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STRATEGY PATTERNS AND CORPORATE COMPETITIVE 

ADVANTAGE IN HYPERCOMPETITION

Action aggressiveness is considered as a Þ rm response to the phenom-

enon of temporary advantage. Firms able to respond quickly to market de-

mands strengthen their market power and generate advantages; but those 

that can be even faster, will generate even greater market power and advan-

tage over its competitors. However, there is no guarantee that competitive 

advantage achieved today will remain unchanged in the long run. The focus 

is on being prepared to take an action, i.e. the extent to which the Þ rm is will-

ing to participate with competitors and act quickly in the involvement and 

participation. The dynamics of top management is a very important com-

ponent of the ability of the Þ rm competitive behavior. The top management 

team is the kingpin that coordinates and mobilizes organizational resources 

and efforts for Þ rms’ aggressive competitive engagement. The assumption 

of being more aggressive at the market and collaborative with competitors 

is the integration of top management of the Þ rm that depends primarily on 

compatible traits and members’ communication skills. With a special focus 

on top management teams, this paper explores the extent to which Þ rms’ 

certain strategic behavior in hypercompetitive industry can be related to 

gaining temporary competitive advantage, measured through improving its 

Þ rm performance. The central goal of this research is to theoretically and 

empirically deÞ ne and examine Þ rms’ strategic behavior in hypercompetition 

through deÞ ning new taxonomy of strategy patterns, i.e. Þ rm speciÞ c strate-

gic behavior that provides and raises the probability of gaining the competi-
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tive advantage in hypercompetitive industries. An important contribution of 

this research is also reß ected in the development of the model that analyze 

the inß uence of speciÞ c characteristics of top management team (TMT) on 

pattern Þ rm uses, as well as the relationship between Þ rms’ market position 

on speciÞ c strategic behavior. 

Key words: aggressiveness, competitive advantage, Þ rm performance, 

hypercompetition, top management team (TMT), strategy pattern

1. Introduction

Competitive dynamics is a phenomenon that is becoming more evident in 
many industries, even in those that were considered relatively stable until recently. 
There has been an alternation in the competitive conditions in various industries, 
i.e. hypercompetitive shift, visible through a sudden increase in competitive activity, 
greater variability in the proÞ tability of the industry, as well as in noticeable 
changes in market shares (Ferrier, Smith and Grimm, 1999). Firms’ advantages 
are becoming more temporary in nature, due to the various disturbances occurring 
in the business environment and given the fact that competitor activity is becoming 
more frequent and Þ rms must continuously develop and Þ nd new strengths and 
constantly monitor market changes and competitor moves (McNamara, Vaaler and 
Devers, 2003; Wiggins and Rueß i, 2005; Thomas and D’Aveni, 2004). The goal 
of this paper is to theoretically and empirically indicate the relationship between 
Þ rms’ strategic pattern – certain behavior and gaining competitive advantage in 
hypercompetitive industries. Although a growing number of empirical studies 
dealing with the issue of achieving and maintaining competitive advantage in 
an era of hypercompetition could be seen, they were primarily focused towards 
analyzing competitive dynamics and its impact on the Þ nancial performance of 
the Þ rms. However, there was no conceptual framework of strategic behavior 
proposed, or a strategy that businesses would use to achieve competitive advantage 
in terms of hypercompetition. So, the paper’s intention is to deÞ ne and examine 
Þ rms’ strategic behavior in hypercompetition, not only through deÞ ning taxonomy 
of particular strategy patterns but also through analyzing the inß uence of speciÞ c 
characteristics of top management team (TMT) on patterns Þ rm uses, as well 
as relationship between Þ rms’ market position on speciÞ c strategic behavior 
(Darabos, Prester, Tipuri , 2015; Darabos, 2014b).
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2. Theoretical framework

Recent studies indicate that a sustainable competitive advantage is becoming 
rare, while its duration decreases (Wiggins and Rueß i, 2002) as a result of dy-
namic interaction between competitors (Sirmon, et al. 2010). The environment in 
which advantages are created fast and eroded even faster is called hypercompetiton 
(D’Aveni, 1994). It is characterized by intense competition and rapid moves, where 
Þ rms must constantly develop advantages and destroy, or endanger competitors´ 
advantages. The emergence of hypercompetition is result of increasingly rapid and 
intense technological changes caused by technological advance and innovations, 
as well as distribution and availability of Þ rm ś resources.

Hypercompetition and competitive dynamics are essential for understanding how 
dynamics and competitive intensity of business environment lead to temporary com-
petitive advantage. Theoretical approach of competitive dynamics shows that relation-
ship between Þ rm ś strategy and Þ rm performance primarily depends on Þ rm strategic 
behavior, but also on competitorś  behavior and interactions between them. (Grimm, 
Lee, and Smith, 2006). Hypercompetition is focused and assumes speciÞ c actions ini-
tiated by the Þ rm, as well as competitorś  responses on those actions. 

Recent studies were exploring mostly the new conditions brought by hyper-
competiton and the fact that maintaining competitive advantage is becoming in-
creasingly difÞ cult, almost impossible. However, very few examined how Þ rms 
should react, make decisions and progress in such environment. Firm strategic 
behavior in the dynamic environment requires active presence on the market, i.e. 
aggressiveness in undertaking actions. Thereby, Ferrier deÞ nes Þ rms´ competi-
tive attack through numerous competitive actions initiated by the Þ rm, which are 
most often disrupted by responses of one or more competitors (Ferrier, 2001). 
Furthermore, undertaking strategic actions can be seen as an externally oriented, 
speciÞ c and visible competitive move initiated by the Þ rm willing to improve its 
own competitive position (Ferrier, Smith and Grimm, 1999; Young, Smith, and 
Grimm, 1996; Smith et. al., 1991). In his longitudinal study, Chen shows that the 
most important factors that inß uence Þ rm strategic behavior include context rec-
ognition and motivation and ability to undertake actions (Chen, 1996). Firm ś abil-
ities should encompass organizational preconditions for strengthening its competi-
tive potential (Ferrier, 2001), as well as individual assumptions of Þ rm ś strategic 
decision makers (Bazerman and Schoorman, 1983; Goodstein, and Escalas, 1994). 
Ferrier shows the faster the decision making process related to action implementa-
tion is, the increase in the market share of the Þ rm will be more visible (Ferrier, 
2001; Smith, Ferrier and Grimm, 2001).

TMT is a key factor in the whole process, by making all decisions about di-
rections of Þ rm ś development, identifying business opportunities and coordinat-
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ing activities and mobilizing the resources of the Þ rm in order to make the most 
of identiÞ ed opportunities. Previously stated will result in readiness for aggressive 
competitive engagement (Hambrick, Cho and Chen, 1996; Baron, 2007; Ozgen 
and Baron, 2007). TMT members characteristics, such as knowledge, skills they 
poses, their experience and reputation; which all together create human capital; 
bring in valuable resources for the Þ rm. Competence and expertise of TMT refers 
to necessary knowledge, functional and speciÞ c, essential to understand business 
and governance processes. Smith et. al. show that a particularly important role 
in the Þ rm’s competitive behavior in the hypercompetitive industries play social-
behavioral integration of the TMT, i.e. the degree to which members collaborate 
and work with each other (Smith et. al., 1994). Cohesiveness, on the other hand, 
refers to the degree of “attraction” among TMT members, as well as the degree of 
work motivation (Summers, Coffelt, and Horton, 1988). The higher level of cohe-
sion can result in stronger inß uence of TMT on effort members make in the per-
formance of their duties, since groups characterized by a high degree of cohesive-
ness can inß uence its members behavior to a greater extent. Furthermore, in the 
hypercompetitive industries entrepreneurial spirit is very important characteristic 
of TMT behavior, considering that actions’ frequency and attributes depend on 
entrepreneurial spirit of manager. That is expressed through proactivity measures, 
innovation measures and risk aversion (Bruining, and Wright, 2002).  

Also, it is the fact that maintaining leading market position in the long term 
in the dynamic industry is very difÞ cult, representing the motive for examination 
whether there is a connection between Þ rm ś current position in the industry and 
strategic pattern Þ rm follows, i.e. to examine how Þ rm ś current position in the 
industry determine Þ rm strategic behavior.

3. Description of the proposed model 

Existing researches related to achieving competitive advantage in the hyper-
competitive conditions offer different approaches regarding to analysis and re-
search of mentioned Þ eld. However, a conceptual framework of strategic behavior, 
i.e. possible strategies Þ rms may follow in order to achieve competitive advantage 
in the hypercompetiton, has not been proposed yet. Therefore, the research prob-
lem of this paper stems from an insufÞ cient understanding of key determinants of 
the Þ rm strategic behavior and offers a new research approach to the analysis of 
achieving competitive advantage in the hypercompetitive industries with the prac-
tical application. Given approach encompass deÞ ned and structured behaviors of 
Þ rms that are framed in the newly formed strategic taxonomy of strategy patterns, 
supported with an empirical study of the strategic behavior of Þ rms in Croatia.
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Daraboš (2014) developed the model that explains relationship between 
strategic patterns and competitive advantage in the hypercompetition (Fig 2). 
Previous studies have partially examined some characteristics of Þ rm strategic ac-
tions and their inß uence on Þ rm performance (Ferrier, 2001; Ferrier, 1999; Chen, 
Smith, Grimm, 1992; Chen, MacMillan, 1992; Smith, Grimm, Gannon, 1992). 
Furthermore, the model provides a holistic view of link between individual char-
acteristics of TMT, Þ rm position in the industry, speciÞ c characteristics of the Þ rm 
and strategic patterns Þ rm follow to achieve a temporary competitive advantage 
that is reß ected in the change in Þ rm performance and market share of the Þ rm. 
Also, it can be used as a framework for further research in this area.

In order to investigate the extent to which certain Þ rm behavior affects Þ rm 
performance in the hypercompetitive conditions, different Þ rm behaviors were de-
Þ ned and structured at Þ rst, which were then framed in the newly formed strategic 
taxonomy of strategy patterns. Daraboš (2014) deÞ ne Þ rm strategic patterns by 
two key variables that deÞ ne and inß uence the behavior of companies in hyper-
competition: (1) Þ rm agility and (2) Þ rm strategic innovation.  Depending on the 
level of every individual variable, possible strategic patterns of speciÞ c Þ rm be-
havior have been theoretically developed, what is the greatest scientiÞ c contribu-
tion of this doctoral theses.

Strategic patterns of Þ rm can be deÞ ned as the perceived and identiÞ ed con-
ceptualizations based on a limited number of variables (Þ rm agility and Þ rm stra-
tegic innovation), where a clear delineation in the Þ rm strategic behavior in the 
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hypercompetitive conditions can be assumed (Daraboš, 2014). That means that it is 
possible to determine four groups of different strategies Þ rms may follow, based on 
an alleged taxonomy and that are: (A) Positioning Innovation, (B) Competitive 

Inertia, (C) Positioning Agility, and (D) Innovative Agility (Fig.1) (Daraboš, 
2014; Daraboš Longin, 2016). Such a classiÞ cation was developed on dichotomous 
deÞ nitions and represents a starting basis for the research. 

Therefore, framing a new taxonomy of strategic patterns of Þ rms in hyper-
competitive conditions is one of the scientiÞ c contributions of this research sup-
ported with an empirical research of behavior of Croatian Þ rms according to the 
deÞ ned strategic patterns. When developing taxonomy of strategic patterns crucial 
was to establish and clarify the basic variables that differ given Þ rm strategies.

After developing taxonomy of strategic patterns it was crucial to establish 
and clarify the main variables that differ Þ rm given strategies. The Þ rst construct 
is Þ rm agility. It is complex variable measured by the mean value of two deÞ ned 
variables that explain in detail and show strategic actions initiated by the Þ rm. The 
Þ rst variable is the frequency of undertaking speciÞ c types of strategic actions. 

The speciÞ ed variable measures undertaking certain types of strategic actions 
compared to strategic actions of direct competitors. The second variable is Þ rm’s 

reaction speed that shows Þ rm recognition, reaction and anticipation of strategic 
opportunities and challenges in the environment in comparison with the speed 
of direct competitors. The assumption is the greater Þ rm agility is, or higher fre-
quency of undertaking actions, it is more likely the Þ rm will succeed in achieving 
a temporary competitive advantage.

Firm strategic innovation represents the second construct deÞ ned by the 
mean value of complexity level and unpredictability of the actions initiated by 
the Þ rm (the level of general Þ rm innovation), as well as characteristics of actions 
itself initiated by the Þ rm (the level of speciÞ c Þ rm innovation). This construct 
is determined by the two key variables: general and speciÞ c strategic innova-

tion. General strategic innovation shows innovation in the Þ rm behavior in rela-
tion to its competitors in the industry through the introduction of new products / 
services, new production technologies, organizational solutions, as well as new 
management techniques. On the other hand, speciÞ c strategic innovation is ex-
plained through three auxiliary variables: the level of unpredictability, the level of 
complexity and the speciÞ c level of innovation. First mentioned, the level of unpre-
dictability explains and describes the sequence of undertaking actions depending 
on the type of given action initiated by the Þ rm in relation to direct competitors. 
The level of complexity (second auxiliary variable) describes the time it takes to 
prepare and initiate certain type of Þ rm action in comparison to direct competi-
tors. Consequently, actions are divided into simple or complex. SpeciÞ c strategic 
innovation is the last auxiliary variable in strategic innovation model and it illus-
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trates the importance of undertaken action for the Þ rm or industry in comparison 
with direct competitors. 

Lower level of strategic innovation, i.e. undertaking simple and predictable 
strategic actions, on the one hand improves Þ rm performance of the Þ rm due to 
rapid implementation, and raises the possibility that competitors in this case can 
respond quickly enough and thus suppress the possibility of improving the Þ rm 
performance of the Þ rm that took action in the Þ rst place. On the other hand, com-
plex and unpredictable actions will reduce the speed of implementation leading to 
the slower response of competitors because it is difÞ cult to predict such actions, 
but also increases the possibility of improving Þ rm performance (Ferrier, 2001). 
Therefore, it is important to observe the process of dynamic interaction between 
competitors through sequences of competitive actions and reactions of the rivals 
(Daraboš, 2014b).

For every individual key variable is constructed a special measure by exam-
ining the attitudes of TMT members by using a Likert measurement scale of Þ ve 
degrees of intensity, forming the level of agility, i.e. the level of strategic innova-
tion for each Þ rm in the sample.

In the model the agility level, as well as Þ rm strategic innovation level, equal 
to 3.00 or greater is deÞ ned as a high level of the variable, while the mean values   
below 3.00 represent a low level of the variable. So, the values of 3.00 or above 
show signiÞ cant activity in the market compared to direct competitors, as opposed 
to values   below 3.00, which show lower activity in the market in comparison with 
the most important competitors. Considering that so far there was a very little re-
search in this area, point of division in dichotomous terms “low-high” was made 
based on the presumption that the set measuring scale adequately match antici-
pated taxonomy. 

High level of Þ rm agility encompass two strategic patterns in the model: 
positioning agility and innovative agility. Both represent a frequent undertaking of 
actions by the Þ rm, which means a constant presence and high level of competitive 
activity. Highly agile Þ rms are those extremely competitive-oriented and those 
that enhance and improve their business in every way. If the Þ rm is constantly 
better or a leader in the industry and leverages its strengths in order to further 
strengthen its reputation and increase market share, it will be able to overcome 
its competitors. The assumption is the higher level of Þ rm agility is, i.e. higher 
frequency of undertaking action, it is more likely that the Þ rm will succeed in 
achieving a temporary competitive advantage, in other words to improve its Þ rm 
performance (Daraboš Longin, 2016).

On the other hand, higher level of Þ rm strategic innovation encompasses two 
strategic patterns in the developed model: positioning innovation and innovative 
agility. These patterns are distinguished by Þ rm agility, or by the frequency of 
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undertaking actions. But still, both represent undertaking of complex and unpre-
dictable actions by the Þ rm, for which it is assumed that improve Þ rm ś Þ rm per-
formance, since it is more difÞ cult for competitors to predict such an actions and 
thus, it is less likely competitors will response quickly enough (Daraboš Longin, 
2016). Stated will result in an extended duration of competitive advantage for the 
Þ rm that has come out of that strategic action. 

Figure 2. 

PROPOSED MODEL OF RELATIONSHIP BETWEEN STRATEGY 
PATTERNS AND COMPETITIVE ADVANTAGE IN THE 

HYPERCOMPETITION 

The hypotheses that will be tested in a scientiÞ c research within the frame-
work of this paper in order to test the validity of the proposed model are:

H1.  There is a positive relationship between the Þ rm agility level and Þ rm 

performance in the hypercompetitive industry.

H2.  There is a positive relationship between Þ rm strategic innovation level 

and Þ rm performance in the hypercompetitive industry.

H3.  TMT characteristics affect strategic pattern Þ rm follows in the hyper-

competitive industry.
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H3a. Competence and entrepreneurship of TMT affect strategic inno-

vation in the hypercompetitive industry. 

H3b. Cohesiveness and experience of TMT affect Þ rm agility in the hy-

percompetitive industry.

H4. Leaders in the hypercompetitive industry follow strategy pattern 

“Innovative Agility”.

4. Empirical research 

The research was conducted on Croatian large and middle sized Þ rms that are 
operating in the mobile telecommunications industry, cosmetics industry, printing 
industry and retail industry that were deÞ ned as hypercompetitive. For collecting 
primary data a poll survey was conducted, and 61 completed questionnaires were 
obtained from 61 different companies (out of totally 104 companies in selected in-
dustries), representing a 58.65% response rate. The above rate is acceptable given 
the sensitivity of the analyzed phenomena and the complexity of analysis (only one 
completed questionnaire from TMT member of every Þ rm in sample – the Þ rm 
strategy was analyzed).

Figure 3. 

SAMPLE DESCRIPTION – DISTRIBUTION OF FIRMS FROM SAMPLE 
DEPENDING ON THE INDUSTRY THEY OPERATE IN

Mobile
telecommunications

industry
%4,92

Cosmetics industry
%26,23
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Printing industry
%34,43
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F or the acceptance/rejection of set hypotheses the pattern of phenomena ob-
servation was not identical. The test of H1, H2 and H3 was conducted on the entire 
sample of 61 Þ rms, while for H4 the phenomena was observed on the sample of 18 
Þ rms that are at the leading positions in their industry segments. 

So, the Þ rst step needed for testing hypotheses was deÞ ning the level of each 
construct in each Þ rm from the sample. This was necessary for distribution of 
Þ rms into deÞ ned strategy patterns. According to the research results mean value 
of frequency of undertaking strategic actions (the level of agility) is 3.26, while the 
mean value of the level of strategic innovation for Þ rms from the sample amounts 
3.24 (Table 1).

Table 1: 

MEAN VALUE OF KEY CONSTRUCTS IN STRATEGY PATTERN MODEL 
FOR FIRMS FROM SAMPLE 

Furthermore, at Fig 4. and Fig 5., the level of agility and strategic innovation 
for all Þ rms from the sample can be seen. 
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Figure 4. 

FIRMS FROM SAMPLE ACCORDING TO THE FIRM AGILITY LEVEL

Figur e 5. 

FIRMS  FROM SAMPLE ACCORDING TO THE FIRM STRATEGIC 

INNOVATION LEVEL 

1

1,5

2

2,5

3

3,5

4

4,5

5

1,00 1,50 2,00 2,50 3,00 3,50 4,00 4,50 5,00

FREQUENCY OF UNDERTAKING ACTIONS

FIRM AGILITY

Mobile
telecommunications
industry

Cosmetics industry

Retail industry

Printing industry

R
E

A
C

T
IO

N
S

P
E

E
D

1

1,5

2

2,5

3

3,5

4

4,5

5

1,00 1,50 2,00 2,50 3,00 3,50 4,00 4,50 5,00

GENERAL

FIRM STRATEGIC INNOVATION

Mobile
telecommunications
industry

Cosmetics industry

Retail industry

Printing industry

S
P

E
C

IF
IC



M. DARABOŠ LONGIN: Strategy patterns and corporate competitive advantage in hypercompetition
EKONOMSKI PREGLED, 69 (3) 229­250 (2018)240

Furthermore, based on calculated values and obtained results, Þ rms were 
divided into deÞ ned strategy patterns (Fig 6.). 

Figure 6.  

DISTRIBUTION OF FIRMS FROM SAMPLE BASED ON DEFINED 
STRATEGY PATTERN AND INDUSTRY 

Based on calculated values strategic patterns for all Þ rms have been identi-
Þ ed. Strategic pattern of Positioning Innovation follow a total of three Þ rms from 
the sample. Competitive Inertia is a strategic pattern in which 19 Þ rms have been 
redistributed. Strategic pattern of Positioning Agility assumes a high level of agil-
ity and low level of Þ rm strategic innovation with the Þ ve Þ rms from the sample 
following this pattern. Firms that have extremely high level of competitive activity, 
i.e. a high level of agility and strategic innovation are arranged in the pattern of 
Innovative Agility with the total of 34 such Þ rms from the sample.

At the beginning, focus was on the nature of the link between strategic pat-
terns and Þ rm performance. In order to investigate the extent to which a particular 
strategic pattern affect Þ rm performance, an inß uence of two key variables on the 
Þ rm performance in the strategic patterns construction will be examined. In par-
ticular, does the level of Þ rm agility affect Þ rm performance level, as well as the 
nature of given link (hypothesis H1). On the other hand, the link between the level 
of Þ rm strategic innovation and Þ rm performance will be also examined, as well 
as the nature of given link (hypothesis H2).
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In most of the researches this nature, as a measure of Þ rm performance re-
searchers usually use market performance indicators. Since Croatia, like most de-
veloping countries, is characterized by underdeveloped and illiquid capital market, 
it is believed that the use of capital market indicators cannot illustrate Þ rm perfor-
mance sufÞ ciently well. Thus, different “non-market” Þ rm performance indicators 
were used in this empirical research.

Financial data were collected for a period of three years, Firstly, data on 
total revenue and business revenues were used in the calculations of growth (or 
fall) of its value, more speciÞ cally, one-year, two-year and three-year growth/fall. 
Secondly, indicators that measure Þ rm’s proÞ tability have also been calculated: 
increase/decrease in return on sales (ROS), increase/decrease in return to equity 
(ROE) and increase/decrease in return to assets (ROA).

Mentioned measures were used in order to calculate their value growth (or 
fall), in the same way as shown for the total and business revenue. One of the rea-
sons why Þ rm performance measures were used as a value of three-year growth is 
that in 2010 economic crisis and recession in the domestic economy reached the 
peak. So with the Þ rm performance presented in this way it is believed that exog-
enous inß uences that are not a direct result of Þ rm management will be mitigated, 
at least to some extent.

In the analysis, aside from the above mentioned Þ nancial indicators of the 
Þ rm performance, the particular indicators of Þ rm performance were collected 
through subjective assessment of the respondents (TMT members), for period of 
last three years. These particular indicators are: (1) Þ rm position in the compari-
son to the largest direct competitor, (2) ROA growth in comparison to the ROA of 
the largest direct competitor, (3) increase/decrease in the Þ rm revenue compared 
to the one of the largest direct competitor, (4) Þ rm proÞ ts compared to the proÞ ts 
level of the largest diract competitor, and (5) number of new clients aquired in the 
comparison of new clients aquired by the largest competitor.

The Þ rst hypothesis assumes that there is a positive relationship between 
the level of agility and Þ rm performance in hypercompetitive industry. Results 
of regression analysis show that the level of Þ rm agility is statistically signiÞ cant 
predictor of the likelihood the Þ rm will achieve proÞ tability growth. In this analy-
sis, both, objective and subjective indicators of Þ rm performance of the Þ rm were 
observed for the period of last three years as well as their relation with the level of 
Þ rm agility. The analysis conÞ rmed a statistically signiÞ cant correlation between 
both Þ nancial indicators of Þ rm performance (the three-year growth of the total 
and business revenue) and Þ rm agility level, at 10% level of signiÞ cance (sig=.069; 
sig=.090). 
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Table 2: 

REGRESSION ANALYSIS OF INTERDEPENDENCE BETWEEN 
THE THREE-YEAR GROWTH OF THE TOTAL REVENUE 

AND FIRM AGILITY LEVEL 

Table 3: 

REGRESSION ANALYSIS OF INTERDEPENDENCE BETWEEN 
THE THREE-YEAR GROWTH OF THE BUSINESS REVENUE 

AND FIRM AGILITY LEVEL

Also, the results indicate a signiÞ cant inß uence of the level of agility on the 
composite particular indicators of Þ rm performance, at 1% level of signiÞ cance 
(sig=.000). The above link is a positive direction, which in other words means that 
there is likelihood that Þ rms with a higher level of agility will achieve a higher 
level of Þ rm performance. 

Table 4: 

REGRESSION ANALYSIS OF INTERDEPENDENCE 
BETWEEN COMPOSITE PARTICULAR INDICATORS OF FIRM 
PERFORMANCE (WITH REGARD TO DIRECT COMPETITORS) 

AND FIRM AGILITY LEVEL 

Regression analyses for second hypothesis conÞ rm the assumption that there 
is an empirically provable positive relationship between the level of Þ rm strategic 
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innovation and Þ rm performance in the hypercompetitive industry. In this analy-
sis, Þ nancial and particular indicators of Þ rm performance and their relationship 
with the Þ rm strategic innovation were also observed. The results show a positive 
statistically signiÞ cant relationship, at 10% level of signiÞ cance, between some 
Þ nancial indicators of Þ rm performance, the three-year growth in total revenues 
(sig=.092) and a three-year growth in business revenues (sig=.072)  and the level 
of Þ rm strategic innovation, but also for all particular indicators of performance, 
at 1% level of signiÞ cance (sig=.000). In other words, Þ rms with a higher level of 
strategic innovation have a higher level of Þ rm performance.

Table 5: 

REGRESSION ANALYSIS OF INTERDEPENDENCE BETWEEN THE 
THREE-YEAR GROWTH OF THE TOTAL REVENUE AND FIRM 

STRATEGIC INNOVATION LEVEL

Table 6: 

REGRESSION ANALYSIS OF INTERDEPENDENCE BETWEEN THE 
THREE-YEAR GROWTH OF THE BUSINESS REVENUE AND FIRM 

STRATEGIC INNOVATION LEVEL
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Table 7: 

REGRESSION ANALYSIS OF INTERDEPENDENCE BETWEEN 
COMPOSITE PARTICULAR INDICATORS OF FIRM PERFORMANCE 

(WITH REGARD TO DIRECT COMPETITORS) AND FIRM STRATEGIC 
INNOVATION LEVEL

Studies conducted so far have investigated only the inß uence of demographic 
characteristics of TMT on Þ rm competitive behavior and its Þ rm performance. 
Therefore, the third hypothesis veriÞ ed the direction and nature of the relation-
ship between the characteristics of TMT and strategic pattern Þ rm. In order to se-
cure as precise analyses as possible, there are two auxiliary hypotheses, in which 
two pairs of TMT characteristics are separated (H3a - competence and entrepre-
neurship; H3B - cohesiveness and experience). Their inß uence on agility and Þ rm 
strategic innovation was observed.

The results of regression analysis conÞ rm that Þ rms where TMT consists of 
members with a higher level of competence, i.e. with a higher level of entrepre-
neurial spirit, have signiÞ cantly higher levels of strategic innovation (H3a), at 10% 
level of signiÞ cance (sig=.085; sig=.080).

Table 8: 

MULTIPLE REGRESSION ANALYSIS OF INTERDEPENDENCE 
BETWEEN FIRM STRATEGIC INNOVATION LEVEL AND TMT 

COMPETENCE LEVEL AND ENTREPRENEURSHIP LEVEL 

Furthermore, the results show that there is a positive correlation, at 5% level 
of signiÞ cance (sig=.002) between the level of Þ rm agility and the level of TMT 
cohesiveness, i.e. Þ rms whose TMT consists of members who have a higher level 
of mutual cohesion, have a higher level of agility (H3B). However, the results do 
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not show a statistically signiÞ cant relationship between the level of Þ rm agility and 
the level of TMT experience, and thus it can be concluded that the level of Þ rm 
agility does not depend directly on the experience of TMT members.

Table 9: 

MULTIPLE REGRESSION ANALYSIS OF INTERDEPENDENCE 
BETWEEN FIRM AGILITY LEVEL AND TMT COHESIVENESS LEVEL 

AND EXPERIENCE LEVEL 

Regardless of the intensity of hypercompetition, there is a rule that leaders 
should accelerate the development of new advantages with high competitive value, 
but low market value at a time when the industries are becoming more turbulent 
(Pacheco-de-Almeida, 2010). Therefore, fourth hypothesis assumes that the lead-
ers will follow strategic pattern of innovative agility in order to preserve their own 
position in the hypercompetitive industries. SpeciÞ ed pattern assumes a high level 
of agility and a high level of strategic innovation, which indicates high activity of 
such Þ rms in the market. Results of descriptive statistics show that leaders follow 
strategic pattern of innovative agility to a greater extent (61%), while the propor-
tion of using next strategic pattern (positional agility) amounts only 17%, followed 
by the positioning innovation and competitive inertia with 11 %. 

Table 10: 

DISTRIBUTION OF FIRMS FROM SAMPLE INTO STRATEGY PATTERNS 
DEPENDING ON THEIR POSITION IN THE INDUSTRY 
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Furthermore, levels of two key constructs have also been observed but sepa-
rately for the Þ rms that are leaders in their industries, or industry segments, and 
separately for the followers. Since strategy pattern “Innovative Agility“ indicates 
high level of both key variables, we tried to determine the proportion of companies 
with high Þ rm agility level and high Þ rm strategic innovation level (equal or higher 
than 3,00) – Table 11 and 12.

Table 11: 

FIRM PROPORTIONS DEPENDING ON THE AGILITY LEVEL 
AND THEIR POSITION IN THE INDUSTRY 

Table 12: 

FIRM PROPORTIONS DEPENDING ON THE STRATEGIC INNOVATION 
LEVEL AND THEIR POSITION IN THE INDUSTRY 

From the results it can be seen that even 77,78% of Þ rms classiÞ ed as the 
Leaders have high level of Þ rm agility, and only 22% of them have low level of 
agility. Additionally, comparing that proportion to the proportion of the Followers, 
there is once more superior result in favor of the Leaders – 78% versus 58%. 
Likewise, the descriptive statistics results show that proportion of the Leaders that 
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have high level of strategic innovation (72%) is also higher than proportion of the 
Followers with high level of strategic innovation (56%).

Finally, it can be concluded that the leaders in the hypercompetitive indus-
try follow strategic pattern “Innovative Agility” signiÞ cantly more in comparison 
with other deÞ ned patterns -  44,44% more leaders from the sample ensuing given 
pattern.

5. Conclusion

The results show how the level of the key variables Þ rm agility and Þ rm 
strategic innovation represent a signiÞ cant predictor of the likelihood that a com-
pany that operates in the hypercompetitive conditions will experience superior 
proÞ tability, i.e. achieve the temporary competitive advantage. In other words, 
these variables are the crucial characteristics of the behavior of Þ rms in the hyper-
competitive industries if the companies are to survive and retain the competitive 
advantage. This paper contributes to the Þ eld literature by providing new insights 
into the understanding of the strategic behavior of Þ rms in dynamic environments 
especially through development of new taxonomy of strategy patterns.

Furthermore, the results veriÞ ed the direction and nature of the relationship 
between the characteristics of TMT and strategic pattern Þ rm follows. This showed 
that entrepreneurship, cohesiveness and competences are TMT characteristics that 
increase the Þ rm agility as well as the Þ rm strategic innovation level, while TMT 
experience is not directly related to the mentioned Þ rm behavior. Additionally, 
the most preferable strategic behavior for success in hypercompetition include the 
high level of both strategic agility and strategic innovation and the results con-
Þ rmed the fact that most of the leaders in industries pursue the strategic pattern 
“innovative agility” that involve that Þ rm characteristics.

In conclusion, the research results provide empirical evidence that can help 
in understanding the determinants of corporate behavior in hypercompetition. 
Identifying important factors, processes and dynamics that inß uence the achieve-
ment of competitive advantages in hypercompetition as well as establishing links 
between the speciÞ c Þ rm behavior and changes in the Þ rm performance, are of 
great importance when identifying ways how Croatian Þ rms could raise their com-
petitiveness in such speciÞ c conditions.
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STRATEŠKI OBRASCI I KONKURENTSKA PREDNOST U HIPERKONKURENCIJI

Sažetak

Agresivnost u poduzimanju akcija smatra se reakcijom poduze a na fenomen privremene 
prednosti. Poduze a koja brzo reagiraju na zahtjeve tržišta ja aju svoju tržišnu snagu i stvaraju 
prednosti, ali ona koja mogu to u initi još brže generiraju još ve u tržišnu snagu i prednost nad 
svojim konkurentima. Me utim, ne postoji jamstvo da e danas postignuta konkurentska prednost 
ostati dugoro no nepromijenjena. Naglasak je na spremnosti poduzimanja akcija, to nije, mjeri u 
kojoj je poduze e spremno sudjelovati s konkurentima te brzo reagirati u uklju ivanju i sudjelova-
nju na tržištu. Dinamika vrhovnog menadžmenta vrlo je važna komponenta sposobnosti konkurent-
skog ponašanja poduze a. Tim vrhovnog menadžmenta je glavni element koji koordinira i mobili-
zira organizacijske resurse i napore za agresivno natjecateljsko angažiranje poduze a. Pretpostavka 
agresivnijeg ponašanja na tržištu i suradnje s konkurentima je integracija vrhovnog menadžmenta 
koja prvenstveno ovisi o kompatibilnim osobinama i komunikacijskim vještinama lanova. S po-
sebnim naglaskom na timove vrhovnog menadžmenta, ovaj rad istražuje u kojoj se mjeri odre eno 
strateško ponašanje poduze a u hiperkonkurentskoj industriji može povezati sa stjecanjem privre-
mene konkurentske prednosti, mjereno kroz poboljšanja poslovne uspješnosti poduze a. Središnji 
cilj ovog istraživanja je teoretski i empirijski deÞ nirati i prou iti strateško ponašanje poduze a u 
hiperkonkurenciji kroz deÞ niranje nove taksonomije strateških obrazaca, tj. speciÞ no strateško 
ponašanje poduze a koje pruža i pove ava vjerojatnost ostvarivanja konkurentske prednosti u hi-
perkonkurentnim industrijama. Važan doprinos ovog istraživanja tako er se odražava u razvoju 
modela koji analizira utjecaj speciÞ nih osobina tima vrhovnog menadžmenta (TMT) na obrasce 
koje poduze e koristi, kao i odnos izme u tržišne pozicije poduze a na speciÞ no strateško pona-
šanje.

Klju ne rije i: agresivnost, konkurentska prednost, poslovna uspješnost poduze a, hiperkon-
kurencija, tim vrhovnog menadžmenta (TMT), strateški obrazac poduze a


