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Abstract 

Companies operating in emerging markets face highly turbulent and complex environments. 

Russia is no exception; the firms acting on the Russian market perform in the conditions of 

economic instability, energy export dependence, state bureaucratic constraints and unfair 

competition from the part of oligarchic groups. However, despite all these challenges, more 

and more private owned companies manage to enjoy high growth and margins. A critical 

group of firms are the so-called high-growth private companies. These firms arouse special 

interest since they are believed to be main growth generators and, particularly in Russia, could 

become a key to new economic growth model. Operating in a highly turbulent Russian market 

requires companies to adopt and continually develop their strategies to quickly changing 

conditions in order to sustain growth and stay competitive in the long term. This can be 

achieved with the help of dynamic capabilities which serve as one of the sources of 

sustainable competitive advantage. However, there is a lack of research on Russian high-

growth private companies and their growth strategies, even in Russian academic circles. The 

purpose of this study is to explain the sustainability of growth strategy by describing the 

linkages between Russian high-growth private companies’ dynamic capabilities, choice of 

growth strategy and sustainability of this growth strategy. This was studied through a 

qualitative multiple-case study of five Russian high-growth private companies within the IT-

industry, which is one of the most rapidly developing industries in Russia. Interviews with 

CEOs and managers of the companies together with secondary data represent the gathered 

empirical data. Key issues such as companies’ dynamic capabilities, growth strategies, 

competitive advantages as well as the sustainability of companies’ strategies were analysed 

based on the empirical data. The results of the study indicate that the sustainability of 

company’s growth strategy depends on (1) combination of different strategic scopes (2) 

growth strategy foundation on company’s dynamic capabilities (3) sustainability of 

competitive advantage it provides (4) successful management of all the interconnected 

dimensions of growth. All five case companies possess sustainable competitive advantages 

and pursue sustainable growth strategies with a number of potential weaknesses. The study 

contributes to the knowledge of Russian high-growth private companies and their growth 

strategies as well as sustainability of growth strategies. Finally, we make recommendations 

for the case companies based on the results. Companies can sustain growth by building new 

competences and making certain changes to the existing strategies.  

Keywords: dynamic capabilities, growth strategies, sustainable growth, competitive 

advantage, high-growth companies, IT-industry, Russia. 
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1.  Introduction 

The introductory chapter is designed to describe the initial prerequisites of the research: the 

topic, problem discussion, research questions and purpose. 

The topic of the research is dynamic capabilities and sustainability of growth strategies of 

high-growth private companies in Russia.  

1.1. The object of study 

By the object of study we imply Russian high-growth private companies which are those 

companies whose sales figures have been growing at least 10% three or more years in a row 

and which are incorporated in Russia and are operating in the Russian market.  

Highly turbulent and complex environment in emerging markets creates unique conditions for 

companies’ growth (Jansson, 2007). Most of the typical features of emerging markets, 

mentioned by Jansson (2007) can pertain to Russia. Despite the executed liberalization and 

structural reforms, the efforts in transition towards market economy, economic growth since 

1999, the economic situation remains complex even in 2014. Pressure of political instabilities, 

currency fluctuations, cheap import and energy export dependence, state bureaucratic 

constraints rooted deeply in post-socialistic society, unfair competition from the part of 

oligarchic groups and “shade economy” are mostly attributable to country’s characteristics as 

an emerging market (Yudanov, 2008; Gevorkyan, 2013). All these pressures create vast 

challenges for Russian companies to grow.  

However, some of them have found their ways to enjoy high growth and margins. Although, 

some companies are publicly owned or are run by the oligarchic elite, more and more 

entrepreneurial, private owned successful companies appear in the market or even create their 

own markets (Gevorkyan, 2013). 

1.2. Reasons for the topic 

The reasons for studying this particular topic are attributable to its timeliness and 

understudied character. 

Firstly, the turbulent and changing nature of the environment suggests that firm’s resources 

cannot remain static (which is the requisites of the resource-based view) and still be valuable 

(Ambrosini and Bowman, 2009). They must be continually evolving and developing to enable 

the firm to stay competitive in the long term. It is achieved by the company’s dynamic 
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capabilities, which are organizational processes that alter the resource stock by creating, 

integrating, recombining and releasing resources (Eisenhardt and Martin 2000; Teece et 

al.1997). Thus, the concept of dynamic capabilities is important for high-growth firms to 

create, discover, and successfully exploit new opportunities as it serves as a source of 

sustainable competitive advantage (Zahra et al, .2006). However, despite a vast array of 

researches concerning the concept, there are still some uncertainties to be clarified (Ambrosini 

and Bowman, 2009). They noted that the lack of qualitative studies prevent scholars from 

summing the whole scope of all dynamic capabilities which a company can create and 

execute. Consequently, there is still a question of whether these capabilities are unique for 

each particular case company or some similarities can be identified at least within the same 

industry. It is also arduous to explore whether the dynamic capability always operates singly 

or they can be exploited in a combination and which dynamic capabilities might be more 

suitable for each particular situation (Ambrosini and Bowman, 2009).  

Secondly, the strategies for growth in their variety are important to study because according to 

recent McKinsey&Co research (Baghai et al., 2007), the growth is vital for survival of the 

firm in the modern turbulent economic environment. Krogh and Cusumano (2001) argue that 

many high-growth companies approach growth with no strategy at all and only 27,5% of such 

companies survive in 6 year period. In such a state the right choice of strategy is pivotal for 

maintaining company’s growth potential and remaining on the market. However, we have 

identified lack of research on the Russian high-growth firms and their growth strategies, even 

in the Russian academic circles.  

Thirdly, according to Ed Bee (2004) high-growth private companies are the critical cohort in 

SMEs development since they are the main growth generators. As Collins J. (2001, 2011) 

argues, these particular companies are the first in a row to become large corporations and 

contribute to world economy. Particularly in Russia, according to the experts (Yudanov, 

2010; Polunin, 2013 ), such companies are believed to become a key to new economic growth 

model of the Russian economy that will allow to decrease the dependence on price vulnerable 

commodities such as crude oil and natural gas. Therefore, the sustainable growth of these 

companies is strategically important for the Russian economy on a whole. 

Finally, the sustainability of growth as a business objective is of strategic importance for 

companies experiencing growth slowdown. A business may pursue a growth strategy to 

increase its market share, improve efficiencies through economies of scale, to increase 

revenue and etc. (Grant, 2013). However, not every strategic decision can ensure long-lasting 
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growth, especially in emerging markets (Prats et al., 2012). Therefore, certain strategic 

concepts that provide a platform for sustaining growth are of significant importance to study. 

1.3. Problem discussion 

Being a highly turbulent emerging market, Russia requires companies to adopt their strategies 

to quickly changing conditions (Polunin, 2013). Recent financial crisis of 2008-09 and 

downturn at the beginning of 2014 showed evidence that Russian economy is highly unstable. 

Unlike past recessions, today the historic consequences of this recession are spilling over into 

new government policies and industry regulations, creating a tighter set of constraints on 

business practice (West, 2012). That is why Russian high-growth private companies face 

certain problems. The most critical of them is that they cannot reach sustained growth and last 

on the market for a long time (Yudanov, 2010). Most of such companies in Russia operate on 

the market with constant growth rate for 3-4 years, then they either go bankrupt or remain on 

the market growing slowly and insignificantly, lacking the normal level of profitability 

(Polunin, 2013). Moreover, according to Yudanov (2010), managers in Russian companies 

lack creative vision and innovative approaches, thus requiring ready-made solutions and 

practices in order to resist changing environment. As it is identified by Prats et al. (2012), 

most managers in emerging markets are likely to focus on short-term strategies, neglecting 

long-term planning. This is largely true for Russian managers, which can be also attributable 

to the country specific conditions (Yudanov, 2008). 

Therefore, we would like to clarify through empirical study whether there are certain external 

and internal factors that trigger the evolution of dynamic capabilities within the company and 

their successful deployment in the market. 

Further to the topic, from the literature on the concept of dynamic capabilities it is still unclear 

how they are related to the firm performance. As noted by Cepeda and Vera (2007, 427), “if 

the firm has a dynamic capability, it must perform well, and if the firm is performing well, it 

should have a dynamic capability”. However, Zott (2003, 98) argues that “dynamic 

capabilities are indirectly linked with firm performance by aiming at changing a firm’s bundle 

of resources, operational routines, and competencies, which in turn affect economic 

performance”. Indeed, even if the firm possesses some dynamic capabilities, it is their 

implementation and execution that matters. So, it is arguable if the development of dynamic 

capabilities leads to development in company performance. It is therefore important to study, 

how the companies deploy their dynamic capabilities on the market, i. e. we would like to 

reveal how the dynamic capabilities reflect on the company’s strategy.  
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Finally, as discussed above, the growth is vital for the company to survive, and constant high 

growth of the companies is vital for the country. However, the sustainability of company’s 

growth strategy depends on a variety of factors both internal and external, which ultimately 

concern how company creates and uses its dynamic capabilities and competitive advantages 

in order to develop strategically in the long term. Therefore, we would like to study to what 

extent all these theoretical constructs are interdependent and, as a result, can be put together in 

order to achieve sustainable growth strategy and successfully manage fast growth.  

1.4. Research questions 

Concluding the above discussion of reasoning for and problems of the topic, we can formulate 

the main research question: 

How do high-growth private companies pursue sustainable growth strategies in the 

Russian market? 

To support this question we also identified two additional questions or sub-questions: 

1. How do internal and external factors influence the dynamic capabilities of high-

growth private companies in Russia? 

2. Through what strategies do high-growth private companies use their dynamic 

capabilities? 

1.5. Purpose of the research 

The main purpose of our study is to explain the sustainability of growth strategy by describing 

the linkages between Russian high-growth private companies’ dynamic capabilities, choice of 

growth strategy and sustainability of this growth strategy. Another purpose is to provide 

recommendations on how to improve the sustainability of their growth strategies. 

1.6. Thesis outline 

The thesis contains 6 chapters and appendix. In short the outline of the thesis can be described 

as follows. 

Chapter 1 – 

Introduction 

In chapter 1 we present the topic of the research, main problems 

concerning the topic as well as research questions and purpose 

Chapter 2 –  

Methodology 

In chapter 2 we clarify the methodology used in the study including the 

research approach and strategy, case study design and research quality 
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Chapter 3 –  

Literature review 

and Theoretical 

framework 

In chapter 3 we present the reviewed literature and derive the theoretical 

framework to answer to the research questions and empirical data 

analysis 

Chapter 4 –  

Empirical data 

In chapter 4 we present the empirical data from primary and secondary 

sources 

Chapter 5 –  

Analysis 

In chapter 5 we conduct the analysis of the empirical data according to 

the theoretical framework 

Chapter 6 –  

Conclusions and 

Recommendations 

In chapter 6 we summarize the outcomes of the research as well as 

provide recommendations for the case companies and suggest topics for 

further research 
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2.  Method 

This chapter introduces critical methodological issues pertaining to the scientific research. It 

outlines the choice of scientific research approach, as well as the research strategy and design 

for the present study. Furthermore, the chapter deals with the research process concerning 

primary and secondary data collection. Finally, the quality of the research is treated in the last 

section of the chapter.  

2.1. Research approach 

The following section accounts for the scientific approaches adopted during the research. The 

main features of deductive, inductive and abductive approaches are highlighted. 

Traditionally, there are two different kinds of methodology: deductive and inductive. In the 

deductive approach existing theory is a basis for developing and testing hypotheses (Dubois 

& Gadde, 2002). In the course of further research, hypotheses are either confirmed or negated, 

thus the emphasis is placed on the testing and validating current theories. Deductive approach 

is predominantly applied in quantitative research strategies (Bryman & Bell, 2011) and the 

choice of exclusively deduction is not suitable for the majority of qualitative business research 

(Eriksson & Kovalainen, 2008). On the contrary, in the inductive approach the accent is 

placed on generating theories from the data (Bryman & Bell, 2011) by creating hypotheses 

instead of testing current theory (Merriam, 2009). 

However, a more appropriate approach for developing new theories is the abductive approach 

(Dubois & Gadde, 2002) which is defined by Eriksson and Kovalainen (2008) as a 

combination of deduction and induction. When adopting an abductive approach, researcher 

moves from descriptions and definitions provided by people to concepts which explain the 

phenomenon under research (Eriksson & Kovalainen, 2008). The fact that abduction provides 

the opportunity for the dialogue between the theoretical, conceptual world and the empirical 

world is seen as the key strength of this approach (Järvensivu and Törnroos, 2010).  

At the beginning of our research we have found some relevant theories related to the topic of 

the study and built a preliminary analytical framework, thus following the deductive 

approach. However, we fully realized that we could not make reliable hypotheses due to a 

certain lack of research on the selected topic. Thus, we have started the empirical field study 

with “preconceptions” articulated in the framework; nevertheless, we were prepared to 

discover the new possible directions of the study as well as closely related research areas. 

Accordingly, we were also aware of the fact that we might have to add some theories to 

previously selected ones and modify the theoretical framework. Therefore, we have selected 
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the abductive approach which would enable moving back and forth between theory and 

empirical data and provide valuable insight into the phenomena under study.          

Furthermore, there is a debate about the research methods concerning with the qualitative and 

quantitative methods (Alvesson and Sköldberg, 2009).  

According to Merriam (2009), qualitative research aims at understanding, describing, 

discovering whereas quantitative research is performed with the aim to predict, describe, 

confirm and test hypothesis. In addition, Ghauri & Grønhaug (2005) point out explorative and 

process-oriented nature of qualitative research in comparison with hypothetical-deductive and 

result-oriented nature of quantitative research. Quantitative research aims at testing existing 

theory while the objective of qualitative research is to generate theory (Bryman & Bell, 2011). 

Furthermore, Ghauri & Grønhaug argue that qualitative research is quite typical when little is 

known about the phenomenon the research team seeks to understand. 

The formulation of our main research question defines the appropriate research method for the 

study. Trying to answer “how” defines the exploratory nature of this research. Yin (2014) also 

finds research trying to answer “how” questions explanatory. We aim not to test already 

established hypotheses, but to find out new directions and theoretical areas connected to the 

topic of the study. 

We have stated in the introduction chapter that that we have identified a gap in the existing 

literature on the sustainable growth strategies of high-growth firms in the Russian market. 

Therefore, we want to reach a deep understanding of how can high-growth private companies 

pursue sustainable growth strategy in the Russian market.  

Answering the research questions requires full and in-depth understanding of a specific 

phenomenon in a unique external environment and, therefore, we have chosen a qualitative 

research method. 

Moreover, due to the fact that the process of strategy formulation is based on the managers' 

perception of the company's processes, it is more relevant to understand the manager’s 

thinking through a qualitative study rather than receive a quantitative estimation of the 

performance. 

The qualitative nature of the study to a great extent justifies the abovementioned choice of 

abductive research approach since the goal of the qualitative research method to understand, 

discover and describe the phenomena could be most possibly achieved by means of constant 

interplay between theory and empirical data.  
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2.2.  Research strategy 

According to Yin (2014), there are five research strategies: experiment, survey, archival 

analysis, history and case study. Using a case study research strategy is preferable when the 

study poses how and why questions and is dedicated to a real-life phenomenon. Merriam 

(2009, p. 51) also states that "the case study offers a means of investigating complex social 

units consisting of multiple variables of potential importance in understanding the 

phenomenon". According to Merriam (2009), the case study based on real-life situations gives 

a holistic account of the studied phenomena. Renmenyi et. al. (1998) also argue that a case 

study provides a multi-dimensional picture of a situation and that it can illustrate relationships 

and patterns of influence.  

One of the weaknesses of a qualitative case study, inherent in its nature, is the difficulty to 

generalize and predict future outcomes. Merriam (2009) argues that qualitative case studies 

with a small number of cases studied cannot generate as statistically significant results as 

quantitative studies with larger samples. As case studies are bounded to the units of the 

research, they do not have the same potential regarding generalization; however, case studies 

provide a deeper understanding of the studied phenomenon in the particular case (Merriam, 

2009). Furthermore, Yin (2014) also points out that case studies give little basis for scientific 

generalization. Besides, Yin (2014) states that case studies can generate a large amount of 

documents and data that are time consuming to read and process.  

We have selected to perform a case study since our research requires a deep understanding of 

a specific phenomenon in a specific type of company in a specific context. Further, studying 

such a complex phenomenon as dynamic capabilities and sustainable growth strategies of 

high-growth private companies in the Russian market we find the case study to be the most 

appropriate strategy. It gives us a holistic view of factors influencing dynamic capabilities and 

strategy formulation in high-growth private companies. Finally, we argue that a case study is 

suitable for our research as we are studying a real-life contemporary phenomenon, research 

into which was not carried out before. 

Since we perform an exploratory study, each of the five research strategies could have been 

selected. Nevertheless, the choice of case study seems to be the most suitable in comparison 

to other research strategies. For instance, the use of survey would be inappropriate in this 

case, since the study aims neither at describing the prevalence of a phenomenon nor at 

predicting certain outcomes. 
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In the previous section we have discussed the choice of abductive approach for this research. 

To improve the research process, we adopt the concept of “systematic combining”, introduced 

by Dubois and Gadde (2002). This concept, developed from the abduction approach, implies 

continuous interplay between theory and empirical observation. According to Dubois and 

Gadde, discoveries made during empirical fieldwork have a direct influence on the further 

development of the analytical framework, may lead to its redirection through expansion or 

change of the theoretical model. 

      

Figure 2.2.1 Systematic combining (Source: Dubois & Gadde, 2002) 

The abductive approach together with systematic combining describes our research approach 

since the theoretical framework, empirical data and the case analysis has been developed 

simultaneously. Initially, we had a deductive approach by starting with existing theory and 

frameworks regarding dynamic capabilities and sustainable growth strategies of high-growth 

companies. We developed constructs and questions based on the existing theory and tried to 

match the empirical findings with theories. However, as the research unfolded we made the 

analysis of the empirical data with an inductive approach by trying to identify similarities and 

differences and aiming to find patterns. We went back and forth between empirical data, 

theory and analysis in order to find the best possible match between them and to describe the 

real-life phenomena in the best way. We removed some models that we previously thought 

essential and focused on theoretical constructs that provided a way of explaining the empirical 

data. Therefore, the concept of systematic combining best describes the way we developed 

theory in our study. 
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2.3. Case study design 

There are different approaches to case study design. While Merriam (2009) has an inductive 

view on how to design case studies, Yin (2014) adopts a deductive approach. We have 

combined the two approaches in our case study design. 

2.3.1. Type of case study 

A case study can be based on either a single case or several cases with a holistic or embedded 

design (Yin, 2014). Merriam (2009) describes a multiple-case study as the process which 

involves collecting and analyzing data from several cases, while a single case study might 

have subunits. Besides, cases can be holistic containing a single unit or embedded with 

multiple units within each case (Yin, 2014). Yin (2014) states that a single case should be 

used in a case study when it is a unique or extreme case, as well when testing well formulated 

theories. Furthermore, Yin (2014) argues that a multiple-case study is stronger when a 

researcher seeks to study a phenomenon that is not well described by previous research. Yin 

(2014) argues that a multiple-case study design can improve the generalizability of findings in 

comparison to a single case design. Moreover, the use of several cases provides a more 

compelling interpretation and more precise and valid findings (Merriam, 2009). 

We have selected a multiple-case study design since there is lack of previous research on our 

topic. Further, we have chosen a multiple-case study design as it enhances the validity of the 

study and provides more robust interpretations. We use a holistic design as there is only one 

unit of study in each of the five case companies.  

2.3.2. Selecting case companies 

According to Merriam (2009), the aim for a qualitative study should be to select cases 

containing large amounts of information that can contribute to a better understanding of the 

studied phenomena. This type of case selection is called purposeful sampling, where cases are 

selected have potential to give much information to answer the research question. On the 

contrary, quantitative studies often have probability sampling, where random samples are 

selected (Merriam, 2009). We have opted to carefully select cases which we believe to 

provide a better basis for a deeper understanding for our research question.  

We have selected the cases based on convenience. Merriam (2009) refers to convenience 

sampling as based on availability, time, money and other factors. However, sample based only 

on these factors could not be credible, therefore we have used some key criteria that the cases 

should meet. Therefore, our method of selecting our case companies is to a large extent 

convenience sampling as a form of purposeful sampling, as described by Merriam (2009). The 
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aim of the purposeful method is to use as many cases as possible and sampling should end 

when no new information is derived from the new samples (Merriam, 2009). However, 

Merriam (2009) argues the number of cases to be included is influenced by the resources. 

Thus, we have decided to select five cases due to limitations in time. 

Our main criterion for selecting cases was that the companies should conform to the definition 

of “high-growth companies” which are those companies which sales figures have been 

growing at least 10% three or more years in a row and which are incorporated in Russia and 

are operating in the Russian market. Further, we chose private types of ownership since it 

might be an influential factor for the formulation of strategy and we are interested in studying 

entrepreneurial, private owned successful companies which appear in the market and grow at 

a fast pace or even create new markets. Finally, we chose to study companies within IT-

industry, since it is one of the most fast-growing industries in Russia (Polunin, 2013).  

Prospective companies were found using research and articles related to the topic of the study. 

We have visited companies’ websites for getting the information about their profiles and 

current activities. The companies were then contacted and were further inquired to ensure the 

definition of a high-growth company and all the criteria were met. 

 Finally, we have selected five companies from the IT-industry. It should be mentioned that 

the companies have different niches on the market, for instance, network development 

(Doktor Na Rabote), software production (Kaspersky Laboratory), software distribution 

(Antivirusnye Resheniya), Datadvance (data analysis software) and online gaming company. 

Thus we aimed at maximum variation among the selected cases. 

2.3.3. Data collection and sources of evidence 

According to Yin (2014), there are six possible sources of data for case studies: documents, 

archival records, interviews, direct observation, participant-observation, and physical 

artefacts. Yin (2014) further states that the case study unique strength is the ability to deal 

with a full variety of evidence such as documents, interviews and observations. Merriam 

(2009) argues that interviews are preferable when factors not easily observable are studied, 

e.g. behaviours, feelings and human perceptions of the world.  

Yin (2014) mentions three principles to maximize the benefits of the sources of evidence. The 

first principle is to use multiple sources of evidence which enables the researcher to address a 

broader spectrum of attitudinal, historical as well as behavioural issues. The second principle 

is the creation of a case study database which is necessary for organizing the collected data 

and to ensure objectivity as it separates the interpretation made by the researcher from the raw 
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data. The third principle is connected with maintaining a chain of evidence while using 

several sources of data. A case study protocol can be used to reflect the process of data 

collection.  

2.3.4. Interview and question design 

As we will study dynamic capabilities and sustainable growth strategies of high-growth 

private companies in Russia we will use interviews as the primary source of data. A semi-

structured interview type, typical for qualitative research (Bryman and Bell, 2011), was 

chosen for this study.   

A semi-structured interview has common features with both an open interview, where the 

interviewee leads the conversation, and an interview where the interviewer strictly follows a 

list of questions with answer options (Fisher, 2010).  

Conducting a semi-structured interview implies that the list of major questions was developed 

and some essential topics were highlighted. However, if respondent went on elaborating on 

the topics in the sequence different from the interview plan, research team would ask the 

questions at the appropriate moment during the interview. According to Merriam (2009), a 

semi-structured interview provides flexibility, as the interview is guided by the answers given 

by the respondent, which enables the interviewer to respond to the situation and explore new 

topics. 

When preparing to collect the data, the focus was primarily on the design of the procedure. 

We tried to follow Yin’s (2014) list of attributes for the skills needed to perform a good case 

study, i.e. to ask good questions and interpret the answers appropriately, to be good 

“listeners” avoiding bias and preconceptions, to be adaptive and flexible to unexpected 

answers or situation, to have a clear understanding and sound theoretical background for the 

matters we will study, and be unbiased avoiding predetermined answers given by theory.  

Following a semi-structured approach we constructed questions to be asked during the 

interviews. The process of preparing the interview questionnaires consisted of, first, 

identifying relevant constructs. We derived a list of constructs that we considered to be 

relevant for the study from our research questions. Then we operationalized the constructs by 

making up questions that included all of the listed constructs. We made a focus on open 

questions asking how and why, and also made some specific follow up questions for the 

respondents to clarify their perception of studied phenomena. Finally, we made sure that the 

questions were formulated clearly in a way that was easy to understand.  



 

13 
 

We should point out that the interviews were held together with another student research team 

from Russia. Thus we made a shared questionnaire, some of the questions were relevant for 

both teams, and some topics were of particular interest for either of the groups.     

These questions were translated from English into Russian, as the interviews were conducted 

in the Russian language. Both lists of constructs and company questionnaires are available in 

the appendix. We provided the respondents with the information regarding the general topics 

we would discuss in our interview for respondents to be prepared. We also sent in advance the 

list of major questions to the companies’ representatives. 

2.3.5. Company interviews 

The interviews took place in Moscow from April 2 to April 4, 2014 and lasted between one 

and one and a half hour each. We did 3 face-to-face interviews with the representatives of the 

Russian IT-companies: Doktor Na Rabote (network development), Kaspersky Laboratory 

(software production), Antivirusnye Resheniya (software distribution). We interviewed CEOs 

at Doktor Na Rabote and Antivirusnye Resheniya as well as the heads of the marketing and 

sales departments at the three abovementioned firms. We also had Skype meetings with the 

representatives of 2 companies:  Datadvance (data analysis software) and online gaming 

company (Case Company 4). 

The interviews were conducted in Russian which implies that the research questions were 

translated from English and, subsequently, the answers were translated into English. Research 

team did not face any considerable linguistic, sociocultural or methodological problems 

(Bryman and Bell, 2011) during the translation process.  

These interviews are our primary source of data. All the interviews have been recorded with a 

digital voice recorder with permission from the respondents. The recording of the interview 

ensured that the risk of missing essential data was minimal and therefore, we could focus on 

the interview. However, the possible drawback of recording the interview is that the 

interviewee might not feel comfortable to reveal the truth concerning problems of the 

company.  

Company’s websites were used as the sources of secondary data, mostly for the purpose of 

understanding the companies' profiles and current activities. This data together with existing 

theories and academic research are  the foundation of our secondary data. 
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2.4. Quality of the research 

Merriam (2009) and Yin (2014) discuss the quality of the research in terms of construct, 

internal and external validity as well as reliability. While Merriam (2009) adopts an inductive 

and comparative approach to the research, Yin (2014) has a deductive view with the main 

focus on drawing general conclusions from the research by testing current theory. In this 

study we adopt an abductive approach; therefore, we have used both authors’ 

recommendations concerning different research stages in order to improve the quality of our 

research. In the following section the construct-, internal and external validity and reliability 

of this research are discussed in further detail. 

2.4.1. Internal validity 

As we started our research with current theory on the topic, we had a deductive approach in 

construct and question design. Therefore we used the recommendations suggested by Yin 

(2014) in order to increase the validity of this research stage. Yin (2014, p. 46) defines 

construct validity as "identifying correct operational measures for the concepts being studied". 

To provide high construct validity we operationalized the constructs by translating them into 

questions, which were formulated in casual language. By doing this we made sure that the 

questions would reflect the underlying theoretical concepts. Moreover, we minimized the risk 

of misunderstanding, so that the respondents’ answers would reflect the concepts under study. 

In addition to this, we have improved the validity of the analysis as we are able to match the 

received answers with the selected constructs. 

In other words, we followed two steps necessary for meeting construct validity test: defined 

the phenomena under study in terms of concepts and identified operational measures that 

match the concepts (Yin, 2014).  

There are various tactics to construct validity test that ensure the appropriate choice of 

operational measures when doing a research. Firstly, multiple sources of evidence are to be 

used. In this research, data was collected form a number of different sources which is 

safeguarded by conducting 5 interviews with the representatives of the 5 abovementioned 

Russian IT-companies. 

Construct validity can be further increased by establishing a chain of evidence (Yin, 2014). 

This research is primarily based on a number of interviews which are the essential source of 

data for case studies. To make sure that no data gets lost during the interview sessions, all 

interviews were recorded and transcribed. In addition to that, web-based sources such as 

profiles of the case company are examined.  
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 In order to safeguard the matching of collected data with reality we used triangulation by 

multiple sources of data. We have been able to cross-check the information from external 

sources with the secondary data, which also improves the construct validity (Yin, 2014). 

Moreover, the fact that the study was conducted by a group of students increased its internal 

validity as one student could not perform a study without being monitored by the other 

student. The empirical data were processed individually and afterwards a discussion between 

the students took place. The analysis of the empirical data was conducted by either of the 

students individually before sharing the findings and discussing every aspect of the results. 

This discussion was the basis for the analysis chapter and the drawn conclusions. The same 

procedure was adopted along the whole research process with aim to reduce influence and 

bias from an individual researcher which improves the internal validity of the research. 

2.4.2. External validity 

According to Merriam (2009), external validity refers to the extent the findings of a study can 

be generalized, i.e. applied in another situation. Merriam (2009) argues that the researcher 

needs to provide sufficient descriptive data in order to make the transfer of findings possible. 

The most common method is to use a "highly descriptive, detailed presentation of the setting 

and in particular, the findings of a study" (Merriam, 2009, p. 227). Merriam (2009) also 

describes another strategy to improve external validity which is to seek diversity in the sample 

selection which will allow applying the findings to a greater range of situations.  

Due to data collected through in-depth interviews we have been able to describe the selected 

case companies in detail and provide the descriptive presentation in the empirical data section. 

While making our analysis and drawing conclusions, we have consistently based our findings 

upon the empirical data resulting in full, accurate description. This will enable other private 

high-growth companies to evaluate whether they would fit the specific company profiles used 

in this study and, therefore, the external validity of the study will increase.  

Furthermore, we have chosen companies of different size and within totally different niches 

of IT industry, which also increases generalizability and enhances the external validity. The 

commonalities of the companies’ approaches can be explained by the existence of certain 

common trends within the industry, which would allow the findings to be extrapolated to 

other IT companies. 

Moreover, since the internal validity of the research seems to be high, the external validity 

should also be rather strong.   
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2.4.3. Reliability 

Reliability is essential at the data collection stage. According to Merriam (2009), the concept 

of reliability refers to the extent the findings can be replicated with the same result. However, 

the author further points out that reliability is difficult to measure applying to social sciences 

in comparison with natural sciences. This is due to the fact that human behaviour is unstable 

and experiences differ among the people, thus, the replication of a qualitative study will not 

give the same results (Merriam, 2009). Keeping an audit trail and using triangulation, i.e. 

applying various data collection methods, are the two strategies that can enhance reliability 

(Merriam, 2009).  

Although reliability is difficult to measure, we argue that it is related to problems during the 

process of data collection. Various factors can have an impact on reliability, e.g. the 

formulation of the questions, interview techniques, the attitude of the respondent and the 

interviewer, if answers are interpreted and written down correctly.  

A strength of our study is that we have kept an audit trail by continuously keeping records of 

all the data collected and how the data collection process was performed, e.g. by using 

interview recordings and adding question appendixes. In this methodology chapter we have 

made a thorough description of the research process where we argued for the choice of case 

companies, how we designed questions for the interview and how the data collection process 

went. Another strength is that the interviews were conducted face-to-face which enabled us to 

interpret body language as well as the surrounding environment that could have an influence 

on the respondents and interviewers. We should point out that all 3 companies provided 

rooms for the interviews to avoid any disturbance which also enhances the reliability.  

This may not be possible during the Skype interviews, which could negatively impact the 

reliability of the study. Although we faced some minor problems with Internet connection and 

the talk was sometimes interrupted for a few moments, this did not affect the reliability 

greatly since we repeated the questions and made sure everybody was on track.   

We realize that a possible weakness of our research is the risk of misinterpretation. Due to 

semi-structured interviews we could explain questions if needed and make follow up 

questions to make sure the interviewees understood all questions correctly and thus we 

ensured that all interviewees answered the same questions. Another possible weakness can be 

that the respondents might not be giving honest answers to the questions. Therefore, the 

probing technique was applied throughout all the interviews, which requires clarification and 

precise answers from the interviewees. Moreover, follow up questions in a more indirect form 

were asked after recognizing the intention of the respondent to avoid answering a question. 
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Additionally, we formulated the questions using common language and avoided the use of 

scientific terms during the interview as the interviewees might not be familiar with these 

terms. 

The fact that we had consent to record all interviews reduced the risk of misinterpretation. 

The interviews were conducted in Russian, the shared mother tongue of the respondents and 

interviewers, which also reduces the risk of misinterpretation. Moreover, the fact that the 

interview was performed by two student research groups simultaneously also reduces the risk 

of misunderstanding or misinterpretation. This is mostly due to the opportunity to discuss the 

interview results afterwards, in addition to that, the other student group as our colleagues and 

possible opponents could detect the errors in empirical data if any occurred.         

To ensure the reliability of the data collection process the authors established a case study 

database containing full transcripts of the interviews in Russian and their translation into 

English.  

In order to overcome the typical threat of the semi-structured interview to miss certain 

interview topics due to its flexible nature, case study protocols were used. They contained an 

outline of the topics to be addressed during the interviews. According to Yin (2014), the 

development of case study protocols can also help to increase reliability. 

An overview of the methodology chapter is provided below. 

Table 2.4.1 Methodology overview  

Methodology Choices 

Research approach Abduction and systematic combining 

Research method Qualitative research 

Research strategy Case study 

Case study design Multiple-case holistic design 

Primary data 5 interviews (9 managers from 5 companies) 

Secondary data Companies’ websites 
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3. Literature review and theoretical framework 

In our theory chapter we try to find answer to the main research question by means of 

combining concepts from such theoretical fields as strategy, growth management and 

dynamic capabilities. We would like to clarify how high-growth private companies pursue 

sustainable growth strategies in the emerging markets and Russia in particularly, identify the 

most commonly used growth strategies by high-growth private companies in emerging 

markets as well as to describe what inhibitors they should consider in order to sustain growth.  

3.1. Background 

3.1.1 Growth as multidimensional phenomenon 

The phenomenon of firm growth has long earned the attention of economists and management 

scholars alike. Managerial studies mainly focus on the life cycle of the firm conceptualized as 

a sequence of stages of growth. The recent review conducted by Phelps et al. (2007) analyzes 

33 of these models, published between 1967 and 2003. Lichtenstein et al. (2007) find an even 

higher number of separate stage models produced between 1960 and 1996. However, Furlan 

and Gradinetti (2011) question the ability to model growth in itself as it is such a complex 

phenomenon.  

Nevertheless, as discussed above, companies need to grow in order to gain a competitive edge 

and survive in the global market. Therefore, they need to know how to grow, what growth 

strategies to use and what to base them on - questions, which we will elaborate further in this 

chapter. 

As further analysis suggests, the term “growth” in itself is ambiguated because we found no 

clear definition of what figures lie beneath the growth. We have identified two different 

approaches towards growth determinant, which are growth in sales (or market share) (Krogh 

and Cusumano, 2001; Broquist and Kratzert, 2011) and growth in profits (largely profit 

margins) (Davidsson, et al, 2005; SooCheong (Shawn) Jang, 2010). Apparently, the 

distinction between these approaches is important as sales and profits as financial figures can 

be achieved by different strategies, therefore, company’s orientation on either of these figures 

would determine different strategic choice which could be fundamental for its strategy. 

Davidsson et al. (2005) argue that growth in sales or growth in profits viewed separately give 

incomplete indications of successful company. However, viewed together as profitable 

growth these determinants could become a key success factor for the firms and a more reliable 

foundation for choosing the right corporate strategy (Davidsson et al. (2005), SooCheong 
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(Shawn) Jang (2010)). Several scholars addressed the definition of profitable growth which is 

more often indentified as “simultaneity of both high profits and high sales growth” (Zhou et 

al., 2013). However, there is no clear causality between growth in terms of expansion and 

profitability yet.  

According to Zhou et al. (2013) both growth-oriented and profit-oriented strategies could 

result in profitable growth. However, these strategies require different resources and 

capabilities, therefore, it is vital for firms to decide clearly which strategic goal to pursue. Still 

researchers argue that companies are more likely to succeed when choosing profitability as 

their growth strategy determinant. Zhou et al. (2013) identify that initial profit-oriented 

strategies have a higher likelihood of resulting both in high sales growth and profits in the 

future that initial sales-growth strategy. According to Davidsson et al. (2005), companies need 

to focus on achieving high profitability first so that they base their growth on retained 

earnings later on. As Mass (2005) claim, one of the growth drivers is margin as growth cannot 

create value unless it is profitable. However, he points out that more companies invest in 

growth then in cost cutting, which may lead to higher profitability. Hence, there should be a 

right balance between sales- and margins-orientation in strategy development.  

Furlan and Gradinetti (2011) argue that the financial growth is only the outcome of other 

growth dimensions which should be considered first. They suggest that the firm growth is not 

a unidimensional concept but a multidimensional, complex concept comprising size growth, 

relational growth and capability growth. We will also elaborate on this topic further in the 

chapter. 

3.1.2. Resource-based view on strategy development 

From the 1990s scholars started to focus more on the link between strategy and the internal 

environment of firm (Grant, 2013). The shift from focusing on the external environment of 

the firm to emphasizing the role of its resources and capabilities could be attributed to the 

rising instability of industry environments. In the conditions of rapidly changing external 

environment focus on internal environment of the firm appeared to be “a more secure basis 

for formulating strategy” (Grant, 2013, p. 112).  Moreover, it became more evident that the 

source of superior profitability lies in competitive advantage rather than industry 

attractiveness. The paper by C. K. Prahalad and G. Hamel “The core competence of the 

corporation” (1990) discussed whether the capabilities could be “roots of competitiveness” 

and the basis for the strategy.  

The growing emphasis on resources and capabilities as the basis of strategy and primary 

sources of profitability gave rise to the resource-based view of the firm (RBV). Grant (2013, 
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p.116) defines resources as “productive assets owned by the firm” and capabilities as “what 

the firm can do”. According to the classification of resources, given by Grant (2013), 

resources can be tangible (financial, e.g. cash, securities; physical, e.g. plant, equipment, land, 

buildings, raw materials etc.), intangible (technology, e.g. patents, copyrights, trade secrets; 

brand, company reputation, culture) and human (skills, know-how, motivation, capacity for 

communication and collaboration). 

However, individual resources do not build the competitive advantage. Only a combination of 

them can create the organizational capability, i.e. “firm’s capacity to deploy resources for a 

desired end result”, as defined by Grant (2013, p.121). The organizational capabilities which 

create the basis for the competitive advantage are called distinctive competences or core 

competences (Prahalad and Hamel, 1990). According to Grant (2013), the terms capability 

and competence are interchangeable. Distinctive capabilities are those activities which a firm 

performs particularly well in comparison with its competitors. Therefore, the resource-based 

view of the firm focuses on the uniqueness of each company and suggests that the key to 

profitability lies in exploiting differences rather than doing the same things as other 

companies. 

Further, the scholars started to focus more on how the companies react and adapt to the rapid 

changes in business environments by developing dynamic capabilities. Therefore, we will 

discuss further the integration of the dynamic capabilities concept derived from RBV with 

strategy concepts and growth theory. 

3.2. Dynamic capabilities 

According to Pettus (2001), when a firm has extracted the maximum value it can from its 

existing resource base, it must develop dynamic capabilities to maintain growth in a 

dynamically changing environment.  

The dynamic capability perspective focuses on the capacity a company, which faces a rapidly 

changing environment, has to create new resources, to renew or alter its resource base (Teece 

et al., 1997), and it acknowledges that “the top management team and its beliefs about 

organizational evolution may play an important role in developing dynamic capabilities” 

(Rindova and Kotha, 2001, 1274). Dynamic capabilities directly impact the resource base of 

the firm, which in turn is the source of the firm’s competitive advantage. As Eisenhardt and 

Martin (2000) state, dynamic capabilities are “firm’s processes that use resources – 

specifically the processes to integrate, reconfigure, gain and release resources – to match or 

even create market change. Dynamic capabilities thus are the organizational and strategic 
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routines by which firms achieve new resources configurations as markets emerge, collide, 

split, evolve and die” (Eisenhardt and Martin 2000, 1107). Wang and Ahmed (2007, 35) have 

defined dynamic capabilities as “a firm’s behavioural orientation constantly to integrate, 

reconfigure, renew and recreate its resources and capabilities and, most importantly, upgrade 

and reconstruct its core capabilities in response to the changing environment to attain and 

sustain competitive advantage”. The literature also suggests that dynamic capabilities are built 

rather than bought in the market (Makadok, 2001), are path dependent (Zollo and Winter, 

2002) and are embedded in the firm (Eisenhardt and Martin, 2000).  

3.2.1. External and internal enablers of dynamic capabilities deployment 

Derived from the above discussion, dynamic capabilities’ successful deployment within a 

firm is subject to certain internal and external enablers or inhibitors (Ambrosini and Bowman, 

2009). In their original work, Teece et al. (1997) explained that dynamic capabilities are 

processes shaped by positions and paths. They are the mechanisms by which the dynamic 

capabilities are put in use (Helfat et al. with Maritan, 2007). These processes include co-

ordination and integration, learning and reconfiguration (Jansson, 2007). Moreover, these 

processes are important for high-growth firms to create, discover, and successfully exploit 

new opportunities (Zahra et al, .2006). Positions and paths are therefore the internal and 

external forces enabling and constraining dynamic capabilities. But to be more precise and 

practice-oriented, we need to formulate what actually foster the development of dynamic 

capabilities within a company. 

Although Teece et al. (1997) argues that dynamic capabilities emerge only in response to 

dynamically changing environment, Eisenhardt and Martin (2000) point out that they can be 

utilized in relatively stable environment. It makes us agree with Aragon-Correa and Sharma’s 

(2003) statement that we should work towards a contingency perspective on dynamic 

capabilities and recognize that environmental features such as uncertainty and complexity 

influence the deployment of dynamic capabilities. 

Complexity in the business environment is generally defined as proliferation and diversity of 

factors in that environment as well as interdependencies among them. Uncertainty in general 

concerns unpredictability of the external environment, either in the individual perception or 

due to objective factors (Aragon-Correa and Sharma, 2003). 

Madhoc and Osegowitsch (2000) also claim that path dependence was an important 

phenomenon in the dynamic capability perspective. Their study reveals that the country of 

origin of companies is a factor that shapes firms’ history, their positions and paths and 

consequently, the development of certain dynamic capabilities.  
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Internally, many scholars (Adner and Helfat, 2003; Eisenhardt and Martin, 2000; Helfat et al., 

2007; Zahra et al., 2006) highlight the key role managers play in their firm’s ability to adapt 

to rapidly changing environment. They suggest that senior managers are critical determinants 

in the deployment of different forms of dynamic capability. Harreld et al. (2007) argue that 

managers need to be able to accomplish two tasks: “first, they must be able to accurately 

sense changes in their competitive environment, including potential shifts in technology, 

competition, customers, and regulation” (2007, 24) and “second, they must be able to act on 

these opportunities and threats; to be able to seize them by reconfiguring both tangible and 

intangible assets to meet new challenges” (2007, 25). Their capability to do so depends on 

their motivation, skills and experiences (Zahra et al., 2006). In other words, how managers 

interpret environmental issues, how they perceive uncertainty and complexity, will affect their 

decisions and actions (Aragon-Correa and Sharma, 2003). As far as complexity is concerned, 

they explain that ‘the greater the number of factors in the general business environment a 

manager perceives she or he must deal with, and the greater the differences among those 

factors, the more complex the business environment’ (Aragon-Correa and Sharma, 2003, 79). 

In terms of uncertainty, they identify three forms of uncertainty: environmental state 

uncertainty when the whole business surroundings are perceived to be unpredictable; 

organizational effect uncertainty when the possible effect of the environmental uncertainty is 

unpredictable; and decision response uncertainty when managers perceive an inability or risk 

in predicting the consequences of individual decisions. They therefore suggest that firms with 

similar characteristics will deploy different dynamic capabilities because of their managers’ 

perceptions. According to Ambrosini and Bowman (2009) internal pressure to change or 

desire to change due to managers’ dissatisfaction with current returns seems to matter as 

much as any other factors.  

Lavie (2006) contends that the existing resources of a firm, their complexity, causal 

ambiguity, embeddedness and interdependence will influence the types of dynamic 

capabilities that can be deployed and their effectiveness. In addition, Eisenhardt and Martin 

(2000) explain that path-dependent learning mechanisms shape the creation and development 

of dynamic capabilities. They specifically discuss the importance of practice and experience 

in the evolution of dynamic capabilities. 

There are other internal factors that have an impact upon the use of dynamic capabilities 

though not that large as the above mentioned. Social capital is among them. Blyler and Coff 

(2003) argue that social capital and notably individuals’ valuable internal and external social 
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ties allow information sharing, innovation and novel ways of thinking which in turn helps 

managers understand resource acquisition, integration and release.  

Therefore, the ability of firms to make necessary adjustments in organizational routine in 

response to outside challenges, i.e. dynamic capabilities, depends upon their ability and 

abilities of the managers to scan the environment, to evaluate markets and competitors, to 

bear in mind the paths dependences and to quickly accomplish reconfiguration and 

transformation. Hence, the external enablers are environmental complexity, uncertainty and 

home country characteristics whereas internal enablers include managerial behavior, 

complementary organizational resources and social capital. 

3.2.2. The linkage between dynamic capabilities and growth strategy 

Dynamic capabilities are considered to be the key to sustainable growth as they generate the 

company’s ability to develop successfully with the course of time (Aragon-Correa and 

Sharma, 2003; Eisenhardt and Martin, 2000; Helfat et al., 2007). Therefore, from strategic 

standpoint, the company’s choice of growth strategy should be closely linked to the dynamic 

capabilities it possesses in order to sustain growth over time.  

However, Eisenhardt and Martin (2000) stand for the argument that dynamic capabilities are 

hard to be identified and they consist of specific for each company routines and organizational 

processes. Bowman and Ambrosini (2003) explain that dynamic capabilities comprise four 

main processes: reconfiguration, leveraging, learning and creative integration. However, they 

do not provide the concrete typology of dynamic capabilities within this process. Later 

(Ambrosini and Bowman, 2009) they point out that the extensive literature on dynamic 

capabilities fail to classify these types of capabilities, but they rather agree with the argument 

that dynamic capabilities are solely attributable to particular company in particular business 

environment.  

As they elaborate further, it is not the types of dynamic capabilities at company’s disposal but 

their successful deployment on the market that really matters. We will therefore dive deeper 

in the micro-process question of how and why managers use dynamic capabilities (Pablo et 

al., 2007) and, by doing so, we could employ a strategy-as-practice lens (Jarzabkowski et al., 

2007; Johnson et al., 2003). Such a perspective concerns people’s decisions and actions. It is 

interested to explore how and why some concrete strategic activities could be linked to 

positive outcomes. By taking such a micro approach, one might be able to obtain some 

concrete evidence of what dynamic capabilities look like in organizations, how they are 

deployed, and how context may impact upon them. So by looking at how dynamic capabilities 

are deployed, we should be able to understand better the dynamic capabilities in practice and 
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whether and how they might differ across firms. This led us to the conclusion that the exact 

dynamic capabilities could be identified “backwards” – by looking at what strategy the 

company pursues on the market that ensures excellent performance, and then identify what 

dynamic capabilities stand behind this strategy.  

3.3. Growth strategy as the accelerator of sustainable growth 

3.3.1. Choice of growth strategy 

As a matter of fact, several scholars and strategic consultants (Krogh and Cusumano, 2001; 

Broquist and Kratzert, 2011; Zhou et al., 2013; Polunin, 2013) state that the key to sustainable 

growth from economic point of view is the right choice of strategy, its accurate development 

and execution. With this in mind, we have analyzed a bunch of theoretical literature and 

quantitative studies about high-growth companies and identified the preferred strategies of 

high-growth firms.  

According to Grant (2013), all the strategies can be divided into corporate, business and 

functional, depending on the scope of strategy. Corporate strategy defines the scope of the 

firm in terms of the industries and markets in which it competes. Business strategy is 

concerned with how the firm competes within a particular industry or market. One can assume 

that this division is fairly applicable for growth strategies used by entrepreneurial companies. 

However, we would argue that the company’s choice of where to compete is one of the 

triggers of its growth and, hence, could be considered as its business strategy (or answer to the 

question “how to compete?”). Consequently, we will study business strategies oriented on 

achieving high growth. And therefore, we would like to turn the focus of the basis of strategy 

classification towards the scope of strategies to larger extent, which is product, organizational 

and industry scope (based upon the overall related literature analysis). 

Zhou et al. (2013) and Prats et al. (2012) outlines that emerging markets’ environment 

requires very specific strategic choices in order to resist the turbulence and adapt to rapid 

changes. They argue that high-growth companies in emerging markets tend to select only 

specific strategies or use the combination of them. However, as it’s impossible to distinguish 

all the growth strategies of emerging market companies, we identified only the most 

commonly used in achieving high-growth numbers that are mentioned in the majority of 

studied literature. Moreover, we didn’t set a mission to outline all the resources and 

capabilities needed for executing the particular type of strategy, but rather we focus on 

dynamic capabilities allow companies to choose such strategies presuming that they are 

operating in emerging markets. Another reason to emphasize these particular strategies is that 
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they pose certain challenges for the companies in Russia, which we would also want to 

examine by our empirical findings later on.  

3.3.1.1. Product-market scope 

We’ve identified that, in terms of product scope, companies from emerging markets tend to 

select strategies of organic product diversification, niche specialization and scaling.  

Zhou et al. (2013) identify product diversification as entering into a new business in search of 

new growth opportunities deriving from traditional definition of Ansoff (1957). They argue 

that regardless of its type, diversification is conducted through greenfield investments in 

product development by 70% of companies they studied (that is why we can call it organic 

product diversification), which could be much safer for emerging market firms than 

diversification through M&A or joint ventures. As Ambrosini and Bowman (2009) suggest, 

firms that invest in R&D do so in the expectation that resource advantages in the form of 

superior product designs or productive processes will be a result. If these ‘work’, the outcome 

is a change in the resource base, and these dynamic capabilities to constantly identify new 

opportunities to allocate resources to new products segments can be seen as being stable and 

repeated performances.  

With the same perspective on product-oriented strategies, Polunin (2013) and Yudanov 

(2010) argue that another option to achieve high-growth is niche specialization. On the basis 

of Russian market study they conclude that the majority of companies struggle to survive after 

a short period of growth as they lack strategic specialization, producing the same product or 

providing the same service as their main competitors with only minor differences. This type 

of product “underdiversification” is distinctive for many emerging markets which have only 

recently started to enjoy the economic growth and development and where huge gaps in 

product offering still exist. However, those companies, who manage to find the particular 

narrow niche on the market, are most likely to exploit first-mover advantage and grow 

rapidly. Moreover, this dynamic capability could also be seen as a stable process if the 

company continues to focus on one niche sector and exploit its advantages without expanding 

in other segments.  

According to Jansson (2007), two kinds of strategies mentioned above provide a 

differentiation advantage to the companies. However, some companies use their capabilities 

to exploit cost advantage. 

As Krogh and Cusumano (2001) propose, to grow by scaling a company expands product 

development around core technologies and offerings, expands product lines and increases the 
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intensity of marketing by using existing distribution channels to reach new customer groups 

with related needs. Companies that grow fast often centralize and standardize administrative 

areas such as finance and accounting to handle the increased transactions. Growth by scaling 

works best when: (1) the market is potentially large enough for rapid growth in a focused 

product line; (2) the product creates unique value in the customers' view; (3) the company can 

distribute products widely at low cost. Therefore, growing by scaling implies that the 

company manages to use its existing resources to create new customer relationships, 

constantly searching for the development of its capability to attract customers. 

As it can be understood, none of these basic strategies is executed alone; they should be 

combined with each other and other strategic scopes (Grant, 2013).  

3.3.1.2. Organisational scope 

On the next strategic level, fast-growing companies restructure the organization of business 

according to its product portfolio or the new strategic insight to fuel growth pursuing 

duplication, granulation or horizontal business diversification. 

Duplication typically involves implementing the company's entrepreneurial know-how that 

allows fast growth in new geographic areas (Krogh and Cusumano, 2001). In this case, 

managers need certain independence to balance adaptation to local markets with preserving 

what made the original business successful. Growth by duplication works best when: (1) the 

business requires physical presence and the company can repeat its business model in new 

geographic markets; (2) there is a need for better distribution; (3) the company can adapt its 

experience in product development, manufacturing and marketing approaches fairly easily. 

If we take Russian market in particular, Polunin (2013) and Yudanov (2010) mark that high-

growth companies are still unwilling to diversify its businesses abroad. That may be the 

reason for loosing potential profit and growth pace. It could also be attributable to company’s 

lack of dynamic capabilities to deal with international environment, to monitor and 

distinguish potential new customers abroad, as well as to develop necessary resources of 

adaptation to new business conditions.  

As Krogh and Cusumano (2001) state further, there are limits to scaling and duplication as 

they are mostly extensive growth models. At that point, the best strategy could be granulation 

– distinguishing the cells, or smaller “granules”, of the business and growing them 

aggressively. Granulation is like the other strategies starts with a coherent goal to growing 

rapidly, but its focus is on developing unique capabilities and creating new businesses with 

idiosyncratic features within the existing one while others remain supportive. Growth by 
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granulation works best when: (1) a new technology is flourishing that could become a 

substitute for the company's products or a new business opportunity; (2) the company is 

sufficiently mature to monitor new business activities and possess necessary administrative 

flexibility and resources to restructure.  

The granulation strategy goes in line with the other worth-mentioning strategy proposed by 

Polunin (2013) and Yudanov (2010), which is rapid horizontal business diversification when 

the core business growth shows the signs of slowdown. This is largely true for a new project 

within the same business unit. The idea is to fuel fading business by means of its peer 

business or project, which can thus save the company’s pace of growth and competitiveness. 

However, Polunin (2013) and Yudanov (2010) point out that this strategy is often neglected 

by Russian companies.  

3.3.1.3. Industry scope 

The next strategic level is largely under sway of external environment which means that 

dynamic capabilities of the company become even more crucial here.  

According to Gutmann (1964), high-growth firms are most likely to succeed if, first chose the 

fast-growing industries and market segments for their operations. The same is true for the 

industries on the early stages of its development which is often characterized by rapid growth 

due to the excessive unmet demand (Grant, 2013).  

However, the behavior of companies within the fast-growing segment could be different. 

Broquist and Kratzert (2011) tried to summon all the strategic choices for successful 

development in one theoretical framework, which comprises the matter of industry 

predictability and “company DNA” (desires, needs, abilities). They challenge the assumptions 

that the development of the industry is easy to forecast and that companies tend to adapt to 

industry environment. According the economists of Santa Fe Institute (Arthur et al., 1997), 

industries are more like complex adaptive systems – dynamic, non-linear, rarely at 

equilibrium and populated by agents that use inductive reasoning to generalized conclusions. 

These complex systems are, by definition, unpredictable at the granular level. However, 

Broquist and Kratzert (2011) argue that some patterns within the industries can be predicted 

and analyzed provided that during the early stages of strategy development the nature of 

industry change – evolutionary or revolutionary - is determined. In revolutionary 

environment, some companies choose to shape the industry landscape rather than to adapt to 

its realities.  
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The matrix, which is called the Strategy Chessboard, includes 16 strategies, which companies 

mainly use to survive in their industries (figure 3.3.1). 

However, Broquist and Kratzert (2011) underline that the most successful and rapidly 

growing companies rarely rely on adaptation strategies. Instead, they exploit their capabilities 

to challenge the current state of the industry and shape it to its own advantage. Therefore, we 

will take a closer look at the strategies of shaping the industry. 

Pursue global industry endgame consolidation – stands for the strategies of industry 

consolidation through M&A. Actions taken by the company may be complemented by its 

competitors that will only accelerate the pace of consolidation (Deans, Kroeger, Ziesel, 2002). 

However, Zhou et al. (2013) argue that inorganic growth strategies in the form of M&A are 

less often applicable for high-growth companies in emerging markets. Instead, developing a 

strategy for strategic partnership may be the key for surviving in the emerging market with 

high level of competition. There are two strategies that companies may choose to pursue. The 

first is to identify local competitors by their growth strategy and pay more attention to those 

pursuing both high profitability and sales growth. The second is to systematically assess the 

market in terms of the local priorities and interests in order to immediately respond to them. 

In any circumstance, the company should have certain resources and dynamic capabilities to 

identify the potential partners, establish beneficial relationship and handle this relationship to 

its own advantage. 

Figure 3.3.1 The Strategy Chessboard  

(Source: Broquist and Kratzert (2011), A. T. Kearney analysis) 



 

29 
 

Converge or slice the industry – pursue attractive opportunities for industry convergence 

which is the process opposite to the above mentioned one. The industry convergence can be 

triggered by technology or products, substitutes or complements. Companies need to be able 

to reconfigure their capabilities accordingly allocating them to a certain “slice” or niche of the 

market in terms of competitive strategy (Stieglitz, 2003). 

Reconfigure industry value chains. – allow new players to enter the market, find new ways 

to collaborate with suppliers, competitors and customers (Auric and Willen, 2002). The 

strategy of vertical integration is one of the conceptual outcomes of value chain 

reconfiguration. Vertically integrated firms are more likely to sustain in the market as through 

integrating its value chains they not only achieve high sales growth but also reduce 

transaction costs, increasing the level of profits. However, Zhou et al. (2013) argue that 

vertical integration can only temporarily contribute to achieving growth as the value chain 

cannot be continuously integrated and apparently has its limit.  

Change industry conduct – the strategic concept is based on game theory pillars and dynamic 

interactions between companies, as well as business wargaming (Von Clausevitz, 1982). All 

the tools serve as a foundation for simulators of the current competitive environment, which 

in its turn assist in changing industry rules of the game (Von Neumann and Morgenstern, 

1980). In other words, the strategy is based on developing different scenarios dependent on 

the particular situation among competitors and the dynamic capabilities of the company to 

realize these scenarios.  

Create “Blue Ocean” opportunities – following Blue Ocean strategy, the company conceives 

new market space instead of direct competition (Kim and Mauborgne, 2005). The process is 

often called value innovation (Kim and Mauborgne, 1997). It implies radical step-outs from 

the current value proposition in terms of industry (look across the alternatives), scope (find 

complementary offerings), strategic group, buyers (redefine the target customers), time 

(participate in shaping the industry external trends over time) and functional-emotional 

orientation of the industry. These concepts echo the innovation principles of Joseph 

Schumpeter (1982). Thus, such process of new market creation is one of the key triggers of 

growth as it allows benefiting from first-mover advantage as well as from the company’s 

ability to set the rules of the game. However, it requires stable dynamic capabilities not only 

to create innovative segments but also to maintain their development to be on the top of the 

innovation path and lead the others. 

Create and pursue “preferred future” – according to Hamel and Prahalad (1996), new 

business opportunities can be created by intellectual leadership: foresight of the industry 
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evolution, assembling of strategic industry players, building core competences and supplier 

networks, crafting company’s positioning. Moreover, the company that is willing to shape its 

unpredictable industry steers the development of the industry towards the scenario, most 

advantageous for it.  

Cross the “chasm” with innovative products – in this strategic concept the product life-cycle 

is viewed from the standpoint of the value network or ecosystem, where different players take 

different roles in sustaining the system, which triggers the competition. According to Moore 

(2004), the most innovative products experience different lifecycle from that of the ordinary 

ones. He called it “inside tornado” lifecycle. Starting with the product or technology 

inception, it gets to the phase of crossing the “chasm” when the product finds no or 

insignificant usage. However, on the next phase, vertical segments of the company network 

help to increase usage by addressing different niche markets, which then lead to flourishing 

returns if the value network enables rapid volume growth.  

Think big and lateral – Schmitt (2007) argue that the traditional business strategies are 

incremental in nature, and to “think big” companies should look at different angles than 

improving products, capturing new markets or developing channels. Big thinkers may take 

into consideration the combination of seemingly incompatible areas, benchmarks outside the 

industry, restructured time frames, etc.  

The strategies related to different scopes provide significant rise in efficiency executed 

together. For example, in order for most companies to secure steady growth and preserve the 

level of profitability on the early stages of company existence, the three strategies – scaling, 

duplicating and granulation – are advised to be implemented sequentially with some 

overlapping (Krogh and Cusumano, 2001). Broquist and Kratzert (2011) also point out that 

strategies (or rather “different schools of strategic thought”), mentioned in their chessboard, 

complement each other and may prove efficient in each particular situation if used in a unique 

combination. However, most scholars argue that the links between strategic choices are highly 

dependent on peculiarities of the situation – region, industry, market segment, company and 

product offer. 

3.3.2. The linkage between dynamic capabilities, growth strategy and 

competitive advantage 

Porter (1985) argued that achieving competitive advantage results from a firm's ability to cope 

with the five forces better than its rivals. As defined by Grant (2013, 211) derived from 

Porter’s theory, “competitive advantage is a disequilibrium phenomenon that is a consequence 

of change”. The source of the change may be external – depends on company’s capabilities to 
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respond to external environment - or internal to the industry – depends on company’s 

capabilities to introduce strategic innovation, which is new approaches to doing business 

including new business models. Strategic innovation typically involves providing value for 

customers through new products, experiences, or modes of product delivery. 

Whereas the concept of dynamic capabilities presumes that the company possesses 

capabilities to respond to external changes by changing the internal resource base with the 

help of, beside others, its innovative potential, we conclude that the dynamic capabilities may 

be a source of competitive advantage.  

However, some scholars argue that link between the development of dynamic capabilities, 

particularly their deployment by means of strategic choices and sustainable competitive 

advantage is unclear. On the one hand, Griffith and Harvey (2006, 597) argue that “a global 

dynamic capability is the creation of difficult-to-imitate combinations of resources that can 

provide a firm competitive advantage” and Lee et al. (2002, 734) suggest that “dynamic 

capabilities are conceived as a source of sustainable advantage in Shumpeterian regimes of 

rapid change”. As a matter of fact, Rindova and Kotha (2001, 1275) contend that in 

“hypercompetitive environments, competitive advantage is transient rather than sustainable”. 

On the other hand, Helfat et al. (2007) have decoupled the notion of dynamic capabilities and 

performance and argue that “dynamic capabilities do not necessarily lead to competitive 

advantage” (2007, 140). They explain that, while the dynamic capabilities may change the 

resource base, this renewal may not be necessarily valuable, it may not create any valuable, 

rare, imperfectly imitable and imperfectly substitutable resources, i.e. the new set may either 

only give competitive parity or it may be irrelevant to the market. Thus the effect of dynamic 

capabilities on advantage and performance may be negative if they are deployed in 

inappropriate way, by means of improper strategy.  

Therefore, from this we can conclude that the deployment of dynamic capabilities may have 4 

possible outcomes (Ambrosini and Bowman, 2009). First, it can lead to sustainable 

competitive advantage if the resulting resource base is not imitated for a long time and the 

rents are sustained, i.e. the chosen strategy allows outperforming competitors. Second, it can 

lead to temporary advantage that can only be enjoyed for a short period of time if the 

company is unable to shift or review its choice of dynamic capabilities deployment. Third, it 

may only give competitive parity if the effect on the resource base simply allows the firm to 

operate in the industry rather than to outperform rival firms. Finally, the deployment of 

dynamic capabilities may lead to failure if the resulting capabilities are irrelevant to the 

market. 



 

32 
 

Further to the topic we need to clarify what types of competitive advantage the firm might 

possess regardless of its sustainability. According to Porter (1985), companies exploit either 

cost or differentiation advantage. The former refers to the situation when company’s 

competitive strategy is based on offering the lowest price due to lower costs. The latter 

appears when a company implements attributes other than price in its strategy. The followers 

of Porter’s theory suggest that the company may have cost advantage based on either lower 

costs or best costs which involves providing the best value for a relatively low price (Wright, 

1987). Grant (2013) also mentions the concept of first-mover advantage, which is gained by 

the player occupying initially a strategic position or niche with access to resources and 

capabilities that a follower cannot match. The advantage is established if the “first-mover’ is 

able to preempt the best resources or to build superior resources and capabilities due to early 

entry. 

3.4. Sustaining growth 

The task of preserving rapid pace of growth appears to be one of the most challenging for 

high-growth private companies from strategic view point in emerging markets (Prats et al., 

2012). It is especially applicable to the Russian market (Yudanov, 2008). We therefore will 

elaborate further on how to sustain the growth pace over the long period of time. 

Literature analysis show, that in order to sustain growth a firm need to concentrate on 

sustaining competitive advantage (Grant, 2013) and on managing growth stemming from 

exploitation of this competitive advantage (Furlan and Grandinetti, 2011). 

The sustainability of competitive advantage depends on whether the competitors can imitate it 

or introduce innovation which undermines it value. Since the company is more likely to 

control imitation as direct form of competition rather than the ability of competitors to 

innovate, the significant barriers to imitation should exist. The more efficient these barriers 

are, the longer competitive advantage can be sustained. Such sustainability can be assessed, 

according to Grant (2013), by means of evaluating transferability and replicability of 

competitive advantage as well as its durability. The sources of immobility of resources and 

capabilities that form the competitive advantage comprise geographical immobility, imperfect 

information regarding resources and capabilities, complementarity of resources and formed 

organizational capabilities which are more difficult to transfer. Altogether the transferability 

and replicability of resources form the ability of competitors to imitate company’s 

competitive advantage. If competitive advantage is based on dynamic capabilities among 

other capabilities, its durability, transferability and replicability are likely to reach higher 
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levels due to the nature of dynamic capabilities as dynamic construct, which is impossible to 

imitate without the ability to follow the same path in reconfiguring the resource base.  

According to Pettus (2001), the company successfully executing its dynamic capabilities, i.e. 

possessing sustainable competitive advantage, is most likely to enjoy high growth. However, 

to provide long-term growth, firms need to consider multidimensional nature of growth, 

outlined by Furlan and Grandinetti (2011) which is size growth, relational growth and 

capabilities growth. As they argue, these three dimensions of firm growth are interdependent 

and it is the appropriate management of these interdependencies that determines the success 

and sustainability of the firm growth strategy and its competitive advantage.  

Upon the analysis of the literature on sustainable growth, we propose the fourth dimension of 

firm growth – innovative growth, which we would like to argue for as the distinct type of 

growth facilitated by unique actions which should be seen separately from any other growth 

dimension. We will elaborate further on this argument after describing other dimensions of 

sustainable growth. 

3.4.1. Size growth. 

Furlan and Grandinetti (2011, 198) define size growth as “broadening of the boundaries of the 

firm over a given period of time”. In refer to Penrose (1959) size growth may be internal or 

external. In the case of internal growth, that McKelvie and Wiklund (2010) name “organic”, 

the company enhance its boundaries through investments that increase the size of existing 

organizational units or through greenfield investments, i.e., creating new production, logistics 

or commercial units or subsidiaries. It goes in line with the product and organizational scope 

of strategies clarified earlier. External growth or acquisitive growth occurs when two or more 

firms merge together to become one bigger firm, or when one firm acquires the entirety or a 

share of the equity of another firm.  

3.4.2. Relational growth 

McKelvie and Wiklund (2010) also argue that cooperation between firms in its various forms 

(strategic partnerships, according to Zhou et al., 2006) is a specific mode of firm growth, 

which they call “hybrid, along with organic and acquisitive growth. Deriving from this 

argument as well as Håkansson and Snehota (1989) statements, Furlan and Grandinetti (2011) 

view relationship growth as a specific way to grow which they define as “increment of the 

extent to which a firm uses external resources over a given period of time”. External resources 

are identified as those assets (physical or otherwise) over which the firm has no direct 

ownership, but that are accessible through the relationships with other organizations. The 
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more critical these resources are for the company’s competitive advantage, the higher the 

value of the relationships. So, this type of growth is predetermined by the number and the 

value of strategic partners of the firm.  

3.4.3. Capability growth 

Furlan and Grandinetti (2011, 197) define capability growth as “the development of new 

capabilities of a firm over a given period of time”. The development of new capabilities can 

be based either on internal development, on external resources from the market and on their 

integration. Thus, firm capabilities can be classified into three broad categories: functional, 

relational and dynamic capabilities. The first category concerns the company’s ability to 

carry out its core and supportive functions whereas the second refers to the abilities to 

efficiently use external networks of partners and customers.  

Even deriving from definitions, one can note that these growth dimensions are interdependent. 

Growing firm capabilities triggers and sustains size growth that, in turn, generates a further 

growth of firm capabilities. Besides, capability growth and size growth can happen 

simultaneously. By developing inter-organizational relationships the firm can scoop external 

resources to nurture the growth of its size as well as new capabilities. In other cases, company 

needs to develop appropriate capabilities to build a valuable portfolio of relationships, to 

select partners and build a cooperation mechanism.  

3.4.4. Innovation growth 

As suggested earlier, innovation growth can be considered as a sole dimension and also 

interlinked with other dimensions. By separating innovations into a single-standing category, 

we underline how important is the company’s ability to innovate in order to grow in size, to 

develop new unique capabilities, establish partnerships and, moreover, to find new growth 

dimensions and linkages such as, for example, development of social innovations or 

environmental sustainability initiatives. The uniqueness of innovation growth is proved by the 

concept of particular business innovation. 

According to Sawhney et al. (2007), business innovation is a far broader in scope than just 

product or technological innovation, instead business innovation is defined as “creation of 

substantial new value for customers and the firm by creatively changing one or more 

dimensions of the business system”. In other words, while innovating the company should 

consider all items of its business mechanism and ensure increased customer value. The same 

is largely true when it comes to the term business model innovation as looks beyond product, 

service or technology advances. This type of innovations addresses directly the company’s 
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value proposition and how it leverages its value chain, cost model and organization to deliver 

this value (Chesbrough H., 2006, Johnson M.W. et al., 2008, Amit and Zott, 2012).  

Sawhney et al. (2007) propose 12-dimentional framework, where company can exploit 

business innovation, which comprises all significant business area of a company. They claim 

that when a company identifies and pursues neglected innovation dimensions, it can change 

the basis of competition leaving other players at disadvantage. Moreover, as innovation in one 

dimension can trigger innovative processes in other areas, it could ensure long-term growth, if 

executed in a proper way (Sawhney et al., 2007).  

However, this framework does not capture such innovations that concern sustainability and 

can be executed across dimensions. According to recent research of MIT Sloan Management 

Review in collaboration with Boston Consulting Group consultants (Kiron et al., 2013), the 

race for sustainability is global. Companies in developing countries are most likely to use 

sustainability-related business model innovations than any other business innovation, largely, 

because of the resource scarcity and population growth challenges. As the research results 

show, nearly 60% of companies prove the significant increase in profits due to implemented 

sustainability initiatives with some of them reporting double-digit growth of revenues after 

business model innovations connected with sustainability (Krushwitz N., 2012).  

Another argument for the sole innovation growth mode is that it allows growth increase by 

interlinking all other growth modes. It is approved by, for instance, new growth platforms 

creation. 

According to Laurie et al. (2006), sooner or later, most companies reach the point when their 

ability to generate growth internally is out of sync with growth rates stated as strategy targets 

or expected by the boards. It is stated in the research that in some cases commonly used 

strategies such as product diversification, new markets penetration, changes in the business 

models and even M&A, fail to deliver the required level of growth. Therefore, they propose a 

concept of New Growth Platforms (NGPs) to recharge the company’s ability to enjoy high 

growth. NGPs serve as a framework upon which company can build new families of products, 

services and businesses and extend its capabilities into new domains. In such framework, 

acquisitions serve as a source of specific capabilities, assets and market knowledge rather than 

a direct driver of growth. Therefore, according to Breene and Sutcliff (2007) each new 

business platform might require the transfer of existing skills from the core business, the 

acquisition of specific capabilities from external sources and the development of unique 

capabilities around particular industry problem set. NGPs has and requires deep managerial 
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applications as once the decision on creating a new NGP for business is made, the involved 

managers are personally responsible for its development.  

3.5. Framework 

Derived from the discussion above and particular in order to illustrate the identified linkages 

between firm resources, dynamic capabilities, competitive advantage, growth strategy and 

growth dimensions, we developed an integrated framework (figure 3.5.1). It illustrates how on 

the basis of dynamic capabilities development, their deployment through appropriate choice 

of growth strategy and integration into different dimensions of firm growth, the company can 

sustain its growth in the course of time. Taking into consideration the nature of the theoretical 

constructs used, we argue that the model is dynamic, i.e. shows the ongoing process. 

 

Figure 3.5.1 Theoretical framework (derived from Ambrosini and Bowman (2009), Furlan and 

Grandinetti (2011) and authors analysis).  

The framework summarizes the above discussion. The external and internal enablers have a 

major impact on what dynamic capabilities the company develops and chose to execute on the 

market. The deployment of these capabilities is a matter of the company’s growth strategy and 

its successful implementation. If the strategy is efficient enough it allows company to gain a 

sustainable competitive advantage or at least temporary competitive advantage which, in turn, 

determines the foundation for sustainable growth in different dimensions – size, relations, 

capabilities and innovations. The viable management of these dimensions via company 

strategy is the prerequisite for sustaining its growth potential over a long time period.  

The framework suggests that the sustainability of company growth strategy should be 

evaluated. From the above discussion we derive that the sustainable growth strategy should be 
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based on dynamic capabilities, comprise different strategic scopes, and ensure sustainable 

competitive advantage creation, directed towards management of growth in all dimensions. 
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4. Empirical data 

Chapter 4 provides the empirical data from the five case companies of the IT-industry in 

Russia. The data comprises company overview, evidence from the interviews with the 

company representatives, as well as data from secondary media sources. We studied five 

companies – Doktor Na Rabote, Kaspersky Laboratory, Antivirusnye Resheniya, Datadvance 

and Case Company 4.  

We will present the empirical results of our study according to the strategy scopes identified 

in the theoretical chapter that will allow us to further discuss what dynamic capabilities they 

are based on and how they serve for achieving sustainable growth in all dimensions. The 

structure of the questionnaire corresponded to the scope structure of the growth strategies in 

the theory chapter. Under the section “Sustain growth” we ask the companies about the 

current growth challenges and their plans to handle them.  

It should be also noted, that the terms used in the chapter are translated from the Russian 

language, therefore, for some of them citation marks are used to clarify the usage of the most 

appropriate English equivalent. Sometimes, the companies used the exact English term, which 

is also put under citation marks. The term “partner” is identified as any other player on the 

market besides customers and competitors (though in some cases competitors represent 

partners but it will be especially indicated). The term “region” commonly referred to countries 

unless indicated otherwise. 

4.1 Case 1 - Doktor Na Rabote 

Doktor Na Rabote (Doctor at Work) stands both for the largest Russian-language social 

network for doctors only and for the company which created this network. The company was 

founded as a start-up in 2009 by Andrey Perfilyev and Stanislav Sazhin and now unites more 

than 220 thousands doctors all over Russian-speaking CIS, which amounts for almost 25% of 

Russian doctors. The social network is designed to ensure that only real doctors get registered 

and can enjoy the variety of possibilities the website provides.  

In 2012, the company announced that it reached the top of the world social networks for 

medical personnel by average daily traffic. At present, only 12 people work in the office and a 

number of employees work remotely. Profits for the last financial year exceed $1.5 million. 

The growth rate of the company amounts for about 300% a year. 
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4.1.1 Product scope  

Doktor Na Rabote operates in a very specific market segment and therefore, provides specific 

products, or rather services. In the segment of online social networking the company offers: 

- The core network (Doctornarabote.ru) – a private space for doctors to share information 

and experience about professional cases with their colleagues and solve difficult 

situations from everyday practice, receive new knowledge from the wide database of 

medical publications with daily updates, find answers to urgent questions faster than in 

any library or other official medical organization. 

- The supporting network (Medcampus.ru) – an area for students of medical universities to 

communicate and share information. 

- The supporting network (Smartpharma.ru) – an area for chemists (pharmacists) to 

exchange information and collaborate. 

- Two mobile applications: Pharmaceuticals Ranking, where patients can track doctors’ 

comments and opinion on different medicines, and Ask a Doctor, designed for patients to 

be able to communicate with doctors online and find the most suitable one for their 

medical case.  

However, this segment is not the direct source of the main income. The revenues are 

generated from partnerships with pharmaceutical companies, where Doktor Na Rabote works 

as a distributor of information about medicines from largest pharmacy companies to doctors 

in the social network. It appears to be one of the marketing sources for these companies as in 

most cases they can only reach potential clients (patients) through their doctors. And Doktor 

Na Rabote provides a platform for direct advertising (which in some cases destined to be the 

only way as mass advertising is prohibited). The company focuses its efforts on Top-20 

players of the Russian market, being at the same time most welcoming to other companies. In 

this sector the company offers mostly marketing products such as banners, direct messages, 

social groups, “private key messages”, educational programs, etc.  

4.1.2 Organizational scope 

Being a small private company at the beginning of organizational development, Doktor Na 

Rabote has only one business unit with 12 people working directly in the office and 2 working 

remotely. The main social network of Doktor Na Rabote covers the whole Russian-speaking 

Internet, including the markets in CIS. However, the actual number of doctors registered is 

nearly 25% of the whole medical society. Being the largest in its sector, the company still 

struggles to attract more than 95% of the market. Alongside with relatively young age of 
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business and its strategic focus on the present activities, this is the reason why the regional 

scope of the company is limited to the Russian-speaking countries.  

4.1.3 Industry scope 

Doktor Na Rabote was the first company in Russia to occupy the online medical network 

niche on the market. According to the CEO, they “build a market, which does not exist”. As a 

result, the level of competition in the segment is low – Doktor Na Rabote grows faster than all 

its competitors put all together. The secret of success is that “they were the first, they initially 

had more money than anyone else, and they are focused on their core business”. However, the 

company tracks all its potential rivals on daily basis and is aware of each step they undertake. 

It was also underlined in the interview that the company does not pursue the largest market 

share (according to its own analysis, it occupies only 0,5% of the potential market with the 

rivals accounting for another 0,5%). The main task for the company is to prove to the 

customers in the face of pharmaceutical companies, that the Internet is a reliable and 

profitable source of advertising. 

When it comes to customers, the company places a lot of emphasis on what is strategically 

important for them in each segment. For example, from the early stages, the company tried to 

make the network as user-friendly as possible. For the Russian medical society the network 

now is a unique source of information available 24/7, as most of the regions lack essential 

literature and publications on specific medical cases or practices. Among the pharmaceutical 

companies, Doktor Na Rabote seeks to build relationship with top players.  

In terms of other partnerships, Doktor Na Rabote collaborates with the global and Russian 

research centers and organizers of the largest medical conferences by attracting experts in 

particular medical spheres to their projects or events. In fact, they receive a bunch of letters 

with partnership offering on day-to-day basis. However, they decide to collaborate only with 

those who are potentially able to attract new customers for the company.  

4.1.4 Sustaining growth 

According to the CEO of the company, the small team is one of the keys of their long-term 

success. They pursue openness in everything they do, so that everyone is aware of the current 

state of affairs; they put the value of the team on the top, what manifested itself in the 

compensation system (no matter what the profit is, the first priority is team salary); they 

encourage independence and responsibility of the team members who have their share in the 

profit.  
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The main challenge Doktor Na Rabote identifies for itself at present is to grow further, 

because they are able to earn much more than they get now (notwithstanding the fact that their 

sales growth triples each year from the foundation ).  

Therefore, the strategic goals identified by the company are as follows: 

- To maintain customer focus and attract more doctors by convincing them in the necessity 

and practical value of the network 

- To collaborate with global players of pharma industry as strategic partners, making them 

exploit the company’s resources to market their products on the Russian market 

- To cooperate with pharmaceutical companies and research centers in order to increase the 

level of professional education among Russian doctors, especially in the regions 

- To persuade pharma-companies to use the Internet and social networks for marketing 

4.2 Case 2 – Antivirusnye Resheniya 

Antivirusnye Resheniya (Antivirus Solutions, AR) is a Russian private company, one of the 

biggest system integrators in the country, which provides a wide range of services in 

information security sector as well as other IT-solutions and IT-consulting services. The 

mission is stated as “to provide customers with information security products and assist them 

in building up the modern IT-infrastructure by the means of the most contemporary 

technologies, reliable soft- and hardware”.  

AR was founded in 1998 as a provider of antivirus information security solutions. Now the 

company is growing faster than the market, 23% in 2011/2012 and 11% in 2012/2013. Nearly 

120 people work for the company.  

4.2.1 Product scope 

The main function of AR is reselling software from different vendors (software producers) to 

different customers, thus the company provides services in building IT-infrastructure. In 

choosing the product range AR is closely oriented on the viability of a product, the level of its 

profitability and its confirmation with governmental regulations in information security 

standards. At the same time, the products are customized for the customer cluster rather than 

for the individual customer.  

Until the financial crisis of 2008, the company could deliver a large scope of its products with 

relatively low costs. After the crisis the situation has changed as new minor players appeared 

on the market with lower quality and consequent lower costs of services.  
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4.2.2 Organizational scope 

AR operates in 4 regions of Russia – Moscow, St. Petersburg, Krasnodar and Yekaterinburg, 

where the most recent business-unit was established. These business units can be considered 

equal in their organizational outline. In terms of business competences, pursuing the market 

demands and some changes in formal regulations, AR established a consulting department 

and the development department. 

Following the common industry practice, the company has some services outsourced as well 

as it attracts third parties to provide their services.  

In order to increase profit AR expanded in the Ural region of Russia, particularly in 

Yekaterinburg. The expansion avoided significant problems with hiring new employees or 

opening new subsidiary as the company is well-established in the sector and has a reputation 

of an excellent employer. 

AR also constantly monitors the situation outside the Russian market. The strategic plan 

entails expansion in Armenia due to the large unmet demand in the region and changes in 

legal system which allow tax exemption for IT-companies. Some potential regions have been 

removed from the company perspective as a result of recent geopolitical events (Ukraine). 

As the company states, it is now focused on the CIS region without any strategic goals in 

other countries. The key preventive factor is the gaps in knowledge of the countries law 

systems and particularly information security regulations. 

4.2.3 Industry scope 

AR is working with customer clusters, which can comprise the whole industry as, for 

example, the banking sector. The company provides high-quality licensed services to the 

government institutions as the Federal Security Service of the Russian Federation and the 

Bank of Russia.  

AR occupies, on average, 5.6% of the information security sector, 8.4% in the central part of 

Russia. The competitors of the company provide almost the same range of products and 

complementary services; however, the company underlines its highly experienced specialists 

which distinguish it from other market players as well as the company’s deep specialization 

on information security solutions and security audit expertise. Another worth mentioning 

advantage is company’s pursuit of the latest industry trends and ability to provide products 

which are unique for the Russian market though well-known on the global markets. It is 

achieved largely due to close collaboration among AR, its suppliers and customers. 
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The partners of AR represent a wide scope of international and Russian companies. Among 

others the company possesses the status of Adobe Gold Partner, HP Preferred Partner, 

McAfee Premier Partner, Microsoft Authorized Education Reseller, Microsoft Authorized 

Government Reseller, Microsoft Gold Server Platform and etc. The criteria for choosing the 

supplier include personal relations, added value and quality of its products, comfortable 

working atmosphere in the partnership, its willingness to invest in the common projects and 

customers’ recommendations or requirements. 

4.2.4.   Sustaining growth 

Throughout the company history, AR marked some important changes fostered by 

vulnerability of the Russian economy and political situation. The external factors affect the 

company’s customers, especially when it comes to banks that consequently lead to losses. 

Moreover, new competitors which appeared on the market hinder business development by 

providing low cost services. 

The constant challenge for AR is to follow the latest trends. The market is evolving rapidly; 

new urgent methods of cyber protection are required to arising cyber threats. The company 

sees the key solution in everlasting monitoring of global innovation trends, communication 

with customers and official regulators.  

The market itself provides few opportunities for growth, however, the company intends to 

preserve its industry sector focus as its key advantage, and therefore, tries to find new 

solutions within the scope of the sector. As the company points out, they “pursue the 

diversification in the scope of its market segment as their growth strategy is strongly 

profitability-oriented”.  

As for the business-model innovations, AR uses traditional for the industry “full-coverage 

business model” with some priority segments and does not have any intentions to change it in 

the near future.  

The company is well aware of the term “sustainable development”. The realization of the 

concept is achieved through initiatives on energy consumption reduction (for example, 

automatic light-controllers), development of corporate culture with deep care for the 

employees, introduction of an e-document flow. Besides, AR embeds innovative solutions in 

its customers IT-infrastructure – for instance, Lync, the Microsoft product, which allows 

distant conference meeting, avoiding additional flights or other transportation-related actions, 

thus, reducing harmful air emissions.  
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The social aspect of the company’s work includes supporting orphanages with clothes, toys 

and computers; supporting war-veterans in their sport events; providing repayments for the 

employees who donate blood.  

4.3. Case 3 – Kaspersky Lab 

Kaspersky Lab is a Russian multi-national company operating in the IT security sector. It is 

the world largest privately owned vendor of software security products. Since 1997, the 

company is being headed by Eugene Kaspersky. The company’s headquarters are situated in 

Moscow, Russia, while regional offices operate in 30 different countries including the USA, 

European, South-Asian and Middle East, Latin American countries as well as CIS. 

According to the CEO, the mission of the company is “to save the world” in terms of 

contractions to cyber threats. Therefore, the key focus of the company is on the maximum 

quality of the security services they provide, instead of financial figures that is allowed in part 

by its organizational structure of a privately owned company.  

At present, the turnover of Kaspersky Lab amounts to approx. $700 million, while sales 

growth stabilized around 7% for two years in a row. However, from the secondary data we 

know that the company sales figures grew exponentially from 13,5 million rubles in 1999 

until 1 048 million rubles in 2006 with the growth rates above 150% a year. Around 3000 

people work in the company now, with a majority in the Moscow office.  

4.3.1. Product scope 

The products and services, provided by the Kaspersky Lab are divided into three categories: 

- B2C products which comprise antivirus solutions with a variety of additional services 

such as financial transactions security, parental control systems for preventing children 

from harmful Internet content and others.  

- B2B products with a range of solutions starting from very small companies (1-25 people) 

to large corporations and governmental organizations. Therefore, the offering varies from 

simple antivirus content similar to those in B2C segment, to complex enterprise-solutions 

which are customized for a particular company (for example, all Ferrari IT-infrastructure 

is now protected by Kaspersky). 

- Additional services such as fraud prevention, which represent a mixture of the products 

and consulting services.  

According to the company, it combines two “business models”, providing commercial 

services as well as free services. Company products were introduced in the sector of software 
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for mobile devices. Therefore, one of the latest solutions for customers is a multi-licensed 

products which can be installed on different devices and managed by a single administrative 

system.  

This year, as a part of company’s product strategy, Kaspersky Lab launches target services, 

for instance its cloud service or parental control as an unbundled service in order to stay at 

the cutting edge of the industry trends.  

Hence, Kaspersky Lab provides a wide range of products and services both for B2C and B2B 

segments, constantly updates its offering according to market requirements that allow its 

customers to select the product best suited for their particular needs. 

4.3.2. Organizational scope 

The company operates through 35 mostly sales offices worldwide. Initially, they were granted 

with independence and a bunch of functions which now provides necessary results as all the 

offices are integrated in the market environment as they work directly with local distributors 

and other partners. Thus the regional offices complement each other if unstable conditions in 

one region effect the company, pleasant environment in other regions compensate for this 

negative influence.  

According to the interviewees of the company, Kaspersky Lab duplicates the existing in 

Russia “business models” in other regions. By so doing the company satisfies the need in 

physical presence in some regions with increased customer demands, for example, in the USA 

and Singapore. The choice of the region of presence also depends on “customer or partner 

recommendations”, the necessity to meet large customers’ demands (in the USA 

governmental segment), the convenience and relative easiness of adaptation to new business 

conditions. Therefore, the company faces certain difficulties penetrating foreign markets. 

Customer demands vary from relatively simple requirements in less developed countries to 

high expectations of Japanese customers in high-tech multifunctional products, especially in 

mobile sector. Cultural and other business-related peculiarities are overcome largely by means 

of partners’ connections and market knowledge.  

The appropriate choice of partners constitutes one of the main tasks for local offices of the 

company. They find distributors who “meet particular technological and expertise 

requirements”. Upon local office recommendation and partners’ sales and business plans, the 

company provides marketing support to the partner, mainly in the form of financial support. 
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4.3.3. Industry scope 

Competitors 

Among its “direct competitors” the company is now on the third place in the global market. 

According to the company, its total sales figures can be compared to those of Microsoft. In 

Germany Kaspersky Lab’s products occupy the first 4 places in sales of all the software 

products. The largest market for B2B products of the company is the USA, then come 

Western Europe and Russia. Among B2C customers, the company’s awareness is nearly 

100% in Russia, less in other emerging markets and even least in the USA. As for the growth, 

the company exceeds the average industry growth rates almost in all regions. However, the 

growth is not as fast as the company expects it to be, taking into consideration the past 

experience of the company in exponential sales growth. 

According to the company, the quality of its products and services is what distinguishes them 

from their competitors. Agencies on market studies and evaluations – Gartner (USA) and 

Forrester (UK) – include the company in the list of the most reliable among the IT-security 

industry players and acknowledge its leadership in the sector.  

It is also a unique feature of the company to establish “thoughtful leadership”, which implies 

that company experts deal with the most complex IT-security threats, give advice to Interpol 

and other governmental organizations, and present the results of their work at world 

conferences. Although they do not sell those kinds of expertise, it is an integral part of their 

position in the market as a knowledge leader.  

According to company estimates, the software industry is highly integrated with each 

company trying to exploit its “intellectual capital” in the first place, and highly consolidated 

when new start-ups are acquired fast by big players. That is one of the main reasons for 

networking among competitors and close personal relationship among their employees. The 

overall situation in the industry, mainly successes and failures of competitors are under 

constant monitoring of the company experts. However, as far as M&A are concerned, the 

company prefers to stay outside these processes because they are interlinked with problems of 

new products integration into the complex existing ones. Deep focus on product development 

within the company gives it a unique opportunity to control the “product complexity” and 

provide only fully home-made products of consequent high quality due to constant 

investments flow as well as experts’ efforts in their development. In case of M&A, the 

company would have to integrate other products in the process of product development which 

may cause certain technological difficulties. 
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Partners 

Being a small company in the beginning, Kaspersky Lab signed an agreement with Microsoft 

and started to position itself as a world leading company. Since that time, the company has 

attracted partners all over the world including resellers, system integrators, trading platforms 

and others. Almost all market activities except consulting services and sales to governmental 

organizations are conducted by partners. The company managed to transform partnerships 

from simple franchising into joint ventures and direct ownership that allow synergy as well as 

independence of local partners in dealing with their market of expertise. Now the company 

also has some strategic partners among world-famous brands which preinstall Kaspersky 

products in their products. 

The company constantly monitors its relationship with partners, to what extent company 

products and services are of partners’ interest. In CIS the company exploits the most extensive 

and detailed partner programs. Some partners deal exclusively with Kaspersky products; 

others distribute them together with competitors’ products. According to the interviewees, the 

latter partners are the most interesting to work with as they can provide comparative 

information on products’ performance. Nonetheless, all partners are subject to certain 

requirements of high standards in technological and human resources, willingness to 

collaborate and invest in the mutually beneficial relationships. 

Sponsorship 

As a type of partner agreement and a part of its novel marketing activities Kaspersky Lab 

successfully utilizes its sponsor abilities. For example, the company currently cooperates with 

Ferrari, being the sole IT-security partner of the company from the inner engineering 

operations till operations during F1 races. According to the company,the decision to use 

sponsorship as a type of marketing starts from the task formulation – if there is no other run-

time variant of marketing, the company uses sponsorship by providing both economic and 

“emotional value” for the customers. This was the case with American NFL when company 

attempted to enter the US enterprise (B2B) market. By using this sponsorship, the company 

got access to the opportunity to reach the American audience as well as to invite potential big 

customers to the games, forging personal relationships. On the Indian market, the brand 

awareness quadrupled due to collaboration with cricketer Sachin Tendulkar. It allows the 

company to maintain on the 2d place in the segment with the budget 8 times smaller than that 

of competitors.  
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Hence, sponsorship is one of the most sophisticated tools in the company’s customer 

attraction program contributing significantly to brand awareness, sales and market share 

growth. 

Customers 

In B2C sector the majority of company products are not specified for a particular customer 

whilst in B2B sector all products are more customized. The company representatives mention 

some key instruments to monitor customer behavior – B2B trading, partner surveys, 

quantitative studies across all regions as well as a large number of tools in-built or embedded 

in the products devices. All of them allow to monitor what features customers mostly use, in 

reference to this, what other products can be interesting for them and how the company can 

ensure the long-lasting contact with each customer. 

4.3.4. Sustaining growth 

According to the interviewees, the company has gone through the phase of regional business 

expansion and now focuses on “cost control and efficiency growth”. The company also aims 

at absolute “technological leadership” in the industry. Therefore, it chooses to (1) concentrate 

on a particular IT-security segment without any further diversification in the near future, (2) 

to invest heavily in R&D and human resources, (3) to operate in new product segments within 

its primary sector or even create them, (4) to establish business in fast-growing emerging 

markets. 

The interviewees also point out some challenges the company faces at the moment. The main 

question for the company remains to be: “what and how we sell” in terms of the preferred 

business model as it is defined by the company. Kaspersky Lab key priority goals include 

improvement of customer behavior forecasting, enhancement of product mobility and 

flexibility due to technological changes in hardware sector as well as new solutions for Big 

Data centers. Moreover, the company develops new ideas in cloud and hybrid technologies in 

collaboration with customers and “bring your own device” program with solutions for people 

who work remotely on their own computers.  

The company is sure in its competences to handle these challenges. They attribute it largely to 

the managers’ common understanding as it has already proved itself in solving past 

difficulties. Managers’ flexibility and departments’ close location were the main drivers of 

restructuring process when the company suffered from problem with misunderstanding 

between R&D and product management departments. Now the lead time for product 

introduction to the market decreases year by year because all the key alterations to the product 
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are made on the earliest stages of product development. All the new ideas are discussed 

between managers and employees in terms of their validity for the present situation, their 

present and future profitability, time required for the robust development and etc. The 

company also acts in a proactive way by monitoring the reliability of current business models 

and searching for new solutions to fit new products into the existing and efficient business 

model.  

Another competence which prevents large problems in the company is its regional presence. 

In regard to this, the economic crises cannot destabilize significantly company performance as 

instabilities in one region often compensate success in the others. Hence, the current 

economic situation in Russia is not expected to influence the company significantly.  

Currently the company struggles to launch its CSR program as it logically constitutes 

historical social activities of the company. The core of this program lies in Digital citizenship 

which implies the public awareness campaign on Internet security including children cyber 

bulling in the net, the security of financial transactions and etc. This program might ensure 

company’s growth for some period of time as they would be the first to introduce that kind of 

social program to the market among its competitors. However, the way to implement the 

program in practice is still unclear. The same is largely true for other sustainability initiatives 

concerning environmental security. For now, such activities are not believed to bring the 

company any significant benefit if any use at all.  

4.4. Case 4 – Case Company 4 

Case Company 4 (we will name it such a way hereinafter as the company preferred not to 

reveal its name in the paper) is a Russian editor and locator of online-games on the Russian 

and CIS markets as well as on the European market. It was founded in 2006 and for now 

manages 8 large projects, working with the world leaders in game industry. In 2008 the 

company introduced its official game platform. Now the company is developing in other 

business directions such as mobile sector, online cinema and is one of the partners of 

Kidzania project in Russia. 

4.4.1. Product scope 

According to the interviewee, Case Company 4 business model is oriented on the highly 

anticipated top quality games and products. These features depend on audience expectation 

rates, vendor profile and past relationship with the company, company expert estimates on the 

ground of beta-tests and other technological attributes. The company targets the mass internet 

audience providing high-quality products adapted to most common requirements.  



 

50 
 

As noted by the interviewee, the development of new unique projects from the scratch is one 

of the main interests of the company at present.  

The company considers successful changes or evolution of projects to be the main criteria for 

assessing their quality together with the customers’ opinion. That is the main reason why it 

introduces constant changes in project development or even includes this changing of the 

process in the project development process itself. 

4.4.2. Organizational scope 

The company operates via several offices in Russia and CIS, structured according to the 

similar layout, with product scope orientation meaning that each product or project is run by a 

single team; however, there is always a room for universal competencies with cross-project 

responsibilities. Another office is run in Luxembourg, where mainly the technical procedures 

are conducted.  

The distinctive feature of company’s organizational strategy lies in its corporate principle 

aimed at human capital development. With this in mind, the company provides internship and 

undergraduate programs for young people in order to allow them to contribute to company’s 

projects with fresh ideas and insights. Thus, the company raises its own human resources 

from the very first stages. 

4.4.3. Industry scope 

The company perceives itself as one of the industry leaders. It estimates its growth not to 

exceed significantly the overall industry rate.  

Partners 

The choice of the partner largely depends on the expectation rate of its games. However, the 

portfolio and success of previous projects, personal relations and trust, concurrence in 

business philosophy, long-term orientation as well as prior experience and convenience of 

working process add up to partner credibility. It is the task of business development 

department to search for new vendors and establish necessary contacts with profile partners. 

The same credentials are applicable to other types of partners – equipment suppliers, other 

software vendors, partners in marketing, etc. All this partnerships stay outside of any equity 

relations with the company.  

The relationships are established mainly on game conferences, the Internet and through 

market network.  
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Competitors 

The market consists of a large number of different players; however, it is concentrated 

primarily around 3-5 key online games editors, including the company according to the 

estimates. Such industry atomism, however, does not lead to M&A trends, new players appear 

rarely as the market is considered to be glutted. Market saturation prevents the introduction of 

brand new games facilitating competition for the most expected projects and generally 

impeding partnership among the competitors.  

Among the industry monitoring tools the company mentions customer opinion scanning by 

means of forums and social networks as well as other analytical tools enabling to monitor 

competitor activities. 

Customers 

“Community managers” on each project have direct communication with their customers, 

providing timely solutions. They monitor customer expectations and opinions, customer 

satisfaction rates, carry out supporting entertainment events both within and outside the game 

layout, including offline quests, parties and trips to different cities. New employees are also 

responsible for customer support. Besides, the company conducts huge data analysis and 

overall market research in order to understand customer behavior. Thus, every project group 

can be directly and immediately contacted by its customers.  

4.4.4. Sustaining growth 

Sales growth appears secondary in the company strategic targeting. The key priority is an 

efficiently done project resulting in employees’ achievements with focus on their work 

attitude and attention to details. Another priority resides in the correlation between new 

employees’ values with those of established employees. This, in turn, goes in line with the 

company’s values and result in mutual understanding among staff, rise in their efficiency and 

consequent performance improvement. Thus, the company reviewed its HR policy and now is 

oriented on employee’s personal qualities, education and skills rather than gaming experience 

and even working experience. The revision was mainly triggered by top-managers’ decision, 

philosophy and vision.  

The company tends to appreciate every attempt to develop further even if this effort does not 

lead to significant positive results. On the contrary, successful performance without 

exceptional enhancement of the company’s competence is less appreciated.  

Moreover, the company constantly monitors the current state of affairs which implies that 

every employee is aware not only of the successes and failures of its project field but also 
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keeps abreast of the other company activities. It is achieved due to quarterly Road Maps with 

each project team informing other teams of the current operations, their results and future 

prospects as well as by everyday monitoring together with long-term industry trends 

scanning. 

As for the external factors, influencing the company, the economic crisis in 2008 had 

surprisingly positive effect, because it enabled the company to hire those specialists who lost 

their previous jobs and form a team of professionals. Moreover, being a relatively cheap 

source of entertainment, online games kept attracting customers even during periods of 

instability.  

The main formula for success in online games sector constitute company’s ability to find and 

“seize” the most anticipated, top products. In addition to that, the main goal of the company is 

to create new interesting projects, not necessarily in the sector of online games. Among these 

projects, the company emphasizes its new project Kidzania – an educational center for 

children which does not correlate with online game projects. However, the company outlines 

that it is not mature enough for that such popular notions as environmental sustainability and 

safety or CSR practices.  

4.5.  Case 5 - Datadvance 

Datadvance is a Russian private IT-company operating in the data analysis software sector. 

The company develops software for predictive modelling, intellectual data analysis and 

multidisciplinary optimization. Datadvance also provides consulting services in the areas of 

design optimization, process automation, application customization, simulation and analysis. 

Solutions offered by the company are used in such industries as aerospace, automotive, 

electronics and electrical appliances, turbomachinery, biotechnology and pharma etc.      

Datadvance is a Skolkovo Innovation Center resident. The development team is located in 

Moscow, Russia; in addition, the company has sales offices in Toulouse, France and Munich, 

Germany. At the moment, around 55 people work for the company.  

4.5.1. Product scope 

Datadvance provides high-quality products and services in the area of intellectual data 

analysis and multidisciplinary design organization. The main product – MACROS 

algorithmic core – provides state-of-art algorithms for approximation, dimension reduction, 

design of experiments, sensitivity analysis, meta-modeling, uncertainty quantification as well 

as various optimization strategies. 
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Currently much effort is put into the development of a new product – “pSeven” - a software 

platform for intellectual data analysis and optimization. Previously the products were 

designed to meet the needs of core customers from Europe. Datadvance hopes that the 

development of its product line will help the company expand its presence in the Russian 

market.    

The development team both creates new products and improves existing ones. Nevertheless, 

the main focus is on developing new products, 75% of work time is dedicated to these 

activities. This can be attributed to the fact that existing product is already well-developed and 

requires fewer modifications than before. The existing product is often improved according to 

the customer requirements, for instance, some new features are added.  

The company aims at creating products of high quality. According to the person interviewed, 

in the situation when employees experience lack of time and risk missing the deadline, they 

prefer not to sacrifice quality standards, even at their own expense.     

4.5.2. Organizational scope 

The company’s development team is based in Moscow, Russia. The firm also has sales offices 

located in Toulouse, France and Munich, Germany. Since the first large customer, Airbus, had 

manufacturing facilities in Toulouse and a center of German aerospace industry was located 

in Munich, the company chose to establish the offices in the abovementioned cities. 

According to the person interviewed, the company made this decision with an aim to be closer 

to its customers.  

While focusing on expanding its activities in the Russian market, the company does not plan 

to establish offices in other Russian cities. There might be a possibility of expanding in 

Japanese market, since company provides its software for a Japanese airline which is likely to 

expand in the near future.  

4.5.3. Industry scope 

Competitors 

The company is likely to slightly overcome its competitors in terms of attracting new clients. 

However, that might be attributed to the fact that Datadvance is in the process of expanding 

its current client base. 

According to the person interviewed, their main product – algorithmic core - is better than 

their competitors’ solutions, various comparative tests proved their superiority. The fact that 

employees develop solutions themselves distinguishes Datadvance from their competitors. 
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While only few create new methods themselves, the majority of competitors adapt the ready 

solutions to their products. 

For those products the company does not focus on at the moment Datadvance partly uses 

existing solutions, close to their competitors’ level. In some cases competitors gave access to 

certain solutions so that Datadvance could integrate them in their software. The company can 

also provide plug-in solutions compatible with the competitors’ software.  

In general, company’s awareness of its competitors’ actions is rather high which is 

characteristic for the industry.  

Partners 

The company collaborates with a number of world’s leading scientific centres, software 

developers and engineering technology companies. Such collaboration helps the company to 

deliver high-quality products and services and meet customer’s needs.   

Datadvance’s academic partners are Institute for Information Transmission Problems of the 

Russian Academy of Sciences, Weierstrass Institute for Applied Analysis and Stochastics 

(WIAS), Moscow Institute of Physics and Technology (MIPT), Keldysh Institute of Applied 

Mathematics (Russian Academy of Sciences), The Bauman Moscow State Technical 

University (Bauman MSTU) etc. In particular, the partnership with Institute for Information 

Transmission Problems was a natural step since the company itself evolved out of the project 

created by a group of Institute’s researchers. Thus, company’s employees had a substantial 

network of professional contacts at the Institute. Moreover, there is a number of base 

departments educating students at the Institute, therefore, the company has a unique 

opportunity to find new bright employees with an in-depth knowledge in the area.  

The company has established contact with Weierstrass Institute since there is a group of 

scientists with interests in the same research field. According to Datadvance representative, 

the company hopes to maintain their relationship with the Institute and engage researchers in 

the projects.  

As to engineering technology and software partners, the list of them contains Airbus group, T-

Services, Sapsan, Telum, Fidesys, ANSYS, Autodesk, Research and Software Development 

Centre APM, ASCON etc.   

According to the person interviewed, the rationale behind such partnerships is to improve the 

products by integrating partners’ technologies. This type of partnership is mutually beneficial 

for both parties since either gets solutions of high-quality in the field of research they do not 

focus on. For instance, Fidesys has a free cloud system of computer-aided engineering for 
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solving linear and nonlinear static-strength problems. The company is interested in 

collaboration with Datadvance since they want to improve their product by integrating some 

of the tools developed by Datadvance.         

The company manages to maintain fruitful relationships with the partners. To a large extent, 

this is the result of careful partnership selection. Before starting the collaboration process, the 

company usually initiates a pilot project with a scientific center or a group of experts. If 

employees from Datadvance are not satisfied with the results or quality of the performance, 

the company decides to suspend the collaboration. Another factor which plays a significant 

role in the choice of a partner is mutual understanding and fruitful discussion during the pilot 

project.       

Customers 

The company has a number of large customers among engineering companies, for instance, 

Airbus Group, global leader in aerospace industry. The success of solution developed for 

Airbus triggered the interest of other engineering companies which then became Datadvance’s 

clients. 

At present the company has several ways of finding new clients. First, the vast network of 

professional contacts helps to find new customers, for instance, current clients recommend 

other potential customers. In addition to this, the company hires employees who previously 

worked for their clients to use their network of contacts and knowledge and therefore 

facilitate sales. Second, employees monitor prospective customers who might be interested in 

Datadvance’s products and services and send out letters of proposal to them. Third, the 

company participates in various conferences where they also meet would-be customers.  

4.5.4. Sustaining growth 

According to the company representative, the potential for sustaining growth lies in keeping 

focus on the areas of intellectual data analysis and multidisciplinary design optimization 

without any further diversification in the near future. For instance, current solutions 

introduced by competitors can be substituted by better tools or modified with Datadvance 

plug-in solutions. Moreover, the company strives to find new clients and expand its activities 

on the Russian market. 

Since IT-industry is dynamic and rapidly developing, it is of great significance for any IT-

company to be aware of the latest trends. According to the person interviewed, Datadvance 

manages to stay at the cutting edge of the technology due to a number of reasons. First, 

company’s employees combine software development and scientific research, participate in 
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various scientific conferences, exchange ideas with different experts in the field. Several 

employees have recently attained the Candidate of Sciences degree which is equivalent to 

PhD degree awarded in Europe. Furthermore, the company collaborates with the 

abovementioned scientific research groups. Finally, the company monitors current trends and 

shifts within the industry by checking relevant articles and talking to experts. 

The company has formulated the main challenge it faces at the moment. Since many 

companies interested in data analysis software might already have solutions provided by the 

competitors, Datadvance has to persuade these companies choose their software instead or 

integrate their products in the software they already use.   
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5. Analysis 

The chapter is designed to provide the analysis of the presented empirical data in accordance 

with the theoretical model. Therefore, for each company we will first identify its dynamic 

capabilities and their enablers. Then we outline their choice of growth strategy in relation with 

company’s dynamic capabilities. Finally, we explain how company uses these constructs to 

sustain growth in all dimensions.  

5.1. Dynamic capabilities 

Our theoretical analysis suggests that the dynamic nature, the resource base reconfiguration 

process apart from simple combination process are the main features that distinguish the 

dynamic capabilities from any other type of capabilities. We have identified several common 

dynamic capabilities which can be attributable to the overall industry characteristics and are 

therefore developed by all companies in the sample. Besides, some companies possess 

distinctive dynamic capabilities.  

We have noted each company learning potential and fast distribution of information which 

we argue to be a dynamic capability due to its processive nature. The small size of the 

company also allows fast information flow and absolute transparency in the company.  

Besides, AR uses its learning potential to address customer clusters with minor changes in the 

services they provide, reducing the time required to integrate particular solutions. In addition 

to that, AR has regimented and proceduralised business processes, which significantly reduces 

the time for new employees to get inside of the organizational routines. 

As it was mentioned above, in Datadvance the learning process is deeply integrated with 

business with employees carrying out scientific researches. Case Company 4 adopts a 

graduate recruitment program which enables employees to learn almost from the ground-up 

within the organization. As identified by Kaspersky Lab, close cooperation between 

departments allow fast information flow, facilitating decision-making process. 

Moreover, one of the main dynamic capabilities of all the case-companies is the continual 

employee development which we already accounted for previously. Doktor Na Rabote 

encourages its employees by absolute business transparency and a certain share in profit in 

addition to ordinary salary. AR and Kaspersky Lab provide a well-established corporate 

culture and take care of its staff professional development. Case Company 4 views its 

employees’ development as one of the business goals whereas Datadvance inspires people to 

learn together with producing business results. Generally, we consider continual employee 
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development to be the dynamic capability as the companies permanently invest their efforts 

and resources in it as well as use its human capital to address industry complexity. Thus, 

developing its employees, the company ensures their competencies improvement according to 

recent market trends. 

The other characteristic dynamic capability of studied IT companies is their immanent 

customer monitoring, however, the companies use different tools to conduct this monitoring. 

Kaspersky Lab and Case Company 4 have some mechanisms integrated in the products to 

monitor customer activities, how they use their products, what they might require in the future 

and when they leave. Besides, Case Company 4 and Doktor Na Rabote track customer 

opinions via social network and forums in order to understand their expectations or reasons 

for quitting using their products, get feedback. Companies operating in B2B sector prefer 

personalized contact with customers, which is also the reason for them to establish new 

subsidiaries closer to the customer and delegate a group of employees to communicate 

directly with the customer to deliver necessary support.  

Moreover, companies invest constantly in R&D activities, which afford ground for new 

products and services development in line with the latest industry trends as well as to instill 

unique features in products to meet rising customer demands. As mentioned by Kaspersky 

Lab, through these investments the company has managed to maintain the market leader for a 

long time. The company reconfigured its R&D department in order to reduce the lead time of 

its products and prevent mistakes in product configuration on the final stages of product 

development. Datadvance uses its research materials as well as collaboration with scientific 

organizations in order to design its own unique solutions. Companies, providing services 

rather than being software vendors, also put emphasize on R&D investments. AR provides 

cutting edge integration solutions and customizes the IT-security product for a particular 

customer’s needs, which requires some alterations to the initial product offer from vendor. 

Case Company 4 adapts top games from international vendors to the Russian market and 

serve as a provider, with its own technical support services.  

Investments in marketing campaigns can be considered as dynamic capabilities as well due to 

its ongoing nature oriented on changing customer attitude and behaviour. The company taking 

the most advantage from it is Kaspersky Lab. Its marketing activities, especially sponsorship 

programs, promote significantly to company’s brand awareness on the global markets as well 

as contribute to their market penetration in some countries. Doktor Na Rabote benefits from 

advertising collaboration with top pharmaceutical companies which is actually the main 

source of income for the company.  
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Some companies also maintain deep focus on its core business, using its experience and 

competencies to develop further within the scope of their core activities. Datadvance, Doktor 

Na Rabote and Kaspersky Lab emphasized that their specialization on the core competencies 

both on organizational level and on industry level is one of the keys of their success. Through 

this deep focus the companies intensively develop their business and with more resources 

allocated to the core activities, they have the opportunity to introduce unique ideas, products 

and services which distinguish them from competitors.  

However, permanent search for new business ideas also proves to be one of the cornerstones 

of success. It allowed Case Company 4 to stay in the Top 5 in its highly competitive industry 

as well as to attract new customers to related businesses together with its strong reputation. 

The company implements changes in its project “on the daily basis” and for some projects 

integrate this change mechanism as a business process in order to get innovative results. AR 

uses new businesses mainly to compensate growth slowdown which occurred because of 

external crisis, and established new consulting department. However, the company ensures 

that they would try to implement such new practices more often. The same is largely true for 

Kaspersky Lab which also provides consulting services for its clients, and, beside all, looks 

forward to the new business trends such as CSR programs.  

To summarize the above discussion, we identified that dynamic capabilities of the companies 

in the sample are attributable to the industry specifications, company specialization and its 

performance. All the companies can be considered successful; however, some of them possess 

more distinctive dynamic capabilities than others (or more capabilities that we were able to 

identified in the scope of our study). We will further discuss what facilitates the development 

and deployment of these dynamic capabilities in the case companies looking closer to external 

and internal enablers. 

5.2. External enablers 

External factors suggested by theoretical conclusions, i.e. environmental complexity, 

uncertainty, home country characteristics, proved to have a certain impact on the Russian IT-

companies under research.  

Uncertainty 

Uncertainty concerns the extent of predictability of environmental situations as well as current 

state of affairs in this situation for a company. 

In case of Doktor Na Rabote and Datadvance, the environmental uncertainty does not have a 

strong influence on their dynamic capabilities. It might be attributed to the fact that both 
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companies were founded only 3-5 years ago, right after the financial crisis of 2008, when their 

dynamic capabilities were only about to emerge. Now the instability of the environment 

cannot significantly impact companies’ business though it has certain effect on some business 

areas.  

The elasticity of Doktor Na Rabote’s offer is relatively low due to its dominating position on 

the market, which ensures low impact on the company’s dynamic capability to enlarge its 

customer base. Doctors would hardly turn to anyone else simply because there is no other 

such source of information and communication for them. Besides, this customer cluster is 

rather predictable in development of their demands. The same is largely true for 

pharmaceutical companies because their dependence on governmental regulations imply their 

inability to flexibly change marketing sources which in fact Doktor Na Rabote represents for 

them. Evidently, in case of regulation change due to some political decision, the company will 

be affected to some extent as well, though such changes are highly improbable and 

unforeseeable.  

However, on the whole pharmaceutical companies’ behavior facilitates the development of 

dynamic capabilities of the company as Doktor Na Rabote still needs to persuade a large 

number of them in liability of its services as advertising tools. 

In case of Datadvance, the company is mainly under the influence of European external 

environment. However, the company provides services which are hardly substitutable by any 

other competitor; therefore, the environmental uncertainty affecting its customers cannot 

significantly strike the company and affect its dynamic capabilities. Evidently, any shifts in 

demands of the customers can trigger dynamic capabilities development; however, the 

company has long-established relationships with its main customers that makes their demands 

predictable for the company. Nevertheless, any external forces affecting company customers 

may facilitate the development of dynamic capabilities in the company.  

As for Case Company 4, instability caused by the economic crisis of 2008 had a surprisingly 

positive effect on the dynamic capabilities of the company. Found in 2006, Case Company 4 

underwent the active process of building their team in 2008. As the economic crisis led to 

massive dismissals, the company took an opportunity to hire best industry experts. 

Consequently, Case Company 4 managed to form a team of professionals which fuelled the 

development of dynamic capabilities of the company. It is their skills and expertise that lie in 

the foundation of the company ability to introduce new ideas, carry out top projects and 

constantly develop.  
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The rapid evolution of online game market poses a degree of uncertainty on company’s 

dynamic capabilities as well. The market oversaturation, lack of high quality projects from 

vendors, ever rising customer expectations make the company enhance its dynamic 

capabilities in terms of learning potential in searching for new profitable ideas outside the 

scope of core business. It’s hard to predict where the industry evolution will turn. 

For some companies the economic crisis of 2008 had a negative impact on their activities. For 

instance, AR experienced the changes in the industry environment caused by the economic 

instability. New minor players which appeared on the market provided services of lower 

quality and, consequently, lower cost. So AR had to adapt to this shift in the industry 

environment, although it had already delivered the large scope of products with relatively low 

costs. Throughout its history, AR underwent important changes fostered by vulnerability of 

the Russian economy and political situation. The uncertainty affects the company as it has 

direct impact on its customers, especially taking into account clients among Russian banks. 

Nevertheless, it is important to point out that such challenges gave rise to AR dynamic 

capabilities as it has to constantly monitor industry situation and technology trends to 

outperform recently appeared competitors, and to diversify its customer portfolio in order to 

prevent losses from vulnerability in particular industry.  

Kaspersky Lab, the largest company of those under study, appears to be affected significantly 

by environmental uncertainty. Although due to its global presence and dynamic capabilities to 

reallocate resources and distribute information, economic crises in a particular market do not 

significantly impact company’s performance as success in other regions compensate for the 

possible losses, such internationalization, at the same time, challenges company ability to 

predict the external environment. Therefore, environmental uncertainty inherent in the current 

economic and political situation in Russia is not expected to influence the company directly, 

however, it contains a certain degree of organizational effect uncertainty as the reaction of 

other markets is hard to predict. Thus, company develops the dynamic capabilities to 

constantly adapt its business to pressures connected with instability in its home country as 

well as its belonging to Russia and how it influence company reputation. Besides, uncertainty 

in other regions contribute to the development of Kaspersky Lab’s dynamic capability to 

constantly monitor the industry situation, use different tools, adapt to different market 

situations and combine them within company’s core values, norms and mission. 

Moreover, the company still faces difficulties when entering foreign markets. Since customer 

demands vary from basic requirements in less developed countries to high expectations and 

specific requirements of Japanese customers, the company has to react proactively to 
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environmental uncertainty of different markets. Such challenges trigger further development 

of company’s dynamic capabilities in adapting its products towards particular customer needs 

as well as to monitor these needs and react accordingly. It has developed and now improves 

the multi-device products for Japanese customers, which can be also offered to customer in 

other markets. 

One thing in environmental uncertainty that significantly contributes to dynamic capabilities 

development in all companies is the evolution of information technologies and Internet. It 

makes the companies reconfigure its resources to improve the dynamic capabilities in order to 

follow these shifts in technologies and be able to permanently monitor these evolutionary 

processes and adapt accordingly.  

Complexity 

Environmental complexity concerns the number of elements in the external environment, their 

interconnections and causal ambiguity. We have identified that all the companies are 

influenced by environmental complexity in terms of dynamic capabilities development. IT 

industry in general is characterized by high competitiveness, various customer demands in 

B2C and B2B segments, rapid technological development, liberal governmental regulations, 

large amounts of information and unexplored opportunities.  

The market leader position allows Doktor Na Rabote to resist external complexity. Due to 

relatively small number of competitors and their passive behavior, the company has the 

opportunity to focus its efforts on acting proactively towards development of its current 

customer base and partner network. The variety of existing pharmaceutical companies, their 

already established marketing activities and customers conservative behavior contribute to the 

learning capabilities of the company as well as to constant improvement of marketing 

methods.  

For AR and Case Company 4 the external complexity is inherent in fierce industry 

competition, which makes companies work with only top projects, permanently search for 

new business ideas and niches for development, thus, investing in R&D and human resources 

development. Environmental complexity also triggers the development of competitive growth 

strategies based upon companies’ dynamic capabilities.  

Kaspersky Lab faces complex international environment with competition both from global 

multinational corporations and local players, has to deal with different governmental 

regulations and varied customer demands associated with national and cultural identity. All 

these enable the company to exploit its dynamic capabilities in fast learning and adaptation to 
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complex environment. The same can be attributed to Datadvance, which also adapts to 

international environment, though not to the same extent as Kaspersky Lab.  

Home country characteristics  

Home country characteristics are a significant factor shaping companies’ history, their paths 

and positions and, as a consequence, effect on the dynamic capabilities they apply. The 

company’s country of origin shapes its experiences, as a result, the knowledge they get and, 

thus, capabilities they develop. The Russian IT-industry in itself appeared only in the late 

1990s. The companies which appeared at that time were pioneers creating new niches in the 

market and using the “first mover advantage”. Their existence on the market in the situation 

of economic and political instability was possible due constant environment monitoring and 

proactive reaction. Then, in the 2000s, before the world economic crisis broke out, new 

players entered the market while existing IT-companies enjoyed relatively favourable market 

conditions. As we already mentioned above, the period of financial crisis and economic 

instability had a different effect on the companies, however, one commonality is that it 

quicken up the development and deployment of companies’ dynamic capabilities. In the 

2010s, the rapidly changing Russian IT-industry offered new opportunities for creating new 

niches, especially in the spheres of data analysis software, social network and mobile 

application development. As a result, companies with entrepreneurial and innovative view on 

doing business appeared on the market. Such companies were prepared to monitor the 

external environment, identify and follow the latest trends in the IT-industry and react 

proactively to the rapid environmental changes.  

Therefore, we argue that contextual factors present in Russia had a strong influence on the 

emergence and performance of the IT-companies and consequently, development and 

deployment of their dynamic capabilities. 

5.3. Internal enablers 

As mentioned previously, internal enablers represent those factors that facilitate the formation 

of company dynamic capabilities within the organization in response to external factors. 

These enablers include among others managers’ behavior, company’s complementary 

organizational resources and other factors such as social capital, trust or leadership. We’ve 

indentified all these factors in the case-companies in this or that respect. 

Managerial behavior 

In terms of managerial factor, all five companies are characterized by closely knitted teams of 

managers working in cooperation with each other and with the teams under their control. 
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Being a small company with only 13 employees, Doktor Na Rabote represent a unique 

example of managerial behavior where the hierarchical order is established according to a 

particular manager abilities and skills rather than personal status or initial role in the 

company. Thus, the CEO of the company generates most new ideas for future development of 

the company in accordance with industry and technological trends, but, besides, he is engaged 

in the programming process as well as several other employees as he has had programming 

skills initially. Another example comes from the manager, responsible for public relations and 

marketing, who exploits its wide network to attract new partners and customers as well as its 

ability to negotiate and devise marketing initiatives, while no one else in the company 

possesses these skills in such extent and combination.  

In Kaspersky Laboratory managers, especially ones in the regional offices utilize a great 

degree of independency and responsibility which enable them to handle problems fast and 

flexible, without much correspondence with senior staff. Their knowledge of particular 

market trends and consequent customer needs triggers their capabilities to adapt flexibly to 

the market conditions and at the same time preserve the overall company goals, culture, 

values and mission.  

In Case Company 4 Systems top-managers encourage their employees to generate ideas and 

constantly develop personally, putting a major emphasis on the quality of their work, its 

detailed elaboration rather than on the final result. This enables the company to take 

advantage even from failures or negative trends on the market, which are considered in the 

next projects in order to make them successful. Moreover, the manager’s creativity fosters the 

development of brand new projects in related industries. 

Managers in Datadvance as well as other employees combine business activities with research 

studies which enable the company to integrate its own solutions addressing the latest market 

tendencies and using cutting edge technologies. 

Complementary organizational resources 

As argued by some scholars (Eisenhardt and Martin, 2000), learning mechanisms can be 

regarded as complementary organizational resource. We have identified that all case 

companies possess such a mechanism in this of that extent. For instance, being a start-up 

company literary establishing a new industry in the country, Doktor Na Rabote possesses a 

learning mechanism which is largely based on trial and error method with every possible 

minimization of errors. Case Company 4 embeds its learning mechanism in its corporate 

culture as they consider every experience regardless of its outcome to be a foundation for 
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company development and learning. Kaspersky Lab learning mechanism is distinguished by 

its international nature, which implies using path experience from already established markets 

on the new ones. 

Moreover, the IT industry requires high end human capital. This resource is represented by 

programmers, developers, IT-designers and other computer technology specialists. Therefore, 

all 5 case-companies try to attract only top professionals or cultivate them from within.  

We also identified that for some companies, reputation as resource play a significant role. 

Kaspersky Lab, for example, builds the implementation of a large amount of its new products 

on the customer’s awareness and loyalty. The reputation of highly reliable company provides 

the opportunity to offer new products to already existing customers with high probability of 

their success. It also serves as one of the main customer attraction sources on the new markets 

abroad, thus enabling company’s dynamic capabilities.  

AR used its reputation as one of industry leaders when establishing a new subsidiary in 

Yekaterinburg. The company did not face any problem in attracting new personnel or 

customers due to its high profile in the industry.   

Case Company 4 also uses its reputation in order not only to attract top online game providers 

but also to generate successful complementary projects in other business fields.  

Finally, one of the companies exploits its distribution network as a complementary resource 

because most of the distributors are in the company’s ownership in this or that respect. Thus, 

Kaspersky Lab saves other resources in finding and establishing relations with new customers 

as the distributors conduct that on behalf of the company.  

Other enablers 

Social capital can be regarded as both a resource if the company establishes certain type of 

relationships, and capability if the company possesses trustworthiness as social organizational 

capability. As an exceptional enabler it is identified in two companies – Kaspersky Lab and 

Doktor Na Rabote.  

The first company is the only company in the sample with an attempt to introduce the CSR 

practices as a corporate program. Notwithstanding certain difficulties in its implementation, 

the program will expand Kaspersky current activities on supporting Internet security 

propaganda among population, including cyber bulling, parental control or financial security.  

The second company by virtue of its specialization provides a socially appreciated service – a 

social network for doctors. It is even of more importance that this network comprises a large 
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database of medical studies from every medical field. Adding to its social capital, the 

company does not generate any profits from its network for students from medical 

universities. This special social orientation of Doktor Na Rabote enables the company to 

attract sponsors and investors, partners and customers, in the name of pharmaceutical 

companies.  

Moreover, these two companies also possess leadership as an enabler. Mr. Kaspersky – the 

founder of the company – still formulates company strategic goals, instill its values and norms 

in the staff and serves as an example for other managers and employees. During the interview 

his name was mentioned several times in the context of company direction, past, present and 

future. In Doktor Na Rabote leadership is provided by three co-founders which are now “the 

heart and soul” and “the main competitive advantage” of the company. 

 

How the dynamic capabilities enabled by the above mentioned factors work in order to 

provide sustainable competitive advantage to sustain growth we will analyze further through 

company’s growth strategies discussion. 

5.4. Growth strategies 

In the following section we will analyze what growth strategies companies pursue in terms of 

product, organizational and industry scopes and how the abovementioned dynamic 

capabilities can work to create sustainable competitive advantage for the companies. In our 

theoretical chapter we have mentioned several growth strategies which high-growth 

companies use to grow successfully. Analyzing the case-companies, we outlined most of 

these strategies in each strategic scope.  

5.4.1. Product scope 

We have identified that companies pursue product-market scope strategies typical for 

emerging market firm, i.e. organic product diversification, niche specialization and scaling. It 

should be noted that companies tend to combine the abovementioned strategies.  

The majority of companies follow the product diversification strategy, entering new business 

areas in their pursuit of new growth opportunities. 

Kaspersky Lab products can be found in various sectors, e.g. antivirus software for PCs and 

mobile phones, multi-licensed products for a number of devices, cloud service, fraud 

prevention and consulting services. AR also attempts to pursue diversification by finding new 

solutions and offering new products, for instance, consulting services. In search for new 
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opportunities Case Company 4 is intent upon creating new projects in various sectors 

different from online gaming. For example, the company is actively developing several 

businesses such as mobile sector, online-cinema and an educational center for children. 

Datadvance has its focus on developing and expanding its product line which will enable the 

company to penetrate new markets. 

 To a large extent new product and service development becomes possible due to companies’ 

constant investments in R&D.  For instance, such investments enabled Kaspersky Lab to keep 

the leading market position for a long period of time. The company’s R&D department 

underwent reconfiguration which helped to reduce the product lead time and avoid errors in 

product configuration process on the final stages of product development. Datadvance also 

uses cutting-edge technology solutions for its product development, since the company 

collaborates with leading scientific organizations in the field and its employees combine 

software development with scientific research. 

Furthermore, we have identified that companies under research pursue niche specialization 

strategy. Doktor Na Rabote is a vivid example of a company which has found a certain 

narrow niche in the market and successfully exploited the first-mover advantage. As a result, 

its sales growth triples each year from the foundation.    

The companies under study have managed to avoid lack of strategic specialization typical for 

companies in emerging markets. On the contrary, companies tend to keep their focus on their 

core business and provide products and services different from their competitors. For 

instance, representatives of Doktor Na Rabote, Kaspersky Lab and Datadvance emphasized 

during the interviews that niche specialization is one of the major factors of their companies’ 

success.  

Due to this deep focus companies intensively develop their business and allocate more 

resources into core activities. Consequently, such specialization enables them to design 

unique solutions and introduce ideas, products and services which distinguish them from 

competitors. 

The majority of companies also follow the scaling strategy. They expand their product lines 

by using core technologies for new solutions and aim at reaching new customer groups with 

related needs by performing intensive marketing activities through existing distribution 

channels.   

Kaspersky Lab provides B2C products with a variety of additional services, which target 

certain customer groups, for instance, parental control or financial transactions security 
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service. The company also offers a wide range of B2B products for different companies, from 

very small (1-25 people) to large corporations and governmental organization. Products 

offered vary from rather simple antivirus software similar to B2C segment to complex 

enterprise solutions, which can be customized for the customer.    

Doktor Na Rabote has introduced the core network for doctors alongside with supporting 

networks for students of medical universities and chemists (pharmacists). Moreover, two 

mobile applications are designed for patients to communicate with doctors online and get their 

comments on different medicines.            

Datadvance modifies its products according to the customer requirements by adding new 

features. AR also offers customized IT-security products for specific customer’s needs, 

providing unique system integration solutions. 

5.4.2. Organizational scope 

Furthermore, we have identified that companies under research pursue the strategies of 

duplication, granulation and horizontal business diversification. Following these strategies 

typical for fast-growing companies, they restructure their business organization in accordance 

to product portfolio or new strategic insights and, as a result, trigger growth. 

Kaspersky Lab and AR follow the duplication strategy using their unique knowledge and 

expertise which enables companies to grow fast in new geographic areas.  

Kaspersky Lab operates through 35 offices worldwide, which are granted with independence 

but at the same time duplicate the existing business model. In other words, the company’s 

managers are able to balance adaptation to local market conditions and preserve what 

originally made Kaspersky Lab successful. By operating in various regions the company 

satisfies the need for physical presence and meets the growing customers’ demands. 

Operation in different regions often causes certain complexity, since customer demands 

significantly vary in different parts of the world. Nevertheless, employees’ expertise and 

market knowledge enable company to handle such cultural issues successfully. 

AR operates in 4 regions of Russia, also duplicating its business model in regional units. 

Moreover, the company is planning to expand abroad, in particular, to Armenia to establish 

physical presence and satisfy large unmet demand. The other reason for moving to Armenia is 

attractive conditions for business including tax-exemption for IT-companies. At the same 

time, some potential regions have been removed from company perspective due to political 

and economic instability (Ukraine). However, according to company representatives, the 

company keeps its focus on the CIS region without considering the expansion to other 
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countries. The key factor which prevents further expansion to other countries is lack of 

knowledge about countries law systems and, in particular, information security regulations. It 

is also important to point out that company adapts some elements of horizontal business 

diversification. Since there is few opportunities for growth in the market, the company tries to 

find new solutions and develop new projects and directions of business, for instance, 

consulting department. 

Doktor Na Rabote and Case Company 4 pursue granulation strategy which enables them to 

create new businesses with unique features within the existing one and grow them 

aggressively. 

According to representatives of Doktor Na Rabote, the company is at the beginning of its 

organizational development with only one business unit. The core social network of Doktor 

Na Rabote covers the whole Russian-speaking Internet, including the markets in CIS. 

However, there are still plenty of opportunities to grow in this region since the number of 

doctors registered counts for 25% of the whole medical society. The company struggles to 

attract more than 95% of the market. Therefore, the company prefers to stay in the CIS region 

and focus on growing several related projects aggressively.   

Case Company 4 operates through several offices in Russia and CIS with similar structure and 

product orientation. That means that each product or project is run by a single team, but there 

are still cross-project responsibilities and universal competencies shared by all employees. 

Another office is established in Luxembourg, where technical procedures are mainly 

conducted. 

Datadvance has a mixture of duplication and granulation strategies, since company has its 

several offices abroad and concentrates on growing several business projects within the 

existing one. However, due to young age of business the offices in Europe do not fully 

duplicate the business model and act independently, the functions are rather divided between 

development team located in Moscow and sales offices in Toulouse and Munich. 

5.4.3. Industry scope 

Analyzing the strategies that companies pursue within the scope of the industry we based our 

study on Broquist and Kratzert (2011) Strategy Chessboard, which comprises several “schools 

of strategic thought”. They pointed out that companies enjoying high growth commonly 

choose only the strategies on shaping the industry. However, we identified that the companies 

under study also use some strategies from “adapting within the industry” quadrants of the 

chessboard. As our analysis further suggest, companies tend to combine some strategies in 
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dealing with industry environment. We would also like to point out that due to some lack of 

access to company’s information, we had a possibility to identify only “strategic lens” – the 

core strategic outlines which can be identified without deep exposure into the details.  

Doktor Na Rabote 

Doktor Na Rabote represents a vivid example of how companies create “Blue Ocean” 

opportunities or new markets, i.e. conceives new market space becoming the first of its kind 

in the industry segment. The company was the first successful attempt to specialize social 

networking in Russia when it designed a social network for doctors. The company also 

established new ways of pharma-marketing which is highly regulated in the country. Thus the 

company offered a new type of customer value, creating factors the industry has never 

offered.  

Theory also suggests six ways of creating Blue Ocean opportunities from which the company 

used a narrowed strategic group (chose doctors and lately students of medical universities 

among all other social network users) in combination with targeted pool of customers 

(pharmaceutical companies among other advertising spenders).  

The industry scope of Doktor Na Rabote strategy (its business model) is unique in itself, 

although typical for the social network – they provide value for customers which they do not 

directly make profit from. Such dynamic capabilities as maintaining deep focus on the core 

business with niche specialization, investments in marketing campaigns and new products 

development contributed to the success of the companies’ growth strategy.  

AR 

We identified that AR uses a combination of growth strategies within the industry scope – the 

company creates and pursues preferred future and at the same time reconfigures industry 

value chains in the form of strategic partnerships with its competitors.  

The first strategy is generally characterized by intellectual leadership of the company in the 

industry or sector. AR possesses a certain standards in professional competencies of its 

employees and their development, thus, only lead qualification specialists work in the 

company. Moreover, the company managed to notice industry development, namely its 

slowing down growth, and established a new consulting department in order to utilize its 

expert capacity and remain in the top of the industry players in the future.  

As for value chain reconfigurations the company takes advantage of partnering with their 

competitors when it comes to outsourcing some technical activities. As long as both partners 

provide its services to each other, the partnership is mutually beneficial. Broquist and Kratzert 
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(2011) mentioned that networking as a type of industry disintegration is typical for IT sector. 

However, they talk mostly about suppliers whereas, AR collaborates with competitors.  

Kaspersky Laboratory 

Kaspersky Laboratory also follows a combination of strategic choices, which is similar to 

those of AR due to the specificity of the market segment of information security. The 

technological and intellectual leadership of the company is confirmed by special rating 

agencies and by customers’ feedback. The company offers its consulting services to all sorts 

of companies – from governmental to small business. Being a technological leader with its 

own R&D centers and in-house product development, the company largely creates the 

industry trends and pursues the preferred future.  

Besides, Kaspersky Lab get ahead in value chain reconfiguration as it has acquired the most 

essential partners – distributors or suppliers – in all regions of its presence. With others the 

company prefers to enter into strategic partnerships in form of joint ventures or other types of 

certified partnerships. AR also possesses the status of Kaspersky Lab partner.  

Finally, operating in highly dynamic environment worldwide Kaspersky Lab pursues the 

dynamic business strategy largely based upon its dynamic capabilities to combine its industry 

segment focus with constant search for new ideas, permanent flow of investments into main 

business activities as well as into human capital. Thus, the dynamic strategy of the company 

is under immanent review, is oriented on adaptability and flexibility towards changing 

environment.  

Case Company 4 

Case Company 4 pursues a clear strategy of growing in core adjacent business and stepping 

out. As theory suggests, the core capabilities and competencies of the company can be used to 

generate new business opportunities while the core business is in order but operates in a 

glutted market segment. Case Company 4 tries to develop other attractive business ideas 

somehow or other related to online gaming which is its core business.  

From this strategic choice we can derive that the company also implements an evolutionary 

strategic concept. Here, the new ideas or “experiments” are supported by managerial 

decisions in executing the portfolio, amplifying profitable businesses and getting rid of 

insolvent projects, as well as constantly seeking the opportunity to invest in high expectation 

products.  
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Moreover, the company also exploits dynamic strategy, constantly developing its human 

resources, technological resources, seizing new business ideas and frequently changing its 

business processes.  

Datadvance 

Similar to other software vendors which invests heavily in researches and product 

development, Datadvance creates and pursues its own preferred future. The company’s focus 

on its strategic competencies and intellectual leadership allows to successfully work with 

large established customers internationally. The independence in technology creates a solid 

ground for company growth in the preferred direction. 

However, the company also manages to collaborate with its competitors, adding essential 

alterations and improvements to their products. This type of strategic partnership adds to 

company reputation of irreplaceable supplier for its customers. 

 

As it was mentioned earlier, most companies pursue similar strategies which allow growing 

faster. Utilizing their dynamic capabilities the companies create a flexible ground to 

encourage sustainability of their growth strategies. Besides, all the companies, following the 

challenges of industry competition, position themselves to build competitive advantage. They 

all have a clear definition of their role in their market segments and, as we will discuss 

further, they all possess certain competitive advantages that distinguish them from their rivals 

and facilitate sustainable growth.  

5.5. Sustainable growth strategies 

As we mentioned in the theoretical chapter, the sustainability of company’s growth strategy 

depends on (1) combination of different strategic scopes (2) its foundation on company’s 

dynamic capabilities (3) sustainability of competitive advantage it creates (4) successful 

management of all the interconnected dimensions of growth. If a company matches these 

criteria, it is likely to pursue sustainable growth strategy, thus, ensuring sustainable growth in 

the long run. 

We have already discussed how companies combine different strategic scopes and what 

dynamic capabilities serve as the basis for their growth strategies. Here we will proceed with 

assessment of companies’ growth strategies by identifying companies’ competitive advantage, 

its sustainability and how they manage growth overall.  
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5.5.1. Competitive advantage as a foundation for sustainable growth 

As we assumed, the companies possess similar and at the same time unique sources of 

competitive advantage. We will discuss first what kinds of competitive advantage each 

company exploit, what sources lay in its foundation and assess its sustainability. 

As theory suggests, the sustainability of company’s competitive advantage is subject to 

durability, transferability and replicability of the resources and capabilities it is based on. 

Therefore, we assessed the resources and capabilities in possession of each company 

according to these criteria and identified those that comply with condition of high durability, 

low transferability and low replicability. We consider them to be the sources of each company 

sustainable competitive advantage. 

Doktor Na Rabote 

We mentioned above that Doktor Na Rabote represent a unique company for the Russian 

market. Its success is largely attributable to its market creator or first mover advantage as the 

company enjoys all the benefits of being the first of its kind. It dominates in the market due to 

resources and capabilities it was able to preempt. 

Among the core sources of this competitive advantage we indicate the team of entrepreneurs 

with their close relations and specialization division, which proved to be the key to excellent 

performance as working transparency and their individual capabilities form together a vital 

tool to survive in the newly established market. Moreover, the social capital provided by the 

company, which is one of the cornerstones of company’s business, has gained it necessary 

legitimacy among target audience. It benefits company performance as more and more 

pharmaceutical companies are eager to establish strategic partnerships and add up to the social 

impact of the company besides getting profit from advertising campaigns. Relational and 

dynamic capabilities also contribute to company ability to successfully compete on the market 

as they form the foundation for the company uniqueness.  

Table 5.5.1. Doktor Na Rabote – Resources and capabilities assessment 

  Durability Transferability Replicability 

resources 

human capital       

social capital       

economic capital       

intellectual capital       

capabilities 

functional:       

close team cooperation       

transparency and motivation system       
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managers' roles devision       

intellectual capital provision       

relational       

partners attraction capabilities       

customer relations 

   dynamic       

learning potential       

fast information distribution       

market segment focus       

human resources development       

LEVEL HIGH MEDIUM LOW 

Source: authors’ analysis 

These sources of competitive advantage can hardly be imitated by company’s competitors, 

thus, they cannot be easily transferred and internalized in other company. Though the 

organizational structure could be replicated to some extent and human resources can be lured 

away, the synergy of relations between the members of the team, transparency mechanism in 

combination with reward and motivation system is not likely to be duplicated. The same is 

true for the provision of the social value by the company, which is unique in its nature and 

together with the dominant position in the market, represents an inimitable source of 

competitive advantage. Consequently, customer relations possess unique features as they are 

complementary capabilities to company social, human and intellectual capital and cannot be 

transferred or replicated in isolation from these resources.  

Moreover, since the sources of the company’s competitive advantage are grounded in its 

dynamic capabilities among others, they prove to be durable and evolve together with the 

development of these capabilities. Therefore, we argue that the competitive advantage of the 

company is sustainable in the long-term period.  

AR 

AR enjoys the differentiation advantage it gains from deep industry focus, which implies high 

service quality and top qualified staff. Moreover, the company follows the notion to introduce 

environmental sustainability initiatives as well as social value in the form of charity activities 

and other CSR practices. Although social and environmental value provided by the company 

is lower than that of its partners such as Microsoft, it allowed the company to be perceived as 

one of the industry leaders and most reliable and potentially beneficial partners. Thus, the 

company is able to provide economic, social and environmental value for the customers. The 

capability to collaborate with competitors can also be regarded as the source of competitive 

advantage as it reflects company outstanding reputation and abilities to take advantage even 

from its weak areas by means of external resources. The dynamic capabilities, in their turn, 
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serve as a complementary source of competitive advantage because they enable the company 

to react to changes in external environment and reconfigure existing capabilities.   

Table 5.5.2 AR – Resources and capabilities assessment 

  Durability Transferability Replicability 

resources 

human capital       

social capital       

economic capital       

intellectual capital       

capabilitites 

functional:       

environmental initiatives provision       

corporate culture maintenance       

intellectual leadership       

high quality services       

relational       

partners attraction capabilities       

collaboration with competitors       

dynamic       

learning potential       

fast information distribution       

market segment focus       

human resources development       

search for new ideas       

LEVEL HIGH MEDIUM LOW 

Source: authors’ analysis 

We claim that before the consulting unit establishment and environmental and social 

initiatives introduction the company possessed only temporary competitive advantage as the 

competition with rivals engaged in predatory pricing was higher while the sources of 

competitive advantage could not prove its sustainability. Now the growth is maintained due to 

the company core competencies put into practice which distinguish it from rivals with the 

help of its dynamic capabilities to constantly learn and monitor industry trends and invest in 

human resources development. Due to highly qualified personnel with installed corporate 

culture values, the replicability of company capabilities is hardly probable. However, such 

kind of resource is easily transferable especially taking into consideration the networking 

among employees and their turnover rate in the industry. Nevertheless, we would argue that 

AR competitive advantage built upon high quality service provision on the basis of 

employees’ top expertise as well as sustainability initiatives and dynamic capabilities is likely 

to be sustainable. 
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Kaspersky Lab 

Kaspersky Lab’s differentiation advantage is powered largely by high quality of products and 

deep expertise of its consulting specialists. Thus, the company exploits is intellectual capital 

and the dynamic capabilities to permanently invest in R&D and human resources 

development. The company international focus represents the unique shelter from industry 

complexity and environmental uncertainty, enabling excellent performance even in the time 

of instability. Besides, the social impact of company’s activities, manifesting itself in cyber 

security propaganda and already developed CSR program, add up to company’s 

competitiveness on the global market. Finally, we would emphasize company sponsorship 

activities as one of the sources of its competitive advantage as it distinguishes it from its main 

rivals and contribute significantly to gaining goodwill. According to the company, it is 

shifting its strategy towards cost advantage; however, we were not able to identify evident 

attributes of such shift.  

Table 5.5.3 Kaspersky Lab - Resources and capabilities assessment 

  Durability Transferability Replicability 

resources 

human capital       

social capital       

economic capital       

intellectual capital       

reputation       

capabilities 

functional:       

close team cooperation       

managers' vision       

technological leadership       

high quality products       

international operations expertize       

relational       

partners attraction capabilities       

sponsorship       

customer relations 

   dynamic       

learning potential       

fast information distribution       

market segment focus       

human resources development       

marketing investments       

R&D investments       

LEVEL HIGH MEDIUM LOW 

Source: authors’ analysis 
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The quality of products and services together with company reputation and intellectual capital 

is impossible to transfer and replicate as they are fueled by company’s dynamic capabilities to 

invest in R&D and to develop its human resources. The same is largely true for the social 

value the company creates and its international experience. The resources that can be 

transferred comprise its human capital and marketing activities. However, the company 

corporate culture makes it hard to replicate the same efficiency of human resources in 

separation from the company, while marketing activities in the form of sponsorships are 

dependent among other things on company reputation. The same is largely true for company’s 

relational capabilities, which proves to be inimitable in isolation from other resources and 

capabilities. The company learning potential and other dynamic capabilities lay the 

foundation for durability of the above mentioned resources and capabilities as they can be 

reconfigured in accordance with external changes. Therefore, we argue that the company 

possesses sustainable competitive advantage. 

Case Company 4 

Case Company 4 also employs differentiation advantage. Its competitive advantage is rooted 

in its products’ exclusiveness. Online games not only satisfy top customer expectations but 

also proved to be durable source of profit even in time of economic instability. Moreover, the 

manager’s vision of the company long-term strategic development expressed in innovative 

business ideas distinguishes the company from a large number of its rivals. The principles of 

company’s corporate culture attract highly motivated, creative and active employees 

equipping them with opportunity to develop their talents and personality. Finally, the 

company’s social capital from the project for kids can potentially create social value for 

customers once implemented, thus, providing a source of competitive advantage 

sustainability.  

Table 5.5.4. Case Company 4 - Resources and capabilities assessment 

  Durability Transferability Replicability 

resources 

human capital       

potential social capital       

economic capital       

capabilities 

functional:       

close team cooperation       

managers' vision       

top-quality products       

corporate culture maintenance       

relational       

partners collaboration capabilities       
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customer relations 

   dynamic       

learning potential       

fast information distribution       

market segment focus       

human resources development       

constant search for new business ideas       

LEVEL HIGH MEDIUM LOW 

Source: authors’ analysis 

The sources of competitive advantage of the company prove to be durable, hardly transferable 

or replicable as it is mostly inherent in the company nature and are complemented by its 

dynamic capabilities. The exclusiveness of product is derived from the managerial vision to 

immanently seek and implement only top projects, which can hardly be transferred or 

replicated. The principles of company corporate culture are also difficult to replicate or 

transfer as they are combined with other team members’ values and visions. The same is 

largely true for company’s relational capabilities, which prove to be inimitable in isolation 

from other resources and capabilities, especially human capital due to personal relationships 

with customers. Thus, we can conclude that the competitive advantage of the company is 

sustainable.  

Datadvance 

Since the company provides customized products with large investments in R&D, we argue 

that it possesses differentiation advantage. 

The combination of scientific research projects and business activities lies in the foundation 

of the company excellent performance and results in high quality products adopted by top 

world companies. Thus, the competitive advantage derived from these sources lies in the 

ability to provide customized high-end products for each customer. The experience of the 

company to operate globally will also contribute to its development in the home market and 

establishment of competitive advantage. 

Table 5.5.5. Datadvance - Resources and capabilities assessment 

  Durability Transferability Replicability 

resources 

human capital       

economic capital       

intellectual capital       

capabilitites 

functional:       

close team cooperation       

top-quality customized products       

technological leadership        
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relational       

partners collaboration capabilities       

collaboration with competitors       

customer relations 

   dynamic       

learning potential       

fast information distribution       

market segment focus       

human resources development       

R&D investments       

LEVEL HIGH MEDIUM LOW 

Source: authors’ analysis 

As the sources of competitive advantage are based on company’s dynamic capabilities they 

are likely to be durable, hard to transfer or replicate. The team of researches though can be 

lured away to the competitors, however, the collaboration with scientific organizations and 

universities ensures the ability to replace and fuel human resources. Moreover, since the 

company uses its own researches to develop products, their consequent high quality and 

uniqueness make them hard to imitate. Consequently, the company enjoys technological 

leadership in the industry. Together with collaboration with competitors, these sources of 

competitive advantage are hard to imitate as they inherent the imperfect information about the 

ways to develop them for competitors. Thus, we argue that the competitive advantage of 

Datadvance is sustainable enough. 

Hence, all the case companies possess the sustainable competitive advantages, which lie in the 

foundation of their growth strategies. How they manage growth in all dimensions through 

these strategies we will clarify further.  

5.5.2. Achieving multidimensional growth 

Here we will identify the prerequisites for growth in four dimensions and factors that enable 

such multidimensional growth in case companies. 

Size growth 

Growth in company size is attributable to the extension of its physical presence. The size 

growth is not that typical for the IT segment as it is for any manufacturing industry. Upon our 

analysis we can conclude that such extension may occur due to the necessity of operating 

closer to the customer, in order to gain market share in regions with high demands, to 

establish another business dimension related to the core business or from consideration of 

technological convenience.  
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The basis for successful size growth lies in the company’s resource capacities in terms of 

human capital in the first place, reputation and brand awareness, the ability to adapt to the 

new environment, sometimes, by means of strategic alliances and direct acquisitions of 

market experts. However, the visionary managers have the ability to predict whether the size 

growth is indispensible for a particular business idea, or the company can reconfigure other 

types of growth dimensions – reallocate and adjust resources to form new capabilities or to 

use external resources of the partners.  

The highest size growth was achieved by Kaspersky Lab as the company managed to extend 

its presence globally thanks to its reputation for high quality products and partnership 

network. AR grows in size slowly but steadily, expanding when seems necessary for core 

business development considering the existing capacities and capabilities. Size growth of 

Case Company 4 is closely related to the projects it develops at the moment and the nature of 

resources it executes. Datadvance expands its presence mainly in order to operate closer to the 

customers. Doktor Na Rabote being on the early stage of development grows its client base 

and customer awareness.  

Relational growth 

All companies have identified strategic partnerships as an important direction for their 

development. The value of these relationships is high since external resources as well as 

opportunities which arise are critical for companies’ competitive advantage.  

Collaboration between firms in the industry provides access to external resources owned by 

partners, for instance, R&D centers, know-how, expertise, market knowledge. According to 

companies’ representatives, such partnerships enable firms to improve their products by 

integrating partners’ technologies. Such relationships are mutually beneficial for both parties 

since either gets solutions of high-quality in the field of research they do not focus on. 

Furthermore, establishing partnerships facilitates customer base expansion which also ensures 

sustaining growth in the long run. In case of IT-companies, partners can also provide more 

channels for product distribution and, thus, help to sustain growth.  

Strategic partnerships with academic institutions provide a wide range of growth 

opportunities for companies. Through collaboration with leading scientific centers and 

engineering firms, companies get access to cutting-edge technologies and state-of-art R&D 

centers. Therefore, such partnerships help companies to deliver unique high-quality products 

and exceed customers’ expectations. In addition to this, the majority of academic 

organizations also perform educating functions, thus, companies can take the opportunity of 

hiring new bright employees with an in-depth knowledge in the relevant field.     
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Some of the companies even managed to transform partnerships from simple franchising into 

joint ventures and direct ownership. Such an approach allows synergy and establishment of 

new common projects as well as independence of local partners in dealing with their market 

of expertise. 

Capability growth 

Companies under research continue to constantly develop their capabilities based on the 

external and internal resources. Functional capabilities are developed through day-to-day 

business operations, carrying out core and supportive functions; relational capabilities also 

undergo the process of on-going development due to growth of strategic partnerships, as 

already pointed out above. Companies are also intent upon developing further their dynamic 

capabilities, which is quite natural, since firms under research operate in rapidly changing 

environments. This development contributes to other capabilities growth as the companies 

possess learning potential and are able to invest constantly in further performance 

improvement. 

Moreover, companies are about to develop new capabilities such as dealing with international 

environment and monitoring and distinguishing would-be customers abroad. The 

development and deployment of these new capabilities, as well as ability to create necessary 

resources in order to adapt to new business conditions, serves as one of the keys to sustaining 

growth. 

Innovation growth 

This type of growth is characteristic for the IT industry, especially to its Internet segment due 

to the rapid pace of technology evolution. Therefore, companies tend to adapt its products or 

services to new business fields, such as mobile sector or online retail, introducing innovative 

features to the existing products or creating and developing brand new projects.  

Innovation growth requires constant monitoring of industry trends through partners’ 

networking, tracking competitors’ activities and responding to customer increasing needs. To 

grow in this dimension companies also conduct permanent investments in R&D and human 

capital to remain at the cutting edge of science and technology. Moreover, growth through 

innovations is triggered by outstanding managerial vision and ability to predict industry 

development as well as to seize attractive business opportunities. This is complemented by 

encouragement of employees to improve personally and professionally.  

As theory suggests, innovation growth may occur due to the whole business model 

innovations. This is the case of Doktor Na Rabote, which introduced new practices which 



 

82 
 

have never been seen in the industry before. However, the experience of other companies 

shows that the company needs to attain certain dynamic capabilities in order to sustain such 

growth in the course of time, allocating the profits into its development on early stages. 

Another type of innovation growth acts in the introduction of new practices, closely related to 

business, but providing other types of value – social or environmental. Kaspersky Lab has a 

potential to succeed significantly in its attempt to provide social value through its Digital 

Citizenship program. AR undertakes environmental sustainability initiatives. However, this 

type of growth is not yet performed by Russian companies under study to the extent such 

practices are implemented by some multinational IT corporations. 

Case Company 4 manages to pursue innovation growth through establishing New Growth 

Platforms (NGPs) in the form of new projects development adjacent to core business but 

whole new for the company. Through these new platforms the company can maintain growth 

for a long time. 

Datadvance uses traditional innovation growth through scientific researches and technological 

leadership, constantly developing its high-end customized products to attract new customers 

and satisfy the increasing needs for existing ones. 

 

As we see in the analysis, the successful high-growth companies with different specialization 

and market segments possess similar dynamic capabilities, growth strategy choices and 

sustainable competitive advantages. However, not all companies enjoy the same growth rates. 

Whether it is attributable to the company’s characteristics, strengths and weaknesses or the 

market segment specification, we would discuss further.  

5.5.3. Assessing sustainability of growth strategies 

Answering the main research question, we will make a conclusion on evaluating the 

sustainability of companies’ growth strategies marking their possible weak areas to be 

improved. We use four criteria mentioned earlier: (1) combination of different strategic 

scopes (2) growth strategy foundation on company’s dynamic capabilities (3) sustainability of 

competitive advantage it provides (4) successful management of all the interconnected 

dimensions of growth.  

Doktor Na Rabote 

We have identified earlier that Doctor Na Rabote as well as other companies under study 

combine different strategic scopes to pursue growth. Having created new market segment in 

social networking, the company utilizes its Blue ocean opportunities together with deep niche 
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focus and granulation of its core project. This growth strategy, as we argued earlier, is based 

upon the company’s dynamic capabilities to maintain deep focus on the core business with 

niche specialization, to constantly invest in marketing campaigns and new products 

development as well as to exploit its learning potential. Therefore the growth strategy of the 

company helps to implement a sustainable competitive advantage on the market based on 

company’s resources and capabilities which are hard to imitate for competitors and long-

lasting for the company.  

As the fourth criteria suggests, the company uses its competitive advantage to grow its 

capabilities which in turn contribute to relationship base growth and growth of innovation 

potential. Thus, we argue that the company is likely to enjoy the sustainable growth strategy 

as it meets all our theoretical indicators.  

Company growth rate remains high for five years in a row and due to above mentioned 

reasons is highly likely to maintain its rapid pace. However, we also identified some 

weaknesses in the company’s growth strategy that can negatively influence fast growth. 

Firstly, lack of experience as a source of deficiency of some essential dynamic capabilities 

may negatively influence company growth decisions. For example, method of trial and error 

used by the company tend to bring certain challenges such as, for example, little flexibility in 

customer attraction tools which are now fail to cover the customer group of elder doctors. 

Secondly, the lack of legitimacy among pharmaceutical companies leads to longer periods of 

partnership negotiations and unstable relational growth. Thirdly, the company small size may 

become a prerequisite for future underdevelopment of the human resource base if the 

company evolution requires more of this resource than it utilizes and is able to attract now.  

AR 

In its growth strategy AR combines product diversification within one market segment with 

duplication of business units and horizontal business diversification on organizational level. 

This combination is in line with company strategy to create and pursue the preferred future, as 

well as to reconfigure industry value chains by strategic partnerships with its competitors and 

leading suppliers. Moreover, the company is oriented towards profit growth rather than sales 

growth which contribute to sustainability of its growth strategy.  

AR also positions its strategic decision on its dynamic capabilities – human capital 

development, executing learning potential, focus on its core business coupled with constant 

search for new ideas and monitoring of the industry trends. These dynamic capabilities 

complement its core competencies which, being durable and hardly imitable, form sustainable 

competitive advantage as our above discussed analysis shows. 
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Moreover, the company development of dynamic capabilities provides the foundation for size 

and innovation growth as well as relational growth as a consequence of mainly size and 

capability growth. Taking into account, that the company’s growth strategy meets all four 

theoretical criteria, we consider it to be sustainable. 

The relatively medium growth rate may be attributable to the weaknesses we identified in 

company strategy. They lie in the nature of transferability of company’s human capital as we 

have already accounted for. Besides, the company may face certain challenges in entering 

new market in Armenia as it has not yet developed necessary knowledge base and capabilities 

to deal with foreign external environment. However, its dynamic capability to learn and 

transfer information fast can contribute to facilitation of this process as the company may 

apply other companies’ experience, use its partner network to acquire necessary expertise and 

resources or further invest in capability growth. Finally, the current cluster structure of 

company customers leads to negative impacts from their industry vulnerability. 

Kaspersky Lab 

Kaspersly Lab combines product diversification within one market segment with duplication 

of business units in the regions. On the industry scope the company tends to create industry 

trends through technological leadership, reconfigure industry value chains through 

acquisitions of its core partners or establishing strategic partnerships including sponsorships. 

The company bases its dynamic strategies on its dynamic capabilities including constant 

learning, R&D and marketing investments, human capital development, focus on the core 

business with innovation monitoring. Together with other durable and imitable resources and 

capabilities it enables company to develop sustainable competitive advantage, as we have 

discussed above. 

Kaspersky Lab successfully combines all dimensions of growth. The size growth generates 

creation of new relationships and capabilities in the regions, and vice versa the external 

resources of regional partners contribute to size growth by means of networks and 

recommendations for further grow, while the development of new capabilities facilitates size 

growth in the form of new departments and relational growth on the basis of relational 

capabilities improvement. The innovation growth also generates the creation of new 

capabilities in technology or marketing driving other growth dimensions.  

With regard to all the above mentioned we derive that the growth strategy of the company is 

sustainable. 
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However, relatively slow growth rate may be rooted in some weak areas or potential risk 

factors. Among the company potential weaknesses we would outline its large size as the 

independence of regional units may have both positive and negative impact on company 

growth. The vulnerability of large managerial team has already proved itself in the process of 

CSR program implementation. Moreover, the brand awareness of the company is often 

negatively affected by its Russian origin which is easily recognizable in the company name.  

Therefore, reputation development requires more efforts.  

Case Company 4  

The company uses the combination of product diversification within different market 

segments and granulation of the online games business unit. Thus, the company grows in the 

core adjacent business and steps out. It also implemented evolutionary strategic concept 

which accounts for its managerial decisions to encourage experimenting and new ideas 

development. Constantly developing its human and technological resources, seizing new 

business ideas and frequently changing its business processes, the company pursues 

sustainable dynamic growth strategy based on its dynamic capabilities, thus, providing 

sustainable competitive advantage.  

However, some weak points may emerge as the company lacking focus on supported 

businesses may need to reallocate more resources to establish such focus, losing concentration 

on its core business. Nevertheless, such a problem is unlikely to occur as the company has a 

flexible organizational structure.  

Datadvance 

The company combines product diversification within one market segment with duplication 

and granulation of its business units. Integrating scientific research into the business activities, 

the company creates industry trends, customizes its products for a particular customer and 

uses strategic partnership to complement the core functions of its products. Thus, the 

company fully bases its growth strategy on its dynamic capabilities to constantly learn, invest 

in R&D and human resources development, and focus deeply on its core business activities. 

With this in mind we argue that Datadvance pursues sustainable growth strategy, grounded on 

sustainable competitive advantage and successful management of interconnected 

multidimensional growth. 

Lack of experience in dealing with Russian customers and Russian environment can be seen 

as a certain weak point of the company. However, the company has been operated in other 

regions using the Russian regulations among others, to say nothing of the researches carried 

out according to the country standards. Not very deep product diversification and its customer 
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specification also pose a risk of growth slowdown once the potential of current product 

offering expires.  

 

To summarize the above discussion, we conclude that all five case companies possess 

sustainable competitive advantages and pursue sustainable growth strategies with a number of 

potential weaknesses. In the recommendations we would outline how the risks from these 

weak points could be offset. 
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6. Conclusions and recommendations 

In this chapter we present the results of our study. First, we provide our findings to the sub-

question of how internal and external factors influence the dynamic capabilities of high-

growth private companies in Russia. Then we present our results to the second sub-question 

dealing with strategies high-growth private companies pursue to implement their dynamic 

capabilities on the market. Finally, we answer the main research question dealing with the 

sustainability of growth strategies of Russian high-growth companies.  

6.1. Sub-question 1 

How do internal and external factors influence the dynamic capabilities of high-growth 

private companies in Russia? 

We have analyzed five high-growth private companies from the Russian IT industry different 

in size, age, market sector, specialization and growth rate.  

Upon empirical data analysis we can conclude that such external factors as environmental 

complexity, uncertainty and home country characteristics, have a certain influence on the 

dynamic capabilities of the companies under study. The extent to which dynamic capabilities 

are affected by external enablers depends on the age and size of the studied company as well 

as its regional presence and particular market sector characteristics. 

We identified that uncertainty triggers the development of dynamic capabilities in all 

companies to this or that extent. It mainly concerns the issue of how the company perceives 

predictability of its external surroundings. It turned out that mature companies with larger 

regional presence act proactively in response to environmental uncertainty as they possess 

more dynamic capabilities to flexibly adapt to the changing environment and, what is more 

important, to develop new dynamic capabilities faster due to past experience. However, young 

companies also manage to develop dynamic capabilities and exploit their learning potential 

fast by means of more innovative approach towards uncertainty, thus, they act even more 

proactively, developing industry monitoring tools. 

Among those factors that significantly contribute to the development of company’s dynamic 

capabilities are increasing and changing customer demands, governmental regulations, 

political and economic situation, perception of the company country of origin on the other 

markets, market saturation and potential for development, the evolution of information 

technologies and the Internet. 
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Complexity facilitates the development of dynamic capabilities in all companies under study 

to a large extent. It is due to the vast number of players in each market segment and their 

complex relations with each other, various customer demands in B2C and B2B segments, 

rapid technological development, liberal governmental regulations, large amounts of 

information and unexplored opportunities. All these factors represent a complex system of 

issues that the companies need to address in order to stay competitive in the market. 

Home country characteristics are less attributable to the companies in IT industry as the 

market itself is relatively young. Therefore, it did not experience influence from history and 

paths of the country significantly. The companies under study appeared on the market from 

1996 and later, which implies that they have survived at least one of the periods of economic 

instability. The learning potential of the companies fostered the development of necessary 

dynamic capabilities to react to these instabilities. Moreover, some companies operate under 

special governmental regulation and, thus, possess the ability to comply with these regulations 

to their advantage. On the whole, home country characteristics have rather indirect impact on 

the development of companies’ dynamic capabilities, influencing foremost their customers 

and overall industry trends.  

As for internal enablers, the analysis of empirical data showed that managerial behavior, 

complementary organizational resources and other enablers such as social capital and 

leadership facilitate the formation of companies’ dynamic capabilities. In other words, the 

availability of these factors for the company is the prerequisite for the development of its 

dynamic capabilities.  

We identified that all companies under study possess managerial teams which encourage, 

direct and manage the enhancement of dynamic capabilities and their deployment in the 

market as they seem to understand the importance of these processes to the company 

performance. Complementary resources in the form of learning mechanisms, high end human 

capital, company reputation and distribution network also proved to contribute significantly to 

dynamic capabilities development. Finally, companies possessing social capital and 

leadership are able to create new dynamic capabilities in providing both economic and social 

value for the customers. 

6.2. Sub-question 2 

Through what strategies do high-growth private companies use their dynamic capabilities? 



 

89 
 

We have analyzed what growth strategies companies pursue in terms of product, 

organizational and industry scopes and outlined these strategies in each strategic scope in 

conjunction with companies’ dynamic capabilities.  

We have identified that companies choose product-market scope strategies typical for 

emerging market firms, i.e. organic product diversification, niche specialization and scaling.  

The majority of companies follow the product diversification strategy, entering new business 

areas in the pursuit of new growth opportunities. Furthermore, we have identified that 

companies under research pursue niche specialization strategy, keeping their focus on the 

core business and providing products and services different from their competitors. The 

majority of case-companies also pursue the scaling strategy. They expand their product lines 

by using core technologies for new solutions and aim at reaching new customer groups with 

related needs by performing intensive marketing activities through existing distribution 

channels.   

It should be noted that companies tend to combine the abovementioned strategies. Kaspersky 

Lab and Datadvance adopt a combination of product diversification, niche specialization and 

scaling strategies. Doktor Na Rabote pursues a combination of niche specialization and 

scaling strategies.  AR and Case Company 4 chose to focus on product diversification 

strategy.  

Furthermore, as for the organizational scope, we have identified that case-companies follow 

the strategies of duplication, granulation and horizontal business diversification. These 

strategies are typical for high-growth companies, they tend to restructure their business 

organization in accordance to product portfolio or new strategic insights and, as a result, 

trigger growth. 

Kaspersky Lab and AR pursue the duplication strategy using their unique knowledge and 

expertise which gives firms an opportunity to grow fast in new geographic regions.  AR also 

adapts some elements of horizontal business diversification, trying to find new solutions and 

develop new projects and directions of business. 

Doktor Na Rabote and Case Company 4 pursue granulation strategy which enables them to 

create new businesses with unique features within the existing one and grow them 

aggressively. 

Datadvance has a combination of duplication and granulation strategies, since company has 

its several offices abroad and concentrates on growing several business projects within the 

existing one. 



 

90 
 

On the industry scope the companies integrate the above mentioned strategies into their 

competitive strategies to outperform its rivals on the market. We identified that the companies 

under study, first of all, position themselves to build competitive advantage, developing core 

capabilities and exploiting its advantageous resources. The majority of the companies creates 

industry trends and pursues preferred future by means of technological leadership as well as 

establishes strategic partnerships with either partners or competitors. Kaspersky Lab and AR 

reconfigure its value chains in order to establish such partnerships. Doktor Na Rabote creates 

Blue ocean opportunities, having introduced the new industry segment. Case Company 4 

beside all grows in core adjacent business and steps out as well as implements an evolutionary 

strategic concept of innovative learning.  

On the whole, we found that high-growth private Russian companies tend not only to shape 

the industry layout as theory suggests but also adapt to industry unpredictable conditions. 

6.3. Main research question 

How do high-growth private companies pursue sustainable growth strategies in the Russian 

market? 

We have identified that dynamic capabilities of case-companies are attributable to the 

industry characteristics, company specialization and its performance. These dynamic 

capabilities work in order to provide competitive advantage to the companies. However, the 

key to sustainable competitive advantage lies in its foundation on inimitable for competitor 

and long-lasting for the company resources and capabilities as well as in its successful 

implementation through appropriate growth strategy.  

As the analysis shows, among dynamic capabilities the companies possess learning potential 

and are capable of fast distribution of information. Moreover, they constantly invest in human 

resources development, R&D and marketing activities. Some companies maintain deep focus 

on their core business while others permanently search for new business ideas and growth 

platforms.  

The companies under study possess mostly differentiation competitive advantage rather than 

cost advantage though a few are trying to shift their strategy towards the latter or at least 

integrate some features of cost leadership strategies. One company – Doktor Na Rabote – 

enjoys first-mover advantage. Besides, we would argue that Kaspersky Lab also reaps the 

benefit of first-mover advantage being a technological leader in its market segment.  
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The sources of competitive advantages are connected with product features, i.e. high quality 

of products or services, products’ exclusiveness. The deep expertise of companies’ specialists 

and a combination of scientific research projects and business activities also lay the 

foundation for excellent performance. Close team relations and the principles of company’s 

corporate culture help to attract highly motivated, creative and active employees. Manager’s 

vision of the company long-term strategic development expressed in innovative business 

ideas distinguishes companies from a large number of its rivals. The social impact of 

companies’ activities adds up to company’s competitiveness on the global market and helps to 

gain necessary legitimacy among core audience. International focus serves as a unique shelter 

from industry complexity and environmental uncertainty, enabling excellent performance 

even in the time of instability. 

As long as competitive advantages of the companies under study are derived from their 

dynamic capabilities among other resources and capabilities, we claim that their competitive 

advantages have all the prerequisites to be sustainable. In other words, if the sources of 

company’s competitive advantage are based on its dynamic capabilities, it is likely to sustain 

it in the course of time. Therefore, dynamic capabilities serve as a prerequisite for sustainable 

growth. 

Moreover, we have identified that companies can achieve sustainable growth combining its 

four dimensions: size, relational, capability and innovation growth. 

The size growth, which is not typical for the IT segment, may occur due to the necessity of 

operating closer to the customer, with an aim at gaining market share in regions with high 

demands or establishing adjacent business.  

Pursuing relational growth dimension is common for all the companies under research. We 

have identified that the value of strategic partnerships is high since partners’ external 

resources are critical for sustaining companies’ competitive advantage and, therefore, 

sustaining growth.  

Case-companies constantly develop their capabilities based on the external and internal 

resources. As firms under research operate in rapidly changing environments, it is quite 

natural that companies are intent upon developing further their dynamic capabilities. For 

instance, companies are about to develop new capabilities such as dealing with international 

environment and monitoring and distinguishing would-be customers abroad. The 

development and deployment of these new capabilities, as well as ability to create necessary 
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resources in order to adapt to new business conditions, serve as one of the keys to sustaining 

growth. 

We have identified that all companies follow innovation growth dimension creating and 

developing new projects, changing business models, introducing innovative features to the 

existing products or trying to adapt their products or services to new business fields, such as 

mobile sector or online retail. Companies perform constant monitoring of industry trends and 

permanently invest in R&D and human capital to remain at the cutting edge of technology. 

Moreover, outstanding managerial vision and ability to predict industry development 

facilitates growth through innovations.  

However, companies still need to attain certain dynamic capabilities in order to execute 

innovation growth through environmental initiatives and social value provision. For now, 

such activities are not strongly related to companies’ business, thus, they add up only 

indirectly to company’s sustainability. Moreover, some internal organizational routines 

prevent companies from implementing successfully environmental or social initiatives. 

Overall, growth through environmental sustainability initiatives or social activities is not 

performed by Russian companies under study to the extent such practices are adapted by 

some multinational IT corporations.  

Finally, we evaluated the sustainability of the companies’ growth strategies using four 

criteria, derived from our theoretical framework: (1) combination of different strategic scopes 

(2) foundation of growth strategy on company’s dynamic capabilities (3) sustainability of 

competitive advantage it creates (4) successful management of all the interconnected 

dimensions of growth. The analysis reveals that the growth strategies the companies pursue 

proved to be sustainable as we identified their compliance with all four conditions for 

sustainable growth. Since all the companies enjoy high growth rates, we assume that these 

criteria in turn can be seen as a useful tool in assessing sustainability of growth strategy. 

6.4. Limitations 

Our study entails certain limitations. First of all, we have chosen to analyze companies from 

only one industry though the most rapidly developing one. However, it implies that our 

conclusions can be applicable for this industry only and they can be hardly generalized. 

Moreover, we experience certain constraints on the accessibility of information from the 

companies due to their private owned organizational structure and consequent norms. 

Therefore, we lacked certain factual information especially when it comes to financial figures 

and organizational structure of the company. It influenced the analysis of companies’ 
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resources and capabilities, which turned to be not as profound as we wished it to be. Finally, 

we chose to analyze only high-growth private companies and identified the sustainability of 

their growth strategies. However, such analysis cannot reveal the gap between average-growth 

or low-growth firms and the object of our study, i.e. it does not allow us to analyze factors 

which can undermine growth other things being equal. In order to consider all these 

limitations we propose some topics for further research. 

6.5. Further research 

We have contributed to the knowledge about dynamic capabilities and sustainability of 

growth strategies of Russian high-growth firms. We developed a framework to analyze the 

path from dynamic capabilities creation towards sustainable growth, which we derived from 

Ambrosini and Bowman (2009) and Furlan and Gradinetti (2011), thus, continuing their 

research. We also suggested the fourth growth dimension which was not mentioned in other 

theoretical papers. Therefore, here are the directions for further research. 

In order to verify if our findings can be generalized, further quantitative research could be 

performed to study dynamic capabilities and growth strategies for sustainability pursued by 

Russian companies. Moreover, further research of high-growth companies within other 

industries could reveal whether growth strategies for pursuing sustainability are different for 

various industries. Qualitative study of companies from different areas of Russia can also be 

performed to reveal if the results are consistent with high-growth companies from different 

regions of Russia. There is also a possibility to perform a comparative study between high-

growth companies from different emerging markets.  

As we mentioned above, medium-growth and low-growth companies can be studied in order 

to identify the factors preventing from sustainable growth.  

Finally, more studies should be devoted to innovation growth and multidimensional nature of 

growth on the whole so that the interdependencies could be identified and managerial 

prescriptions could be derived.  

6.6. Recommendations 

In our analysis we identified certain weaknesses in the growth strategies of the companies 

under study. Here we would provide some recommendations on how to improve these weak 

points.  

As we mentioned previously in case of Doktor Na Rabote, lack of experience and legitimacy 

due to company relatively young age as well as its small size can cause challenges in the 
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future development. In order to avoid this we recommend the company to invest more efforts 

into relational growth in terms of strategic partnerships with global players which are able to 

promote company legitimacy on the market. We also argue that the company should attain 

certain dynamic capabilities in order to sustain innovation growth in the course of time, thus, 

improving its experience. The company may also consider size growth on the later stages of 

its development in order to ensure the ability to flexibly adapt to rapid technological changes.  

AR has some vulnerability due to transferability of its main competitive advantage which is 

human capital. So the company should ensure that the corporate culture and human capital 

development initiatives are directed towards preserving its human resources. We also 

identified potential risks in expanding to other markets; however, we consider further regional 

expansion vital for company development. Therefore, we propose that the company build new 

competences or capabilities such as dealing with international governmental regulations and 

monitoring and distinguishing would-be customers abroad. It can be done through strategic 

partnerships with players on the foreign markets either potential partners in the face of 

software vendors or competitors if the company considers strategic alliances.  

In case of Kaspersky Lab we mentioned its size as a potential vulnerability area. So we 

recommend the company to ensure first the prerequisites for successful collaboration between 

the existing offices and only after that consider further size growth. In order to avoid brand 

awareness problems we advise the company to consider slight brand revision. However, the 

international reputation enhancement could be also achieved through sponsorship campaign 

which already proved itself in practice.  

Case Company 4 possesses one of the most sustainable and successful growth strategy as it 

expands in different directions using all interconnections between growth dimensions. As we 

mentioned earlier, such diversification can pose some risks though it is highly unlikely due to 

flexible organizational structure. However, in order to sustain growth we would also 

recommend the company to consider further internationalization with the development of new 

competences in dealing with international environment.  

In case of Datadvance we indicated vulnerability area in expanding further on the Russian 

market. However, if the company maintains its learning potential and other dynamic 

capabilities, this process would not pose any risks. We would also recommend the company 

to consider product diversification in adjacent business areas in order to avoid slowdown in 

the existing product segment due to market saturation. Therefore, the company should keep its 

scientific focus and exploit its competitive advantage to offer unique products of its own 

design.  
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7.4. Interviews 

Doktor Na Rabote 

CEO and co-founder, interviewed in Moscow, 2014-04-03 

Manager responsible for marketing activities and public relations, 2014-04-03 

AR 

Chief Commercial Officer (CCO), interviewed in Moscow, 2014-04-04 

Marketing and PR manager, interviewed in Moscow, 2014-04-04 

Chief Accountant, interviewed in Moscow, 2014-04-04 

Kaspersky Lab 

Brand Manager, interviewed in Moscow, 2014-04-02 

Business Development Manager, interviewed in Moscow, 2014-04-02 

Case Company 4 

Senior Project Manager, interviewed via Skype, 2014-05-08 

Datadvance 

Vice-director of Intellectual Data Analysis Department, interviewed via Skype, 2014-05-07 
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Appendices 

Appendix A. List of constructs 

Resource-based view 

Growth 

· Sustainable growth 

· Profitable growth 

· Organic growth 

· Inorganic growth 

· Growth dimensions 

o Size growth 

o Relational growth 

o Capability growth 

o Innovation growth 

 Business-model innovation 

 Sustainability initiatives 

 Environmental value 

 Social value 

 Economic value 

 New growth platforms 

External enablers 

· Uncertainty 

· Complexity 

· Home country characteristics 

· Positions and paths 

Internal enablers 

· Managerial behavior 

· Managerial perceptions 

· Learning mechanism 

· Social capital 

· Leadership 

Dynamic capabilities 

Relational capabilities 

Functional capabilities 

Growth strategies 
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· Product scope 

o Product diversification 

o Niche specialization 

o Scaling 

· Organizational scope 

o Duplication 

o Granulation 

o Horizontal business diversification 

Industry scope 

· Strategy Chessboard: 

· Shape the industry 

o Pursue global industry endgame consolidation  

o Converge or slice the industry  

o Reconfigure industry value chains.  

o Change industry conduct  

o Create “Blue Ocean” opportunities  

o Create and pursue “preferred future”  

o Cross the “chasm” with innovative products  

o Think big and lateral  

· Adapt within the industry 

o Dynamic strategies 

o Position to build competitive advantage 

o Implement evolutionary strategic concepts 

o Reconfigure industry value chains 

· Strategic partnership  

· Sustainable growth strategies 

Competitive advantage 

· Sustainable competitive advantage 

· Temporary competitive advantage 

· Competitive parity 

Sources of competitive advantage 

· Durability 

· Imitability 

o Transferability 

o Replicability  
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Appendix B. Interview questions 

Introduction 

What are the main activities of the company? 

To whom the company provides value? 

What is the dynamics of sales growth/profit growth?  

What is your company's growth strategy? What is the main growth target – sales, profits, 

market share or others? 

Growth strategy  

1. Product scope 

What factors is your product strategy mostly oriented on? 

How customized is your product/service? How do you achieve that? 

Can you say that your company is able to deliver the products/services at low costs to a wide 

array of customers? 

How can you evaluate the quality of your products in comparison with your competitors?  

Have you ever had problems with your product positioning? 

2. Company scope. 

What is the overall structure of business units? Do you plan to open new units and why? 

Do you have any practices outsourced? 

3. Industry scope 

What is the role you play in the industry? How would you characterize the overall layout of 

the industry? 

How do you build your relationship with customers?  

How do you monitor this relationship? 

Have you ever lost your customers? Why? How do you deal with such situations? 

How do you build your relationship with partners and suppliers? What are you oriented at 

while choosing them? 

What are your main competitors? What is your competitive advantage in your opinion? 
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Have you had a situation, when your competitors had launched new products in the new 

segment and you did not? 

Do you feel that your competitors are always ahead of you in this or that respect? Did you 

solve this problem? How? 

Have you ever been engaged in M&A? If yes, how did it go through? What problems did it 

cause if any? 

4. Region scope 

Do you have any subsidiaries abroad? If no, do you plan to open some? If yes, where? 

How did you choose the particular region? 

In what way the subsidiary differs from the headquarters? Why? 

What problems did you have while entering foreign markets?  

Sustaining growth 

What are the main challenges that your company faces at the moment? How do they prevent 

growth? How do you plan to deal with them? 

Did recent economic crisis influence your company? In which way? What has been done to 

adapt to and change the situation? 

Is the term “sustainable growth” important for the company? If yes, what practices do you 

have to achieve it? Does your company develop any projects connected with environmental 

safety? 

Have you ever changed your business model or restructured your company? In what way? 

What were the consequences?  

Is your company engaged in social activities in order to support your business activities and 

how does it influence company performance? 

Does your company see any growth potential for the core business? Do you feel that the 

business is secure in the core market and on the core business platform?  

 


