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PREFACE 

In this new age of globalization, cross-cultural and economic issues are increasingly 

becoming the center of attention in a variety of fields. Therefore, it is vital for both 

researchers and practitioners to continuously enhance and share their knowledge of 

their particular research areas and to embrace intercultural and economic aspects 

in their everyday working lives. 

The research group Global Business Management at the University of Applied 

Sciences Upper Austria, School of Management in Steyr performs research 

activities for the study programme Global Sales and Marketing, addressing such 

cross-cultural topics. In cooperation with the School of Informatics, Communications 

and Media in Hagenberg, the Cross-Cultural Business Conference 2017 is carried 

out to deal with intercultural and international perspectives in: 

 Session A: Global Business and Export Management 

 Session B: Marketing, Sales and Service Management 

 Session C: Higher Education Research, Teaching and Learning 

 Session D: Innovation and Entrepreneurship 

 Session E: Human Resource Management 

 

We would like to thank all conference participants who made their valuable 

contributions and hope the conference will strengthen our partnership and network 

and to serve as a platform for further research cooperation. 

Sincerely, 

  
Dr. Gerald Reisinger 

University President 

Prof. Dipl.-Ing. Dr. Margarethe Überwimmer 

Dean of the School of Management 

Head of Studies Global Sales and Marketing 
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Opening Keynote  
“Strategic Cultural Competence: The Construction and 

Operation of a World Class Airport” 

Richard Griffith, PhD 

Florida Institute of Technology, Institute for Cross Cultural 

Management (ICCM) 

 

 

Dr. Griffith is the Executive Director of The Institute 
for Cross Cultural Management at the Florida 
Institute of Technology. Dr. Griffith provides 
coaching in global leadership and executive 
presentations, specializing in presentations 
conducted abroad. He is the Associate Editor of the 
European Journal of Psychological Assessment and 
the co-editor of "Leading Global Teams", "Critical 
Issues in Cross Cultural Management" and 
"Internationalizing the Organizational Psychology 
Curriculum". He is the author of over 100 
publications, presentations, and book chapters and 
has conducted funded research for the Department 
of Defense examining the assessment and 
development of cross-cultural competence. His work 
has been featured in Time magazine and The Wall 
Street Journal. 
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FH-Prof. Dr. Othmar M. Lehner, MBA 

University of Applied Sciences Upper Austria 

 

 
Othmar M Lehner is a full professor of 
entrepreneurial finance at the University of A. S. 
Upper Austria and a professorial fellow at the 
University of Oxford. He serves as the director of the 
ACRN Oxford Centre for Interdisciplinary Research. 
He is one of the authoritative voices in the fields of 
Impact Investing and Social Finance with numerous 
publications and is particularly interested in the role 
of Crowdfunding as a catalyst for societal 
changes.  As editor of the Routledge Handbook of 
Social and Sustainable Finance he currently leads a 
consortium of researchers to further develop the 
field. 
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Mag. Bernhard Reisner, MBA 

Vice President Human Capital, Miba Group 

 

 
Bernhard Reisner is the Vice President Human 
Capital of Miba AG, which is one of Austria's leading 
industrial and technology companies and has 22 
locations in eleven countries. Already during his 
International Business Administration studies at the 
University of Vienna, he gained international work 
experience in Ireland and Indonesia. Before 
Bernhard Reisner started his career at Miba AG in 
2000, he served as Assistant to the Secretary 
General at the Federation of Austrian Industry. 
Initially serving in the function of Head of Corporate 
Communication and Assistant to the Management 
Board at Miba AG, he worked his way up to the Vice 
President Human Capital, which he is since 2005. 
Additionally, he finished his MBA-programme at the 
IEDC Bled in Slovenia in 2014.  
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Economic Impacts of EU-China FTA 
and its Opportunities for Businesses 

— Perspectives Based on a Dynamic 
General Equilibrium Model 

 

Jun Yang 
 

University of International Business and Economics, People’s Republic of 
China 

 

 
ABSTRACT 

EU and China are among world largest economies and any type of Free 

Trade Agreement between them will create significant economic impacts 

on both sides and rest of world. The EU-China FTA was proposed firstly by 

Chinese President Xi Jinping during his official visiting to EU on April, 2014. 

Although there exist different opinions towards trade liberalization, 

especially during the period of economic recession, it is no doubt that the 

global economic integration is irresistible and unavoidable. If it was 

constructed successfully after great efforts in both sides, the EU-China FTA 

would be the world unprecedented largest FTA in term of the gross GDP 

and total trade volume. Therefore, it will be very critical and meaningful to 

conduct rigorous study to evaluate the economic impacts induced by the 

EU-China FTA. 

 

To fully capturing its impacts, the evolution of economic structure and trade 

of and between China and EU will be analyzed comprehensively, and then 

the effects of FTA will be evaluated by adopting a refined analytical 

framework of dynamic global general equilibrium model. Comparing to the 

previous similar studies, the short-run and long-run effects of FTA will be 

evaluated quantitatively and distinguished by introducing the elaborate 

mechanism of the redistribution of global investment and capital 

accumulation. Moreover, the industries are classified in detail to facilitate 

the identification of impacts on sectoral levels. Therefore, the study will 
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provide comprehensive assessments not only including the macro effects 

such as the contribution to economic growth and social welfare, but also 

the influence on different sectors, which will shed light on the opportunities 

and challenges brought by EU-China FTA. The main conclusions will be 

drawn in the final part with relevant policy implications proposed. 
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The Influence of Import Substitution 
Policies on the Russian Economic 

Development 
 

Ekaterina Novikova 
 

Plekhanov Russian University of Economics, Russia 
 

 
ABSTRACT 

This research paper studies the current economic situation in the world and 

especially in Russia taking into account the import substitution policy. The detailed 

analysis of volume and structure of the Russian import and export, its changes and 

the influence on the economy of partner-countries around the world has been 

considered. One of the main aspect of this paper is the analysis of import 

substitution policy in Russia and prerequisites for such actions taken by the Russian 

government. Some answers could be found in the correlation between import and 

export in Russia for the last decade. Precisely, during the period of years 2000-

2013 the import of goods and services to Russia was steadily growing from 33,9 to 

318 mln dollars. The dependence of the Russian economy mostly has been created 

in such sectors as food, car production, pharmacy, machinery, footwear and 

clothing. At the same time, the least dependence has been found out in the food 

sector of economy and it has been selected for contra sanctions towards EU and 

USA sanctions through the import substitution policy.  

Additionally, this situation is one of the prerequisites for the formation of new trade 

unions in the world including the Eurasian Union, Transatlantic Trade and 

Investment Partnership, countries of New Silk Road, European Union, and BRICS. 

This is one of the reason for the transformation of trade links among countries 

during the last period. This trade volume has been transferred to other countries 

including the Asian market and USA taking into account the latest statistical data.  

Based on the analyzed figures the place of the Russian economy in the world is 

deeply considered and some additional steps for the improvement of its 

competitiveness is offered.  

Keywords: import, export, import substitution policy, global value chains, the theory 

of comparative advantages, free trade.  
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The Development of the Work Quality of 
Chinese Sales Representatives in German 

Industrial Companies in China 

 

Klaus Mühlbäck, Michael Schmitt 

 
International School of Management, Germany 

 

 
ABSTRACT 

China’s economic growth has been exceptional in recent years. Based on the 

increasing number of German industrial enterprises in China, the access to qualified 

and competent labor plays an increasingly significant role for these companies in 

today’s business environment. In this context the question arises if the quality of 

Chinese sales representatives in German industrial companies active in China has 

met the rising expectations and requirements of the Chinese economy.  

The primary objective of this study was to clarify through an empirical research the 

question of whether the quality of Chinese sales representatives in German 

industrial companies in China has improved over the past decade. For this purpose, 

at first indicators to evaluate the quality of sales staff in China were defined and 

empirically determined. Then their development was explored over the past ten 

years. The process to research these questions included both a qualitative and a 

quantitative survey. In interviews with experts who are in direct contact with the 

Chinese economy, as well as through an empirical survey among German industrial 

companies in China, assumptions have either been confirmed or rejected, and 

formed the basis for conclusions and recommendations to fully use the potential of 

Chinese sales staff, both in terms of recruitment and management, and hence to 

reconsider the employment of expatriates. On the basis of holistically conducted 

empirical evidence, ten hypotheses laid out the foundation of the subsequent 

proposals of appropriate measures, German industrial enterprises may implement 

in order to increase the quality of their Chinese sales representatives in the long 

run. The quantitative survey examining 71 German industrial companies active in 

China and the qualitative research based on ten expert interviews, both together, 

disclosed a crucial tendency towards the support of the main assumptions. The 

examination revealed an overall trend towards ‘autonomy’, ‘customer orientation’ 
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and ‘ability to establish contacts’ within the choice of relevant indicators of 

employee assessment. Furthermore the overall view of the study participants 

concerning the work quality development was positive. In addition, suitable 

measures have been identified to increase the employees’ work quality and loyalty 

to provide a holistic personnel management approach to win the stated “war for 

talents” in China. 
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Banking Crisis and Macroeconomic 
Indicators 

 

Johan Winbladh 
 

Vysoká škola manažmentu (VSM), Slovakia 
 

 
ABSTRACT 

The aim of the study is to identify leading macroeconomic indicators using 

multivariate linear regression, causing or coinciding with systemic banking crises 

within the core CEE area: Bulgaria, Hungary, Romania, the Czech Republic, 

Poland, and the Slovak Republic. The clear focus on systemic banking crisis leaves 

little ambiguity of what constitutes a banking crisis. The macroeconomic leading 

indicators are chosen with economic theory and data availability in mind. The 

indicators are tested using a linear multivariate regression with a dichotomous 

variable for systemic banking crisis or no systemic banking crisis. The indicators 

are: GDP, GDP per capita, GDP growth, inflation measured as CPI, real exchange 

rate, domestic credit in percent of GDP, and current account deficit or surplus in 

percent of GDP.  

 

Keywords: Systemic banking crisis, leading indicators, macroeconomic 

fundamentals, political economy, and external shock. 
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The Relationship between Emotional 
Intelligence and Negotiation Performance:  
Preliminary Findings of an Experimental 

Study with International Business Students 
 

Andreas Zehetner, Joerg Kraigher-Krainer 
 

University of Applied Sciences Upper Austria, Steyr, Austria 
  

 
ABSTRACT 

While the construct of emotional intelligence (EI) has been discussed for many 

years, its relationship with business negotiations performance is still unclear due to 

contradictory findings. Those range from a very large to a next to nil explanatory 

power of EI in explaining the variance of performance outcomes (Dana L. Joseph et 

al. 2014). Several reasons that may account for the inconsistent results are 

discussed in this paper: One reason might be that the relationships of IQ, EI and 

negotiation performance (esp. in business settings) are not, as predominantly 

supposed, linear positive but follow a non-linear slope. Thus, high levels of 

emotional intelligence would cause a smaller marginal contribution or even lower 

performance outcome than medium levels. A second possible reason for 

inconsistent results may be that important interaction effects have not been 

controlled for and effects are blurred because variables that are seemingly 

unrelated show significant relationships when subgroups are inspected. This paper 

aims to examine possible linear and non-linear direct relationships between IQ, EI 

and negotiation performance as well as interaction effects with several other 

variables. Findings show effects of EI on negotiation performance and interaction 

effects with gender, job experience, and IQ. Higher levels of emotional intelligence 

lead to better negotiation results, and this is a linear relationship. At lower levels of 

IQ the effect of EI becomes stronger; as such there might be a compensation effect 

of deficiencies of IQ with an increase of EI. Job experience reinforces the effect of 

EI on negotiation outcome. However, this effect is not linear, as with higher 

experienced people, it decreases at higher levels of EI. Finally, EI explains a larger 

proportion of the variance of negotiation outcomes with male than with female test 

persons.  
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Universal Means of Communication 
 

Joanna Ewa Staniszewska 

 

Effenex Advisory, Poland 
 

 
ABSTRACT 

Is there a means or method of communication that could touch the essence of 

mankind and that would enable communication between people from every culture 

and background? 

Communication, with its layers, means, nuances, and contexts can be a hard game 

when faced with multicultural differentiating aspects. A better understanding of 

motives and intentions could lead to finding a core of versatile ways to exchange 

thoughts.  

What elements of exchanging ideas, feelings, and asking questions could transfer 

our intentions in the best and most exact way? Are there any shortcuts that could 

be used to address better arguments both, rational and emotional? What is 

influenced by how deep the subconscious decoder of a person’s body language is 

installed? Question individuals need to explore is – “Am I in proper contact with 

myself, connected to my feelings and needs, and not driven by “what is appropriate” 

or “what is expected of me?” Not being honest with oneself is one of the barriers to 

being honest with others.  

My thesis states that there is a meta-level meaning to human communications. It 

could be discovered by self-development of an individual, or developed on an 

organizational (understood as a group of people) level. Changing one’s approach to 

life, people, and freeing oneself from burdensome convictions and fears, not only 

changes a person’s perception of the world but can also have a significant impact 

on their communications. 
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Selected Determinants of Managing Family 
Business from an International Perspective 

 

Lubomira Strazovska, Rozalia Sulikova, Darina Saxunova 
 

Comenius University, Faculty of Management, Bratislava, Slovak Republic 
 

 
ABSTRACT 

Family businesses play an irreplaceable role in the national economy and also are a 

motivator for next generations and their international perspectives. Family 

businesses account for 90% of small and medium enterprises in developed 

countries. This form of business should be encouraged as it is a long-term 

perspective for the family and economic security of families. Apart from the other 

issues it also requires that family businesses should develop appropriate marketing 

communication. Family businesses, as a research object, are able to use their basic 

international marketing distinct features/symbols to be distinguished from non-family 

firms (the business designation of a family business is frequently the name of the 

founder, the packaging technology provides the foundation year of the family 

business). Slovak family businesses can utilise some of the marketing cross-cultural 

symbols of foreign family enterprises which will assist them to create an 

international perspective for their business. Social skills also play a key role in 

efforts to penetrate in foreign markets through effective intercultural communication. 

The objective of the paper is to clarify conceptually the definition of the family 

businesses and systemize their fundamental characteristics. The paper aims at 

highlighting not only the specifics of marketing for family business and at 

emphasizing the importance and specifics of marketing communication in the global 

environment, moreover, also at highlighting the need for effective interpersonal 

communication in an intercultural environment. Methods as critical analysis and 

synthesis, and comparison and deduction were applied. Little is known what exactly 

makes family enterprises different, The paper’s scientific contribution is 

systemization of the family business characteristics in the Slovak environment. 

 

  



25 

 

Creating Value for the Customer with 
Industrial Services: Selling Industrial 

Services is not a Matter of Price 
 

Margarethe Überwimmer, Robert Füreder,  
Christina Roitinger 

 

University of Applied Sciences Upper Austria, Steyr, Austria 
 

 
ABSTRACT 

According to the ESIC (European Service Innovation Centre) report, the Upper 

Austrian region is characterized by a strong manufacturing sector where service 

innovation driven transformation represents an inevitable step forward and is thus 

used as a large-scale demonstrator for the dynamic and broad impact of service 

innovation. The pricing of industrial services is a vast topic and difficult due to the 

complex parameters of services but represents one of the issues when talking 

about industrial services. As the Austrian region with high export rates and a broad 

international business presence, this paper focuses on companies in Upper Austria 

when elaborating on the importance of pricing regarding different value oriented 

services. Moreover, the paper emphasizes on general parameters that are 

important in the field of industrial services. In order to receive a more profound 

knowledge about the topic the authors worked closely together with the industry. A 

qualitative study conducted with five Upper Austrian companies highlights the 

challenges as well as the most important parameters and dynamics when actively 

selling additional services in the manufacturing industry. 51 in-depth interviews 

were carried out with sales employees, customers and experts from the respective 

companies. The results suggest that there are certain value dimensions which have 

to be taken into account for the successful delivery of industrial services. From a 

sales point of view price is the most important factor. However, this contradicts the 

common view of customers who rather base their choice on the aforementioned 

value driven aspects. Customers are more long-term and relationship oriented. 

Hence, the value benefits should be the main communication message towards the 

customer, and sales staff has to be trained accordingly. 

  



 
 
 

26 

 

The Hidden Impact of Word-Of-Mouth:  
A System Dynamics Approach 

 

Jörg Kraigher-Krainer, Margarethe Überwimmer,  
Yasel Costa, Andreas Zehetner 

 
University of Applied Sciences Upper Austria, Steyr, Austria 

  

 
ABSTRACT 

The method of System Dynamics is applied to study the impact of word-of mouth on 

sales over time. Five simulations (or experiments) are run under different 

assumptions. The outcomes show a significant leverage effect of WOM: Depending 

on Customer Involvement, Product Life Cycle and Customer Satisfaction, the 

market development of a New-Product-Introduction varies between 11.0 and 59.3 

percent, the contribution of Classical Advertising ranges from 18.0 to 75.0 percent, 

and the contribution of WOM from 25.0 to 82.0 percent at the end of the time series. 

Possible insights for practitioners as well as scholars are discussed. WOM can be 

the decisive factor for both business success or failure when introducing a product 

into a market which calls for more attention of WOM in the daily business agenda. 

Furthermore, the model highlights the importance of various influences of WOM 

under different conditions which may support decision makers in planning their 

communication investments and in allocating their communication budgets wisely 

under these varying conditions. 

 

 

 

  



27 

 

The Influence of Culture on Impulse 
Buying: A Cross Cultural Study on  

Impulse Buying 
 

Aylin Cakanlar 
 

Linnaeus University, Sweden 
 

 
ABSTRACT 

Impulse buying continues to increase worldwide; in certain low- involvement product 

categories, it is responsible for up to 80% of purchases. In Sweden, the average 

person can spend up to 20000SEK a year on impulsive shopping. Moreover, 

impulse buying appears to be increasing most rapidly in emerging markets such as 

Turkey and Vietnam. In Vietnam, steady economic growth of approximately 7% 

annually has led to higher consumer demand. Similarly, Turkey’s economy is one of 

the fastest-growing markets in Europe; there, too, impulse buying is on the rise.  

The purpose of the present study is to expand the understanding of impulse buying 

behavior by looking further into the role of culture in cross-cultural contexts. 

H1: There is a significant relationship between individualism-collectivism and 

impulse buying behavior.  

H2: There is a significant relationship between power distance and impulse buying 

behavior.  

H3: There is a significant relationship between uncertainty-avoidance and impulse 

buying behavior  

H4: There is a significant relationship between masculinity-femininity and impulse 

buying behavior  

Three focus groups and seven interviews will serve as the pilot study, and a cross-

cultural questionnaire will be administered across three countries, namely Sweden, 

Turkey and Vietnam.  

Culture generates particular effects on impulse buying behavior, and its influence 

diverges across these countries. However, the findings also indicate that other 

factors may be affecting impulse buying behavior.  

Keywords: Impulse buying, culture, power distance, individualism/collectivism, 

uncertainty/ avoidance, masculinity/femininity.  



 
 
 

28 

 

 

The Power of Compliments: A Socio-
Linguistic View into Social Advertisement 

 

Dagmar Sieglova 
 

Škoda Auto University, Czech Republic 
 

 
ABSTRACT 

With the accent of information and communication technology tools of the 21st 

century, consumption has been under a strong influence of globalization processes, 

changing communication systems, and developing the spending power of both 

businesses and individuals. Because of an easy access to communication tools and 

information, the consumer spending power strengthens and their attitudes and 

opinions gain voice. At the same time, a pressure on business subject to take over 

their responsibility share in helping to resolve social problems amplifies. Marketing 

practices have striven to recognize these changing rules with adjusted advertising 

strategies. Reflecting the new role distribution of the market, a strategy shift from 

product oriented campaigns to consumer value recognition can be observed, 

especially through social advertisement campaigns. 

The purpose of this paper is to provide an alternative, sociolinguistic perspective 

into the psychology of the consumer by analyzing cases of successful marketing 

communication that aim at the consumer values rather than at the brand or product. 

Particularly, campaigns adopting the format of compliments in their advertising 

messages were identified and analyzed, to point out the potential of this 

communication format. Being strongly personal and value oriented with a positive 

charge in its nature, compliments amplify their potent communication power aimed 

at the recognition of the consumer in the modern times. Adopting a detailed content 

analysis, the study brings a unique, multi-disciplinary perspective to the 

understanding of marketing communication of the modern times.  
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Selling Industrial Services – How to 

Achieve Industrial Service Excellence? 
 

Doris Ehrlingera, David Tempelmayra, Christian 
Stadlmanna, Stefan Mangb, Anna Biedersbergerb 

 
a
University of Applied Sciences Upper Austria, Steyr, Austria 

b
University Passau, Center for Market Research, Passau, Germany 

 
 
ABSTRACT 

An increasing number of manufacturing companies are offering services to 

generate more revenue and profit. However, selling services often requires a 

different selling approach and different skills of the sales representatives. Based 

upon a systematic literature review this paper analyzes whether there is a need to 

be attentive to further aspects in the selling of services. Finally, twelve different 

aspects affecting the selling of services in manufacturing companies were identified. 

These aspects are the foundation of a multifaceted construct called Industrial 

Service Excellence, which can serve as the basis for future empirical research.  

To give companies guidance on how to achieve Industrial Service Excellence, our 

research identified important aspects as well as practical paths to excellence from 

the literature. Industrial Service Excellence means that the services are developed, 

produced and sold in an effective, efficient, flexible and profitable way and that 

finally customers are highly satisfied with the services offered. Every aspect of the 

organization is important in order to be able to achieve Industrial Service 

Excellence. The taxonomy shows that it is important to broaden the view and not 

only to focus on the sales aspect. Industrial Service Excellence means more than 

changing the sales approach and the sales personnel. As ‘sales force capabilities 

and selling approach’ is only one of the twelve aspects found in the literature, it is 

clear that changes in the sales department are important but alone not sufficient to 

achieve Industrial Service Excellence and the successful selling of industrial 

services. However, the paper points out the major considerations for sales which 

may support the achievement of Industrial Service Excellence. Therefore, in-depth 

interviews with 26 companies serving as successful examples in one or more 

aspects of Industrial Service Excellence in Austria and Bavaria were conducted to 
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identify relevant excellence factors and possible development paths towards 

Industrial Service Excellence in general and in particular in sales.  
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ABSTRACT 

In the master programme Public Communication (COM) at the Institute of 

Journalism and PR at FH JOANNEUM, two instructors (Inter- and Intracultural 

Communication - IIC and English Presentations, Meetings & Negotiations) joined 

forces to provide communication majors with a learning environment fit to cope with 

the exigencies of globalization and intercultural reach of business administration/ 

public relations departments in organizations today. 

The challenges have been manifold: (1) On one level, operational restraints needed 

overriding, as providence for better learning outcomes was a strong argument: The 

two courses continued with separate grading, but with joint criteria for holistic 

assessment. (2) Complex criteria development drew on intercultural communication 

theory as well as English language proficiency rubrics. (3) Joint lectures enabled 

hands-on experiences in meeting simulations collaboratively developed for this 

course. (4) Finally, provision of a learning environment fostering structured 

reflection and exchange among participants for collaborative learning, both face-to-

face and online, was a guiding principle in course set-ups. 

COM offers an ideal framework for the course objective of developing intercultural 

communication competencies as strategic intelligence for the 21st century: 

Intelligence as defined by Gardner is understood as multiple intelligences and 

minds, due to the given contexts of contemporary (business) life as governed by 

uncertainty and risks. Intercultural theory focuses on the work of Gudykunst 

regarding mindfulness in Anxiety/Uncertainty Management theory, and Cultural 

Intelligence as developed and researched by the members of the Michigan- based 

Cultural Intelligence Center. Hofstede’s framework of cultural dimensions serves as 

a critically reviewed starting point for discussion. 
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By the end of the course, students reportedly had a clear idea of how to organize 

and approach international meetings and negotiations confidently and strategically, 

since they had practiced appropriate language and register alongside a clear focus 

on mastery of intercultural aspects regarding target groups in international business 

settings in their field.  
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ABSTRACT 

In view of numerous challenges brought about by the changes in demographics, the 

massification of higher education, globalization trends and legal requirements (e.g. 

Bologna declaration, national mobility strategies), higher education institutions 

(HEIs) are forced to review their strategies for attracting future students. One 

strategy that has long been considered to be the key to success was the 

recruitment of internationally mobile students, and consequently, the change of the 

local medium of instruction, mostly into English. This paper seeks to identify the 

interfaces between internationalization endeavors, intercultural competencies and 

diversity-related aspects that appear all relevant for higher education institutions but 

are often regarded as stand-alone measures without a cohesive frame. Hence, this 

contribution puts forward a conceptual model that relates the key parameters at 

stake and discusses implications of diverse internationalization strategies. It is 

suggested that apart from approaches such as Internationalization of the 

Curriculum (IoC) and Internationalization at Home (IaH), there may be an additional 

strategic orientation, one that also embraces intra-societal diversity. What we would 

like to call Internationalisation of the Mind (IoM) may have the potential to serve as 

a liaison between international, intercultural, and diversity-related aspects at the 

tertiary level and combine structural, community and competency 

internationalization strategies. To integrate these interfaces in a practical framework 

but also to draw on societal, disciplinary, institutional and functional cultures, a 

meta-level analysis of an Austrian higher education institution is provided. It is 

discussed how the context and causal and intervening variables impact the 

strategic orientation of a higher education institution with regard to 
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internationalization and what consequences the respective alignment may have on 

a structural, institutional and competency level.  

 

Keywords: Internationalisation; interculturality, diversity, diversity management, 

higher education, governance, Internationalisation of the Curriculum (IoC), 

Internationalisation at Home (IaH), Internationalisation of the Mind (IoM) 
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ABSTRACT 

The information revolution affects societies across disciplines including tertiary level 

education. Students face an increasing need to deal with information overload, 

growing expectations and competition not only during their studies, but also in their 

approximating practice. To succeed in school and later at work, they need specific 

skills – to orient in, process and apply information available to them from utterly 

unfathomable resources, and what is more, in multiple languages. Therefore, 

mastering foreign languages provides them with a competitive advantage to 

succeed or excel in school or at the job market. 

Traditional language teaching methods still widely applied, frontal teaching or 

accent on grammar perfection and drills to name a few, become inefficient for 

globally interconnected world of the information age. This paper accentuates the 

need to enhance student critical thinking skills in combination with foreign language 

competences. It argues that developing critical thinking together with language skills 

activates study potential, refines key competencies for both study and job 

performance, and reflects the needs for modernization and optimizing teaching 

methods at the tertiary level. A concept for promoting critical thinking will be 

introduced in the context of foreign language instruction. The suggested approach 

is based on an existing critical thinking methodology, unique in its complexity as it 

describes a set of cooperative teaching methods for teachers as well as study 

techniques for students. While empowering teachers as mediators of the teaching 

process, and students as active participants of the learning process, this approach 

is a suitable reflection of the changing roles in the learning and teaching process 

that information society imprints into the relationship between the student and 

teacher. At the same time, it is a powerful tool to optimize the efficiency of the 

educational processes as a preparation for future practice.    
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ABSTRACT 

Well-educated Syrian refugees are facing the complex problem of integrating into 

the university network of Upper Austria. This study aims to identify their information 

requirements and how universities should adapt their integration structures. To 

accomplish this, a profound literature review was carried out and qualitative, 

guideline-based interviews with Syrian refugees and integration experts of 

universities and social institutions in Upper Austria were conducted. As a 

conclusion, effective ethno-relative action advice for institutions of tertiary 

educational level was generated. 

The literature review included a general analysis of Syria's educational system and 

a cultural analysis after Hofstede (2011), Hall (1993) and Trompenaars & 

Hampden-Turner (1993). The cultural analysis compared the Syrian culture with the 

Austrian one and identified differences and similarities between the two countries. 

The second part of the review outlined the present situation in Austria's politics and 

university network.  

The subject group for the interviews comprises qualified Syrian refugees who either 

want to study or are already studying at one of the universities in Upper Austria. 

Experts of the social institute "Migrare" as well as integration experts of the 

Johannes-Kepler University and the University of Applied Sciences Upper Austria 

were interviewed as a part of the second interview group. The semi-structured, 

guideline-based interviews were sampled via purposive sampling and analysed by a 

thematic analysis. 

Preliminary findings suggest that language and financing are highly considerable 

problems, which the refugees face in their integration process. The knowledge of 

the German language and certain special expressions needed for the study have a 

main impact on the finalization of the first semesters. Interviews with Syrian refugee 
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students further suggest the need for financial help during the time, when their 

asylum application is not yet approved. Offering private tutoring lessons as well as 

financial support for travel expenses can be named as first action advice for 

universities. Looking into the future, this can only be achieved through an extensive 

cooperation on micro, meso and macro level: When state, university network and 

students help together, a successful integration is feasible.  

 

Keywords: Syrian refugees, Universities, Action Advice, Cultural Analysis, Upper 

Austria 
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ABSTRACT 

Worklife is becoming increasingly international and intercultural. With improved 

online interaction and new ways of working multicultural virtual teams are becoming 

a routine. In order to interact effectively and efficiently in the networked professional 

environments practice for higher education students is of utmost importance. 

Building intercultural competence and experimenting with multicultural virtual teams 

as part of pedagogical internationalization must be systematic. Successful 

internationalization of education depends on activities on three levels: institutional, 

faculty and students (Lauridsen & Cozart 2015). Trust, relationship building, 

cohesion, cooperation, communication, team-related attributes and tasks are crucial 

for successful virtual team cooperation (Hertel, Geister & Konradt, 2005; Baruch & 

Lin, 2012). In order to explore for further prerequisites of effective cross-cultural 

virtual cooperation in an educational setting a group of Finnish and Austrian master 

level students were given an assignment to organize multicultural virtual teams and 

study aspects of intercultural work. Six virtual teams were formed with only a broad 

assignment brief with the objective of finding out factors hindering or facilitating a 

successful intercultural virtual team cooperation from the subjective students’ point 

of view. After a three weeks’ long co-operation both student groups filled in a similar 

qualitative questionnaire about the intercultural virtual team experiences. The 

questionnaires were analyzed with content analysis by means of different criteria 

i.e. cooperation and collaboration, technical platforms, satisfaction and perceived 

challenges. The results were additionally analyzed in view of intercultural 

differences. The students were very satisfied and appreciated the possibility for the 

virtual international team work. Based on the results following recommendations for 

enhancing intercultural knowledge in virtual teams are presented: considering 

obligations and time (especially for para-occupational education), clear 



 
 
 

40 

assignments, a set of recommended tools for communication and collaboration, 

scaffolding students in different steps i.e. team formation, common ground for group 

work and intercultural awareness. 

 

Keywords: Virtual Teamwork, Intercultural Communication, Intercultural 

Cooperation, Cross-Cultural Education 
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Beyond Hofstede & Co. How to Understand  
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ABSTRACT 

In international business studies, the teaching of the influence of national culture on 
the success of international business has become an indispensable part in the 
curriculum of international management. Theories and models pertaining to 
understand other cultures for successful intercultural communication have received 
a lot of criticism in recent years for being parochial, lacking context specificity and 
being western-oriented. This paper tries to overcome these weaknesses by using 
an innovative approach of translation to bridge the gap between cultures. By using 
the example of the anomaly in applying the dimension of individualism-collectivism 
to analyse Indian culture, this paper proposes new ontological and epistemological 
framework that recognises the complex structure of the Indian society and 
incorporates the basic philosophical beliefs. This new ontology also serves as a 
useful tool for understanding Indian culture in international management courses. 
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ABSTRACT 

Due to increasing international cooperation between enterprises, a profound 
understanding of intercultural aspects has become a major driver for labour market 
developments, especially in cross-border regions. Consequently, higher education 
institutions have to prepare future graduates for global citizenship and cultural 
literacy. Not only do they need to educate students to be proficient in their subject 
areas, they also have to keep a critical eye on graduate employability. The need for 
a richer skill base may go beyond technical expertise and also embrace factors 
such as foreign language skills, intercultural competencies, conflict management 
and communicative effectiveness.  
In this vein, this article is devoted to a cross-cultural analysis that addresses the 
needs of the corporate sector enterprises in Upper Austria and the Czech Republic. 
A specific focus is placed on companies that operate in the fields of informatics, civil 
engineering, logistics, and mechanical engineering. It is sought to identify key 
factors for graduate employability and explore how linguistic diversity may be an 
asset for the labour market in this cross-border region. The main objective of this 
research is to investigate how foreign language learning (German, Czech and/or 
English) may be incorporated in technical degree programs to generate an added 
value for both graduates and local industries. To find out about regional corporate 
requirements that also embrace transversal skills, a qualitative study based on 
expert interviews was conducted. Key informants with long-term industry 
experience were identified in such a way that they can act as gate-openers and 
bridge-builders between industry and academia. It was sought to explore localized 
corporate practices and market needs with regard to technical, linguistic and 
cultural diversity with regard to the four investigated disciplines.The results of this 
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study are used to revise and, if applicable, improve existing curricula and enrich the 
didactic design of the relevant study programs with content language integrated 
learning (CLIL) elements. Such a language enrichment measure has the potential to 
increase L2 proficiency and facilitate communicative effectiveness in the foreign 
language. As such it may add to enhanced graduate employability of the 
investigated Austrian-Czech cross-border region and promote global citizenship. 

 

Keywords: Graduate employability, cross-cultural, Austria, Czech Republic, 

intercultural competence, content and language integrated learning (CLIL), higher 

education 
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ABSTRACT 

Intercultural communication and cross-border cooperation are becoming 

increasingly vital in today's world, particularly as a result of ever-growing 

globalization and demographic changes. Since people of different nationalities often 

have different worldviews, they are likely to influence multicultural teamwork in 

terms of cooperativeness, conflict management, acceptance of authority or 

communication patterns. However, it is also argued that diverse teams have more 

resources available that enable them to resolve complex problems and find more 

creative solutions. 

This paper seeks to reveal major challenges with regard to cooperation in 

intercultural project groups. For one it is analyzed what misunderstandings and 

conflicts may occur in cross-border higher education and second the potential for 

creative and innovative processes is identified. This includes a investigation of the 

necessary factors to enable successful intercultural cooperation and to use the 

existing diversity as a resource. The focus of this paper is put on demographic 

diversity such as age, gender and education and the influence of cognitive diversity, 

which relates to the different learning approaches, ways of thinking, problem solving 

strategies and information processing of the team members.  

In order to find appropriate answers to these questions, a qualitative research 

approach in form of semi-structured interviews is chosen. The informants are all 

students who spent a semester abroad in Valencia and were team members of 

internationally composed projects. At the time of the investigation all of them were 

so-called Erasmus students, situated outside their own country and educated in 

English, a language of instruction that is not their mother tongue. 

Preliminary findings suggest that the majority of the students experience differences 

along the lines of different views or working habits when cooperating in intercultural 
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project teams. Interestingly, most of the students did not recognize any differences 

in terms of demographic diversity. The biggest challenges are perceived with regard 

to cognitive and disciplinary diversity due to differing epistemological and ethnical 

socialization. It was found that specific characteristics of a person were generally 

broadly accepted, rather than drawn upon constructively and used as a resource for 

collective learning. 

  

  



 
 
 

46 

 

The Effects and Impacts of Remedial 
Mathematics Integrated into a Core, Entry-

Level Business Class Using an early 
Intervention Strategy to Increase Future 

Student Success at Concordia  
University of Wisconsin 

 

Erik Hollander, Gary Masse 

Batterman School of Business -Concordia University Wisconsin Mequon, 
Wisconsin,United States 

 
 
ABSTRACT 

During the 2013-2014 academic school year, Concordia University Wisconsin, 

Batterman School of Business (BSB), faculty passed and approved the transition of 

courses to create Business Essentials (BUS 161) to reduce credits/courses for 

students while providing a course that aligned essential business skills to provide 

students with the necessary tools to be successful in today’s workforce. This course 

really focuses on the basic fundamental foundations of business. The over-arching 

objectives purely from big picture perspective is to differentiate our (CUW) students 

from that produced by other institutions of higher education; in that, we put tangible 

skills/tools in their hands but include the real-world, real-time approach of applicable 

use in order for our students to be in a position that they have a better-than-average 

opportunity heading into the workforce knowing what is expected of them. In Fall of 

2016, Dr. Gary Masse put together a math assessment that included five focus 

areas: 1) Basic Math 2) Word Problems 3) Order of Operations 4) Linear Equations 

and 5) Geometry. These specific focus areas were selected to cover and align with 

applications student may encounter in the workforce (i.e. actuaries, finance, etc.). 

The intervention of re-teaching of content for each of the five content areas showed, 

on average (combined cohorts), for the 109 students is 28.85% with overall 

increase in scores from the first (pre) assessment to the second (post) assessment 

focus areas. In moving forward past the initial baseline and second cohort we will 
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continue to increase how we look at this information. The intent is for a longitudinal 

study that will really apply, as mentioned earlier, once this class adheres to the 

freshman only segment where our hypothesis is that this intervention will only 

increase these students’ performance in future upper level courses like finance, 

statistics, economics and accounting. 
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ABSTRACT 

The current paper presents the 3rd replication of a hypothetic model that - based on 

theoretical reasoning as well as on empirical results – has been developed in order 

to predict useful sizes of HR departments and explain differences in the HR- staff-

ratio in different organisations of different countries. Empirical tests using the survey 

data from Cranet-G from survey rounds in 1999, 2004/5, 2008/09 and 2014/15 

confirm that the theoretical model, first developed in 2001, is still valid. The new 

version of the model integrates country specific influences. 
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ABSTRACT 

Nowadays, in most of countries, we are living in societies which we can describe as 
multilingual and multicultural, where the intercultural dialogue and cultural 
awareness are rising. Those experiences are usually connected more to our 
business life whatever it is, than  to our daily life. Companies, especially those that 
are working worldwide, are employing people from all over the world because they 
have their departments in different countries and/or because they need the 
knowledge of people from different cultural environments and language groups. 
One of important reasons of multilingual and multicultural teams is also mobility of 
employees. People are looking for experiences all around the world, they want their 
families to get cultural and lingual experiences and it can be an important part of 
their career. This internationalization and mobility pushed us to take care about 
global thinking also in research and teaching. Actually, research is global according 
to its function, because we are following results from all over the world. Even more, 
in most  projects, partners from different countries, as well as research areas, are 
involved (interdisciplinary research, international research groups) and this is a 
point where we have to be culturally aware.  Different cultures (culture itself, 
language, formal presentation, rules) can influence researchers’ ways of 
understanding problems, methods, results and activities in the research process. A 
similar problem can also appear in  teaching. At least in Europe, mobility is growing 
regarding  support from the EC in different mobility and research programmes, 
while students from some other parts of the world were used to studying abroad 
because of the lack of possibilities and/or tradition in their own country. Wherever 
they are going, they are bringing with them their habits, their culture and way of 
thinking. In the teaching process, apart from students, we have teachers, who are 
also mobile, or they just have to cope with mobile students. Mostly only younger 
generations of teachers could be experienced in such situations, because of their 
own experiences, while others have to cope with it. In our contribution, we will 
present the problems and solutions of cultural awareness in research and teaching. 
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ABSTRACT 

The purpose of the paper is to investigate the impact of local and regional networks 

and clusters existing in creative industries on regional innovation ecosystems. Real 

examples of such creative environments shows that they can operate independently 

of the other regional sectors or can be interconnected with regional sectors. On the 

basis of the presented cases, the level of linkages with other sectors was 

presented. Theoretical approach of the paper is grounded in network approach in 

strategic management. Contemporary management processes faces the challenge 

of collaboration between different types of actors representing different sectors in 

the processes of value creation. The practical response for these challenges are the 

networks and clusters where the network members can exchange ideas, 

establishing joint standards and starting projects resulting new products. M. Porter 

cluster concept, established in the nineties of the twentieth century, is also very 

promising for the creative industries. The assumption of network analysis is 

distinction of different kind of relation between actors of the network. These 

relations go beyond the hierarchical or market (supplier recipient), sometimes there 

are mutual influences, inspirations, informal exchange of knowledge, crucial in 

creative sectors.  For these reasons analyzing networks in creative sectors is so 

difficult. Network and clusters in creative industries (creative clusters) are very 

important for the economy because of their contribution to the regional and national 

GDP and also their impact on another sectors of the economy. In the paper an 

comparative analysis of five case studies have been presented – selected network 

and clusters representing creative industries and located in Central Europe. The 

main research question refers to the impact of analyzed networks on local/regional 

sectors in the aspect of innovation.  
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ABSTRACT 

In the so-called era of knowledge, that belongs to a society distinguished for 
working in a globalized environment, with dynamic and competitive markets, there 
are big challenges, because they require creative and original solutions, to the 
needs and problems in the communities that this context presents. It’s here, where 
innovation and sustainability give space to an area of opportunity to create products 
and services that satisfy those needs, through the creation of projects based on 
social and sustainable innovation, using social entrepreneurships, which are 
characterized for their social goal and a business model that offers a permanent 
solution to those problems, but also, that allows them to benefit the social economy. 
From the previous, you can see the importance of realizing an investigation through 
a review of published literature from different sources of scientific information, in 
order to contrast how social innovation, along with sustainability, turn into key 
elements for the creation and development of high impact social entrepreneurships, 
in order to collaborate with this study field that has become more important in the 
past two decades. 
The results show, that if correctly used, this tendency of implementing social 
innovation and sustainability in social entrepreneurships, can turn into key elements 
for their strategies, improving social wellness and economic growth in their region, 
through value creation in a sustainable solution. 
 
Keywords: Social Innovation, sustainable development, social entrepreneurship, 
creation of social value. 
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ABSTRACT 

The industrial power region of Upper Austria has recognized that key workers are 

highly beneficial to the wealth and growth of the region. In order to attract and keep 

highly skilled staff coming or returning from abroad, the project ‘Welcome culture 

Upper Austria – a contribution towards safeguarding the industrial location’ was 

developed. Based on prior identification of the key workers’ needs, a questionnaire 

called ‘Welcome-Check’ was created. The online, quantitative questionnaire is 

divided into nine different dimensions which were identified as being of importance 

to new employees and which consists of a mixture of open and closed/multiple 

choice questions.  The questionnaire was carried out face-to-face with 21 Upper 

Austrian companies and report about the state of the art of their welcoming culture. 

The ‘Welcome-Check’ constitutes the basis for developing checklists which will be 

provided to companies, giving practical hints which can be applied immediately.  

Results of the questionnaire show that although there is an awareness of the topic 

studied, only few measures are currently being provided to highly skilled immigrants 

and returning emigrants. Instead of offering standardized services, helps tends to 

be offered on an informal level. Common needs of highly skilled staff coming or 

returning from abroad include assistance in overcoming the language barriers, 

integration of the new employees and their family and tailor-made, ad-hoc support. 

This paper provides an outline of the project ‘Welcome culture Upper Austria – a 

contribution towards safeguarding the industrial location’ and its different stages.  

Furthermore, the results of the questionnaire ‘Welcome-Check’ will be discussed 

thoroughly, with the aim of providing practical insights into the current welcoming 

culture of Upper Austrian companies and suggestions for future improvement and 

development.   
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