization processes, 
which increasingly causes it to be recognized in broad terms, not only local or 
even regional but supra-local and supra-regional.

The environment is also understood as the collective of organizations with 
which an organization interacts (Olesiński, 2014). The organization, in the sub-
jective approach, in the science of organization and management, is defined as 
a certain separate entity, often with a specific legal status like a company or 
a bank, a school a hospital, a theater (Olesiński, 2014). The quality of inter-or-
ganizational relations, as well as the quality of functioning of organizations, 
is determined by the behavior of the managers of these very organizations. 
In the era of globalization, the formation of inter-organizational relations is, as 
a rule, supra-local, supra-regional, and even supra-national. Besides, sometimes, 
supra-national cooperation is a prerequisite for the existence of a cooperation 
in order to achieve particular tasks (knowledge and technology transfer)(Gross-
Gołacka et al., 2021). The stronger the need to intensify inter-organizational 
relations, and at the supra-local or supranational level, the more important are 
the knowledge, skills, and competencies of the people who make up a given 
organization. The creativity of managers and animators of inter-organizational 
cooperation is determined by their entrepreneurial inclinations and attitudes, 
which are noticeable both in international profit-oriented and not-for-profit 
organizations.

An interesting context of the environment is also outlined by Borowiecki & 
Siuta-Tokarska (2016) in which the global environment is formed through three 
key factors – natural, economic, and human capitals. What the authors also 
point out in the context of globalization is the growing importance of the finan-
cial sector, which demonstrates an overarching role in relation to the economic 
sector, as well as the need to discuss sustainable development, which reveals 
dependencies with globalization.

Changes in the  environment, therefore, which, in accordance with 
the dynamics of globalization (Rzepka, 2013), also involve, with greater or lesser 
intensification, changes in the organizations, are associated with the need to 
increasingly adapt to the evolving patterns of consumer behavior, growing and 
changing needs in this regard, which the literature (Schumpeter, 1943) defines as 
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innovation. However, it can be concluded, at the same time, that there is a feed-
back loop between globalization and innovation, and innovation itself is also 
strongly evolving, which is reflected in the current generation of open innovation. 
The rationale of the open innovation model, under which a higher level of effi-
ciency in the creation and implementation of innovations is achieved when rely-
ing on external sources rather than intra-organizational sources (Chesborough, 
2003), seems to be confirmed more and more, and additionally, this model is 
evolving (Sopińska & Diurski, 2019). Given the continuing evolution of innovation, 
or rather, evolution in relation to open innovation, what still seems to be the sub-
ject of a cognitive gap, the question is to what extent the current and future 
organizations will be open in terms of innovation (Rzepka, 2019). Open innova-
tion can be exemplified as the uptake of data streams that reach the organization 
is also produced by it and can be shared by it – what level of openness the organ-
ization is willing to accept as a level beneficial to its development.

The issue of perception of the environment by the current and future entre-
preneurs is an interesting subject of consideration, taking into account the imper-
ative of change, the  imperative of innovation, that is, management through 
the prism of the dynamics of intensification of the introduction of innovative 
(Rzepka, 2018) solutions in the organization in the subject not only of products, 
but also of processes and organization of work that occur in the organization 
(Kusio, 2019).

Analysis of the environment, or environmental analysis, in the context of 
seeking directions for innovation development (Filipowicz, 2013) is linked to 
the creation of a model of regional pro-innovation policy in the 1990s. It is also 
related to the development of the new technology sector, as well as the attrac-
tion of globally operating companies and the stimulation of spin-offs. What is, 
therefore, important from a management perspective and, at the same time, 
stands as the first research question is the extent to which an organization is 
ready to share information, data, i.e., media, and knowledge, i.e., already pro-
cessed data (RQ1). In turn, bearing in mind high-tech startups, as well as tech-
no-starters, among others, in academia – an interesting cognitive issue, which 
creates the second research question, is how the potential future entrepreneurs 
perceive the issue of open innovation and the level of organizational openness, 
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among others, at the very beginning of operations, but also in the acceleration 
phase, the adjustment of the organization (RQ2).

Striving to develop toward smart enterprises may be compose of:

1.	 Investing in digital infrastructure (Miśkiewicz et al., 2021): Startups 
should invest in digital infrastructure, such as cloud computing, artifi-
cial intelligence, and the  Internet of Things (Jędrych et al., 2021), to 
improve their operations and increase efficiency.

2.	 Utilizing data analytics: Startups should use data analytics to gain insights 
into customer behavior (Turulja & Bajgoric, 2019), market trends, and 
other key metrics. This will help them make better decisions and stay 
ahead of the competition.

3.	 Automating processes: Startups should automate processes (Borowski, 
2021) wherever possible to reduce manual labor and increase effi-
ciency. This will also help them save costs and increase profits.

4.	 Developing smart products: Startups should develop smart products 
that are connected to the internet and can be controlled remotely. This 
will allow them to provide better customer service and improve cus-
tomer experience.

5.	 Leveraging AI and machine learning: Startups should leverage AI (Borowski, 
2020) and machine learning to automate tasks and improve decision mak-
ing. This will help them stay ahead of the competition and increase their 
competitive advantage (Rzepka & Sabat, 2022).

Embracing digital transformation (Jędrych et al., 2022): Startups should embrace 
digital transformation and use it to create innovative solutions (Miśkiewicz, 
2020) and products. This will help them stay ahead of the curve and remain 
competitive.

In order to gain knowledge (Kraus et al., 2019a) in the indicated area, and 
thus with a view to partially fill the cognitive gap, a literature analysis supported 
by the results of the empirical study will be carried out. The construction of 
the model of considerations thus outlined in this paper consists of a section 
on the literature review, followed by a description of how the empirical study 
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was carried out and the presentation of its results accompanied by an inter-
pretation of the data. As a result of the study, conclusions and implications for 
further considerations will be drawn.

Literature Review

Globalization, according to the EU definition, is the process of creating interde-
pendence of markets and production of countries around the world. The tight-
ening interdependence of markets and production results from the increas-
ing dynamics of the exchange of goods, services, and the flow of capital and 
technology (Economic Report, 1998). As a result of the process of dynamizing 
the interdependence of markets and production in the world, the very con-
cept of the world economy has lost its previous meaning in which the auton-
omous economies of individual countries co-created the overall world econ-
omy. As  a  result of the  globalization processes, which refer to the  growing 
interdependence of markets and production, the world economy is emerging 
as a system of integrated goods, services and financial markets (Bogdanienko, 
2006). Under the  interdependence of markets, companies are shifting their 
strategies in a global direction. This means locating new companies in other 
countries which is facilitated by the openness of markets and technological 
advances. The diffusion of business in a global context is due to the advan-
tages associated with the possibility of lowering production costs, or the pos-
sibility of increasing sales. Formal issues related to this are of lesser impor-
tance, which has a dynamic effect on the processes of globalizing the strategy 
of business operations (Liberska, 2002). The current business environment is 
therefore determined by global conditions, which are characterized by, among 
other things, so-called hypercompetition (Otola, 2013). It  forces companies 
to make quick decisions and imposes dynamic modification of their opera-
tions, and the  source of competitive advantage are competence resources. 
In turn, gaining competitive advantage is achieved through continuous inno-
vation, which these resources are responsible for creating and implementing, 
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establishing a  series of temporary advantages (Bratnicki, 2001). Hypercom-
petition, the  postulates of which are closely related to the  need and logic 
of innovative intensity, is an  important factor in the construction of current 
strategies for the  functioning of enterprises. It  is related to the  perception 
of the  leading role of the dynamics of environmental change, which causes 
the  need for dynamic adaptability of enterprises (Klimek, 2020). Large and 
small enterprises should strive to meet the demands of adaptive dynamics. 
Adaptive dynamics is a  factor that determines the  competitive strength of 
small enterprises, where this process occurs easier. It seems that the dynam-
ics of change increasingly determines not only the  operating strategies of 
enterprises, but also affects the  decisions of establishing new enterprises. 
An example of this is intrapreneurship is the process of setting up businesses 
by existing employees.

The requirements of competitiveness and even hyper-competitiveness pose 
for all enterprises, regardless of their size, the need to redefine the bounda-
ries of the enterprise organization system toward its flexibility (Bettis, 1995), 
the increased importance of learning, the ability to respond quickly and strate-
gically to new situations in the environment. The environment of an enterprise, 
or more broadly of an organization, is defined by such attributes as uncertainty, 
volatility, complexity, and hostility. Some authors treat volatility, complexity, and 
hostility as attributes of uncertainty (Pichlak, 2014). Changes in the environment 
occur dynamically and require dynamic adaptability – they are unstoppable – 
therefore, in the strategies of enterprises, it becomes important to take advan-
tage of the phenomenon of the dynamics of change, as recognized by Ches-
brough (2002), and Borowiecki and Siuta-Tokarska (2012), point to the necessity 
of a change imperative. According to the concept of the change imperative 
(Borowiecki, 2015), innovation is a sine qua non for the process of function-
ing of an organization at every stage of its development. Applying the need for 
innovation to not only for-profit but also not-for-profit organizations is linked 
to the issue of management universalism (Kusio, 2019). The need for organi-
zational change leading to the increase of economic effectiveness refers to all 
organizations: SMEs, large enterprises, NGOs and other not-for-profit entities, 
such as social economy entities (Borowiecki & Siuta-Tokarska, 2012).
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Only by defining and considering the environment in the quoted categories 
can one consider the innovativeness of an organization, i.e., the propensity to 
implement innovative solutions, the ability to implement them, and the read-
iness to bear the associated risks (Pichlak, 2014). The urge for dynamism in 
the adaptability of enterprises directly relates to the dynamics of the develop-
ment of globalization, while the observed phenomena point to the imperative 
of innovation, which arises not only from the need but also from the necessity 
to adapt to changes in the environment.

The company’s adaptive measures to changes in the operating environment 
refer to the behavior of employees who, by undertaking adjustment actions, 
strive to bring the company into a state of equilibrium with the business sur-
roundings (Skonieczny, 2001). A significant role in global governance, moreo-
ver, is attributed to managers (Mączka, 2003). A highly innovative organization 
should have more numerous and detailed work standards than an organization 
with an organic organizational structure. The results of the study of Hopej-
Kamińska and Hopej (2008) indicate that organizational hierarchy can benefit 
and positively build the organizational learning. It occurs when, the main role of 
superiors, among others, is to inspire the creativity of subordinates. The above 
statement can be followed up with the possibility that leaders who build pillars 
of organizational learning in their leadership culture can build the creativity of 
subordinates, regardless of whether it is a similar behavior of their main role 
in the organization. In small organizations, relationships between employees 
should be found to be less formal compared to large corporations. Transna-
tional corporations, i.e., those businesses in which global operating strategies 
have become effective and efficient, and which have succeeded in gaining 
the desired share in the markets of individual countries, as well as locating pro-
duction cost-effectively in accordance with the financial cost logic, have a great 
competitive strength, especially toward local small businesses (Liberska, 2002). 
In contrast, from the point of view of the dynamics of adaptability, large com-
panies may be behind in this regard, compared to small companies, which can 
take advantage of these dynamics competitively.

From the viewpoint of the recipient of products and services, globaliza-
tion is associated with the homogenization of certain segments of commodity 
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markets, the  unification of consumer tastes, needs, and demands. This is 
the result of a growing number of alliances, mergers, and acquisitions, as well 
as foreign direct investment (Bogdanienko, 2006). This may have the effect of 
creating a similarity situation between key success factors on most global mar-
kets. This applies to both large and small enterprises striving for market suc-
cess. The boundary in understanding the success of a business operation has 
shifted – from the concept of profit orientation to the concept of value orienta-
tion underlying the theory of stakeholders (representing the neighborhood) and 
the theory of corporate social responsibility. The development of stakeholder 
value also involves both internal and external stakeholders, who thus determine 
the internal and external environment. External stakeholders include, among 
others, business partners, customers, and end users of products, who are 
a valuable source of explicit information (comments, remarks), but also implicit 
information resulting from observations of product application in practice and 
product adaptations introduced unconsciously (Prahalad & Ramaswamy, 2004). 
Prosumerism, i.e., the participation of consumers in the creation of the concept 
of value for the organization should be considered an essential factor of inno-
vation in the organization but also a determinant of the possibility of market 
success.

Enabling small businesses to compete on markets around the world has 
been made possible by recent advances in manufacturing, telecommunica-
tions, and transportation (Etemad & Wright, 2003). Due to the  intrusion of 
large global corporations into local domestic markets, competition with them 
by small businesses has become an everyday reality; moreover, the very nature 
of intensified competition on domestic markets has changed the reality of com-
peting. Small businesses, thus, face global competition when competing with 
locally operating subsidiaries of global companies.

Companies that are younger may have a higher propensity to enter inter-
national markets, not least because new techno-starters are pioneering cut-
ting-edge product development and innovation. Intense innovation is required 
to compete successfully in a global environment (Etemad & Wright, 2003). 
In addition to their propensity to enter international markets, SMEs should also 
be considered pioneers in bringing new products to market. Opinions can be 
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encountered regarding the leading role of SMEs in introducing new, innovative 
products and services to markets (Soczewska, 2002). The innovation success of 
small companies that have used an open model including a prosumer model is 
represented by the example of Amazon (Chesborough, 2011), currently a global 
corporation. This company, by introducing open services innovation, gained 
the ability to source free information from customers on the level of product 
acceptance, including services, which were offered on the corporate platform. 
Currently, a similar mode of collecting customer feedback is largely spread glob-
ally. There are also automated mechanisms in place to facilitate feedback on 
products, their features, the purchase process, post-purchase, even warranty. 
Automation is accompanied by additional mechanisms not only to facilitate 
reviews but also to reward them.

The example of Amazon, as one of the first companies to make such extensive 
use of prosumerism to intensify innovation processes, underscores the impor-
tance of the global context, mainly the participation of customers from around 
the world in the co-creation of the value concept. Consumers, as external stake-
holders, through their contribution to the creation of the value concept, among 
other products, acquire the characteristics of internal stakeholders, acting for 
the benefit of the organization whether profit-oriented or not. In addition, pro-
sumerism is characterized by a large share of the human factor in the creation of 
the value concept. Subsequently, adequate information management appears to 
be important.

Information management performs a crucial role in the process of organi-
zation management. Adequate process of information gathering and, first of all, 
the identification of proper and reliable sources of information are the very impor-
tant elements of this information management system. As the organization pos-
sesses the mission and vision of its operations, it is important to adequately refer 
the information processed to these very objectives of the organization. One of 
the features of the information management is the dynamics of the interactions 
of the elements of the information system. The quicker the sources are identi-
fied and then information processed as valuable, the quicker the decision may 
be taken. Therefore, this dynamics is important and instruments which may lead 
to the dynamics increase are valuable too. The information management system 
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consists of technical tools and is operated by the people, who also design and 
operate the system. People very often create the system and people deliver 
the information to the organization. The importance of information is growing and 
it is also possible to see the increasing importance of information processing effi-
ciency. Primarily, it is a matter of getting to both explicit and implicit information.

Major factors having a strong impact on innovative openness include the 
development of mechanisms for searching (Trantapoulos et al., 2017), among 
others, for sources of ideas and sources of funding (crowdsourcing, crowd-
funding). The mechanisms mentioned involve sources shared by communities, 
particularly online communities. This further indicates the great potential and 
ever-increasing impact of digitization on the processes of sharing and acquiring 
information. The Fourth Industrial Revolution, the beginning of which is dated 
to year 2000 (Górka et al., 2020) is characterized by data evolution (Big Data 
Management), data systems with cyber physical characteristics, and smart facto-
ries, manufacturing sites, among others. Systems of high-speed wireless Internet 
access, the Internet of things, autonomous cars not requiring the presence and 
supervision of a driver are being introduced, and, in a personal context, there is 
the emergence and development of social media. Important consequences that 
can be considered as a result of the development of the above include industri-
alization programs, personalization of products and services, but also a strong 
focus on services. Access to companies and their product offerings is facilitated, 
precisely because of digitalization and the ubiquitous Internet. Artificial intelli-
gence (Sharp et al., 2019) is recognized as one of the controversial socio-eco-
nomic consequences of the Fourth Industrial Revolution. A particularly interest-
ing issue is the impact of the Fourth Industrial Revolution on the development 
of non-urbanized areas, which can be considered significant. Due to the oppor-
tunities provided by the Internet, digital access to the range of products that are 
produced by agricultural producers can be facilitated. However, the examples of 
family businesses in rural areas are not widespread enough to discuss the full use 
of the opportunities created by the Fourth Industrial Revolution.

In the era of disseminating intensification of digitalization processes, it is 
also possible to see significant changes in communication systems. While in 
the previous understanding of communication, the  role of the human has 
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always been prominent, in the era of the Fourth Industrial Revolution, a new 
dimension of communication is emerging, namely machine-to-machine. Both 
the sender and the receiver of the message in a face-to-face context become 
a machine and not just a computer. It should be clarified that in the definition 
of the Internet of Things, access to a global digital communication network 
refers not only to computers but to an increasingly wide and growing spectrum 
of devices. Among them, cell phones or rather personal miniature computers 
for digital communication, including audio and visual, are considered the most 
common. Naturally, the leading source of communication is a human being, but 
the role of machines in the communication process has increased significantly. 
Remarkably, digitalization continues to advance, which authorizes the state-
ment that to an even greater extent the importance of the Internet of things, 
communication, and digitalization will affect the processes of globalization and 
the dynamics of open innovation.

Materials and Methods

Apart from the  introductory literature analysis, the  survey method has been 
applied for this study (Singleton & Straits, 1999). The research questionnaire was 
entitled “Scaling up by means of innovative solutions.” It was sent to an 82-per-
son group of people aged 20–25, interested in issues of entrepreneurial devel-
opment. Of  those invited to participate in the  study, 75 correctly completed 
the questionnaire, answering the questions posed. All questions in the ques-
tionnaire were closed questions. The choice of this method appeared sufficient 
to collect standardized data and the necessary info (Rukuni & Maziriri, 2020).

The form contained 19 questions, 17 of which were based on a 5-point Lik-
ert scale (1-completely disagree, 5-fully agree). The topics the respondents were 
asked about covered four basic blocks:

	▪ creation of new innovative concepts,
	▪ openness of the organization to cooperation with other entities,
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	▪ management of own resources at different stages of the enterprise’s 
operation (1 question without the Likert scale, indicating at which stage 
of development the enterprise should/or should not be more willing to 
provide its own resources),

	▪ inborn entrepreneurship vs. learned entrepreneurship (1 question on 
a 10-point scale, where 1 meant the view of “born entrepreneur” and 
10 meant the view of “learned entrepreneur”).

As for the  results of the  responses to the  question on the  ability to acquire 
pre-entrepreneurial skills, they were not considered for the purposes of this 
study. The choice of the target group was the result of the interests indicated by 
these people, namely the voluntary application for a course on startup devel-
opment. The survey was implemented between October 19–27, 2021 and as 
a result, 75 correct answers were obtained. The questionnaire did not ask about 
the gender of the respondents, as there was no research intention to consider 
the results of the survey depending on this factor.

Research Results

Responding to questions about whether the organization needs to use its own 
internal resources to a greater extent in conceptualizing new innovative ideas, 
the answers are inconclusive, but most respondents tend to answer in the neg-
ative (Figure 1).
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Figure 1. Opinion on the use of internal resources to conceptualize new ideas

Source: own elaboration.

Thus, using more of one’s own resources is not at all considered an effec-
tive formula for creating innovative solutions. The view presented by young 
people who express an orientation towards entrepreneurial behavior may be 
an expression of their understanding of the limitation of the innovative capac-
ity of small and even micro-enterprises. Despite the fact that the creation of 
an innovative startup, by its very nature, is the implementation of an innovative 
solution, the process of developing new concepts may not be an easy one, in 
the implementation of which their own resources, such as human, intellectual, 
among others, could be entirely sufficient.

Another issue is the question of financing innovation, which for small com-
panies is often an insurmountable barrier, which clearly indicates the need to 
reach for external financial resources.

A far more polarized view emerges from an analysis of answers to the ques-
tion on the broad scope of external sources in conceptualizing new innova-
tive ideas. As many as 66% of definitely yes and yes answers were indicated by 
those questioned in response to the legitimacy of using the broadest possible 
external source base. Interviewees thus perceive a positive dimension to broad 
cooperation with external partners. Very similar indications apply to the view 
of the global context when it comes to sources of innovative ideas. The results 
of our research prove that the global context is more important than the local 
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context, as it found supporters in 64% (Figure 3). In contrast, strong opposition 
to this view, as well as weaker negation, was indicated by a total of 17% com-
pared to 12% of respondents in the context of comparing the broad AND nar-
row external context of information sources for innovation creation. The data 
in Figure 1 provide a very clear indication of the perception of the need for 
external cooperation as broad as possible in the case of innovation activities. 
Moreover, a clear global context is perceived, which may indicate the need to 
go beyond the local environment in the case of building an organization’s com-
petitive strength.

Another interesting finding in the context of innovation is the openness of 
the organization. When asked whether the organization’s openness in the con-
text of innovation solutions is primarily related to seeking potential cooperators 
willing to pay to obtain such solutions, the vast majority answered positively 
(Figure 2) – 66%.

Figure 2. Opinion on openness to cooperation

Source: own elaboration.

Another driver which, according to the  respondents (67%), determines 
innovative openness for the sake of innovation is cooperation, the purpose of 
which is to jointly develop innovative solutions. To an even greater extent (74%), 



Tomasz Kusio, Ryszard Borowiecki, Agnieszka Rzepka, Radosław Miśkiewicz,  
Justyna Fijałkowska, Elwira Gross-Gołacka, Jozef Ristvej

67

the organization’s openness to the neighborhood is required during the imple-
mentation phase of innovative solutions. The only driver that received little 
approval from respondents was the search for funding sources. In this case, pos-
itive answers (definitely yes and yes) were expressed by only 31% in contrast to 
24% in opposition, and as many as 37% of those with no opinion on the subject. 
Thus, the search for funding sources for innovative solutions does not necessar-
ily affect the openness of the organization, according to the respondents.

Thus, in the opinion of potential startups, the greatest extent of seeking 
external support is related to the implementation of innovative solutions, to 
a lesser extent to the development of such solutions, financial issues alone are 
not as problematic for respondents.

The next chart (Figure 3) graphically summarizes opinions on the relation-
ship of innovation openness with the organization’s level of maturity, the organ-
ization’s level of globalization, and the organization’s size.

Figure 3. Opinions on the relationship of innovation openness with the organization’s level of 

maturity, the organization’s level of globalization, and the organization’s size

Source: own elaboration.

According to the prospective entrepreneurs, to the greatest extent, this con-
vergence occurs in the second case, i.e., in developing new innovative solutions, 
then it occurs to the greatest extent the more global the organization is, i.e., 
the more global the organizational environment is. As many as a total of 60% 
of respondents indicated such an opinion in their answers. 10% of all responses 
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were strongly in favor of such an opinion, while 43% agreed less strongly with 
the relationship in question. Neither the maturity of the organization nor its size, 
according to the respondents, seems to be related to the openness of the organ-
ization in the context of creating new innovative solutions. This is in line with 
the earlier opinions on the question of how an organization’s own resources and 
the use of those resources affect its level of innovation (Figure 1).

The next chart (Figure 4) shows a graphical representation of the responses 
to the question of at what stage of the organization’s development the creation 
of new, innovative solutions is the easiest.

Figure 4.  Respondents’ opinion on the  impact of the  organization’s development stage on 

the ease of creating new, innovative solutions

Source: own elaboration.

The respondents considered this phase to be the development stage of 
the organization (total responses of definitely yes and yes are 53%), followed by 
the maturity stage of the organization (total affirmative responses of 44%), and 
finally the phase of the formation of a new business entity (33% of total affirm-
ative responses). Surprisingly, in each of the three phases to which respondents 
referred to, there is a large and very similar percentage regarding the neutral 
(hard to say) response – 31 to 35%, which is basically 1/3 of the responses and 
indicates a lack of knowledge in this area.
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Figure 5 shows the respondents’ view of innovation openness in the con-
text of making one’s own resources available at three stages of an organiza-
tion’s operation: in the formation, development, and maturity stages.

Figure 5.  Respondents’ view of innovation openness in the  context of making own resources 

available at different stages of the organization’s operation

Source: own elaboration.

According to the respondents, as it is shown in Figure 5, the sharing of own 
resources at the initial stage of the company’s functioning, i.e., in the startup 
phase, should be definitely limited. This is claimed by as many as 55% of 
the respondents, while 45% believe that there should be no sharing of own 
resources at all in the later stages of the business, i.e., in the development and 
maturity phases of the company. It appears that indications of innovation clos-
edness, so to speak, are due to the need to preserve trade secrets, so that 
the potential imitation of products that will be marketed will be hindered and 
postponed. 21% of people believe that it is not appropriate to share one’s 
resources at all during the company’s development stage, and 24% believe that 
it is not appropriate to share one’s resources at all during the company’s matu-
rity stage, i.e., regular operation. For 19% of the respondents, sharing their own 
resources does not affect the similar practice of other organizations when it 
comes to the initial stage of operation. 37% have a similar opinion, but with 
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regard to the development phase, and as many as 44% relate this regularity to 
the maturity phase.

As for the view regarding the recognition of the need to share one’s own 
resources in order to gain access to the  resources of other organizations, 
the highest percentage of responses in this regard relates to the company’s 
development phase (49%), compared to comparable response percentages when 
it comes to the startup phase – 24% and the maturity phase – 27%. Respond-
ents, therefore, consider as necessary this practice of action aimed at increasing 
the relational level with other organizations, the high importance in this regard is 
assigned to the practice of openness of sharing one’s own resources.

As for the respondents’ opinion of the impact of triple helix and B2B rela-
tionships on the emergence and development of innovation concepts, direct 
communication was considered the most important (Figure 6). This was first 
within the triple helix (a total of 10%) of affirmative responses, followed by 
direct B2B relationships (55%). The emergence of innovation concepts is far less 
influenced by virtual communication, with responses within the triple helix of 
28% and within B2B communication of only 16%. Virtual communication was 
generally rated negatively in terms of its impact on the development of innova-
tion concepts – in the case of triple helix communication, negative responses 
(definitely no and no) exceeded positive ones at 32%, while within B2B, it was 
as high as 64% of total negative responses.

It can be concluded that in the formation of innovation concepts, directness 
effect, face-to-face contact, direct quicker expression of one’s own opinions 
on the proposed solutions that would carry improvement, whether product, 
process, organizational or marketing. It is also possible to relate the results of 
the survey to the post-pandemic period, or a period that qualifies as post-pan-
demic, in which the negative effects of the lack of direct relations have already 
begun to be felt. Thus, from the point of view of those interested in setting up 
startups, it is necessary to conduct direct discussions, meetings with both sci-
entific, administrative, public, and business representatives.
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Figure 6.  Respondents’ view of innovation openness in the  context of making own resources 

available at different stages of the organization’s operation

Source: own elaboration.

Conclusions

Globalization has led organizations to recognize sales opportunities beyond 
national borders, and for large companies, this means opportunities to cut 
costs, access new customers, and diversify risks (Urbański, 2021). Business with 
a transnational nature, which is identified with the global nature of the com-
pany’s operations, affects the  readiness to change in the  event of unfavora-
ble business conditions on one of the markets on which the company operates 
(Wiśniewska-Placheta, 2015). In addition, access to broader markets also implies 
an increase in the company’s innovation potential (Iqbal & Hameed, 2020).

Changes in markets also help business organizations because of innovation 
issues (Rzepka, 2023). This is due to the fact that new markets mean new sales 
opportunities for existing products. Products that are not new on the existing 
markets can be innovative on the new markets, which means new profits for 
the companies bringing them in. Therefore, the wider the geographical scope 
in the context of new markets to which products are introduced, the higher 
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the level of innovation for the company, even though the product is no longer 
innovative on its home market. From this point of view, innovation, which is 
the result of changes in, among other things, the production offer, or the sys-
tem of provision of the offer, is not only a necessity – an imperative, but also 
should be subject to appropriate dynamics – innovative intensity. Given that 
the resources of the organization are often far from sufficient to meet these 
demands, there is a need to reach for external resources to create innovation 
concepts and their implementation – open innovation.

Open innovation to a greater extent may be demanded by small enterprises 
that are in possession of fewer resources including primarily human resources, 
which are predominantly responsible for the creation of innovation concepts. 
Nevertheless, the possibility of acquiring external knowledge is also an oppor-
tunity for large enterprises to raise the dynamics of innovation. From the point 
of view of the dynamics of adaptability to changes in the environment, small 
enterprises have an  advantage over large ones. On  the  other hand, from 
the point of view of prosumerism (Rzepka et al., 2021), i.e., the participation of 
stakeholders (mainly customers) in the co-creation of value concepts – large 
enterprises, by reason of their larger number of customers, find it easier to 
acquire a greater amount of knowledge – ideas, comments, and suggestions on 
products, among other things.

Global competition takes place due, among other things, to an increase 
in the level of homogeneity of markets. Thus, competition from the local or 
regional level is more easily transferred to other markets, especially when it 
comes to offering products and services via the Internet (Miśkiewicz, 2019). 
This also promotes the perception of global competitiveness (Rzepka et al., 
2022).

The results of the questionnaire survey show that prospective entrepre-
neurs rely on external sources in the creation of innovative concepts, both in 
the broadest possible sense and by perceiving the environment in a global way 
that is consistent with Ristviej et al. (2017). It shows that the global context is, 
to some extent, a natural perspective for perceiving opportunities for start-
ups. In addition to a decidedly open-minded approach when it comes to sourc-
ing innovation concepts, the similar nature of respondents’ answers concerns 
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cooperation with external entities. Cooperation in the joint development of 
solutions, as well as their implementation, is viewed positively, also taking into 
account the issue of commercial sourcing of solutions, but not with regard to 
the search for funding. The openness of an organization is equated with its 
level of globalization. This also provides an answer to the research questions 
formulated in the introductory section of this paper. In addition, examination of 
the reflections that other researchers have carried out on the topic in question 
seems to coincide directly or indirectly with the results of the questionnaire 
study. This is because what emerges from these two sources of inference is 
the current state of perception of the functioning of startups.
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