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TEXT | DAVID AUFREITER, DORIS EHRLINGER, CHRISTIAN STADLMANN, MARGARETHE

UBERWIMMER, ANNA BIEDERSBERGER, CHRISTINA KORTER, STEFAN MANG

AUTOMATIC INFORMATION
RETRIEVEMENT FOR EXPORTING
SERVICES: FIRST PROJECT FINDINGS
FROM THE DEVELOPMENT

OF AN Al BASED EXPORT DECISION
SUPPORTING INSTRUMENT

On the servitization journey, manufacturing companies complement their offerings with new
industrial and knowledge-based services, which causes challenges of uncertainty and risk. In
addition to the required adjustment of internal factors, the international selling of services
is a major challenge. This paper presents the initial results of an international research pro-
ject aimed at assisting advanced manufacturers in making decisions about exporting their
service offerings to foreign markets. In the frame of this project, a tool is developed to sup-
port managers in their service export decisions through the automated generation of market
information based on Natural Language Processing and Machine Learning. The paper pre-
sents a roadmap for progressing towards an Artificial Intelligence-based market information
solution. It describes the research process steps of analyzing problem statements of relevant
industry partners, selecting target countries and markets, defining parameters for the scope
of the tool, classifying different service offerings and their components into categories and
developing annotation scheme for generating reliable and focused training data for the Ar-
tificial Intelligence solution. This paper demonstrates good practices in essential steps and
highlights common pitfalls to avoid for researcher and managers working on future research
projects supported by Artificial Intelligence. In the end, the paper aims at contributing to
support and motivate researcher and manager to discover Al application and research oppor-
tunities within the servitization field.

1 Introduction

Emerging technologies, such as Artificial Intelligence, prove to have the

potential to give companies a competitive advantage in an increasingly competitive global
market situation. Artificial Intelligence applied in marketing enables companies to increase
revenues and reduce costs. Businesses are able to make faster business decisions, which are
based on outputs of cognitive technologies. Improved marketing decision may further lead to
increased revenue streams by identifying and maximizing sales opportunities. Whereas due
to the automation and optimization potential of simple marketing tasks, customer services
and structured market transactions costs may decrease (Davenport et al. 2020). Moreover, Ar-
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tificial Intelligence may facilitate the customers’ product and service offerings. Servitization
is the shift of manufacturers from a product focused business model towards more custom-
er-centric service offerings (Oliva and Kallenberg 2003). This transformation can benefit of
the deployment of Artificial Intelligence. Al tools help decision makers to navigate the future
path in business. Through Al and Machine learning algorithms, enterprises are equipped to
process huge amounts of data in an efficient way, which allow them to formulate the better
business decision (Verma et al. 2020).

This paper is based upon the first results of an international research project, which aims at
using Al possibilities in the field of service export. One of the main project tasks is to develop
a tool, which finally supports Advanced Manufacturers in their service export decision by au-
tomatically providing critical service market information with the use of Artificial Intelligence.
Academic research on machine learning modeling limitedly addresses the transfer into busi-
ness. Difficulties are among others how to define business use cases for an Al application or
how to convert business requirements into the world of data scientists (Akkiraju et al. 2020).
Based on this research project, the authors aim at contributing to a better transfer of Al pos-
sibilities into the field of service export by presenting a procedure how to develop an Al solu-
tion step-by-step. Therefore, this paper targets to answer the following research questions:

* What market information is needed to support the decision making on the service export of
Advanced Manufacturers?
* How can this respective information be collected with the help of Artificial Intelligence?

To answer the questions, the paper is structured as follows: Aligned with the project process,
first the target group of Advance Manufacturers is defined. Second the field of service export
decisions is separated into operational aspects and strategical questions. Further, the geo-
graphic markets and related languages, which shall be supported by the Al tool are selected.
Then the methods of Artificial Intelligence being used are specified and the publicly available
sources for continuous data collection are determined. Ultimately, the necessary steps to
develop an Artificial Intelligent solution to support managers in the export service decision
making are described and the project learnings summarized.

The European Union determines advanced manufacturing as the use of knowledge and inno-
vative technologies to produce complex products and improve processes to lower waste, pol-
Llution, material consumption and energy use. Important elements in advanced manufacturing
are robotics, 3D and 4D printing, artificial intelligence and high performance computing for
modelling (lzsak, Perez, and Kroll 2020). Therefore, Advanced Manufacturer are defined as
the enablers of advanced manufacturing solutions. To integrate an operational perspective,
the classification of companies according to the NACE code can be taken, which comes with
a variety of benefits. Using an international recognized classification facilitates comparing
the individual companies in the different countries. The enablers of advanced manufacturing
solutions are companies that operate mainly in three business sectors according to the Statis-
tical Classification of Economic Activities in the European Community (or NACE): in Code 26,
Manufacture of computer, electronic and optical products; Code 27, Manufacture of electrical
equipment and Code 28, Manufacture of machinery and equipment (European Communities
2008). The paper follows the project team from the initial idea to the collection of trainings
data for the Artificial Intelligence.

2 Research methodology According to Block and Block (2005) every research project
follows a series of decisions and steps and therefore follows some sort of process. A research




process in a very general form is outlined in the figure 1. Usually, the process progresses from
deciding what is to be researched, to select a research design, defining the sampling parame-
ters and data collecting instruments, to conduct the study, as well as preparing and analyzing
the data and ultimately reporting the results to answer the research objectives are formulated
in the beginning. The research project to develop an Al based solution to support managers
in the decision making process regarding the export of services followed a similar process.

‘ Define the Research Problem

<

‘ Determine the information needs and develop research objectives

<

‘ Select the research design or type of study

<

‘ Select the data collection method

<

‘ Design the measurement instruments

<

‘ Determine the sampling plan and select the sample

<

‘ Field the study

<

‘ Prepare the data, devise an analysis plan and analyze the data

<

‘ Draw conclusion and report findings

Figure 1: The research process
Source: Block and Block (2005)

After establishing the research questions, the project team had to decide on various aspects
to further determine the information needs. First, the focus was specified on those companies,
which already sold their products in specific countries and want to expand the export by their
service offerings. Secondly, the automatic retrieving of information should support the solution
process of strategic questions, and not of operational ones, although both fields are highly rele-
vant for companies in their service export. However, professional and public institutions already
support enterprises with operational information as latest relevant legislative requirements.
After intensive discussions with ten export managers as well as representatives of business
support institutions (as the Chamber of Commerce), a list of parameters relevant for exporting
services/service export was created. Due to the focus on strategic aspects for exporting services
and the lack of an existing solution, the focus was determined on information about the service
competition and the Servitization level of companies in the target markets. Therefore, the Al
based solution should support answering the following research questions:

* Which services should the manufacturer offer in a specific country?

« With which partners could the manufacturer collaborate?

* Which of the manufacturers’ competitors are active in the specific target market and which
services do they offer?

After having established the target companies and defining the questions which should be an-
swered by the tool, the process how to gather and display the relevant information have to be
defined as well as the targeted countries have to be selected. As the project team consists of
seven countries in Central Europe, the target countries represent these seven countries and the
most important export markets of Advanced Manufacturers located in these CE countries. These
additional export markets have been identified through desk research, studying economic re-
ports, statistics and outlooks from the chambers of commerce. Additionally, expert reviews from
the different markets have been conducted in close cooperation with the business supporting
organizations to determine the most promising markets for service export in the next five to ten
years. The final focus is hence, put on the following countries: Austria, Czech Republic, France,
Hungary, Germany, Italy, Slovakia, Slovenia, United Kingdom and United Stated of America.

In general, Artificial Intelligence enables many applications in business and market research.
Based on the project needs, as well as the expertise of project members, it was decided to
use Machine Learning techniques and Natural Language Processing (NLP). Natural Language
Processing enables machines to understand and interpret written or spoken human languag-
es. Most commonly, NLP is used for speech recognition, language translation, summarization,
question responses, speech generation and search applications. Machine Learning algorithms
enable insights into structures and patterns within large datasets. If provided with datasets,
the algorithms can be used to create prediction models, which predict or forecast outcomes
or behavior (Rebala, Ravi, and Churiwala 2019). Using Natural Language Processing as well
as Machine learning presupposes that the project team has to provide the system with many
examples of texts from which the system can learn (training data). This enables the system to
analyze other texts on its own in the future.

Similar to the process in Wilson et al. (2016) an annotation scheme was developed on a liter-
ature analysis. The gathered annotations will serve as training and validation datasets for the
Artificial Intelligence solution. Besides the general information of a company, the annotation
scheme consists of a service specific part. Therefore, we adapted a service categorization by
Partanen et al. (2017) with inputs by Olivia and Kallenberg (2003) and Homburg, Fassnacht and
Gunter (2003). The annotation scheme and the scale of industrial service offerings is shown in
figure 2.

In order to conclude the sampling method, one mayor question is still unanswered. Which sourc-
es are publicly available and contain the relevant information to answer the given questions?
The information has to be publicly available in order to guarantee a continuous future automatic
collection. Another important criterion was that the information is readable and interpretable
from a Natural Language Processing point of view. Nevertheless, the most important criterion
is that the sources contain the relevant information for the Advanced Manufacturers and ideal-
ly, there are only a few sources containing most of the relevant information. Otherwise, if the
tool has to combine the relevant information from many different sources, this would translate
into significantly more processing effort and decrease accuracy of the results. In the end, after
having weighed options such as business news articles, professional networking platforms for
businesses, etc. the most fitting sources are company webpages, as they check most of the
boxes. Such as almost all companies, have publicly accessible webpages containing company
specific information. Webpages usually offer manifold details relevant for the projects purpose
such as products and services offered, the company size, geographic export activities, customer
references, distribution or service partners, etc.

3 Data collection and validation method The following chapter describes the collection
of the required training and validation data set. Within 2 phases, the project team collected




more than 1800 annotations of company webpages in eight months. Depending on the goal,
it is recommended to use a variety of different companies, which fit to the investigated indus-
try. The training data must have enough representation of the world that the model wants
to approximate (Akkiraju et al. 2020). In this respect, the training data should include small
and big sized companies, as well as national and international companies to provide an as
comprehensive as possible overview of the targeted market to the Artificial Intelligence and
differences between the webpage professionalism of the different sized companies. As the Al
tool will screen multilingual webpages, annotations were collected in Czech, English, French,
German, Hungarian Italian, Slovakian and Slovenian language by twenty-two annotators from
seven countries. With the collected annotations, the Artificial Intelligence should learn to
analyze webpages on its own and provide answers to the research questions.

3.1 Annotation scheme Before analyzing the webpages, an annotation scheme was de-
veloped. The scheme is based on a literature research and divided into two major sections and
extracts thirty-one pieces of information. On the one hand, rather general information such
as the company name, URLs, country, the NACE-code the company is operating in, revenue,
number of employees, if the company has a product and/or service webpage, if the webpage
indicates different customer segments, as well as customer references were collected. On the
other hand, service specific information were collected, too. Therefore, a scale for industrial
service offerings was developed based upon service taxonomies (Baines et al. 2013; Gebauer
et al. 2010; Homburg, Fassnacht, and Glnther 2003; Mathieu 2001a; Mathieu 2001b; Partanen
et al. 2017; Oliva and Kallenberg 2003). Figure 2 demonstrates the finally selected six main
service categories with twenty-one sub categories.

1: pre-sales services

11: product demonstrations

12: customer seminars

2: product support services

21: warranty

22: technical user training

23: customer consulting and support by phone

24: testing, test rigs, quality assurance

3: product lifecycle service

31:installation services

32: repair service

33: spare parts

34: maintenance

35: retrofit, modernization, upgrades
4: R&D services

41: research service

42: prototype design and development

43: feasibility studies

5: operational services

51: project management

52: service for operating the product for the customer

53: service for operating customer’s processes

6: financial services

61: pay-per-use

62: instalment payment

63: leasing

64: rental system

Figure 2: Taxonomy of industrial services offerings
Source: Authors

3.2 Annotation process In order to enable the Al solution to learn, a huge amount of anno-
tations is necessary. The annotation process has been split up into two phases. At the beginning
of the first phase of annotation, each of the annotators received a training, in which the goal of
the annotations was communicated, the domain knowledge on services was transferred and the
annotators did examples together with the trainer. In order to ensure a high quality of the annota-
tions, every annotator had to finish the same set of five test annotations. After finishing the sample
companies, the results were discussed together. At this feedback meetings, issue, which came up
during the annotations, were discussed and misconception regarding different service categories
cleared. Additionally, during the feedback meetings good practice experience from the different
annotators were shared and improved the overall understanding of the task. Then the annotators
received companies to annotate in tranches of 25-50 companies. A trainer regularly checked the
annotations and feedback was provided to the annotators.

In the first phase of annotations, fourteen annotators conducted approximately 1.300 annotations
of company webpages operating in NACE codes 26, 27 and 28. To gather the necessary training
data, a critical aspect of annotations is the factor time. As annotations demand a precise way of
working, it may appear as a tedious task and cannot be done for more than a couple of hours.
Otherwise, the quality of annotations suffers significantly by dropping concentration levels of
annotators. The annotation process of one webpage took 25 minutes on average, as the annota-
tors had to work precise to extract the relevant information from the webpages. In order to have
a sufficient amount of examples per information category a threshold of at least 100 annotations
per category of service types was set.

After the first phase of annotation, the intermediate results showed that services especially in
the categories product support services and product lifecycle services are well established in the
service market and in contrast to the other categories sufficient examples for the training data
were found. Therefore, the second phase of annotations focused on the missing training data for
eleven sub-categories. With focus on these categories to annotate, the project team also switched
to a different process of collecting the annotations. Whereas before the annotators extracted the
trainings data by gathering the different web addresses from a company webpage together with
the phrases and text passages, which gave the indication of the search service category, now the
project team used the browser extension tool ,SingleFile”. With the tool, annotators were able to
save the company webpage in an html-format and highlight the respective text passages in the
file. This way of annotation and the focus on the missing service categories, the annotations pro-
cess was significantly accelerated, averaging with fifteen minutes per annotation.




The process in the second phase of the annotations was similar to the one in the first phase. At
the beginning of the second phase, annotators received a training, in which the goal and focus
of the annotations was communicated, the domain knowledge on services was transferred and
the annotators did examples together with the trainer. Afterwards the annotators received a list
of five identical company webpages to annotate, which was different from in the first phase. This
served two main purposes. On the one hand, it made the work comparable and enabled the con-
trol of the understanding of the task and the quality of the annotators work. The annotations were
then compared with a heat map, which showed if the annotators highlighted the same passages
and phrases on the webpage. It showed that it is key to highlight just the essential parts on the
webpage to reduce the ,noise” in the algorithm.

In total, twenty-two different annotators from Austria, Germany, Hungary, Italy, Slovakia and Slo-
venia have been extracting information from the company websites. Approximately 1.800 anno-
tations have been collected in Czech, English, French, German, Hungarian Italian, Slovakian and
Slovenian language. Figure 3 displays the adapted version of the research process up to the point,
where the collected trainings data got prepared for further use.

Research question:
What information is needed to make decision on the service export of Advanced Manufacturer

<

Which services should the manufacturer offer in a specific country?
With which partners could the manufacturer collaborate?
Which of the manufacturers’ competitors are active in the specific target market and which services do
they offer?

<

‘ Research design: Data collection ‘

<

‘ Method: Multilingual annotations of company website ‘

<

‘ Instruments: Annotation scheme and Scale od Industrial Service Offerings ‘

<

‘ Samples: companies in NACE 26, 27, 28 ‘

<

Annotation phase 1 (1.300 company webpages)

Training Control ‘ Feedback

<

Evaluation of intermediary results

<

Annotation phase 2 (2.500 company webpages)

Training Control ‘ Feedback

<

Samples: companies in NACE 26, 27, 28

Figure 3. Adapted research project process
Source: Authors

4 Project learnings This chapter describes the major learnings, which were gained during
the first phase of the project and especially during the annotation process. One of the most
important aspects of annotation is to be as precise as possible. This starts at the definition of
the scope of the service categories, and the investigated topic. There has to be a clear under-
standing of what type of action is included in which service category. If there is a misconception
among the service categories, this will result in ,noise” in the machine learning algorithms and
distort the results. Similar, the annotators have to have a clear understanding of the domain
knowledge of the investigated topic, so they do not create ,noise” with different interpretations
of the text. In general, it is preferable to have only a few well-trained annotators with compre-
hensive understanding of the domain knowledge to gather the training data for the Al solution.
On the one hand, the time it takes for one annotation decreased by the amount of repetitions,
meaning there is a learning curve for annotators. On the other hand, it is easier to convey the
domain knowledge to fewer people, so they have the same understanding of what action by
the companies is included in what service category. Furthermore, individual annotator-specific
errors are more easily uncovered, discussed and fixed with a limited number of annotators. If
the annotators have difficulties to distinguish between categories, the Al solution will have the
same problem. Additionally there should be one unified way of working among the annotators,
as this reduces the effort to prepare or clean the data as well as to control the annotations.
Regular communication with the annotators is necessary to clarify misunderstandings, clear
misconceptions and disputes, as annotations strongly depend on the interpretation of the text
and language on the webpages. In general, text is always open for interpretation in the eye of
the reader. This means that the language proficiency of the annotator also plays an important
role and may has an influence on the overall annotation success.

Additionally, the source of information is critical to the annotations process. Regarding the com-
pany webpages, the effort and success of the annotations strongly depends on the professional-
ism of the webpages. The annotations can only capture the content, which is publicly available
at the company webpages. Therefore, the extracted information is limited by the effort compa-
nies put into their websites.

5 Summary and outlook The paper follows an international research team, which devel-
ops a tool to support Advanced Manufacturer in their decision making process regarding the
export of their services giving them relevant information with the use of Artificial Intelligence.
Therefore, the team adapted the research process of Block and Block (2005). The paper de-
scribes the project process from the initial idea until the finished collection of 1.800 annotated
company webpages, which will serve as trainings and validation data for the Machine Learning
algorithm. Further, project learnings are summarized to help future Artificial Intelligence project
in their development.

The next steps in the project are the detailed specification of use cases and testing of various
machine learning algorithms to find the best suited one for these use cases. Additionally, a front-
end design for the users of the tool needs to be developed and ultimately the deployment of the
collected trainings data to train the Artificial Intelligence. Another aspect in the project will be
the validation regarding the quality assurance of the collected annotations.

Poznamky | Notes The work described in this document has been conducted as part of
a project ,prosperAMnet”, which is supported by the Interreg CENTRAL EUROPE Programme
funded under the European Regional Development Fund.
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Résumé Automatické nacitanie informacii pre exportné sluzby: Prvé zistenia projektu
0 Vyvoji nastroja na podporu rozhodovania pri vyvoze na zaklade umelej inteligencie

Na ceste servitizacie dop(faju vyrobné spolognosti svoju ponuku o nové priemyselné a znalostné
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medzinarodného vyskumného projektu zameraného na pomoc vyrobcom pri rozhodovani o vyvoze
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pri rozhodovani o vyvoze sluzieb prostrednictvom automatizovaného generovania trhovych in-
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relevantnych priemyselnych partnerov, vybere cielovych krajin a trhov, definovani parametrov
rozsahu nastroja, klasifikacii roznych ponuk sluzieb a ich komponentov do kategérii a vyvoji ano-
tatnej schémy na generovanie spolahlivych a relevantnych udajov vhodnych pre spracovanie
umelou inteligenciou. Tento prispevok demonstruje osvedcené postupy v zakladnych krokoch
a upozorfiuje na spolo¢né uUskalia, ktorym sa maju vyskumni pracovnici a manazéri vyhnut pri
buducich vyskumnych projektoch podporovanych umelou inteligenciou. Na zaver je prispevok za-
merany na podporu a motivaciu vyskumnych pracovnikov a manazérov k objavovaniu aplikacii
a moznosti vyskumu umelej inteligencie v oblasti servitizacie.
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TEXT | DAGMAR SIEGLOVA

MARKETING TOPICS THROUGH
ACADEMIC POSTERS: AN AVENUE
TO STUDENT AUTONOMY

AND ACTIVE CITIZENSHIP

Since social and environmental challenges posed by the highly volatile, uncertain and com-
plex world will mainly impact upon the young, schools need to instill in their graduates a set
of critical-thinking, problem-solving, decision-making, strategy-building, and communication
skills in order for students to be informed and engaged citizens. This paper postulates that
in higher education institutions (HEIs), this can be achieved through fostering motivation and
student autonomy. Academic posters are proposed as one of the relevant tools allowing edu-
cators to adopt an autonomy-supportive style of teaching that leads to enhanced independ-
ence, interest, and responsibility for social affairs. At their core, academic poster projects
facilitate academic skills, including information processing, reading, writing, presenting, and
defending ideas. Embracing in-depth research and enhanced social dialogue in lessons, they
pinpoint leading ideas of the current young generation and as such can predict the topics of
the future. Academic poster projects can be adopted in general subjects, as well as in lan-
guage teaching, thus providing educators with a potent tool to achieve broad educational
goals.

1 Educational challenges

https://doi.org/10.46286/msi.2021.16.2.2

The main challenges of the 21st century can only be tackled
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with involved, informed, and responsible citizens. Active citizenship, therefore, should be de-
veloped in schools, and an engaged citizen should be, in turn, the ultimate goal of the edu-
cational process. This paper aims at proposing approaches to how the process of education,
one of the main institutions on the way to a student’s maturity, can contribute to achieving
this goal.

1.1 Student motivation and autonomy The first prerequisite leading to students’ ac-
tive engagement in social affairs is their motivation to learn. Motivation, a basic force which
prompts human actions toward pursuing goals, had first been described in the context of
employee job satisfaction and their stimuli for work and higher performance, in which re-
ward systems are developed accordingly (e.g., Herzberg 1959; Maslow 1954; McClelland 1984;
McGregor 1960). Motivation has no smaller significance in the field of education.

Motivation and respective reward systems both at work and in school generally distinguish
between two basic approaches: extrinsic motivational factors that utilize external tools to
reward or punish, such as salary, policies, benefits and working conditions in the context
of employment, or evaluation and grading, deadlines, praise, or reprimand in the context of

VYSKUMNE PRACE | RESEARCH PAPERS

ed education, and intrinsic motivational factors, which build upon internal will and desires,
such as achievement, advancement, recognition, responsibility, or autonomy to name a few.
Needless to say that all these are generally applicable to both employment as well as studies.
Research also confirms that while the extrinsic factors bring fast satisfaction, only the intrin-
sic truly motivate and drive achievement and self-actualization long-term.

Researchers on motivation in education confirms this (Assor et al. 2005; Clifford 1990; Deci,
Koestner and Ryan 2001; Reeve 2009; Reeve, Deci and Ryan 2004; Reeve and Jang 2006;
Ryan and Deci 2000). While recognizing the internal and external motivational factors in the
controlling and autonomy-supportive styles of teaching and student leadership, data shows
(Reeve 2009:159) that ,students tend to suffer when teachers control their behavior”, but they
»educationally and developmentally benefit when teachers support their autonomy”. In this
respect, controlling is seen as imposing the teacher’s perspective on how the students should
,think, feel, or behave in a specific way”, which frequently results in students’ resignation and
passivity. The autonomy-supportive style, on the other hand, is proposed to better “identify,
nurture, and develop students’ inner motivational resources” and support their self-regulation
in learning.

Teachers, nonetheless, still seem to delay implementing the autonomy-supportive style into
their practices. This delay is believed to result from the controlling style being more easily
measurable because exact criteria for reward and punishment are used, while the autono-
my-supportive tools aimed at awakening student desires for self-actualization and esteem
are hard to be quantified and their results are visible only in the long run (Reeve 2009). The
autonomy-supportive style frequently gives rise to uncertainty in teachers and also pressure
or impatience from parents. Therefore, it requires strong teacher leadership, confidence, and
school support.

Educational transformation is a long-term process demanding systematic effort promoted
from both the authorities as well as from within. This paper postulates the use of academic
posters in teaching practices as one of the possible tools to enforce student autonomy which
can ultimately lead to student internal motivation for learning, interest in social affairs and
active social engagement not only on a national but also global scale.

1.2 Academic poster as a multi-purpose educational tool Posters have a long history (Le
Coultre and Purvis 2002) dating back to the rise of the printing industry. Ever since then, they
have been used in many fields, such as marketing and advertisement, politics and activism, or
art and architecture, to name a few. One of the general purposes of posters is to communicate
a message to the public within the public space. However, posters are used in academia, too.
The purpose of academic posters is to summarize information or research in order to publicize
projects or ideas, generate discussions about specific topics in a clear, reader-friendly and at-
tractive way, and network in order to foster trans-institutional and transnational cooperation.
Academic posters (Figure 1) require academic skills. They carry standard academic procedures
and structure, including literature reviews, adoption of multiple research methods, pres-
entation of data analysis results, as well as a conclusion. Posters combine textual and visual
information, such as graphs and charts, tables, or pictures. To communicate their message
efficiently to the audience, like any other poster, academic posters need to be elaborated in
a concise and attractive manner.
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TITLE

AUTHOR - INSTITUTION - DATE

INTRODUCTION

METHOD - HOW CONCLUSION
TOPIC- WHAT .
Data collecion Summary
SCENE - WHO, WHERE, WHEN . . L
Data analysis Practical application

PURPOSE,AIM-WHY

DATA ANALYSIS
Textual summary of results REFERENCE LIST

Visual solutions

Figure 1: Academic poster structure
Source: Author

Academic posters are typically presented at conference poster sessions or research fairs. Au-
thors display their posters and present them in an allocated time in person to an audience.
Poster sessions open opportunities for other participants to walk around, view, interact, and
network. The authors deliver short presentations and answer questions posed by visiting col-
leagues. Posters, thus, represent a potent tool for developing research and study skills, academ-
ic and professional writing, as well as key communication competences including discussion,
argumentation, and presentation. They also represent a comprehensive method for language
education. As such, posters can prepare learners well not only for succeeding in their academic
efforts or competing and succeeding on the job market but also in handling future social chal-
lenges. This tool, therefore, has great potential in education.

Academic posters have a universal use across the educational ladder and subjects. In primary
or secondary education, they can help teach students how to present ideas in a structured way
and develop study skills necessary to succeed in the higher levels of education. At the ter-
tiary level, they teach them how to conduct and structure research, write academic texts and
present results within individual subjects and expert fields. Academic posters also function as
an ideal tool for language education as they fit into a modern approach to language teaching
known as Content and Language Integrated Learning (CLIL) (Morgado et al. 2015), a holistic
approach teaching foreign languages through content and contextualization. The approach is
now widely adopted by higher education institutions (HEI) in programs or professional subjects
taught through foreign language instruction. As such, poster projects promote students’ auton-
omy (Holec 1981; Little 2008; Little, Dam and Legenhausen 2017; Robertson 2013) in language
learning as students can choose topics of individual interests and continue in guiding their
further study on their own.

This paper proposes that academic posters not only have a potential to develop professional
skills of students in higher education but that they can also motivate students toward active
citizenship as not only national, but also international citizens. Henceforth, posters are studied
from two perspectives: educational and social. They are on the one side presented as a tool to
activate students’ interest in social local as well as global topics, gain autonomy in their pro-
fessional development, motivate and train them for research they have embarked upon them-
selves, and to open a platform for sharing ideas and debate. At the same time, posters are
put forward as a mirror of the social climate of a given generation of students as they reveal
concerns and issues the students consider urgent or looming. Serving both the educational and
social goal, academic posters are proposed to be a mirror into the future issues and challenges.

2 Methodology The study was conducted at the SKODA AUTO University, a private
higher education institution (HEI) located in Mlada Boleslav, the Czech Republic, founded by
a multinational industrial company. The school offers business administration and industrial
management program in a full-time and combined study form at the bachelor’s and master’s
degree. The data for this paper were collected in a business English language course focused
on economics, as one of the mandatory English language modules in the school’'s master’s de-
gree language program. The research project presented through academic posters represent
the main course requirements worth 60% of the students’ final grade. The poster projects aim
at developing a set of student study and communication skills as students are required to con-
duct both primary and secondary research, analyze data, and draw conclusions within a topic
of their choice which they then elaborate through textual and visual information in the form
or a poster (30 of 60%), submit along with an abstract of 200 words (10 of 60%), and finally,
share and defend it in front of an audience through an oral presentation (20 of 60%) followed
by a discussion. The topics of the academic posters are not assigned, students choose them
on their own from a wide range of macro- or microeconomic themes. This approach thus gives
the students a unique chance to pursue topics of their own interest.

Two hundred and eight poster topics collected between the fall of 2014 and summer of 2020
completed by students specializing in finances, management and marketing, human resources
or logistics were categorized into topic areas and analyzed. The goal of the analyses was to
pursue the students’ scope of interests in social topics as an indicator of both their social en-
gagement and themes likely to set the tone for social challenges and issues in the future. It is
also believed that giving the students freedom to choose their topics can boost their interest
and autonomy, thus prepare them for efficient active engagement.

3 Poster topic analyses Out of the 208 posters collected over the course of 12 semes-
ters, the analysis revealed a set of six main topical areas (Figure 2), which will be organized ac-
cording to the frequency of occurrence and further discussed under the following categories:
(1) ecology (31%); (2) ethics (22%); (3) economy (15%); (4) car industry (14%); (5) health and
lifestyle (10%), and (6) politics (8%). Each category will be further analyzed for subtopics and
then implications will be drawn as some topics are cross-sectional, overlap over the whole
data set as well as change over time. The choice and specialization of the topics then indicate
significant conclusions for both the field of education as well as the social sector.

politics

health
and lifestyle ecology
10% 31%

economy
15%

Figure 2: Student topics by theme areas
Source: Author
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3.1 Topic area 1: Ecology As seen from the Figure 3, ecological topics dominate, com-
prising more than 31% of all data (64/208). The most frequently elaborated ecology subtopics
address such issues as plastic waste (e.g., plastics in the ocean, ocean pollution, plastic recy-
cling, overuse of plastics and harmful effects of plastics). Students also choose varied top-
ics concerning climate change (e.g., global warming, CO2 emissions, animal and agriculture
emissions, greenhouse effect, ozone layer, melting glaciers and water supply). An equivalent
degree of interest is invested into topics related to deforestation, while topics referring to
bushfires in Australia and South America, tree felling and controlled burning, desertification
or water resources and drought tend to overshadow the earlier dominant topics related to
harmful effects of palm oil production. Animal extinction (e.g., coral bleaching, collapsing bee
colonies, shark finning and disappearing species) is a perennial topic.
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Figure 3: Ecology sub-topics
Source: Author

3.2 Topic area 2: Ethics Ethics represented in about 22% of the topics (46/208) turns out
to be another dominating issue of the students’ concern (Figure 4), while controversial cor-
porate practices and their social role take the lead. Students frequently analyze and evaluate
corporate social responsibility programs of popular global brands, such as Starbucks, McDon-
alds, or Coca Cola, as well as particular fair-trade initiatives within various market segments
such as the clothing, cosmetic, or food industry (e.g., coffee or tea). Some raise issues con-
cerning labor conditions in developing countries (e.g., the sweatshops in Cambodia or India).
Recently, growing attention to the issue of the widening inequality gap can be observed (in
the context of corruption, taxation policies or Covid-19).

20—

15—

Figure 4: Ethics sub-topics
Source: Author

3.3 Topic area 3: Economy Students general interest in varied economy related issues,
which cover almost 15% of the poster topics (30/208), is likely affected by the fact economics
is their study field. Therefore, subtopics also vary the most (Figure 5) as students can draw
upon a variety of other school subjects. A considerable number of posters address taxation
policies (flat vs. progressive tax, electronic revenue records, value-added tax) and some top-
ics slightly overlap with the earlier discussed ethical issues (e.g., tax heavens, the Panama
papers scandal). Consumer behavior is a popular topic, too, covering themes such as con-
sumer decisions, purchasing behaviors, Covid-19 spending habits, managing unpredictability
and investment incentives. Students also study the pros and cons of the common European
currency, the euro, in the Czech Republic. The remaining topics address the structure of the
labor market, cryptocurrencies, and government funding of various sectors such as sport or
culture, to name a few.
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Figure 5: Economy sub-topics
Source: Author

17



18

3.4 Topic area 4: Car industry Car industry is the topic of roughly 14% of the poster
projects (29/208), a finding which can be partially attributed to the school’s close relationship
to the automotive sector and the working opportunities the school’s students have through
manifold school internship opportunities. Students can apply for work with companies from
the VW Group during their mandatory internship in their 5th semester at the bachelor’s level
and facultative internships during their master’s studies, an opportunity which many of them
exploit. Nonetheless, the structure of the car-industry related subtopics (Figure 6) still re-
flects the students’ general concerns and interests in the context of wider social affairs. The
majority of the subtopics address the question of ecology, including electric mobility and its
potential to address the ecological challenges for the future, followed by topics discussing
the question of lowering emissions, and complemented by pursuing the potential of hydrogen
cars. Only a few of the topics relate to technologies, driverless cars, or legal and safety issues.

Electric cars
Emissions
Autonomous cars
Hydrogen cars

Safety

Figure 6: Car industry sub-topics
Source: Author

3.5 Topic area 5: Health and lifestyle At the first glance, the approximate 10% oc-
currence (21/208) of the health and lifestyle topics (Figure 7) may seem to overlap with
ecological or other topic areas. Indeed, most of the topics in this category refer to managing
waste and recycling. The few discussing a vegetarian lifestyle perceive a vegetarian diet as
ecologically beneficial, thus as a potential solution to climate change, or they define vegetar-
ianism as an ethical issue. Students are, however, also directly concerned about health issues,
as reflected in topics discussing the negative impacts of low-quality food, excess use of sugar
or smoking. The prospective category, however, contains an important consideration as it in-
dicates the students’ readiness to adopt their lifestyle for the sake of solving the issues their
generation is likely to be facing in the future.

Waste and recycling
Vegie diets

Sugar and obesity
Food quality

Smoking

0
Figure 7: Health and lifestyle sub-topics

Source: Author
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3.6 Topic area 6: Politics Quite a few topics covering slightly over 8% of the topic set
(18/208) relate to political issues (Figure 8), which indicates the students’ interest in social
issues and political decisions made by a country’s elected representatives. Typically, students
show their interest in current social affairs and the way they should be approached by the pol-
iticians, as the time they chose topics such as migration or Brexit corresponds with the time
these issues occurred. Related to that, students also discuss demographic questions, such
as population development (e.g., world overpopulation vs. depopulation trends in Europe
or Japan), or address topics related to potential threats to democracy (e.g., world terrorism,
populism).

Migration and refugees

Democracy threat

Population growth

Brexit

Figure 8: Politics sub-topics
Source: Author

4 Summary As indicated throughout the analysis of the chosen topic areas, the selected
topics could be assessed from a variety of perspectives as they indicate a number of cross-sec-
tional themes. For example, ecological concerns permeate more than 50% (105/208) of the
data. They are obviously also addressed within the car industry topic area (e.g., electric cars
(13), lowering emissions (8) or hydrogen cars (3)), within the health and lifestyle topic area
(e.g., waste and recycling (11) or vegetarian diets (3)), or even within the political topic area
(e.g., population growth (3)). Similarly, ethical issues occur even more frequently, covering as
much as 55% of the data set (115/208) as they are also addressed within the ecological topic
area (e.g., deforestation (14), plastic pollution (14), ocean pollution (6) or animal extinction
(5)), within the car industry topic area (autonomous cars (4)), within the health and lifestyle
section (e.g., waste and recycling (11) or vegetarianism (3)) or even within selected political
topics (e.g., migration (6) or threats to democracy (6)).

Of course, health and lifestyle topics seem widely covered, in the end constituting 57%
(119/208) of the posters as many of the other topic area issues assume a necessary change in
the way people live if the civilization challenges are meant to be seriously faced. Changing
lifestyles would need to be adopted to solve the ecological issues (e.g., climate change (14)
plastic pollution (14)) and the ethical issues (e.g., clothing (7) or cosmetic industry (5)). Simi-
larly, personal choices go along with car-industry related changes (e.g., electric cars (13), hy-
drogen cars (3) or combustion engines (8)). Finally, lifestyles are shaped by political decisions
(e.g., democracy (6), population (3), or migration (3)) as well as affected by various economy
related phenomena (e.g., consumer behavior (7) or the acceptance of the euro in the Czech
Republic (5)).

Last but not least, it may seem students’ interest in political issues is rather low given that
they represent in only 8% of the overall topic set. However, a concealed reference to pol-
itics can be traced in most of the topics, especially when students draw their conclusions
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or recommendations for implementation. Students in their conclusions suggest solutions to
the ecological issues, as they very much relate to the governments and related policies in
a global scope, including adopting climate change measures, or making decisions to stop
deforestation, plastic pollution, lowering emissions, or protecting animals, water or the oce-
anic biosphere. The same applies in the ethical topic area as political representations makes
decisions for policies related to corporations within varied industry sectors, fair trade, labor
issues, or inequality. Likewise, taxation policies or the adoption of the European common cur-
rency count as political decisions, as well as many of the issues related to car industry topics
because they closely link to strategic decisions regarding emission limits or the national as
well as global environmental strategies tackling the climate issues. The health and lifestyle
topics are not an exception, as national policies determining waste management, or the qual-
ity of food have a considerable impact on human health. Seen from this perspective, the vast
majority of the topics can be in the end considered political.

4.1 Conclusions and implications Criticism of the young generation, its lifestyles and
sense of responsibility frequently resonate through the public discourse. This fact can be
demonstrated by a statement from one of the prominent Czech intellectuals who published
the following remark in an online daily news journal:,l am telling the young that they will die
of hunger, but with a beautiful mobile phone” (Cilek 2020). This study, however, shows that
students are neither ignorant nor negligent in what are the challenges of their future if they
are given a voice. The data show their high awareness and interest in ecological issues, ethical
issues, and thanks to their close and frequently internal contact to the automotive industry,
they also pose questions to the quality of environment and search solutions to lower emission
and find alternative sources of energy for transportation. They, at the same time, show an
awareness of macro-economic and political issues which frequently overlap with the current
affairs and decisions made on a political level, proving their engagement with the actual so-
cial issues. Last but not least, the students seem to realize the need to adopt their lifestyles to
tackle the ecological, ethical, and social challenges of the current era. As such, their projects
indicate the social topics these students’ generation is likely to face in the coming years.
Besides the potential of giving students autonomy, high degree of responsibility and freedom
to choose the area of their interest which leads to enhanced curiosity, motivation and en-
gagement in wider social affairs, this study also shows that implementing academic posters
into the teaching practices can have additional and multiple potential in the students’ per-
sonal and professional development. First, through the academic poster project, they learn
important study and work habits which are crucial for their future chances in the job market.
Specifically, they need to adopt conscious planning and time management and develop their
technical skills by using IT tools and applications to design their posters. Through independ-
ent research, students get a chance to dive into collecting expanding information from vari-
ous resources. They learn how to identify, sort, evaluate, and critically assess resources and
data. They get experience in data collection and analysis, including using various tools of
qualitative and quantitative research. They develop their analytical thinking and learn how
to synthesize information into clear conclusions. They develop their critical thinking, and this
growth in their intellectual capacity leads to suggesting solutions, proposing strategies, or
making responsible decisions.

Second, academic posters develop the whole communication skill set. The students practice
reading and academic writing techniques. They learn how to present their ideas, argue, ne-
gotiate , and answer questions during their presentations and debates. And they learn how
to compete and ‘sell’ their research ideas or topic interests to their colleagues and teachers.

Third, implementing the poster projects into language courses represents a potent tool for
modern education. The CLIL approach adopted at the language department of the SKODA
AUTO University was first introduced in the late 1980s (Morgado et al. 2015) when it integrat-
ed the leading ideas and findings from earlier concepts in the field of language teaching and
methodologies. It draws upon the communicative approach (Brumfit and Johnson 1991; Lit-
tlewood 1994; Widdowson 1978) introduced in the 1970s, which unlike the earlier used gram-
mar-translation or audio-oral methods, emphasized a balanced development of all language
competences with by the aim to develop skills to use foreign languages in practical social sit-
uations. The natural approach introduced in the early 80-ies (Krashen and Terrell 1983) can be
traced in the accent on learning through immersion into natural life situations and contexts,
like mother tongues get acquired. The CLIL approach also accentuates the functional and
pragmatic use of foreign languages over formal and grammatical precision, as later described
in the lexical approach (Lewis 1993), SLA studies (Firth 2009; Firth and Wagner 1997) and ELF
(English as a Lingua Franca) research (Cogo and Dewey 2006; Jenkins 2007; Mauranen 2006;
Seidlhofer 2005). It also aims at reaching ,global intercultural competence”, as inscribed in
BELF (Business English as a Lingua Franca) (Louhiala-Salminen and Kankaanranta 2011; Pullin
2013; Pullin 2015). Last but not least, CLIL allows for a learner-centered and collaborative
approach described in the Reading and Writing through Critical Thinking initiative (RWCT)
(http://www.rwctic.org/) as it teaches languages through contextual problem-solving, de-
cision-making, planning, and strategizing with reinforced student engagement. Along with
similar concepts like the Content-Based Instruction (CBI) (Brinton at al. 1989) or Task-Based
Instruction (TBI) (Ellis 2003), CLIL represents a holistic approach by teaching foreign lan-
guages through content and contextualization, and as such has been lately widely adopted
by higher education institutions (HEI) in programs teaching professional subjects through
foreign language instruction.

To conclude, a close look into the topics the students select for their poster projects when
given autonomy to freely choose shows not only their awareness of the current issues, but
also their readiness for active engagement. It also indicates that the young generation should
be taken as a serious partner for tackling the upcoming social challenges, as they are nor
ignorant, nor negligent of their future. Their teachers, on the other hand, using academic
posters as a tool to teach them necessary skills for the 21st century can help students handle
the challenges they will be tackling in their prospective lives.
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tonomii Studentov a aktivnemu ob¢ianstvu

Nakolko socialne a environmentalne vyzvy, ktoré predstavuju velmi nestaly, neisty a zlozity
svet, budd mat dopad hlavne na mladych [udi, Skoly musia svojim absolventom vstepit subor
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Sirokych vzdelavacich cielov.
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SALES ORGANIZATIONS ON THE
PATH OF DIGITALIZATION -

A REFLECTION FROM GERMANY,
FINLAND AND AUSTRIA

Companies are either proactively driving the digital transformation or are forced to digitalize
by markets and ecosystems. In order to identify the status about the digital transformation
of sales in practice and to get deeper knowledge about treated areas in sales and challenges
on the path of digitalization, in-depth interviews of sales executives and managers of more
than 50 internationally operating companies in three countries Germany, Finland and Austria
were conducted in this research. The results show that one major goal for companies is to
accelerate digitizing processes as digitalization helps to work more efficiently. Access to sys-
tems is necessary, hence investments in digitalization are seen as sustainable and absolutely
essential for to serve B2B customers today. Digital tools lead to adaptions in the sales process
as with support sales processes and sales management. Accelerated also by the COVID-19
crisis, face-to-face customer visits have been reduced even more and online meetings have
increased as the speed of response has become more and more important. Finally, the nec-
essary skill set of a sales force has to be adapted, which has to be further researched in the
future, having support of higher education institutions being the order of the day. Companies
have realized that a good sales pitch does not necessarily need to be in person, due to new
virtual technologies.

1 Introduction

https://doi.org/10.46286/msi.2021.16.2.3

24

Digital transformation is going on in most B2B companies. After a system-
atic literature review, Reis et al. (2018) define digital transformation ,as the use of new digital
technologies that enables major business improvements and influences all aspects of custom-
ers’ life”. Digital technologies have the ability to make disruptive change and cause strategic
reactions of companies to adapt value creation paths, thereby structural changes have to be
managed and organizational barriers have to be overcome considering possible outcomes which
might be positive and negative ones (Vial 2019).

While digital transformation and digitalization are used as synonyms, digitization is seen as
narrow definition meaning driving the path from analogue to digital processes (Reis et al. 2018).
If companies digitize their processes, Wengler et al. (2021) identify huge potential of digitization
when investigating sales process steps across the three business types of product, project and
relational business and suggest a market-oriented transformation of sales focusing on people,
processes and data. Although further boost in the digital transformation of companies is ex-
pected by making use of the potential of artificial intelligence systems in sales, Gentsch (2019)
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states that the potential of Al is still unclear as it has hardly been researched.

On the one hand, sales managers are confronted with digital technologies for sales and mar-
keting and numerous upcoming tools and on the other hand, companies try to identify and
innovate digital products and services while following various motives like gaining or keeping
market shares, diversifying, catching up with their vision of innovativeness or increasing the
user experience. If companies are on the path of servitization, digital services are added or
incorporated to build competitive advantage for the future (Lerch 2015). Brunetti et al. (2020)
raise three strategic pillars, i.e. (1) infrastructures and technologies, (2) ecosystems and (3) cul-
ture and skills while clustering the challenges of digitalization for regional stakeholders, com-
panies, education, and public authorities.

There is little evidence about the knowledge of companies concerning digitalization and how
they drive the digital transformation in practice and how they identify areas for effective ac-
tions. This leads to the following research questions:

RQ1: What does digital transformation in sales mean?
RQ2: Which areas/activities are mostly affected by the digital transformation in marketing and
sales?

2 Methodology In order to answer the research questions, 50 in-depth interviews were
conducted in Germany, Austria and Finland. The telephone and online (via MSTeams) interviews
were chosen to understand the participants’ objectives and perspectives, along with giving the
opportunity to ask for clarification (Wilson 2014). The interview partners were Sales managers
and CEOs from industrial companies with B2B focus. In every country, the researchers chose
companies based on judgmental sampling following the criteria of 50 to 500 employees and
operating in the field of manufacturing or ICT.

All interviews were audio recorded and transcriptions of the interviews were made. After the
transcriptions, the qualitative content analysis was applied, which has the aim to structure and
to extract meanings from the collected data in order to draw conclusions based on it (Bengtsson
2016). These conclusions are the basis for presenting the findings in the next chapter.

3 Findings Respondents agree mostly that the major driver for digitalization is usually the
management board, but in some cases, the IT departments are the drivers and in certain situa-
tions, companies are also forced by customers to digitalize sales processes. Furthermore, there
is common agreement among the respondents that the offered solutions to be sold will become
more complex in future and this is a reason why digital tools should support sales.

3.1 What does ,digital transformation in sales” mean? As mentioned in the introduction,
digital transformation will cause strategic and structural adaptation from the organization, but
also adaptation of behavior and attitude of the Sales managers. In order to answer that Re-
search question, three different sub-topics are discussed:

3.1.1 Digitization of processes The core sales process will still be the same as in the past,
but it will be digitalized. Sales Managers require digital tools as CRM, content management
tools, simulations, and analytic tools in order to succeed in sales. However, there seem to be an
increased need for collaboration in this new digitized business environment.

One of the central statements of the interview partners: ,All processes (Purchasing, Sales, Pro-
duction, Marketing and HR) will be digitalized”. It is not just that the processes will be digital-
ized, also the online access to the processes and to specific data, especially from ERP (Enterprise
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Resource Planning)/CRM (Customer Relation Management) systems are necessary for the sales
managers, in order to increase the effectiveness and efficiency and help to convince the cus-
tomers of the offered solution.

Digitalizing internal processes like product development help to reduce costs and improve
quality, which also creates value for the customers. Professional companies see some new
focuses: customer focus and focus on DATA (analytics). However, the importance of internal
collaboration will increase especially between production and sales. One interviewed partner
for example claimed that their organizations productization was automated already 20 years
ago but somehow the salespeople do not use the information build by ERP systems.
Digitalization helps to work more efficiently, therefore a strong investment in digitalization is
seen from the interview partners as absolutely necessary. There was a clear commitment from
all interview partners to actively drive the digitization process.

3.1.2 Data and data management The relevance of data increases massively. Data man-
agement and real-time availability are the key for being successful in Sales and Marketing.
Data, in order to convince the customer, but also for internal analysis (sales and marketing
analysis, analyses of different market segments) are very important for strategic decisions.

3.1.3 Sales culture and customer interaction There will be a fundamental change in
contacting and dealing with the customers. Regarding the first contact, customers prefer
to be contacted via different kinds of social media platforms (e.g., LinkedIn, Teams or Xing)
instead of by phone. Meeting customers in person will be reduced, but we need to bear in
mind that the speed of response needs to be increased, as a pre-requisite from the customer.
A close contact with the customer is still important, but not necessarily in a physical form.
Digitalization will further increase the integration of marketing and sales; hence the customer
interaction is not only limited to the salesforce. However, the data shows that there are still
difficulties to combine sales and marketing functions to work together to the same goal.
There is still an uncertainty in the market and with the sales force because of undefined new
directions. But one point is clear: sales managers need to improve their skills in data analytics
(how and where to get the data, how to use the data, how to market the data and what is the
role of data in marketing and sales operations).

This knowledge and new skills must be learned already at the universities.

3.2 Which areas/activities are mostly affected by the digital transformation in marketing &
sales? The researchers try to find out what areas and activities are mainly affected by
the digital transformation. Based on the interviews, three major areas could be identified. The
changes due to the digital transformation will dramatically influence the Marketing and Sales
organization, but also the role of the sales force needs to be directed toward a digital mental-
ity. However, the sales department also needs dedicated support from other departments in
order to be successful with the customers.

3.2.1 Huge changes in the sales and marketing department and in the whole company.
The internal and external communication will be affected by digitalization; a lot of different
channels can be used in order to transmit the information. These channels are more flexible,
some of them will disappear, others will remain. The lead generation will change - Goog-
le analytics and other tools will help to create new leads. The first contact, as previously
mentioned, is mainly done by Social Media,- LinkedIn or Xing - this makes it easier to get in
contact with potential business partners as it is possible to get some knowledge about the

company and the contacted person in advance. Therefore, the success rate increases because
the customer is addressed directly and get tailor-made solutions.

The entire sales process will be digitalized. The customer experience changes with AR or VR
glasses - these help to explain complex products and help to impress the customer. But it
is also necessary for the sales force to have online access to all data in order to convince the
customer about the offered solution. Tools like value calculators, TCO concepts (total cost
of ownership) and reference cases have to be available in real-time. But not only the direct
customer contact will change, also the process of inquiries and quotations will be digitalized
and based on Al continuously being improved.

The sales managers / CEOs mentioned that a certain ,Master plan” is necessary. This includes
changes in the management, strategy, business model, organizational changes, closer coop-
eration between the different departments, including lower hierarchical levels.

Not only the business models but the organization and the tools will change, meaning the
new role of sales needs to be discussed.

3.2.2 Role of sales The role of sales will no longer be to sell classical products with
the classical tools. The digital transformation in sales has already started and the speed
of change will constantly increase. The biggest challenges which are mentioned from Sales
Managers and CEOs are the integration of various data sources and the re-organization of
sales teams. A mental change of the sales force will be necessary, to create a digital mentality
in order to drive the change.

It will be a challenge to transform the existing sales team, but also hiring new salesforce
will not be an easy task. The selection of new candidates, the further education and the right
mentality of the sales force is a key for being successful as an organization.

3.2.3 Support for sales The digital transformation is changing the role of sales. In order
to be successful in this digital world, Sales needs to get some support and supporting tools.
The quote and inquiry generation needs to be digitalized and simplified for the customer. This
would save some resources internally and for the customers, as well. As mentioned before
the customer’s experience will change - Virtual Reality creates new opportunities to illus-
trate and present products. The sales force needs to get the right tools and to know how to
internalize them.

The company needs to develop more digital products and services - this would help to sell
on a global base.

The online access to data which are in ERP or CRM systems, is necessary. New software tools
e.g., PLC (Product Life Cycle) would help to improve and shorten the development process,
to reduce redundancy and to improve the quality. This would lead to additional value to the
customer.

4 Implication and further research

4.1 Implication Companies are often forced by market and their customers to change.
As mentioned from some Sales managers / CEOs all processes will be digitalized and in order
to stay competitive, companies need to push this change process. Most companies have little
knowledge about further developments of digital tools and Al supported tools and their im-
pact on international sales and their sales force.
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4.2 Managerial implications It would be recommendable to have a ,Master Plan” for dig-
italization, including updates of the management, strategy, business model, organizational ad-
aptation, the product development and the sales process.

« |t is essential to build up some competence in data analytics for analyzing markets, to do in-
ternal analyses and to do specific analyses as a base for strategic decisions.

» The sales department needs to get the right tools in hand to change the customer experience
(AR, VR), to have real - time access to all necessary data (ERP/CRM systems).

« In order to use the tool appropriate trainings, labs need to be installed in order to improve the
digital sales skills of the sales team.

* Not only the skills have to be improved - a culture of digital mentality should be implemented.

4.3 Implication for universities
« Digital mentality is also necessary for universities.

 Lectures need to be updated towards digital solutions.

« Training labs for digital sales should be implemented (students need to get the digital expe-
rience already at the university).

« Students need to be educated on how to implement digital changes.

« Finally, the curriculum needs to be adapted (on a regular basis).

4.4 Further research As the research is limited to three European countries, it could be
expanded to other geographical areas to check if the speed of the transformation process is
different.

It would also be interesting to analyze the acceptance of digitalization of sales employees and
their customers.

Some other aspects, which could be analyzed are the use of digital tools in the different indus-
trial areas. Are there some restrictions from sales people or from customers to use these tools.
The skill set of a sales force in order to work successfully in a digital environment needs to be
considered.

What are implementation hurdles in the digitalization transformation.

Poznamky | Notes The authors want to thank Gabriele Hildmann, KAIROS GmbH, and UL-
rich Vossbein, Technische Hochschule Mittelhessen, for their support in conducting in-depth
interviews in Germany.

Literatara | List of References [1] Bengtsson, M., 2016. How to plan and perform a qual-
itative study using content analysis. In: NursingPlus Open. 2016, 2, 8-14. ISSN 2352-9008.
[2] Brunetti, F., Matt, T. D., Bonfanti, A., De Longhi, A., Pedrini, G. and Orzes, G., 2020. Digi-
tal transformation challenges: strategies emerging from a multi-stakeholder approach. In:
The TQOM Journal. 2020, 32(4), DOI 10.1108/TQM-12-2019-0309, 697-724. | [3] Gentsch, P.,
2019. Al in marketing, sales and service. Cham: Palgrave Macmillan. ISBN 978-3-030-07904-8.
[4] Lerch, Ch. and Gotsch, M., 2015. Digitalized product-service systems in manufacturing
firms. In: Research Technology Management. 2015, 58(5), 45-52. ISSN 0895-6308. | [5] Reis,
J., Amorim, M., Melao, N. and Matos, P., 2018. Digital transformation: A literature review and
guidelines for future research. In: Rocha, A., Adeli, H., Reis, L. P., Costanzo, S., (eds). Trends and
advances in information systems and technologies. WorldCIST'18 2018. Advances in intelli-
gent systems and computing. 2018, 745, 411-421. Springer, Cham, DOI: 10.1007/978-3-319-

77703-0_41. | [6] Vial, G., 2020. Understanding digital transformation: a review and a research
agenda. In: Journal of Strategic Information Systems. 2020, 28(2), 118-44. ISSN 0963-8687.
[7] Wengler, S., Hildmann, G. and Vossebein, U., 2021. Digital transformation in sales as an
evolving process. In:Journal of Business & Industrial Marketing. 2021, 36, 1-16. DOI: 10.1108/
JBIM-03-2020-0124. | [8] Wilson, Ch., 2014. Semi-structured interviews. In: Interview Tech-
niques for UX Practitioners. 2014, 23-41. ISSN 9780124103931.

Klucové slova | Key Words
management
digitalizdcia, digitdlna transformdcia, B2B zdkaznici, riadenie predaja

digitalization, digital transformation, B2B customers, sales

JEL klasifikacia | JEL Classification M31

Résumé
a Rakuska

Spolo¢nosti bud aktivne riadia digitalnu transformaciu, alebo su ndtené digitalizovat trhy
a ekosystémy. S cielom zistit stav digitalnej transformacie predaja v praxi a ziskat hlbsie ve-
domosti o analyzovanych oblastiach predaja a vyzvach na ceste digitalizacie boli realizované
dokladné rozhovory s manazérmi predaja a manazérmi viac ako 50 medzinarodne pdsobiacich
spolo¢nosti. V tomto vyskume sa uskutocnili v troch krajinach: Nemecko, Finsko a Rakusko.
Vysledky ukazuju, ze jednym z hlavnych cielov spolocnosti je urychlit digitalizatné procesy,
pretoZe digitalizacia pomaha pracovat efektivnejSie. Pristup k systémom je nevyhnutny, a pre-
to sa investicie do digitalizacie povazuju za udrzatelné a absolutne nevyhnutné. Nevyhnutné
na to, aby organizacie dnes mohli sluzit B2B zakaznikom. Digitalne nastroje vedu k Upravam
v procese predaja, ako aj pri podpore procesov predaja a riadenia predaja. Urychlenim aj krizou
COVID-19, sa pocet osobnych kontaktov so zakaznikmi eSte viac znizil a online stretnutia
sa zvysili, pretoze rychlost odpovedi je Coraz dodlezitejsia. Nakoniec je potrebné prisposobit
potrebné zru¢nosti predajnych sil, ktoré je v budicnosti potrebné dalej skumat. V tomto kon-
texte je potrebné podporovat vysokeé Skoly. Spolo¢nosti si uvedomili, Ze narast predaja nemusi
byt nevyhnutne realizovany osobne, a to vdaka novym virtualnym technolégiam.

Obchodné organizacie na ceste digitalizacie - pohlady z Nemecka, Finska
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EDUCATING FUTURE MANAGERS
FOR A CULTURALLY DIVERSE
WORKSPACE: USING COURSE AS
A LIVING LABORATORY

Society is increasingly becoming multicultural, with more pressure to improve the quality of
intercultural interactions. Higher education institutions are experiencing internationalization
through increased mobility of students and faculty, which creates the need to manage diver-
sity with the imperative of smoothing communication, reducing stress and making studying
and working in a multicultural environment more efficient. Employers also dictate a need to
educate culturally competent professionals, who are capable of succeeding in a globalized
environment characterized by increased workforce mobility and international assignments.
Intercultural competences discourse has a long track with researchers and practitioners, with-
out any agreement on its definition or measurement, but with a clear message that cultural
diversity will not result in increased intercultural competences. In this paper, intercultural
competences are viewed as a transversal learning outcome, considering the increasing inter-
nationalization of higher education institutions. The research is qualitative in nature, based
on the analysis of course evaluations and an open-ended survey. This study used a purposeful
sample of current and former students who have been exposed to a diverse intercultural envi-
ronment while studying at an international business school in Sweden. Based on the findings,
a course design is suggested where exposure to cultural diversity is guided and facilitated by
bringing students to collaborate in an assignment-driven context, with a culturally diverse
group composition. Lecture-based components of the course are balanced with the addition
of a component of self-reflection assignment, providing both culturally specific and general
knowledge, thus contributing to the ability to extrapolate the experience on future intercul-
tural encounters.
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1 Introduction
terms of creating a vibrant multicultural study environment as well as of various stakeholders
expectations of what the higher education institutions should deliver regarding knowledge,
skills and qualities that future professionals should have. Knight (2015) defined internationali-
zation in higher education as ,the process of integration of international, intercultural, or global
dimensions into the purpose, functions or delivery of postsecondary education”. According to
Knight and De Wit (2018, p. 2), ,internationalization has evolved from a marginal and minor
component to a global, strategic, and mainstream factor in higher education”. This results in
intercultural diversity being tangled in the purpose, functions and delivery of higher education.
Accordingly, students need to learn how to effectively work and live in such an environment and
use the opportunity to prepare for culturally diverse workspaces.

.The development of culturally competent students” (Deardorff 2006, p. 241) is an important

Globalization has propelled the internationalization of higher education in

)

VYSKUMNE PRACE | RESEARCH PAPERS

goal of internationalization of higher education, because ,increasing globalization, workforce mo-
bility,and international assignments are creating demand for culturally adept employees” (Ramsey
and Lorenz 2016, p. 79). The significance of intercultural competences (ICC) in organizational se-
ttings was also elaborated on by researchers like Earley and Peterson (2004), Fischer (2011), and
Podsiadlowski et al. (2013).

Internationalization, the resulting diversity and the need for ICC are also driven by the increasing
competition in the higher education industry (Engwall 2016; Nada and Aratjo 2019; Rust and Kim
2012), accreditation bodies’ requirements (e.g., EFMD Quality Improvement System), or govern-
ment strategies (e.g., Internationalisation of Swedish Higher Education Institutions).

1.1 The problem and the purpose Diversity is an appealing idea and it is easy to argue its
benefits, which range from the general view that it ,enriches each of us” (Liu, Vol¢i¢ and Gallois
2019, p. 16),to more business-focused ones, such as ,increased creativity, productivity, and quality”
(Stevens, Plaut and Sanchez-Burks 2008, p. 118). However, Roberge and Van Dick (2010, p. 295)
concluded that ,many studies have found that diversity leads to negative consequences such as
rising conflicts or decreasing group cohesiveness”. Stahl et al. (2010) confirmed that the negative
effects of multicultural teams are dominant topics in literature.

Trice (2003) and Leask (2009) reported on the segregation of student groups and reducing po-
ssibility of interaction and cooperation. Negative experiences resulting from challenging group
work further fortify cultural stereotypes (Harisson and Peacock 2009; Zhang et al. 2016). Students
working in culturally diverse groups have to overcome many obstacles, including communicati-
on problems, reconciling different values, varying perceptions of time, responsibility, or different
understanding of group work.

A frequent assumption is that exposure to different cultures automatically leads to enhanced
ICC, but this has been identified as a dangerous misconception by numerous scholars (Jackson
2015; Lokkesmoe, Kuchinke and Ardichvili 2016; Ramsey and Lorenz 2016; Wang and Kulich 2015;
Zhang et al. 2016). Bennett (as cited in Manzitti 2016) pointed out that ,We sometimes mistakenly
think that diversity in and of itself is valuable, but it’s not, it's actually more problematic.” Anecdo-
tal evidence from the classroom and content analysis of the course evaluations confirm that there
is resistance toward culturally diverse groups.

,| like diverse groups and | highly appreciate the idea behind it, but...” (anonymous student, course
evaluations 2019)

Linternational groups make little sense anyway...” (@anonymous student, course evaluations 2018)
»...putting people of such different cultures together is not always a good idea... simply because
the cultures are so far apart.” (@anonymous student, course evaluations 2017)

Scholars agree that ICC is significant and very much needed. However, according to Deardorff
(2015), despite great interest and a plethora of research in the field, some cardinal issues that still
require further attention: - concept definition(s), development of ICC, and ICC assessment.
Accordingly, this paper focuses on understanding the concept of ICC from the perspective of bu-
siness graduates and senior-year students at an international business school. The interest lies in
collecting thoughts and feelings that describe their intercultural experience, and the assessment
of their ability to reach goals in such a setting. By understanding how they perceive intercultural
encounters, the researchers hope to be able to better understand what is necessary to design
courses in order to promote and enhance ICC.

2 Theoretical background The focus of this study makes it necessary to address the concept of
ICCand discuss previous research and insights on course design with the purpose of enhancing ICC.
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2.1 Intercultural competences There is no single, universally accepted definition of the
ICC concept, and concepts appear in literature under various names. Deardorff (2006, 2015,
2020), Griffith et al. (2016), Jackson (2015), Pinto (2018), and Wang and Kulich (2015), used the
term ,intercultural competence”. Bartel-Radic and Giannelloni (2017), and Ramsey and Lorenz
(2016) preferred the term cross-cultural competence”; while Lokkesmoe et al.(2016) have men-
tioned ,intercultural competence”,cross-cultural competence” and ,global competence” in their
work. Sinicrope, Norris and Watanabe (2007) listed almost 20 different concepts that are related
to enhancing the efficiency and effectiveness of interaction in a culturally diverse setting.

A broad, encompassing definition claims that ,intercultural competences are about improving
human interactions across the difference, whether within a society (differences due to age, gen-
der, religion, socio-economic status, political affiliation, ethnicity and so on) or across borders”
(Deardorff 2020, p. 5). As a complex phenomenon, ICC might be based on:

« intercultural traits (open-mindedness, tolerance for ambiguity, flexibility, patience);

e intercultural attitudes and worldviews (ethnocentric-ethnorelative, cosmopolitanism);

« intercultural capabilities, such as communication, linguistic skills, social flexibility, and
knowledge of other cultures (Leung, Ang and Tan 2014).

Analyzing multiple definitions of the concept (Griffith et al. 2016), the theory of action and job
performance are adapted (Boyatzis 2008) and combined with the general framework of intercu-
ltural effectiveness (Leung et al. 2014) to capture three identified themes in these definitions:
the need for ICC that facilitates successful performance of a role or a task in an environment
where cultural differences exist (see Figure 1).

Individual
intercultural trails,
attitudes

and worldviews,
capabilities

Purpose
role or task
(to perform)

culturally diverse
environment,

perceived cultural
differences

Envirnment

Figure 1: Context, skills and the purpose of ICC
Source: Authors

2.2 Learning (or acquiring) intercultural competences There is wide agreement among
authors that ICC can be enhanced, and that its development is a lifelong process, rather than
a measurable end-point (Deardorff 2015; Reichard et al. 2015). The development of ICC can
occur in different formal and informal settings (Leask 2009). This research focuses on the formal
course setting, involving course structure, content, activities and assignments.

There is evidence that, among other learning formats, courses can support the development
of ICC. Fischer (2011) confirmed that course design with incorporated intercultural training
resulted in increased cultural awareness. Eisenberg et al. (2013) reported a positive impact
of a cross-cultural course on cultural intelligence. Jackson (2015) created an elective course
focusing on intercultural transition, which resulted in increased ICC. Wang and Kulich (2015)

designed a course centering on intercultural interaction and reflection on the experience that
resulted in increased ICC.

Analyzing previous research, experiential learning was found to be a common concept used
across different course designs. If ,culture is experienced” (Valentine and Cheney 2001, p. 92),
then experiential learning is seen as facilitating ,connection between knowledge gained in the
classroom and its application in real life” is a relevant tool. Kolb and Kolb (2005) discussed the
four stages of learning in experiential learning design (see Figure 2) that have been applied in
the context of the designing courses with the underlying motive to enhance ICC.

CONCRETE
EXPERIENCE
h
I|III
ACTIVE + ——"| )~ . REFLECTIVE
EXPERIMENTATION 7+ "[U"——  OBSERVATION
It
ABSTRACT

CONCEPTUALIZATION

Figure 2: The experiential learning cycle
Source: adapted from Radford, Hunt and Andrus (2015)

Experiential learning considers learning to be a process that includes relearning and conflict
resolution, and it happens in the interaction between individuals and the environment. This
resembles the process of enhancement of ICC, where there is ,assimilation of new experiences
into existing concepts and accommodating existing concepts to new experience” (Kolb and Kolb
2005, p. 194).

To create meaningful learning experiences, the point made by Leung et al. (2014, p. 508) can
be used - namely, that most of the learning is happening in ,direct, on-the-job experiences”.
Thus, creating a course context that supports such conditions should be beneficial for ICC en-
hancement. Zhang et al. (2016) suggested using campus diversity as an asset, creating an envi-
ronment that might reflect future business/workspace situations. An intercultural environment
can be embedded as group work assignments facilitating interaction between students with
different cultural backgrounds. Following the intergroup contact hypothesis, it has been found
that these positive effects of intergroup contact are most prominent when intergroup contact
takes place in an environment that fosters (a) common goals, (b) equal status, and (c) intergroup
cooperation” (Bocanegra, Markeda and Gubi 2016).

3 Method After the literature review, a survey was designed to capture self-reflections
from former students (master graduates) and current students in their final year of studying at
an international business school. The survey, which contained mainly open-ended questions,
was anonymous and administered through Qualtrics using purposive sampling. A total of 42
responses were collected, with students being personally approached via LinkedIn. Three re-
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sponses were eliminated from further processing due to lack of responses. The content analysis
was performed identifying major themes as well as an online word frequency counter to be
able to spot patterns. The research instrument (see Table 1) was partly built on the Assessment
Framework for Intercultural Competence in Higher Education by Griffith et al. (2016) and the
research design presented by Arasaratnam and Doerfel (2005).

BLOCK Questions Description

| 01-06 Demographic data - degree, gender, nationality, age;
Five-point Likert scale self-assessments: exposure to other cultures in aca-

I Q7-010 demic and work environment, significance of ICC for future, and open-ended
question on own understanding of the concept of intercultural competence;
Three open-ended questions relating to thoughts and feelings associated

Ll 011-013 with intercultural encounters, together with perceived efficiency and effecti-
veness of reaching goals within multicultural team;

v 014-015 Open-ended questions that asked respondents to profile a person considered
to be interculturally competent and to provide a self-assessment;

\' 016-017 Suggestions and ideas for improvement of ICC in the university setting.

Table 1: Research instrument overview
Source: Authors

The research was performed at an international business school known for high mobility among
students and faculty, resulting in high diversity at campus. During the last five years, master
programs have had an average of 65% foreign students, while foreign students’ participation
in bachelor programs increased from 22% in 2015 to 39% in 2019. Both authors are part of an
internal project called Learning Across Borders, which was initiated to investigate the expecta-
tions and needs of different stakeholders related to internationalization and ICC.

4 Preliminary findings All respondents reported exposure to other cultures during their
studies and in their line of work, and almost unanimously agreed that the significance of ICC
would increase over time. The sample consisted of 28 master students who had already gra-
duated and 11 students in their final study year, most of who are either employed or working
part-time.The group included 18 different nationalities, consisting mostly of German, Dutch and
Swedish individuals.

In search for a contextualized definition of ICC, respondents were asked to give their own per-
ception of the concept. Three themes were identified: environment/situation where the ICC is
relevant, the purpose of ICC, and mechanisms instrumental for the purpose. Business graduates
define ICC in the context of existing cultural differences as the purposeful ability that enables
them to work with others, which is facilitated through knowledge, understanding, communi-
cation, and respect. This is in line with the definition proposed by Deardorff (2020), and the
theoretical frameworks presented by Boyatzis (2008) and Leung et al. (2014).

When asked about intercultural interactions/collaborations, the respondents mainly connected
this to goal-oriented behavior in an academic or work environment, with several respondents
emphasizing the necessity to find a common ground in order to be able to work together. This
is relevant for this study’s purpose, embedding the enhancement of ICC in the course design,

following recommendations by Bocanegra et al. (2016), Leung et al. (2014), and Leask (2009, p.
205) to create a group assignment that facilitates ,meaningful interaction between students from
different cultural and linguistic backgrounds in and out of the classroom”.

Respondents emphasized the following differences: approach to the problem, behavior in gene-
ral, dealing with stress or conflict, different approaches to leadership, attitudes toward time, and
ambition. They stated that bridging these differences can be achieved through understanding,
communication and patience. Some respondents claimed that self-awareness and reflection on
one’s own culture is also important for being able to understand other cultures:

»if you realize your own culture and how you act in a group, | believe that you can more easily
adapt and understand other cultures.” (Respondent MS25)

Another identified theme relating to cultural differences is a need to treat everyone with respect
and achieve ,equality with the difference” (Respondent MS24) or, to paraphrase, equality despite
the difference.

In the responses, it is possible to identify both negative and positive thoughts/feelings toward
intercultural experiences. The positive associations remain very general: learning, novelty, inspi-
ration, broadening of minds, multiple perspectives and synergy, as captured by Respondent BS26,
~enhances thinking outside the box”. Considering the research by Stahl et al. (2010), it is no surpri-
se then when talking about negative aspects, the focus is narrower, more specific,and respondents
connect explicitly some nations and experienced challenges, misunderstandings, frustration, stre-
ss and conflicts. Some participants reported that multicultural groups may underperform due to
cultural differences.

Communication and language barriers were emphasized as one of the main issues: Respondent
MS08 exemplified, ,,...message sent is not message received”; or Respondent BS35, ,...| had no
clue how much can be interpreted differently by people from different countries.” Communication
is emphasized extensively in literature as one of the key factors of ICC. Respondents agreed on the
time-consuming nature of intercultural interactions/work. Extra time is needed to compensate for
communication difficulties and for different perceptions of deadlines and time. Therefore, topics
dealing with differences in communication patterns (e.g., high- and low-context cultures, direct
and indirect languages/cultures, pattern of communication, etc.) need to be introduced in a course
content. Likewise, it is important to ensure realistic time frames for the assignment’s process and
delivery.

The sample’s overall sentiment toward intercultural cooperation is positive, with a general good
understanding of potential perils and obstacles - ,difficult and frustrating, but rewarding when
you get it” (Respondent MS10). There is a general agreement that the academic environment and
education can significantly contribute to the development of ICC, encapsulated in the statement:

»...there are things that can be taught theoretically and other that have to be lived or experienced”.
(Respondent MS16)

In line with a didactive approach to intercultural training (Graf 2003), respondents are suggesting
more emphasis be placed on the delivery of content from instructors/experts on topics of culture
and intercultural interactions, contributing to building a knowledge base and awareness of the
scope of the topic. A second argument is creating more opportunities to experience intercultural
interactions and build ICC. The suggestions range from exposure to cultures (e.g., exchange se-
mesters or cultural fairs), to creating experiences where people from different cultures will have
the opportunity to work together and provide context, guidance and assessment through such
experiences.
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According to Leask (2009), embedding ICC in the formal curriculum design should be guided
by meticulous course design that promotes interaction and learning from it as well as requires
teaching staff with necessary knowledge. It is important to bear in mind that this experience can
be stressful for students with increased perception of risk of failure.
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5 Practical implications The purpose of the paper is to showcase a course design based
on acquired insights from students, supported by available previous research, in order to en-
hance ICC within a formal higher education setting. While the primary focus was on a business
school, this paper argues that principles of learning experience design for ICC can be applied
in education in general.

The case course is Applied International Marketing, which is offered in the second semester for
two master programs: International Marketing and Strategic Entrepreneurship. The course had
an average of 70 students from approximately 20 different countries in the last five years. The
majority of students come from Germany, the Netherlands and China, while Swedish students
are usually a minor group.

The compulsory component of the course is group work for Swedish small and medium size
enterprises in the initial stages of internationalization, where student teams are assigned to
perform initial market screening and provide ideas related to the advancement to a foreign
market for their host company. Following recommendations by Bocanegra et al. (2016), Jackson
(2015) and Leung et al. (2014), the intention was to create life-like experiences that would mo-
bilize the diverse group around a common and challenging goal. For a detailed course timeline
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ce on each other. The course evolved over time with the intention of combining the didactic and
experiential approach (Graf 2003), as well as of using the principles of constructivist learning
(Bada 2015) suitable for learning complex skills, within heterogenous groups, by means of pro-
moting social and communication skills through collaboration and exchange of ideas.

The presented course is a living laboratory, giving the opportunity to experiment with diffe-
rent elements of course design to enhance students’ ICC. Gradually, over the years, intercultural
interaction was introduced into the course and became one of the focal themes. As a proxy of
students increased focus on international encounters, it can be reported that the volume of text
in the course evaluations, which can be directly or indirectly connected to intercultural issues
and perspectives, increased almost 30 times in 2019 compared to 2015.

6 Conclusion The multicultural workspace is becoming a standard, resulting in a need
to enhance ICC as a transversal learning outcome (Pinto, 2018). Transversal competences are
Lcompetences that have the special feature of being transferable to any area of knowledge”
(Sa and Serpa 2018, p. 3) and they have critical role in employability nowadays. Furthermore,
in the contemporary job market, ,general skills and personal qualities are considered at least
as important as professional qualifications” (Illeris, 2003, p. 397). This paper strives to enhance
students’ communication skills, problem-solving, creativity, leadership and - as part of these
universal, soft skills — ICC. Responsibility for the development of these skills does not rest on
a single educator, or a lecture or isolated event, but needs to be embedded as a guiding value
in the way courses and programs are designed and delivered.

Advancements in technology, transportation, communication, as well as the mobility of people
and ideas are without precedent in human history. If there is agreement on these facts, time and
effort might need to be invested in to enhance individuals’ ability to work together with people
of different cultural backgrounds. Higher education is international not because it is diverse, but
because students can utilize diversity to enhance their lives and the lives of those around them.
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Résumé Vzdelavanie budicich manazérov pre kulturne rozmanity pracovny priestor:
Vyuzivanie kurzu ako Zivého laboratéria

Spolo¢nost sa Coraz viac stava multikultdrnou a rastie tlak na zvySovanie kvality medzi-
kulturnych interakcii. Institucie vysokoSkolského vzdelavania zazivaju internacionalizaciu
prostrednictvom zvyS$enej mobility Studentov a ucitelov, ¢o vytvara potrebu riadenia roz-
manitosti s nevyhnutnostou hladkej komunikacie, znizovania stresu a zefektiviiovania

Studia a prace v multikultirnom prostredi. Zamestnavatelia tieZ diktuju potrebu vychovavat
kulturne schopnych odbornikov, ktori su schopni uspiet v globalizovanom prostredi charak-
terizovanom zvySenou mobilitou pracovne;j sily a medzinarodnymi tlohami. Diskusia o medzi-
kulturnych kompetenciach ma u vyskumnych pracovnikov a odbornikov z praxe dlhu cestu
bez akejkolvek dohody o jej definicii alebo merani, ale ma jasny odkaz, Ze kultdrna rozma-
nitost nebude mat za nasledok zvysenie interkultirnych kompetencii. V tomto prispevku sa
interkulturne kompetencie povazuju za prierezovy vzdelavaci vysledok, bertc do uvahy ras-
tlcu internacionalizaciu vysokych $kél. Prieskum je svojou povahou kvalitativny, zalozeny
na analyze hodnoteni kurzov a na otvorenom prieskume. Tato $tudia pouzila ucelovu vzor-
ku sucasnych i byvalych Studentov, ktori boli po¢as $tudia na medzinarodnej podnikatelskej
gkole vo Svédsku vystaveni réznorodému interkultirnemu prostrediu. Na zaklade zisteni sa
navrhuje kurz, v ktorom maju Studenti pracovat na zadani v kulturne rozmanitom time. Kom-
ponenty kurzu zaloZené na prednaskach su vyvazené pridanim komponentu sebareflexného
zadania, ktory poskytuje kulturne Specifické aj vSeobecné vedomosti, ¢im prispieva k schop-
nosti extrapolovat skusenosti pri buducich medzikulturnych stretnutiach.
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TEXT | MARGARETHE UBERWIMMER,
HARALD HAMMER, JAKOB
VABOSCHEK

EXPORT RESILIENCE - A FUTURE
KEY SUCCESS FACTOR FOR UPPER
AUSTRIAN B2B COMPANIES?

Motivation: Seeing Upper Austrian B2B companies struggle in keeping up their export busi-
ness intensity and simultaneously accelerating the usage of digital communication and ex-
port channels, creates the starting point for an Export Resilience study in Upper Austria, an
export-oriented region. The main motivation for implementing a study in this particular field
was the creation of a pool of current key findings, ring-fenced by clear managerial implica-
tions and recommendations, which respond to future export trends emerging out of the study.
Findings: An online questionnaire was sent out to exporting B2B companies which was com-
pleted by 173 respondents. The data provides insights in triggers of export resilience, insight
in future export channels and differences in the export strategy of Upper Austrian B2B com-
panies. For example, the survey has shown that 52% of the participating businesses can be
classified as being ,immune” to external influences. Further insights are given according to
the change of digital export tools, the form of meetings and Al based export tools.

Conclusion: Consequently, the extent to which the implementation of the export resilience
study stimulated the dialogue between the academic and business community led to mana-

https://doi.org/10.46286/msi.2021.16.2.5

gerial recommendations for Austrian B2B export companies.
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1 Introduction For a long period of time, the Upper Austrian economy has performed
extraordinarily well in comparison to other similar regions. Even though Upper Austria is home
to only 16.7% of the Austrian population (Statistik Austria 2021), Upper Austrian companies
create 25.4% of total Austrian exports. The export quota of Upper Austria (57.7%) is almost 20%
higher than the Austrian average, putting itself in the top field also in an international compa-
rison (Austrian Economic Chambers 2019). Therefore, it makes sense to analyze the behavior of
these companies in order to secure this business also for the future. Especially in the current
COVID-19 crisis, the flexibility paired with the robustness of a business can play a decisive role.
The Austrian Institute of Economic Research (2020) has recorded a decrease in total export
of 11.6% compared to 2019 while the total GDP shrank by only 7.3%, indicating that export is
especially volatile in the event of a global crisis. However, the Austrian Institute of Economic
Research also expects the export business to grow faster than total GDP for the next two years
(+5.2% vs.+4.5% for 2021,+7.3% vs.+3.5% for 2022).This implies that it is particularly important
to help the more volatile exporting business overcome crises as well as possible to keep also
changes in total GDP at a minimum.

In the past, resilience has been understood as the ability to avoid or reduce risks that are pre-
sented by specific events in order to get back to the same state as before the shock as soon as
possible. However, it is increasingly suggested to also interpret it as the ability of an organiza-
tion to remain robust and flexible in an uncertain environment to develop further possibilities
for growth. Following this interpretation, a crisis is not only considered to pose a threat to the
organization, but also to offer the possibility to develop the necessary skills to be successful

VYSKUMNE PRACE | RESEARCH PAPERS

in a rapidly changing environment. Steccolini, Jones and Saliterer (2017) identified four major
action and ability dimensions that distinguish resilient businesses:

1. Resilient businesses have a clear understanding of their surroundings to recognize chances
and risks as soon as possible and to develop measures to optimize the impact a certain develo-
pment has on the business.

2.Resilient businesses show a particularly high degree of robustness in the anticipation and pu-
ffer period of an upcoming crisis which is marked by a proactive approach to develop solutions.
3. The recoverability describes the ability of an organization to adapt to a new environment
after a crisis. Resilient businesses therefore find a way to integrate new, robust processes into
the existing structures.

4.To be more resistant in an unstable environment, resilient businesses do not hesitate to think
of new, more effective ways to solve a problem even if that means to abolish existing ways of
working. This flexibility can be a decisive element in the strategy of a business (Steccolini,Jones
and Saliterer 2017).

Morisse and Prigge (2017) developed a practice-oriented model of resilience for businesses in
the Industry 4.0 manufacturing industry to illustrate the necessary components of transforming
into a more resilient business. The following six components have been identified:

¢ Understanding the environment: Businesses should be aware of the current situation and
recognizing trends as early as possible.

¢ Understanding the own system: Businesses should be aware of the company culture and va-
lues and how changes might be perceived.

¢ People: Businesses should have people with the right personality type (who are acting in favor
of resilience proactively).

¢ Processes: Connected to the first component, processes need to be continuously adapted to
the current environment.

« Technology: New technologies are developed to increase the efficiency of processes and are
therefore supportive of reaching business resilience.

 Information: In times of Big Data, as much data as possible should be processed and used in
order to predict upcoming changes (Morisse and Prigge 2017).

Reflecting existing literature, authors use the definition of resilience from Fluter-Hoffmann,
Hammermann and Stettes (2018) which is depicted in figure 1. According to this definition,
those companies, which are not affected by a crisis, or those for which the positive effects are at
least as strong as the negative effects are known as ,,Immune Businesses”. Companies that are
negatively affected by the crisis but are experiencing an upward trend are called ,Resilient Busi-
nesses”. Consequently, the ones that are negatively affected and do not see any improvement in
the near future are ,Non-resilient businesses”. The Institute of the German Economy published
both, the theoretical concept and the empirical study on individual and organizational resili-
ence (Fliter-Hoffmann, Hammermann and Stettes 2018). Using this classification of businesses
regarding their responsiveness to external influences, the study investigates the resilience of
Upper Austrian businesses in the case of the current COVID-19 crisis.
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to negative effects

Negative effects,
but there is a
positive trend
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Mainly negative effects

Negative effects,
the business is in
a crisis

Non-resilient
Businesses

Figure 1: Classification of businesses regarding their degree of resilience
Source: adapted from Fluter-Hoffmann et.al. (2018)

2 Methodology In order to gather insights from Upper Austrian companies regarding their
performance during the COVID-19 crisis as well as their export performance in general,an online
survey was designed and distributed to a total of 3.755 different recipients on November 20th,
2020 using two separate internal databases. After using two additional reminders (December
3rd,2020 and January 19th, 2021) to increase the number of respondents, the questionnaire was
filled out by 172 sales or export managers, resulting in a response rate of approximately 4.6%.
Rather than displaying the structure of the entire Austrian economy, the authors decided to focus
on exporting business-to-business (B2B) companies. As represented in figure 2, the distribution
of the total number of respondents of this survey fits the relative monetary export volume of
each sector (based on total Austrian exports) relatively well.

120000 110 000 150 A Manufacturing
100000 S 127 125 B Wholesale and Trade
C Transport and Storage
80000 100 D Other Services
E Construction
60000 S 75 FocT
o~
40000 = 50 G Banking
20000 IF‘ S o Nt N ®own 25 . Export volume
0 N IH L ”. L o 0 Respondents
E

A B C D

Figure 2: Structure of respondents vs. relative export volume
Source: Statistik Austria (2020)

The questionnaire consisted of eight statistical questions as well as 34 content-related questi-
ons. These content-related questions were split up into the following categories:

1. General resilience of the business (6 questions)

2.Resilience of the business regarding export (4 questions)

3.Handling of export markets in general (7 questions)

4. Market analysis in export countries (2 questions)
5.Sales in export countries (6 questions)

6. Market communication in export countries (6 questions)
7.Business models (3 questions)

The main part of the survey consisted of quantitative questions. Moreover, four open questions
distributed evenly in the categories allowed the respondents to give additional statements and
insights into their business.

For the interpretation of the results, the authors focused on descriptive statistics in the first part.
To identify dependencies between the participants’ responses in terms of resilience in general
as well as in an export context, chi-squared tests were performed in a second step.

3 Findings

3.1 The resilience of export-oriented Upper Austrian businesses Referring to the previ-
ously introduced definition from the Institute of German Economy Cologne (2018), the partici-
pants were asked about the effects COVID had on their company. Using the same classification,
it can be said that about 52% of the participating businesses are ,immune” to the current crisis,
meaning that they were not negatively influenced. 38% of the businesses have experienced ne-
gative effects but can feel a positive trend, which makes them ,resilient businesses” according
to the definition. Only about 10% of the businesses are classified as non-resilient businesses,
meaning that they are still in a crisis triggered by COVID-19. These findings are illustrated in
detail below.

From today's perspective: Which effects did the COVID-19 crisis have on your company? (n=172)

"Immune Businesses" 18 56 6 | 9
Resilient Businesses 66 |
Non-resilient Businesses Il
0% 10% 20% 30% 40% 50% 60%

. mainly positive effects . positive effects are equal to negative effects . no effects

. effects can not identified yet negative effects, but there is a positive trend negative effects, the business
is in crisis

Figure 3: Resilience of export-oriented Upper Austrian businesses

Source: Authors

3.2 The reaction of export-oriented Upper Austrian businesses to the COVID-19 crisis

Upper Austrian businesses turn out to be relatively robust in the current crisis. About 63% of the
respondents indicated that the introduction of new products to international markets is not affec-
ted by the crisis. At the same time, the participating companies seem to be stable in terms of kee-
ping personnel and staying in international markets. Only 14% intend to make changes in terms of
the personnel who are responsible for international markets while less than 10% intend to leave
certain markets due to the crisis. This trend might be an indicator for the businesses’ awareness
about the need to invest resources in foreign markets even though they might not be profitable at
the moment in order to be in a strong competitive position once the crisis is over.
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Which statements are true for your company - due to the Covid-19 crisis?(n=160)

Despite the crisis, new products
are introduced into international
markets.

There are changes in personnel
who are responsible for interna-
tional markets due to the crisis.

Our company is withdrawing
from individual markets.

I I I
0% 20% 40% 60% 80% 100%

B l-true | 2-rathertrue [l 3-partlytrue [l 4-rather false 5-false

Figure 4: Reaction of Export-oriented Upper Austrian Businesses to the COVID-19 crisis
Source: Authors

3.3 Export business success of Upper Austrian companies As for all crises, the current
COVID-19 situation brings upon businesses a particularly challenging amount of uncertainty.
Therefore, the respondents were asked how successful they would expect the business to be
for this year as well as for the next two years respectively.

What can be observed is that the COVID-19 crisis led to a negative development for many
companies. However, a positive trend is noticeable which will intensify over the next two
years. In contradiction to figure 3, where the effects of the COVID-19 crisis were illustrated,
figure 5 shows an estimation of the business success.

How would you rate the success of your export business? (n=160)

mostly positive success, there is even 16
an increased positive trend 19

o 31
mostly positive success | 71

same as before the crisis .h 41

1 38

mostly negative success, 56
but there is positive trend 20
mostly negative success, 8
company is in crisis 4
8
effect can not be indetified yet 8 L L L L )
B this year 0%  20% 40% 60% 80%  100%

the next two years

Figure 5: Reaction of export-oriented Upper Austrian businesses to the COVID-19 crisis
Source: Authors

3.4 Findings from open questions The research identified, among others, two main stra-
tegic streams where companies tried to reach a higher level of Export Resilience by focusing
on Digitalization and Artificial Intelligence (higher efficiency and customer readiness) and si-
multaneously minimizing risk and discovering new opportunities by developing market entry
strategies for new regions. Four open questions provided an in-depth view bouncing around
those described, critical influential factors for an optimized export resilience.

e Digitalization and Al

The core of 69 respondents indicated a clear acceleration on utilizing digital tools in export
for an improved response and cost-efficient communication between the export partners and
the final customers. This enables faster feedback, higher decision rates and let overall service
costs drop, with a focal point on reduced business trips of Technical Service and Export Man-
agers. Next to the classical digital Technical Services, instruments like remote and pro-ac-
tive maintenance, more and more commercial tools like virtual negotiation platforms or VR-
Gadgets for negotiations and pinpointing on USPs are emerging. This virtual Export Marketing
Mix is rounded up by digital in-house fairs, especially focused on the Asian area, intense web
shop offerings and home office systems. On the HR dimension some companies try to upgrade
their sales partners by continuous online sales trainings and full CRM integration of indirect
sales channels like distributors or agents.

35 respondents put their digital export resilience focus on cross-linked, digitalized processes
like CRM, EDI and PDM/PLM systems, which lead to a seamless and fully integrated end-
to-end sales and operation planning from end-customers to export partners and Austrian
producers. Digitalized prospect to cash processes within the total export value chain are also
contributing to an optimized export resilience.

The third export digitalization cluster where companies intensified their strategic maneuvers
for boosting exports deals with classical remote services, utilizing VR and AR tools and finally
heads for a better on-line integration into production processes with Internet of Things or
Industry 4.0.

e Future export countries to serve

In order to increase risk minimization, two continents were mentioned prominently: Africa (in
particular South Africa, Tunisia and Morocco) and South America. However, no clear answers
were provided regarding a more country-specific market entry strategy, compensating for the
higher macroeconomic volatility those continents show.

Those two strategic export resilience factors on the revenue side were also combined with
continuous cost optimization, stringent cash flow monitoring and a solid financial treasuring
strategy.

3.5 Discovered dependencies As mentioned before, Chi-squared tests are conducted
to identify dependencies between the way businesses operate and their degree of resilience.
Those questions with relevance in the field of resilience have been tested against each other.
As a result, the following hypotheses are rejected:

1. HO: The region in which the competitive pressure is most noticeable is independent of the
performance of the sales strategy. (p=0.041 -> HO is rejected)

2. The sales strategy of the participating businesses seems to work especially well for those
who have their main competitors outside of Europe. Respectively, those who have their main
competitors in Europe are more likely to struggle with their sales strategy.
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3. HO: Whether the company leaves individual markets is independent of the performance of
the sales strategy. (p=0.045 -> HO is rejected)

4. Companies, whose sales strategy perform better, are more likely to stay in their markets
than those with unsatisfactory sales strategies.

5. HO: Whether the export risk has increased in regions particularly affected by Covid-19 is
independent of the degree of implementation of digital lead generation. (p=0.039 -> HO is
rejected)

6. Companies, which have not yet implemented digital lead generation, are more strongly in-
fluenced by the travel restrictions than those who have, since those companies perform their
customer acquisition process digitally to a large extent.

7. HO: Whether the company leaves individual markets is independent of the effects Covid-19
had on the business. (p=0.041 -> HO is rejected)

8. Companies, which are classified as ,immune”, tend to stay in the business while non-resil-
ient companies are more likely to leave individual markets.

9. HO: Whether new products are introduced to international markets is independent of the
effects Covid-19 had on the business. (p=0.044 -> HO is rejected)

10. Companies, which are classified as ,immune”, tend to introduce new products to interna-
tional markets while non-resilient companies are more likely hesitate.

11. HO: Whether there are changes in the export partners due to the crisis is independent of
the effects Covid-19 had on the business. (p=0.031 -> HO is rejected)

12. Companies, which are classified as ,immune”, tend to keep their export partners un-
changed while the resilient businesses (those who were negatively influenced but are feeling
a positive trend) are more likely to change their export partners.

13. HO: The expected business success for the next two years is independent of the effects
Covid-19 had on the business. (p=0.014 -> HO is rejected)

14. Companies, which are classified as ,immune”, expect a positive business success for the
next two years, while non-resilient companies expect the success to be mostly negative.

4 Managerial implications Summarizing the key findings and identified dependencies,
those Austrian companies enjoy a stronger export resilience and profitability, which:

« Combine robustness factors (as indicated in chapter 3.4.) like sufficient cash, cost leader-
ship, superb new customer opportunity management with flexibility parameters like scenario
planning techniques, using Al for drip campaigns, virtual negotiations, which results in mag-
nificent outpacing response times towards their international customers.

« Consistently upgrade their international direct and indirect sales force utilizing also digital
communication tools like online sales trainings and having implemented sales enablement.
* Equips on top their world class export team with integrated, digital and Al supported tools,
with the final purpose to achieve an integrated end-to-end planning and execution process
driven by instant digital and Al-supported customer responsiveness. These Al-supported and
digital tools must be ring-fenced by creating a digital culture and acceptance for all involved
the Export participants.

« Individualize and customize their export products and services better and quicker than com-
petition.

5 Survey results versus theoretical hypotheses The key findings of this research con-
firmed overall the Resilience hypotheses from Steccolini, Jones and Saliterer (2017). A detail
the following can be stated:

»Resilient businesses have a clear understanding of their surroundings to recognize chances
and risks as soon as possible and to develop measures to optimize the impact a certain devel-
opment has on the business.”

¢ Confirmed, as those companies which have clear understanding of existing but especially
new markets to be entered, minimize their Export Risk. The higher the new customer knowl-
edge is, the lower is their risk level, simply by generating more opportunities. A clear meas-
urement and utilizing new digital Tools for KPIs and measurements accelerates this dynamic.
¢ Also, the first dependency emerging from chapter 3.5 confirms above mentioned hypothesis.
The better the sales strategy understanding in terms of customer\regional, product and inno-
vation mix and its sales strategy execution, the higher the export resilience.

»Resilient businesses show a particularly high degree of robustness in the anticipation and
puffer period of an upcoming crisis which is marked by a proactive approach to develop solu-
tions.”

¢ The survey confirms that a high degree of innovation capability and execution for the
well-defined export regions create a certain level of robustness. Particularly successfully
launched products with a certain differentiation potential create a more constant buying
pattern throughout the CoVid19 crisis.

¢ Furthermore, those companies, which had not a standard linear budget setting and operat-
ed rather with scenario techniques, thus had crisis scenarios in their drawer, were capable to
maintain a pro-active approach and limiting the revenue decreases.

« The third dependency of chapter 3.5. confirms also the hypothesis, as companies who estab-
lished digital tools and channels before the crisis, could easily switch proactively to a contin-
uation of customer coaching and business overall.

»1he recoverability describes the ability of an organization to adapt to a new environment
after a crisis. Resilient businesses therefore find a way to integrate new, robust processes into
the existing structures.”

¢ 35 respondents confirmed the implementation of and adaption to digital Export Processes,
like digital sales acquisition tools (e.g.: oneflow.com), fully integrated end to end planning
processes throughout the value chain network and web-based communication tools with
their customers.

.10 be more resistant in an unstable environment, resilient businesses do not hesitate to think
of new, more effective ways to solve a problem even if that means to abolish existing ways of
working. This flexibility can be a decisive element in the strategy of a business.”

¢ The degree of innovativeness outside the product focus confirms the above-mentioned hy-
pothesis. Entities, which were searching and implementing alternative logistic chains at an
early stage and used digital communication tools proactively had less impact on their busi-
ness.

¢ Dependency 4 of chapter 3.5 confirms the hypothesis as well: Companies, which are classi-
fied as ,immune”, tend to stay in the business while non-resilient companies are more Llikely
to leave individual markets.

49



50

6 Future research To monitor the performance of the participating companies also in
the long run, the authors suggest a longitudinal research design. This would also make it pos-
sible to investigate how certain trends, such as digitalization and globalization, evolve over
time and are adopted by an increasing number of businesses.

Furthermore, expanding the study to an international format would deliver additional in-
sights regarding the level of resilience of different regions and countries.

Up to now, only internal data collected by interviews with sales and export managers are
used as the source of information. Obviously, this leaves some space for interpretation. For
future research, it could therefore be interesting to combine collection of external data with
self-reflective data on the resilience of businesses.
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Motivacia: Vidiet hornorakuske B2B spolocnosti bojovat pri udrziavani ich vyvoznej inten-
zity podnikania a sucasne urychlit pouzivanie digitalnej komunikacie a vyvoznych kanalov,
vytvara vychodiskovy bod pre Studiu pruznosti vyvozu v regiéne Horného Rakuska, regidne
zameraného na vyvoz. Hlavnou motivaciou pre uskuto¢nenie Studie v tejto oblasti bolo spra-
covanie sucasnych klu¢ovych zisteni s jasnymi manazérskymi désledkami a odporucaniami,
ktoré reaguju na buduce vyvozné trendy, vyplyvajuce z tejto Studie.

Zistenia: Online dotaznik bol zaslany vyvazajucim B2B spolo¢nostiam, z ktorych 173 sa za-
pojilo do prieskumu. Udaje poskytuju postrehy v spu3tacoch vyvoznej odolnosti, pohlad na
buduce vyvozné kanaly a rozdiely vo vyvoznej stratégii hornorakuskych B2B spolo¢nosti. Na-
priklad prieskum ukazal, Ze 52% zUc¢astnenych podnikov mozno klasifikovat ako "imunne” voci
vonkaj$im vplyvom. Dalie postrehy st uvedené podla zmeny nastrojov digitalneho exportu,
formy stretnuti a vyvoznych nastrojov na zaklade Al.

Zaver: V dobsledku toho, do akej miery $tudia implementacie odolnosti vyvozu stimulovala
dialég medzi akademickou a podnikatelskou komunitou, viedla k manazérskym odporua¢aniam
pre rakuskych B2B exportérov.

Odolnost exportu - buduci klt¢ovy faktor tspechu pre hornorakuske B2B spo-
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Etymologically, the word channel is multi-layered and multi-faceted with meanings
spanning many disciplines ranging from geography, geology, communication, construction
to physics. The term channel management has been widely used in salespeople parlance
since 1980s. Channels are vehicles for selling products. A marketing or distribution channel
is made of people, organizations, and activities necessary to mediate relationships between
providers and customers. Channels include physical stores, social media platforms, events
or automated emails. The approach blends distribution and communications tactics in an
operational way to keep products and services moving from companies to clients.
Channels are usually third-party organizations. Historically various channels used to be tre-
ated and managed in parallel by dedicated sales personnel, more recently marketers tend to
view channels as integrated gateways unlocking unified customer experience. Integration
of vendors to become trusted partners, who communicate product benefits aligned with
desired positioning, relies on shared sales planning and balanced approach to compensa-
tion. Attention needs to be paid to transparency of (customer) service, provision of channel
choice and consistency in content and process. Especially in the online environment, where
customers switch easily from one platform to another.

Omnichannel experience is connecting seamlessly individual touchpoints over a variety of
channels, allowing customers to pick up where they left off on one channel and follow the
same customer journey on another. Keeping price levels and price incentives comparable
across channels and combining push and pull approach without losing efficiency from sight
are just as important determinants of successful channel strategy. One way of analyzing,
whether products are under- or over-distributed is making use of velocity graphs. If inten-
sive distribution results in a small market share, the push approach succeeded, however
this is not sustainable as it requires significant investments and sales efficiency for both
provider and distributor is compromised. Similarly, if availability of a product in distribution
points is limited while market share is relatively high, it may indicate problems with custo-
mer convenience and satisfaction.

There are generally three main challenges with retail channel integration — moving through
different offline channels, moving through online channels and switching between online
and offline shopping experiences. A traditional question of transferring customers between
different brick-and-mortar retail outlets seems to be the most challenging one as it relies
on intensive cooperation of channel partners and their dedication to feed shared CRM plat-
forms. Various technology companies offer solutions for hassle-free transition between on-
line platforms, combining mostly customer contact and sales data with location and device
identifiers. Endless aisles offer a solution to a transition from brick-and-mortar store into
online - retail outlets get equipped with in-store kiosks to allow customers to place their
orders for products, which are not available in-store and have them later shipped to their
homes. Conversely, click-and-collect services (formerly in this column described as BOPUS)
enable customers to buy online and have their items delivered to a store of choice.

Sailing bumpy waters of channel management is still an adventure for many and unlikely
to become a comfy cruise ever. Once marketers are able to swim against the odds of the
channel divide, they cross the Rubicon of truly united customer experience.

Résumé Splouvani channel management: Od multi- k omni-kanalovému pfistupu
Pojem channel managementu ¢i channel marketingu je od osmdesatych let dvacatého
stoleti vyuzivan pro spiSe operativni integraci distribuce prostifednictvim tfetich stran
s marketingovou komunikaci v dané distribu¢ni cesté - kanale. Pfesun a fluidni pfechod
zakaznikd mezi a napfi¢ jednotlivymi kanaly znamena nutnost integrovat jednotlivé dis-
tribu¢ni ¢lanky do té miry, aby poskytly zakaznikovi ucelenou zdkaznickou zku3enost.
K tomu je nutno distribu¢ni ¢lanky nefidit paralelné (tj. multi-kanalové) nybrz synteticky
(tj. omni-kanalové).

Kontakt na autorov | Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vy-
soka ékolav 0.p.s., Katedra marketingu a managementu, Na Karmeli 1457, 293 01 Mlada
Boleslav, Ceska republika, e-mail: pavel.strach@savs.cz
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Vedecky ¢asopis Marketing Science & Inspirations ako medialny partner podporuje sutaz Ceské
marketingové spolecnosti aj v roku 2021. Organizator sutaze vydal tlaovu spravu o pripravach
sutaze.

Uz jen necely mésic zbyva do uzavérky piihlasek do letoSni soutéze Marketér roku 2020, kte-
rou kazdoro¢né vyhlasuje Ceska marketingova spole¢nost. Z dosavadni bilance pfihlagenych do
obou ¢asti soutéze (Marketér roku + Mlady delfin) se zda, ze mladi vyrazi skutecné vpred. Oproti
minulym ro¢nikdim stoupl pocet prihlasenych tym( zatim dvojnasobné a stale jesté jsou avizo-
vani daldi kandidati. Ze by snad nepfizniva situace uplynulych mésic(i byla podnétem k marke-
tingové kreativité mladé generace?

Jesté je Cas se prihlasit, zkuste i Vy predstavit svij projekt, ktery mize pomoci ukazat cestu pro
dalsi rozvoj nasi ponékud unavené a rozpolcené spolecnosti.

Prinlasky do soutéze Marketér roku 2020 (stejné tak do sekce Mlady delfin) mohou vSichni za-
jemci z fad odbornikd i vysokoSkolskych studentl marketingu zasilat na nasi adresu prostrfed-
nictvim e-mailu (info@cms-cma.cz), prihlasky na téchto www i klasickou postou do 20. ¢ervence
2021.

Slavnostni vyhlaseni vysledkd by mélo probéhnout 23.zafi 2021, konecny termin bude v dosta-
te¢ném Casovém predstihu oznamen.

ZAUJALO NAS | CAPTURED US

SUTAZ FLEMA MEDIA AWARDS 2021

Tento rok sa odohra uz Sestnasty ro¢nik sutaze FLEMA. Ide o sutaz o najlepSie medialne kam-
pane na ¢eskom a slovenskom trhu, ktora ocefiuje autorov i zadavatelov. NajdolezitejSia pri
hodnoteni je inovativna komunikacna stratégia a kreativita pri planovani kampani. Do sutaze
budu zaradené prace, ktoré boli zrealizované na ceskom alebo slovenskom trhu v obdobi od 1.
januara 2020 do 30.juna 2021.

Uzavierka sutaze je 18.juna 2021. Prave teraz je idealny ¢as na spracovanie a podanie prihlasok.
Na webovej stranke sutaze www.flema.cz je okrem detailnych informacii uverejneny aj manual
prihlasovatela a jednoduché tipy ako vyhrat sutaz. Uzky vyber postupujicich kampani bude
vyhlaseny 14. septembra 2021 a vitazi budu oznameni 21. oktobra 2021.

Kto by mal zaujem stat sa porotcom a najst sucasne inpiraciu v oblasti marketingovej komuni-

kacie, moze sa prihlasit organizatorom sutaze. Hodnotenie bude v prvom kole prebiehat on-line
formou v obdobi 29.jula az 6. septembra 2021.

16. roénik

€LEMA o2,
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S odstupom desiatich rokov prichadza na trh druhé, aktualizované a doplnené vydanie pu-
blikacie, ktora na prvy pohlad pragmaticky uz len svojim nazvom jednoznatne definuje
skimanu problematiku a vyvolava o¢akavany prinos pre jej Citatela. Popri teoretickom vy-
medzeni kluCovych pojmov, ako su firemna identita a imidz, firemny dizajn, komunikacia
a kultdra ¢i produkt obsahovo prinasa mnozstvo prakticky implementovatelnych tipov Ci
odporucani zameranych na riadenie firemnej identity v previazanosti na budovanie imidzu,
vyuzijuc pritom cely rad prikladov z domacej i zahrani¢nej hospodarskej praxe a parcialnych
vysledkov realizovanych vyskumov.

Pévodna, pre zainteresovanu odbornu verejnost znama a etablovana, dvojica autorov Jitka
Vysekalova a Jifi Mike$ bola doplnena o Jana Binara, prezidenta Asociace komunikacnich
agentur a riaditela agentiry McCann. Ich spolupraca priniesla skuto¢ne hodnotné a do istej
miery dokonca nadcasové dielo. Ved, ako uvadza sam Jan Binar v kratkom Gvode, ,,Kolik zdan-
Llivé revolucnich pristupll je jen novou manifestaci starych, staletimi provéfenych pravd.”.
V tomto pripade sa v3ak urcite nejedna o novu manifestaciu, ale o prakticky vyuzitelny zdroj
poznania, ktory kladie déraz na to zakladné: ,srozumitelnost, unikatnost, smysluplna role,
svézi kontinuita a emoce jsou, byly a budou prazakladem Uspésné identity.”.

Ano, publikacia prina3a ¢asom overené principy, zaklad v pévodnom prvom vydani je citel-
ny, rovnako je vsak citelny i rozsah jej novelizacie, ktory vyustil do podoby jej druhého vyda-
nia. Struktira ostava zachovana, plynulo od vysvetlenia podstaty firemnej identity a imidzu,
cez identifikaciu klu¢ovych prvkov, resp. nastrojov firemnej identity (corporate identity),
a to firemného dizajnu (corporate design), firemnej komunikacie (corporate communicati-
on), firemnej kultury (corporate culture) a produktu, ¢i sluzby sa predchadza k pochopeniu
osobnosti firmy, k objasneniu vyznamu a typov imidZu a spolotenskej zodpovednosti firiem
(corporate social responsibility), v danom kontexte i akcentu na vyznam emdcii pre tvorbu
imidzu a jeho analyzu s vyuzitim vybranych metéd vyskumu. Zaver patri nekone¢nému pri-
behu budovania identity a imidzu domovskej krajiny autorskej trojice - Ceskej republiky.

Z mnozstva prezentovanych aktualnych konkrétnych prikladov ¢i vysledkov realizovanych
vyskumov, pri ktorych si ¢itatelia budi moct najst zretela hodné inSpiracie, je mozné uviest
pripadové Studie orientované napriklad na problematiku rebrandingu ¢&i analyzy imidzu,
parcialne vysledky primarnych vyskumov odkryvajucich preferencie znaciek a vnimanie Ces-
kych znaciek alebo motivaciu zamestnancov, praktické tipy suvisiace s tvorbou firemného

dizajnu a dizajn manualu, ¢i konkrétne loga, prehlad determinantov firemnej kultury alebo
metodické pristupy k analyze imidzu s akcentom na vybrané meto6dy. Autori neprezentujd
len ,holé” fakty, ale zastavaju i vlastné nazory a postoje opierajlc sa pritom o svoje rozsia-
hle znalosti skimanej problematiky a praktické skusenosti, ¢o je citelné napriklad aj v po-
slednej kapitole zameranej na budovanie identity Ceska a jeho imidz.

Slovensky cCitatel si mozno bude klast otazku, ako je to v pripade Slovenska? Dala by sa
v danom kontexte zvazovat dokonca moznost realizacie komparativheho vyskumu. Inou
otazkou pre neho moéze byt, prefo sa v texte nepouzivaju vyrazy imidz ¢i dizajn a miesto
nich sa uvadza image, resp. design? V ¢eskom jazyku to v$ak jednoducho tak je, pricom je
potrebné uviest, Ze autori citlivo narabaju s anglickymi vyrazmi a jednoznacne a zrozumi-
telne vysvetluju ich terminologicky vyznam a obsah, i ked terminologicky slovnik nie je
sucastou recenzovanej knizky. Naopak, o¢akavany by bol napriklad d6raz na Specifika online
prostredia vo vztahu k skimanej problematike, digitalny dizajn ¢i akcent aj na potencialne
reputacné rizika, ich negativne konzekvencie a moznosti ich minimalizacie.

Kombinacia vyuzitelnych teoretickych poznatkov a praktickych prikladov a konkrétnych
v praxi implementovatelnych odporuc¢ani predstavuje kluc¢ovy atribut komplexne, putavo
a zrozumitelnym spdsobom spracovanej publikacie, ¢o je aj dovodom, pre ktory by po nej
mali siahnut tak marketingovi manazéri ¢i majitelia firiem a/alebo zastupcovia a repre-
zentanti aj inych typov organizacii, ktori su zodpovedni za budovanie ich identity a snahu
o ziskavanie o¢akavaného imidzu, ako aj Studenti manazmentu, marketingu, masmedialnej
komunikacie a pribuznych odborov ¢i (dokonca) ich ucitelia.
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V mesiaci jun 2021 sa dostava do predaja kniha Carlosa Gila. Ide o Cesky preklad z anglického
originalu ,The End of Marketing. Humanizing your brand in the age of social media and AL“
Ten vysiel v minulom roku v londynskom nakladatelstve Kogan Page. Autor je riaditelom
a zakladatelom spoloc¢nosti Gil Media Co. v Los Angels, ktora poskytuje kompletny servis
v online marketingu. Pokial nechceme zostat pri superlativoch a odporuc¢aniach osobnosti
biznisu uverejnenych na prvych stranach knihy, pozrime sa spolo¢ne do jej vnutra a vytvorme
si vlastny nazor.

Kniha je ¢lenena do 12 kapitol. Za kazdou kapitolou sa uvadza zoznam pouzitych zdrojov.
V texte su zvyraznené hlavné myslienky, zasady a postupy, ktoré sumarizuju prezentované
poznatky. Zakladnou myslienkou knihy je, ze ,marketing v podobe, v akej ho pozname, je
mrtvy.” Do akej miery ide o revolu¢né tvrdenie, ked uz prva kapitola kon¢i myslienkou, zZe:
LK Uspechu staci naudit sa pracovat s novymi nastrojmi a pouzivat staré dobré principy.“?
Posudme. Autor sa v prvej kapitole opiera o poznatok, ze digitalny svet, o ktory sa opiera
sucasna marketingova komunikacia je uspesny preto, lebo dnesni spotrebitelia nechcu len
nie¢o nakupovat, ale chcu sa stat sucastou nejakého hnutia. Cielom organizacii by nemalo
byt propagovat znacku, ale oslovit cielovu skupinu, ktora sa o to postara tym, Ze oslovi svo-
jich priatelov, aby sa k nim pridali. Heslom ako to dosiahnut je ,Ludia nekupuju od firemnych
znaciek, kupuju od ludi. Ludia doveruju ludom.” Akym spdsobom komunikovat v digitalnom
svete? Tu autor poukazuje na tieto zakladné pravidla: 1. Poznajte svoje publikum: O koho ide
a na ktorych kanaloch komunikuje? 2. Aké hodnoty prinasate potencialnemu publiku? 3. Aké
mate referencie? 4. Kto ma vplyv na vasich cielovych spotrebitelov a ako sa s nimi mdzete
spojit? 5. Vytvorte si vlastny vplyv. Prim v dneSnom marketingu hraju influenceri, ktori maju
silu spristupnit znacky zakaznikom.

V druhej kapitole sa stretame s pojmom ,uvdznenie v digitdlnom oceane®, v ktorom sa treba
naucit plavat, pretoze je v iom rusno. Autor odporuca vybrat si jednu korporatnu socialnu siet
a na dalSich by mali byt pritomni zamestnanci organizacie. Snahou by nemali byt kratkodobé
efekty, ale vytvaranie dlhodobych online vztahov. Tak ako v minulosti, aj v digitalnom oceane
su pritomni pirati, tentokrat ,digitalni“. Ti odpovedaju na poziadavky zakaznikov konkurencie
a snazia sa naplnit ich poziadavky: promptnejsie ako to zvykne robit organizacia, ktorej su ich
podnety adresované. Ako uspiet? Zapojenim ludskych emacii, ktoré sa sice nedaju merat ako
klasické KPI, ale na socialnych sietach su univerzalnym platobnym prostriedkom.

V tretej kapitole autor nadvazuje na myslienky o digitalnom oceane a tvrdi, Ze socialne siete
nie su iba oceanom, ale tiez ,... divoc¢inou, Divokym zapadom, kde je pocuvanie najvacsou
konkuren¢nou vyhodou.” Ponukaju sa stratégie, ktoré maju zmenit nas pohlad na nasu znacku
na socialnych sietach: 1. Je treba byt jedine¢ny a v komunikacii vyuzivat osobny pristup. 2. Na
hejterov je potrebné reagovat razne. 3. Obsah stranky ma byt putavy, aby sa k nemu uzivatelia
radi vracali a uzivali ho ako ,digitalne bonbdny*“. 4. Okrem reakcii na hejterov je niekedy po-
trebné reagovat aj na konkurenciu a niekedy aj na seba samého. 5. Je potrebné monitorovat,
¢o sa skuto¢ne hovori o nasej znacke. Celkovo je potrebné byt v digitalnom svete ¢o najviac
jedine¢ny a ¢o najludskejsi v ramci hodnoét, ktoré organizacia uznava.

»,Nehnevajte sa na Facebook, jednoducho len mate zly marketing“ je posolstvo Stvrtej kapito-
ly. Autor ju povaZzuje za najdélezitejSiu. Venuje sa v nej taktikam a optimalizacii na socialnej
sieti Facebook. Autor prechadza krok za krokom, ako postupovat, no najskor opisuje vlastné
skusenosti s tvorbou stranok na Facebooku a Twitteri. Potrebné je predovsetkym pochopit
algoritmus Facebooku. V kapitole sa uvadzaju typy prispevkov, ktoré Faceboook ponuka. Ne-
mali by sme na druhej strane zverejhovat obsah prehnane zamerany na propagaciu, prispe-
vky vyzyvajuce k interakcii, mylné spravy, dlhé textové prispevky a nemali by sme prehnane
oznacovat odkazy na inych uzivatelov. Naopak mali by sme vyuzivat algoritmus Facebooku
a komentovat stary prispevok, aby ho systém oznacil ako novy, podporovat videa nahraté na
Facebooku, povolit zobrazovat reklamy z Facebooku aj tretim stranam ako aj dalSie odporuca-
nia, ktorych vyznam autor zd6évodriuje.

Piata kapitola opisuje autorove praktické skusenosti s vyuzivanim siete LinkedIn, Snapchat
a YouTube. Mali by sme ich vnimat iba ako kanal na priblizenie sa zakaznikom. Otazne je iba
ako zarucit aby ho ludia nevypinali alebo neprepinali, ked chceme s nimi komunikovat. A tu
ma najdolezitejSie miesto vizualna podoba spravy: obrazky, dizajn, ide o upUtanie pozornosti
a kratka sprava, pretoze ludia st zahlteni. Uputat mozu kratke pribehy, a kratke titulky. Mali by
sme sa snazit o maximalnu interakciu, nemali by sme pouZzivat obrazky z databank, ale auten-
tické fotografie, najlepsie uzivatelov produktov. Mali by sme sa snazit o ziskanie pozornosti, ta
je komoditou, predajnost je stratégiou a oblubenost je meradlom.

Siesta kapitola rozobera triky na podporu rastu na ceste k Uspechu, pricom autor upozorfiuje,
Ze treba sa venovat trikom a nie podvodom. Prezieravo tieto triky nepovazuje za marketing
samotny, ale za schopnost pochopit algoritmy socialnych sieti. Je jednoduché si pozornost na
sietach ziskat tak, Ze si ich kipime. PretoZe navstevnost eSte neznamena zvysenie predaja
a siete vyuzivaju sice presné metriky, no k Uspechu to nestaci. Autor preto odportca nieco iné:
testovat, Co socialne siete dokazu, pretoze aj tie sa vyvijaju a zavadzaju nové funkcie. Uvadza
navod ako ziskat kontakty na sledovatelov a vytvorit si skupiny. Cielom je pdsobit ludskejsie.
Siedma kapitola opisuje, ako ziskali Uspech siete DJ Khaleda a Kim Kardashian Westovej. Mar-
keting vyuzitim influencerov ponuka iba kratkodobé efekty a autor sa s touto filozofiou ne-
stotoznuje. Podla neho influenceri nemaju dlhodoby potencial prinasat pre znacku profit a ide
o lenivl a neefektivnu formu marketingu. A to je kvoli tomu, Ze to, ¢o dokazu influenceri,
dokaze urobit kazdy marketér. Co ale funguje st ambasadori s tudskou tvarou, ktori komu-
nikuju o sebe, o svojom zivote. Kazdy chce komunikovat s ¢lovekom, nie so znackou alebo
influencerom.

Osma kapitola dava navod ako urobit zo zamestnancov tvare marketingovej kampane znacky.
Ak zamestnanci ziju pribehom, za ktorym sa skryva znacka resp. produkty organizacie, je tu
anca na odlidenie a unikatnost. Zamestnanci organizacie mézu byt takto prediZzenou rukou
marketingového timu. Zvysi sa dosah organizacie na sledovatelov zamestnancov, zvysi sa do-
veryhodnost organizacie, znizi fluktuacia zainteresovanych zamestnancov a méze sa to pozi-
tivne prejavit aj v objeme predaja. Otazkou je, ako ziskat podporu naprie¢ celou organizaciou.
Samozrejme je potrebné tuto proceduru ¢o najviac zorganizovat.
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Deviata kapitola je predikciou buducnosti marketingu. Autor v nej pise o tom, ako uz v sucas-
nosti prebieha bitka medzi ludmi a umelou inteligenciou pri vykonavani marketingovych ¢in-
nosti. Stale v3ak budu potrebni zamestnanci, ktori pripravia podklady pre strojové ucenie
a umelu inteligenciu. A skuto¢ny autenticky vztah s druhymi ludmi automatizovat nemozno.
Tuto skutocnost je potrebné vyuzit aj pri prezentacii na socialnych sietach. Vsetci influenceri
a chatboty su malo platni v porovnani so skuto¢nymi ludmi: zakaznikmi a zamestnancami.
Sila osobnosti a presvedCovania je témou desiatej kapitoly. Autor predstavuje model 5P, kto-
ry tvoria: nadsenie, neporazitelnost, trpezlivost, osobnost a presvedCovanie. Tu by sa hodilo
dodat, Ze v ¢eskom preklade by mohli byt uvedené aj pévodné anglické slova, ktoré by ko-
reSpondovali s 5P. Kli¢ové je mat schopnost niekoho nieCo naucit a reagovat na podnety zo
strany ludi. Potom je potrebné vytvorit si vlastny profil na socialnej sieti, ktory reflektuje nase
jedine¢né schopnosti. Nasledne by sme sa mali stat aktivnymi ¢lenmi timov a pridavanim
obsahu predstavovat svoju osobnost. Mysliet treba na to, Ze dnes ludia vyhladavaju ludi a nie
produkty, tvare a nie loga, pribehy a nie reklamné prispevky, skisenosti a zazitky a nie predaj.
Jedenasta kapitola prepaja klasicky marketing s novymi technolégiami. Je potrebné byt, ako
autor stale pripomina, ludsky, spolo¢ensky a relevantny. Principy obchodovania su stale rov-
nako zaloZené na dohode kupujuceho a predavajuceho. ,S technologickym pokrokom sa zme-
nila iba rychlost ich nadvazovania.” Odporuca pouzivat stratégiu na kazdej platforme. Osved-
¢ili sa mu nastroje, ktoré vyuziva v praxi: Canva, Adobe Spark, Buffer, Hootsuite, Sprout Social,
Mailchimp a TubeBuddy. Nasledne odpoveda na otazky, ktoré si mu najcastejSie kladené na
Skoleniach.

Dvanasta kapitola presviedca Citatela neustale sa vzdelavat. Predovsetkym v oblasti social-
nych sieti, kde inovacie prichadzaju dramaticky rychlo je to nevyhnutné. Odkazom knihy je
vytvorit ,humanocentrickd spolo¢nost, ktora bude klast men3i déraz na svoje logo, produkty
a sluzby a vacsi déraz na ludi, vdaka ktorym firma funguje: na zakaznikov a zamestnancov®.
Do buducnosti upozornuje na vyvoj technolégii ako hlasové ovladanie, virtualna a rozsirena
realita. TieZ na zastUpenie generacie milenialov v manazmentoch organizacii a ti toho mézu
vela zmenit. Autor odporuca sledovat nové socialne siete: TikTok, Twitch a Reddit. Zaujimavé
upozornenie na zaver knihy: ,Bez ohladu na to, na akej sieti sa rozhodnete publikovat, ste
panom svojej znacky, ale klucové je, aby ste boli aj panmi svojich dat - a nezabudajte, Ze soci-
alna siet, na ktorej ste aktivny, je ako ¢asovana bomba, ktora mdze kedykolvek bez varovania
vybuchnut.”

Rozsah jednotlivych kapitol je vyvazeny, autor sa vyhyba vetam ,iba“ na vyplnenie obsahu.
Text je pisany vecne a kniha vyznieva ako navod na Uspes$né vyuzivanie socialnych sieti. Hod-
notu knihy zvySuju pripadové Studie a priklady z praxe autora, ktorymi je priam preplnena.
Tu vidiet autorovu prakticku orientaciu v téme a ochotu zdielat vlastné skusenosti. V knihe
autor nerozliSuje medzi marketingovo ustalenym vyznamom pojmu znacka a organizacia, ¢o
ma obcas pri ¢itani miatlo. Znacku autor personifikuje za manaZzéra, ktory ma v jej mene konat
resp. za organizaciu, ktora znacku vlastni. Kniha je pisana popularnym Stylom a ur¢ena predo-
vietkym pre marketérov z praxe a pragmatickym podnikatelom, ktorym to vadit nemusi. Ci je
titulok ,koniec marketingu“ adekvatny alebo iba predajny trik autora a vydavatela, nech po-
sudi informovany Citatel. Kazdopadne sa mozno stotozni s nazorom, ze marketing sa vplyvom
technologii posunul raznym krokom.

TEXT | DAGMAR WEBEROVA

SLOVNIK | DICTIONARY

DICTIONARY OF USEFUL

MARKETING TERMS

market price | trhovd cena Despite the real estate slump, the building's market price was
double what it sold for five years ago. | Napriek prepadu nehnutelnosti bola trhovd cena budovy
dvojndsobnd oproti cene, za ktort sa predala pred piatimi rokmi.

market reach | dosah trhu
md obrovsky dosah na trhu.

The local company has a vast market reach. | Miestna spolocnost

market research | prieskum, vyskum trhu Market research shows that demand for electric
cars will continue to grow. | Prieskum trhu ukazuje, Ze dopyt po elektromobiloch bude nadalej rdst.

market researcher | prieskumnik, vyskumnik trhu Market researchers study market con-
ditions to examine potential sales of a product or service. | Prieskumnici trhu skumaju trhové
podmienky s cielom preskumat potencidlny predaj produktu alebo sluzby.

market return | trhovy vynos The average stock market return for 10 years is 9.2%, accor-
ding to Goldman Sachs data for the past 140 years. | Priemernd ndvratnost akciového trhu za 10
rokov je 9,2%, podla tdajov spolocnosti Goldman Sachs za poslednych 140 rokov.

market risk | trhové riziko Market risk means the risk of losses in positions arising from
movements in market prices. | Trhové riziko znamend riziko strdt pozicii vyplyvajicich z pohybu
trhovych cien.

market saturation | saturdcia, nasytenie trhu Market saturation is a situation that arises
when the volume of a product or service in a marketplace has been maximized. | Saturdcia trhu
je situdcia, ktord nastane, ked’sa maximalizoval objem produktu alebo sluzby na trhu.

market segment | segment trhu Customers of each market segment have similar charac-
teristics that companies can leverage to advance their efforts. | Zdkaznici kazdého segmentu trhu
maju podobné vlastnosti, ktoré méZu spolocnosti vyuZit na zlepsenie svojho usilia.

market segmentation | segmentdcia trhu Market segmentation is used to divide a target
market into smaller, more manageable groups of people based on common characteristics they
share to optimize company's marketing, advertising, and sales efforts. | Segmentdcia trhu sa
pouziva na rozdelenie cielového trhu na mensie a lepsie zvlddnutelné skupiny ludi na zdklade spo-
locnych charakteristik, ktoré zdielaju, aby sa optimalizovalo marketingové, reklamné a predajné usilie
spolocnosti.

market share | trhovy podiel, podiel na trhu Recently, the company has significantly inc-
reased its market share. | V poslednej dobe spolocnost vyrazne zvysila svoj podiel na trhu.
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market skimming pricing | ,zbieranie smotany“ - predaj za vysokii cenu a s prichodom konkurencie
jej postupné zniZovanie A slow market skimming pricing strategy means that the product
carries a high price with a low level of promotion. | Stratégia pomalého stanovovania cien na trhu
znamend, Ze produkt md vysoku cenu a nizku troveri propagdcie.

market square | trhové ndmestie Krakéw's Market Square, Rynek Gtéwny, is the nerve
centre of the city's medieval Old Town. | Krakovské trhové ndmestie Rynek Gtéwny je nervovym
centrom stredovekého starého mesta.

market survey | prieskum trhu A market survey shows which brands are most popular
among consumers. | Prieskum trhu ukazuje, ktoré znalky st medzi spotrebitelmi najobltibenejsie.

market test | test trhu A market test of new packaging will begin next month. | Test trhu
s novymi obalmi sa zacne budtci mesiac.

market timing | nacasovanie trhu Market timing can be very profitable for institutions such
as hedge funds. | Nalasovanie trhu méze byt pre instittcie, ako st hedZové fondy, velmi ziskové.

market value | trhovd hodnota The car is offered at a price well below market value. | Au-
tomobil sa pontka za cenu hlboko pod trhovou hodnotou.

marketing | marketing Philip Kotler defined marketing as "Satisfying needs and wants
through an exchange process". | Philip Kotler definoval marketing ako ,uspokojovanie potrieb a Ze-
lani prostrednictvom vymenného procesu”.

marketing board | marketingovd rada The marketing board guidelines called on growers to
consider eco-friendly solutions to the problem. | Pokyny marketingovej rady vyzvali pestovatelov,
aby zvdzili ekologické rieSenia problému.

marketing budget | marketingovy rozpocet You will calculate a detailed marketing budget,
including internal and external costs. | Vypocitate detailny marketingovy rozpocet vrdtane inter-
nych a externych ndkladov.

marketing channel | marketingovy kandl In general, we distinguish three types of marke-
ting channels: communication, distribution and service channels. | VSeobecne rozlisujeme tri typy
marketingovych kandlov: komunikacné, distribucné a servisné kandly.

marketing collateral | marketingovy kolaterdl The term “marketing collateral” is used to
describe materials that are used to raise consumer awareness and generate sales. | Pojem ,mar-
ketingovy kolaterdl” sa pouzZiva na oznacenie materidlov, ktoré sa pouzivaju na zvysenie povedomia
spotrebitelov a na zvysenie predaja.

marketing communication | marketingovd komunikdcia Sg. (konkrétna innost povzbudzujtica spo-
trebitelov k ndkupu produktu alebo sluzby) A marketing communication does not have to
immediately result in a purchase. | Marketingovd komunikdcia nemusi mat za ndsledok okamZity
ndkup.

marketing communications | marketingové komunikdcie PL. (Cinnosti, ktoré povzbudzuji spotrebi-
telov k ndkupu produktu alebo sluzby pomocou ndstrojov, ako su reklama, socidlne médid, osobny
predaj, atd’) Direct marketing has become an important part of marketing communicati-
ons. | Priamy marketing sa stal doleZitou sucastou marketingovej komunikdcie.

marketing concept | marketingovy koncept The marketing concept has been implemented
to satisfy customers' needs, increase sales, maximize profit, and kill the competition. | Marketin-
govy koncept bol implementovany s cielom uspokojit potreby zdkaznikov, zvysit predaj, maximalizo-
vat zisk a porazit konkurenciu.

marketing consultancy | marketingové poradenstvo They set up a marketing consultancy
agency to provide specialist advice on marketing. | ZaloZili agenttru pre marketingové poraden-
stvo, ktord poskytuje odborné poradenstvo v oblasti marketingu.

marketing consultant | marketingovy konzultant A marketing consultant is an external
advisor with marketing experience who provides marketing services with focus on market re-
search or marketing strategy. | Marketingovy konzultant je externy poradca s marketingovymi sku-
senostami, ktory poskytuje marketingové sluzby so zameranim na prieskum trhu alebo marketingovu
stratégiu.

marketing cooperative | marketingové druZstvo One the U.S!'s largest citrus marketing
cooperatives is based in California. | Jedno z najvicsich americkych marketingovych druZstiev pre
citrusové plody sidli v Kalifornii.

marketing department | marketingové oddelenie The Marketing Department plays a vital
role in promoting the business and mission of an organization. | Marketingové oddelenie hrd zd-
sadnu ulohu pri podpore podnikania a poslania organizdcie.

marketing director | marketingovy riaditel The Marketing Director is responsible for the
company's marketing and communications strategies, as well as overall branding and image. |
Marketingovy riaditel je zodpovedny za marketingové a komunikacné stratégie spolocnosti, ako aj za
znacku a imidz.

marketing environment | marketingové prostredie The marketing environment refers to all
internal and external factors, which directly or indirectly influence the organization’s decisions
related to marketing activities. | Marketingové prostredie sa vztahuje na vsetky interné a externé
faktory, ktoré priamo alebo nepriamo ovplyvriuji rozhodnutia organizdcie tykajice sa marketingo-
vych aktivit.

marketing expenditure | marketingové vydavky A marketing expenditure is a payment
made for a marketing-related investment or expense. | Marketingové vydavky su platby za marke-
tingové investicie alebo vydavky.

marketing expense | marketingovy vydavok According to Cambridge Dictionaries Online,
a marketing expense is an amount of money the company spends on marketing activities. |
Podla Cambridge dictionaries online su marketingové vydavky suma periazi, ktoré spolocnost minie
na marketingové aktivity.
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marketing guru | marketingovy guru
je povaZovany za marketingového guru.

Phil Kotler is considered a marketing guru. | Phil Kotler

marketing information system (MKIS) | marketingovy informacny systém A marketing in-
formation system (MKIS) is a system designed to support marketing decision making. | Marketin-
govy informacny systém (MKIS) je systém urceny na podporu marketingového rozhodovania.

marketing intelligence (MI) | marketingové spravodajstvo Marketing intelligence is nece-
ssary when entering a foreign market. | Pri vstupe na zahranicny trh je nevyhnutné marketingové
spravodajstvo.

marketing management | marketing management Marketing management by Kotler and
Keller is the most known book in the field of marketing. | Marketingovy manaZzment od Kotlera
a Kellera je najzndmejSou knihou v oblasti marketingu.

marketing manager | marketingovy manazér Marketing managers analyze trends and de-
mand for products and services and then create a strategy to market the product or service. |
Marketingovi manazéri analyzuju trendy a dopyt po produktoch a sluzbdch a potom vytvdraju straté-
giu uvedenia produktu alebo sluzby na trh.

marketing mix | marketingovy mix A marketing mix includes more areas of focus that are
part of a comprehensive marketing plan. | Marketingovy mix obsahuje viacero oblasti zamerania,
ktoré su sucastou komplexného marketingového pldnu.

marketing model | marketingovy model The modern marketing model is a unifying force
which fuses digital and classic marketing into one future-facing framework. | Moderny marke-
tingovy model je zjednocujucou silou, ktord spdja digitdlny a klasicky marketing do jedného rdmca
zameraného na budtcnost.

marketing myopia | marketingovd krdtkozrakost The term marketing myopia was first men-
tioned in in an article by Theodore Levitt in Harvard Business Review. | Pojem marketingovd
krdtkozrakost bol prvykrdt spomenuty v ¢ldnku Theodora Levitta v casopise Harvard Business Review.

marketing objectives | marketingové ciele Marketing objectives are a central part of a mar-
keting strategy. | Marketingové ciele st Ustrednou stc¢astou marketingovej stratégie.
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