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centered. 
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To this end, the Spearman’s rank correlation coefficients was used, defined by the following 

equation: 

 

where : dI – the difference between the ranks corresponding to the values of xI and yI, N – the 

number of observations. 

Rules for placing tables in a thesis 

Before placing a table, it is necessary to refer to it in the text of the thesis (e.g. Table 1 

summarizes the characteristics and types of strategies for product expansion into new markets). 

Tables shall be continuously numbered within chapters or the entire thesis (Table 1.1, Table 1.2 

or Table 1, Table 2, respectively). If possible, tables should not be divided, they should fit on 
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Table 1. Characteristics and evaluation of product strategies targeted at new markets 

Characteristic 

features 
Geographical expansion 

Expansion based on 

product modifications 
Expansion based on 

product innovations 

Essence 
pursuit of the growth of sales of 

the existing product by entering 

new geographic markets 

expanding outlets for a 

modified product 
expanding outlets for a 

new product 

Dominant message 

- limited sales opportunities 

in the existing market 
- significant potential 

involved in the product 

- limited sales 

opportunities in the 

existing market 

- significant potential 

involved in the product 

and its modifications 

- limited innovation 

capacity of the current 

market 

- search for expansive 

developing markets 

allowing a chance to 

grow to an innovative 

company 

... ... ... ... 

Source: W. Wrzosek (ed.), Strategie marketingowe, Szkoła Główna Handlowa w Warszawie, Warszawa 2001, p. 

127. 
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Figure 1. Hierarchical structure of market and marketing research by spatial scope 

Source: own study 
or own study based on W. Wrzosek (ed.), Strategie marketingowe, Szkoła Główna Handlowa w Warszawie, 

Warszawa 2001, p. 127-129. 
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