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PREFACE

We live in times of multiple transformations, the most important of which are the digital respectively the Al
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
12" 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 121" 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

Prof. Dipl.-Ing. Dr. Margarethe Uberwimmer

Dr. Gerald Reisinger Head of Studies
University President Global Sales and Marketing

perd r—{" %M

Dr. Piotr Kwiatek
Deputy Head of Studies
Global Sales and Marketing 4

Prof. Ing. Mag. Robert Fiireder
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 Cote 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 Coéte 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.



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 Kuncova®, Dagmar Frendlovska', Milan Jefabek?, Robert Fureder®

1: College of Polytechnics Jlhlava, 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
Vysocina Region and Upper Austria. The aim of this paper is to describe the main differences
found within the project.

Full version available at https://www.global-business.at/
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https://www.at-cz.eu/cz/ibox/po-4-udrzitelne-site-a-institucionalni-spoluprace/atcz240_cccn
https://www.at-cz.eu/cz/ibox/po-4-udrzitelne-site-a-institucionalni-spoluprace/atcz240_cccn
https://www.imd.org/centers/world-competitiveness-center/rankings/world-digital-competitiveness/
https://www.imd.org/centers/world-competitiveness-center/rankings/world-digital-competitiveness/

Full version available at https://www.global-business.at/
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READY FOR CULTURAL LEARNING - OR NOT?

Robert Fureder
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 Vysocina (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.

Full version available at https://www.global-business.at/
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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 Zhang', Andreas Zehetner?

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?”

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

23



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-Pl'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.

Full version available at https://www.global-business.at/
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https://www.usnews.com/news/articles/2013/11/13/behind-americas-decline-in-math-science-and-technology
https://www.usnews.com/news/articles/2013/11/13/behind-americas-decline-in-math-science-and-technology
http://www.test-preparation.ca/chspe-math/
http://search.proquest.com.cuw.ezproxy.switchinc.org/docview/908998525?accountid=10249
http://search.proquest.com.cuw.ezproxy.switchinc.org/docview/908998525?accountid=10249

Full version available at https://www.global-business.at/
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https://doi.org/10.1007/s10648-016-9386-y
http://libproxy.usc.edu/login?url=https://search-proquest-com.libproxy1.usc.edu/docview/213432103?accountid=14749
http://libproxy.usc.edu/login?url=https://search-proquest-com.libproxy1.usc.edu/docview/213432103?accountid=14749
https://rethinkingschools.org/articles/the-problems-with-the-common-core/
https://www.govtech.com/education/k-12/New-Research-Shows-Declining-Interest-in-STEM.html
https://www.govtech.com/education/k-12/New-Research-Shows-Declining-Interest-in-STEM.html
https://www.nationsreportcard.gov/reading_math_2015/#mathematics?grade=4
https://www.studentresearchfoundation.org/blog/statistics-ap-classes-and-exams/
https://www.studentresearchfoundation.org/blog/statistics-ap-classes-and-exams/
https://doi.org/10.3102/0013189X10374770
https://doi.org/10.1007/s10648-012-9201-3
https://doi.org/10.1007/s10648-012-9201-3
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https://dpi.wi.gov/sites/default/files/imce/standards/pdf/math-standards.pdf

SPLASH SALES COMPETITION — A NEW PEDAGOGICAL
APPROACH FOR TEACHING COMPLEX TEAM SELLING WITH
TECHNOLOGICAL AND HYBRID ELEMENTS

Karina Burgdorff!, Rikke Carlé*, Silvio Cardinali?, Christian Stadlmann?,
Pia Hautaméki*, Pauliina Airaksinen-Aminoff*, Teppo Yrjonkoski, Piotr Kwiatek?,
Serena Galvani?

1: Aalborg University Business School, Denmark
2: Universita Politecnica delle Marche, ltaly
3:University of Applied Sciences Upper Austria, Austria
4: Tampere University of Applied Sciences, Finland

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:

e 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)

e Team player skills: multilevel selling, building the right team for negotiations (Lai &
Yang, 2017)

e Sales analytics and technology: use and adoption of Data, Bl, CRM (Guenzi &
Nijssen,2020)

e Value-Based Selling: Strategic view over the customer’s business (B6hm 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.

35



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


https://salesfoundation.org/

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

37
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THE USE OF BLOCKCHAIN TECHNOLOGY IN EDUCATION:
BENEFITS AND SOLUTIONS.

Konecna Zdenka, Jan Budik
Brno University of Technology, Czech Republic

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
guestionnaire 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.
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WITH OR WITHOUT THEM: SUPPORTING ACADEMICS IN
THEIR INTERNATIONALISATION EFFORTS BY ASSESSING
THEIR PROFESSIONAL DEVELOPMENT NEEDS

Lucie Weissova, Darko Pantelic
Jonkdping University, Sweden

INTRODUCTION

Internationalisation of Higher Education (IloHE) 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).
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ASSESSMENT OF CULTURAL ENVIRONMENTS FROM THE
PERSPECTIVE OF EXPATRIATES

Dorota Maria Simpson

University of Business Administration, Poland
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,
e 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,
e 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
Quiality 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
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COME TO STAY? CAREER PATHS OF INTERNATIONAL
STUDENTS IN UPPER AUSTRIA AND IMPLICATIONS FOR HR
MANAGEMENT

Vanessa Priller
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 OO) 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 O0O?

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.
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GENERATIONAL VALUES: THE GENERATION Y AND WAR IN
UKRAINE

Tetyana Blyznyuk, Tetyana Lepeyko, Oksana Mazorenko, Mateusz Tomanek
Simon Kuznets Kharkiv National University of Economics , Ukraine

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.
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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. Vodak and Kucharcikova (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 (MarSikova 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.
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CREATING A THRIVING ENTREPRENEURIAL ECOSYSTEM:
THE IMPACT OF HUMAN CAPITAL AND CORRUPTION

Charles Bryant!, Rajshekhar Javalgi?

1: Concordia University of Wisconsin, United States of America
2: Cleveland State University, United States of America

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).
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THE INFLUENCE OF CULTURE ON DIASPORA
INVESTMENTS: THE CASE OF INDIA

Sivakumar Venkataramany®, Charles Bryant?

1: Ashland University, United States of America
2: Concordia University of Wisconsin, United States of America

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].
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MARKETING STRATEGIES WHEN THE GOING GETS TOUGH
— LESSONS FROM INDIA DURING A GLOBAL CRISIS

Meenakshi Handa, Ronika Bhalla
Guru Gobind Singh Indraprastha University, India

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.
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RETHINKING MARKETING AND SALES — A NEW AGENDA
FORCED BY GREEN TRANSFORMATION

Doris Ehrlinger*, Margarethe Uberwimmer?, Harald Hammer?!, Stefan Mang?,
Laura Casati', Eileen Dauti?

1: University of Applied Sciences Upper Austria, Austria
2: University of Passau, Germany

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?
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SEXISM IN ADVERTISEMENTS — A CROSS-CULTURAL
ANALYSIS

Joachim Riedl!, Stefan Wengler?3, Marcin Czaban?, Simon Steudtel*
1: Hof University, Germany
2 Corresponding author: Stefan Wengler, Hof University, stefan.wengler@hof-university.de
3: Universitat Bayreuth, Germany

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.

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

99



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

100



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

101



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

102



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

103



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

104



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

105



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

106



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

107



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

108



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

109



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

110



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

111



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

112



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

113



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

114



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

115



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.* 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.
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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 (Al), 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 Al, 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 Al, 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
Al, 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 Al
APPLICATIONS - IMPLICATIONS FOR B2B MARKETING AND
SALES

Melanie Eggel
University of Applied Sciences Upper Austria, Austria

Artificial Intelligence (Al) 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 Al 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 Al developing and applying companies create and implement their
applications in an ethical manner. The thesis aims to contribute to closing this gap, especially
for Al applications relevant in B2B marketing, by providing stakeholders with more concrete
insight into how to approach ethical Al 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 technigues.

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 1.3 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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