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Abstract

The purpose of this study was to examine how Market Orientation (MO) and Learning
Orientation (LO) influence the international performance of born global firms and to enrich
the existing literature with empirical evidence from an emerging country context, Sri Lanka,
yet an inclusive research area. The findings of the study were analyzed using 225 ICT export
entrepreneurs in Sri Lanka, and the hypotheses were tested using structural equation modeling.
The findings reveal that MO and LO significantly influence the international performance of
born global firms, and further, it found that LO mediates the MO-Performance relationship,
confirming the synergistic effect. The paper then discusses the managerial implications of the
findings of the study.
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Introduction

Born global firms — “entrepreneurial start-
ups that, from or near their founding, seek to
derive a substantial proportion of their
revenue from the sale of products in
international markets” (Knight & Cavusgil,
2004, p. 124) — still a novel and emerging
phenomenon and a line of research in the
domain of international entrepreneurship.
Unlike other internationalized firms, born
global firms exhibit unique characteristics in
common, and some of those prominent
features are small in scale, entrepreneurial in
nature, follow proactive internationalization
strategy and use hybrid structures. According
to the conventional internationalization
theories, the internationalization of firms is a
gradual and incremental process. But going
against the conventional internationalization
theories, born global firms exhibit greater
and continuous success in the global market
than other internalized firms — from large
MNEs to SMEs. Despite their greater
resource constraints — mainly with tangible
resources, born global firms are rich with
intangible resources and capabilities which
are unique and distinctive that create their
competitive advantage in the global market
and lead their superior performance
(Cavusgil & Knight, 2015; Jantunen et al.,
2008; Knight & Liesch, 2016; Rialp et al.,
2005).

Various  theoretical perspectives and
empirical findings on born global firms have
highlighted the importance and the role of
firm-level  resources, capabilities and
competencies as drivers, mediators, and
moderators that influence
internationalization, superior performance
and long-term survival of born global firms
(Knight & Liesch, 2016; Moen & Servais,
2002; Oviatt & McDougall, 2005; Rialp &
Rialp, 2007). Among those resources,
capabilities and competencies, specific
orientations — mainly entrepreneurial,
business strategies and competencies play a
dominant role in the superior performance of
born global firms (Knight & Liesch, 2016).

Key orientations that emphasized in previous
scholarly works include entrepreneurial
orientations (Covin & Miller, 2014; Covin &
Slevin, 1991; Jantunen et al., 2008; Knight &
Cavusgil, 2004; Rauch et al., 2009; F. Wang
et al.,, 2018; Wiklund & Shepherd, 2005),
market orientations (Baker & Sinkula, 1999;
Charles et al., 2012; Deng & Dart, 1994;
Knight & Cavusgil, 2004; Kropp et al., 2006;
Narver & Slater, 1990; Rodriguez Cano et al.,
2004), learning orientations (Baker &
Sinkula, 1999; Calantone et al., 2002; Calisir
et al, 2013; Gabrielsson et al., 2014;
Jantunen et al., 2008; Kropp et al., 2006; C.
L. Wang, 2008), network orientations (Chun
et al., 2014; Dimitratos et al., 2012; Falahat
etal., 2018; Gabrielsson et al., 2014), growth
orientations (Nummela et al., 2005;
Sundgvist & Kuivalainen, 2009), technology
orientations (Knight & Liesch, 2016;
Masa’deh et al.,, 2018), and business
strategies include technological competency,
unique product development, quality focus,
customer focus (Knight & Cavusgil, 2004;
Knight, et al., 2004). These specific
orientations and capabilities are firm-level
intangible resources and are unique, rare, and
hard to copy, and thus, born global firms,
even in the same industry, enjoy a greater
sustainable competitive advantage that
accelerates their superior international
performance (Knight & Liesch, 2016; Mac &
Evangelista, 2016).

A significant number of scholarly works has
been conducting on born global firms for
more than two decades, but most of them are
from  well-developed and  advanced
economies, except very few from emerging
economies (Cavusgil & Khnight, 2015;
Falahat et al., 2018; Knight & Liesch, 2016).
Scholarly works on born global firms are still
evolving in the context of emerging
economies (Akoorie & Sinha, 2012; Falahat
et al., 2018; Felzensztein et al., 2015; Peiris
et al., 2012). Moreover, a great deal of
research has been emphasized the positive
influence of market orientation and learning
orientation on the performance of born global
firms, but many of those studies are
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theoretically proposed scholarly works, not
empirically tested exclusively (Baker &
Sinkula, 1999; Kropp et al., 2006; Mac &
Evangelista, 2016), particularly in emerging
country  contexts. In addition, the
interrelationship  between market and
learning orientations are least understood
(Sinkula etal., 1997). Similarly, even if many
recent scholarly works have proposed
indirect effect of learning orientation on
market ~ orientation -  performance
relationship of born global firms, empirical
investigations are not significantly visible in
the international entrepreneurship literature
(Baker & Sinkula, 1999; Keupp &
Gassmann, 2009; Knight & Liesch, 2016;
Mac & Evangelista, 2016). As Peiris, et al.,
(2012); Felzensztein, et al., (2015)
highlighted, there is a dearth of research on
born global firms from the south-east Asian
context and to best of my understanding, no
studies found in the Sri Lankan context.
Thus, despite much previous research on
market orientation, learning orientation, and
international performance of born global
firms, some questions are still unanswered.
One such appealing question is how market
and learning orientations together influence
the achievement of superior international
performance of born global firms in a more
dynamic and complex global environment.
Therefore, in addressing these gaps in the
extant literature, this study attempts to enrich
the exiting literature on born global firm
performance with empirical evidence from
an emerging country context, Sri Lanka with
special reference to Information and
Communication Technology (ICT) export
entrepreneurs in which it facilitates to re-
validate the existing theories and models in a
completely new context. In particular, this
study attempts to extend the existing
knowledge on born global performance from
emerging markets by examining the direct
effect of market and learning orientation on
the international performance of born global
firms and the indirect effect of learning
orientation on the  MO-Performance
relationship.

Sri Lanka, in particular ICT Industry, was
chosen as the study context due to several
important factors. First, Sri Lanka is one of
the booming emerging economies in the
south-east Asian region that is completely
different from well-developed and advanced
economies in terms of economic, social,
political, and business stability, environment,
and characteristics. Second, Sri Lanka has
increasingly been recognized as one of the
fast-growing and emerging outsourcing
destinations for ICT industry in the Asian
region. Moreover, Sri Lanka ranks among the
top five emerging countries with a sound
business climate and is the 4th largest export
earners in the ICT industry with more than 95
percent value addition (Export development
Board of Sri Lanka, 2011). Third, ICT export
entrepreneurs in Sri Lanka exhibit exactly the
born global characteristics (Herath &
Karunaratne, 2015). Thus, ICT industry in
Sri Lanka has been recognized as a promising
services export sector, having a greater
potential growth and a greater possibility of
expanding the market share. Hence, both
Central Bank of Sri Lanka and Export
Development Board (EDB) have identified
the ICT sector as one of seven key sectors,
contributing more than 3.3 percent to the total
export. But those ICT export entrepreneurs in
Sri Lanka are not performing well as
expected and far below the expected growth
rates, and the industry growth is gradually
declining since 2011. While some ICT export
entrepreneurs achieve superior performance
in the global market, some fail. Various
obstacles, difficulties and other resource
constraints encountered in the external
environment may not be the sole reason for
their failure, and these are, however, short-
term and temporal. Under this vein, what
actually drives ICT born global firms to their
superior performance in the international
market was the puzzle and the motive for this
study. The research problem of the study was
developed under this scenario, and in
conceptualizing, the study hypothesized that
a firm’s market orientation and learning
orientation are the most decisive factors
influencing the superior international
performance of born global firms.

Kelaniya Journal of Management | 2021 | Vol. 10 | Issue 02 | Page 174


https://creativecommons.org/licenses/by/4.0/

Herath, H.M.T.S., KIM, 2021, 10 (02)

Based on the resource-based view, this study
aims to examine the influence of two main
specific orientations — market orientation and
learning orientation — on the international
performance of born global firms in the
context of Sri Lanka with special reference to
ICT industry. The potential contribution of
this study is significant. First, this study
advances the existing knowledge on market
orientation, learning orientation and born
global performance from the emerging
country context that fills a greater room in the
international entrepreneurship field. Second,
this study brings empirical evidence from an
emerging economy to provide a new insight
into analyzing the relationship among market
orientation, learning  orientation  and
international performance of born global
firms — considering both direct and indirect
impacts. Third, the findings of this study help
export entrepreneurs on how they could
enhance their competitive advantage and
international performance in the long run
through these specific orientations.

The next section will discuss the theoretical
background of this study — the resource-
based view and subsequently the
conceptualization and hypotheses
development, research methods, data
analysis and results, discussion, managerial
implications, and finally, the study
limitations with future research directions.

Theoretical Perspective — The
Resource-based View

The main research question of this study
attempted to answer is how market
orientation and learning orientation together
influence to enhance the superior
international performance of born global
firms. The resource-based view provides the
necessary theoretical support to identify the
interrelationship  between market and
learning orientations and to conceptualize the
impact of market and learning orientation on
the international performance of born global
firms. Resource-based view arose as a main
challenger to the conventional stages theories

of internationalization and still remains as
one of the prominent and widely used
theoretical perspectives in understanding the
international entrepreneurship phenomenon
(Peiris et al., 2012). The resource-based view
is connected with the competitive advantage
of international firms rather than export
firms. Basically, this theoretical framework
emphasizes the importance of firm-specific
resources and capabilities in generating and
maintaining sustainable competitive
advantage, which allows a firm to earn above
normal economic profits (Rialp & Rialp,
2007). Thus, resource-based view stresses
the usefulness of analyzing the firm from the
side of resources rather than the product side
(Wernerfelt, 1984), which is the main focus
of the traditional internationalization theories
of the firm. The resource-based view
suggests that firms in the same industry
perform differently because they differ in
their resources and capabilities and these
differences may be long-lasting (Barney,
1991). Thus, the main assumption behind the
resource-based view is that resources are
heterogeneously distributed among firms in
the same industry. Thus, by identifying
specific sources of sustained competitive
advantage, the resource-based view offers a
sound understanding of why some firms can
consistently outperform their rivals in the
marketplace (Rialp & Rialp, 2007). Thus,
with the theoretical support of the resource-
based view and the available literature, it is
justifiable to build the argument that strong
market orientation and learning orientation of
born global firms leads them their superior
performance and long-term survival in the
international market.

Conceptualization and Hypotheses
Development

International Performance of Born Global
Firms

International performance of born global
firms is the recent focus in relating to born
global studies. Recent studies greatly concern
the decisive factors in the performance of
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these firms. Based on various theoretical
perspectives, extant literature provides many
different approaches to examine firm
performance and has used many different
factors at different levels to determine firm
performance. According to Covin & Slevin
(1991), all these antecedents can be
categorized into three broader categories of;:
internal variables, external variables and
strategic variables. Internal variables of
performance have received a great deal of
attention in the available literature. Internal
variables refer to the internal environment of
a firm. According to Covin & Slevin (1991),
these internal variables can be broadly
categorized into four as top management
values and philosophies, organizational
resources and competencies, organizational
culture, and organizational structure.
Strategic  variables represent strategic
competencies and refer to the managerial
skills needed for managers in performing key
strategic functions of a firm (Knight, 2001).
Strategic variables include a firm’s mission
strategies and its business practices and
tactics. The external variables refer to the
external environment of a firm. Thus,
external variables include all factors external
to the firm and are affected by several macro
variables such as economic, socio-cultural,
political, legal, and technological forces. The
conditions and changes of these factors
influence the firm’s operations and,
ultimately, its performance. According to
Lumpkin & Dess (1996), external
environment factors can be broadly
categorized into  four: environmental
dynamism, environmental munificence,
environmental complexity and industry
characteristics.

However, the available literature on the
drivers of born global international
performance is limited. Many of these drivers
are entrepreneurial. According to the meta-
analysis of over 179 articles done by Keupp
& Gassmann (2009), they categorized all
antecedents of born global performance into
four broader categories; personal level, firm-
level, industry level, and country level.

antecedents include the
socio-cognitive
properties and managers’ demographic
factors. Mostly ~ studied  firm-level
antecedents include organizational culture
and orientations, business  strategies,
organizational learning, R&D intensity,
market share and size, resources and
capabilities, firm ownership, advertising
intensity, and international experience.
Variables such as inter-firm networks,
foreign and domestic industry structure,
government policy, and industry competition
represent the industry level antecedents.
Finally, country-level antecedents include
the factors of cultural distance and host
country issues. However, as Keupp &
Gassmann (2009) found in their study, the
mostly studied antecedent of performance of
born global firms are socio-cognitive factors
at the individual level and patterns and
degrees of internationalization at the firm
level.

level
of managers’

Personal
variables

In summary, internal variables tend to record
a direct relationship with the international
performance of born global firms in many
research studies conducted. While some
studies found a direct relationship with the
international performance of born global
firms with regard to external variables and
strategic variables, others reported an indirect
relationship in the form of either moderators
or mediators.

Market Orientation

Market  orientation has long been
acknowledging as a significant driver of
performance, leading a business for its long-
term success (Cano et al., 2004). A firm with
a strong market orientation has a higher
likelihood of creating a sustainable
competitive advantage, and thus, market
orientation has synergistic effects on
performance (Baker & Sinkula, 1999;
Charlesetal., 2012; Deng & Dart, 1994; Mac
& Evangelista, 2016). Any business firm,
aiming at consistent abnormal business
performances, should focus on sustainable
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competitive advantage that can only gain by
creating sustainable superior value for its
customers, meeting customer satisfaction
beyond their expectations (Narver & Slater,
1990). As Narver & Slater (1990), market
orientation is a firm-level phenomenon rather
than a firm-level resource, embedded in
organizational culture. Thus, it enables firms
to be alert on customer needs, expectations,
changes, competitor actions and reactions
and business and environmental changes.
Such an alert on various stakeholders is a
must for firms operating in the international
market, especially the resource-constrained
small firms — the born global firms, mainly
because they do not have close, continuous,
and physical contacts with their customers
(Baker & Sinkula, 1999; Mac & Evangelista,
2016). Thus, as these scholars recommend,
born global firms need to develop a strong
market orientation within their organizational
culture to find their competitive advantage
for the long-term survival.

The existing literature provides several
different definitions and conceptualizations
of market orientation. But all have a common
focus on customers, competitors, information
acquisition, information dissemination, and
responsiveness (Baker & Sinkula, 1999).
These definitions suggest that market
orientation is not just a discrete phenomenon
but is continuous. Narver & Slater (1990)
define  market orientation as  “the
organization-culture that most effectively
and efficiently creates the necessary
behaviour for the creation of superior value
for buyers and thus continuous superior
performance for the business” (p. 21). Market
orientation is not just acquiring information
from their customers and other channels
regarding their needs and preferences, but
more than that (Kohli & Jaworski, 1990).
Thus, market-oriented firms acquire,
disseminate and respond to information
through customers, competitors and various
other channels to offer a superior value for
their customers than their competitors.
Following Narver and Slater (1990),
international market orientation could be

operationalized in terms of organizational
culture, and it comprises of three elements:
international customer orientation,
international competitor orientation, and
inter-functional coordination. While
customer  Orientation and competitor
orientation refer to all the activities relating
to obtaining information about the firm’s
customers and competitors in the target
market and disseminating them throughout
the firm, inter-functional coordination
engages with all the efforts of coordinating
firm’s resources to create a superior value for
the customers (Narver & Slater, 1990).
Narver & Slater’s approach to market
orientation provides relatively more variance
in explaining business performance. Because
MKTOR scale, developed by Narver &
Slater (1990), captures the different aspects
of market orientation which has a direct link
to performance than other conceptualizations
of market orientation.

Even though market orientation has been
comprehensively conceptualized, a very few
studies have been conducted in the
international  entrepreneurship ~ domain
(Dimitratos & Plakoyiannaki, 2003). Despite
few studies finding a negative or no
relationship, most studies have found a
significant and positive relationship between
market orientation and the international
performance (Abbu & Gopalakrishna, 2019;
Baker & Sinkula, 1999; Hartsfield et al.,
2008; Jaworski & Kohli, 1993; Kropp et al.,
2006; Mac & Evangelista, 2016; Narver &
Slater, 1990; Rodriguez Cano et al., 2004;
Slater & Narver, 1995). Accordingly, this
study hypothesizes,

H1: Market Orientation (MO) is positively
related to the international performance of
born global firms.

Learning Orientation (LO)

International learning orientation refers to the
proclivity of the firm to acquire intelligence
on foreign markets and make use of it to its
maximum (Gabrielsson et al., 2014). Baker
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& Sinkula (1999) define learning orientation
as an organizational characteristic that affects
higher-order learning (i.e., a firm’s
propensity to value generative and double-
loop learning). According to Jantunen et al.
(2008), learning orientation is not just
acquiring knowledge from customers and
competitors. Thus, it refers to acquiring,
creating and transferring knowledge, and
challenging existing values and norms to
reproduce new knowledge and insights for
new value acquisition (Wang, 2008). Like
market orientation, learning orientation is
also a key aspect of organizational culture
and is a firm-level resource that enhances the
firm’s sustained competitive advantage
(Long, 2013). Thus, imitating the learning
orientation of a firm finds difficult as learning
orientation is attached with firm-specific
knowledge creation and sharing, which
happen internally to the firm. Learning
orientation of a firm offers numerous
benefits, first; learning orientation of a firm
is one of the key components of its strategic
renewal, second; organizational learning
connects the firm and its environment, third,;
learning is forward-looking, learning
orientation assists firm to keep close
relationships with its stakeholders, including
customers, suppliers, competitors,
employees, and fifth, learning orientation
plays a dominant role in opportunity
recognition (Kropp et al., 2006). On the other
hand, the performance of a firm reflects the
effectiveness and efficiency of its learning

process. Thus, firm performance and
organizational learning depends on one
another.

Organizational learning is a higher-order
construct (Baker & Sinkula, 1999). To date
still, there is no one agreement upon how to
conceptualize learning orientation. The
conceptualization of learning orientation is
based on two approaches: one focuses on
knowledge acquisition and the other on value
acquisition (C. L. Wang, 2008). As she
further pointed out, these two approaches to
learning  orientation should not be
investigated in isolation, and the combination

of both aspects is preferable. Thus, different
authors have conceptualized learning
orientation from different perspectives.
Sinkula, et al. (1997) operationalize learning
orientation from three aspects: commitment
to learning, shared vision and open
mindedness. According to Sinkula et al.
(1997), commitment to learning refers to the
extent to which a firm places value on
learning and promotes a learning culture
within the firm. This will eventually create a
learning climate. Open-mindedness refers to
the extent to which a firm “proactively
question long-held routines, assumptions and
beliefs and is linked to the notion of
unlearning” (Sinkula et al., 1997, p. 309).
Further to them, unlearning is central to
organizational change, and open-mindedness
is an organizational value that facilitates
unlearning efforts to transpire. Therefore,
firms should always go beyond not just
depending on learning from their past
successes and failures. These past learning
experiences, information embedded in their
long-held routines and processes may no
longer hold true when the external
environment changes (Wang, 2008). Thus,
open-minded firms critically evaluate their
traditional operational routines and seek new
ways of looking at them (Calantone et al.,
2002). Third, shared vision refers to deeply
shared goals and missions which direct
organizational employees to work toward a
common goal and give them a sense of
destiny (Sinkula et al., 1997). Shared vision
influences the direction of the learning
process and thus, it is different from other the
two aspects of commitment to learning and
open-mindedness  which influence the
intensity of learning (Sinkula et al., 1997). A
clear direction for learning leads to
increasing the strength of the firm and to
enhance quality of learning (Calantone et al.,
2002). Thus, “without a shared vision,
individuals are less likely to know what
organizational expectations exist, what
outcomes to measure, or what theories in use
are in operations” (Sinkula et al., 1997, p.
309).
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Learning orientation is essential for
internationalized firms in two ways: first to
identify opportunities in foreign markets and
second for the growth and long-term success
of internationalized firms (Dimitratos et al.,
2012). According to (Autio et al., 2000) Born
global firms are characterized by the feature
of “learning advantage of newness”. Extant
literature has found that learning orientation
is positively related to product innovation
performance (Alegre & Chiva, 2008; Baker
& Sinkula, 1999; Calisir et al., 2013), new-
product success, capability development and
long term firm performance (Alegre & Chiva,
2008; Calantone et al., 2002; Calisir et al.,
2013; Jantunen et al., 2008; Kropp et al.,
2006; Real et al., 2014). But, unexpectedly,
studies investigating the role of learning
orientation in the international performance
are significantly scarce in extant literature.

With the essential role of international
learning orientation, a key aspect of
organizational culture, this study, therefore,
proposes the following hypothesis.

H2: Learning Orientation (LO) is positively
related to the international performance of
born global firms

Mediating effect of learning orientation

Discussion on the indirect effect of learning
orientation either as a moderator or a
mediator on  market orientation -
performance  relationship  has  been
acknowledged in previous scholarly works,
but least understood area of research (Baker
& Sinkula, 1999; Keupp & Gassmann, 2009;
Knight & Liesch, 2016; Mac & Evangelista,
2016). Moreover, many studies are
theoretically proposed research but not
empirically tested. The indirect effect of
learning orientation, together with market
orientation, is more synergistic than its direct
effect (Abbu & Gopalakrishna, 2019; Ahmed
et al., 2018; Baker & Sinkula, 1999).
According to Baker & Sinkula (1999),
learning orientation is a significant facilitator
of firms’ competitive advantage and the

unique orientation that characterizes
inimitability. Thus, the orientation through
learning is inimitable and synergistic on
accelerating firm performances than their
direct effects.

Market orientation, as postulated in previous
research works, largely depends on firms’
learning orientation and is thus less effective
if it fails to combine with learning orientation
(Sinkula, et al., 1997). Strong market
orientation brings useful learning
opportunities for firms as it facilitates
scanning the market environment and every
stakeholder of a firm, representing different
market forces, is a good source for learning
(Ahmed, et al., 2018). Further to them, the
process of knowledge acquisition on
customers and competitors, knowledge
dissemination and processing by means of
market orientation is the key to learning
orientation. Market orientation together with
learning orientation encourage every
employee in the firm to be alert, accumulate
and disseminate market information and be
responsible for necessary changes and
improvements. Thus, market orientation is a
source of learning orientation rather than its
isolated impact on firm performance of born
global firms (Ahmed et al., 2018; Baker &
Sinkula, 1999; Day, 1994). Though not
inclusive, several studies have empirically
examined the synergetic effect of market
orientation and learning orientation on
international performance and other outcome
variables  of  firm  growth,  firm
innovativeness, for example, (Ahmed et al.,
2018; Day, 1994; Farrell, 2000; Kasim et al.,
2018; Liu et al., 2002; Mac & Evangelista,
2016).

Therefore, it is hypothesized that,

H3: Learning orientation mediates the
relationship between market orientation and
the international performance of born global
firms.
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Figure 01: Conceptual Framework: MO-LO-Performance Relationship

Research Design
Sampling and Data Collection

Hypotheses testing was chosen as the
research strategy that employed survey
approach. The unit of analysis was firm-level
and a structured questionnaire was utilized
for primary data collection. The sample of the
study comprises 225 ICT  export
entrepreneurial firms in Sri Lanka. Due to the
unavailability of a single-up-to-date sample
frame, the study used the database of Export
Development Board of Sri Lanka (EDB), the
only officially available database, as the
target population. At the time of the survey
conducted, 600 ICT export entrepreneurial
firms had registered with the EDB, but only
80% of them were active in their businesses.
Utilizing the total population sampling
technique, out of all active 480 firms reached
by the telephone, only 225 agreed to
participate in the survey, representing 47% of
the response rate. The respondents were
informed of the importance of this research to
academic and business community and were

assured of confidentiality of their responses.
The majority of the respondents was owner-
managers of the firm, but for a few cases, one
of the senior managers of the firm
participated in the survey. Initially, the
survey questionnaire was emailed to all
respondents before the interview with the
purpose of saving time and easiness for both
the respondents and the researcher. In
collecting data for the questionnaire, a face-
to-face interview could be held with more
than 75% of respondents and for the rest, it
was a telephone interview. This method was
appropriate as the questionnaire was mailed
earlier and quite simple and short. As an
advantage of the interview method, no
missing values were reported. A maximum of
15 to 20 minutes was taken to complete the
questionnaire. In order to assess the response
bias, the study compared the responses of the
main variables from a sample (n = 25) of the
earliest responding to those of a sample (n =
25) of the latest responding firms and no
significant difference was reported in their
mean values. Thus, response bias is not
expected to affect the study results
significantly. Table 1 shows the profile of the
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study sample summarized in terms of the
main born global characteristics of time of
internationalization, scale of

internationalization, scope of
internationalization, age of the firm and no of
employees.

Table 01: Profile of the Sample

Firm Characteristic %
Size (No. of Employees) < 50 employees 76
Age During the period: 1990-2010 76
Time taken to internationalization  Since inception 68
Scale of internationalization Average export sales to total sales 50

Scope of internationalization
Source: Author’s Work

Measurements

The scales used in the study were obtained
from previous scholarly works. Market
orientation was measured using seven items
adapted from the original MKTOR scale
developed by (Narver & Slater, 1990). The
seven-point Likert scale was used as
originally proposed that ranges from 1
(Strongly Disagree) to 7 (Strongly Agree).
The construct consists of three dimensions of
customer orientation, competitor orientation
and inter-functional coordination and four,
three and three items were respectively used
to measure each of these dimensions. In
testing hypotheses, a higher-order construct
of international market orientation was
considered.

In measuring learning orientation, LO scale
developed by (Sinkula et al., 1997) was
utilized and 7 items were used. A seven-point
Likert scale was used to measure the learning
orientation anchored at 1 for strongly
disagree and 7 for strongly agree. Learning
orientation consists of three dimensions of
commitment to learning measured using four
items, shared vision and open-mindedness
were measured by using three items each.
Like market orientation, learning orientation
was considered as a higher-order construct
for data analysis purposes.

Maximum of 12 markets and on average 4 markets

Though there are several different
approaches to measure the international
performance of born global firms, this study
utilized the subjective approach that is the
recent trend in entrepreneurship (Jantunen et
al., 2008). Thus, this study measured the
international performance of born global
firms in terms of sales volume, market share,
profitability and overall satisfaction, which
was measured with a seven-point likert scale.
The study used the original scale developed
by (Knight & Cavusgil, 2004) and measured
it as a first-order construct.

Data Analysis

The study used both descriptive and
inferential statistics for data analysis
purposes. Descriptive analysis was mainly
used to describe the socio-demographic
characteristics of the sample of the study. In
the descriptive analysis, frequencies, means,
standard deviations skewness and kurtosis
were used as univariate coefficients to
measure the distribution, central tendency
and dispersion of data included in the
analysis. Correlation coefficients — the
bivariate statistic — were produced to
examine the relationships between two
variables.  Multivariate  analysis  was
employed to analyze hypotheses and test the
hypothesized dependency relationships of the
conceptual model of the study (Hair Jr., et al.,
2009). Structural equation modeling (SEM)
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was performed as the main statistical
technique for this analysis purpose of the
study. Multivariate analysis in SEM involves
two steps: (1). assessing the measurement
model through confirmatory factor analysis
to assess how well-observed variables
present the underlying latent constructs, (2).
Assessing both the direct and indirect effects
of dependency the relationships between
market orientation, learning orientation and
international performance of born global
firms. The software packages of SPSS 20.0
and AMOS 23 version were utilized for data
analysis purposes.

Prior to the multivariate analysis, the data set
was tested for its goodness and to confirm the
non-violation of multivariate assumptions.
For this purpose, four main tests were carried
out: (1). Testing for unidimensionality, (2).
Testing for normality, (3). Testing for
multicollinearity, and (4). Testing for
homoscedasticity. In testing
unidimensionality, Cronbach’s alpha and
confirmatory factor analysis were carried out.
Normality was tested through both graphical
and statistical analysis. Thus, the study used
normal probability plots (Q-Q plots) and
skewness and kurtosis statistics in this regard
as recommended by (Hair 2010; Sekaran,
2016). Non- violation of multicollinearity

assumption was tested through tolerance and
the VIF value. And finally, scatterplot and
boxplots were used to test non-violation of
homoscedasticity. And the results confirm
the non-violation of these assumptions.

Analysis and Results
Descriptive Statistics

Descriptive statistics provides a summary of
the mean value, standard deviation and the
correlation coefficient for all three constructs
of market orientation, learning orientation
and international performance. As table 2
reports, the mean value of all constructs is
higher than 0.52 on a seven-point scale and
while the international performance (5.98)
reports the highest mean value, market
orientation scores the lowest (5.79). For
standard deviation, international
performance reports the highest (0.62) and
learning orientation, the lowest (0.52).
Further, all independent variables yield a low
correlation between two variables and are
significant at a 99% of the confidence level.
Thus, the results show significantly low
inter-correlation among the independent
variables, and all are well below the critical
value of 0.8.

Table 02: Mean, Standard Deviation and Pearson Correlation of the Constructs

Mean SD MO LO IP
Market Orientation 5.79 0.58 1
Learning Orientation 5.84 0.52 0.423** 1
International Performance 5.98 0.62 0.782**  0.759** 1

**Correlation is significant at the 0.01 level (2-tailed)

Source: Author’s Work

Confirmatory Factor Analysis

At the first stage of the SEM, the
confirmatory factor analysis (CFA) was
conducted to confirm reliability and validity
evidence in the study context — an emerging
economy — that is completely different from
the original study contexts and to assess the
overall model fit of the measurement model.

The model achieved the adequate fit with the
absolute fit indices: GFI = 0.903, RMSEA =
0.032; incremental indices: CFI = 0.980, NFI
= 0.900 and parsimony indices: PCFI =
0.863, PNFI = 0.792 and all indices are well
above the respective accepted levels.

Reliability was assessed through standard
factor loadings (FL) and composite reliability
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(CR). As shown in Table 3, all standard
factor loadings of each construct are well
above the recommended cut-off value of 0.7
as suggested by (Hair 2010). Further, since
all CR values exceed 0.7, it confirms the

internal consistency among the latent
constructs measured using different observed
variables. Thus, the research instrument is of
good reliability.

Table 03: Standard Factor Loadings, Average Variance Extracted and Composite
Reliability of the Constructs of the Measurement Model

MO LO IP

Customer Orientation 0.839

Competitor Orientation 0.846

Inter-functional Coordination 0.775

Commitment to Learning 0.737

Shared Vision 0.856

Open Mindedness 0.825

Market Share 0.773
Sales Growth 0.793
Profitability 0.807
Overall Performance 0.765
AVE 0.673 0.653 0.615
CR 0.861 0.849 0.865

Source: Author’s Work

In assessing the construct validity of the
research instrument, convergent validity and
discriminant validity were performed. The
average variance extracted (AVE) and CR
were used to measure the convergent validity
and as Hair (2010) recommends, AVE
exceeds the accepted cut-off value of 0.5 and
CR is above 0.7 as shown in table 3. Table 4

reports the estimates of Farnell- Larcker
criterion. All square roots AVE estimates are
greater than the corresponding standardized
correlation coefficients. All diagonal values
in bold represent the square root estimates of
AVE. Thus, it confirms the discriminant

validity of the constructs.

Table 04: Farnell-Larceker Criterion Estimates for Discriminant Validity

MO LO IP
MO 0.820
LO 0.421 0.808
IP 0.783 0.758 0.784

Source: Author’s Work
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Hypotheses Testing

Since the initial full measurement model was
accepted without modifications structural
model was analyzed for hypotheses testing.
The structural model, first, assessed the direct
relationship ~ between  exogenous and
endogenous variables (Mo — Performance
relationship) to test H1 and H2 and
subsequently, the mediating effect of
learning orientation on MO — Performance
relationship in testing H3. The model fit
indices report no differences with the CFA.

The summary of the results of the path
analysis is presented in table 5. Three
hypotheses were established and all three
hypotheses from H1 to H3 were supported as

expected with significant p  values
(***p<0.01). Thus, acceptance of H1 and H2
indicates that both market orientation and
learning  orientation  positively  and
significantly influences the international
performance of born global firms and
confirms the positive direct effect. In testing
the mediation effect of learning orientation,
bootstrapping the indirect effect was
performed. In supporting H3, it confirms
both the direct effect ().561, p<0.000) and the
indirect effect (0.221, p<0.000) of learning
orientation on the  MO-Performance
relationship is significant. Since the direct
effect of market orientation on international
performance is significant, the indirect
impact of learning orientation has a partial
mediation effect on this relationship.

Table 05: The Summary of the Direct and Indirect Effect of MO and LO

H Hypothesized Path p Hypothesis Mediation
Relationship Coefficient  Vvalues Results Decision
H1 MO IP 0.561 Fxk Supported -
H2 LO IP 0.522 Fxk Supported -
H3 MO LO IP 0.221 Fokk Supported Partial
Mediation
Source: Author’s Work
Discussion positive  relationship  between  market
) _ orientation, learning orientation and the
The res_ults _of this stu_dy provide a new international performance of born global
standpoint in addressing a recent and firms, for example, (Abbu & Gopalakrishna,
intriguing question about the 2019; Alegre & Chiva, 2008; Baker &

interrelationship between the two important
organizational  resources  of  market
orientation, and learning orientation in an
emerging context, Sri Lanka. Thus, the study
attempted to investigate how the synergistic
effect of market orientation and learning
orientation  together  influence  the
international performance of born global
firms. As the study found, both market
orientation and learning orientation are
significant drivers in predicting the
international performance of born global
firms. In supporting the findings of previous
scholarly works that found significant

Sinkula, 1999; Calantone et al., 2002; Calisir
etal., 2013; Jantunen et al., 2008; Jaworski &
Kohli, 1993; Kropp et al., 2006, 2006; Mac
& Evangelista, 2016; Narver & Slater, 1990;
Real et al., 2014; Rodriguez Cano et al.,
2004), this study re-confirms the said
relationships in completely a new study
context —an emerging economy of Sri Lanka.
The findings of the study further, enrich the
existing literature regarding the simultaneous
effect and the relative importance of market
and learning orientations on international
performance as most of the previous
scholarly works examined these two
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orientations either separately or only the
direct effects. As per the findings on path
coefficient values, market orientation (f =
0.561) has a greater influence the
international performance of born global
firms than their learning orientation (f =
0.522) and the study suggests that the
influence of market orientation is higher than
that of the influence of learning orientation.
However, the magnitude of these dependency
relationships may vary when the conceptual
model is tested in a different study context
other than the ICT export entrepreneurial
firms in Sri Lanka.

Regarding the mediation effect of learning
orientation on MO—Performance
relationship, in consistent of previous
findings of Ahmed et al., 2018; Day, 1994;
Farrell, 2000; Kasim et al., 2018; Liu et al.,
2002; Mac & Evangelista, 2016), this study
found that learning orientation mediates the
relationship between market orientation and
international performance of born global
firms. Though the indirect effect is
significant it is not synergistic as expected.
Because the indirect effect of learning
orientation on MO—Performance relationship
reports just a partial mediation, and its
magnitude effect (B = 0.221) is less than the
direct effects. In conclusion, both market
orientation and learning orientation are
essential ~ significant  drivers of the
international performance of born global
firms. These firms see market and learning
orientations as essential strategies to
overcome their resource constraints and
create sustainable competitive advantage in
highly ~ competitive and uncertain
international market. Therefore, practicing a
market-oriented learning culture within a
firm always provides a competitive
advantage for born global firms, ultimately
leading to superior long-term performance.
Market orientation is essential for a born
global firm in two ways: first, to increase the
profitability of the firm and second, for long-
term success and survival of the firm (Slater
& Narver, 1995). The positive learning
climate of a firm leads not only to enhance
long-term firm performance but also other

positive outcomes of product innovation and
development, capability development, and
new product success. According to Autio et
al. (2000), born global firms are
characterized by the feature of “learning
advantage of newness”. Thus, learning
orientation is essential for internationalized
firms in two ways: first to identify
opportunities in foreign markets and the
second for growth and the long-term success
of internationalized firms. Also, international
learning orientation facilitates to generate
new resources and skills required for the
superior international firm performance of
those firms. Therefore, managers in born
global firms should encourage employees to
effectively utilize company time to pursue
new knowledge even though it may not
directly come under their immediate scope of
work.

Managerial Implications

The findings of this study reveal the
importance of market and learning
orientations as essential organizational
resources for resource-constraint born global
firms to  accelerate  their  superior
international performance. Born global firms
that operate extremely in a dynamic and
complex business environment should,
therefore, recognize the vital role of market
and learning orientation as essential strategic
orientations that facilitate them to seek their
sustainable competitive advantage that
ultimately ~ enhances  their  superior
international performance. Therefore, born
global firms should capitalize on and develop
market and learning capabilities to support
further and refine their international
strategies. As well, born global firms need to
establish a market-oriented learning culture
within their firms that facilitate them to
strategically overcome resource constraints,
identify international opportunities, enhance
profitability, and for long-term success.
Market orientation, and learning orientation
are essential managerial skills and
capabilities that must be supported by certain
firm-level conditions which facilitate
organizational learning. Get receive the
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maximum benefit of synergistic effect of
market and learning orientations, born global
firms, therefore, should come up with
innovative ways and ideas to respond to
changes and to establish possible market
strategies through implicit learning, creative
learning, learning by action and learning by
trial and error. As well, implementing a
proper mechanism for knowledge acquisition
on customers and competitors, knowledge
dissemination and processing by means of
market orientation is essential for learning
orientation. A combined effort of market
orientation together with learning orientation
encourages all employees in the firm to be
alert, accumulate and disseminate market
information and be responsible for necessary
changes and improvements.

Limitations and Future Research

Directions

The results of this study should be taken in
light of some limitations that might influence
the generalizability of the study findings.
First, the sample was drawn from a particular
industry — ICT export entrepreneurs in Sri
Lanka, limiting to a particular segment may
not truly represent all born global firms in Sri
Lanka. However, to my best knowledge,
available information on born global firms in
the Sri Lankan context is yet unknown. As
well, since the study population is unknown,
a reliable sample couldn’t be drawn. There is
no single up-to-date official database
regarding the ICT export entrepreneurs in Sri
Lanka and hence, the study faced several
difficulties in preparing complete
information of sample frame. Therefore, the
study used the only available database of
EDB for this study purpose. This may impact
generalizing the findings of this study.

Second, this study investigated in a
developing country context, Sri Lanka which
has greater economic, political and social
instability. As such, these results may change
when applied to other contexts where the
business, economic, political and social
environment is more stable. And also, same
is true when findings are applied to several

other industries other than ICT industry.
There are many avenues of expanding this
research model into several different study
settings and sample settings for future
research Third, this study examined the role
of market and learning orientations in the
international performance of born global
firms, using cross-sectional data. It is worth
to examining the role of market and learning
orientation in predictors like international
growth, firm innovation. This line of research
also lacks more longitudinal studies that may
appropriately explain the performance and
growth of firms.
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