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PREFACE 
We live in times of multiple transformations, the most important of which are the digital respectively the AI 

transformation, the transformation of global networks, and the green transformation. For this very reason, 

scientists in particular are called upon to seek interdisciplinary discourse and to find solutions together. 

Above all, cross-cultural and economic topics are increasingly becoming the centre of attention in a variety 

of business and research areas. Therefore, it is crucial for both researchers and practitioners to continuously 

enhance and share their knowledge of their research areas and to establish international cooperation.  

In order to give researchers a platform to discuss and publish their findings, the research group Global 

Business Management at the University of Applied Sciences Upper Austria, Campus Steyr is hosting the 

12th Cross-Cultural Business Conference (CCBC). The special conditions as a response to the current 

challenges presented by the COVID-19 virus illustrate the importance of adapting to current trends, 

especially in digitalization and new forms of internationalization. The CCBC has become a symbol of 

international networking in the scientific community over the last few years. In order to facilitate this 

networking process, we are aware that unfortunately some of our international colleagues and friends are 

not able to join this year’s conference.  

The research group Global Business Management at the University of Applied Sciences Upper Austria 

performs research activities for the study programmes Global Sales and Marketing, addressing cross-

cultural topics in an innovative global business setting. The 12th Cross-Cultural Business Conference serves 

as a platform for research and teaching co-operation in this specific field. Therefore, the CCBC 2023 sets 

out to deal with intercultural or international perspectives in Global Business and Export Management; 

Marketing, Sales and Service Management; Higher Education Research, Teaching and Learning; 

Innovation and Entrepreneurship, and Human Resource Management. 

We would like to thank all conference participants for their valuable contributions. Furthermore, we would 

like to thank all reviewers for their valuable feedback to the authors. The willingness of all parties involved 

to overcome the current challenges enabled us to host this conference in Steyr despite the difficult situation.  

We hope the conference and the successful cooperation under these particularly challenging circumstances 

will further strengthen our international partnerships and networks and serve as a platform for further research 

cooperation.  

 

Sincerely,  

The Cross-Cultural Business Conference Team 

 

 

 

 

 

  

 
Dr. Gerald Reisinger 
University President 

 
Prof. Dipl.-Ing. Dr. Margarethe Überwimmer 

Head of Studies 
Global Sales and Marketing 

 

 
Prof. Ing. Mag. Robert Füreder 

Global Sales and Marketing 

 
Dr. Piotr Kwiatek 

Deputy Head of Studies 
Global Sales and Marketing 
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OPENING KEYNOTE: “MANAGING CROSS-CULTURAL 

RELATIONSHIPS IN GLOBAL SALES AND MARKETING” 

Ulrike Mayrhofer 

Professor of International Business at IAE Nice Graduate School of Management and 

Director of the GRM-lab (Groupe de Recherche en Management), Université Côte d’Azur 

 

This keynote will focus on management practices to overcome cross-

cultural challenges in global sales and marketing. Ulrike Mayrhofer will 

explain the multiple facets of cultures and how they shape cross-cultural 

relationships. She will develop the topics of intercultural communication, 

trust-building, decision-making, problem-solving and team management. 

The presentation will illustrate how cultural diversity can be managed 

successfully in global sales and marketing. 

 

Ulrike Mayrhofer is Professor of International Business at IAE Nice 

Graduate School of Management and Director of the GRM-lab (Groupe 

de Recherche en Management), Université Côte d’Azur. Her teaching and 

research activities focus on international business, cross-cultural 

management, corporate strategy, and marketing. She has published 

numerous books (e.g., Constructive intercultural management. Integrating 

cultural differences successfully, Edward Elgar, 2021, with Christoph 

Barmeyer and Madeleine Bausch), book chapters and articles in journals 

such as European Management Review, International Business Review, 

International Studies of Management and Organization, Journal of 

Business Research, Journal of International Marketing and Journal of 

Organizational Change Management. 
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CLOSING KEYNOTE: “CROSS-CULTURAL DIMENSIONS TO 

APPLIED SCIENCES” 

Ramu Damodaran 

Deputy Permanent Observer of the intergovernmental University for Peace mission to the 

United Nations 

 

International relations have traditionally been defined through diplomacy 

and relationships between governments. With the global endorsement of 

the sustainable development goals, these relations have been 

democratized to the people's level. Critical to their realization is the power 

of applied science exercised through a collaboration of cultures and 

experiences. Ramu Damodaran is Deputy Permanent Observer of the 

intergovernmental University for Peace mission to the United Nations. In 

his international civil service career, he served as the first Director of the 

United Nations Academic Impact initiative from 2010 to 2021 and was also 

secretary of the United Nations General Assembly’s Committee on 

Information from 2011.  

 

His thirty-three-year association with the United Nations began as a 

delegate of India and then with Secretariat assignments including the 

Departments of Special Political Questions, Peacekeeping, Global 

Communications, as well as the Executive Office of the Secretary-

General. As a member of the Indian Foreign Service, where he was 

promoted to the rank of ambassador, he served as executive assistant to 

the Prime Minister of India between 1991 and 1994. He is Senior Fellow 

at the Centre for Social and Economic Progress in New Delhi, India, and 

a member of the Leadership Council of the Sustainable Development 

Solutions Network and of the Board of Directors of the New York chapter 

of the United Nations Association of the United States. 
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INTERCULTURAL DIFFERENCES PERCEIVED BY SCHOOLS 

AND COMPANIES ON THE CZECH-AUSTRIAN BORDER 

Martina Kuncová1, Dagmar Frendlovská1, Milan Jeřábek2, Robert Füreder3 

1: College of Polytechnics JIhlava, Czech Republic 

2: Masaryk University, Czech Republic 

3: University of Applied Sciences Upper Austria, Austria 

 

INTRODUCTION  

Representatives of the Department of Economic Studies of the College of Polytechnics Jihlava 

and members of the School of Business & Management, University of Upper Austria in Steyr 

cooperated in 2022 within the INTERREG project "ATCZ240 - Cross Cultural Communication 

Network" (CCCN, 2022) on the analysis of intercultural differences between the Czech 

Republic and Austria. The aim of the project was to improve intercultural knowledge and skills, 

to strengthen cooperation between selected regions, especially cooperation between 

secondary and higher education institutions and companies and their interconnection in the 

Vysočina Region and Upper Austria. The aim of this paper is to describe the main differences 

found within the project.   

AT/CZ COMPARISON 

The mutual relations between the Czech Republic (or today called Czechia) and Austria can 

be appropriately characterized by the motto "Divided - Separated - United", applied during the 

2009 Lower Austrian Regional Exhibition, realized not only in Horn and Raabs, but also in an 

international or cross-border dimension in Telč (Karner, Stehlík 2009). A completely 

fundamental change in the framework conditions of political, social and economic life - 

smoothly underway, but with decisive milestones (Velvet Revolution, entry into the European 

Union and subsequently the Schengen area) affected more or less all areas of everyday 

working and private life. Border regions are being connected, contacts are being renewed, 

investments in infrastructure are being made, new border crossings are being built and, above 

all, neighboring cultures are getting to know each other. Cross-border cooperation is playing 

an increasingly important role in the regional development of border areas - now on the so-

called internal border of the EU, either as an element of the endogenous potential of a given 

territory or as part of European integration on a regional or local scale (Šindelář, Jeřábek 2022). 

Despite this mutual convergence, differences between countries are still evident. The fact that 

the Eastern European countries (including Czechia) are still worse off compared to Western 

Europe (which includes Austria) is well known and concerns especially the economic situation.  

If we compare selected indicators for both countries (Table 1), it is clear that Austria has a 

lower population, but about 32% higher GDP than the Czech Republic, and therefore average 

wages or expenditure on education are significantly higher, although employment is slightly 

lower (OECD, 2022; Kuncová et al., 2022). According to OECD (2022) data, the only factor 

where the Czech Republic has a better position and score is ICT value added as the difference 

between gross output of the ICT sector and intermediate consumption. With 5.7%, the Czech 

 

Full version available at https://www.global-business.at/ 
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Republic ranks 13th among OECD countries, while Austria ranks 28th. IMD World Digital 

Competitiveness Rankings (2022) based on knowledge, technology and future readiness ranks 

Austria among the top 20 countries (out of 64 compared), while Czechia is ranked only in the 

third ten. If we take a closer look at the sub-factors included in these 3 areas, we can see 

(Kuncová et al., 2022) that in the Knowledge category Austria significantly outperforms Czechia 

in the area of training & education (5th position for Austria, 45th for Czechia). In the Future 

readiness category, Austria performed best in the IT integration. Only in the Technology section 

a better ranking for the Czech Republic than for Austria is visible, but in both cases, it is roughly 

in the middle of the countries surveyed. 

 
basic national  
statistics 

Populati
on 

(million 
inhabit.) 

GDP 
(USD 
per 

capita
) 

Educatio
n 

spendin
g (USD 

per 
capita) 

GDP 
spendin

g on 
R&D (% 
of GDP) 

ICT 
Value 
Added 
(% of 

val.ad.
) 

Internet 
access 
(% of 

househ
.) 

Avg. 
Vages 
(USD) 

Employm
ent rate 
(% of 

working 
age 

populatio
n) 

Austria 8.9 59393 20452 3.2 3.8 95 53132 73.3 

Czech 
Republic 

10.7 44920 16148 2 5.7 89.3 29885 75.1 

AT/CZ (%) 83% 132% 127% 160% 67% 106% 178% 98% 

Table 1: National statistics of Austria and the Czech Republic  

Source: OECD (2022) 

 

RESULTS OF QUALITATIVE RESEARCH  

Intercultural competences are gaining an increased importance in today’s business 

environment as international, highly qualified workers close the shortage of skilled workers 

(Überwimmer et al., 2022). The importance of intercultural competence as such, as well as the 

link between intercultural competence and training, is obvious and has a significant impact in 

real business environments. In the framework of the INTERREG project (CCCN, 2022), 

representatives of the College of Polytechnics Jihlava and FH Steyr focused on a survey of the 

opinions of companies and of students and employees of selected secondary and higher 

education institutions in the Vysočina Region and Upper Austria.  

The questionnaire surveys and interviews conducted with secondary and higher education 

institutions focused primarily on selected areas of internationalisation, practice-oriented 

learning and digitalisation. Respondents from both countries agreed on their close relationship 

to the foreign country Czechia or Austria) or the region (Highlands, Upper or Lower Austria) 

and their interest in going on excursions, internships or practices in the neighboring country. 

There is also a consensus on practically oriented teaching and cooperation between schools 

and companies, and there is a consensus on the perception of digitisation, the promotion of 

digital literacy and the use of online learning materials. The biggest barriers to mutual 

cooperation include a decrease in motivation to learn languages other than English, a lack of 

financial resources on the Czech side, or the low flexibility of the school system on the Austrian 

side, and the inability to include international projects in the curriculum. 

The questionnaire surveys and interviews were also conducted with company representatives. 

The aim of the interviews was to find out the requirements placed by companies on graduates 

in terms of their readiness to enter the workplace and the cross-cultural differences between 

 

Full version available at https://www.global-business.at/ 
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Austria and the Czech Republic. Czech and Austrian companies positively perceive the arrival 

of graduates bringing "new energy" to the company. They put emphasis on their language 

skills, expect them to have a sufficient theoretical basis and the ability to master digital 

knowledge. They welcome that graduates are not afraid to try and apply new things. Czech 

companies appreciate the possibility of educating graduates according to their requirements, 

they prefer graduates who have not yet built up "unsuitable" habits from previous jobs. Austrian 

companies appreciate the connection of graduates to research organisations, see the need for 

deepening intercultural skills and the suitability of introducing new knowledge into the company 

with the possibility of influencing methods/theories. 

CONCLUSION 

The current Czech-Austrian relations can undoubtedly be considered "better than ever" 

(Honorary Consul of the Republic of Austria in Brno). It takes place at various levels, is 

implemented in a variety of topics, touches the general public and specific target groups, is 

initiated by a wide range of actors, distinguishing between activities of an institutionalised 

nature, but also completely informal and individual. On the other hand, there is no doubt that 

not all possibilities have been exploited yet, and there is room for broadening and deepening 

them. In addition to leisure activities (and shopping), which are cited as the main reasons for 

visiting a neighboring country (Jeřábek, Heintel, Weixlbaumer 2016), there is room for 

cooperation in the field of education, training and upbringing, including language competences 

(Czech and/or German). The network of university and academic institutions in the Czech-

Austrian border region is not yet adequately connected, although some exemplary examples 

can already be noted (CZ: České Budějovice, Jihlava, Brno / AT: Linz, Steyr, Krems, Wien).  

The INTERREG project mentioned above (CCCN, 2022) as a cooperation between Jihlava 

and Steyr also followed up on the need to further deepen cooperation between the regions and 

to identify common characteristics and differences that could be a barrier, especially in the area 

of trade. Thanks to the results of the project, the members involved are planning further 

cooperation in this area. 
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READY FOR CULTURAL LEARNING – OR NOT? 

Robert Füreder 

University of Applied Sciences Upper Austria, Austria 

INTRODUCTION  

The scientific world has done a lot of efforts and widely agreed on the importance of cultural 

understanding in a globalized business world. (Trompenaars and Hampden-Turner 2002; 

Lewis 2006; Hofstede and Minkov 2010), unfortunately the implementation in the business 

world and also in higher education system is still limited and needs to be improved. (Rohlfer 

and Zhang 2016). In international business trust is essential for building strong relationships 

with clients, partners, and employees from different cultural backgrounds. (Lewis 2006, van 

Hoorn 2015) Intercultural sensitivity is the ability to understand and appreciate cultural 

differences and adapt them. By demonstrating respect for cultural differences and adapting to 

them, individuals can build stronger relationships with people from diverse cultural 

backgrounds. This can lead to greater trust, improved communication, and increased business 

success. (Bennett, 2004) 

 

This paper analyses the current cultural sensitivity and cultural preparation of employees 

working in international companies, using the example of Austrian and Czech companies. 

However, it also analyses the school and university system in the regions of Upper Austria (A) 

and Vysočina (CZ) to provide inputs for improving the existing situation. The analysis results 

of the stakeholder groups (companies and schools) serve as a basis for the development of 

intercultural training for these target groups. The aim of this project was to create a network in 

the two regions that on the one hand makes the analysis results available to the public and on 

the other hand has developed comprehensive training concepts for different target groups.  

 

The result of the project are intercultural trainings for practitioners and training for high school 

students to sensibilize them to the important issues of intercultural sensitivity and to provide 

them tools to prepare for intercultural situations. 

 

RESEARCH QUESTIONS 

1. RQ1: Do the company representatives see a need in improving their intercultural 

knowledge? 

2. RQ2: Do company representatives from the Vysočina Region and Upper Austria 

perceive the intercultural differences in cooperation between Czech and Austrian 

partners differently? 

3. RQ3: Do High schools in Austria and CZ offer intercultural trainings? Are pupils 

interested in that topic? 

  

 

Full version available at https://www.global-business.at/ 
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METHODOLOGY  

60 In-depth interviews were done during the whole project. 20 interviews with Managers of 

international companies that are based in Austria or Czech Republic. The prerequisites of the 

respondents were that they had a management position, (leading people) and have very close 

contact to the neighbouring country (AT or CZ). The interviews were done with Sales 

Managers, Managers of subsidiaries, or C-level managers.  

In order to answer Research Question 3, 8 representatives of High schools and 2 from 

universities in the region Upper Austria and Vysočina Region were interviewed as part of the 

research. The directors of the schools or someone who is in charge about internationalisation 

were selected as interview partners. In addition, for each organisation 3 pupils / students were 

interviewed as well in order to get the perspective of the young generation as well.  

All interviews were audiotaped, transcribed, the qualitative data from the interviews were 

subjected to thematic analysis. The data have been processed using MAXQDA. With regard 

to the qualitative research, the results are presented mainly with a verbal description of the 

findings taking into consideration the comparison of attitudes and opinions of company 

representatives from the Vysočina Region of the Czech Republic and Upper Austria. 

 
Key Words: Intercultural Sensitivity, Intercultural Training, Austria, Czech Republic 
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HOW DID COVID-19 CHANGE GEN Z MEMBERS’ VALUE 

ORIENTATIONS AND BELIEFS? A CROSS-CULTURAL 

COMPARISON  

BETWEEN AUSTRIA AND CHINA 

Yixuan Zhang1, Andreas Zehetner2  

1: University of International Business and Economics, People`s Republic of China 

2: University of Applied Sciences Upper Austria, Austria 

INTRODUCTION  

The COVID-19 pandemic has likely profoundly impacted young people’s lives, affecting their 

education, social lives, mental health, and future prospects in many ways. Many students have 

faced disrupted or remote learning, which has had an impact on their education and 

socialization. Also, the pandemic has limited the opportunities for young people to socialize 

and engage in leisure activities, leading to feelings of isolation and loneliness for some (Loades 

et al. 2020; Miller 2020). In addition, the pandemic has also taken a toll on the mental health of 

many young people, including increased stress, anxiety, and depression (Al Omari et al. 2020). 

In addition to these factors, it can be assumed that young people's value systems and attitudes 

have also changed. These impacts of COVID-19 on young people may vary depending on 

factors such as their socio-economic background, cultural background, access to technology, 

and local government’s response to the pandemic. The response to the pandemic has varied 

widely from region to region (Laishram and Kumar 2021), with some countries adopting more 

stringent measures to slow the spread of the virus, while others have taken a more relaxed 

approach. These differences have created disparities in the impact of the pandemic, with some 

regions being hit harder than others, but also affecting young peoples’ beliefs in different ways. 

The aim of this study is to investigate whether young representatives of two different cultures, 

who have also dealt with the pandemic in partially different ways, have adopted different 

developments in their value attitudes. Two research questions are derived from this problem.: 

“How did the pandemic change the values and believes of young people in Austria and China?”, 

and: “Which differences between the two groups can be identified and explained?” 

VALUE ORIENTATION THEORY 

Kluckhohn and Strodtbeck's Value Orientation Theory (1961) is a cultural anthropological 

framework that suggests that a person's values and beliefs shape their behavior and decision-

making. Value orientations serve as lenses through which individuals see and make sense of 

the world. Understanding these value orientations can help in predicting and explaining cultural 

behaviors, attitudes, and norms, and thus provide insight into cultural differences and 

similarities. The theory identifies key dimensions that shape cultural values and beliefs. First, 

human nature: the way in which individuals perceive human nature and the inherent qualities 

of human beings. For example, some cultures may view humans as inherently good, while 

others may view humans as inherently flawed. Second, relationship with nature: the way in 
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which individuals view the relationship between humans and nature, including the use of 

natural resources, environmental protection, and the balance between technology and the 

natural world. Third, time: the way in which individuals understand time and how they use it, 

including the value placed on past, present, and future, and the pace of life. Time includes also 

scheduling of tasks, which might follow a monochronic or a polychronic structure. Fourth, 

activity: the way in which individuals view work, leisure, and achievement, including the 

importance of productivity, creativity, and efficiency. Fifth, social relations: The way in which 

individuals understand and engage in social relationships, Sixth, space: understanding of the 

importance of individual freedom, space perceptions, community, and hierarchy. Each of these 

dimensions is shaped by cultural values, which in turn affect the behaviour and decision-

making of individuals. 

METHODOLOGY 

To explore these questions and enrich with empirical data, essays were written by 40 students 

socialized in Austria and by 40 students socialized in China as part of a qualitative study. The 

topic was: "Please reflect on the last 3 years of your professional and student life (the "Covid" 

years). Please write an essay about your experiences, and what has changed compared to 

before Covid. Please refer to what has changed in human nature, how your relationship with 

nature has changed, what has changed in the wake of the pandemic in terms of your perception 

and management of time, and also how your activities and social relationships have changed”. 

Students were full-time and part-time graduate students of a Chinese university and of an 

Austrian university. The need for a complex, detailed understanding of the phenomenon of 

value orientations suggests the use of qualitative research methods (Bogdan and Biklen 1997). 

The authors seek to “discover and understand a phenomenon, a process, people's 

perspectives and worldviews” (Merriam 1988, p. 6). Inductive research was adopted, beginning 

with the formulation of guiding research questions and the collection and analysis of qualitative 

data. Thematic content analysis (TCA) was used to analyze the data (Mayring 2015; Schreier 

2012). MAXQDA 2022 (Verbi Software 2021) was used for data analysis. The data were 

grouped in an Austrian and a Chinese sample, and lastly, differences between the groups were 

analyzed. 

FINDINGS 

After a detailed analysis of 80 samples, we found that the pandemic has affected young people 

at all dimensions of value orientation, but to different degrees.  

GENERAL FINDINGS 

Human Nature: Young people’s views have changed from “human nature is inherently good” 

to “people are mixed and complicated”. On the one hand, they can see the nobility and 

brightness of human nature, as many volunteers are busy saving lives regardless of their own 

safety and sacrifice. On the other hand, they have also seen that not everyone follows the 

rules, and most people don’t care how their actions affect others. 

Relationship with Nature: Before the pandemic, many young people believed that “humans 

dominate nature”. However, during the pandemic, they fully felt the power of nature. The 

destruction of nature by humans, in turn, hurt humans themselves. Therefore, they believe that 

nature has dominated human beings, and the most important thing is to live in harmony with 

nature. In addition, Covid led to a lot of appreciation for nature and a deeper need for it. They 

want to spend more time on going out and breathing the fresh air. Finally, some young people 
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realize environmental issues and emphasize the emergency to protect nature. Time: Before 

the pandemic, young people always planned the future and imagined what to do in the future. 

The uncertainty brought by the pandemic made them start to live in the present and cherish 

every second of it. No one can predict what will happen in the future, which led to the view that 

grasping the present is the most important thing. Activity: In terms of schedule, young people 

have shifted from a more monochronic way of doing things to a polychronic working style. In 

particular, the reason for this shift is that as many lectures and meetings moved online, the 

possibilities increased to do several things at the same time. As far as the question of “doing 

or being” is concerned, most young people turn to support “doing-oriented thinking”. It is more 

important to act as soon as possible because you never know if you will miss an opportunity 

because of the pandemic. Social Relations and space: As far as social relations are concerned, 

more and more young people are beginning to realize the power of the group. Before Covid, it 

was more about personal accomplishment. However, the pandemic changed the perspective 

that achieving a common goal of the whole group is more important; In addition, they support 

the flat hierarchies and a shift from a hierarchic-driven society to a more decentralized society; 

In terms of space, most young people think that people are more distant with each other. Strict 

lockdowns and quarantine measures lead to more feelings of isolation and loneliness. 

SPECIFIC DIFFERENCES BETWEEN AUSTRIA AND CHINA 

In addition, some differences were found in the comparative analysis between Chinese and 

Austrian groups, in each case in a consideration before and after the pandemic. Human Nature: 

In this dimension, Chinese young people believe even more in the inherent goodness of human 

nature, possibly influenced by Confucian culture. Conversely, Austrian young people view 

human nature as complex and unpredictable. Activity: In terms of schedule, traditionally, 

Chinese young people tend to do one thing after another, while Austrian young people prefer 

a polychronic style. This might have changed in a way that, for more sequential orientations, 

polychronic routines have started to creep in, while a more sequential approach to tasks 

became apparent for the polychronic.  On the dimension of "doing or being", the Chinese group 

emphasizes immediate action, while the Austrian group values "existence". Social Relations 

and space: The most obvious difference in terms of social relations is that more Austrian young 

people tend to be individualistic, and there are observations of flat hierarchies and a more 

decentralized society in the Austrian dataset. 

CONCLUSIONS AND IMPLICATIONS 

The study indicates that the pandemic has impacted values and beliefs of young people, 

especially in the dimension of the relationship between humans and between humans and 

nature and in the dimension of time, which has moved from future to present orientation. 

Furthermore, the cultural backgrounds and social environments of the Chinese and Austrian 

groups have led to distinct differences in their beliefs regarding human nature and social 

relations. Implications for universities: young people’s changed relationships with people and 

their changed perspective of time should be mirrored in teaching patterns and behaviour. 

Students need more social relationships; they are anchored in the present and they are 

becoming more polychronic. Teaching formats, the pace of learning, and perceived power 

distances should be amended accordingly. Implications for businesses: Companies hiring 

young people should consider their sensitivity to the relationship between nature and people 

and respond to their needs for closeness and clarity. At the same time, these young people are 

willing and able to work. 
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LIMITATIONS AND FUTURE WORK 

A major limitation and at the same time an impetus for future research is the fact that cultural 

differences also exist independently of the pandemic and that it will be important in future work 

to examine the specific changes that have taken place as a result of the pandemic by 

comparing the two countries. 

REFERENCES 

Available on request.  
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MATHEMATICAL INTEGRATED STRATEGIES IN A CORE 

BUSINESS CLASS USING COGNITIVE SCIENCE METHODS 

AS AN INTERVENTION TACTIC TO INCREASE FUTURE 

STUDENT SUCCESS AT CONCORDIA UNIVERSITY OF 

WISCONSIN. 

Erik W. Hollander, Adam Paape, Jeffrey P. Potratz 

Concordia University Wisconsin, United States of America 

INTRODUCTION 

This research and work seek to demonstrate the need for early interventions of math in early 
coursework for traditional undergraduate students at Concordia University Wisconsin (CUW). 
What is being presented in this analysis is a continuation of re ovmedial work and findings from 
research in 2017 from The Effects and Impact of Remedial Mathematics Integrated into a core, 
entry-level Business Class using an Intervention Strategy to increase future student success 
at Concordia University Wisconsin. This project is seeking deeper knowledge, understanding, 
and actionable next steps from the previous proposed strategies to best improve the students’ 
performance in STEM education and ensure the overall success of students in these fields. 
The course Business Essentials (BUS 161) ran for the first time in the traditional undergraduate 
Fall 2015 semester. In the inaugural year, the course included general business essentials 
such as writing cover letters and resumes, preparing for interviews and informational 
interviews, and focusing on the basic fundamental foundations of business. This course 
allowed Concordia University Wisconsin (CUW) to differentiate itself from other institutions of 
higher education in that the University taught tangible skills to students for the real-world using 
a real-time approach of applicable use so they were in a position to have a better-than-average 
opportunity entering the workforce. 
Over the course of the 2015 – 2016 school year, it was apparent in several of the statistics and 
accounting courses that incoming students were deficient in basic mathematical skills. Instead 
of working on higher level problems, theories, and applications, professors had to use class 
time to conduct and provide basic lessons on subjects such as algebra. Due to this unforeseen 
challenge, the instructors for the BUS 161 course created a math assessment to heighten these 
specific skills beginning in Fall of 2016. While the BUS 161 course is intended for freshman or 
first year students, all business students are required take this course as a part of the business 
core (required courses for all business students regardless of major in the BSB). The University 
anticipated that by the Fall 2020 semester, all previous business students will have taken the 
BUS 161 course, and therefore it will solely be a freshman (and potentially transfer students) 
only course. 
The impact felt by math deficiency, possibly caused by gap years with no math, is felt in STEM 
disciplines. Chemistry colleagues at CUW give a placement exam to incoming students that 
contains both chemistry and math content. While student performance on the chemistry 
content is important, the chemistry department views math as so vital to chemistry success 
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that students can make up for some chemistry deficiencies with a strong enough performance 
on the math portion to be placed into the traditional freshman chemistry course sequence and 
vice versa. This proposed study could help inform the project team’s chemistry colleagues, and 
others like them in STEM disciplines who are impacted by math deficiencies, on how to help 
address the situation. This work is critically important as early results have demonstrated an 
increased ability for students to increase performance in other math related courses and to 
comprehend and apply what they have learned in other areas. It is the hope of the investigator 
that the findings from this research shall further promote students’ interest in the areas of STEM 
fields both locally, regionally and nationally.  
In this research the Investigators used data to better understand the resources needed for 
students to obtain higher GPAs in their college upper-level courses that incorporate math (i.e., 
statistics, economics, accounting, etc.). To do so the co-PI’s conducted activities using a pre 
and post assessment with all students taking BUS 161. These assessments were integrated 
into the first five days of class in the BUS 161 course in the following order: 
 1) Day 1 – Pre-Assessment 
 2) Day 2 – Review of Pre-Assessment Questions 
 3) Day 3 – Review of Pre-Assessment Questions / Review of video problems 
 4) Day 4 – Review of Additional Video problems demonstrating same concepts  
 5) Day 5 – Post- Assessment 
The review taking place on day two through day four includes mathematical discourse with 
student-to-student learning. Through the use of student feedback, the co-PI’s focused on how 
(procedural) and why (conceptual) students may consider one approach versus another in 
solving these problems. The co-PI’s worked through each problem in the assessment followed 
by other problem sets and videos to reinforce the procedural and conceptual approaches to 
solving these problems. This strategy allowed the investigator to obtain an understanding of 
what resources students needed to improve their math skills and also provided insight into the 
results of the math intervention prior to entering post-secondary education.  
 

LITERATURE REVIEW 

 Fine, Duggan and Braddy (2009) found that higher education institutions nationwide 
are finding that large numbers of entering freshman students are not prepared for college-level 
course work, particularly college-level mathematics. For example, in Oklahoma, in Fall 2005, 
32.6% of first-time freshman students in public higher education institutions and over 40% of 
the high school graduates from some other counties were enrolled in remedial mathematics 
courses (Fine, Duggan & Braddy, 2009). The investigators will know the math intervention is 
successful in three ways. First, seeing improvements in the pre and post assessment scores 
from BUS 161, indicating increased ability for retrieval of information. Historically the 
investigators have consistently observed between a 22%-32% increase in performance and 
hope to continue to see similar results. Second, a higher number of passing grades, preferably 
increased number of grades “C” or higher, in the BUS 315 Statistics course when compared to 
those students who did not have the BUS 161 intervention in the direct term or two prior to BUS 
315. The previous average grades consisted of assigned final grades of very few “A”s, a few 
“B”s, and “F”s, with the majority a combination of “C”s and “D”s.  
Finally, when the project team are able to ensure all students enrolling in post-secondary 
education at CUW and other institutions have participated in some kind of required 
mathematical coursework in their senior year and/or in their first year of post-secondary 
education. An article from the US. News shared a report from the Science, Technology, 
Engineering and Math (STEM) Diversity Symposium where the Organization for Economic 
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Cooperation and Development (OECD) surveyed more than 150,000 people ages 16-65 in 24 
different countries. The U.S. ranked 21 out of 23 countries in math and 17 out of 19 countries 
in problem solving (Beard, 2013). Although more U.S. students than ever attend college after 
high school, many of them are not well prepared during their high school years for college, as 
evidenced by high rates of postsecondary remediation and low rates of college completion 
(Roderick, Nagaoka, and Coca 2009; Turner 2004).  

PREVIOUS WORK 

In the Fall of 2016, a math assessment was developed that included five focus areas: Basic 
Math, Word Problems, Order of Operations, Linear Equations, and Geometry. These specific 
focus areas were selected to cover and align with applications student encounter in the 
workforce (i.e., actuaries, finance, etc.). These assessments were adapted and derived from 
the Complete Test Preparation Inc. (2017). However, in collaborating with our Education 
department a co-PI was informed that new methods and approaches have been developed as 
best practice in cognitive science that suggests how to develop, implement, and evaluate 
students in ways that are evidence based.  
 

Term Number of Students 

Fall 2016 109 

Spring 2017 82 

Fall 2017 97 

Spring 2018 78 

Fall 2018 74 

Spring 2019 38 

Fall 2019 74 

Spring 2020 48 

Total 600 

Table 1: Student Assessment Participation by Term. 
 
In Fall 2016, 109 students were enrolled in BUS 161 with 109 students completing the pre/post-
test math assessment. Students had 50 minutes to complete a 19-question pre-assessment 
with no assistance from phones, devices, or calculators. They were only provided a printed 
hard-copy of the assessment and writing utensil. For five days following this initial assessment, 
follow-up activities were provided with a walk-through of each problem with a concluding post 
assessment on day six during which time students were allowed 50 minutes to complete a 
similar 20 question assessment with no assistance from phones, devices, calculators; only the 
printed hard-copy of the assessment and a writing utensil were provided to students. As noted 
in Table 1, the subsequent terms of implementation of this assessment have been noted along 
with the number of participants completing the assessment in the BUS 161 course by term. 

These teaching practices based on recent cognitive science research focused on 

implementation of retrieval practice, spacing, and interleaved practice. These approaches will 

likely decrease the short-term performance of learners, but this challenge and academic rigor 

for students will increase long-term learning (Rohrer & Pashler, 2010). Retrieval practice has 

been shown to consistently increase overall retention of information over traditional 

instructional practices (Agarwal et al., 2017; Eglington & Kang, 2018; Latamier et al., 2020; and 

Leggett et al., 2020).  The central idea behind retrieval practice is for learners to routinely have 

opportunities to get information out of their heads, rather than simply being given information 
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by an instructor.  Examples of retrieval practice as highlighted by Agarwal and Bain (2019) in 

their book entitled, “Powerful Teaching: Unleash the Science of Learning.” include the 

following: 

• Brain dumps - students write down everything they can remember from the last time we 

talked about this concept. 

• Two things - prompting students to recall two things from the current lecture or any other 

aspect of the course. 

• Retrieve-taking - instead of students taking real-time notes during a class, they are 

prompted to not write anything down.  After the planned class activity is completed, 

students are then allowed to write down everything they can recall. 

Spacing is an instructional tool that takes advantage of the power of forgetting.  Bjork and Bjork 

(2019) have shown that intentionally taking advantage of forgetting will allow a learner to better 

retain information when asked to retrieve that content at later times.  The Bjorks note the 

following: 

”To the degree, therefore, that spacing or a change of contextual cues can make the 

retrieval of information studied earlier more involved and difficult, such spacing and 

contextual variation will also make the act of retrieval (provided it succeeds) more potent 

in fostering the subsequent retrieval of that information (p.165).” 

Spacing, therefore, is the idea of teaching a concept, waiting for a span of time (often days or 

weeks), and then intentionally reengaging in that concept with the learner to deepen the 

retention of the material in a different context in which the material was initially encoded. 

Interleaved practice will be used to prevent a false sense of learning through immediate good 

performance based on learning all the same concept at once.  Interleaving is the idea of mixing 

together various concepts and procedures all at one time, as opposed to blocking similar 

concepts and procedures together during instruction.  Our intuition betrays us in thinking that 

blocked practice is beneficial.  Interleaving similar yet different concepts is more challenging 

during the initial learning, but will have much longer-term retention when compared to blocking.  

Students learn to differentiate between similar concepts and procedures when practice is mixed 

in problem kind (Foster et al., 2019 and Rohrer, 2012).  A major challenge for teachers of 

mathematics is the lack of textbooks that incorporate intentional interleaving of concepts 

(Rohrer and Hartwig, 2020).  Teachers, therefore, need to create instructional routines and 

problem sets that take advantage of this powerful learning tool.  

The goal with all of these instructional strategies (retrieval practice, spacing, and interleaved 

practice) is to overcome a false perception of learning through increased short-term 

performance, but rather to create deep learning that lasts for the long-term (Soderstrom and 

Bjork, 2015).  This study compared data over five years, using a continuous longitudinal mixed 

methods design approach, whereby the PI collected the quantitative data followed by a short 

qualitative study. With this approach the investigators analyzed assessments from a 

quantitative perspective to assess conceptual and procedural understanding. The investigators 

conducted observations, group discussions, peer-to-peer learning and used evidence-based 

instructional practices to further promote the conceptual and procedural understanding for 

students. Included in the quantitative approach is the pre and post assessments as well as the 

comparable data by way of grade performance in the course for BUS 315 Statistics. At 

Concordia, the investigators are working to solve that issue by conducting research that will 

provide a potential solution to these issues by looking at (a) students previous conceptual and 

procedural learning, (b) baseline knowledge to mathematical concepts, (c) instructor 

instructional practices and (d) potential for faculty (Higher Ed and secondary) development.  
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KNOWLEDGE BASE FOR THE PROJECT 

Assessment in higher education is not a new concept, yet there is a dearth of publications on 
the subject of assessments of students’ post remedial coursework. While Hernandez (2012) 
discusses the relationship between assessment and student learning, Lagerlof (2008) 
suggests that there is relatively little evidence for a positive effect of remedial mathematics on 
student performance. As mentioned in the introduction, this concept has created numerous 
challenges for the students as they progress in their academic coursework at CUW, where 
students enrolled in a college-level statistics course struggled to successfully perform simple 
algebra equations. This, however, should not come as a surprise and is evidenced in Tolley, 
Blat, McDaniel, Blackmon, and Royster (2012): 

…substantial evidence that nationally almost half of college freshmen could benefit from 
some mathematics remediation. Although gaps may exist in other subject areas, "the 
transition in mathematics is by far the most serious and the most problematic" (Kajander 
& Lovric, 2005, p. 150). Research conducted in the mid- 1980s revealed that roughly 
46% of college students required mathematics remediation (Adelman, 1999; Dell-Amen 
& Rosenberg, 2002). A decade later Wieschenberg (1994) found that 40% of 
approximately 600,000 students in his study failed their first attempt at freshman 
calculus. A more recent study conducted in 2004 by Bahr (2010) found similar results: 
40-46% of college students required some sort of remedial work, primarily in 
mathematics and English. Clearly, the problem has a history that spans decades with 
little evidence of amelioration (p. 13(3), 74-86). 

This issue is far from being resolved, as found by Cox (2011), whose research focused on 
examination of the type of instruction and assessment method on the successful effects of 
college-level remedial mathematics students. Cox specifically examined both instruction types 
and the assessment method and how that influenced the success of college-level remedial 
mathematics students. According to Cox (2011, p. 1),  

American students are not succeeding in mathematics at levels comparable to students 
in other international leading countries. As a result, the demand for quality remedial 
mathematics classes is growing in community colleges and four-year colleges across 
the U.S. (National Mathematics Advisory Panel, 2008). For example, as many as 80% 
of students in New York were required to take at least one remedial course, and 87% of 
incoming freshmen were failing at least one of three basic skills exams (Wright, 1998). 
Similarly, California campuses have enrolled as many as 90% of freshmen into remedial 
education (Hoyt & Sorensen, 2001). 

The idea around assessment comes at a time when civil unrest has bubbled up amidst a global 
pandemic. As noted by Karp (2014) one of these that are still in play today (2020) relies on 
updated information for any national curriculum reform at a time when many school districts 
are facing significant budget cuts, providing less funding for education than was available five 
years ago, and the elimination of more than 300,000 teaching positions. Karp (2014) continues 
to note that over 4,000 public schools have been closed during this time when there is a 
dramatic increase in the cost of education and the debt burden, in addition to the difficulties of 
college access and students’ ability to meet current standards.  
While the student research foundation (2019) suggested in its findings that there has been an 
increase of 65% of students in American high schools taking AP Exams since 2008, the stark 
reality is that students generally satisfy their minimum requirements of math and science 
courses by their junior year. According to two local school districts, Nicolet School District and 
Mequon-Thiensville School District, one operating under a traditional semester model and the 
other in trimesters, both confirm that their current standards allow a student to test out of math 
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and science sometime during their junior year of high school. This becomes a challenge for 
those seeking post-secondary education as they were not required to take math or science in 
their senior year and many do not take those required courses in a post-secondary setting in 
their first year. This creates a gap in knowledge, as experienced at CUW. This situation 
provides a significant opportunity to examine this further at CUW, in addition to other 
considerations for course sequencing at the district level. 
In 2003 the Organization for Economic Cooperation and Development’s (OEC) Program for 
International Student Assessment performed an international survey of 15-year-olds 
(Chaddock, 2004). In the U.S. 15-year-olds scored measurably better than their counterparts in 
only three of the 30 nations in the Organization for Economic Cooperation and Development 
(Chaddock, 2004). These results track findings that most U.S. high school students don't know 
enough mathematics to do well in college courses or in the work force. "Only 40 percent of high 
school graduates are prepared to earn a C or higher in a college level course, and these are 
also the same skills needed for the workplace," says Ken Gullette, a spokesman for ACT Inc. 
in Iowa City, a college entrance exam (Chaddock, 2004). Even the highest U.S. achievers in 
mathematics literacy and problem solving were outperformed by their peers in other 
industrialized nations. Many individuals are not exactly forthcoming in acknowledging their lack 
of literacy as it concerns mathematics; college students are no different. The former president 
of Harvard University stated, "Most college seniors do not think that they have made substantial 
progress in improving their competence in writing or quantitative methods, and some 
assessments have found that many students actually regress" (Bok, 2008, para. 5). 
According to the Center for Digital Education (2018), Junior Achievement found a 12% drop in 
interest in STEM careers from teenaged boys, and a low level of interest among teenaged girls 
remains at 11%. The need for mathematical and technical skills continues to grow and 
providing this intervention can improve those skill to build confidence, whereby encouraging 
students to reconsider STEM fields in both K-12 and postsecondary education. Additionally, 
following the work of Robert Bjork and recent cognitive science research focused around the 
implementation of retrieval practice, spacing and interleaved practice suggests opportunities 
to strengthen the current structure within the BUS 161 course as it relates to the math 
assessment component. According to Soderstrom and Bjork (2015) the goal will all of these 
instructional strategies is to overcome a false perception of learning through increased short-
term performance, but rather to create deep learning that lasts for the longer term.  
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STATEMENT OF THE PROBLEM 

Currently, Wisconsin Department of Public Instruction (DPI) does not dictate curriculum, 
pedagogy, or delivery of content but does require specific areas of content are met at each 
grade level K-8 and through high school (2011). However, as noted previously, conversations 
with an Assistant Superintendent and an Assistant High School Principal revealed that their 
curriculum is designed in a sequence that allows students to “check-the-box” and satisfy this 
requirement during a student’s junior year of high school. There is no requirement of any math 
or science course in a student’s senior year. Both administrators noted this concept was 
consistent with other local schools.  
The data from all CUW students who have took the pre and post assessments provide 
additional context to their previous academic performance to also take into consideration when 
analyzing these results. The students’ current average cumulative GPA at CUW is 3.128, while 
the average high school GPA is 3.073 and the average ACT Math Score is 20. Additionally, 
the project team have a demographic breakdown of these participants representing what they 
identified as a “home” address noted in Table 2, which may play a role in non-Wisconsin 
resident students prior academic experiences and requirements. 
 

STATE Number of Students 

AZ 11 

CA 14 

CO 2 

CT 1 

FL 2 

GA 2 

IL 77 

IN 9 

IA 3 

KS 1 

MD 1 

MN 10 

MO 7 

MT 2 

NV 5 

NM 1 

NY 1 

OH 1 

OR 2 

TX 10 

WI 435 

Unknown 1 

Canada 2 

Total 600 

Table 2: States Student Identify residence 
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Currently, this study is examining the current WI-DPI requirements for high school students 
that may impact those seeking and engaging in post-secondary education. With the majority of 
students attending CUW residing in Wisconsin, this research may demonstrate the need for 
expanded partnerships and collaboration to further examine this parallel impact in other states 
related to DPI. This is a snapshot of the observations and data the PI has obtained during their 
research. However, future collaborators do have the ability to take this information and dissect 
it further by breakdown of zip codes, high schools, and ACT scores (overall) and/or by math or 
science. 

EXPECTED SIGNIFICANCE 

It is clear that this topic has long been researched but the level of mathematical proficiency 
among the nation’s K-12 students has decreased and the investigators have not found much 
literature beyond the short-term duration; a year or less of data and/or intervention. According 
to the Nation’s Report Card (2015), which measures the standardized testing among 4th, 8th 
and 12th grade students, for male and female students (approximately 13,200) and for twelfth-
grade students attending public schools, the average mathematical proficiency score in 2015 
was lower compared to 2013; where math went from 153 in 2013 and to 152 in 2015. This may 
not be as statistically significant according to the Nations Report Card, but translate that into 
early traditional undergraduate math proficiency and we begin to infer the future of potential 
challenges. This suggests a strong need for further research into the areas of Math proficiency, 
Public Instruction, engagement for students into STEM fields. 

In both current literature and anecdotal conversations with instructors from other higher 

education institutions the challenge that becomes common is how undergraduates are not well 

prepared in mathematics to perform well in their postsecondary coursework. This 

perceived/actual lack of previous preparation can cause students not only frustration but also 

low retention in Business programs AND STEM related courses. At Concordia, the investigator 

is working to solve that issue by conducting research that will provide a potential solution to 

these issues by looking at (a) students previous conceptual and procedural learning, (b) 

baseline knowledge to mathematical concepts, (c) instructor instructional practices and (d) 

potential for faculty (Higher Ed and secondary) development. The preliminary data 

demonstrates a strong correlation to this hypothesis, which is that this intervention will increase 

these students’ performance in future upper-level courses like finance, statistics, economics 

and accounting. Additional research will allow the investigators to further support a framework 

following evidence-based instructional practices to provide critical insights on effective 

practices, education, and training for STEM related faculty, programs and related courses.  

Anecdotally, most incoming freshman do not initially take their most challenging (or perceived 

challenging) coursework, which generally includes courses that heavily utilize math or science. 

Due to a majority of the student population enrolled in BUS 161 from Wisconsin it comes as no 

surprise that many have had a gap of two years or more in some cases since they last took a 

math or science course in high school because the Wisconsin Department of Public Instruction 

does not require four years of math. This absence of consistent application of concepts has 

played a role in students falling behind in their capabilities to perform in those areas. Multiple 

instructors at CUW have first-hand experience with students not being prepared for courses 

that are heavily embedded with math such as economics, finance, accounting. More 

specifically, instructors in statistics courses are spending far too much time reteaching remedial 

math like algebra without ever getting to regression analysis. While this is most notable in a 

class like statistics, other course instructors in accounting and finance have noted similar 
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experiences in which students are not prepared to work through the next level of mathematical 

applications, having forgotten much of what they were taught years prior. This causes 

unanticipated delays in the current coursework as well as struggles to grasp key concepts. The 

co-PI’s discussed this situation with colleagues from the Chemistry department and discovered 

that they, too, had to reteach basic math skills to students before formal entry into their 

programs and have since instituted use of a mandatory placement assessment for incoming 

students. The investigators are looking to strengthen the preparation of students seeking to 

pursue STEM related program and related courses. The current model of student entry does 

not promote future success in these programs and courses. By following the evidence based 

instructional practices the investigators hope to improve the mathematical retention of the 

conceptual and procedural knowledge. 

However, since the inception of the math intervention in Fall 2016 in the BUS 161 courses, 

instructors teaching statistics, finance, and accounting programs have experienced an increase 

in students’ mathematical retention related to conceptual and procedural concepts having been 

a part of the intervention in the BUS 161 course. These same students have also performed 

better than those in the control group, who have not had the same intervention. CUW has had 

40 students take BUS 315 before BUS 161 and not receive the intervention. This group is 

known as Control One. Also, we had one student who took BUS 315 before taking BUS 150 

(pre-cursor to BUS 161) and 26 who took BUS 150 followed by BUS 315. These students would 

not have had the intervention as well. Finally, 257 enrolled prior to intervention in BUS 161; 

eight took BUS 315 then BUS 161 prior to the inclusion of the intervention. This provide a total 

of 422 students who have not been involved in the intervention. However, this data only views 

“performance” from a grade earned and does not take into consideration how students 

performed specifically on the BUS 161 Math assessments. For example, a student could earn 

a D or F in BUS 161 but could have received an A or B on the math assessments in that course. 

From Fall 2016 through Spring 2020 955 students have taken Business Essentials (BUS 161) 

with 279 (29%) of those students taking BUS 161 following by Business Statistics (BUS 315). 

Conversely, during that same time span 684 students have taken BUS 315 with only 40 

students taking BUS 161 following BUS 315.  

INTELLECTUAL MERIT 

Math proficiency is among high school and postsecondary students is greatly lacking in the 

United States, which is negatively affecting their academic performance and retention at the 

postsecondary level, thereby reducing the likelihood that they will enter a STEM field. By 

improving instructional methods following evidence based instructional practices and 

evaluating high school curricular requirements, including scope and sequencing, high school 

students will gain improved retention of conceptual and procedural mathematical concepts to 

be better prepared to enter postsecondary education. While these efforts will impact students 

preparing to enter STEM related fields, programs and coursework, a consideration to the 

Wisconsin Department of Public Instruction regarding scope and sequencing may provide 

further impact that would also be measured to decrease the achievement gap.  

BROADER IMPACTS 

While the investigator focused looking at these areas: (a) students previous conceptual and 

procedural learning, (b) baseline knowledge to mathematical concepts, (c) instructor 

instructional practices and (d) potential for faculty (Higher Ed and secondary) development; 

there is much to gain from these efforts. The results from this study will be disseminated with 

 

Full version available at https://www.global-business.at/ 



32 

 

other colleges and universities, secondary education (K-12 districts), DPI, WI-DPI and other 

internal/external stakeholders. These efforts take a serious look at the efforts over the past 

several years to increase participation in STEM program and coursework with a stronger focus 

on women and underrepresented groups participation. The impact of this work extends to the 

promotion of internal and future external collaboration, contribution to the knowledge in the field 

of education, focus on closing achievement gaps, promotion to follow evidence based 

instructional practices for faculty in higher education and secondary school districts (K-12), all 

with a goal of supporting STEM related education and careers. Furthermore, this work will 

promote students’ ability to be more readily prepared for post-secondary education, specifically 

in STEM fields. 

Having shared this information early on in the research at an International Business conference 

in Austria in 2017, it was clear then, as it still is now (2023), that this approach and experience 

is something that universities and school districts in secondary education (K-12) are 

experiencing at an international level. While the initial steps are to partner and collaborate with 

strategic the work of this project is an opportunity to better prepare students regardless of 

aspiration. The increased understanding to the importance of a more strongly aligned 

curriculum to promote continued learning is one that partners between academia and across 

many industries. The enhanced achievement and performance will provide a best practice for 

others to learn and adapt form whereby increasing student competitiveness for post-secondary 

choices including, but not limited to careers embedded in STEM fields as well other indirect 

benefits that could be studied further related to gender equity, persons with disabilities and 

minorities. 
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INTRODUCTION  

Various studies (such as Peesker et al., 2022) highlight that new skills for sales professionals 

are required in the future to provide answers to the needs of digitalization (Hochstein et al., 

2019), changes in the market environments (Mangus et al., 2020) and of B2B customers 

(Plouffe et al., 2016). Among others, the following gaps in competencies and capabilities for 

salespeople are discussed by scholars: 

 

• Personal characteristics: Business acumen (Peesker et al., 2022); emotional 

intelligence, and cultural intelligence (Zehetner, 2019) 

• Negotiation: complex selling and time pressure (digital and face-to-face), relational vs. 

transactional sales approach (Bolander, Bonney, & Satornino, 2014) 

• Team player skills: multilevel selling, building the right team for negotiations (Lai & 

Yang, 2017) 

• Sales analytics and technology: use and adoption of Data, BI, CRM (Guenzi & 

Nijssen,2020) 

• Value-Based Selling: Strategic view over the customer’s business (Böhm et al., 2020) 

 

All these competencies listed above are individual practical and interpersonal skills, challenging 

to learn in traditional classroom teaching or lectures (Spiller, Kim, & Aitken, 2020). Therefore, 

training is needed to teach students how to sell using these skills. Having a sales competition 

is a way to allow students to practice their skills in a simulated environment to train specific 

skills. Therefore, a new teaching approach was developed in the framework of an international 

ERASMUS+ project, called SPLASH – Sales Platform Studies for Higher Education. This new 

approach – SPLASH Sales Competition enables learning in a simulated and hybrid 

environment. 
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EXISTING SALES COMPETITIONS 

Investigating existing sales competitions, it can be highlighted that this pedagogical form is 

typical used in sales education. Sales Education Foundation (SEF) provides a yearly list of 

sales competitions internationally. The SEF list in 2023 shows a total of 26 sales competitions 

worldwide (https://salesfoundation.org/) which are open to students from other universities. Of 

the featured Sales Competitions on this site, twenty three out of all competitions are hosted in 

the US. One is hosted in Asia, four are only virtual, and only two are organized in Europe. All 

these competitions are primarily structured around sales role plays, in which students simulate 

sales situations. The notable exception is the RNMKRS competition (https://www.rnmkrs.org/), 

which is an artificial and application based virtual competition. In contests, students are given 

a case to prepare before the sales competition. On the competition day, students will role-play 

as salespeople going through a sales meeting setting. They are judged according to different 

criteria concerning their communication and selling skills by judges who are role-playing as 

buyers. Students will compete in teams of two or individually. All students are provided with 

feedback.  

As sales competitions are popular because they provide a platform for active learning by doing, 

the SPLASH project’s goal was to develop a new type of competition to provide some elements 

that are not included in other competitors. In reviewing existing sales competitions, the 

following observations were made:  

• Only one international sales competition takes place and exists in Europe. The second 

European competition is for Denmark’s sales talents only.  

• Existing sales competitions are focused on sales meetings and the role-plays. 

• Existing competitions are conducted on an individual basis or with teams of two students. 

• Most competitions are face-to-face based during a two-three day sales competition. 

 

NEW PEDAGOGICAL APPROACH FOR AN INTERNATIONAL SALES 
COMPETITION 

The limitations of existing sales competition allowed room for rethinking the SPLASH Sales 

Competition and to include some new elements to provide a different and complementary sales 

competition in Europe. First, the developed SPLASH Sales Competition design includes the 

whole sales process, including preparation and evaluation. The focus is put on the Value-

Based Sales Process (Töytäri et al., 2011). With this point of departure, a prerequisite for 

successful participation is that the students have received basic sales teaching and are familiar 

with the concepts of complex B2B selling and methods and activities associated with sales in 

a complex B2B environment. Second, the competition is hybrid, as online and face-to-face 

elements are included. The SPLASH sales competition is based on a sales process focusing 

on the early-buying phase. Therefore, both the online and in-person phases are executed and 

evaluated. The final pitch can be done in person or virtual or combined. Third, teamwork as 

part of the selling and evaluation process is incorporated throughout the entire process and 

competition. Teams of 3-4 people can either be formed with national or international 

participants (mixed teams). Additionally, the students also act as evaluators of other teams. 

This peer evaluations are having an important role and supporting students to learn about 
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evaluating other students and how to give feedback. Fourth, the SPLASH Sales competition 

includes additionally the usage of Salesforce CRM, LinkedIn, and other technologies as part of 

the selling process. Students need to use these technologies throughout the entire process, 

e.g. to get in contact with their targeted customer. Additionally, the evaluation of the participants 

is based on sales technology, too as all the assessment is done in the CRM environment. 

Lastly, the playground of the competition is the real-life company, Hilti International, their 

existing customers and their solution business model, called “Fleet Management”. Their 

representatives act as coaches, counterparts (i.e. buyers) and evaluators. 

This new format allows professors and teachers to have the competition as part of the sales 

courses throughout the semester. The SPLASH Sales Competition was finally included in sales 

courses of four different universities in the spring semester 2023 and successfully tested with 

students from Aalbourg University (DK), Tampere University of Applied Sciences (FI), 

University of Urbino Carlo Bo (IT) and University of Applied Sciences Upper Austria (A). As the 

elements were developed in the framework of Erasmus-fundings, all teaching materials are 

available for free (http://www.saleseducation.eu/). This unique form is going to be integrated in 

the curriculum of various universities and is planned to be used as a fundamental part of 

educating students complex team selling approach with technological and hybrid elements in 

the B2B field. 
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ABSTRACT 

This paper is devoted to digital technologies used in the process of education at HEI´s. There 

are presented research results coming out from a study aimed on investigating blockchain 

technology and its implementation in educational sector. The term “blockchain” was not widely 

known a few years ago and was mainly related with its usage in the financial sector, above all 

with cryptocurrencies. However, recently we can observe that blockchain technology gain more 

attention and its application as well in other areas. The education sector adjusted its processes 

to digitization quickly above all during the pandemic period. In our research, we have been 

keen on asking a question and finding answer, if blockchain technology have applications as 

well in education. We based our study on literature review and data from a survey, where online 

questionnaire were used. The findings discover awareness of blockchain technology, aspects 

and areas suitable for implementing blockchain technology in educational sector. Blockchain 

as a decentralized ledger can be perceived as a secure and reliable place with its clear 

applications as well in educational processes at HEI´s.  

 

Keywords: Blockchain technology; sustainable education; digital education. 

 

INTRODUCTION  

Current research focused on modern technologies includes very often as well opportunities of 

blockchain technology. The term “blockchain” was not widely known a few years ago and was 

mainly related with its usage in the financial sector, above all with cryptocurrencies. However, 

recently we can observe that blockchain technology gain more attention and its application as 

well in other fields for example in healthcare (Kalla,et al., 2020; Franks, 2020; Guru et al. 2021), 

food supply chains (Kamilaris et al. 2019; Rogerson and Parry, 2020), agricultural supply 

chains (Wang and Han, 2019; Zuo, 2020; Santhi and Muthuswamy, 2020; Khan et al., 2022) 

or governmental services (Franks, 2020; Guru et al. 2021).  

In our research we have aimed to investigate blockchain technology for educational sector. 

The education sector adapted to digitization quickly during the pandemic. Blockchain 

technology has the potential to revolutionize this sector. Blockchain can fundamentally modify 

how students and teachers collaborate and manage academic e.g., records. The distributed 

ledger technology of block-chain can significantly impact the education industry positively, 

regarding transparency and account-ability.  

Perception and solutions of using blockchain in education have been identified and introduced 

in the paper. Literature review of blockchain technology in relation to educational sector were 

conducted for their ideas and contribution to the knowledge and to uncover research gaps and 

inconsistencies that could be addressed. Based on literature research and gained data from 
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questionnaires the findings discover commonly shared views of benefits and limitations of 

applying blockchain technology in educational sector. Benefits result in promising solutions, 

including a transparent shared data platform, tracing data of students, streamline data 

recording and document management system. This research can expand existing knowledge 

related to educational sector and the experiences shared can serve as lessons learned for 

HEI´s to adopt the blockchain technology for better performing and offering their services in 

education 

LITERATURE REVIEW 

Blockchain was introduced as a new technology and began as a peer-to-peer database for 

recording Bitcoin cryptocurrency transactions in the year 2008 (Nakamoto, 2008).  

This modern technology consists of a chain of blocks that allows to securely store all committed 

transactions using shared and distributed networks (Rani et al., 2021; Krichen et al., 2022). All 

transactions are carried out in a decentralized way, removing the need for any mediators to 

confirm and verify them (Fanning and Prakash, 2016; Krichen et al., 2021). Blockchain has 

some key characteristics such as (Krichen et al., 2021): 

Decentralization: In the blockchain, a transaction can be performed between any two 

entities/actors without the need for central authentication. As a result, the use of blockchain 

can dramatically cut server expenses while also alleviating performance constraints at the 

central server. 

Persistency: It is nearly impossible to tamper with the system because each transaction must 

be validated and recorded in blocks dispersed across the whole network. 

Anonymity: With a created address, each user can communicate with the blockchain network.  

Furthermore, a user could generate a large number of addresses in order to protect his/her 

identity. It is (worth mentioning that just a few blockchain implementations offer anonymity. The 

majority of them are pseudonymous). 

Auditability: Users can easily check and trace prior records by accessing any node in the 

distributed network because each transaction is confirmed and stored with a timestamp.  

 

The education sector is undergoing technological transition. There are numerous challenges 

with this. Virtual classrooms are taking over from traditional classrooms. The real question is 

how might blockchain technology help educational institutions and students’ study more 

effectively? (Steiu, 2022)  

This topic can be answered in a variety of ways, however in this context we can observe three 

major segments that are followed in order to describe the advantages of blockchain solutions 

and benefits for educational process (Lushi, 2019; Steiu, 2022):   

Educational institutions (e.g., universities, start-ups, and non-governmental organizations) that 

are searching for solutions to improve the efficiency and security of student data storage and 

management;   

Learners who would benefit from more interesting, dependable, and long-term methods of 

accumulating, attesting, and sharing information;   

Employers who want to assess the validity of students' talents and credentials in a trustworthy 

and secure manner. 

It's worth emphasizing that the application of blockchain in academia is still in its early stages, 

which has an impact on the availability and quality of research on the subject. The majority of 

existing solutions employ blockchain as a secure system for validating and distributing personal 

student data and academic diplomas, along with educational organizations' databases. 
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METHODOLOGY 

From a theoretical perspective, the potential of blockchain technology is recognized throughout 

the industry. However, very little research has gone beyond conceptual considerations of the 

benefits offered by blockchain technology for educational sector. This paper attempts to 

address benefits and challenges of blockchain implementation into the educational processes 

settled at higher educational institutions. The conducted data reflected the perception from the 

perspective of future users of blockchain technology in education, namely students on various 

study levels.   

The study explicitly addresses the following research questions:  

RQ1: What are the benefits of blockchain technology related towards educational sector?   

RQ2: What are the challenges connected with implementation of blockchain technology into 

the educational sector?  

Regarding data collection the questionnaires in online format were used as a method to answer 

the research questions. The research sample consisted of 147 students of business and 

management studies at bachelor, master and as well doctoral level. Regarding gender 

structure, the sample consisted of 79 men, 67 women and 1 respondent stated other type of 

gender without specification.  

Data was collected from September till November 2022.   

RESEARCH RESULTS 

In the following chapter there are interpreted data gained from the online questionnaires. In the 

first part we are focusing on the blockchain technology benefits for the educational sector and 

limits in this environment.  

For answering the research questions we have employed students of business  

and management studying programs on bachelor, master and doctoral level. The obtained 

research results were analysed by means of descriptive statistics and content analysis of 

qualitative data gained from open questions. 

 

When we have analyzed the benefits perceived by our respondents as it is demonstrated in 

Figure 1., than we can identify that the most valued is security followed by an appropriate/safe 

control of data access and identity authentication. With a certain amount of significancy/ as 

very worth are perceived support of learners’ career decisions. On the other hand, among the 

least beneficial items are viewed costs that should be expended before and during 

implementing the technology into the already existing systems in the institutions, followed by 

enhancing students’ assessment and trust. 
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Figure 1. Blockchain benefits 

As we can see from the Figure 2. as the most challenging for implementation of blockchain 

technology are seen privacy and security, trust, data unavailability. On contrary, weakening 

traditional school credentials immutability and immaturity are viewed as easy to overcome by 

implementing this technology. Generally, the security is perceived like a huge benefit of the 

blockchain technology, however based on our data set the respondents seen it as a challenge. 

 

Figure 2. Challenges of blockchain adopting 
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CONCLUSIONS  
In conclusion, in our presented research results we have tried to find out the answer to the 

questions what kind of benefits and obstacles are perceived by our respondents like future 

users of blockchain technology in the high educational institutions. We have identified in the 

data that most beneficial are seen high security and like least effective are viewed low costs. 

The reason might be that there are a lot of open-source frameworks of information technology 

and price is not relevant benefit. At the second part of our research, we have identified 

challenges of blockchain viewed during its adoption process and as the most challenging has 

been perceived Privacy&Security and on the other hand like the least one has been mentioned 

Weakening traditional school credentials. So, we can say, that students think that Weakening 

traditional school credentials are not influenced by blockchain adoption. Our research has 

several limitations, which should be taken into account. The data were collected via online 

questionnaires with a certain number of respondents. For forthcoming research, it is advisable 

to enlarge the sample size in order to produce more comprehensive analysis. Moreover, the 

findings can be extended by considering of involving more HEI´s and as well from different 

countries in order to base the interpretation of outcomes on more robust sample as a basis for 

potential strategic decisions in implementing of new technologies into the institutional 

processes.  
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WITH OR WITHOUT THEM: SUPPORTING ACADEMICS IN 

THEIR INTERNATIONALISATION EFFORTS BY ASSESSING 

THEIR PROFESSIONAL DEVELOPMENT NEEDS 

Lucie Weissova, Darko Pantelic 

Jönköping University, Sweden 

INTRODUCTION  

Internationalisation of Higher Education (IoHE) has evolved over the past thirty years to 

become a key driver and a central component of policies and practices in modern higher 

education (HE) (de Wit 2020). More than 90% of higher education institutions (HEIs) worldwide 

have internationalisation activities mentioned in their institutional mission/strategic plans. 

Accepting international students for credit mobility or entire degree programmes has become 

a new reality for many universities (Marinoni 2019). This brings opportunities and challenges 

for academics teaching in international classrooms (Pantelic et al. 2021). For business schools, 

this is further intensified by the very nature of the contemporary business world where future 

business graduates are required to have the competences to effectively work across cultures, 

as well as collaborate across organisational boundaries with partners belonging to different 

cultures, serving customers across the globe. As academics report being “undersupported, 

underprepared, and underconfident” for the task of internationalising their teaching practices 

(Green & Whitsed 2013, p. 148), it appears that HEIs have forgotten to prepare academics for 

this very important task.  

 

This study addresses the frequent calls for research focusing on the role of academics and the 

professional development (PD) that would support them in internationalisation (Ambagts-van 

Rooijen et al. 2021; Dafouz et al. 2020). Surprisingly, involving academics in this conversation 

and assessing their needs prior to HEIs’ immense investment into the design and delivery of 

new PDs has been greatly overlooked in the literature. Even though it should be the very first 

step in the development of any educational program (Siddiqui 2006). 

THE NEED FOR PROFESSIONAL DEVELOPMENT 

As HEIs start to acknowledge that the PD of academic staff for internationalisation cannot 

remain the responsibility of individual teachers, the design and delivery of appropriate PD are 

receiving attention at HEIs around the world (Garson et al. 2016; Lauridsen & Lauridsen 2017; 

Ryan et al. 2021; Zou et al. 2020). Nevertheless, Lauridsen and Lillemose (2015) described 

that such professional support is rare and unsystematic. Additionally, the provision of the PD 

itself does not guarantee success. Academics need to have a strong motivation to participate 

and implement changes in their teaching practice after the completed training. 

COMPETENCES NEEDED: THE IDEAL LECTURER 

The work with internationalisation of teaching and learning demands a whole-person 

transformation from academics (Green & Mertova 2016). Several authors and projects created 
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a list of competences academics should possess for teaching in the international classroom 

(for more information see Dimitrov & Haque 2016; EQuiiP 2019; Teekens 2003; van der Werf 

2012). Dimitrov & Haque created ‘Intercultural Teaching Competence’ (ITC) model to serve 

academics in developing their teaching practice across cultures. They describe ITC as “the 

ability of instructors to interact with students in a way that supports the learning of students 

who are linguistically, culturally, socially or in other ways different from the instructor or from 

each other, across a very wide definition of perceived difference and group identity” (Dimitrov 

et. al. 2014, p. 89). The model comprises foundational, facilitation, and curriculum design 

competences, in a total of 20 specific competences a successful educator should possess. In 

this study, the ITC model is used to assess the perceived importance of different competences 

among academics. This model was chosen for this study because it, among other things, draws 

on the research on the experience of international students in university classrooms (Arkoudis 

et al. 2013). 

METHOD & RESULTS 

Academics (university staff carrying out teaching responsibilities) at a middle-size Swedish HEI 

were invited to participate in the study. A questionnaire was constructed in Esmaker software 

and distributed in English. The PD needs were assessed by the questionnaire that comprised 

the following sections: demographic information; academics’ view on PD connected to 

internationalisation – motivations and deterrents of their engagement; professional learning 

preferences; and the key competences needed for the international classroom.  

Using descriptive statistics, we will share the findings on the perceived need for professional 

development for the internationalisation of teaching and learning among academics, and if 

there are any differences based on: age; previous international experience; the number of 

years of teaching; academic role; scientific discipline; and motivation to attend such a training 

programme. Additionally, the key competences academics think they should possess in order 

to internationalise their teaching are identified together with the preferred modes of acquiring 

knowledge. 

The author acknowledges the limitations of a chosen instrument, not least the extent to which 

the questionnaire is able to capture in-depth information from the participants. However, 

receiving answers from as many participants as possible at this stage of the process 

overweighted the richness of information that could be collected by, e.g., interviews. 

IMPLICATIONS 

A lack of attention to the professional development needs of academics for teaching in an 

internationalised classroom was a key driver for this study. The results of this study will have 

practical implications for HEIs wishing to invest in PD activities that are appealing to academics. 

In that way, PD can increase their engagement, enhance their confidence in teaching in the 

international classroom and improve their pedagogical capabilities. In the long run, this might 

have an impact on HEIs as they could improve their ability to meet the needs of globally diverse 

students; enhance students’ intercultural competences; foster 21st-century graduates who are 

ready to contribute responsibly to society, and ultimately affect the quality of education. 
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ASSESSMENT OF CULTURAL ENVIRONMENTS FROM THE 

PERSPECTIVE OF EXPATRIATES  
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ABSTRACT 

The research problem concerns expatriates and their satisfaction with work and life in a foreign 
cultural environment. Reasoning logically, it could be assumed that the best places to work and 
live abroad are the happiest countries, representing an open and tolerant culture, where the 
level of quality of life is relatively high. This assumption provided the reason for undertaking a 
deeper exploration of this issue. 
That is why the main aim of the article was to find an answer to the research question as to 
whether there is a correlation between expatriates' satisfaction and contentment with working 
and living conditions abroad, and the cultural environments into which they enter. The 
additional purposes supporting achieving the main aim were as follows: 

• identifying categories of expatriates in the globalizing and interrelated World, 

• examining cultural environments through the prism of selected models of cultural 
dimensions, 

• identifying the cultural environments perceived by expatriates as the best and worst 
destinations and comparing their experience with the level of socio-economic 
development, quality of life and happiness that characterize these countries, 

• assessing the most and least hospitable cultural environments and characterizing them 
by using the dimensions of cultures according to the Geert Hofstede model to determine 
whether there is a relationship between culture and expatriate satisfaction. 

In order to achieve the main and additional objectives, secondary data from the literature and 
the Internet were collected, in particular the Hofstede Insight, the World Happiness Report, the 
Quality of Life Index, the Human Development Index and the InterNations Reports were very 
useful. The comparative analysis and interpretation of the collected data realized the findings 
of answers to the research questions and formulate conclusions. The descriptive, tabular and 
graphical methods were used to present the findings. 
The main scope of the research was focused on expatriates who were delegated for long-term 
contracts and also self-initiated expatriates deciding to stay abroad for at least one year, 
however the other forms of international assignments were also examined to present variety 
and complexity of international mobilities.  
The article was given a four-part structure, which resulted from the assumed goals. The first 
was devoted to the phenomenon of expatriation and the categories of expatriates in the 
dynamically changing international environment with a particular focus on longer assignments, 
however other forms of expatriation had been also examined.  
In the second chapter cultural clusters were examined with utilisation of recognized, universally 
adopted and widely available models of cultural dimensions. The results of this part were the 
basis for conducting a comparative analysis in subsequent parts of the article. 
The third chapter was focusing on comparison of cultural environments assessed by 
expatriates as the best and worst places for living and working and finding the reasons of such 
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perceptions. That was the starting point for comparing expatriates’ assessment with official 
indicators presenting the level of happiness, quality of life and social development of the 
examined countries.  
The purpose of the last chapter was to find interconnections between culture and expatriates 
satisfaction or dissatisfaction with working and living abroad. The “best and worst” cultural 
environments were referred to Geert Hofstede's cultural dimensions. In the fourth chapter the 
Geert Hofstede model was chosen, because it has been regularly updated and can harmonize 
with the newest data of InterNations Report.  
The results turned out to be surprising and contradicted the assumptions made by logical 
reasoning. 
The analysis conducted in the article was concentrated on the published data covering 2021, 
because the frame of the article was limited and did not permit the author to examine and  
present the  changes that took place in the World in relation to the wealth and wellbeing of 
societies in  the last decade. The deeper investigation identifying changes in a broader time 
framework in this field should be undertaken in the further research. 
Keywords: expatriates, company assigned expatriates, self-initiated expatriates, culture, 
cultural dimensions 
JEL Classifiction: F22, M12, M14, Z00 
 

INTRODUCTION 

Herbert Marshall McLuhan stated that, as a consequence of the development of electronic 
media, our civilisation would move from individualistic to collectivistic identity, becoming a kind 
of tribal organization. He was the author of the commonly used term “global village”. It is worth 
emphasizing that McLuhan’s visionary statement from the 1960s  became a part of  mankind 
reality after thirty years. Thanks to the Internet and social media people can communicate, 
exchange information, making transactions 24/7, however it can be observed that apart from 
the “global village” there are still many small villages which preserve their cultural identity. This 
is the reason why there is a need for conducting research in the field of the variety of cultural 
environments and their impact on international business in general and on human capital in 
particular. 
The constant development of ICT gives rise to the disappearance of many traditional 
professions and the emergence of new ones. Virtual management, supported by a variety of 
tools offered by technology and facilitating remote management, means that corporations do 
not always have to delegate managers to work abroad on long-term contracts.  
On the other hand we can observe the growing mobility of human capital, in particular that 
sector which is well educated, with  high qualifications, independent, self-confident, 
entrepreneurial, fluent in English: those representatives of the Y and Z generations who are 
looking for a job in another country. These digital generations use the Internet as a main source 
of information about jobs and utilize their social networks to find satisfying work positions all 
over the World. This group of self-conscious job seekers constitutes the majority of all 
expatriates. In the literature of the subject they are named self-initiated expatriates. Some of 
those looking for a job abroad are led by economic reasons, the others make such decisions 
to invest in their development, treating international experience as a crucial element in building 
a career path.  
It is worth emphasizing that in contemporary labour markets international career paths are 
more frequently shaped not by corporations but individuals who make decisions regarding 
where to work, in which company and for how long. There are also self-initiated expatriates for 
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whom working abroad is a personal challenge. Despite  the motives of expatriation it has to be 
stressed that this trend gives companies great opportunities to find talent all over the globe.   
 

The essence of expatriation phenomenon and categories of expatriates 
The word “expatriate” originates from the Latin language and for many centuries has had a 
pejorative meaning, denoting a person who was condemned to banishment and expelled from 
her/his patria. It means that the person was forced to leave their native land. Literally an 
“expatriate” defines someone who lives outside the country where she/he was born. Over the 
time the meaning of the word has changed and now the term has a completely different 
connotation and meaning and it can be used  both in a broader or narrower context.  
The first approach is used  to describe any person who leaves her/his homeland for a longer 
period, for various reasons such as wars, rebellions, riots, tribal struggles, climate change, and 
in particular economic reasons causing  deepening poverty, etc.  However, there are already 
universally accepted terms to describe people moving around the globe and seeking for better 
life conditions  or trying  to save lives – migrants (immigrants/emigrants). There is also a term 
“refugees”, which describe people who must escape from their native land. The United Nations 
Population Division uses an inclusive definition to describe a migrant as any person residing 
outside his or her country of origin. The definition adopted by OECD is similar, although it 
contains an element of time saying that an immigrant is a person who moves to different 
countries than her/his usual residence for a period of at least one year. The country of 
destination effectively becomes her/his new country of residence (OECD, 2017)1. It can be 
assumed that the distinction between the broad and narrow approach refers to the decision 
making process about moving abroad. In many cases migrants  and refugees are forced to 
leave their native land by the above mentioned reasons, whereas expatriates are usually 
associated with people, who are educated  and thereby represent a relatively higher standard 
of living, which gives them a certain margin of independency. Being aware of opportunities 
offered by the contemporary world, they can make their own decision about departure abroad. 
Most expatriates stay in a foreign country for a certain period of time, and plan to return to their 
home country eventually, although there are some who never return to their country of 
citizenship. Some of them are called colloquially  “global nomads”, because they decide to 
travel from country to country and search for better opportunities or challenges. Easy of 
movement, resulting from the development of technology, lets them choose preferred cultural 
environments, companies, job positions, etc.   
Without going into semantic considerations related to both terms, it has to be noted that in the 
article the attention is focused on expatriates in the narrow sense - understood as people who 
independently, of their own accord, decide to live and work or study abroad. “Expats” is the 
term which in a colloquial language is commonly used for people who decide to start their new 
life outside of their homeland (Kallane, 2014) convinced that “the grass is greener on the other 
side” (Wood, 2021). The other element highlighted by researchers is the temporary character 
of expatriation, which can be found in the definition of Dowling, Festing, Engle (2013) who  state 
that an expatriate is someone who has the citizenship of at least one country but lives in another 
country. Most of expatriates  decide to stay in another country for a limited period of time 
foreseeing  return after the expiration of the contract, but there are some who never come back. 
Finaccord, a well-known consulting company, offering a broad range of financial services 
dedicated to many international business companies, defines an expatriate as a “person who 
establishes her/his residence in the territory of another country for a temporary  period that is 

 
1 It is worth noting that the total number of international migrants achieved 281 million people in 2020 and it equites 
3,6 percent of the total population of the World (World Migration Report, 2022) 
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at least one year and a maximum five years, having previously been a resident in another 
country” (Global Expatriates, 2018). The limitation of the period of stay abroad to five years 
may be debatable, raising doubts and does not seem to fully correspond to business practices, 
even when Company-Assigned Expatriates are considered, as six-year stays are preferred in 
Japanese corporations.   
Summing up, it can be stated that immigrants are pressed to leave their native land mainly 
because of economic situation and climate change consequences and refugees have to 
escape from their homeland to save their lives or protect personal security, whereas expatriates 
have a free will to go abroad. Immigrants and refugees have a relatively limited opportunities 
to return home as long as an emergency lasts whereas expatriates can come back at any time, 
even breaking their contracts or other obligations  abroad. However, it is not easy to find data 
precisely separating both categories because in the statistics of many governments and 
organizations they are presented as one group. 
However, it seems to be quite problematic to find a clear, unambiguous and commonly 
recognized definition which is pointed out, among others, by McNulty, Brewster (2017) or 
McNulty, Selmer (2017) in their publications. An extensive presentation of the views of various 
researchers on the concept of "expatriate" was also made by Kallane and Brewster (2017). A 
comprehensive and in-depth discussion contained in the works of the above mentioned authors 
resulted in introduction  the term “business expatriate”, to define people who are involved in 
broadly understood business.  
Before presenting contemporary categorization of expatriates, it is worth considering other 
classifications, where various criteria were applied, such as:  

• country of origin – the criterion was the headquarters strategy towards subsidiaries,  

• contract duration, 

• main tasks and duties performed in the subsidiary. 

In the relevance to the first criterion there are three categories of managerial staff in 
international enterprises (Perlmutter, 1969; Harzing, Ruysseweldt, 2004): 

• Parent Country Nationals (PCNs), 

• Host Country Nationals (HCNs), 

• Third Country Nationals (TCNs). 

It has to be explained that Host Country Nationals do not refer to expatriates, although the 
development of their career paths has been fostered by changes occurring in international 
business. Originally, PCNs or TCNs were bringing “best practices” from the headquarters to 
subsidiaries, but gradually alongside with increasing global competition, HCNs were delegated 
to the headquarters both to deliver “best practices” from a subsidiary and to learn about the 
whole corporation. They are named “inpatriates” (Moeller, Reiche, 2017) and their role is 
broadly presented in various publications appearing since the beginning of the 21st century 
(Reiche, 2006; Reiche, Kraimer, Harzing, 2009; Harzing, Pudelko, Reiche, 2016). 
Considering the duration of a foreign contract, the following categories of international 
assignment can be pointed out (Dowling, Festing, Engle, 2013): 

• short-term – up to three months, 

• extended – up to one year, 

• long-term - at least one year and more. 
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International assignees completing their tasks within short-term contracts  relates more to 
business travellers than expatriates, because their stay abroad is limited to several months. 
The third criterion relates to the role of managers delegated from the headquarter to 
subsidiaries and according Harzing (2001), there are three types of managers: 

• bears,  

• bumble-bees, 

• spiders. 

Expatriates, metaphorically named “bears”, are delegated to control subsidiaries, whereas 
“bumble-bees” play the role of agents of socialization and the third group is dedicated to 
develop networking. 
Summing up, it has to be concluded that the  above listed classifications are mainly company-
centred, where a corporation is the start point and they relate to expatriates delegated by 
companies which are defined as assigned expatriates  (Syed, Kramar, 2017) or company 
assigned expatriates (AEs or CAEs). There are also new, emerging forms of international 
employee mobility as one of the consequences of the dynamic changes taking place in 
international business, including growing global competition along with new opportunities 
offered by the rapid and constant development of IT and transportation. They are defined in 
the literature as non-standard forms of international staff mobility (Perez  et. al., 2010) and 
constitute  an alternative to expensive long-term contracts. Several forms of this mobility are 
listed below: 

• regular weekly or biweekly commuting to the workplace abroad, 

• rotational posting – a transferee works in another country for the period  specified in 
the contract, with breaks for stays at home, e.g. work on oil rigs, 

• contract of mandate – they refer to high-class professionals who participate in 
international projects and have to be present physically in another country, e.g. 
construction sites, 

• virtual delegation – an employee is not physically delegated to the host country, but 
manages online, using various forms of electronic communication. This type of 
management is supported by short trips to a subsidiary located abroad, 

• regular or irregular travels related either to project work or to the management of 
foreign subsidiaries, e.g. international joint venture. 

Majority of the above mentioned forms of international mobility are consequences of the 
constant pressure on lowering costs by international companies, including costs of international 
assignments. Apart from the term “global nomads” there are also other colloquial names  these 
cost-effective forms of international mobility such as “commuters”, “soldiers of fortune”, “virtual 
assignees”, ”project workers” (Simpson, 2016). These types of international business travellers 
are no of interest in this article as they have few chances to settle down and work for a longer 
period of time in a foreign country. 
The approaches, presented above,  do not fully reflect the processes occurring in the real world, 
because they exclude a substantial number of people who make individual decisions about 
leaving their native land. They decide to live, work or conduct their own business in other 
countries. In practice, changes occurring in global mobility of human capital take various forms 
of expatriation and career paths are frequently shaped not by corporations but by well 
educated, entrepreneurial (Andresen, Pattie, Hippler, 2020) individuals who decide in which 
part of the world they want to develop their skills, cumulating personal intellectual capital and 
wealth (Simpson, 2018). It is worth noting that this type of expatriate is both the biggest and 
the fastest growing group, according to the evidence regularly conducted by Finaccord (Global 
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Expatriates, 2018). In the years 2013-2017 the pace of growth in this group was at the level of 
5.3 percent annually and the forecast indicated that the pace would increase to 7.5 percent in 
2017-2021. The term self-initiated (SI or SIE) expatriates refers to the individuals who are 
seeking and undertaking work abroad on their own initiative (Suutari, Brewster, 2000; Biemann, 
Andresen, 2010; Doherty et.al., 2011; Altman, Baruch, 2012; Doherty, 2013; Doherty, 
Richardson, Thorn, 2013; Andresen et. al., 2013; Bergdolt, Margenfeld, Dickman, 2014).  With 
regard to Harzing’ and Reiche’s (2009) the definition of the term “international assignee”, 
broadly adopted to the international human resource management terminology, it can be 
described as “any person who is relocated internationally”.  
It has to be emphasized that the forms of expatriation are very diverse and dynamic in 
contemporary times, as pointed out by researchers (McNulty, Vance, 2017). There are 
expatriates or inpatriates who, having gained international experience, start their own business 
abroad (Vance et. al., 2017, Selmer et. al., 2018). This type of expatriates are named “expat-
preneurs” and the  phenomenon of such international mobility is called “expat-preneurship” 
(Cote, 2022).  
It is worth presenting the result of the research undertaken in the field of international human 
resource management in general and expatriates in particular (Andresen, Nowak et. al., 2015; 
McNulty, Brewster, 2019; Kallane, Brewster, 2017) that aimed at clarifying and organizing the 
terminology accompanying the phenomenon of business expatriation. They covered all 
mentioned in the paper classifications and proposed the following categories of business 
expatriates: 

• employees delegated by a company, but not from the country, who are citizen of the 
country in which the headquarters is located, traditionally referred to as PCNs; 

• employees designated  by a company, but not from the country where the head office 
is located, nor from the country where the branch operates (TCNs); 

• expatriates from the host country where the branch is located, but who are permanent 
residents  in the country where the company’s headquarters is located – expatriates of 
host country origin (EHCOs); 

• foreign citizens who have taken up jobs on their own, named self-initiated expatriates 
(SIEs). If they are experienced managers they are offered  high managerial positions 
in local enterprises, with the task of exercising control and supervision over local 
employees. They are named foreign executive in local organizations (FELOs); 

• employees who leave working at the headquarters in their home country and take up 
employment in a subsidiary of a given corporation on local terms. The mother company 
does not guarantee them to cover the costs of repatriation to the host county or the 
costs of returning to their native land or the third country. They are called permanent 
transferees (PTs); 

• inpatriates, mentioned before, i.e. both employees from the host country and from third 
countries, who are delegated to the headquarters to gain international experience and 
learn about the global perspective of the corporation’s operations, but also to learn 
about the organizational and national culture and network contacts. They are expected 
to bring “best practices” from the subsidiary to the headquarters. They are named 
reverse expatriates (REs); 

• employees posted by a corporation to the host country, who, after the end of a long-
term contract, are either posted and employed full-time in the subsidiary, or take up 
this job at their own request. These expatriates originate from their parent  country and 
become localized in the host country (LOPATs); 
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• expat-preneurs are composed of two groups – one consists of people who decide to 
start their own business in the host country after the end of the contract, while the 
other group consists of people moving to another country to start their own business.  

The presented classification takes into consideration and reflects dynamic changes in global 
business, which are mirrored in various forms of employment in the contemporary world but 
apart from all of these types of business expatriates, there are also other categories of 
expatriates that embrace students, academic researchers, visiting professors, retirees, 
spouses and children. 
 
In practice, it is quite common that expatriates’ career paths can take different forms, which 
depend on various factors such as corporates human resource strategies, entrepreneurial spirit 
of individuals, courage, well-thought-out and implemented strategy of professional 
development, opportunities, networks of friend and acquaintances on social media, etc. The 
better educated, more skilful and experienced they are the more options in choosing a required 
country of destination they can have. Some countries represent cultures that are more open 
and welcoming to foreigners than others. A brief overview of culture clusters can make to 
understand similarities and differences occurring between countries. 
 
Hofstede’s model of cultural dimensions as an instrument for assessing cultural 
differences between countries 
Considerations referring to the culture should start with defining the term, although it can be 
difficult to select one definition as there were more than 300 of these in the early 1950s 
(Verluyten, 2005). The majority of scientists share opinion that culture embraces “core” values, 
beliefs and norms accessible through socialization, education and upbringing (Magala, 2005). 
In many definitions, that are of an anthropological nature, there are similar elements. It is 
usually emphasized that culture is about shared  norms, values, beliefs and traditions, learned 
behaviours, expectations, ways of thinking, customs and traditions characteristic of a given 
society or a group (Landers, 2017) They are learned and transmitted from generation to 
generation (Erez, Early, 1993).  
Culture may be compared to water for a fish, which feels the lack of it when it is outside. People 
live in their own culture and do not realize what it really is about. Everything is normal and 
natural like breathing until a person leaves the homeland and being abroad can experience 
something unusual and uncommon. It is worth presenting the quotation saying that “what one 
culture may regard as essential, a certain level of material wealth for example, may not be so 
vital to other cultures” (Trompenaars, Hampden-Turner, 2012). 
As Magala (2005),  states “Culture is tacitly assumed to be a survival kit carried as a backpack 
by members of our species going about their business”. The importance, of culture as vital for 
every society, can be illustrated by a deeply moving story of an old Indian chief of the tribe that 
was included in the book Patterns of Culture, written by a pioneering researcher of cultures 
(Benedict, 1935). The old man told her that God had given every folk a clay cup to drink from 
it the water of life. Everyone dipped cups in water but the cups were different and ours broke. 
Our cup no longer exists.  
If we wanted to relate this story to the definition of culture proposed by Hofstede (Hofstede, 
Hofstede, Minkov, 2010), who stated that culture is a collective mind programming that 
distinguishes members of one group or category of people from another, then we could have 
stated that the program of the mentioned Indian tribe had been deleted.  
Hofstede’s concept of culture is also adequate to the digital era and clear for everyone. He 
compared culture to the software of the mind and our brains are equipped with the hardware. 
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The software in our brains depends on culture. In similar definition it can be read that “culture 
is a way of summarizing the ways in which groups distinguish themselves from other groups” 
(Wallerstein, 2000). According to Hofstede’s approach culture is both inherited and acquired, 
as well as learned  from birth, whereas human nature is inherited and universal. It is a kind of 
“operating system”, common to all human beings,  that defines the basic physical and mental 
functions of every person. It is received with genes and constitutes universal level of mind 
programming. Personality, specific for an individual, inherited and  acquired, constitutes the  
third element of Hofstede’s concept. Culture is specific for a group and it is placed between 
human nature and personality. 
Sometimes culture is metaphorically described as an onion or an iceberg or an ocean 
(Schneider, Barsoux, 1997) with outer, middle and inner layers. The outer layer, containing 
artefacts and behaviours, is relatively easy to explore. Values and beliefs, belonging to the 
middle layer, demand some effort to be identified. These two layers consist of such elements 
as language (verbal and non-verbal), religion, economy, politics, social institutions, education, 
customs, values and attitudes, tangible elements and aesthetics, etc. (Simpson, 2012a). The 
third layer includes fundamental statements relating to the existence of Man, the purpose of 
existence, the concept of good and evil, attitude to time, space, environment, relationships with 
other people, etc. It is also the most rooted, durable layer of the culture of a given society. 
Identification of the core assumptions, belonging to the covert patterns of culture, requires a 
hermeneutical approach (Simpson, 2012b). Each culture has its own hermeneutical 
perspective, i.e. a system of intuitively accepted beliefs, norms and convictions, often not fully 
realized by representatives of a given community. It is extremely difficult for an observer from 
the outside to notice and accept the elements belonging to the inner, and therefore the most 
hidden, layer of culture. The lack of knowledge and the aforementioned hermeneutical  
approach to the deepest layer of culture is often a significant barrier to mutual cooperation in 
international business.  
Business always and everywhere is run by people, with people and thanks to people, which 
was clearly indicated, among others, by Mayer (2015), who put this idea as follows: “The sad 
truth is  that the vast majority of managers who conduct business internationally have little 
understanding about how culture  is impacting their work. This is especially true as more and 
more of us communicate  daily with people in other countries over virtual media…”. It is hard 
to argue with this statement and this limited intercultural knowledge must surprise us the more 
when the variety of tools to learn about cultures is so easy accessible in  contemporary times. 
It should be emphasized that the reason may lie in the lack of knowledge and understanding 
of the essence of the covert patterns when  even the members of a given society are not fully 
aware of them. The majority of courses, trainings or the Internet sources are mainly 
concentrated on the outer and middle layers of culture omitting the inner, which demands a 
relatively severe intellectual effort and time. 
 Reaching out and getting to know the hidden layer of culture was initially dealt with by cultural 
anthropologists, but later also by practitioners and theoreticians of international business. 
Models of culture dimensions have been built to facilitate understanding the specificity of a 
given culture and the sources of cultural dissimilarities manifested in business relations, the 
workplace or international projects. 
Some of the models are close to each other, overlap to some extent, while others have an 
original character. The authors of some focus on reaching the deepest layer of culture, while 
others primarily analyze the middle layer of culture or both. Schneider and Barsoux (1997) 
mentioned the following scientists: the pioneers, who examined relations between cultures and 
businesses - Kluckhohn and Strodtbeck (1961), Hall (1966), Schein (1985), Adler (1991), 
Trompenaars and Humpden-Turner (2012). It is necessary to add Gesteland (2005), Varner 
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and Beamer (2011) to the list and also Lewis (2018) with his “blue, red and yellow”  metaphors 
of cultures. Apart from Hofstede’s concept in other models similar dimensions are considered, 
however it is worth mentioning that Hall emphasized the importance of  language  in cross-
cultural communication, dividing cultures into high and low-context. 

 
Originally Hofstede's (1980) research started in 1967 and was continued to 1973. They covered 
117,000 of IBM employees in 40 countries and confirmed the great influence of national culture 
on the attitudes and values professed by employees and manifested in the workplace. The 
conclusion revealed that culture differentiated more than gender, age, occupation and position 
of the employees. The results of  his first research,  containing a four-dimension model, were 
published more than forty years ago. It has to be admitted they did not cover many countries, 
including the PRC, Central and Eastern European or African countries. In the following years 
supplemented publications appeared enriching the model with new countries and dimensions 
– the fifth and the sixth (Hofstede, G., Hofstede, G. J., 2005; Hofstede, G., Hofstede, G. J., 
Minkov, 2010). However, the best source of updated knowledge and current information about 
a particular country is the website of the company established by Hofstede - 
https://www.hofstede-insights.com/models/national-culture/.  
The dimensions of culture, listed in chronological order, are as follows: 

• individualism/collectivism (INV), 

• uncertainty avoidance (UAI), 

• power distance (PDI), 

• masculinity/femininity (MAS), 

• long-term/short-term orientation (LTO), 

• indulgent/self-restrained (IND). 

Individualism and collectivism are the dimensions appearing in almost every model.  In 
individualistic cultures, driven by “I” consciousness, an individual is given relatively great 
autonomy in the field of choosing work and the ways of completing tasks. Work has to satisfy 
and give a sense of self fulfilment. People have the right to lead an independent personal life, 
choose their lifestyle and work. In making decisions regarding different aspects of life an 
individual must also take care of her/his and the closest relatives. The individualistic attitude 
makes interpersonal bonds relatively weak and superficial.  
On the contrary, collectivist cultures, driven by „We” consciousness, build their societies on the 
basis of harmony and understanding, where the interest and honour of the group are the most 
important factors integrating a given community. A group supports and helps an individual in 
difficult life situations but an individual must be loyal towards the group. It may be assumed 
that in collectivistic cultures groups tend to divide people into own members and aliens, it 
means that for expatriates, entering these types of countries can make it difficult to gain trust 
and acceptance of locals. 
Uncertainty avoidance shows the level of danger felt by the representatives of a given culture 
in the face of new, unexpected, unknown and unsure situations. The future is always not sure 
and, to a great extent, unknown and therefore societies react and handle it differently. Cultures 
with a low level of uncertainty avoidance are not afraid of the future and new situations. 
Members of these societies regard it as an ordinary element of their life. In practice it appears 
that representatives of these cultures are very independent and much more tolerant towards 
distinct opinions, behaviours and foreigners. 
 
Cultures with a high level of uncertainty avoidance are in favour of clear situations, regulations 
and structures both in organizations and in private life. People create and implement the 
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mechanisms increasing their feeling of safety and reducing uncertainty. Aggression, stress and 
nervousness reflect a high level of uncertainty avoidance. In such countries, organizations are 
determined by formalized rules of behaviour and by many statutes or procedures. They are not 
tolerant towards distinct concepts, ideas, solutions or abnormal behaviours. Representatives 
of these societies much more eagerly believe in absolute truths. When assessing the 
dimension of uncertainty avoidance from the expatriate's point of view, it can be assumed that 
their adaptation to new working and living conditions should be faster and easier in countries 
characterized by a low level of this indicator. 
Power distance measures the level at which a given society agrees on an unequal division of 
power in organizations, institutions and social and personal life. Representatives of the cultures 
with high level of power distance accept considerable differences in exercising power by 
particular individuals. In enterprises, institutions and offices, great respect is shown towards 
people exercising power. Grades, posts, professional titles and positions in an organization 
and a social status play a key role in mutual relations. This is worth remembering while entering 
and settling in such countries and establishing business contacts. 
The cultures with small power distance attempt to reduce inequalities and seek egalitarianism 
in their private and professional life, however it has to be emphasized that the power of 
superordinates is not questioned. Mutual relations between superiors and subordinates are 
based on partnership and have an informal nature. It should be marked that the majority of 
cultures represent high or medium level of power distance. Typical examples of cultures 
representing egalitarianism are Scandinavian countries and the Netherlands. Expatriates 
leaving for countries that are extremely different in this respect may have difficulties adapting 
to the behaviour and customs prevailing in a given culture. 
Femininity refers to the cultures which accept taking many different roles both by men and 
women whereas masculinity describes the societies explicitly differentiating roles between 
masculine and feminine. Masculine societies appreciate assertiveness, financial resources and 
tangible assets, while feminine societies are characterized by caring about others, especially 
weak individuals. The latter attach great importance to cooperation, reaching consensus, and 
paying attention to the natural environment. Work-life balance and taking care of wellbeing are 
the concepts they actively introduce to their work and personal life. Referring this dimension to 
expatriates coming from countries described as feminine and additionally characterized by a 
low level of the power distance index, it should be concluded that they may have difficulties 
adapting to the conditions in the workplace, where competition between people is more 
important than cooperation. 
The dimension  referring to long-term and short-term orientation, shows “how every society has 
to maintain some links with its own past while dealing with the challenges of the present and 
future” ( Hofstede, 2010). Long-term orientation is regarded as developing virtues bringing 
future benefits such as stubbornness, persistence and saving, while short-term approach is 
more concentrated on the present and past. It is assumed that there are close relations 
between the past and actions taken in the present and future. A low level of this indicator (short-
term) proves that traditions are respected and maintained. Societies with a long-term 
orientation perceive adaptation and pragmatic, situation-dependent decision-making or solving 
problems as necessity. 
The sixth dimension, naming cultures as indulgent and restrained, was described by Hofstede 
(2010) as  the extent to which people try to control their desires and impulses, based on the 
way they were raised”. It is a degree of freedom given to an individual to fulfil he/his wants, 
needs, desires by a society. Indulgent societies leave people much more freedom in this field 
than restrained ones. An individual has the right to gain satisfaction from fun and life enjoyment 
as it is an immanent feature of human nature. At the opposite extreme there are societies that 
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strictly control the satisfaction of needs and regulate them through social and sometimes legal 
norms. People belonging to restrained cultures do not appreciate leisure time and try to control 
fulfilment of their desires and dreams. They are convinced that indulging themselves is against 
social norms and it is generally wrong. 
 
This dimension is of particular importance from the aim of the article’s point of view, because - 
as Hofstede (2011) concluded - there is a higher percentage of people declaring themselves 
very happy in indulgent countries than in restrained ones. 
To sum up, it can be assumed that expatriates relocating between countries characterized by 
a similar level of indicators of cultural dimensions should not have any serious problems related 
to the adaptation process. The course of culture shock [Simpson, 2014] should not be as long 
and deep as it may be in the case of settling in a country with extremely different indicators. 
Usually, cultural distance plays an important role in business relations in general and in the 
expatriate adaptation process in particular, although it has to be remembered that there are 
other factors affecting the level of expatriate’s satisfaction such as the type of expat’s 
personality, the level of education, remuneration, specificity of the job position in the new 
workplace, etc.  
However, the problem is of a greater complexity when Hofstede’s model of cultural dimensions 
is considered. There are countries for which most indicators are at a similar level, but the level 
of one or two dimensions differs significantly. Nevertheless it is worth finding the best countries 
from expatriate point of view and compare them to Hofstede’s model cultural dimensions and 
Happy Planet Index.  

 
The “best and the worst” cultural environments expatriates face 
Methodology and Discussion 
The term “cultural environment” refers to both the country in which expatriates decide to settle 
down and work, and its culture. The selection of the “best and the worst” countries was based 
on the survey conducted by InterNations in 2022, the international organization which  
associates expatriates. The research has been ongoing since 2013 and the results have been 
published every year  in Expat Insider reports from 2014. 
In 2022 there were five aspects of living and working abroad examined and considered by 
InterNations. Every component, apart from personal finance, consisted of some more detailed 
elements:  

• quality of life – travel and transportation, environment and climate, leisure options,  
health and well-being, safety and security,   

• ease of settling in – local friendliness, finding friends, culture and welcome,  

• working abroad – career prospects, salary and job security, work and leisure work 
culture and satisfaction,   

• expat essentials - digital life, admin topics, housing, language, 

• personal finance. 

The survey was running online from 1 to 28 February 2022. The questionnaire was sent to 
InterNations members, company newsletters and its social media profiles. Responses were 
accepted both from members and non-members of InterNations. The target audience consisted 
of different types of expatriates, including CAEs and SIEs. The total number of participants in 
the survey was 11.970 They were representing 177 nationalities living in 181 countries or 
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territories. The minimum number of responses letting to include a given country to the report 
was 50 completed questionnaires and that limitation meant that only 52 countries were 
presented. Much more detail on the methodology can be found in the InterNational report 
(Expat Insider 2022). The final ranking is constituted of average  results of these five 
components. The volume of the article is limited and therefore the 10 best and worst 
destinations from the point of view of the respondents of this survey were selected for a deeper 
analysis. There were ten most common countries of residence: Germany, United Arab 
Emirates, Spain, USA, United Kingdom, Switzerland, France, Italy, Netherlands and Canada, 
while the ten most common nationalities were represented by US American, British, Indian, 
German, Italian, French, Canadian, Nigerian, Australian and Dutch.  
 

Top countries Bottom countries 

Position 2021 Position 2020 Position 2021 Position 2020 

1. Mexico 1. Taiwan 43. Malta 50. Malta 

2. Indonesia 2. Mexico 44. Italy 51. India 

3. Taiwan 3. Costa 

Rica 

45. Turkey 52. Turkey 

4. Portugal 4. Malaysia 46. South Africa 53. Cyprus 

5. Spain 5. Portugal 47. Japan 54. Japan 

6. UAE 6. New 

Zealand 

48. Luxembourg 55. Egypt 

7. Vietnam 7. Australia 49. Cyprus 56. Russia 

8. Thailand 8. Ecuador 50. Hong Kong 57. South 

Africa 

9. Australia 9. Canada 51. New Zealand 58. Italy 

10. Singapore 10. Vietnam 52. Kuwait 59. Kuwait 

Table 1: Ten the best and worst cultural environments in the opinion of expatriates in 2020-2021  
Source: Expat Insider 2021, The Year of Uncertainty. InterNations, https://www.internations.org/expat-

insider/2021/ [access: 10.10.2022]; Expat Insider 2022, Expat-Insider-2022-Survey.pdf [access: 
15.12.2022] 

The simplest and the easiest method of presenting the findings  is to show them in tabular form. 
To demonstrate changes over the years 2020-2021, the results of the 2021 report were also 
shown (see: table 1). 
 
There were several changes between positions of the best countries in 2020 and 2021, 
although they are not significant except for New Zealand  which drastically changed its position 
moving from the best destination for expatriates to the worst in 2021. Luxembourg and Hong 
Kong arrived in the group of countries assessed by expatriates as worst. Surprisingly Costa 
Rica disappeared from the top ten although this  country had been in that group for many years, 
as data in  Expats Insider reports proved (Expats Insider, 2014-2021).   Knowing how countries 
of expatriation were perceived and evaluated by incomers it is necessary to present the 
countries assessed by their citizens as the best and happiest places for living. Two regularly 
published reports were used to show ten top and bottom countries in 2021: the Happy Planet 
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Index and the World Happiness Report (see: table 2). However, different methodology was 
utilized in the both of them,  there are some common elements and that is why it is worth 
presenting both of them. To develop Happy Planet Index the following factors were considered: 
life expectancy, experienced well-being, inequality of outcomes, and ecological footprint 
(Happy Planet Index, 2022). In the World Happiness Report the following factors were 
examined: GDP per capita, social support, healthy life expectancy, freedom, generosity and 
corruption. Apart from these objective factors there is also subjective perception of people 
included to the report, named life evaluation and based on the Gallup World Poll (World 
Happiness Report, 2022). 
There are countries which can offer both the longest, happiest and sustainable lives in a  
friendly natural environment and with  relatively equal wealth distribution, as  shown in the table 
2. There are also rich countries,  like Qatar, but with a very poor ecological footprint that is 

pulling down other scores which are relatively high, as shown in the table 3.  

 
No. Happy Planet Index World Happiness Report 

1. Costa Rica Finland 

2. Vanuatu Denmark 

3. Colombia Switzerland 

4. Switzerland Iceland 

5. Ecuador Netherlands 

6. Panama Norway  

7. Jamaica Sweden  

8. Guatemala Luxembourg  

9. Honduras New Zealand  

10. Uruguay Austria 

Table 2: Top ten countries happy and satisfied countries in 2021 
Source: Happy Planet Index ranking of countries that offer the happiest and most sustainable lives to 
their people 2021. https://www.statista.com/statistics/236081/happy-planet-index/?locale=en [access: 

23.01.2023]; World Happiness Report 2022. https://worldhappiness.report/ed/2022/ [access: 
23.01.2023] 

 

No. Happy Planet Index World Happiness Report 

1. Quatar Afghanistan 

2. Mongolia Lebanon 

3. Central African Republic Zimbabwe 

4. Lesotho Rwanda 

5. Zimbabwe Botswana 

6. Sierra Leone Lesotho 

7. Afghanistan Sierra Leone 

8. Chad Tanzania 

9. Trinidad and Tobago Malawi 

10. Luxembourg Zambia 

Table 3: Bottom ten unhappy and unsatisfied countries in 2021   
Source: Happy Planet Index ranking of the worst countries for offering happy and sustainable lives to 

their people in 2021. https://www.statista.com/statistics/236082/happy-planet-index-of-unhappiest-
countries/ [access: 25.01.2023]; World Happiness Report 2022. https://worldhappiness.report/ed/2022/ 

[access: 25.01.2023] 
 

Comparing data of the left hand side of the table, representing, relatively poor countries, except 
Switzerland that is placed in  the both reports,  to the right one, proves that although objectively 
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they belong to “happy countries” according to the Happy Planet Index,  their citizens do not 
seem to be satisfied and look for jobs and life in  the wealthier parts of the world. It can be 
stated that the reason of their high position in this ranking lies probably in the completely 
different methodology utilised in the both reports.  
Happy Planet Index focuses primarily  on  our planet and ecological footprint which can be 
understood as the result of underdevelopment of these countries. Their citizens and industries 
do not produce massive pollutions, but rather emigrate. In none of them people evaluate their 
lives positively as comparison of the data in the  tables 2 and 3 shows. 
Comparison of  both reports sometimes leads to intriguing questions, e.g.: why one of the 
richest societies, like Luxembourg, where people perceived themselves happy, is classified as 
unhappy according to Happy Planet Index and it is also similarly perceived by expatriates (see: 
able 1). Finding the answer for explanation this case demands further and deepened studies 
and as it is not the main purpose of this article the examination of this issue can be continued 
in the future.  
One more comment should be undertaken when regarding the Nordic cluster of cultures. They 
are leading countries when the subjective perception of happiness is considered. The majority 
is placed on the of the Human Development Index (Human Development Reports, 2021-2022), 
that measures social and economic development  of the world countries. Nordic societies 
represent a great care of the natural environment, believe in and implement the concept of 
sustainable development. Loesche (2017) adds another factor such as equal and transparent 
distribution of wealth. Generally, they do not have to emigrate and look for better life and work 
conditions and if so, it is more due to the delegation by the company to work abroad than on 
its own initiative2.  
Concluding, it can be stated that there is no correlation between expatriates’ and residing  
citizens’  perception of the “best and worst” countries, as shown in the collected data.  

Interconnections between cultural environment  and expatriates' contentment and 

satisfaction 

 
No. Country INV UAI PDI MAS LTO IND Position in 

the Quality of 
Life Index 

1. Mexico 30 82 81 69 24 97 47 

2. Indonesia 14 48 78 46 62 38 73 

3. Taiwan 17 69 58 45 93 49 36 

4. Portugal 27 99 63 31 28 33 22 

5. Spain 51 86 57 42 48 44 16 

6. UAE 36 66 74 52 22 22 15 

7. Vietnam 20 30 70 40 57 35 76 

8. Thailand 20 64 64 34 32 46 72 

9. Australia 90 51 38 61 21 71 9 

10. Singapore 20 8 74 48 72 46 28 

Table 4: Cultural dimensions specific for ten countries perceived by expatriates as the best for working 
and living and the position in the Quality of Life Index  

All the indicators above 50 indicate the presence of a given dimension. 

 
2 Having lectures for Finnish students in International Human Resource Management I asked the following question: 
“Who would like to go abroad to live and work there?” To my surprise none from forty student raised a hand. Then I 
asked” “Why?” After  a while somebody asked very shortly: “What for”, as Finns are very economic with words. 
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Source: Expat Insider 2022. Expat-Insider-2022-Survey.pdf [access: 15.12.2022]; Country Comparison. 
Hofstede Insight. https://www.hofstede-insights.com/country-comparison/singapore/ [access: 

25.01.2023]. Quality of Life Index. NUMBEO. https://www.numbeo.com/quality-of-
life/rankings_by_country.jsp [access: 25.01.2023] 

 
METHODOLOGY AND DISCUSSION 
In order to identify the relationship between the cultural environment of expatriates and their 
satisfaction and satisfaction with living and working conditions, the Expat Insider and the data 
contained in Table 1 and the dimensions of Hofstede cultures were again used. Each country 
in the top and bottom ten is shown through the prism of its specific dimensions of culture 
available in the Hofstede Insight. 
 
With regard to cultural dimensions it is hard to confirm the assumption that there is a clear 
correlation between the above ranked countries. It can only be concluded that all countries 
except Australia and to a very limited extent Spain belong to individualistic societies, the 
majority of the best countries represent collectivistic cultures. Apart from Australia and Vietnam 
the rest of the examined countries are characterized by high or very high level of uncertainty 
avoidance. The highest level of this indicator belongs to Mexico, Spain and Portugal. The 
situation is very similar where power distance is concerned, the only exception is Australia. The 
majority of the countries represent femininity, excepting Australia, Mexico and United Arab 
Emirates. Australia and Mexico are classified as indulgent cultures while the rest belongs to 
the restrained countries. Generally long-term orientation is characteristic for Asian countries 
that is also visible in the table 4  - except Indonesia, Taiwan, Singapore and Vietnam the other 
countries belong to short-term oriented cultures. In 2020 there was New Zealand in the group 
of the best countries for expatriates but when personal finance and disposable household 
income decreased significantly  the country became less attractive from the expatriate point of 
view in 2021.  
It may be foreseen that the next country losing its popularity among expatriates, in particular 
SIEs types, will be Australia, where cost of living is rising in relation to the growth of salaries. 
South-Asian countries were of popularity because of the attractive level of the disposable 
income, friendly attitudes of local residents towards incomers, and climate but even there the 
situation has been changing. 
It has to be admitted that CAEs choices are limited to a certain extent as the decision about 
assigning managers in foreign countries is the result of many factors among which one of the 
most important is the economic factor. Remuneration package of international man.agers 
contains many elements; apart from the base salary there are  various allowances such as 
hardship premium, education, accommodation, relocation, Cost of-Living Allowance, etc. The 
last point relates to a country where costs of living are higher than in the parent country. There 
are other factors, that have to be considered on whether to delegate a manager abroad for the 
long-term or short-term stay abroad, such as dynamics of inflation rate, tax system in the host 
country, the level of exchange rate and so on. Rising costs (Wilson, 2023) of living all over the 
world, caused by many factors, including COVID-19 and the war in Ukraine, are one of the 
reasons for the dynamic increase in remote work, including remote management. 
Having considered the  attractiveness of various cultural environments from expatriates’ point 
of view, it can be concluded that the culture of the country of destination is of less importance 
than disposable income and the ease of setting, which was highlighted by expatriates surveyed 
by InterNations.  
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CONCLUSIONS 
In the contemporary turbulent world, navigating through the accelerating IT revolution, 
pandemic, wars (Grant, Haide, Raufuss, 2023), dramatic climate changes, causing, among 
others, intensification of migration of people, global competition both on the economic and 
political level, top managers of many international companies  face severe challenges. The 
same challenges are faced by individuals who have to make decision of great importance on 
their future life and work career. Intensified migration caused by the above mentioned factors, 
along with the development of different forms of international business activity is one of the 
reasons that long-term contract become less popular than short-term and other systems of 
global mobility in such a  deeply interrelated world. The growing number  of self-initiated 
expatriates can be observed as a regular trend in contemporary business.  
Differences between various cultural environments, presented with utilisation of Hofstede’s 
model of cultural dimensions, seem to be of less importance than economic factors when it 
comes to making decision about expatriation both by individuals and companies. The first 
category (SIEs) seek for the best  countries from their individual point of view, led first of all by 
financial reward, while the latter for similar reasons can substitute CAEs with remote work, 
short-term contracts, frequent business travels, etc. 
The same reason was the major when assessing various cultural environment from expatriates 
point of view. Countries that offered good working and living conditions, and above all a level 
of disposal income, deserved the positive assessment of expatriates surveyed by InterNations, 
as  was shown in the article. The cultural environment is not so important, in this case, although 
it may be added that culture shock does not last long and is not very deep as expatriates, 
immigrants and refugees departe to the country belonging to the same culture cluster. 
Concluding, it can be stated that it was not possible to find arguments for clear and unequivocal 
relation between  cultural environment and expatriates’ contentment. 
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COME TO STAY? CAREER PATHS OF INTERNATIONAL 

STUDENTS IN UPPER AUSTRIA AND IMPLICATIONS FOR HR 

MANAGEMENT 
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University of Applied Sciences Upper Austria, Austria 

INTRODUCTION  

For more than a decade, migration and business studies have researched on the increased 

global competition for skilled labour. This phenomenon, often referred to as the “global war for 

talent” (Beechler & Woodwart, 2009), is fueled by the demographic decline in many 

industrialized countries. Among those also Austria, where companies as well as political 

initiatives on the European, national, and regional level have been making quite some effort in 

recent years to attract highly skilled migrants from abroad. One of these efforts is the increase 

in English-taught study programs offered at higher education institutions (HEIs). 

The University of Applied Sciences Upper Austria (FH OÖ) currently offers nine international 

study programmes on Bachelor’s or Master’s level and has been providing numerous highly 

skilled and well-educated international talents to the local industry. What are international 

students’ career paths after graduation from FH OÖ?  

This paper presents the research design of a current survey among international graduates of 

selected study programs at Wels Campus of the University of Applied Sciences Upper Austria. 

It provides insight into preliminary survey results and discusses possible implications for HR 

management in the region. 

INTERNATIONAL STUDENTS AS HIGHLY SKILLED MIGRANTS 

As a report by the International Organisation for Migration (IOM) on “Attracting and Retaining 

International Students in Austria” emphasizes in its introduction:  

 

“Retaining international students in the EU continues to be another challenge, with only a tiny 

fraction of international graduates taking up permanent residence in an EU Member State for 

the purpose of employment” (Bassermann 2019). 

 

This challenge is not only true for Europe, but also in the U.S., Canada and other industrialized 

countries, the effort continues to retain more internationals students in the country after 

graduation (Singer 2023). 

LITERATURE REVIEW 

Scholars have researched the topic of highly skilled migration from a variety of perspectives: 

from the macro-level such as governmental immigration policies, to the meso-level of 

organizations and companies seeking international employees, to the micro-level of migrants 
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as agents in their own lives (Weinar et al.2020; Klabunde and Willekens 2016; Czaika et al. 

2021).  

International students on tertiary education level undoubtedly can be considered as highly 

skilled migrants, if not before, then for the latest upon completion of their studies. Their 

intentions to stay in a country upon graduation depend on a multitude of factors and for most 

of them, the decision whether to return home might become increasingly difficult, the longer 

they have been staying in the host country (Alberts and Hazen 2005, p. 148). Another study 

about foreign students in the U.S. analyzes how factors such as job opportunities and the 

professional networks in their home and host countries, the successful integration to the U.S. 

educational culture, differences in salary and overall quality of life, to social ties to the home 

country and opportunities for family members in the host country interact (Han et al. 2015).  

If the goal is to increase the number of students from abroad staying for employment after 

graduation, Glorius (2016) recommends a close cooperation and coordinated approach 

between local immigration authorities, higher education institutions and companies. She 

analyzes international students in Germany and their decisions from a life-course perspective 

and argues, that the transition from university to work life is a biographical status passage. 

Hence it is a decisive time in their lives, where graduates make plans where in this world to 

move on to or settle down. Another finding of her case study is, that English-taught study 

programs do not automatically lead to acculturation to the local culture (Glorius 2016, p. 371). 

Career paths of international students in Upper Austria 

Drawing from existing research on international student’s stay decisions in other countries, a 

current research project of the author investigates the career paths of international students 

who graduated from the University of Applied Sciences Upper Austria (FH OÖ) in the past 

years. The aim is to gain a first overview, where the graduates are currently working and where 

their career paths have taken them, both geographically and in terms of their professional 

careers.  

 

The first focus group for the survey are students who graduated from English-taught study 

programs at Wels Campus, the School of Engineering of FH OÖ. Survey questions include the 

following topics: 

• Previous and current employment information: career company / location / position 

• Internships and industrial projects during studies 

• Factors in career decision making after graduation  

• Perceived level of integration in Austria, level of German language skills 

• Previous international experience and plans for mobility or settlement in next years 

 

Survey data shall then be analyzed for discovering any patterns and causalities in their career 

paths. An interesting aspect will be to find out if or how the practical experience and level of 

local integration during the period of studies affected the career paths of the graduates. At a 

later stage, this research project will then select relevant survey respondents for follow-up 

personal interviews to gain more in-depth insights about career paths and the variables in 

decision making to stay, move on or return home. 
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Implications on Human Resource Management 

In the “war for talents”, many recommendations have been given to HR managers from 

Employer Branding to Diversity and Talent Management (Busold et al. 2019). This paper tries 

to contribute with the collection of data from the region of Upper Austria and the focus on a 

very specific group of potential future employees for the local industry: international students. 

This group has a big advantage compared to other highly skilled migrants, who companies try 

to recruit from abroad: they are already in the country. This is not only beneficial in terms of 

relocation costs or immigration bureaucracy. Having studied in the country for a few years most 

likely also helped to gain intercultural and language skills – besides expertise in their area of 

study. At least, they have a better understanding of what they are to expect when living and 

working in this country. And having taken a decision to stay after graduation, they might be 

more likely to settle down permanently than an employee newly recruited from abroad. If 

resources are scarce, they need to be wisely managed – and this also accounts for human 

resources. Focusing their recruiting efforts on international students currently studying here 

and offering them a smooth transition from university to work life is one of the actions, 

companies in Upper Austria can take to not waste any time or talent. Many have started to use 

this potential and the business agency of Upper Austria has even set up an initiative to match 

employers and students one year prior to graduation (Business Upper Austria 2023). 
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INTRODUCTION  

The war in Ukraine has changed the lives of all inhabitants. Many of the Ukrainians were forced 

to leave their houses and move abroad or to another Ukrainian region. In addition to changing 

Ukrainian inhabitants’ location, the war also changed their goals in the life and their basic 

values. Values are antecedents of the attitudes and behaviors of people that is why one of 

common ways of analyzing life goals and their achievement is value analysis. 

INTERGENERATIONAL VALUE CHANGE THEORY 

Egri C. and Ralston D. (2004) indicated “significant macro-level social, political and economic 

events that occurred during a birth cohort’s impressionable pre-adult years result in a 

generational identity comprised of a distinctive set of values, beliefs, expectations and 

behaviors that remain relatively stable throughout a generation’s lifetime.”  

Changes of values because of historical and economic changes in the environment (Bandura, 

1995) produces unique subcultural value structures (Howe & Strauss, 2007) such as 

generational value structures. 

Egri C. and Ralston D. (2004) mentioned that generations growing up in times of economic, 

societal and physical insecurity would place high value importance on modern values while 

generations growing up in periods of stability, prosperity and security prefer post-modern 

values. Main modern values are economic determinism, rationality, materialism, conformity and 

respect for authority. Post-modern values are include equalitarianism, individualism, and 

interpersonal trust, tolerance of diversity, pluralism, irony and self-transcendence. 

THE GENERATION Y 

The generation Y also known as the Millennials, the generation Why, the generation Next, the 

generation Zero, “Thumb generation” and “Network kids” grew up in the new era of 

globalization, communicational technologies, terrorist attacks, military conflicts and epidemics. 

Generation Y have been heavily influenced by strong family relationships (Blyznyuk & Lepeyko, 

2016). 

Generations are classified in four different archetypes, namely Artists, Prophets, Nomads, and 

Heroes (Strauss & Howe, 2007). The G.I. Generation that preceded the Traditionalist is an 

example of a Hero generation, and, so too appears to be the Generation Y. They share a return 

to more conservative (modern) values. Indeed, the generation Y is more civic- and family-

oriented than any other generation since World War II, reversing long-term trends toward 

increased rates of criminal activity, drug use and teen pregnancy (Fritzson, Howell & Zakheim, 

2008). Like their great-grandparents, the generation Y appear to be deeply committed to family, 

community and teamwork. They are characterized by focusing on quick results and importance 

 

Full version available at https://www.global-business.at/ 



72 

 

of self-realization, looking for comfortable psychological climate, flexible schedule, informal 

communicational style and entertainment component in any activity (Blyznyuk & Lepeyko, 

2016). 

Ukrainian Generation Y 

Blyznyuk T. and Lepeyko T. (2016) indicated that Ukrainian generation Y (1987-2005, now age 

36-18) has no big differences in values and attitudes in different countries because of global 

processes in the world. However, the war in Ukraine started in 24.02.2022 could dramatically 

change the generational value structure of this generation. According to the generational 

archetype developmental stages (Strauss & Howe, 2007) the generation Y is now young adults 

at the stage of crisis. Moreover, if the outer world crisis will be handled well, this generation 

become active participants in the building and championing of new values and institutions. 

In the survey, respondents were classified into Ukrainian generation Y based on their year of 

birth. Representatives of Ukrainian Generation Y were born from 1987 to 2005 (Blyznyuk, 

2017), so Ukrainian Generation Y is 22.57% of the Ukrainian adult population. 

According to Rokeach’s approach (1983), there two types of values: 

Terminal values are beliefs that certain ultimate goals of individual existence are worth 

striving for from a personal and social point of view. They are the main individual goals, 

reflecting a long-term life perspective, and they can be achieved through instrumental 

values. These values are formed during the period of socialization of the individual (up 

to 14 years) and it is practically impossible to change them in adulthood. 

 Instrumental values are beliefs that a certain course of action from a personal and social 

point of view is better in any situation. They are determined at each specific stage of a 

person's understanding of a life situation, so their change occurs every time a person 

feels the inconsistency of these values. 

Rokeach M. (1983) mentioned that belonging to a culture (national, organizational) determines 

the hierarchical structure of both terminal (national culture) and instrumental (organizational 

culture) values. Based on the results of the ranking of values (terminal and instrumental), 

hierarchical structures of these values are obtained for a specific social group (or individual). 

Hypothesis 1: The impact of the war in Ukraine changes the generation Y structure of basic 

values (terminal and instrumental) dramatically. 

Hypothesis 2: The share of modern values among the most significant and indifferent basic 

values of the generation Y has increased because of the war impact. 

METHODOLOGY 

In the survey, the Rokeach Value Survey (RVS) (1983) was used. RVS is short, easy to 

translate, and has shown its reliability and validity in different cross-cultural research studies 

(Connor & Becker, 2003) last 50 years. RVS is based on the direct ranking of terminal values 

and instrumental values.  

RVS was distributed to students of the Simon Kuznets Kharkiv National University of 

Economics. Completion of the survey was anonymous and voluntary for participants. The 

respondents’ number was 140 personalities.  

The generational value structures of Ukrainian generation Y were compared for three periods: 
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2016 (period before the COVID-19 pandemic and the war in Ukraine) (Blyznyuk, 2017); 

2020 – 2021 (period of the COVID-19 pandemic) (Blyznyuk, Lepeyko & Mazorenko, 2022); 

April – May 2022, period after begging of the war in Ukraine. 

The results of the survey are shown in the Table 1 (fragment). 

 

Table 1: Changes in values of Ukrainian Generation Y: impact of the war (fragment). 

 

The results of this survey have some limitations. First of all limitations related to the regional 

placement of respondents (Kharkiv region of Ukraine), since the ranking of values in different 

regions of the country may differ. Second one is limitations of Rokeach’s approach of ranking 

values.  

CONCLUSIONS 

This survey details how generational values have changed over time under the influence of the 

war in Ukraine. Both hypotheses were confirmed. It was founded changes of Ukrainian 

generation Y structure of basic values (terminal and instrumental) dramatically by changing the 

structure in the composition of the most significant, indifferent and unimportant (absolutely 

rejected) terminal and instrumental values and proportion of modern and post-modern values 

in each group of terminal and instrumental values. Ukrainian generation Y is more focused on 

achieving materialistic values that are related to well-being, physical and psychological 

security. 

The results of this survey can be used as a background for developing of practical 

recommendations for personnel management of a company and for coordination study process 

for Ukrainian generation Y. Moreover, these will be areas for further research. 

  

Value 

Ranking of values 
(period) 

Increase/decreas
e (+/-) 

Type 

2022 
2020 –
2021 2016 2022 

2020 –
2021 

modern postmo
dern 

The most significant terminal values 

Inner harmony 1 2 2 -1 - - + 

Active and interesting life 2 1 1 +1 - + - 

Freedom 3 14 13 -11 +1 - + 

Health 4 4 4 - - + - 

Interesting job 5 5 5 - - + - 

Love 6 6 6 - - + - 

The most significant instrumental values 

Intelligence and education 1 4 5 -3 -1 + - 

Honesty 2 16 15 -14 +1 - + 

Responsibility 3 10 9 -7 +1 - + 

Independence 4 8 7 -4 +1 -- + 

Manners and politeness 5 3 3 +2 -  + 

Self-control 6 9 11 -3 -2 +  
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INNOVATIVE APPROACHES TO CONTINUING VOCATIONAL 

TRAINING: EXPLORING THE POTENTIAL OF 

CONTEMPORARY TRENDS 

Vasilii Ostin 

Technical University Liberec, Czech Republic 

INTRODUCTION  

Nowadays, businesses face the essential need for employee development. The proactive 

worldwide utilization of information and communication technologies has enabled the 

development of outdated processes (Jameel et al., 2017; Koraca, 2020). The objective of this 

study is to examine the significance of continuing vocational training (CVT) in European 

companies. Additionally, the paper demonstrates how contemporary trends such as Virtual 

Reality, Artificial Intelligence, and Intelligent Learning Environment can be used to increase 

employee training efficiency. Through the use of secondary data analysis, this research aims 

to identify innovative approaches of CVT and investigate the feasibility of implementing 

contemporary trends in this field. 

To better orient in a constantly changing environment, companies are effectively investing in 

their employee’s development. Vodák and Kuchárčíková (2011) define the employee training 

process as continuous learning, which may be suspended for a while under outside 

circumstances. At the same time, according to Sanchez et al. (2003), CVT and employee 

development are imperative conditions for developing company competitiveness. Training can 

also be described as a potential employee benefit and source of satisfaction (Maršíková et al. 

2015, Aguinis et al. 2009). The vocational and education process inside organizations did not 

come to a complete halt even during the COVID-19 crisis. However, employee education was 

slowed down with the implementation of the new normal and standards (Estevez et al., 2023). 

Moreover, it was necessary to apply modern technologies and trends to maintain a competitive 

position on the market (Kshirsagar et al., 2020).  

A survey conducted by Pricewaterhouse, which involved 1,004 respondents, aimed to 

investigate the adoption of virtual reality tool in employee development process. The survey 

results indicated that approximately 51% of companies are proactively engaged in integrating 

virtual reality (VR) technology into their businesses. Furthermore, the survey also indicated that 

employees spend roughly 1% of their workweek on vocational education, emphasizing the 

need for productive and efficient use of this time. The survey revealed that application of VR 

technology is four times more efficient than eLearning methods. These findings underscore the 

potential of VR technology to enhance employee development and improve the overall 

effectiveness of CVT programs. 

  



76 

 

METHODOLOGY 

The research paper was conducted based on the detailed literature review, previous 

observations, and quantitative data analysis from the Continuing Vocational Training Survey 

(CVTS) carried out by Eurostat. The survey's primary goal is to collect data and information 

about the development of employees' CVTs within European enterprises. The statistical 

population was structured based on enterprises with ten or more employees belonging to 

specific NACE sectors. The total number sample size of CVTS 5 was 111,000 enterprises. The 

total number sample size of CVTS 6 was 113,000 enterprises. This paper analyse data from 

Central European markets, specifically Germany, Czechia, and Slovakia.   

To answer below research questions, the author conducted a detailed literature review of 

observed topics and inspected research in the field of CVT / contemporary trends. The 

secondary data were also compared to support the conclusions of this paper. The research 

questions were formulated and answered based on the inputs collected.  

• RQ1: What are the main reasons to implement contemporary trends in CVT?  

• RQ2: Which employee skills can be developed and trained by the contemporary 

trends’ solution?  

RESULTS AND DISCUSSION 

This chapter presents the primary outcomes obtained from the secondary data analysis in 

response to the two research inquiries stated earlier. 

CVT and contemporary trends potential in Central Europe 

To confirm RQ1, the author analyzed Eurostat secondary data on the cost of CVT courses, 

with costs converted to purchasing power standards for cross-country comparisons. The 

average cost was 1,441 PPS per participant, with variations in cost across countries. PwC's 

Survey suggests that VR training can be cost-effective and more efficient than eLearning. VR 

training should achieve cost parity with eLearning in the case of 1,950 successfully trained 

participants. Eurostat data also show that lack of employee time (36,8 % of respondents) and 

high costs of CVT courses (23,4 %) were the most frequent barriers to providing training within 

enterprises. Hence, as a positive measure, VR reality can be evaluated to support enterprises 

with the barriers mentioned above.   

Requested employee skills and contemporary trends  

In contemporary times, European enterprises are proactively developing their CVT strategies 

(Yan et al., 2021). To ascertain the primary skills required for the advancement of Central 

European enterprises, the author has prepared Table 1 based on secondary data available 

from the European Centre for the Development of Vocational Training (CEDEFOP). The 

following information illustrates significant and relevant skills that are currently in demand by 

enterprises in 2021. The leading position within demonstrated requested skills are "Accessing 

and analyzing digital skills" and "Using digital tools." In all researched countries, the secondary 

data indicate the highest percent share compared to other employee skills. Sostero and Tolan 

(2022) prepared a technical digital skills report, where the authors confirmed that high-skills 

occupations are highly affected by the AI skills demand. Therefore, based on a recent study, 

the implementation of AI solutions in organizations can have a positive impact on the 

development of digital skills. Additionally, Adhikari (2020) conducted a study investigating the 
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relationship between the utilization of AI solutions, gamification, and employee development. 

The findings of the study supported a positive correlation between these variables. According 

to the author, AI application in a combination of intelligent education environment 

(Gamification) may support businesses to solve issues, develop employees' creativity, and 

extent the business potential. Therefore, it is possible to develop other highly demanded 

employee skills, such as Solving problems ", "Communication, collaboration, and creativity" by 

leveraging AI solutions in combination with intelligent educational environments. 

 

Mainly demanded skills 
Czechi

a 
German

y 
Slovaki

a 

Accessing and analysing digital data 10.0% 21.8% 27.0% 

Using digital tools for collaboration, content creation and problem 
solving 

8.8% 18.1% 22.3% 

Creating artistic, visual or instructive materials 3.1% 11.7% 4.3% 

Solving problems 7.0% 8.3% 9.9% 

Communication, collaboration and creativity 5.1% 8.0% 4.4% 

Table 1: Enterprises providing training by type of training 

Own elaboration based on data from CEDEFOP (2021) 

CONCLUSION 

The framework proposed in this paper and the results based on the comprehensive literature 

review enable to identify the potential applications of contemporary trends in the business 

environment, specifically in continuous vocational training. This study has focused on 

examining the attitudes of enterprises in selected central European countries towards the CVT 

process and its significance within business activities. Accordingly, the findings enable to 

analyze the potential utilization of contemporary trends, including the areas and employee skills 

that are in high demand by enterprises in Central Europe.  
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SHORT ABSTRACT 

The vast majority of literature supports the theory that entrepreneurship increases 

economic activity.  Schumpeter identified such entrepreneurial activity as core to his thesis on 

creative destruction.. His primary contribution stems from his core theory that 

“entrepreneurship is the engine of national economic growth.” Further, in both developed and 

developing markets, entrepreneurship has been shown to be strongly associated with positive 

economic development. But, as revealed in the Global Entrepreneurship Monitor (GEM), not 

all entrepreneurship creates a positive impact on an economy. Thus, it is important to develop 

a deeper understanding of the business climate and the ecosystem that leads entrepreneurial 

activity to foster economic growth. This paper delves into the role of human capital (HC) and 

corruption (CPI) in developing the type of entrepreneurial climate that leads to economic 

growth. Using data gathered from the Global Entrepreneurship Monitor (GEM), the World Bank, 

and various NGO data sites, this paper conducts an empirical investigation of the impact of 

human capital (HC) and corruption (CPI) on the overall level of entrepreneurial activity (TEA), 

and follows this by further studying the impact of these antecedent factors on the disaggregated 

levels of total entrepreneurial activity; namely, opportunity-motivated entrepreneurial activity 

(OME), and necessity-motivated entrepreneurial activity (NME). 

EXTENDED ABSTRACT 

INTRODUCTION 

Entrepreneurship is widely seen as a core component to national and regional level 
economic growth.  Both theoretically and empirically, increasing levels of entrepreneurial 
activity in a nation is seen as an antecedent to core economic development, spillover activity, 
and overall job creation. Schumpeter (1939), established what is still widely seen as the core 
theory on connecting entrepreneurship and the economy and stated that entrepreneurship is 
the engine of national economic growth. Further, he provided evidence that innovation is what 
determines the value of entrepreneurship to economic society (Valliere & Peterson, 2009). In 
later studies, Porter (1990) agreed stating that “entrepreneurship is at the heart of national 
advantage (Porter, 1990, p. 125). 

The economic, social, and political value of entrepreneurial activity cannot be 
overstated. In developed economies entrepreneurship, driven by the high-tech sector, helps 
bring new technologies to market, provides efficiencies through innovation, and increases the 
opportunities for job growth. Developing countries have also seen significant impacts in the 
form of substantial poverty reduction and increased standards of living – all owing to the rise 
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of innovative and entrepreneurial activities and the emergence of new ventures (Mohapatra, 
Rozelle, & Goodhue, 2007). 

However, it is not simply entrepreneurship in general that drives economic growth. 
Research suggests that the type of entrepreneurial activity, plays a deciding role in how 
entrepreneurial activity impacts an economy. Entrepreneurial activity (measured in total) tends 
to behave differently in developed economies verses developing economies, and research has 
indicated that studies incorporating only the level of total entrepreneurial activity can be 
misleading.  Total entrepreneurial activity, as defined by the Global Entrepreneurship Monitor 
(GEM) is comprised of two primary components: opportunity-motivated entrepreneurial activity 
(OME) and necessity-motivated entrepreneurial activity (NME). Research indicates that these 
disaggregated components will behave differently in developed verses developing economies 
and that the level of total activity is not accurately reflected by either component (Bryant and 
Javalgi 2016). Further, the level of overall economic development of a nation impacts how 
these components influence economic growth. 

The preponderance of research on the impact of entrepreneurial activity indicates a 
clear relationship with economic activity.  However, what is less understood are the 
antecedents that lead to a thriving entrepreneurial environment. The entrepreneurial 
environment that fosters economic growth of a nation is complex, incorporating economic, 
social, and political factors. Existing research into entrepreneurship largely is focused on the 
relationship between entrepreneurial activity and economic growth, but research into the 
factors involved in developing the climate to encourage a thriving entrepreneurial activity is 
largely lacking. This study attempts to fill that gap. More specifically, the study attempts to 
address the following four research questions: 1) What is the relationship between human 
capital and entrepreneurship: specifically, how does human capital influence TEA, OME, and 
NME; 2) What is the relationship between corruption and entrepreneurship: specifically, how 
does corruption influence TEA, OME, and NME? 3) Does the existing economic status of a 
nation (developed -vs- developing) influence the relationship between human capital and 
entrepreneurship? 4) Does the existing economic status of a nation (developed -vs- 
developing) influence the relationship between corruption and entrepreneurship? 

To facilitate investigation into these questions, our empirical analysis uses data from 
several sources including (1) the Global Entrepreneurship Monitor (GEM), (2) the United 
Nations Development Program (UNDP), and Transparency International (TI). From the GEM 
model, we utilize TEA, OME and NME. The key features of the GEM model are data that are 
completely harmonized across time and nations to allow for cross national study comparison. 
Additionally, these data are widely used by entrepreneurship scholars (Reynolds, Camp, 
Bygrave, Autio, & Hay, 2001). The total entrepreneurial activity rate (TEA) measures the 
proportion of working-age adults in the population who are either involved in the process of 
starting-up a business or are active as owner-managers of enterprises less than 42 months 
old. The opportunity-motivated activity rate (OME) and the necessity-motivated activity rate 
(NME) are the 2 subcomponents of TEA (Wong, Ho, & Autio, 2005). From the United Nations 
Development Program, we utilize measures for human capital (specifically from the Human 
Development Index (HDI). Finally, from Transparency International we utilize the CPI index as 
a measure of perceived national level corruption. 

EXPECTED CONTRIBUTION 

This study makes several important contributions to the field. First, the research 
provides a deeper understanding to the relationship between human capital and the type(s) 
entrepreneurial activity and their respective impacts on economic development. Second, this 
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study contributes to the literature by providing a deeper understanding to the relationship 
between corruption and the type(s) of entrepreneurial activity that lead to increased economic 
development.  Third, this study contributes to the literature by shedding light on how the 
economic status of a nation may moderate the relationship between human capital and 
entrepreneurship. Fourth, this study contributes to the literature by identifying how the 
economic status of a nation may moderate the relationship between corruption and 
entrepreneurship. Finally, the study offers some policy implications aimed at directing 
investment toward the types of entrepreneurial activity that fosters economic growth. 

PAPER ORGANIZATION 

The remainder of this paper is organized as follows: the first section provides the 
foundational theories on which we build our conceptual argument regarding the relationships 
among human capital, corruption, and entrepreneurial activity. The second section presents 
literature review and hypothesis development.  The third section details the methodology used 
in hypotheses testing. The fourth section presents the findings and discusses the overall 
results. The final section provides a conclusion and possible implications of this research. 
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ABSTRACT 

INTRODUCTION 

Diaspora represents a migrated population for reasons of economic prosperity and escape 

from persecution that still maintains and preserves its distinct heritage. Its willingness to 

assimilate with a foreign culture does not lead to any contamination at home but makes it 

geocentric through an admixture of both cultures. The United States is a typical example of 

including diasporas from Cuba, Ireland, Israel, Indian subcontinent, Ireland and Vietnam. 

India’s diaspora population of about 5 million people is spread over the United States and the 

United Kingdom with its main occupation in the hospitality and retail industries. Millions more 

are employed gainfully in the Far East Asia and the Middle East. The country accounts for $80 

billion in inward remittances each year from its diaspora population. As the rate of return has 

depleted in the industrialized economies since the global financial crisis of 2008, India has 

become a safe haven for its diaspora investors with attractive real rates of return. These 

investments though originally were in the form of term deposits with commercial banks have 

transformed into start-up investments in the technology sector thanks to budding 

entrepreneurial spirit. The policies of the Government of India (GOI) in the last decade are 

welcoming investments from its diaspora from abroad to foster India’s sustained growth in both 

industrial and service sectors [Challagalla, 2018].  

INTERNATIONAL ENTREPRENEURS 

Few Research records migrants from India into the United States represent higher values for 

rich education, professional attainments for themselves and children, and higher median 

household income than any other country. This affords this group the ability to consider 

investments in its home country in addition to significant periodical remittances for maintenance 

of parents and home. International entrepreneurial investments are common all across the 

world with some strictly being returnee-investors and some ultimately turning out to be 

transnational investors. Transnational entrepreneurs help their respective home countries in 

decreasing their liabilities of foreignness [Stoyanov et al, 2014]. Former British colonies have 

given rise to their ethnic entrepreneurs transform their investments into transnational through 

investments in London [Ojo, 2012]. Most transition economies have registered sustained 

growth mainly thanks to their diaspora entrepreneurs [Nkongolo et al, 2013]. Latin America has 

been the beneficiary of social, political, cultural, and technical contributions by their migrants 

apart from entrepreneurial financial investments [Kshetri et al, 2015]. South Africa has 

witnessed their diasporas’ investments serve as a catalyst in bringing the much-needed 

changes to the economy [Kshetri, 2013]. 

 

Full version available at https://www.global-business.at/ 



84 

 

 INFLUENCE OF CULTURE AND MODIFIED BEHAVIOR IN INDIA’S DIASPORA 

Fear of failure was the strongest obstacle in India’s entrepreneurs. The diaspora having been 

exposed to the western cultural dimensions of innovation and creativity approach has freed 

itself from the sense of shame that business failure might bring. This paper attempts a study of 

the cultural transformation in the Indian diaspora entrepreneurial investments through select 

case studies illustrating both success and failure. Simultaneous comparison of the French 

diaspora in certain African countries adds value to an analysis of the cultural determinants in 

entrepreneurship. 

Key Words: India, Diaspora, Culture, FDI, Remittances 

JEL Codes: F21 and F22 
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INTRODUCTION  

The relevance of email marketing is often overlooked (Cho and Khang, 2006). Yet, the usage 

and reach of emails are still high. Outlooks confirm a steady increase in email usage (The 

Radicati Group, 2021). Besides pure usage, consumers prefer to be contacted via email by 

brands rather than on other channels (Smartinsights, 2021). The opening rate for marketing 

emails are high and email marketing generates a return on investment of USD 42 for every 

dollar spent (Campaignmonitor, 2021). Consequently, email marketing is still one of the most 

important communication channels (Chaffey and Smith, 2017). However, click-through rates 

declined from 6% to 3.1% (Smartinsights, 2021). Thus, marketers are challenged even more 

to effectively manage their email marketing. 

STATE OF RESEARCH & CONCEPTUAL FRAMEWORK 

Personalization can lift advertising effectiveness by increasing the relevance of offers for 

consumers (i.e. Aguirre et al., 2015). Most marketers have access to additional data from 

consumers such as their name that allows personalized emails (Ansari and Mela, 2003). 

Adding consumer-specific information can increase opening rates, sales and consumer 

engagement (Munz, Jung and Alter, 2020; Sahni, Wheeler and Chintagunta, 2018). However, 

the inclusion of personal information can foster potential risks such as privacy concerns (Wattal 

et al., 2012). Despite increased relevance of offerings, personalization reduces effectiveness 

when consumers feel vulnerable (Aguirre et al., 2015). Especially, highly personalized emails 

can increase consumer's privacy risk perceptions (Song et al., 2016), reactance (White et al., 

2008), perceived intrusiveness (van Doorn ND Hoekstra, 2013), and lead to over-

personalization (Bleier and Eisenbeiß, 2015).  

These negative effects can be mitigated by extending the passive concept of personalization 

(by the company) to a participative customization (actively done by the consumer). In this 

context, customization means the involvement of the consumer who can independently define 

parts of the marketing mix and therefore influence its elements (Arora et al., 2008; Arora and 

Henderson, 2007; Coner, 2003). Thus, email customization is the possibility for the recipient to 

control and have influence on email characteristics.  

So far, research mainly focused on positive effects of personalization in email marketing (e.g. 

Sahni, Wheeler and Chintagunta, 2018; Munz, Jung and Alter, 2020) and neglected how to 

counteract negative effects (Song et al., 2016). Based on Song et al. (2016) consumer 

participation in form of customization has a positive influence on email marketing effectiveness. 

To our knowledge, this is the only study investigating the effect of email customization. The 
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authors consider a dichotomous operationalization of email customization in a lab experiment. 

This operationalization is limited to the consumers´ decision to receive or not receiving emails.  

 

Building on the work of Song et al. (2016), our research investigates customization beyond 

opt-out options, by varying the intensity of email customization in a field setting. Therefore, the 

study investigates: 

 

1) What is the general effect of customization of email newsletters on a behavioral metric (i.e. 

opening rate)? 

 

2) Do different elements and varying the email customization intensity have an impact on a 

behavioral metric? 

 

Specifically, this is the first research to investigate the effect of customization of email 

newsletters on a behavioral KPI. Through this, the large research field of email personalization 

is extended by the active integration of recipients with participative customization. Beyond 

general effects of customization, the influence of email customization intensity is analyzed by 

combining different customization elements. 

Qualitative pre-study 

An explorative focus group approach was used to derive research-guiding assumptions, and 

furthermore to ensure a realistic operationalization of the quantitative part. In consequence, 

three online focus groups with 13 participants from Germany with high internet affinity were 

conducted in April 2020. Group sizes varied from 4 up to 5 participants per interview. The age 

average of the participants was 30.2 years, while eight participants were male and five were 

female. The different focus groups were held in a semi-standardized form by using an interview 

guide (Adams, 2015). The focus groups were then compared using core sentence analysis 

(Leithaeuser & Volmerg, 1988).  The results indicate that consumers have four main needs 

related to email marketing (see figure 1). 

 

Figure 1: Results of the cross-focus group comparison 

 

Those four needs are inevitably intertwined. According to the findings of the focus groups, 

customers have the basic need that companies take a step towards the customers first and not 

the other way around. In this process and in line with empowerment theory, customers value 

the possibility to customize positively, because it increases the feeling of usability and control. 

The results of the focus groups indicate consumers´ general need to have customization 

 

Full version available at https://www.global-business.at/ 



88 

 

possibilities. Furthermore, based on the qualitative study and empowerment theory it can be 

assumed that a higher intensity of email customization has a stronger impact on email 

effectiveness than a lower intensity level, since the degree of perceived control is larger. 

Building on these results the quantitative part of the study was operationalized. 

DESCRIPTION OF THE METHOD 

The customization intensity corresponds to the number of customization elements. Since, too 

many elements could make consumers decisions too complex and difficult (Arora et al., 2008) 

we limited the number of customization elements to two. Therefore, customizing one element 

represents a low customization intensity level, while customizing two elements represents a 

high customization intensity level.  

 

Ellis-Chadwick and Doherty (2012) developed a systemization of eleven executional elements 

of email marketing. Based on their findings we analyze customization possibilities for two 

important elements: timing and content. In line with the idea of relationship marketing we give 

consumers the opportunity to customize “their right product or services” at the “time they chose” 

(Sunnika and Bragge, 2012). Consequently, our operationalization results in a 2 (no content 

customization vs. content customization) x 2 (no timing customization vs. timing customization) 

between-subjects design.  

 

To test the effects of timing and content customization an experiment will be conducted. The 

email registration form contains two parts. In the upper part, legally required information will be 

presented. In the lower part one of the four experimental treatments will be presented. The 

users will be randomly assigned to one of the four treatment groups. The first group (content 

customization; timing customization) will be given the opportunity to customize content and 

timing. The second group (content customization; no timing customization) has only the 

possibility to select a genre. The third group (no content customization; timing customization) 

has only the opportunity to select timing. The fourth group (no content customization; no timing 

customization) cannot indicate preferences. Only the legally required information is presented 

to this group. 

OUTLOOK 

The experiment is currently in the final analysis stage. Currently, we are confident to be able 

to present the first results in May. We conducted an a priori power analysis using G*Power 

(Faul et al., 2007) to calculate the needed sample size. The analysis indicated that a sample 

size ranging from 118 – 469 would be sufficient to detect significant weak – strong effects with 

a power of 0.90 and an α of 0.05. 

Since we track two-tiered consumer behavior we expect that the click and the open outcome 

will follow a Bernoulli distribution. Thus, we are planning to measure the main effects using an 

ANOVA and to fit one binary logit model on each dependent variable to model the probabilities 

that a consumer opens (open = 1) or not (open = 0) and, after opening clicks on the link (click 

= 1) or not (click = 0). In addition, the design of the study allows examining various contextual 

factors. These include questions such as: Does the effect of customization vary over time? 

Does the effect depend on customization intensity? Are there differences between B2B and 

B2C customers? 
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INTRODUCTION 

Economic downturns and recessions have always required firms and marketers to adapt to the 

realities of changes in consumer behaviour and new demand patterns. When faced with an 

uncertain future, consumers tend to reduce, defer or avoid purchases and become price-

conscious and rational  (Ang 2001; Ang, Leong, and Kotler 2000; Pearce and Michael 2006). 

With changing consumer behaviour, businesses may find it challenging to maintain their 

relationship with consumers (Waldron and Wetherbe 2020). Besides resulting in the loss of 

millions of lives, the Covid-19 pandemic has adversely affected many industries and 

businesses worldwide, causing them to either temporarily slow down or exit from the market 

(Apedo-Amah et al. 2020). In addition to anxieties about the health of their families (Wang et 

al. 2020), consumers experienced concerns about the pandemic’s possible further effect on 

the economy (Wright and Blackburn 2020). Among the countries severely affected by Corona 

virus globally, India has had the second highest number of infected cases and fatalities, 

following the USA as of July 23, 2021 (Statista 2022). The Consumer Confidence Index in 

India, as in many parts of the world, plummeted during 2020 reaching an all-time low in May 

2021 and as of January 2023 is still to recover to pre-Covid levels (Reserve Bank of India 

2023). “There was enduring impact on consumers’ sentiments on their own financial conditions 

as well as the general economic situation – with the latter increasingly driven by the former” 

(Mishra, and Das 2022, p. 61). For millions of consumers in the country, employment and 

income were adversely impacted. Overall demand and discretionary expenditure on many 

categories of non-essential goods and services witnessed a significant decrease. The 

lockdowns caused a shift to online purchasing and required businesses to redesign their 

distribution.   
 

Considering the gravity of the prevailing crisis, many businesses recognized that some of the 
successful strategies of more prosperous times were not likely to work during the economic 
downturn and other environmental challenges. It then becomes imperative for  firms to respond 
to the crisis by evolving and implementing new or modified strategies to cope with the new 
marketplace realities. Thus, marketers must explore the impact of the recession on consumer 
behaviour and adjust their marketing approaches accordingly. In the process of doing so, it 
would certainly help to also employ a rearview mirror to understand the adaptations to 
marketing strategy during a downturn that have worked in the past. These can serve as 
guidelines for handling marketing in times of an economic downturn that marketers across 
nations and cultures can draw from to help them steer their organizations through the 
turbulence. 
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STUDY PURPOSE  

The purpose of the study is, in the first part, to identify and categorize the various guidelines 
recommended in the extant literature on adapting marketing strategies to handle the challenges 
posed by economic and other sustained environmental crises across markets. These strategies 
and initiatives have then been organized into themes. In the second part, the study aims to use 
these themes as a backdrop to examine the marketing strategies and innovations that 
marketers in India have used to cope with the disruptions caused by the Corona virus 
pandemic. The learnings from this research will be a distilled set of recommendations that 
organizations, especially those operating in emerging markets, could consider in the future in 
response to such challenging times. 

RESEARCH METHODOLOGY 

To achieve the objective of the study, a systematic search methodology is employed. This 

process is adopted from the procedure used in systematic reviews to improve the 

methodological accuracy of the research process (Tranfield, Denyer, and Smart 2003). 

Advanced search is undertaken in Web of Science and Scopus databases using appropriate 

search queries formulated by combining keywords and Boolean operators to identify 

publications with the required keywords in their titles, abstracts, and keywords. Consequently, 

21 research articles from Web of Science and 19 research articles from Scopus were included 

in the final qualitative analysis. In addition to these, five articles from Harvard Business Review 

which were found to be highly relevant to the study were also included. These 45 articles were 

subjected to a thorough review, and various marketing strategies identified in these studies 

were listed and subsequently organized into themes. Next, with these themes as a backdrop, 

various adaptations and innovations in marketing strategy that firms in India have adopted 

during the Covid-19 fuelled health and economic crisis were identified through a content 

analysis of secondary sources.  

FINDINGS 

A content analysis of the extant literature identified a range of marketing strategies that firms 
have either actually adopted or have been advised to adopt in the face of challenges posed by 
a crisis in the external environment. These strategies have been categorized into 9 themes. 
These themes encompass strategies such as adjusting product portfolios, emphasizing 
functional benefits of products/services, empathetic communication, innovations in distribution, 
and use of digital marketing to reach customers. Firms should view turbulent times as an 
opportunity to proactively understand and cater to evolving consumer choices. Not all firms will 
have the ability to adapt to the challenging times. Brands are expected to sustain their impact, 
but without exploiting the recessionary conditions to make profits (Pinto 2020). Once these 
turbulent times get over and consumers resume their everyday lives, they will always be mindful 
of those brands that utilized these times to comfort and connect with them at a deeper level, 
rather than focusing on financial benefits (Aggarwal 2020). Addressing the changing needs of 
existing consumers will be of great significance as they are less likely to risk switching over to 
competitors during unpredictable times (Czech Marketplace 2008).  Many of the new buying 
patterns of consumers may persist even after the pandemic, thus, bringing a long-lasting 
transformation in consumers’ purchase behaviour and lifestyle as well as in marketers’ way of 
approaching them (Wright and Blackburn 2020). Businesses prioritizing consumers’ changing 
needs and modifying their marketing approach will thrive during an upheaval and beyond it 
(Quelch and Jocz 2009). Thus, firms need to consistently invest in marketing to increase their 
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sales and efficiency. Firms can launch new products in the market (Chou and Chen 2004), 
make new customers (Kanter 2009), increase advertising and promotion (Graham and 
Frankenberger 2011), and provide valuable benefits at reasonable prices to help consumers 
weather through the economic downturn.  
 

This study contributes to the extant literature by synthesizing the learnings from past studies 

and highlighting the marketing strategy and tactics adopted by organizations during various 

recessionary times and in particular, during the Covid-19 pandemic in an emerging economy. 

It points to a range of innovative strategies that marketers can explore in their efforts to deal 

with the challenges posed by future economic downturns. 
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INTRODUCTION  

Companies are continuously being pressured to reduce their use of resources. Especially 
climate change has made the green transformation of companies towards sustainable, circular, 
resource efficient operations in industry and SMEs necessary.  As green transformation needs 
to be implemented in countries around the globe to be effective on a large scale, a cross-border 
and international cooperation between companies, research departments, stakeholders and 
policy makers are necessary in the future.  
Many different definitions of the term Circular Economy (CE) can be found in the literature. The 
European Parliament (2023) defines CE “as a model of production and consumption, which 
involves sharing, leasing, reusing, repairing, refurbishing and recycling” of already produced 
materials and products if possible. CE is a holistic concept (Jiao & Boons, 2014, p.21) that 
requires a “fundamental systemic change” (Kirchherr et al., 2017), and that leads to a “resilient 
system” and a “continuous positive development cycle” (Ellen McArthur Foundation, n.d.). CE 
can be also defined as an “economic system, that is based on business models [...] and which 
implies creating environmental quality, economic prosperity and social equity” (Kirchherr et al., 
2017, p.224). We define CE as follows: A circular economy is an economic system based on 
holistically sustainable business models with closed loops which maximize efficiency and profit 
while minimizing waste and approach all resources from the perspective of the 10R framework, 
(i.e. recover, recycling, repurpose, remanufacture, refurbish, repair, re-use, reduce, rethink, 
refuse).  
To enable companies, especially SMEs, to act in a more sustainable way, transformative 
processes are required in all areas of the company. Furthermore, transformational changes in 
marketing and sales are required. This leads to the research question, that is discussed within 
this abstract: 
RQ: What impact does “thinking in economy cycles” have on the company's marketing and 
sales departments?  

AGENDA FOR MARKETING AND SALES 

Marketing and Sales are strongly affected by the green transformation towards a sustainable, 
circular, and profitable economy. In our research, we identified possible processes that boost 
the green transformation in companies.  

Rethinking linear business models towards circular business models. Circular business 
models (CBM) are the key enabler of CE. Beside the consideration of the 10R-targets of CE 
(Morseletto, 2020), CBM must be added to the factor profitability as this is the main business 
driver. Lewandowski (2016) criticized the lack of a general framework of designing CBM that 
can be used as a guide by the companies, as previous studies were mostly based on singular 
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cases, which have limited transferability. The Circular Business Model Canvas (CBMC), 
developed by Lewandowski (2016), aims to fill this gap. It consists of eleven building blocks 
including modified building blocks of traditional linear business models, loops to regenerate 
materials and keep them in the process as well as adaptation factors. Bocken & Ritala (2022) 
further included decisions in innovation strategy (open, closed), and in resource strategy 
(narrowing, slowing or closing loops) in the development process. PA Consulting (2022) 
developed a very practical guide, which helps business managers to identify and to explore 
their circular business opportunities within four steps: Identify circular business opportunities 
(‘Where to play’), create circular value propositions (‘How to win’), identify circular capabilities 
(‘How to operate’) and select circular pricing strategy (‘How to profit’) (PA Consulting, 2022, 
p.5).  

Rethinking business partnerships towards business partner networks. Mishra et al. (2022), 
states that the design of a profitable, robust network for collection and disposal is necessary 
for companies to bring remanufactured products back to the market successfully. One key 
enabler to implement circular business models successfully, is the connection with external 
partners, customers and/or user communities. Additionally, the engagement with selling 
platforms might boost the circularity of business models (Bocken & Ritala, 2022).  

Rethinking employer branding – sustainability as value, not as greenwashing. The 
education of end customers about possible sustainable benefits or environmental 
consequences through marketing campaigns for example, is a possible way to inform them in 
an adequate way in order to avoid greenwashing (Bocken et al., 2022).  

Rethinking digitalization. A case study showed that SMEs that have already implemented 
CBMs, gain competitive advantage by using digital technologies such as 3-D printing and 
blockchain (Chaudhuri et al., 2022). In the future, further digital technologies like artificial 
intelligence, machine learning, augmented and virtual reality (Chaudhuri et al., 2022), data 
analytics, industry 4.0, big data and the internet of things will boost the green transformation 
through the data collected throughout the product life cycle to improve on weaknesses of 
products and to prolong their usage time (Khan et al., 2022).  

Rethinking of pricing models. One of the biggest challenges that companies face is setting 
the correct price for sustainable and circular goods, which is essential for a successful market 
launch of products. The question that arises here, includes how high the customer acceptance 
and trust in these products and services is. Pisitsankkhakarn and Vassanadumrongdee (2020) 
point out that both local government agencies and industries should collaborate to enhance 
the quality of the products and set up price caps in order to attract remanufactured products.  

Rethinking the means of communication. According to the United Nations (2023), the role 
of communication can make a difference when it comes to boosting CE practices and theories. 
As communication professionals can influence behavioral change towards more sustainable 
actions (Romero-Luis et al., 2020), it is also important that the traditional way of planning 
communications reflects new sustainable development frameworks - such as the 10R one. As 
the European Commission (2020) put it, the goal to transport sustainability goals through 
communication steering is clear. However, the effects of such new sustainable communication 
activities on consumer behavior should be closely monitored to evaluate their success. Some 
recommendations to rethink communications towards a greener way are to consider enablers 
to be part of the marketing campaigns and ensuring they are part of a long-term strategy while 
making sure the campaigns remain appealing to the main target groups of a certain product or 
service (Romero-Luis et al., 2020).  
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Rethinking of product and service innovations. Within the green transformation, product 
design is a key enabler, as companies commercialize product innovations through their 
business models. However, companies may often lack innovation capabilities regarding the 
business models. Chesbrough (2010) states that the economic outcome for a product 
innovation as well as its impact will be different depending on the business model. Lofthouse 
& Bhamra (2007) indicate that the more radical the product innovation is, the greater the 
changes in the business model. Thus, when rethinking product and service innovations, the 
suitability of the business model for the new innovative product or service has to be addressed 
as well. 

Rethinking of profits and value for companies and society. Lüdeke et al. (2019), analyzed 
different dimensions in business models: value proposition of products and services, value 
delivery to target customers and value delivery processes, value creation regarding partners 
and stakeholders, and value capture. Applied to the three development strategies for CBM 
(narrowing, slowing or closing loops) mentioned above, value can be generated for companies 
by creating and offering repairable products (slowing loop strategy), by, for example, recurring 
revenues, new pricing mechanisms or greater profit margins (narrow loop strategy) (Bocken et 
al., 2016), and through material acquisition cost savings as well as (increased) revenue from 
end-of-use products/materials (closed loop strategy) (Foroozanfar et al., 2022).  

CONCLUSION 

CE is becoming more and more important for companies. Especially SMEs in the plastic 
packaging industry face challenges and pressure from society, governments, and customers 
to undertake a green transformation. The implementation of CE requires significant changes 
within a company and requires thinking in terms of business cycles in all areas of the company. 
In particular, the marketing and sales area is affected by changes within the company, such as 
the development and implementation of circular, sustainable, and profitable business models 
instead of traditional, linear business models. It is essential to implement a CE not only by 
means of the 10-R targets of CE, but to expand them with the aspects of profitability and value 
creation. 
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ABSTRACT 

This paper examines the evaluation of advertising with particular reference to possible sexism 
and the differences in response among individuals of different religious affiliation, religiosity, 
and origin. Religion, religiosity and migration background make small explanatory contributions 
to the evaluation of advertising in four relevant dimensions, but in the overall picture prove to 
be less significant than sociodemographic and psychographic criteria beyond religion and 
origin. 

 

INTRODUCTION 

In 2016, Germany experienced a hefty public discussion on sexism in advertising. Despite an 
enormous public outcry and the federal governments’ strong determination, the political parties 
were unable to pass a new federal law due to rather controversial positions. Instead, selected 
regulations were enacted at the state and local level to prevent any display of content deemed 
sexually discriminatory on public advertising spaces. 
Along the discussion, all stakeholders argued rather emotionally, largely based on their political 
values and beliefs. Real data on the population’s perceptions, experiences and expectations 
on sexism in advertising were missing. Accordingly, we decided to bring more light into the 
emotional debate and provide empirical data on which contents are really perceived sexually 
discriminatory by the German population and which not. 

CONCEPTUAL FRAMEWORK 

Discrimination occurs almost everywhere and can refer to a wide variety of personal 
characteristics like sex, age, origin etc. Sexism includes all gender-related forms of 
discrimination. For reasons of simplification, in the present studies sexism was examined 
exclusively in connection with contents perceived as misogynistic. 
Besides analyzing the interviewees’ general attitude concerning advertisements, the authors 
also checked for the big five personality traits (Costa & McCrae, 1985; McCrae & John, 1992; 
Rammstedt et al., 2004) to get more comprehensive insights on the participants’ media 
consumption as well as their assessment of specific advertisements. 

EMPIRICAL STUDIES 

RESEARCH APPROACH AND DESIGN 
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A partially standardized approach was used to collect the relevant constructs. Open-ended 
questions were used to ascertain whether and, if so, what the respondents had personally been 
pleased by or annoyed about in relation to advertising in the past two years (using the Critical 
Incident Technique based on Flanagan (1954)). These questions were asked before the issue 
of sexist or discriminatory advertising had even been raised. So, it is possible to read the extent 
to which the population itself has the issue of sexism on its mind from the sum and distribution 
of responses. 
The other questions were quantitative in nature. In the form of rating scales, respondents had 
to answer the following blocks of items on the following sets of questions:  

• extent of perceived annoyance by advertising in the various media (TV, print, 
brochures, posters, radio, email, Internet advertising), 

• self-rating on personality type (Big Five in the version of Rammstedt et al. (2004)), 

• 11-item battery for the assessment of advertising, which was compiled on the basis of 
explorative preliminary research, 

• media consumption (hours/minutes daily) in relation to TV, radio and digital media, and 

• 5 items for assessment (aesthetics, fit to advertised product, degree of erotic charge, 
degree of associated sexism, desire to ban such advertising). 

With the exception of the recording of temporal media consumption, a scale with expressions 
from 0 (not at all, does not apply, etc.) to 10 (completely, completely applies, etc.) was given 
for all ratings. The authors decided for this scaling to overcome the arbitrariness of a scale 
selection, as it is the case with the widely used 5-7 or 9-point Likert scales. Since the 
respondents are highly familiar with the decimal system from everyday life, no cognitive effort 
is required to transfer a personal assessment into a numerical response value. This eliminates 
a possible source of error in the survey, and at the same time there are no refusals to answer 
due to "cumbersome" scale specifications. Scaling in the decimal system, in which only the two 
extremes are labeled and which at the same time dispenses with any further verbalization of 
gradations, is becoming more and more widespread in empirical research in many disciplines 
(Osman et al, 1994; Miles et al., 2011), whereby it seems to be irrelevant for the respondents' 
ability to provide information whether a scaling from 0 to 10 or 0 to 100 is used (e.g., Lorig et 
al., 1989), since the subjects mostly answer in increments of ten on the 100 scale. 
Four further questions served as a summary assessment by the survey participants. The 
survey concluded with 8 questions about the person (age, gender, school-leaving qualification, 
location of residence, satisfaction with current living situation, migration background, self-
assessment of religiosity, religious affiliation). 

METHOD AND SAMPLING  

The authors conducted an empirical study in two waves, the first one ending in Q1 2017 and 
the second one five years later in Q1 2022. In both waves the same questionnaire was used, 
but the empirical methodologies were different due to the corona pandemic. While the first 
wave was conducted as a face-to-face study with 1460 cases, the second wave was an online 
survey resulting in 900 cases. In both cases, the survey was conducted as a convenience 
sample, leaving it up to the interviewers to select the respondents, but with quota specifications, 
thus ensuring that the resulting sample corresponds to the average of the German population 
in terms of the three characteristics age, gender and level of education. Further quota 
characteristics were not specified due to the associated increasingly complex search for 
participants, but it was determined that a maximum of one person per family could be 
interviewed. 
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COMPARISON OF THE TWO WAVES OF THE STUDY 

Comparing the two survey dates reveals similarities, but also significant differences in the 
sample: 

 year (wave) of survey   

 2017 (n= 1449) 2022 (n= 900)   

  Crosstabs, percentage 
contingency 
coeffizient 

p 

Sex 

female 52,0% 49,8% 

0,062 0,011 male 48,0% 49,7% 

diverse 0,0% 0,6% 

Migration background 

yes 13,4% 9,9% 
0,052 0,011 

no 86,6% 90,1% 

  mean, variance analysis  F (Anova) p 

Age (Years) 39,0 42,6 22,459 0,001 

Index Education     (1= 
secondary school 
…5=university) 

2,7 2,6 4,477 0,034 

Satisfaction with the 
situation in life  (0=min 
- 10=max.) 

7,8 7,4 33,355 0,001 

Table 1: Comparison of the 2017 and 2022 samples. 

 

As Table 1 shows, the proportion of genders is largely identical in both studies, and the same 
applies to the index of educational qualifications surveyed. In contrast, there are slightly fewer 
respondents with an immigrant background in the 2022 study; at the same time, the average 
age is a considerable 3.5 years higher. Life satisfaction is somewhat lower in 2022 than in 
2017.  
The first reason for the differences found here is the change in method. Persons with a 
migration background have a somewhat lower propensity to participate in surveys. While this 
can be partially compensated for in the face-to-face survey by friendly follow-up from the 
personal interviewers, this possibility is missing in the online survey, so that the resulting 
proportion of people in the sample is lower. Another influencing factor is the covid pandemic 
existing in 2022. This may partly explain the overall decline in life satisfaction. Parallel unaided 
surveys also show that younger individuals, often still in education, devoted so much time to 
online media during the pandemic that any further survey focused on the online sector was met 
with a reduced willingness to participate. In contrast, the willingness of older target groups to 
participate remained unchanged, so that the result is an increased average age of the sample, 
even though the quota characteristics specified for contacting potential respondents were 
identical to those of 2017. 
In summary, in terms of individual time spent on the survey, gender distribution, and education 
level, there are good matches between the samples from the two survey dates. There are 
significant, but nevertheless explainable, differences in the proportion of people with an 
immigrant background, the average age and satisfaction with the living situation. Overall, under 
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these conditions, the summary and comparative evaluation of the collected data with respect 
to the central constructs such as attitudes toward advertising, sexist advertising, the Big Five, 
and others appear justifiable. It will be necessary to clarify whether the findings prove to be 
stable in a follow-up survey conducted online. 

RESULTS AND DISCUSSION 

PERSONALITY DIMENSIONS  

An exploratory factor analysis (principal component analysis with varimax rotation) yields the 
expected five personality dimensions. KMO is 0.534, and the communalities of all 10 items 
range from 0.572 to 0.757.  
 

component 

initial Eigenvalues rotated sum of squared loadings 

total 
% of 
variance 

cum. variance  
% total % of variance 

cum. variance  
% 

1 1,856 18,555 18,555 1,577 15,770 15,770 

2 1,351 13,511 32,066 1,362 13,623 29,393 

3 1,259 12,592 44,658 1,324 13,240 42,634 

4 1,187 11,871 56,529 1,303 13,035 55,668 

5 1,110 11,103 67,632 1,196 11,963 67,632 

6 0,894 8,941 76,572       

7 0,682 6,818 83,390       

8 0,589 5,891 89,282       

9 0,589 5,888 95,170       

10 0,483 4,830 100,000       

Extraction method: principal component analysis. 

Table 2: Variance explanation by five personality dimensions. 

The five factors explain 67.6 percent of the initial variance of the items (cf. Table 2), and the 
loading matrix largely corresponds to the simple structure and exactly replicates the 
assignment of the items, as postulated by Rammstedt et al. (2004). 
 
For further analysis, sum indices were calculated from the original items in the correct polarity 
(with two Items each representing one dimension), as they are based on the scaling of the 
original items and are thus easier to interpret than the standardized factor scores of SPSS. 
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component 

1 2 3 4 5 

 

extraversion 
(negative 
polarity) 

open-
ness 

conscientiousness 
(negative polarity) 

neuroti-
cism 

agreeable-
ness 

[3.01] I am rather reticent 
and reserved 

,831     

[3.02] I trust others easily, 
believe in the good in people 

    ,771 

[3.03] I am easy-going and 
avoid effort if possible. 

  ,800   

[3.04] I am relaxed, I do not 
let myself be upset by stress 

   -,840  

[3.05] I have rather little 
interest in art 

 -,834    

[3.06] I am sociable and 
outgoing 

-,827     

[3.07] I tend to criticize 
others 
 

    -,697 

[3.08] I make a point of 
completing tasks thoroughly 

  -,753   

[3.09] I get nervous and 
insecure easily 

   ,723  

[3.10] I am creative and have 
an active imagination 

 ,809    

Method: Principle components analysis with varimax rotation. 

Rotation converged in 5 iterations. 

Table 3: Loading structure of the five personality dimensions. 
 

BASIC ATTITUDE TOWARDS ADVERTISING 

The eleven items assessing advertising were exploratively tested for dimensionality using 
factor analysis. KMO yields a value of 0.759, the eigenvalue criterion leads to the following four 
dimensions that together explain 66.15 percent of the baseline variance (see Table 4): 
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component 

initial Eigenvalues rotated sum of squared loadings 

total 
% of 
variance 

cum. variance  
% 

total % of variance 
cum. variance  
% 

1 3,052 27,748 27,748 2,735 24,867 24,867 

2 2,054 18,675 46,422 1,603 14,572 39,439 

3 1,142 10,384 56,806 1,540 14,004 53,443 

4 1,029 9,352 66,158 1,399 12,715 66,158 

5 ,795 7,227 73,385    

6 ,725 6,593 79,978    

7 ,615 5,595 85,574    

8 ,496 4,507 90,081    

9 ,463 4,210 94,291    

10 ,341 3,104 97,395    

11 ,287 2,605 100,000    

Extraction method: principal component analysis. 

Table 4: Variance explanation by four dimensions of attitude towards advertising. 

 
The loadings of the items on the four factors largely correspond to the simple structure, and 
the assignments of the items to the four dimensions are immediately self-explanatory (Table 
5). The four dimensions express: 

• degree of rejection of advertising due to sexist and other content, 

• positive view of advertising as being useful for purchase decisions, entertaining, etc., 

• perceived annoyance due to the volume of advertising, and 

• demand for government regulation of advertising. 
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Component 

1 2 3 4 

 
    

[4.01] There is too much advertising in 
the media overall 

  ,865  

[4.02] I think advertising is informative  ,736   

[4.03] Too much misogynistic content 
is shown in adverts 

,871    

[4.04] Most of the time I find ads just 
annoying 

 -,323 ,783  

[4.05] Advertising can help you make 
purchasing decisions 

 ,672   

[4.06] There is too much sexist content 
in advertising. 

,868    

[4.07] The legislature should regulate 
advertising more closely. 

,336   ,713 

[4.08] I reject advertising with erotic 
content 

,593    

[4.09] When I think of advertising, I 
think of funny and entertaining content 

 ,695   

[4.10] The state should stay out of 
advertising issues 

   -,865 

[4.11] Advertising does not sufficiently 
respect the dignity of women. 

,858    

Method: principle components analysis with varimax rotation. 

Rotation converged in 5 iterations. 

Table 5: Loading structure of the four dimensions of attitude towards advertising. 

 
DESCRIPTIVE ANALYSIS OF THE RELATIONSHIP BETWEEN MIGRATION 
BACKGROUND, RELIGION AND RELIGIOSITY 

In the descriptive evaluations for the analysis of religion, the three groups "without" (non-
religious), "Christian" and " religious Islamic" can be included. The 32 people distributed among 
"other" religions form a heterogeneous sample, with none of the named religions representing 
a sufficient sample to conduct sufficiently reliable evaluations in this regard.  
As Table 6 shows, there is a clear and highly significant (Anova, F= 594.43, p<0.001) 
correlation between affiliation and self-perceived religiosity. 

 
[22] religion mean religiosity n std.-dev. 

None ,62 586 1,365 

Christian 4,58 1667 2,706 

Islamic 5,56 64 2,728 

total  3,60 2317 2,999 

Table 6: Self-assessment of religiosity according to religious affiliation  
(scale from 0...10) 

 
The variances of religiosity of the groups are inhomogeneous (Levene's test: p<0.001), a 
posthoc test for groups with inhomogeneous variance (Tamhane T-2) performed subsequently 
shows that all subgroups differ significantly from each other. 
It can be stated that members of Islam indicate a higher individual religiosity than members of 
the Christian religion. In the German national territory, it can be assumed that a large proportion 
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of persons with Islamic religious affiliation have a migration background. Table 7 confirms this 
relationship; the corresponding contingency coefficient is 0.395 (p<0.001). 
 

 

[19] migration background 

total yes no 

[22] religion none n 74 512 586 

expected 69,6 516,4 586,0 

christian n 141 1526 1667 

expected 197,9 1469,1 1667,0 

islamic n 60 4 64 

expected 7,6 56,4 64,0 

Total n 275 2042 2317 

expected 275,0 2042,0 2317,0 

Table 7: Crosstabs: Relationship between religion belonging and migration background 
 

Based on the preceding analyses, it is inferred that there is also a disproportionate correlation 
between migration background and self-rated religiosity. As table 8 shows, the self-rated 
religiosity of persons with an immigrant background (on a scale of 0 to 10) is 3.90, which is 9.2 
percent higher than that of persons without an immigrant background. However, the difference 
is not statistically significant (Anova, F=3.077, p=0.080). 
 
[19] migration background mean n Std.-dev. 

yes 3,90 283 3,154 

no 3,57 2066 2,977 

total 3,61 2349 3,000 

Table 8: Self-assessment of religiosity (scale from 0...10) according to existence of migration 
background 

Thus, it can be assumed that religious belonging has a greater explanatory contribution to the 
individuals’ religiosity than the presence of an immigrant background overall. 
A multiple regression analysis with the dummy variables ‘migration background’ (0=no, 1= yes) 
and ‘religious affiliation’ (0=none, 1= christian, 2= islamic) as independent variables and 
‘religious affiliation’ (interval-scaled 0...10) as a dependent variables supports this finding: 
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coefficientsa 

Model 

non standardized coefficients 
standardized 
coefficients 

T Sig. 
regression 
coefficient B std.-dev. beta 

1 (constant) ,120 ,328  ,367 ,714 

[19] migration 
background 

,386 ,160 ,042 2,406 ,016 

[22] religion? 3,560 ,108 ,569 32,896 <,001 

a. dependend: [21] self-assessment of religiosity 

Table 9: Regression analysis: Self-Assessment of religiosity as a function of religious affiliation and 
migration background 

 
The beta value for religious affiliation is 0.569, which is about 14 times higher than that for 
migration background. However, this analysis still yields a significance of p=0.016 even for 
religious affiliation. 
 

RELATIONSHIP BETWEEN PERSONALITY TRAITS AND ASSESSMENT OF 
ADVERTISING 

We further examined the relationship between the five personality dimensions and the four 
dimensions of advertising judgment using correlation analyses (see table 10). 
 

 
Table 10: Correlations between personal traits and the four dimensions of judging ads 

 
Due to the relatively large number of participants, even small correlations turn out to be 
significant. In order not to overemphasize arbitrary detailed results, we will limit our 
interpretation to correlations that are at least in the range of 0.1 or higher. 
Looking column-wise, we find that the personality trait extraversion has some correlations with 
the evaluation of advertising that seem plausible, but overall are very weak.  
In contrast, openness is correlated with r=0.149 and highly significantly with rejection of sexist 
advertising. Openness is thus not expressed by being open to sexist advertising, but by being 
open to modern anti-discriminatory attitudes such as rejecting sexism! 
Conscientiousness of individuals does not explain either approving or disapproving attitudes 
toward advertising. 
Neuroticism is associated to a relevant and significant extent with persons rejecting sexism 
and also demanding regulations from the state in this regard. 
Finally, agreeableness is the only personality dimension positively correlated with the notion 
that advertising can also be entertaining and useful. 

extraversion 

(negative 

polarity) openness

conscientious

ness 

(negative 

polarity) neuroticism agreeableness

Rejection due to sexism Pearson-corr. ,063
**

,149
** -0,010 ,095

**
,087

**

p 0,002 0,000 0,619 0,001 0,001

Advertising useful and entertaining Pearson-corr. -,064
** 0,019 -0,015 0,033 ,120

**

p 0,002 0,369 0,480 0,112 0,001

Amount of advertising distracting Pearson-corr. -0,026 -0,014 -0,005 ,050
*

-,050
*

p 0,213 0,496 0,820 0,015 0,016

Government regulation called for Pearson-corr. 0,014 -0,024 -0,016 ,123
**

,048
*

p 0,490 0,247 0,427 0,001 0,021
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Overall, the highly explainable correlations show that the measurement of personality traits 
with the short scale of the Big Five is also suitable for providing plausible findings for the special 
case of the assessment of advertising. 
 

RELATIONSHIP BETWEEN RELIGION AND PERSONALITY TRAITS 

The preceding analysis of the correlations with the advertising evaluation can be seen as a 
validation of the measurement of the big five. This makes it seem appropriate to use the Big 
Five also for the consideration of possible religion-related differences in the sample.3 
 

[22] 
religion  extraversion openness conscientiousness neuroticism agreeableness 

none 
(n=586) 

mean 2,06 0,26 3,57 -1,61 1,77 

 std.dev. 4,32374 3,78166 4,04509 4,17211 4,79161 

christian 
(n=1667) 

mean 2,32 0,73 4,19 -1,45 1,08 

 std.dev. 4,24384 3,70938 3,85639 4,03637 4,84005 

islamic 
(n=64) 

mean 1,89 0,05 1,99 -1,55 1,57 

 std.dev. 4,40821 3,89558 3,96762 4,28519 4,96645 

total mean 2,24 0,60 3,97 -1,49 1,27 

 std.dev. 4,26880 3,73808 3,92996 4,07688 4,83881 

Table 11: Analysis of personality traits with different religious belonging 
 
An accompanying analysis of variance shows that there is no significant difference between 
the "religious groups" for extraversion and neuroticism. In contrast, openness (F=4.182, 
p=0.015) proves to be significant, whereby persons belonging to Islam rate themselves as less 
open than Christians and persons without religion. The same relationship is highly significant 
(F= 14.056, p<0.001) with respect to conscientiousness. 
There is another significant difference (F=4.581, p= 0.010) with respect to agreeableness, but 
with the opposite direction: here, members of Islam rate themselves as more agreeable than 
adherents of Christianity. Interestingly, people "without" religion assign themselves the highest 
value for agreeableness. 
In this context, it should be emphasized once again that this is not a reflection of third-party 
opinions, which may reflect stereotypes about other religious groups, but rather self-
assessments. The respondents were not even aware of the fact that the surveys carried out 
would make distinctions according to religion (or the existence of a migration background) 
when they submitted their statements. 

  

 
3 We calculated the mean values of the five personality dimensions for the three groups "without religion," "Christian" 

and "Islamic. The calculation was based on the sum indices formed from the two variables belonging to each 
dimension (see above). Since these were one negatively and one positively polarized variable with a scale of 0 to 
10, the mean values shown range in a scale with theoretical values from -10 to +10. 
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RELATIONSHIP BETWEEN RELIGION AND THE ASSESSMENT OF 
ADVERTISING 

The relationships were tested using analysis of variance, with religion as the independent 
variable and the four dimensions of advertising as the dependent variables. The four 
dimensions identified in 3.4.2 were stored in SPSS as factor scores. These are interval-scaled 
and at the same time standardized, i.e., they have a mean of 0 and a standard deviation of 1. 
In the case of the results shown in Table 12, a value of greater than 0 means that the respective 
factor applies above average to this group and vice versa. 
The variances are not homogeneous with respect to "rejection due to sexism" (Levene test, 
p>0.001) and "advertising useful and entertaining" (p=0.014), but homogeneous with respect 
to "amount of advertising disturbs" (p=0.968) and "government regulation demanded" (p= 
0.156). 
Visualizing the values for the three groups (no religion, christian, islamic) shows:  
"Non- religious" and Christian religion strongly resemble each other in three dimensions. Only 
in the dimension "advertising useful and entertaining" persons with Christian background agree 
more strongly than others. Followers of Islam differ from "Christian" persons in all four 
dimensions. The assessments of the followers of Islam do not necessarily correspond to 
expectations. They reject sexism and are more likely than average to call for state regulation, 
but they themselves feel less disturbed by advertising.   
 

 
Table 12: Religious affiliation and assessment of advertisement 

 
Analysis of variance shows that a significant difference between the three groups can only be 
assumed for the dimension "advertising useful and entertaining" (F=7,962, p<0,001); this 
finding is also true for the corresponding posthoc tests (without picture). 
In summary, it can be stated that people of different religious affiliations differ significantly only 
in that adherents of Christianity also attribute more positive aspects ("useful and entertaining") 
to advertising than do adherents of Islam or people with no religious affiliation. In the other 
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dimensions of the assessment of advertising, there are indications of religion-specific 
differences, but these are not statistically significant in the present study. 
 
In contrast, if we look at the self-rating of religiosity (irrespective of which religion is involved), 
more significant correlations emerge. With increasing religiosity, sexist advertising is 
increasingly rejected, but surprisingly it is also rated more strongly as potentially useful and 
entertaining. On the other hand, the finding that the amount of advertising is perceived as 
disturbing (see Table 13) is completely independent of the degree of religiosity. 
 

 
[21] degree of personal religiosity (n= 
2349) 

Rejection of advertising due to 
sexism 

Pearson-corr. ,135 

p <,001 

Advertising is useful and 
entertaining 

Pearson-corr. ,102 

p <,001 

The amount of advertising is 
annoying 

Pearson-corr. -,019 

p ,359 

Regulatory control by the state is 
needed 

Pearson-corr. ,064 

p ,002 

Table 13: Assessment of advertising as a function of the degree of personal religiosity 
 
Further analyses confirm that people's religiosity is more significant for their expressed 
attitudes toward advertising than their affiliation with a particular religion. For this purpose, let 
us consider a multiple regression analysis with religiosity (0...10) and the dummy variable 
religion (0=none, 1=Christian, 2=Islamic) as independent variables and rejection of advertising 
due to sexist content as exemplary dependent. The regression function yields a correlation of 
R=0.162. Both independents are significant influencing factors for the respondents' judgment, 
but beta is much higher for religiosity than for religious affiliation (Table 14). 
 
  regression 

coeffizientB std.-dev. 
Beta 
(standardized) T p 

(constant)  -,060 ,040  -1,503 ,133 

[21] degree of personal 
religiosity 

,066 ,008 ,197 7,919 <,001 

[22] religious  
affiliation  

-,227 ,052 -,109 -4,385 <,001 

dependend: rejection of ads due to sexism 
Table 14: Multiple regression analysis: Rejection of advertising due to sexism as a function of the 

degree of personal religiosity and religions affiliation 

 

Assessment of advertising depending on the presence of a migration 
background 

If we look at the influence of migration background on the assessment of advertising, the picture 
is different from that for religion as an independent variable: Whereas there was a significant 
difference in the judgment that "advertising is useful and entertaining," there is a significant 
difference (Anova, F=8,915, p=0,003) here in the rejection of advertising on the basis of 
sexism. There are no significant correlations with regard to the other variables of the evaluation 
of advertising. 
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The Levene test consistently yields the result of homogeneous variances. In absolute terms, 
the differences between persons with and without a migration background are small (Table 15). 
 

[19] migration background 

Rejection of 
advertising due 
to sexism 

Advertising is 
useful and 
entertaining 

The amount of 
advertising is 
annoying 

Regulatory 
control by the 
state is needed 

yes (n=283) mean ,1662 ,0358 -,0117 ,0446 

std.-dev. ,98363 ,99292 ,96868 ,93021 

no (n=2066) mean -,0228 -,0049 ,0016 -,0061 

std.-dev. 1,00031 1,00110 1,00443 1,00924 

Table 15: Mean differences in the assessment of advertising between persons with and without a 
migration background 

 

CONDENSED ANALYSIS 

Beyond the individual results presented, it is now interesting to see to what extent various 
independents interact to influence the assessment of advertising as a dependent variable.  
We selected openness, neuroticism and agreeableness as psychographic independents for 
the personality traits on the basis of the previous analyses and supplemented this with the 
sociodemographic characteristic of age; in addition, religiosity (self-assessment) and the 
presence of a migration background were included as independent variables.  
We conducted the analysis twice, once with the variable "rejection due to sexism" and a second 
time with "advertising entertaining and useful" as a dependent variable. 
 

 
regression 
coefficientB std.-dev. 

Beta 
(standardized) T p 

(constant) -,078 ,120  -,649 ,516 

[21] degree of personal 
religiosity 

,021 ,007 ,062 3,022 ,003 

[14] age ,012 ,001 ,214 10,299 <,001 

[19] migration background -,260 ,061 -,085 -4,235 <,001 

openness ,149 ,020 ,149 7,565 <,001 

neuroticism ,115 ,020 ,115 5,822 <,001 

agreeableness ,074 ,020 ,074 3,757 <,001 

dependent: rejection of ads due to sexism 
Table 16: Multiple regression analysis: Rejection of advertising due to sexism as a function of different 

personal characteristics 

 
Regression analysis yields an overall R of 0.311, and a parallel analysis of variance shows a 
highly significant result (F= 41.796, p<0.001). As table 16 shows, all the independent variables 
make a significant contribution to explaining the dependent ones. At the same time, it can be 
noted that the “simple” socio-demographic criterion age makes a significantly larger 
explanatory contribution than the other criteria. It is also worth noting that the psychographic 
personality traits openness and neuroticism are more important influencing factors than, for 
example, the presence of a migration background or the degree of personal religiosity. 
The positive judgment dimension "advertising is useful and entertaining" is far less well 
explained by the independents selected here than the critical dimension presented earlier. The 
overall R for all six independents is 0.179 (Anova: F=12.929, p<0.001). The coefficient table 
shows that for these dependent variable, personal agreeableness is the most significant 
influencing factor, followed by age (Table 17). All other influencing factors provide extremely 
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small and/or non-significant contributions. In particular, it can be seen that religiosity and 
migration background hardly seem to be of any importance here. 
 

 
regression 
coeffizientB std.-dev. 

Beta 
(standardized) T p 

(constant) -,149 ,125  -1,198 ,231 

[21] degree of personal 
religiosity 

,021 ,007 ,062 2,895 ,004 

[14] age ,006 ,001 ,098 4,534 <,001 

[19] migration background -,079 ,063 -,026 -1,247 ,213 

openness ,019 ,020 ,019 ,912 ,362 

neuroticism ,041 ,020 ,041 2,027 ,043 

agreeableness ,110 ,020 ,110 5,375 <,001 

dependent: Advertising is useful and entertaining 
Table 17: Multiple regression analysis: judgement of advertising as “usefiul and entertaining” as a 

function of different personal characteristics 

 

CONCLUSION 
As a result of two largely comparable partial studies conducted in 2017 and 2022, we were 
able to determine that the assessment of advertising is based on four factors that can be 
interpreted well. The topic of potential misogyny or sexism represents a critical assessment 
dimension, but the sheer volume of advertising is also addressed and criticized. People also 
have different views on the demand for state regulation. Furthermore, however, advertising can 
also be judged positively, as it is seen as useful or entertaining.  
In order not to myopically focus on the effects of religion, religiosity and migration background, 
which are of interest in this study, we also examined the respondents with regard to 
sociodemographic characteristics and, in particular, with regard to the psychographic 
personality dimensions of the OCEAN model ("Big Five"). The survey and factor-analytical 
evaluation of these personality traits by means of the short questionnaire of Rammstedt et al. 
succeeded without any issues. Initial evaluations showed that people assess themselves 
differently in the Big Five depending on their religious affiliation. For example, members of 
Islam perceive themselves as less conscientious but more agreeable than Christians. 
Different religions lead to slightly different judgments with regard to advertising, but overall the 
self-assessment of religiosity (independent of the religion practiced) is the more explanatory 
influencing factor for agreeing or disagreeing with advertising. The impact of a migration 
background is even smaller. 
In the summarized analysis, age proves to be by far the most important determinant for a 
potential rejection of advertising. Personality traits such as openness or neuroticism are also 
significant; religion, religiosity or migration background are only weakly related to a rejection of 
advertising based on sexism. 
In explaining a positive judgment of advertising, personal agreeableness plays a role in the first 
place, followed by the age of the persons. Religiosity makes only a very small explanatory 
contribution here, and migration background makes no explanatory contribution at all. 
We see our study as evidence that classical sociodemographic characteristics or well-
documented psychographic criteria such as Openness, Neuroticism or Agreeableness have to 
be considered if one wants to explain the judgment of individuals towards socially relevant 
topics such as "sexism in advertising". Religion, religiosity, or the existence of a migration 
background may provide significant variance explanations in individual contexts, but in terms 
of magnitude they are of secondary importance. To put it more drastically: Whether someone 
is neurotic or not has a greater influence on his views than his origin and his religion. 
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THE IMPACT OF MANAGER INDECISIVENESS ON JOB 

PERFORMANCE AND JOB STRAIN OF SALESPEOPLE 

Martha Rivera-Pesquera 

IPADE Business School, Mexico 

INTRODUCTION  

The ability to make timely decisions with available and often limited information is a key trait of 

effective leaders (Gunther et al. 2013). In the current environment of abundant information, 

there is a great temptation to evaluate numerous approaches and consider a solution from the 

point of view of every stakeholder before making a decision. However, the competitive 

marketplace where business opportunities and advantages are fleeting requires speedy, but 

sound resolutions (Jaramillo, Mulki, and Boles, 2013). Delaying a decision until complete 

information becomes available and every option is explored can be quite damaging for a 

company due to missed opportunities. Gunther et al. (2013, 9) state that for success in today’s 

world, “speed is paramount. Fast and roughly right decision making must replace deliberations 

that are precise but slow.” This statement is especially fitting in sales situations. Decisiveness, 

however, is not the need for a quick answer without worrying about the validity of response. 

Rather, it is the ability to reach a quick decision after reviewing the available information and 

considering the impact on different stakeholders. 

Today’s marketplace is notable for demanding customers who expect their needs to be met on 

short notice (Jaramillo, Mulki, and Boles 2013; Wang and Netemeyer 2002). In this 

environment, to be successful, salespeople require managers who can set policy directions, 

clearly communicate firm objectives, and provide timely resources. They want managers to be 

decisive in setting clear goals for them, evaluating job performance, determining fair 

compensation, and helping them with timely feedback. This points us to the importance of the 

sales manager’s decision-making style on the salesperson’s attitudes and behaviors. 

To be successful in sales, self-efficacy and job autonomy can be considered as the most 

important characteristics for salespeople. In a recent study, Groza and Groza (2018) stated 

that individuals with high self-efficacy are motivated to succeed because of the belief in their 

ability. They found that self-efficacy strengthens the link between a salesperson’s skills and 

performance (Groza and Groza, 2018). Research indicates that job autonomy and self-efficacy 

are among the critical variables for success, especially in the prevailing remote office set-ups 

where salespeople are away from the manager and their coworkers (Peters and Van Der Lippe 

2007; Flaherty et al. 2012). 

 

A review of the extant literature indicates that most of the studies on indecisiveness can be 

primarily found in the personality and psychology literature has barely been broached in 

organizational settings. The current study contributes by showing how indecisiveness can 

influence important behavioral outcomes in an organizational setting. Specifically, the objective 

of this study is to explore the relationship between a salesperson’s perceptions of a manager’s 
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indecisiveness on their own job performance and job strain.4 in addition, this study also 

explores how indecisiveness perceptions can degrade the relationship of two of the major 

characteristics of successful salespeople: self-efficacy and job autonomy on job strain and job 

performance.  

METHODOLOGY AND HYPOTESES 

Survey responses from 396 salespeople of three different pharmaceutical companies in Mexico 

are going to be used to test the hypotheses. Use of pharmaceutical salespeople to study the 

attitudes and behaviors of salespeople and their supervisors is widely practiced in the sales 

research. 

Resolving and reconciling conflicts between team members, improving productivity in teams 

and within the organization, are some of the tasks that cross-cultural management facilitates. 

In a sales team and in a pharmaceutical context, when many sales managers are from different 

cultures, fostering behaviors that seek to understand and improve the interaction of co-workers, 

managers, executives, and clients becomes very relevant (Adler, 2001). 

HYPOTHESES 

Mulki et al. (2012) was one of the few studies that used salespeople to test the role of 

decisiveness in the resistance to change and the felt-stress relationship. This study found that 

salespersons’ perceptions of their manager’s decisiveness act as a moderator in weakening 

the relationship between the salesperson’s resistance to change and felt stress. Based on this, 

it is evident that research exploring how a manager’s indecisiveness affects salespersons’ 

attitudes and behaviors is scarce despite the importance salespeople ascribe to their 

manager’s decisions. 

Based on the literature review, we draw the following hypothesis: 

H1: Salesperson’s perceptions of the manager’s indecisiveness are negatively 

related to the salesperson’s job performance. 

H2: Salesperson’s perceptions of the manager’s indecisiveness are positively 

related to the salesperson’s job strain. 

H3: Salesperson’s self-efficacy beliefs are positively related to the salesperson’s 

job performance. 

H4: Salesperson’s self-efficacy beliefs are negatively related to the 

salesperson’s job strain. 

 
4 This study used items for felt stress from Netemeyer, Maxham, and Pullig’s (2005) study. Felt stress is a commonly 

used term in the marketing literature to express stress in a general sense (a job is stressful). However, stress 

researchers generally distinguish stressors from strains. A stressor is an environmental condition or event that 

represents a threat to an individual’s well-being, while strain is a behavioral (e.g., drinking alcohol), physical (e.g., 

increased heartrate), or psychological (e.g., negative emotion, such as anxiety) reaction to a stressor. The scale items 

from Netemeyer, Maxham, and Pullig (2005) are really measuring emotional strain, which is a likely response to the 

stressor of having a supervisor who is indecisive. In view of this, the term job strain is used throughout this manuscript. 
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H3A: Salesperson’s perception of a manager’s indecisiveness moderates the 

relationship between self-efficacy and job performance such that high 

indecisiveness reduces the strength of the positive relationship between self-

efficacy and job performance. 

H4A: Salesperson’s perception of a manager’s indecisiveness moderates the 

relationship between self-efficacy and job strain such that high indecisiveness 

dampens the strength of the negative relationship between self-efficacy and job 

strain. 

H5: Salesperson’s job autonomy is positively related job performance. 

H6: Salesperson’s job autonomy is negatively related to job strain. 

H5A: Salesperson’s perceptions of a manager’s indecisiveness moderate the 

relationship between job autonomy and job performance such that high 

indecisiveness reduces the strength of the positive relationship between job 

autonomy and job performance. 

H6A: Salesperson’s perception of a manager’s indecisiveness moderates the 

relationship between job autonomy and job strain such that high indecisiveness 

dampens the strength of the negative relationship between job autonomy and 

job strain. 

STRUCTURAL EQUATION MODEL 

A structural equation model with SPSS 23 will be used to test the direct relationships among 
the constructs. This model, to assess the main effects of the three predictor variables with job 
strain and job performance, will be run with individual items as indicators for each of the 
constructs. 

 

PRELIMINARY FINDINGS AND FURTHER STEPS 

 
Preliminary results confirm the direct negative relationship of manager’s indecisiveness 
perceptions on salesperson’s performance and positive relationship with job strain. This study 
also confirms the previously demonstrated positive relationship of self-efficacy and job 
autonomy with job performance. Job autonomy reduces work strain because of the flexibility 
the salespeople have to try new initiatives and ideas to improve relationship with customers 
thus providing the ways for salespeople to develop self-confidence and grow. The expected 
negative relationship between self-efficacy and job strain was not supported in the model. 
Although there was a small significant negative correlation between these two variables, the 
model results suggest that self-efficacy does not explain variance in job strain beyond the other 
the predictors of autonomy and indecisiveness. 
 
Further steps are testing for the moderating role of manager’s indecisiveness to test and see if 
the model supports H3A, H4A, H5A and H6A. 
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These results point out the need for reinforcing the importance of decisiveness and periodic 
evaluation of a manager’s ability make decisions. 
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ADVANCED TECHNOLOGIES IN SALES & MARKETING 

TRAINING AND COACHING 

Thomas Dazinger 

University of Applied Sciences Upper Austria, Austria 

Abstract / Executive Summary 

 

The goal of the thesis was to examine the current body of literature with regards to the subject 

of corporate sales training on whether or not advanced technological solutions like artificial 

intelligence (AI), augmented reality (AR) and/or virtual reality (VR) are already utilized in said 

sales trainings. To limit the scope of research, the thesis predominantly focuses on the use of 

technology in sales trainings of small and medium-sized enterprises (SMEs) with fewer than 

250 employees in Austria. The thesis further investigates the most potent barriers for the 

implementation of technologies like AI, AR and VR in sales training and examines the required 

steps of transitioning from analog training and teaching practices towards the inclusion of 

technology in sales trainings.  

 

The main body of the thesis therefore includes …  

 

(1) … a literature analysis section that focuses on the provision of relevant definitions of 

terms that are frequently used throughout the remaining chapters of the thesis. The literature 

review also investigates, which sales training approaches are currently most frequently used, 

which actual and potential use-cases AI, AR and VR currently possess in the context of sales 

trainings and how technology acceptance influences the inclusion (or exclusion) of technology 

in sales trainings.  

 

(2) … a primary research section that focuses on the acquisition of data from salespeople 

and industry experts in both SMEs and large firms on the topic at hand. The primary research 

chapter follows a “mixed-methods” approach, meaning that the author first conducted an 

online-survey among salespeople of Austrian SMEs on the issue of the technology in sales 

training and later discussed the outcome of the survey with a small group of industry 

professionals in a set of semi-structured expert interviews.  

 

The results of the online-survey and the semi-structured expert interviews were later thoroughly 

evaluated and discussed in separate chapters. Overall, the results of the online-survey have 

indicated that the vast majority of Austrian firms (approximately 86%) currently does not employ 

AI, AR and/or VR in their sales trainings. The results also showed that almost half of the 

respondents that stated that AI/AR/VR had been used in sales training currently work in the 

information-technology (IT) sector. Furthermore, the results of the online survey have indicated 

that (external) workshops/seminars and on-the-job training are the most frequently used 

training approaches across firms of all sizes, and that video training and job-rotation tend to 

only be used by larger firms. In terms of technology acceptance, the results of the online-survey 
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suggest opposing trends between small firms (<50 employees - rather negative attitude 

towards technology in sales training) and large firms (>250 employees – rather positive/neutral 

attitude towards technology in sales training). Ultimately, the results of the survey suggest that 

the largest barrier for the inclusion of technology in sales training (irrespective of firm size) is 

cost intensity (indicated by 52% of respondents).  

 

The above-mentioned results of the online survey were utilized in conjunction with the findings 

of the literature research and the semi-structured expert interviews to form managerial 

recommendations, both on a general basis and for small and medium-sized enterprises in 

specific. The thesis is concluded by a brief summary of the results, a listing of the limitations 

and a future outlook. 
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RECTIFICATIONS ON B2B SERVICE OFFERINGS DURING 

THE COVID-19 PANDEMIC 

Marcel Joshua Kannampuzha 

University of Applied Sciences Upper Austria, Austria 

 

In the era of globalization, the B2B sector has become highly competitive as companies from 

all over the world enter the market, vying for B2B customers. To avoid losing their customer 

segments to more innovative and technology-driven firms, product-oriented companies have 

embraced strategies to strengthen their competitive advantage and exceed customer 

expectations. One such strategy is the servitization of their business model, transforming from 

product-centric to product-service-centric companies. This transition has been well-received by 

B2B clients, enabling businesses to remain competitive and profitable. However, the 

emergence of the COVID-19 pandemic disrupted global supply chains, leading to challenging 

times for B2B sectors, especially those reliant on industrial services. To overcome these 

obstacles, companies turned to digital technologies, enabling the digital servitization of their 

offerings. This thesis aims to explore the impact of the pandemic on service offerings and the 

approach of industrial companies in overcoming these challenges. It examines the degree of 

digitalization in the B2B industrial service scope, assesses the performance of digital services 

in meeting client needs, explores the current and future outlook of digital product-service 

solutions, and offers beneficial solutions for B2B industrial sectors and service literature. The 

paper also highlights the necessity for B2B companies to adapt their business operations from 

a product-oriented mindset to a service-oriented mindset, utilizing digital technologies. 

Furthermore, it addresses the effects of the pandemic on service-centric businesses, 

emphasizing the importance of brand identity and customer relationship management. The 

research aims to bridge the gap between pre-COVID and current business strategies, focusing 

on the adoption of digital technologies by sales organizations to generate maximum customer 

value proposition for B2B customers in the evolving market landscape. 
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THE ROLE OF TRANSPARENCY AND ETHICS REGARDING AI 

APPLICATIONS – IMPLICATIONS FOR B2B MARKETING AND 

SALES 

Melanie Eggel 

University of Applied Sciences Upper Austria, Austria 

 

Artificial Intelligence (AI) has seen a significant spike in relevance in the past decade. 

Development is progressing at rapid speed, which to no surprise also resulted in a rapid 

increase of related research combining AI and ethical considerations relevant for this new and 

growing technology. Research so far has mostly focused on ethical guidelines and shaping 

principles based on experiences made with previous technologies. However, in such a volatile 

field, research is still inconclusive in many ways, especially concerning definitive answers and 

suggestions that help AI developing and applying companies create and implement their 

applications in an ethical manner. The thesis aims to contribute to closing this gap, especially 

for AI applications relevant in B2B marketing, by providing stakeholders with more concrete 

insight into how to approach ethical AI usage, which risks and hurdles might occur and which 

measures to take to mitigate those risks. 
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WORKSHOP: “LEADING ACROSS BORDERS: 10 TIPS TO 

JUMPSTART YOUR INTERNATIONAL TEAM” 

Richard Griffith 

Florida Tech, United States of America 

 

ABSTRACT 
 

The workshop "Leading Across Borders: 10 Tips to Jumpstart Your International Team," led by 

Richard Griffith, provided participants with valuable insights into effectively leading an 

international team and overcoming the challenges that often arise in such environments. Over 

the course of a 1-hour session, attendees were presented with practical tips that helped new 

leaders establish a positive start and sustain success when working with diverse teams across 

different cultural contexts. Emphasis was placed on the importance of accumulating, investing, 

and spending cultural currency, equipping leaders with the necessary skills and knowledge to 

navigate cross-cultural dynamics and foster collaboration within their international teams. 
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Workshop: “Human Flourishing in a cross-cultural 

context”  

Ramu Damodaran 

University for Peace mission to the United Nations 

 

ABSTRACT 
 

The workshop "Human Flourishing in a Cross-Cultural Context," facilitated by Ramu 

Damodaran, explored the concept of human flourishing and its potential in a global, cross-

cultural setting. Participants delved into the notion that human flourishing, which encompasses 

the exuberance of innovation and discovery, has historically been achieved within localized 

and culturally isolated environments. However, with the advent of technology and the exchange 

of ideas, the workshop posed the question of whether flourishing can now thrive in a truly global 

context, transcending cultural boundaries and enabling individuals and their planet to reach the 

pinnacle of their aspirations and imagination.  
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WORKSHOP: “SALES BEHAVIOURAL ANALYSIS DURING 

PRESENTATIONS, DISCUSSIONS, AND NEGOTIATIONS 

BASED ON EYE TRACKING, FACIAL EXPRESSION ANALYSIS 

(FEA), AND GALVANIC SKIN RESPONSE (GSR) – A HANDS-

ON WORKSHOP” 

Markus Vorderwinkler 

University of Applied Sciences Upper Austria, Austria 

 

ABSTRACT 
 

The workshop titled "Sales Behavioural Analysis during Presentations, Discussions, and 

Negotiations based on Eye Tracking, Facial Expression Analysis (FEA), and Galvanic Skin 

Response (GSR) – A Hands-on Workshop," led by Markus Vorderwinkler, offered participants 

a unique opportunity to delve into the world of sales-related behavioural analysis using cutting-

edge technologies. The workshop focused on screen and glasses-based eye tracking, facial 

expression analysis, and galvanic skin response techniques. 

 

Participants gained practical experience and explored the applications of these advanced 

technologies, which provide valuable insights into customer reactions during presentations, 

discussions, and negotiations. By interpreting and utilizing these insights effectively, attendees 

learned how to enhance their sales performance. The workshop also fostered a critical 

discussion on the potentials and ethical considerations associated with these emerging and 

increasingly prevalent technologies. 

 

With a focus on interactivity and practical engagement, this workshop equipped participants 

with the skills and knowledge to harness behavioural analysis techniques for sales success.  
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WORKSHOP: “HOW TO SELL YOURSELF: 

STUDENTS4STUDENTS” 

Piotr Kwiatek, Darnia Ageeva, Jhenylyne Carreon, Oezlem Erbilen, Eva Slovakova, 
Barbara Haas, Susanne Jankovic, Markus Kaeferboeck, Patrick Kastl, Marton 

Orban, Natalia Nieciag, Lisa-Maria Samhaber, Mihails Stepanovs, Zoya Zavyalova 

University of Applied Sciences Upper Austria, Austria 

 

ABSTRACT 
 

The "How to Sell Yourself: Students4Students" workshop, led by Piotr Kwiatek and GSM 

master students, primarily focused on enhancing sales skills and international negotiation 

capabilities within a student context. Held in Seminar Room II.3 on the 2nd floor, this 

specialized program provided students with practical tips and expert advice on self-marketing 

in the context of sales and international negotiations. 

 

Participants had the opportunity to learn strategies on how to effectively present themselves 

professionally, emphasizing their strengths and addressing weaknesses. With a particular 

emphasis on standing out in competitive environments, students gained valuable insights from 

both peers and experts, fostering their ability to successfully market themselves in academic 

and professional settings with an international perspective. 

 

This workshop served as a valuable platform for students to enhance their sales skills and 

international negotiation capabilities, enabling them to excel in their future endeavors. By 

attending this workshop, students were equipped with the necessary tools to elevate their 

personal brand and successfully navigate the global business landscape. 
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