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ABSTRACT

Objective: Design a decision-making model for the development of new products in the fishing 

cooperative societies of the community Las Arenitas, Eldorado, Sinaloa.
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Methodology: In accordance with the methodology used, it was classified as qualitative. A case 

study was carried out in the „Jose Luis Castro Verduzco” fishing cooperative located in Sinaloa, 

Mexico, where a series of open questions were applied to obtain the opinion of the manager 

and secretary about the decision making process.

Findings: The lack of clarity in the role of the actors in the decision-making process and their 

specific steps when developing new products was identified. Knowledge about the use of tools 

is limited, mainly due to the low levels of preparation of managers and members of the cooper-

ative, as well as the lack of knowledge of the processes for the development of new products.

Value Added: The study allowed identifying the need for design a method that guides the 

manager and members of the fishing cooperative in the community of Las Arenitas Eldorado, 

Sinaloa, towards activities that generate added value in primary products and reduce uncer-

tainty in the decision-making process for the development of new products caused by changes 

in the needs of the consumer market.

Value Added: The study allowed identifying the need for design a method that guides the 

manager and members of the fishing cooperative in the community of Las Arenitas Eldorado, 

Sinaloa, towards activities that generate added value in primary products and reduce uncer-

tainty in the decision-making process for the development of new products caused by changes 

in the needs of the consumer market.

Recommendations: The use of a decision-making process is of vital importance for the admin-

istration since it contributes to assess, analyze and control situations to choose the best option 

for the company. Within this project the fishing cooperative has a lot of growth potential, for 

this reason the implementation of methods such as: The ordered weighted averaging opera-

tors OWA or multicriteria analysis for decision making in the development of new products.

Key words: Decision making, development of new products, fishing cooperative.

JEL codes: D70, J54, P13

Introduction

In a dynamic and competitive environment where choosing an alternative 

between several options is a constant activity that does not always adapt to 

traditional decision-making models or changes in the markets, making this ac-

tivity a decisive factor for the success of an organization is crucial (Bueno, 2004).
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Deciding is a process that involves risk and requires systematic actions 

and analysis for the interpretation of opportunities or problems that may arise 

(Hansson, 2005). Michael Roberto (2004) points out that in order to obtain 

optimal business performance, an appropriate selection is necessary, due 

to the uncertainty that each alternative represents; in the same way, it is im-

portant to carry out an effective implementation of the strategy, whose task 

falls on the managers since they are usually in charge of making decisions.

A concern in the companies is the decision making focused on the new 

products development (Alcalá, 2003). An article can be processed in different 

ways, however, not all options generate the same result. Some procedures 

turn out not to be adequate and generate high production costs due to the 

lack of a guiding process. This is because in most cases the system is de-

signed empirically, without considering the stages and the existing qualitative 

methods to reach to optimal solutions (Ahlstrand, Lampel & Mintzberg, 2001).

In the present investigation it was decided to analyze the decision making 

process for new products development in the fishing cooperative in Las 

Arenitas Eldorado, Sinaloa, using a qualitative methodology.

Materials and methods

The study was carried out in the rural fishing community of Las Arenitas, 

considering the experience of the fishing production cooperative called José 

Luis Castro Verduzco. This cooperative was created in 1978 as a result of 

the separation of fishermen who were part of other fishing cooperatives in 

the community. Currently, it has 87 members and the main marine species 

that they catch are estuary shrimp, crab, shark and flake species.

The techniques and tools of information gathering are very important 

to inquire and collect information in this qualitative research, where de-

scriptive data are analyzed: experiences spoken or written by people, the 

observation and behavior of the phenomenon under study (Hernández 

Sampieri, Collado & Baptista, 2003).
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The second instrument used to collect information was observation, which 

according to Gómez and Roquet (2012) can be applied to any behavior or 

situation of the phenomenon, because it examines the facts of the context, 

requiring voluntary and intelligent attention, focused on the object of initial 

and terminal study, in order to gather information.

Theoretical referents

Given that this research focuses on the analysis of decision making in the 

organizations, it will be necessary to suggest some processes that will serve 

as conceptual framework, in order to understand the decision-making pro-

cess in the way that the following authors propose:

 · Castro, E. L., & Contreras, M. (2013). Decision making in the financial man-

agement of the business enterprise. Journal of Intercultural Management.

 · Daft, R. (2007). Theory and organizational design. México: Thompson 

Publishing.

Likewise, another subject of interest is the decision making in the new 

products development in organizations, therefore it is inevitable to propose 

some processes for new products development to understand the operation 

of the production process according to the following authors:

 · Robert Cooper and Elko Kleinschmidt, in their research about proceso del 

nuevo producto: pasos, deficiencias e impacto published journal Gestión 

de la innovación de productos.

 · Sheng-Li Chang, Chih-Yuan Chen and Shyh-Chyi Wey in their paper 

Conceptualizar, evaluar y gestionar la falta de definición del front-end 

en proyectos de innovación/NPD. 

 · Fred Langerak, Erik Jan Hultink and Henry Robben in their paper El pa-

pel mediador del desarrollo de nuevos productos en el vinculo entre la 

orientación al mercado y el desempeño organizacional.

 · Jeffrey Thieme, Michael Song and Geon-Cheol Shin, in their journal Car-

acterísticas de gestión del proyecto y nueva supervivencia del producto. 
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 · Finally, in order to understand the situation of the fishing cooperatives, the 

changes in consumers´ consumption behaviors, as well as organizational 

problems and administrative capabilities that slow down the growth of the 

society, the suggestions raised by the following authors need to be analyzed:

 · María Blanco. Specialized trade in fish and aquaculture products: Present 

and future. In the magazine distribution and consumption. 

 · Flores-Crespo. Analysis of the relationship between cooperatives, culture 

and local development: the cases of spain, India and Bangladesh.

 · Estela Jaquez y Marcela Contreras. Cooperative organizations: the ad-

ministrative process as part of the management.

Decision making

The decision making, according to Daft (2007) is a process of identification 

and solution of a situation or problem in an organization through the selection 

and implementation of an option. Also Koontz and Weihrich (2012) define it 

as choosing an activity among several alternatives. According to Benavides 

(2004) the decisions do not have the same impact within the organiza-

tion and are implemented in different ways. While Estrada (2015) mention 

that there are choices that are repetitive and routine, which can establish 

a process to make a decision. Chiavenato (2006) states that each decision 

involves the following elements: making decisions, objectives, preference, 

strategy, location and results.

The decision-making process follows a series of structured and defined 

steps that support the decision-maker in the search for solutions to different 

situations or organizational conflicts. It should be noted that to achieve the 

growth of an organization the elections have to be carried out with the support 

of the right tool since not all apply for the same situations or problems. It is 

important to point out that the existing models currently present variations 

in their structure depending on the author (table 1).
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Table 1. Decision making process

Chiavenato (2006) Robbins (2005) Daft (2007) Druker (2006)

1. Perception of 
a problem

1. Identifying 
a problem

1. Identifying 
a problem

1. Classifying of the 
problem

2. Analyzing and 
defining the prob-
lem

2. Identifying the 
decision criteria

2. Solution 2. Defining the 
problem

3. Defining goals 3. Assigning 
weights to criteria

3. Establishing con-
ditions that must 
satisfy the answer 
to the problem

4. Searching for 
alternative Solu-
tions or courses of 
actions

4. Developing alter-
natives

4. Deciding on 
what is right, rather 
than on what is 
acceptable, in order 
to meet field con-
ditions

5. Selecting the 
most appropriate 
decision to achieve 
the objectives

5. Analyzing alter-
natives

5. Including actions 
to be carried out in 
the decision

6. Evaluating and 
comparing alterna-
tives

6. Selecting an 
alternative

6. Setting the 
control to check 
the validity and 
effectiveness of the 
decision in relation 
to the current state 
of the facts

7. Implementing the 
selected alternative

7. Implementing 
alternative

8. Evaluating the 
efficacy of the 
decision 

Source: Castro & Contreras, 2013.

The decision-making process has become a factor of responsibility for 

organizations due to the complexity of the different scenarios that arise in the 

practice of the companies. That is why, when choosing, the decision maker has 

to identify and evaluate the alternatives to make the most convenient decision.
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There are unstructured decisions that are considered as unscheduled, new 

and more complex for the organization. These activities are not constantly 

carried out and for this reason they do not have a methodology or structured 

process to deal with certain situations that deserve an adequate treatment 

to address reality in the best way. It should be noted that when a decision is 

made, one cannot go back in time, one just has to face the consequences.

New products development

According to Krishnan and Ulrich (2001), the elaboration of products is 

a complicated process, sometimes expensive and risky. Munuera and 

Rodríguez (2012) mention that it is recommended to have a structured 

and systematized process to minimize risk in the decisions to achieve the 

desired product; in this sense, decision-making in new products develop-

ment studies the activities and analyzes the choices from the origin of the 

idea of a new product to its commercialization.

Given the importance of having a process for new products development, 

several authors have generated models, which consist of a series of steps 

that facilitate it. Below there is a comparison of the stages considered by 

the authors in the new products development process (table 2):

Table 2. Process of development of new articles

Cooper & Klein-
schmidt (1986)

Thieme et al. (2003) Langerak et al. 
(2007)

Chang et al. (2007)

1. Generation of 
ideas

1. Exploratory 
phase

1. Pre-development 
stage

1. Ideas / Creativity

2. Projection 2. Concept devel-
opment

2. Development 
stage

2. Preliminary as-
sessment

3. Preliminary mar-
ket analysis

3. Prototype devel-
opment

3. Marketing stage 3. Innovation pro-
ject

4. Preliminary tech-
nical analysis

4. Test prototype 4. Prototype design 
and test
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5. Preliminary prod-
uct analysis

5. Market develop-
ment

5. Product test and 
validation

6. Preliminary fi-
nancial analysis

6.Manufacture 6. Production

7. Market study 7. Marketing 7. Market launch

8. Product develop-
ment

8. Technical devel-
opment stage

9. Internal product 
test

10. Test with the 
consumer

11. Market test

12.Pre marketing

13.Commercializa-
tion

Source: Own elaboration based on various authors.

The activities that entail the new products development are complex 

because of the resources involved and the decisions that have to be made in 

the preparation of a product. This process sometimes generates benefits for 

the organization since it allows it to reach new markets segments. However, 

there are times when the costs are very high, compromising the future of 

the company (Munuera & Rodríguez, 2012).

Currently there are tools that allow companies to minimize costs in the 

new products development through the implementation of a structured 

process that enable analyzing the activities and decisions that are carried 

out (Evanschitzky et al., 2012).

Research results

When analyzing the decision-making process in the fishing cooperative, 

according to the research, it was found that the actors in charge of the de-

cision making are the following:
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 · The cooperative manager – the person who occupies this position is the 

highest authority within the fishing cooperative, he makes the programmed 

decisions.

 · Fishing cooperative members –the people who form the group and usually 

they are related to all the decisions within the cooperative; because they 

belong to this society, they have the right to express their opinion and vote 

in assemblies of the organization (ordinary or extraordinary).

Considering the types of actors that take part in the decision making of the 

cooperative, it is possible to identify several factors that intervene in the process 

to decide the actions of the cooperative and the new products development, 

which generates a conflict in the fishing cooperative that limits its progress. 

Although the cooperative manager occupies the position of the highest 

rank in the association and has the knowledge and ability to make decisions 

within the organization, this only happens when they are programmed de-

cisions, because the solution to those problems was already submitted to 

a vote. When it refers to non-programmed decisions, the director has to 

consult the cooperative members to vote because they do not always agree.

In other cases, decisions are limited by the dates of calls that are man-

aged by government agencies where projects are involved and the amounts 

of support to fishing cooperatives are requested considering the rules of 

operation and with the help of the accountant, since the fishermen and their 

managers have limited knowledge of management.

Regarding the decision-making process within the fishing cooperative, 

the following stages were identified:

 · Problem identification – it is when the manager detects a need in the 

organization.

 · Problem analysis – it is necessary to analyze the impact of the problem 

in question and search for relevant information to generate alternative 

solutions.

 · Define objectives – after the detection of the problem it is necessary to 

set objectives that serve as a guide in the activities of the organization.
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 · Identifying the different alternatives – a problem can be solved in different 

ways, in this case the decision maker has to identify all the possible alter-

natives.

 · Evaluating the alternatives – it is important to analyze all the possible 

solutions in order to find the best option.

 · Implementation of the alternative – this stage is where the manager de-

cides the activities that have to be done in the cooperative to implement 

the selected alternative.

Considering seven steps of the decision making process mentioned 

by Chiavenato (2006), in the fishing cooperative six steps of the author are 

followed, since in the cooperative selecting the alternative does not have to 

be the appropriate tool to analyze and evaluate the options.

In relation to new products in the fishing cooperative, it was found that 

throughout its history it has presented a lack of transformation of the cap-

tured product. The presentations that commercialize in the case of shrimp 

is the following: by size with head and without head, frozen or fresh, formal or 

informal markets, wholesale or retail. This limits its products to a small seg-

ment of consumers, as it does not adapt its product and service offering with 

new methods of preparing fish products that adapt to the new consumers´ 

needs and different marketing channels, which would allow it to potentiate 

its consumption and not lose presence in the market.

According to the research, in the decision-making process for the new 

products development within the fishing cooperative, it was found that the 

decision-makers are the manager in conjunction with the members of the 

board of directors and the supervisory board, i.e. the members of the coop-

erative who participate in the decisions of the assembly. In a complementary 

way, the cooperative’s accountant provides information that explains the 

needs and implications related to the new product development. Also, the 

governmental organisms like the National Commission of Aquaculture and 

Fishing are involved, since this dependency promotes the announcements 

of support for the cooperatives and their development.
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Regarding the generation of new products, it was identified that there is 

no structured and systematized process for decision making, because in 

these activities different actors intervene and sometimes these are initiated 

by the people of the cooperative, the accountant or because the National 

Commission of Aquaculture and Fisheries that promotes the use of resources 

that need to be exercised. As Krishnan and Ulrich (2001) mention making new 

products is a complex and expensive activity, where related people have to 

analyze the activities and decisions to generate benefits for the organization. 

In the decision-making process for the new products development, the 

following criteria were identified:

 · Ideas and creativity –when the mentioned actors detect an opportunity 

to generate a product with the resources they possess.

 · Preliminary evaluation – when they carry out the product valuation that 

they can develop within the cooperative.

 · Project – it is a requirement that the cooperative must meet to manage 

a resource.

In accordance with the seven-step for decision-making process in the 

new product development mentioned by Chang et al. (2007), in the fishing 

cooperative only three steps are presented, since in the cooperative at 

the moment of selecting the most appropriate alternative, they carry it out 

empirically. 

Conclusions

In Mexico, 99% of companies are small and medium-sized enterprises. 

80% of them fail within the first five years of operation, because they do 

not make the relevant changes in their processes or products to adapt to 

changes of the environment. It should be noted that SMEs generate 77% of 

employment at the national level. For this reason, it is important to maintain 

their operations within the markets based on the decision-making in the 

new products development.
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This work has the purpose of identifying the decision-making process in 

the new products development in the fishing cooperative, with the objective 

of identifying areas of opportunity and aspiring to improve the process and 

the permanence of the organization.

The findings indicate that the decision-making process and the new prod-

ucts development in the cooperative is limited, mainly due to the low levels of 

preparation (education) of the cooperative’s directors and members as well 

as the lack of knowledge of the processes for the new products development.
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Findings: The issue of strengthening a rector’s position and professionalizing university man-

agement in the system of higher education is very important and being widely discussed in 

terms of governance reforms. Changes, new regulations, reforms depend on how they are  

implemented on the institutional level in terms of their strategical development and how they 

are supported and promoted by the executive head.

The model of nominating and appointing the rector determines his relationship with the 

university board, senate and with academic community as well. In public higher education 

institutions in Poland the competition model is more burdensome than the model of election, 

it has numerous disadvantages and threats, and wasn’t applied by any university. 

New regulations in Poland make the process of nomination more important than before. 

In general, there are two main models of nominating candidates: an open procedure (open 

competition) and a closed one (e.g. searching, headhunting for senior executive staff in HR, in 

business sphere), each has their own strengths and weaknesses. In case of HEIs, both respect 

the principles of institutional autonomy, guaranteed to universities by the Polish Constitution 

and the law. It is an autonomous right of the academic community, of the university itself 

to define their own framework and nomination procedure. The model of executive search 

in nominating candidates can become more feasible and effective for professionalizing and 

improvement of the rector’s governance.

Value Added: The model of rector’s appointment has a significant impact on the whole univer-

sity performance. By professionalizing appointment mechanisms at all its stages, universities 

will improve university governance and introduce new quality of management.

Recommendations: New regulations in higher education create possibilities for introducing 

into the academic practice the executive search as a mechanism for nominating candidates 

for a rector’s position in Polish universities.

Key words: rector, higher education, governance, autonomy, searching, competition, nomination

JEL codes: I230

Introduction

The rector is an executive head of higher education institution, the highest 

single-authority governing body, the person managing its functioning as 

a whole in cooperation with other collegial governing bodies. According to 

findings of the European University Association EUA (2015) rector is first 

and foremost a political and academic leader, who manages a complex 
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community (one the most complicated, multidimensional and multifunctional 

organization, fosters the HEI development enhancing its capacity to respond 

to numerous challenges and holds the full personal responsibility, and for 

financial sustainability as well. Rector engages in the broader policy dialogue 

with public authorities and stakeholders (University Leaders’ Perspectives, 

2015). That means the university leader must “drive the professionalization 

of management and governance of the institution” (University Leaders’ 

Perspectives, 2015) and he/she can push it forward or backwards. Thence 

in the public debate and expert discussions about higher education devel-

opment the issues connected with the models of university governance and 

mechanisms of appointment/selection/election of the executive head as 

well as other high governing bodies constantly appear to be very important. 

The Polish Ministry of Science and Higher Education argue their inten-

tion implemented in the draft proposal of the Act 2.0 (Act 2.0 – the Act on 

Science and Higher Education, 2018) to entrust more powers but together 

with more responsibility to a rector by modern European trends asserting 

that “recently ongoing reforms of higher education systems in European 

countries strengthen the position of the rector towards collegiate bodies.” 

(Ustrój uczelni w wybranych państwach, online). By Eurydice (2007) “the 

position of the executive head has changed dramatically throughout most 

of Europe: the head of the institution now assumes more diverse duties in 

terms of governance and decision-making than before.”

The model of appointing the executive head significantly affects the oper-

ation of a whole university for years, it determines the conditions for develop-

ment, structural changes and governance mechanisms of a higher education 

institution. The rector’s election campaign is the same political process and 

has much similarity with the election of the President of state. As in politics, 

the quality of execution of rector’s power, positive impact of his decisions onto 

strategic development of the university and amount of his independence in 

decision-making after occupying this position strongly depends on the pro-

cess preceding the appointment and on the model of selection or nomination. 
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Models of rector’s appointment across Europe

European countries have different systems of higher education as well as 

various models of university governance and different features of the organ-

izational autonomy as one from among four key dimensions of the university 

autonomy according to the EUA. Consequently, there are different models 

of appointment of a university executive head in Europe. The University 

Autonomy Scorecard consider the model of the university governance 

and executive leadership fundamental for organization autonomy, and it 

includes the selection of the executive head, qualification required (Ben-

netot Pruvot, Estermann, 2017), there are two main models of appointing 

an executive head in the European universities:

1) rector appointed by election – two selection procedures: “elected by 

a specific electoral body, which is usually large, representing (directly or 

indirectly) the different groups of the university community (academic 

staff, other staff, students), whose votes may be weighted; elected by the 

governing body, which is democratically elected within the university com-

munity (usually the senate, i.e. the body that decides on academic issues)”;

2) rector appointed by a direct assignment to a position – two selection 

options “(appointed by the council/board of the university (i.e. the govern-

ing body that decides on strategic issues), appointed through a two-step 

process in which both the senate and the council/board are involved).” 

(Bennetot Pruvot, Estermann, 2017).

Internal appointment is being practiced in Austria, Belgium, Denmark, 

Estonia, Finland, France, Croatia, Ireland, Lithuania, Norway, Poland, Por-

tugal, Serbia, Slovenia, United Kingdom, while formal validation is required 

in Czech Republic, Estonia, Hungary, Iceland, Italy, Luxembourg, Latvia, the 

Netherlands, Sweden, Slovakia. According to EUA findings, law specifies 

validation/non-validation the elected rector by the government authority, 

qualification requirements which must fulfil the candidate for the rector, 

and exact term of office in majority of countries, including Poland (EUA 
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University Auto, online). Rector’s dismissal procedures are much more 

diversified in European countries.

Brief analysis of the procedures of rector’s election prepared by the 

experts from the Hungarian Conference of Rectors (Election Procedures 

of Higher Education Institution Rectors / Executive Heads, online) shows 

that “higher education institutions in most countries vote on the executive 

head’s appointment with a large group/electoral body or via the Senate and/

or Council… About two thirds of Universities can select the Rectors without 

confirmation and with little or no selection procedures prescribed by law”, 

and the final decision on the appointment of the selected (elected) rector to 

the position can be taken by different bodies: senate, council, board, electoral 

body, ministry, or jointly in various combinations (e.g. senate and the board). 

The appointment of an executive head reflects the general higher education 

framework, and can be more collegial or more managerial. The preliminary 

selection and nomination processes also vary across different systems and 

institutions. Nomination can be open or closed, by self-application or sub-

mitting by particular groups of academic community, by a competition model 

(open call) or searching, etc. The process of the executive head election in 

many systems, e.g. in the American universities is based on the managerial 

model with the exclusive decisive role of the external governing board and 

using the executive search as the major mechanism for nominating can-

didates. Recruitment the right person to the senior leadership position at 

the university as well as CEO in the business sphere is the unique process 

in which all stages must be professionally and thoroughly conducted. The 

preselection searching and nomination process is as valuable and important 

as the final election. We will pass to it later, first let us pass to the analysis of 

the recently binding regulations on rector’s election in Poland.
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Analysis of the regulations of the models of 
rector’s appointment in Poland in 2005–2018

The Act on Higher Education 2005 with amendment in 2011 allows for two 

options to appoint the rector of the HEI: the model of election by the uni-

versity college of electors or the model of competition. The Act does not 

differentiate the qualification requirements imposed on candidates for each 

of these models. Both in the case of rector’s election of and selection by the 

competition, at least a doctorate degree is required, unless the statute may 

specify higher requirements, for example, the requirement to hold a habilitation 

(so called dr hab. degree), which usually takes place. The eligibility condition 

in applying for a position of rector in both cases is the age restriction, which 

is explicitly defined in the law, and employment at the same university at the 

moment of election is not required. The two paths of appointing the rector 

therefore differ in the subjective nature of the decision-making bodies, and, 

in turn, the rules and regulations for their appointment and operation.

The electoral college, if chosen at the university, comes from the election 

itself, with the requirement of qualified presence of students and doctoral 

candidates, and its composition as set out in the statute usually reflects the 

diverse nature of the academic community, which ensures that this body has 

a high level of representativeness. The electoral college model is “in line with  

the self-government principle whereby the academic community must be 

represented in collegial bodies, including collegial electoral bodies electing 

single-person authorities” (Woźnicki, 2009). 

The competition committee (commission) is to be appointed in the manner 

specified in the statute, which also defines the conditions and procedure for 

conducting the competition. The law did not impose restrictions here and did 

not specify any detailed requirements to be met in this regard. However, it is 

clear that if the competition model was chosen at the university, conditions 

and decisions would have to consider and respect the general cultural rules 

of the competition itself. This solution has more grounded position at uni-
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versities, because it is used in the process of staffing of academic teachers’ 

positions, also used in other institutions with public status.

In the case of the rector’s election, every voter as a person holding an 

active electoral right under the Act has the possibility to submit candidates, 

including those not employed at the university at the moment of elections 

(art. 71 of the Law 2005). Alternatively, the Act provides for the possibility 

for any academic teacher who meet the same eligibility requirements and 

age restriction to participate in the competition for a rector’s position. In the 

case of both models provided by the Act, the same restrictions apply as for 

the rector’s period of office.

When comparing the two discussed ways of appointing a rector, we can 

draw the following features.  To begin with the election model, we would like 

to assume, that rector appointed by election model, in a social perception, 

has a stronger title to perform his function. The appointment is made in 

an electoral act by an authority with a strong university mandate, resulting 

from its socially recognized legitimacy, which is representative of and for 

the whole academic community at the given university. Let us note that it 

is no coincidence that it is the college of electors and not the senate who 

elects the rector. The university electoral college acts on behalf of the whole 

community of HEI, and all its members can take part in its election, which is 

generally accepted as good practice. A feature of election as the model of 

appointing a rector is therefore the democratic character of election process 

as a whole, which strengthens the rector’s mandate in the eyes of employ-

ees, students and doctoral candidates. This model provides the rector with 

a sense of greater identification with the academic community.

Sometimes, however, the elected rector confronts members of the univer-

sity community as a person burdened with certain obligations before them, 

these obligations/promises often though not always, are expressed publicly 

in his election campaign. If this happens, it can significantly limit the room for 

manoeuvre for the elected rector, possibly even be harmful for the interests of 

university development. This can be a serious limitation when it comes to the 
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need to take unpopular actions required in the circumstances of increasing 

challenges faced by HEIs. Often this happens in the situation of dynamic and 

not always favourable changes in their environment. It should be stressed, 

however, that the model of election offers a psychologically greater comfort 

of action to the elected rector, who heads the senate which is also emerged 

from the election. In a subjective sense, this may help to secure the independ-

ence of the rector as a single-person authority from the senate, which – what 

needs to be emphasized – is not subordinated to or not a superior to the 

rector, and vice versa. Law on Higher Education guarantees that the rector as 

a single-person authority and the senate as a collegial body of a university are 

two separate and mutually independent bodies with distributed and different 

competences. This principle is not affected by the rector’s ex officio being 

the chairman of the senate. An exception to this rule may be considered only 

the fact of approving the rector’s report on the University’s performance, 

which is carried out along with the evaluation once a year by the senate.

It should be noted that the election of the rector, preceded by the search 

of potential candidates by the university community in informal conversations 

and discussions, allows verification of the candidate’s ability to acquire sup-

porters, his ability to find compromises, as well as obtain and receive opinions 

and views other than his own. The model of election requires conducting of 

an electoral campaign, within the framework of which electoral programs can 

be and are generally presented and discussed at open electoral meetings. 

There is therefore a serious debate about the future of the university. This 

promotes the increasing of the program activation of members of the uni-

versity community and self-identifying of the electors with the views, plans 

and activities of the rector appointed in this model. However, the rector by 

election is easier to accuse the lack of professional preparation to perform 

this such a difficult management function. Such accusation is often expressed 

by politicians or representatives of business, media, etc. 

Let us pass on to analysing of the competition model. The Rector appointed 

by the competition model can meet the highly-requested requirements of 



27

Competition vs. Searching as a Mechanism of the Rector’s Selection in Higher Education Institutions in Poland

strong legitimacy and identification with the university and its community. 

The competition committee which is established to select a rector would act 

as a professional body, in a way that is more backstage, lobbying, and without 

any reference to the process and results of the public debate, nevertheless 

this committee would not have such a strong mandate to appoint the rector 

in the university as the university electoral college. It is much easier in these 

circumstances to come up with conspiracy theories, accuse members of 

the committee of acting in collusion, yield to group influences of an informal, 

internal or external character, as well as to succumb to non-subject matters. 

The required and implemented, transparent process of the competition com-

mittee activity would not have to fully prevent the negative spontaneous, but 

also emerging in the situation of rivalry of the nominated candidates, negative 

feelings, guesses, rumours and the spread of false information. This could 

have a clearly detrimental effect on the atmosphere at the university and 

on the social perception of the result of the competition committee’s work, 

regardless of the person appointed to the rector’s position.

A favourable condition for the rector elected by the competition could 

be ensuring by this procedure of a kind of confirmation of his professional 

skills and experience in the management / governance sphere, related to 

performing the function of the rector of the university. Let us note that a uni-

versity is a large institution, often one of the largest local employers, which, 

in addition to its academic mission, conducts investments and business 

activities as well as interacts and cooperates with its social environment. 

The rector elected in this way would have a weaker democratic mandate, 

but a stronger professional identity. However, this would only be possible 

if the rules and procedure for setting up a competition committee (as a se-

lection board), which is not easy to establish at the university, would give 

priority to the professional competencies of its members, at the expense 

of the representativeness of different groups of academic community in 

this body. And that would not have happened. A counterargument to the 

assumption of a stronger professional legitimacy could also be a possible 
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candidacy for the rector by persons with the same qualifications and expe-

riences, or even the same – regardless of the accepted model of election 

or competition. Often supporters of the competition model emphasize, 

that a strong side of the competition model is its openness and equality 

for all candidates, and that a competition enables and give more chances 

for the candidates from outside to apply for the position of a rector. Some 

of them would be able to prove their skills, competence, experience and 

achievements from outside academia, which might, however not mustn’t, 

be beneficial for the way the university is managed.

It should be noted in this context that the alternative to the competi-

tion, the procedure of the election of a rector allows that persons from 

outside the university can also run for this position. Furthermore, it is not 

a self-nomination procedure, as is case of the competition, but they would 

be submitted by authorized persons from the group of voters from the uni-

versity itself, which would provide these candidates with a higher level of 

comfort to apply for the rector’s position.

So here we are coming up to the key question regarding the very idea 

of the competition as a staffing method, model of recruiting persons for 

the certain positions. The competition as a rule, alongside its advantages 

such as openness, referring to defined criteria of a substantive nature, the 

presumption of objectivity in the process of indicating the winner, etc., is an 

imperfect form of selecting people for functions and positions in Poland due 

to the following features:

 · potential candidates can be uncertain if the competition in practice isn’t 

a tool of a limited or even simulated nature, what would be in the case if 

another person as a favourite was de facto informally predetermined as 

a winner even before the competition was announced. Such uncertainty 

comes from the experience of many other competitions, especially of those 

for academic promotion, which we are witnessing in Poland;

 · Knowing university reality and practices, there could be a lack of applica-

tions from candidates with the highest competences and, consequently, 
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high academic and professional positions, outstanding achievements and 

prestige and significant position in the academic community or in public 

life (top staff). Such candidates, even if potentially interested, withdraw 

from the candidacy fearing the negative consequences of a possible fail-

ure for them, especially when they themselves (!) apply for a position. By 

self-nomination they would act in a situation where there is no possibility to 

exclude that the competition committee and its principals will be guided by 

a predetermined, different personal intention. Therefore, such person would 

accept the proposal in case of informally declared guarantees de facto, 

which would however be in conflict with the idea of a truly open competition.

One more disadvantage in the competition path of appointing the rector 

in Poland is that by the law the competition committee will join two functions: 

a selection function and the nomination of the selected winner of the com-

petition. Currently in practice in other cases, these two functions are usually 

entrusted to separate bodies. It would be difficult for the university because it 

would require entrusting this role to the senate, which would not be appropriate, 

or to another body, which could complicate the procedure. The presented 

analysis argues that in public higher education institutions, in real university 

conditions, the competition model is more burdensome than the model of 

election with numerous disadvantages and threats. For these reasons, during 

the 7 years since the possibility of the model of competition was introduced 

to the Act in 2011, it wasn’t supported by universities and was never practiced.

Model of rector’s election in the Act 2.0 – Act 
on Science and Higher Education 2018

The reform of higher education called as Act. 20, or Constitution for Science, 

which was announced by the Minister of Science and Higher Education in 

2016, was intended to be created by the academic community, together 

with the academic community. Wide public consultations and 2-year long 

debates were held, and different models for rector’s selection were proposed. 
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Three expert teams led by H. Izdebski, A. Radwan, M. Kwiek resigned from 

the current mechanism of rectors’ appointment and proposed options of 

open competition or searching (by nomination committee): 

1) proposal of H. Izdebski: the rector should be elected by the senate, with 

the possibility if provided for in the statute, the election would take place 

between the candidates selected in the competition. Research universi-

ties choose between at least two candidates selected in a competition or 

submitted by a nomination committee, rector is jointly appointed by the 

senate and a collegial body representing external stakeholders. 

2) proposal of A. Radwan: a rector is elected by the senate from candi-

dates positively evaluated by the Board of Trustees, while the president 

is elected by the Board of Trustees from among candidates nominated 

by the nomination committee, an open competition for candidates from 

the university and from outside, including from abroad is allowed. 

3) proposal of M. Kwiek: rector should be elected in an open competition 

for the position, which is organized and carried out by the board of trustees.

Conference of Rectors of Academic Schools in Poland (CRASP) in the 

Strategy of Higher Education Development in 2010 emphasized, that the rector 

of HEI, being its highest representative, harmonizes 2 spheres in the field of 

governance – implementation of the university mission and management of 

resources. The election model should also launch both ideas. The model of 

appointing the rector should be regulated by the statute. CRASP proposed 

creation of the search committee by the senate, which will be responsible for 

searching the best candidates for a rector for a particular HEIs (depending 

on the type, location, profile, etc.). Search committee submits candidates for 

rector to the electoral college, and it is the electoral college to finally elect 

the rector. Another option to do final election is applicable to the universities 

where the Board of Trustees exists: a rector is being appointed jointly with 

the Senate in the mode and on the principles set out in the statute.

For the Act 2.0 CRASP supported the model of election of a rector by 

the electoral college, but at the same suggests introducing new model of 
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nominating candidates. The model of searching is consequently considered 

the most relevant by CRASP to find the best candidates. This searching 

could be held by the university board or existing convent in its new formula. 

In the case if the board fail to submit appropriate candidates for a rector’s, 

its term of office expires. Thus, it would be one of the main tasks for the 

board to which the board should be well-prepared (Woźnicki, 2017).

The National Council of Science and Higher Education of Poland (NCS&HE) 

in its report concerning the draft law Act 2.0 (Analysis of selected elements of 

the assumptions to the Act 2.0. Report No. 5/2017 of the National Council of 

Science and Higher Education, online) welcomes the idea of introduction of 

professional managerial mechanisms into the process of governing the univer-

sity and strengthening the position of the rector, which could be elected by the 

board of trustees of university senate. National Council supported the idea of 

open competitions for the rector’s position, but at the same time there is a big 

concern in the forming of the competition committees (or boards of trustees if 

they conduct the competition), because of the risk of politicization and possible 

influence from the political parties, politicians. Thus, the competition procedures 

should prevent such practices properly by guaranteeing the superiority of 

candidates from academia, though not necessarily from the home university.

Independent panel of experts of the European Commission head by 

Georg Winckler (2017) proposed that the university board could select a rec-

tor via open call for candidates (Peer Review of Poland’s Higher Education 

and Science System, online) along with the establishment of a separate 

search committee with wide participation of the university internal stake-

holders, which will present recommendations about the candidates to the 

board. Denmark practice was proposed as a learning model.

As we can see the major trends in the process of debating on the new 

regulations presented by the academic community and international experts 

is to entrust the role of search or nominating committee to the university 

board. But the final decision (election) should be made by the electoral 

college according to the deeply-rooted academic tradition.
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It should be noted, that a model of rector’s selection was changing at 

different stages of the legislative process. In the final version of the Act, 

adopted on 20th July 2018, a rector will be elected by the electoral college 

from among the candidates nominated by the university board or other bod-

ies authorized by the statute (art. 24) after senate gives their opinion. That 

means that the process of nomination (searching or open call, competition 

model) becomes much more important that before. Let us pass to analysing 

the mechanism of searching candidates for a rector’s position.

The method of searching candidates for a rector’s 
position

Procedure conducted by an authorized body aiming at selection of the best 

candidates for a given position, formally used by universities in the USA and 

UK, as so-called “executive search or searching” is devoid of the fundamen-

tal drawbacks of the competition model. The executive search in academic 

sector is based on a modern method of recruitment of the senior executives, 

top-managers and highly qualified professionals widely used in business. It 

is a professional service which can be delivered outside the institution which 

hiring, but by external organization, typically consultative or headhunting 

agency. We should stress, that in business world, recruitment of highly qualified 

and senior leadership professionals is conducted differently because of “the 

job market for the top talent” is being operated on specific priorities, which 

cannot be met in case of open calls and open recruitment competitions.

The process of executive search in business can include the following 

stages: appointing the search committee, inviting or not external professional 

agency, preliminary data (persons) searching – senior data analysis, initial 

screening of the candidates, research the availability of suitable qualified 

candidates working for competitors or related businesses or organiza-

tions; identifying the shortlist of qualified candidates who match the re-

quirements, negotiations on remuneration and benefits, and preparing the 

employment contract. Studying executive search as a general recruitment 
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tool, Meriläinen et al. (2015) argue that “executive search consultants or 

head-hunters play a prominent role in determining what constitutes an ‘ideal’ 

executive body.” The US. Universities prove that “while an executive search 

is typically the domain of businesses looking to initiate change, university 

officials see it as the surest route to improving its practices, not least with 

regards to high level appointments” (Chicago State University).

We see the main difference of the searching model is in the issue of appli-

cation (submission) initiative. In the case of a competition, own initiatives are 

expected from the interested persons, which makes them applicants for a given 

position. But applicants cannot always be sure if the position is really open. In 

case of “searching”, from the beginning to the end, the initiative remains on the 

side of the institutionally authorized group of people constituted as the so-called 

“search committee.” Their job is to find good candidates, reach them with an 

invitation to give their pre-consent – not necessarily the final – only to place 

their names on the list of potential candidates for further analyses carried out 

by these bodies under conditions of confidentiality. At this stage the candidates 

may feel that they do not apply for the position but only agree to proceed with 

the use of their names. Only if a given candidate passes through the process 

of further analyses and will be placed on the short list of just a few candidates 

(so-called “short list”), a declaration of consent is required for the final decision. 

Even at this stage, the candidate feels that he is not seeking a job or function, but 

that the institution is seeking his agreement to propose him a certain position. 

This reversal of roles is of fundamental importance for recruitment of the best 

candidates, especially on top-management positions. In the USA supervision 

over the process of filling the post of the university president is the mission of 

the body that is generally called the board of trustees (its names differ across 

the states), which appoints a “search committee” and makes a final decision. 

Thus, the function of selection and function of nomination are performed by 

different bodies. In American universities, it consists exclusively or with larger 

participation of people from outside the university, and professional head-hunt-

ers advice, support, take part or even conduct all the procedures required.
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Otherwise, the model of searching (or competition) will become more 

important in terms of the new law, which comes into force on 1st October 

2018. So, in 2020 rectors of Polish HEIs will be elected by a new model, the 

procedures of election have to be specified in the statutes by 1st October 

2019, that means universities have only a year to discuss and choose the 

best regulation for their institution. Because of changing the procedures of 

nominating candidates and submitting them for further elections, universities 

need to choose the way they would like to nominate candidates. New model 

makes the process of nomination more important than before. To our mind, 

searching is the best model to be used. The university board in its current 

formula, having members from outside, including the chairman, and also hav-

ing representatives of the university community, is the best body to perform 

the function of the search committee. Therefore, the university statutes may 

choose also another nominating bodies – groups of professors, senate itself, 

competition committee announcing open call, etc. But what’s important, 

that it is the strategic task for each university to choose the model which 

will meet the university traditions and goals in the best way. The academic 

communities themselves have to answer a number of questions to find the 

most appropriate mechanism to nominate candidates for a rector’s position:

 · Whether the process of nominating should have a model of competition 

(an open call) or searching (closed process)? 

 · What procedure should be selected by the university board, open selec-

tion procedure, competition or closed procedure of searching? What are 

the criteria and mechanism of selection?

 · How to gain the consensus between the senate and the board in terms 

of the model of searching and submitting of candidates for a rector?

 · Who will be the other bodies/groups of academic community who can 

nominate the candidates? 

 · Whether external nomination allowed? Or only internal nomination: by 

any elector or group of electors, by any employee or group of university 

employees, by any member of the academic community or a group of such 
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persons, by a decision of a group debate (or organized by the electoral 

commission), ballotage in the vote of the college of electors? Is self-nom-

ination (own decision) allowed?

 · Are there hidden risks of indirect interference of the politicians to the 

rector’s appointment?

 · If competition model is chosen, who will select/appoint a competition 

committee? What procedures for competition should be accepted? Will 

open call be published and advertised widely nationally and internationally?

 · How the senate will assess candidates and in what way opinion them? 

 · What if the university would like to give the right to submit candidates to 

the current rector or to the senate itself? Etc.

For the universities it is crucial to reconsider their internal policies 

to improve the university governance as well as to professionalize ac-

ademic management. Debating and answering these questions, each 

HEIs will choose the best option for themselves, which open a possibility 

for the diversity of internal regulations.

Conclusions

The model of university rector’s appointment has a significant impact on the 

development and scope of reforms (reform implementation) undertaken at 

the university, it influences the scale of changes. These changes – even if they 

would bring benefits to the university in the nearest future – may not always 

well accepted by the academic community, which may lobby different solutions 

and make a pressure onto a rector via the collegial body (university senate) as 

well. Therefore, we consider, that the model of nomination and selection of the 

rector, and in particular his pre-election campaign determines his relationship 

with the senate as a collegial governing body. And the question is who, what 

authority/body and on what basis should nominate and elect a rector still 

causes discussions in all countries, and in particular in Poland. It is worth to 

consider two main models of nominating candidates: an open procedure 
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(open competition) and a closed one (e.g. searching, like head-hunting for 

senior executive staff in business sphere, in HR), their strengths and weak-

nesses. Both analysis of the rectors’ appointment in terms of the university 

autonomy and open/close internal procedures for nominating and searching 

candidates are important for analysing higher education governance.

Each of the analysed models of appointing the rector has its own pros 

and cons in Poland. Their common advantage is that each of them respects 

the principles of the institutional autonomy, guaranteed to universities by 

the Constitution and the law. In both cases, the rector’s appointment is 

conducted by the internal body of the university. It is an autonomous right 

of the academic community, of the university itself to define their own 

framework, features and procedures of the model of selection the rector of 

this particular university. The model of searching undoubtedly gives many 

chances to the universities, but also hides many threats and risks. What is 

evident, to succeed in implementing new regulations effectively and use 

them for development, but not for stagnation, to open new possibilities, the 

universities will have first to search and elect highly qualified and engaged 

university board. And those features can also be applied to the searching and 

election of the members of the university board as a new collegial governing 

body in Polish public universities.
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ager, Impression et Enregistrement des Résultats (IER) (a French firm) based on the Middle East 

thought about achievements and challenges faced by the company within the Middle East region 

over the period of 2007–2013 in relation to various cross-cultural and multi-national issues.

Findings: The problem faced by the decision-makers in this region was how to do business with 
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cultures and customs. In addition, to meet the needs of the customers, a key strategic mission 

was to establish long-term relationships and collaborations with suppliers and customers. 

This ‘way of doing business’ was made all the more difficult as the Middle Eastern culture was 

perceived similar from the outside.

Value Added: Culture in Middle East was a good way to create discussions and healthy de-

bate to understand how to do business in the Middle East and gain a competitive advantage 

through the relationships that IER developed through trust from the customers. IER Middle 

East continued to strive successfully on how to do business within the Middle Eastern region 

in handling and striking a balance with all varying cultures and customs. In addition, to meet 

the needs of the customers, IER had a long-term mission to establish long-term relationships 

and collaborations within the Middle East region.

Recommendations: IER Middle East was to continue being the preferred vendor of airlines 

and airports while providing innovative ideas and solution as well as to continue to offer out-

standing customer support.

Key words: Cross-cultural, Localization, Glocalization, Multi-national issues

JEL codes: F6, O4, O53

Introduction

Founded in 1962, Impression et Enregistrement des Résultats (IER), the 

world’s leading  supplier of printing terminals and IT Solutions for the air 

transportation industry is 100% owned by the Bolloré Group  (IER, 2018a) 

and ranks among the top 200 European companies (refer to Table 1 for 

details about Bolloré Group). IER is active in different service and industrial 

sectors. IER employs over 850 employees worldwide; 250 of which are in the 

headquarters and about 100 employees are dedicated to the Research & 

Development department showing how important this area is for the com-

pany. IER has branch offices in China, Germany, Singapore, Spain, the United 

Kingdom, the United Arab Emirates and the United States of America (IER, 

2018b; Moonesar & Thibaud, 2015).
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Table 1. Bolloré Group Summary Profile

Bolloré, a family owned group, employs 30,000 people around the world in 104 countries 
and generates approximately 6 billion Euros turnover per year.

Bolloré’s service and industrial sectors:

• Plastic films for capacitors and packaging

• Thin papers

• Transport and logistics

• Fuel distribution

• Dedicated terminals and systems

• Media & Communication

Source: https://www.ier.com/en/.

IER consistently generated a majority of its revenues from international 

sales outside France and developed a unique combination of technical and 

industrial expertise in order to support its own product development and 

marketing activities. IER’s company structure includes one of the industry’s 

largest R&D departments and a 150,000 square foot manufacturing facility, 

making it an attractive partner to many airlines and airports looking for an 

experienced and reliable supplier with the resources necessary to deliver 

innovative solutions. IER developed its mission and strategy (refer to Exhibit 

2) in relation to its focus on its markets (refer to Exhibit 3). The potential for 

growth is immense as there are over 43,750 airports (Central Intelligence 

Authority, 2013) and 2,104 airlines (A-Z Group Ltd trading as AZura Inter-

national, 2018) worldwide, with 1,482 airports and 121 airlines in the Middle 

East region. Table 4 illustrates the breakdown of the airports and airlines 

respectively across the Middle East region. 
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Table 2. Mission & Strategy

Mission: IER, a subsidiary of Bolloré Group, develops solutions to optimize operational 
efficiency and enhance security in the processing of streams of people, vehicles and 
goods in the transportation and logistics industries. Commitment to our customers and 
ensuring the satisfaction of our shareholders and employees are the basic principles on 
which our corporate strategy is based.

The objective of our strategy is:

- to provide our customers with an overall offer that includes software, hardware 
solutions, as well as high added value services,

- to reinforce our position on our various target markets,

- to look for opportunities for external growth,

- to increase the synergies between our various activities.

With this in mind, stimulating innovation is an ongoing concern which leads us to 
sustained efforts in research, development and technology watch.

Our objective is to master the latest technologies and incorporate them into our 
products and services, in order to always provide a better response to the needs of our 
customers.

The success of this strategy also involves the ongoing adaptation of our production and 
development system towards greater flexibility, responsiveness and versatility to satisfy 
the industrialization requirements for our new products, both in terms of mechanical 
design and software integration.

Our company and employees are committed to deploying this overall strategy while 
ensuring the complete satisfaction of our customers, every single day. 

Source: https://www.ier.com/en/.

Table 3. IER Focused Markets

IER has experience developing and implementing the following systems: 

• Self-service kiosks for airlines, airports (CUSS), rail operators, post offices, Government 
Bodies

• Self-service check-in software for telephone, the internet, kiosks

• Boarding pass and bag tag printers compatible with 2D barcodes

• Boarding Gate Readers

• Access control equipment for pedestrians, and vehicles

• Bar code and RFID tracking systems for baggage management, retail, logistics 

Source: https://www.ier.com/en/.
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Table 4. Airport and Airline Data within the Middle East North Africa

Middle East Countries1 # of Airports2 # of Airlines3

Algeria 142 3

Bahrain 4 3

Djibouti 13 2

Egypt, Arab Republic of 84 19

Iran, Islamic Republic of 324 13

Iraq 104 3

Jordan 18 7

Kuwait 7 5

Lebanon 7 4

Libya 144 13
Morocco 56 4

Oman 130 2

Qatar 6 1

Saudi Arabia 216 3
Syria 99 2

Tunisia 29 6

United Arab Emirates 42 28

Yemen, Republic of 57 3
Total 1482 121

Sources: 1 Academy of International Business- Middle East North Africa (2013). Middle East North 

Africa Countries as defined by the Academy of International Business–Middle East North Africa 

Chapter. https://aib.uowdubai.ac.ae/.
2 Central Intelligence Authority (2013). Total Number of Airports by Country, The World Factbook 

2013, ISSN 1553-8133, Washington, DC, USA. https://www.cia.gov/library/publications/the-world-

factbook/fields/2053.html.

3A-Z Group Ltd trading as AZura International (2018). AZ World Airports: the leading source of air-

port information. Surrey, United Kingdom. https://www.azfreight.com/directory_and_tools.html. 

Over the years IER has entrenched itself deeply in the air transpor-

tation industry. IER has been an International Air Transport Association 
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(IATA, 2013) strategic partner since 2002. Over these last 10 years, IER has 

been actively involved in the IATA program of fostering cost reductions 

and efficiency gains for the industry through the Baggage Improvement 

Program (BIP), Fast Travel and Bar Coded Boarding Pass (BCBP) projects 

(Bar-Coded Boarding Passes, 2013). 

IER has been delivering products and technologies for the airline indus-

try for more than 30 years worldwide. IER has established itself as the main 

supplier of printing and boarding pass reading equipment. IER equipment 

has been installed in more than 70% of commercial airports around the world 

as of 2012. Some recent examples of their products include the delivery of 

Radio-frequency Identification RFID  baggage tag printers for Las Vegas Mc 

Carran Airport; dedicated and Common Use Self Service (CUSS), check-in 

kiosks with middleware and monitoring software deployment for the Airports 

such as British Airport Authority (BAA), Madrid, Brussels, Paris, San Francisco, 

Nice, Split Airports; and airlines such as Easy Jet, ANA, Iberia, Singapore 

Airlines, Turkish Airlines, Midwest Airlines, Royal Air Maroc, Air Europa, Binter 

Air, Finnair, Norwegian Air Shuttle, Flybe, Air New Zealand, China Airlines, 

TravelSky BCIA to name a few, CUSS Airline Application development for 

numerous CUSS Kiosk Projects such as Cathay Pacific, Singapore Airlines, 

TravelSky and even China Airlines. Additionally, IER has also equipped air-

ports with self-boarding gates for instance the Munich, Frankfurt and Paris 

Charles de Gaulle Airports. IER serves over 1500 customers on a yearly basis. 

To ensure dedicated service, at a global level, IER has established service 

partners or distributors in the following countries: Australia, Czech Republic, 

Egypt, Estonia, Finland, Greece, Guadeloupe/Martinique, Guam, Guyana, Italy, 

Ivory Coast, Japan, La Reunion, Mexico, Morocco, Netherlands, New Zealand, 

Norway, Philippines, Poland, Russia, Senegal, Slovak Republic, South Africa, 

Sweden, Thailand, Tunisia, Turkey, and Ukraine. More specifically, in the Middle 

East, IER has partners in Jordan, India, Pakistan, Lebanon, Yemen, Kuwait, Iran, 

Qatar, Oman, and Saudi Arabia (refer to Figure 1 for IER Main Offices; Table 

5 for IER Major Projects & Highlights and Appendix 1 for IER Achievements). 
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Figure 1. IER Main Offices Worldwide

Source: https://www.ier.com/en/.
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Table 5. IER Major Projects & Highlights (2012)

IER has been working on various projects around in airline and other industries with the 
following highlights:

- 800 airports equipped.

- 200 airlines customers.

- 20,000 travel agencies installed worldwide.

- More than 250,000 systems installed.

- 7,500 railway stations equipped.

- Air New Zealand: Complete self-service check-in solution with 111 kiosks on 11 airports

- Norvegian: 100 Kiosks deployed in 14 airports.

- Flybe: 103 kiosks in 13 airports.

- San Francisco Airport: 39 kiosks deployed.

- Autolib in France: Deployment of kiosks for the rent of Electrical cars (1500) in Paris 
with 250 rental stations.

- Societe Nationale de Chemins de Fer (SNCF, 2015), French Railway 1500 Ticketing 
kiosks for the sales of Train tickets.

Source: https://www.ier.com/en/.

Materials and Methods

The method was a case study approach. Lionel Thibaud, the General Man-

ager, Impression et Enregistrement des Résultats (IER) (a French firm) based 

in the Middle East thought about achievements and challenges faced by 

the company within the Middle East region over the period of 2007–2013 in 

relation to various cross-cultural and multi-national issues. This case studies 

approach involved in-depth investigations of the General Manager and his 

employees. The case study approach for this study is not a research method 

itself but the authors selected methods of data collection and analysis that 

generated material suitable for teaching case studies.
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Current state of knowledge

IER – Middle East and Sub-Continent Operations

IER had been doing business within the Middle East since 1997, and in 2002 

established an IER-Middle East office based in Dubai, United Arab Emirates 

(UAE). In the IER Middle East region, there were 15 employees. Over the last 

10 years, Lionel worked in IER, initially as the Project Manager and then as 

the General Manager (GM). To manage operations, Lionel divided his time 

between the Middle East and sub-continent region markets as shown in 

Table 6. Lionel traveled at least 50% of his time per month. The time Lionel 

spent between the Singapore and the Paris offices (France) was to build and 

propose solutions needed by his customers. Table 7 and Figure 2 show some 

of the major projects in the Middle East and some examples of IER Check-In 

Kiosks solutions respectively. Figure 3 illustrates the IER key milestones.

Table 6. Percentage of Time Lionel spent in locations in his region on an annual basis

Country group Country List % of time spent on 
Business

GCC Saudi Arabia, UAE, Bahrain, Oman, 
Qatar, Kuwait

50%

North Middle East Jordan, Syria, Lebanon 10%
Iran Iran 10%
Sub Continents India, Pakistan 10%
Others Singapore, Paris 20%

Source: own work.

Table 7. Middle East and Sub-Continent Major Projects

2007: First CUSS self-service kiosk’s check-in in the middle in Jordan with Royal 
Jordanian.

2008: First CUSS kiosk deployed in India in Hyderabad airport.
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2009: Setting of first big Scale Pilot, RFID Bag tag solution in Dubai airport in 
conjunction with London Heathrow airport.

2010: Deployment of check-in equipment in 22 airports over Saudi Arabia. 

Pilot of first self-boarding solution in the Middle East.

2011: Installation of the first self-check-in solution in Iran.

Deployment of first Self Check-in Kiosks in Lebanon, in Beirut.

Abu Dhabi: Completing check-in and boarding equipment deployment.

Source: own work.

Figure 2. IER Check-In Kiosks Solutions

Source: https://www.ier.com/en/.

Results

Doing Business in the Middle East and the Sub-
Continent

For Lionel, as a business developer in IER for Middle East and sub-continent 

region, the key factors for success were adaptation to the cultural differ-

ences and developing patience. Lionel managed business operations in 22 
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different countries. Each project required an understanding of local culture, 

adapting to the way of doing business in those markets and dealing with 

multiple nationalities. Over the years, Lionel saw that the culture across the 

Middle East, though it seemed complex, was not well defined in certain blocs 

of countries yet. The culture was hard to observe and difficult to explain. It 

could be defined as “that complex whole which includes knowledge, belief, 

art, morals, law, custom, and any other capabilities and habits acquired by a 

man as a member of society” (Hall et al., 1976).

Factors affecting Business Development and 
Management

IER regional customers included airlines such as Emirates, Qatar Airways, 

Etihad Airways and Saudi Arabian airlines and airports such as Dubai, Abu 

Dhabi, Doha, Manama, Jeddah, Beirut and Amman. To do business with 

these clients required understanding of the ways of conducting business, 

how to network, present the product and services, achieve invitation for the 

participation in Request for Proposals (RFPs), procurement process, price 

negotiation process, contract negotiations, and project implementation. In 

Lionel’s experience, there were two main success factors at IER Middle East 

to successfully work with these clients:

1) Process Factors, 

2) Human Relation Factors.

Process Factors: How culture impacted processes 
and practices

There was a common misconception that Middle Eastern countries were 

similar throughout the region. This was not true. According to Lionel it was 

possible to classify groups of countries in the region based on how you 

needed to adapt the Business to Business (B2B) process (refer to Figure 3). 
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Figure 3. IER Key Milestones

Source: https://www.ier.com/en/.
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Table 8. Classification of Countries in the Middle East & Sub-continent

Group Group name Countries
Group A GCC Qatar, Bahrain, UAE, Kuwait, Saudi, Oman
Group B North Middle East Lebanon, Jordan, Syria
Group C Out of GCC Yemen, Iraq, Afghanistan
Group D Iran Iran
Group E Sub-continent India, Pakistan

Source: own work.

Doing business in the B2B category varied within the region based on 

local culture, number of expats, language of business etc. Doing business 

in Lebanon was totally different from doing business in Kingdom of Saudi 

Arabia (KSA). In KSA, business culture was strongly anchored in the Muslim 

Arabic roots while Lebanon had a business culture similar to Europe. Doing 

business with women customers in the Middle East was very different than in 

Europe. For example, greeting women in KSA would require no bodily contact 

and a humble demeanor while in Lebanon; women could be greeted similar 

to France with a hand shake and even with a kiss on the cheek if you knew 

the person very well. Country greetings would be different even between 

men. Interaction between men would be friendlier in the Middle East than in 

Europe often with a hug or a kiss, while a tap on the shoulder or a long hand 

shake in the Indian subcontinent was quite usual. The number of expats 

varied across the countries, there were subtle differences in cultures and 

customs between the Arab countries and the rules and regulations in the 

way of conducting business could be quite different. Countries like UAE and 

Qatar had a significant number of expats in the companies which you would 

interact with to do business. For example, the ratio of UAE locals (Emiratis) 

versus expats could reach up to 20:80 ratios in a city such as Dubai. This 

was important as the negotiator would have to have a different approach in 

doing business with an expat versus a local native. 

The process elements Lionel considered important were: method of get-

ting contacts, how easy it was to get a meeting with a customer or potential 
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customer, how the language barrier affected relationship with the customers, 

the value of time, the project time approach and communications (refer to 

Table 9). Getting new contacts was one of the success factors for business 

in the Middle East, in terms of developing networks and collaborations. The 

business culture in the Middle East was to have a lot of meetings before 

the deal was signed. These could be both formal and informal meetings. 

The language of business in the Middle East could be quite challenging es-

pecially as Lionel did not know the Arabic language and his mother tongue 

was not English. Value of time referred to the importance of the time given 

to discuss and meet. In general, the value of time was quite similar within the 

region. For example, price negotiation, an important step was never rushed, 

making contract negotiations very difficult and time consuming. The project 

timeframe referred to the time taken from sales presentation to project de-

ployment and could vary widely. Projects could take more than three years to 

be finalized while similar projects in Europe would take two to three months. 

The overall process of implementing a project from the sales presentation 

to the delivery was very long in the Middle East countries when compared 

to the European countries such as France. Typically, major projects in the 

Middle East would take two years from beginning to implementation while 

European projects would take around eight months.

Table 9. Lionel’s ranking of process factors in relation to conducting business in the Middle East 

& its Sub-continents

Elements Group A Group B Group C Group D Group E

Getting contacts Relatively Easy Easy Communication 
and language 
barrier issues

Communication 
and language 
barrier issues

Easy

Getting Meetings Start with Middle 
Management 
before meeting 
the top 
management

Easy Difficult Accessible Accessible
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Language of 
Business

No issue, English 
spoken widely. 
Arabic is useful 
for Saudi Arabia

English is 
immediate; 
Arabic is 
useful

Arabic is 
required

English not 
spoken 
everywhere, 
there is a great 
need for a 
translator to 
speak Farsi

English is 
immediate

Value of time Quick meetings Long 
meetings

Normal meeting Really long 
meetings

Quick 
meetings

Project timeframe 6 to 8 months 8 months to 
1 year

1 to 2 years 1 to 2 years 1 to 2 years

Communications Phone then email Phone then 
email

Mainly phone Mainly phone Phone then 
email

Source: own work.

Process Factors: How communication impacts 
business processes and practices

IER Middle East preferred to use direct communications like face-

to-face meetings, conference calls or mobiles calls (refer to Table 

10, Alder & Elmhorst, 2013). Email was considered as second means 

of communications. One of the reasons was because in the Arabic 

culture, a key success factor in the “art of negotiation” was to be 

available in person so you would have more impact, show respect 

for the customer by making the time to be physically present and 

it made it easier for a customer to understand and explain what 

he wanted. In written communications, the language barrier would 

be greater as people may understand differently the meaning of 

words and expressions used in an email since most of the time the 

language used was English which may not be the native language 

of most people in Middle East region. Written communication came 

in a variety of forms such as letters, bulletins, reports, or memos. 

Written messages such as reports tended to be easier to understand, 

could be composed in advance and were less prone to errors. 
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Table 10. Considerations for the communication channel in IER Middle East team 

Communication 
channel

Time required 
for feedback

Richness of 
information 
conveyed

Sender’s 
control over 
how message is 
composed

Control over 
receiver’s 
attention

Effectiveness 
for detailed 
messages

Face-to-face Immediate, that 
is , after contact 
us established

High; both 
verbal and non-
verbal cues

Moderate Highest Weak (listeners 
are likely to 
forget details 
of complicated 
messages)

Telephone Immediate, that 
is , after contact 
us established

Vocal, but no 
visual cues

Moderate Less than in 
face-to-face 
settings

Weakest

Voice mail Delayed Vocal, but no 
visual cues

Higher; since 
the receiver 
cannot 
interrupt

Low Weak

Email Delayed Lowest, text 
only, no 
formatting. 

High Low Better

Instant 
messaging

Potentially quick 
once contact has 
been established

Lowest, text 
only, no 
formatting.

High Modest Weak

Hard copy (e.g. 
handwritten or 
typed message)

Delayed Words, numbers 
and images, but 
no nonverbal 
cues

Highest Low Good

Source: own work.

Importance of creating human relationships 
factors 

Lionel knew that it was vital to understand the role of culture and its impact 

on management practices especially like negotiation. The mechanism he 

employed was through the creation of good human relations. There were major 

differences in the process especially when you compared the way of doing 

business in the Middle East to Europe. Typically, the number of rounds of price 

negotiations would be double in the Middle East. For instance; if it was four 

rounds of negotiation in Europe, there were usually eight negotiation rounds 
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in Middle East. This impacted the pricing and sales strategy. While bargaining 

you had to be able to concede at strategic points, and this meant that with 

longer negotiations you would start at a higher price or had to be prepared 

to throw more value items in to close the deal. This skill would often be em-

bedded in the strategic relationships you developed. The different ethnicities 

of customers in the Middle East made it a real challenge for a manager to 

adopt the best and more effective management style. Europeans or American 

styled management techniques would not be effective where a majority of 

employees came from the Middle East as their expectations were different 

when it came to work style, career expectations and salary negotiations. 

Lionel identified many factors that impacted human relationship when doing 

business with customer which were illustrated in Exhibit 14. These could be 

divided broadly as macro-variables (national and socioeconomic variables); 

organizational cultural variables and individual attitudes. The final impact was 

on negotiations and leadership, in terms of the price and sales strategy. Cultural 

adaptation usually started at the product and solutions level, requiring cus-

tomization for the local market where the various factors referred to in Figure 

4 had a stronger influence and impact upon the decision-making process. 

National and socio-cultural variables

The national and socio-cultural variables (refer to Figure 4) were a product 

of the macro-environment, uncontrollable but important factors to consider 

when doing business. It required the contextual understanding of the place; 

such as the location and its characteristics, the availability and access to 

technological, knowledge of economy, legal and political environment. For 

example, for physical location, UAE was promoting itself as an aviation hub. 

There were some Middle Eastern countries where the political situation 

was unstable and this made it difficult to travel via air and therefore busi-

ness expectation was less. Socio-cultural variables took into consideration 

things like education and language. Due to the fact multi-national expats 
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and locals had varying degree of education, exposure to other cultures 

and preferred languages.

Figure 4. Human Relations Management Factor Model

Source: Immanuel Azaad Moonesar, 2018.

Understanding legal requirements was important because the expectation 

in Arab countries normally began with the business ritual of being able to 

compromise or “meet the negotiations halfway.” Some important discussion 

points at the contract stage were for example, by Request for Proposals 

(RFPs), direct purchase order, the payment terms and the choice of country 

jurisdiction for a contract. Group A and B countries tended to be really par-

ticular in outlining the terms and conditions, making sure all finer aspects 

were discussed before signing the contract. Even after negotiations were 

completed, at the final signing stage, the negotiations could be reopened 

to resolve previously discussed points. For technological know-how, for 

instance, the country of Iran, had very limited access to internet, resulting 

in the communication being disrupted from time to time. 
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Understanding the religious aspect was important, especially as Lionel 

who was European had never been exposed to the significance of this point 

of view. For example, he had to understand the implications of doing business 

during the Holy Month of Ramadan (30 days of prayer and fasting resulting in 

shorter work days from 8.5 hours to 6 hours). Non-Muslims were required to 

respect the Holy Month and prayer times by appropriate etiquette (for exam-

ple no eating and drinking in public during Ramadan). Lionel highlighted his 

first experience of Ramadan in Dubai as a culture shock. He remembered at 

his first meeting during the month of Ramadan, there were no refreshments 

provided during the meeting and the meeting was interrupted by time of 

prayer. Therefore, Lionel familiarized himself with the schedule of the time of 

prayer and arranged business meetings accordingly to minimize interruptions. 

This was important also from product development point of view. Lionel 

would not advise customers to use the same solutions available in the Eu-

ropean markets for the Arab countries. There were many reasons. First of all 

because the local habits and customer expectations were different between 

the regions; secondly, the customer would find this suggestion arrogant as it 

would indicate, according to them, that there is a lack of the full understanding 

of the local culture. Furthermore, the end customer was also important and 

IER would have to profile airport passengers, their expectations of service 

and their ability to adapt to automation with self service solutions. 

Organizational cultural variables

Lionel realized each organization had a different organizational culture and this 

impacted the way of doing business. He narrowed these factors down to four 

key perspectives, i.e. approach to quality, efficiency, service, and to money.

Quality: The approach to maintaining quality and standards were differ-

ent across the Arab countries and in Europe. Lionel found he had to comply 

with different quality standards, policies and procedures across the Arab 

countries. To ensure quality despite the need to cut costs IER always recom-
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mended that the customer use only genuine parts from IER as buying fake 

parts or second hand parts would compromise the equipment and hence 

the end customer experience. Creating a trust with the customer very often 

translated to trust for the organization (rather than the other way around).

Efficiency: In the Middle East; the projects tended to focus mainly of 

project outcomes as opposed to high productivity. Lionel’s main focus was 

geared towards being more process-oriented and solution-oriented. Though 

good planning was needed for the success of the project, the Middle East 

tended to work more on an emergency mode, a last minute type of process. 

Usually in GCC countries, the decision making process took time. But once 

the decisions were taken, there was an expectation of a super-fast delivery, 

leaving little room for planning and organizing. Implementation teams were 

usually very reactive and adapted fast while in Europe, the project would be 

planned to have a longer period of implementation, giving time to make any 

new the changes if required. This was not the case in the Middle East which 

was a bit disruptive when changes were required that were not planned for. A 

good example, when migrating systems for an airline, the project would have 

to peak in such a way that the final implementation could only be done at the 

last stage instead of doing it in phases to avoid disruptions in the business. 

It needed to be planned so that their migration was seamless. Another 

example to consider was when an airline opened a new destination and had 

a short deadline to get ready in time. The purchasing process was usually 

long and would always be delayed by price and term condition negotiations 

which when finalized were usually one or two weeks before the opening of 

the destination and made it really difficult to deliver the products in time. 

IER teams needed to be flexible to handle this and have a reasonably good 

relationship with their customers to be able to explain the delivery times.

Service: There was a need for more emphasis on the service level across 

the Middle East. Lionel always extolled the value of high and good service 

and its benefits to the customers of IER. Planning, organization, leading and 

controlling was definitely a way of work; however, there were high expectations 
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of good service in terms of the fast delivery of urgent orders which would 

disorganize set plan and schedules. Furthermore, Lionel had to know the 

level of service expectations when dealing with his customers in the Middle 

East. A good example was to respond promptly to emails effectively, phone 

calls and make last-minute trips to the customers, providing the best service 

possible. Additionally, as part of providing the best service to the customers 

in the long term, Lionel gave warranties, fast repairs and fast delivery of spare 

parts. This built a stronger relationship bond with customers.

Money: The Middle East had a reputation for making major infrastructural 

investments. In certain projects, meeting deadlines were more important than 

the cost of the project. For example, the opening date of an airport in the 

Middle East was critical to handle the increased passenger capacity versus 

the cost of the airport in general. New airports and terminals in the regions 

would have pressure to finish fast and not have any delays in delivery, which 

usually had consequences of an increase of cost. Lionel needed to have a 

good relationship with the customer to understand the strategic pressures 

behind the decision and plan accordingly.

X.3.4.3 Individual attitudes

In addition to all the above factors, it was important to understand at the 

personal level what were the individuals’ attitudes and values. Values were 

the basic conviction that a person had about right and wrong, good and bad, 

important and unimportant. For example, a person’s price sensitivity and 

past experiences would affect the final price’s negotiation and this meant 

Lionel needed to recalibrate his expectations of the time spent to negotiate 

and expectation of discounts/reduced rates and prices. 

It was important to know a person’s trust level. Trust in the Middle East was a 

major requirement by customers. It was quite usual for a customer to ask IER to 

do some work while the official paperwork and purchase order (PO) were still in 

the working process. Basically, you were expected to work without the security 
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of an official contract and in interest of long-term business, it was important 

that the company took risk. For Lionel, it meant educating his counterparts in 

France as this was not a convention practice internationally.  Lionel required 

developing a strong understanding of not the individual but the organization 

and whether they would be able to keep up their end of the contract.

The value of time affected the way of working. While the expectation 

was that projects could be delivered quickly, time at a personal level was 

seen differently. For example, punctuality (for meetings) was not deemed as 

important in the Middle East as it was in Europe. On the other hand, Middle 

East customers expected the company to adapt really quickly to new needs 

and this was considered very important. It was very typical to be notified for 

a minute meeting the day before or even on the same day of the scheduled 

meeting and the customer expected the company would come in well 

prepared. Similarly, when working on a project, it not unusual to have requests 

for early delivery despite agreed time frames in the contract. Constraints of 

working hours (shorter hours during Ramadan), customer requests for last 

minute changes (and time to organize to these changes) were not seen as 

a problem to be overcome from a customer point of view. This way of doing 

business was different from that of European clients. To manage projects 

in the Middle East, it was paramount to have flexibility through a local team 

which was able to meet the customer expectation and fill the gap between 

the Head office expectations (R&D was in Paris-France and so was the Head 

Office) while meeting the customer expectations within the Middle East. 

Every meeting was a challenge and an adventure of learning more from your 

customer, local politics and local customs. Lionel’s experiences were illustrated 

with Exhibit 15 in terms of the culture affecting management practices and 

processes as a comparison of the United States of America, France and Middle 

Eastern culture of management and its influences upon its’ processes and 

functions. It is important to highlight that connections and ‘wasta’ which is an 

Arabic expression for designing the use of personal connections in order to 

obtain job or businesses as a personal favour (Khaleej Times, 2015).
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Table 11. Culture affects management practices & processes

Management 
Process 
& Function Affected 
& Influenced

Country Comparison

United States of 
America Culture

France
Culture

Middle Eastern
Culture

Planning, scheduling Individual influences 
future

Life is preordained/
destined

 Life is pretty 
unstable and 
changes really fast

Morale, productivity The environment is 
changeable

People adjust to the 
environment

 The environment 
is changeable and 
employees adjust to 
the environment 

Motivation, rewards Hard work leads to 
success

Education, 
experience and 
maturity leads to 
success

 Connections and 
Wasta tends to 
over-rule hard work 

Promotions, 
recruitment

Employment can be 
ended

Employment is 
somehow stable 
and secure 

 Employment is 
rather unsure 
and can be ended 
quickly

Source: own work.

So while all the factors mentioned above impact the strategy of the or-

ganization, Lionel also needed to manage the organizational culture. Lionel 

ran a multicultural team of 15 people and in this region change was constant. 

The employee attitudes and job satisfactions had to be met, in terms of the 

work ethics; time and change (refer to Figure 4). 

Lionel as a manager was responsible for handling the way in which he 

communicated with his clients and team members, especially at each stage 

of the project as it moved forwards. Managing change was an integral part 

of managing projects and it was seen that GCC countries accepted change 

better than European countries. Corporate culture was an important priority 

area for IER Middle East as it impacted not just business with the customer 

but morale, cross-cultural management and functioning of the team Lionel 

put together over the years. Some countries in the Middle East region would 
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have less acceptance of change (and this was usually linked to local cultural 

habits) such as countries in groups C, D and E (refer to Table 8). According 

to Kotter (2007) change can impact individuals by:

 · Feelings of uncertainty based on the unknown,

 · Reduction in personal need fulfillment,

 · Real or perceived stress,

 · Loss of status or “personal comfort zones”,

 · Loss of equilibrium and personal power.

Critical in a multi-cultural environment was to make the team work together 

in the best possible way. To do this was ensuring there was an equal mix of 

nationalities without one being higher in the number than another. This would 

ensure that all work conversations took place preferably in one language so 

that the team worked well together and that nobody was left out. Direct and 

clear instructions helped in overcoming language barriers and comprehension 

issues to guarantee getting the expected results. Balancing different points 

of view was important when organizing and executing the work. Europeans 

or American styled management techniques would not be effective where a 

majority of employees came from the Middle East as their expectations were 

different when it came to work style, career expectations and salary nego-

tiations. Lionel believed in using Kotter’s eight stages (2007) of successful 

change management to overcome resistance to change across the company: 

1) Establish a sense of urgency: Lionel acted on this principle by creating 

the awareness for the need of change, in terms of management commu-

nications through policies and procedures and having staff inputs. 

2) Form a powerful guiding coalition: Lionel worked together with the 

Headquarters in Paris and the Singapore Office in the light of attaining 

the top management commitment to service quality. 

3) Create a vision: Lionel was able to envision that the Middle East branch 

was to increase customer satisfaction and loyalty. 

4) Communicating the vision: Lionel communicated this vision to the 

customers, staff and its stakeholders.
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5) Empower others to act on the vision: Lionel created the desire among 

the staff to participate in and support the new vision, in terms of enhanc-

ing job security, career advancement through job autonomy and even 

compensations.

6) Plan for and create short-term wins: Lionel equipped his staff with the 

appropriate competencies and skills by providing training and develop-

ment and using more quality tracking tools such as Oracle. 

7) Consolidate improvements and produce more change: Lionel mon-

itored the staff’s ability to implement the required skills for the projects 

through coaching and mentoring. 

8)  Institutionalize new approaches: Lionel reinforced the importance of 

sustaining the change through positive feedback, rewards, recognition 

and measuring performance of the staff.

Final Remarks

IER Middle East believed that culture was learnt through a shared expe-

rience by a group and was not specific to an individual. It was patterned, 

having the same norms and rituals. IER Middle East understood that this 

was trans-generational (passed down from one generation to another, from 

one society to another and being symbolic, abstract, and complex) which 

meant that the knowledge Lionel had acquired was important for the long-

term success of the organization. Culture in Middle East was a good way to 

create discussions and healthy debate to understand how to do business 

in the Middle East and gain a competitive advantage through the relation-

ships IER developed through trust from the customers. The challenge was 

knowing how to manage the communication and the consideration to adapt 

constantly to local rules, governing laws and customs while keeping the 

IER values and morale of the team high. IER Middle East continued to strive 

successfully on how to do business within the Middle Eastern region in 

handling and striking a balance with all the varying cultures and customs. In 
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addition, to meet the needs of the customers, IER had a long-term mission to 

establish long-term relationships and collaborations within the Middle East 

region. Overall, Lionel’s future objective for IER Middle East was to continue 

being the preferred vendor of airlines and airports for passengers’ solution 

while providing innovative ideas and solution as well as continuing to give 

outstanding customer support. How could Lionel increase his business in 

the Middle East and subcontinent region?

This case study is suitable for undergraduate and postgraduate students 

studying topics related to cross-cultural management, decision-making, 

managing in multinational companies and leadership and management. A 

few questions for forward thinking would include: 

Q1: What are the Strengths, Weaknesses, Opportunities, Threats (SWOT) 

facing IER Middle East in relation to cross-cultural management?; Q2:  What 

are the current management strategies of IER Middle East in the prioriti-

zation of cross-cultural management, communication, negotiation and 

human relation issues?; Q3: What are your recommendations for the future 

cross-cultural management strategies of IER Middle East?; Q4: If IER wanted 

to hire a new sales executive for both Saudi Arabia and Qatar, what career 

profile and background would Lionel need to look for?; Q5: Reflect what has 

happened in terms how the cultural experiences have made you learn or 

become more aware of the cultural values observed in this case, how the 

incidents made you become more sensitive to others or to the culture you 

had experiences with and lastly how the incidents made you behave more 

appropriately at that time or after you have learned about it; and Q6: Take 

Hofstede’s (2001), Trompenaars Hampden-Turner’s (2013) or the GLOBE 

(2018) cultural dimensions and relate the characteristics of the same to the 

classification Lionel used for group countries. Are there research gaps in 

these typologies? What other variables do you think must be introduced? 

Look at other sources like the World Value Survey (2018).
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Appendix 1. IER History Achievements

1962: IER means “Impression et Enregistrement des Résultats”– meaning Printing and 
Saving Results, a company producing and marketing peripheral equipment for the 
scientific instrumentation market which was created.

1967: IER developed satellite-mounted magnetic recorders for all the European 
programmes. 

1973: The first ticket printer -IER 221- was mass-produced.

1977: IER positioned itself in the air transport market when it launched the first air ticket 
printers. Its first customers were Air France and Swissair.

1987: IER presented its first full range of ticket printers and became, in just a few years, 
the world leader in ticketing for major transport networks.

1997: IER joined the Bolloré Group.

2002: Creation of Dubai office and repair center to cover the all Middle Eastern 
countries

2003: IER was chosen by the SNCF to renew its automatic ticket machines for main 
lines, involving a first rollout of 1,150 terminals.

2005: IER was chosen by BAA, the leading global airport operator, to supply the seven 
British airports with automatic check-in terminals over five years.

IER developed its RFID inlay design business and supplied Marks & Spencer with almost 
20 million RFID inlays.

2006: IER wins a significant reference in United States with a contract for San Francisco 
airport to provide its new self-check-in kiosk IER 918.

2008: IER deployed over a hundred self-check-in kiosks for Air New Zealand and 
celebrated the installation of its 4000th self-service postal kiosk In France.

2009: Partnership with India Company in Mumbai to perform Maintenance of IER 
equipment over all India.

2013: IER MiddleEast merged with IER Pte Ltd Singapore.
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Pedagogical Innovation of French-
language Teaching as a Tool 
for Educating Managers in the 
Context of Internationalization

ABSTRACT

Objective: Characterize pedagogical innovation in the context of internationalization of French-lan-

guage education on the example of international study programme in French language - Sales 

management at the Faculty of Trade of the University of Economics in Bratislava and testing of 

its attractiveness from the perspective of the relationship between students and educational 

institution.

Methodology: Article deals with the analysis of the influence of internationalization of the 

university education within the study programme Management of sale, as well survey of the 

opinions of its graduates.

Findings: Pedagogical innovation is not only the tool of the educational policy but also creates 

conditions of the project European term and excellence in the development of Professional 

competences of the future managers.

Value Added: International study programme in French language overcomes cultural and 

disciplinary barriers and contributes to offsetting of the national and international differences.

Recommendations: Introducing of pedagogical innovations is the tool of new approaches, 

strategies, methods, as well as new content and new organization of education to guarantee 

employability of students on the home and international markets.

Key words: internationalization, pedagogical innovation, francophone study, European educa-

tional space, European term

JEL codes: 123, M30
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Introduction

The aim of the Slovak universities is to implement pedagogical innovations to 

offer higher quality of education that would correspond with the expectations 

and needs of the future managers. Such innovations take a primary post in 

the process of internationalization of the university studies all over the world. 

Pedagogical innovations in the context of growing internationalization form 

a part of teacher´s profession which guarantees better integration of the 

students and enable them to make progress in their professional life. Qual-

ity education is a prerequisite for economic development (British Council, 

2012), competitiveness and employment. International experience, interdis-

ciplinarity and intercultural knowledge are criteria for the education of the 

future professionals who are forced to communicate in foreign languages. 

Quality of education and the level of professionalization of education are the 

factors of the professional preparation on the high level to guarantee em-

ployability of the students on home and international markets which marks 

higher competitiveness. Within the strategy of the University of Economics 

in Bratislava, The Faculty of Trade offers future engineers working in the 

sphere of trade and marketing possibilities of study in French language in 

bachelor and master ś programme.

Article is divided in four parts. The first part deals with basic aspects of 

pedagogical innovation and professional competences of trade engineers. 

The second part introduces methodology of research. The third part charac-

terizes basic dimensions of cooperation between the University of Economics 

in Bratislava and French universities. Opinions of the students about inter-

national study programme Management of sale are described in the fourth 

part of our article. Conclusion states about pedagogical innovation which 

is not only the tool of educational policy but also creates conditions of the 

project European term and excellence in the development of professional 

competences of the future managers.
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1. Framework of analysis

There are many definitions of innovations. The term pedagogical innova-

tion represents a change which brings new approaches into educational 

process, strategies, methods and a new content and organization of edu-

cation. No innovation is possible without transfer of knowledge, contacts 

and interchange. Globalization fostered the process of exchange of knowl-

edge between the countries and helped to develop new contacts with 

foreign universities and professional world. Quality of education and devel-

opment of professional knowledge and skills has a significant importance 

for the development of knowledge society.

European Union offers the conditions for cooperation and creating 

of new study programmes which lead to education for business and em-

ployability. Part of increase of quality of educational activities in Slovakia 

is to support openness of Slovak educational institutions to the world, to 

make them more attractive abroad and to develop students ,́ teachers´ 

and research workers mobility.

As far as internationalization of education we can state that at the 

end of the 20´s century the series of rapid transformations of economy 

caused the change of profession of trade engineer, his education, status 

and role in society. It is getting more and more specialized and broadens 

its orientation on economy of services influenced by digitalization and glo-

balization. Globalization which characterizes our present creates growing 

demand for skilled personnel. Trade engineer of the twenty-first century 

is characterized with numerous and effective interactions with acquiring 

knowledge (natural sciences, informatics, business modelling, finance etc.) 

Trade sciences tend to interdisciplinarity, even hybridize (computing and 

customer service, marketing and geography, consumer behaviour and 

ecology, psychology, sociology etc.) with the aim to satisfy developing 

needs of trade which introduces new, complex and more sophisticated 

products on the market.
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The goal of trade engineer is to form, analyse and solve in an effective and 

innovative way difficult tasks, conceptions, realizations, implementations and 

control which are linked with products and systems of services, its financ-

ing and commercialization within competitive enterprise. He must take into 

consideration not only economic but also social and environmental aspects 

of sustainable development and broader collective well-being.

The activities of trade engineer mobilize human resources, technical, 

financial, social and environmental knowledge adapted to its role based on 

serious scientific culture.

If a professional preparation of the future managers in the sphere of 

trade and marketing is naturally interdisciplinary and inevitably more in-

tercultural, there still prevail many cultural and disciplinary barriers. These 

barriers were created during long and complicated historical process which 

influence cannot be ignored. As well cannot be ignored current principles 

and unexpected barriers in the way of change of existing status quo. One of 

the ways of overcoming these barriers is an international study programme 

in French language. Sales management enables offsetting of national and 

international differences. In the context of European term an international 

mobility became a revolutionary strategic education factor.

2. Methodology

For this article following approaches were used:

a) analysis of the influence of internationalization of university study 

within the study programme Sales management as well as analysis of 

the methods of educational innovations within the frame of its modules 

(subjects). These two aspects are undoubtedly complementary. Success 

of Sorbonne- Bologna process, establishing of the European university 

educational programme (EHEA), programme Erasmus and strategy Hori-

zon 2020 lead to extensive reforms on the continental measure and had 

a real leverage effect in modernization of the Slovak university education. 
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Organization of this process includes the representatives of all catego-

ries participants taking part on the study programme in French language 

Sales management (French Embassy in Bratislava, Minister of Education 

of the Slovak Republic, University of Economics in Bratislava, French 

universities, French-Slovak Institute, Francophone university agency). In 

this way interdisciplinarity and interculturality can be considered as two 

key elements of pedagogical innovation.

b) survey of the opinions of the graduates of French learning programme 

who obtained Slovak and French diploma; the results of the survey illus-

trate attractive image of the innovative programme among the students.

System of student opinion research on the study programme in French 

language Sales management can be considered from three viewpoints which 

correspond wih each other (Wiktor, 2015, pp. 222–231): 

 · entry to the system – before the start of study within the frame of recruiting 

campaign for the study,

 · with the process of study – research of quality, didactical approaches 

and organization of study,

 · with system outputs – success of graduates in practice.

Opinions of the students on the study programme in French language draw 

from autotelic values which emphasize personal ́ me´ and instrumental values. 

Education represents value itself, (autotelic value) not only because it is better and 

more effectively organize activities and acquire better job and status in society 

but also because it decreases the possibility to become unemployed (Rkibi, 

2015, pp. 109–117). Instrumental values (ambition and will to study in a foreign 

language, competences) are understood as the means to reach something that 

is important and significant for an individual person. It is more about the ways 

how to behave, act to reach particular goals. Opinions of the students are the 

part of message of universities, enable identification of relationships between 

the students and educational institutions and as well can be used for actual 

needs of running a study programme and university in the process of creating 

attractive image of the university as a community of teachers and learners.
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Research done by the form of survey was focused on the graduates of 

the students programme in French language (81 graduates, 65 women, 16 

men) who got a diploma engineer in a study subject Trade and marketing in 

the study programme Sales management at the University of Economics in 

Bratislava. From them 74 accomplished study of common study programme 

and obtained besides Slovak diploma also French one in a study subject 

Marketing with specialization Sale and distribution. 62 graduates took part 

in a survey, from them 55 women (88%) and 7 men (12%) of 24–34 age.

3. Influence of internationalization within the 
study programme Sales Management

Strategy of internationalization as a relatively new phenomenon (Witt, Hunter 

Howard, 2015, p. 41) is the process of integration of international dimen-

sion into educational, research and educational function. I tis linked with 

world trends in educational systems and global competitiveness. Creating 

of new innovative programme Sales management inevitably caused the 

change of methods of educational innovations. To offer a reader a more 

clear picture we make more detailed examples of cooperation with French 

educational institutions and pedagogical innovations which create the 

part of study programme Sales management.

Internationalization in the sphere of francophone education com-

prises several basic aspects of cooperation with French educational in-

stitutions which were reflected in the creating and development of study 

programme Sales management:

1) Contacts in the sphere of research with the help of international sci-

entific-research institution PGV (Vysegrad group countries) formed in the 

year 1994 at the University Pierre Mendes France in Grenoble (at pres-

ent Université Alpes Grenoble), associates university research-workers 

dealing with studying European social-economic dynamics (Martin, 2015, 

pp. 47–55). Regular cooperation with scientific-research net PGV was the 
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fundamental motivation to create and develop francophone study and 

remains as one of its leading engines.

2) On the basis of cooperation with international scientific-research net of 

the Vysegrad group (PGV) education in French language at the University 

of Economics was firstly spontaneously offered to the students from the 

summer term of the academic year 1993/1994 as an optional subject – 

case studies from marketing in French language. From the winter term 

of the academic year 1994/1995 was the offer of francophone subjects 

extended from the subjects of common basis as marketing, statistics, 

international trade, mathematics and economic theory. Francophone sub-

jects were predominantly offered to the students of managerial faculties 

of the University of Economics in Bratislava. In the context of internation-

alization of economy and its adaptation to the world market offer of the 

particular subjects to the students of the University of Economics gained 

a systematic form of “particularly francophone study” according to the 

agreement between University of Economics and Cultural department 

of French embassy in the year 1996.This kind of study then became an 

official pioneer of education in foreign languages at the University of 

Economics and a part of educational system.

3) Francophone study became to a certain extend a part of successful 

experiment in the sphere of education and an example for other univer-

sities in Slovakia to make possible the education for the future managers 

in French language. Currently francophone study belongs to the oldest 

forms of study in a foreign language at the University of Economics where 

besides study of professional subjects in French language are offered to 

study subjects in German, English, Spanish and Russian language etc.

4) From the year 2000 University technological institute IUT2 (Institute 

Universitaire de Technologie) of University Pierre-Mendes France in Gre-

noble (currently University Alpes Grenoble) granted a certificate to the 

students of francophone study with the cooperation of the University of 

Economics. Until the year 1999 participated in partly francophone study 
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103 students. In the years 2000–2013 a partly francophone studies fin-

ished and obtained a certificate 290 students.

5) One of the stimuli to develop francophone study was a remarkable 

development of the relations between Slovak and French companies. 

Development of economic relations with France reflected demands for 

human capital which represents extend of Professional knowledge and 

skills embodied in the workforce of a particular country which is the re-

sult of education as well as increase of qualification in a job (Ondrejkovič, 

2011). Organizing of study-stays for French students in Slovak and French 

companies was in this period guaranteed also thanks to the cooperation 

of the University of Economics with Slovak-French chamber of commerce.

6) Significant role in the development of francophone education had 

a National foundation for teaching business management FNEGE (Fon-

dation nationale pour l énseignement de la gestion des enterprises). This 

foundation and Centre for further education of the University of Econom-

ics in Bratislava introduced a programme of education of executives in 

the years 1993–1998. Activities FNEGE enabled all Slovak francophone 

teachers to participate in the education of managers with the cooper-

ation with French universities and participate in study-stays organized 

by French embassy in Bratislava and FNEGE with the aim to prepare an 

educational process.

Development of a study programme in French language 
Sales Management

Partly francophone study implanted in the system of education at the Univer-

sity of Economics in Bratislava in the year 1996 lead to several advantages:

 · effectiveness of parity in the relationships with French universities, equal 

Exchange of students and teachers,

 · deepening of synergy , creation of common subjects and leading of 

diploma theses,
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 · complementarity – harmonization of differentiated strategies of the universi-

ty partners from the perspective of the University of Economics in Bratislava.

Conception of francophone study is characterized by flexibility and adapt-

ability within  the frame of concrete institutional frame and corresponds Bologne 

declaration in the year 1992. I tis dynamic, reliable and innovative because it 

offers the students knowledge about activities of French and Slovak companies 

in terms of labour market requirements. As the francophone study educates 

future European managers as a part of strategy of the University of Economics 

in Bratislava, in the years 2005–2008 became the part of two projects of the 

European social fund focused on the support of education in foreign languages:

 · project ´Internationalization of education of the economists and man-

agers´ (2005–2008),

 · master ś programme in French language Sales management (2006–2008).

The first programme ´Internationalization of education of economists 

and managers´ was oriented not only on francophone students at the 

University of Economics but also on the managers and economists of the 

business sphere in Slovakia.

The second project was focused on elaboration of accreditation file 

of the study programme in French language Sales management. Inter-

national character of the programme created conditions for participa-

tion of the Slovak francophone teachers and French teachers from Pierre 

Mendes University on its realization.

Project of the study programme in French language Sales management 

followed five main principles:

1) extend access of the students from European Union countries and 

other francophone countries to the wide offer of the study subjects 

dealing with modern sales techniques,

2) extend communication competence and adaptability to multilingual 

environment,

3) intensify interuniversity cooperation in the sphere of university edu-

cation based on partnership and mutual trust,
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4) facilitate integration of the students in multicultural and multidiscipli-

nary working teams,

5) respect socio-political, economic, historical and cultural reality in Europe.

Study programme in French language Sales management prepares 

students for profession in the sphere of business, sales and international 

activities which solve complex marketing and business problems requiring 

medium and long-term decisions, modelling the virtual behaviour of market 

entities and its interaction with market environment knowing the methods 

of running business systems. For forming mentioned profile of the graduate 

participate 14 modules of the specialization Trade and marketing, 8 sub-

jects of the study programme Sales management and 4 optional subjects.

Preparation of the accreditation file in the years 2006–2008 and en-

gagement of the university teachers from Pierre Mendes France enabled 

to open a study programme in the academic year 2008/2009. It lead to 

the change of the system of francophone education. Partly francophone 

programme is concentrated on the first three years of study at the Uni-

versity of Economics, after finishing the students obtain a certificate from 

home and foreign university. Study is guaranteed by francophone teachers 

at the University of Economics as well visiting teachers finishing franco-

phone studies is issued by university in Cergy-Pontoise and University 

of Economics in Bratislava. Study programme in French language Sales 

management which is focused for the masters´ degree is provided by 

French and Slovak francophone teachers.

With respect to the context of pedagogical innovation of the modules of the 

programme Sales management, the most common pedagogical methods are:

a) Case method. Education with the use of case studies has three phases: 

1) individual analysis, 2) group discussion 3) discussion in a team. For the 

presentation of the characteristics of the case theory is presented by 

the form of interactive lecture. Students have one hour to solve in three 

member team the case based on the reality of a concrete company. Most 

of the study subjects use the method of case studies.
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b) Interactive lecture. The aim of interactive lecture is to make the stu-

dents active in their studies and make them to save more and better 

knowledge. Lecture starts with presenting a concrete problem. Concrete 

inventory of problems is presented on real video sequences where the 

most actual problems are showed in short spots. Teachers are given 

interesting information with the aim to encourage discussion. The main 

aim is to encourage discussion to the given topic.

c) Cooperative learning. Main advantages are: active learning (requires 

from the students to cooperate with the others), social skills (students 

learn to work together with the others while developing their interpersonal, 

communication and leading skills as well ability to find a compromise and 

cooperate), mutual dependence (reaching of common goal is conditional 

with mutual cooperation), individual responsibility (success of a group 

depends on the contribution of every member, an individual is evaluated 

as well as a whole group). The course of instruction is organized so that 

each student contributes to the fulfilment of the proposed task

d) Project teaching. Project teaching represents a modern teaching 

method, which is integrated into teaching process within the study sub-

ject Business project management. This teaching method is demanding 

because it requires enough time necessary for finishing the project.

Activities of Slovak-French university institute which was founded in 2011 

lead to extending of European dimensions of a study program Sales manage-

ment. From the academic year 2015/2016 students of the programme have 

a possibility to obtain a diploma éngineer´ at the University of Economics in 

Bratislava and a diploma ́ M1 in European studies (specialization management) 

respectively M2 of European studies with specialization ´Financial manage-

ment and European area´ of Lorraine university in Nancy. Other possibilities 

of development of francophone education offers an entry of the University 

of Economics in the year 2015 into Francophone university agency (Agence 

universitaire francophone) Within the project of the Minister of Education of 

the Slovak Republic Internationalization of education for the period 2017-
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2019 an international study program got other possibility for buying study 

literature and in participation of French teachers in a programme.

Extending of the study programme in French language Sales Management 

and enlargement in European dimensions and new perspectives of activities 

of the Francophone university agency AUF lead to  deepening of internation-

alization of a concrete study programme through integration of the topics 

linked with European and world context. In this way the programme is obtaining 

a European character as a result from the already signed cooperation with 

French universities and international scientific and research network PGV 

which could create a space for university excellence and research.

Research of graduate opinions of the study programme in French language 

Sales management. Knowing the opinions of students about an offered study 

programme in French language is related with the fact that more and more 

commercialization and commercial elements of educational services enter 

traditional understanding of the message of university (Charles & Delpech, 

2015). Selected range of the article is the reason for specific access and 

analysis of the given problem. It is expressed by a question: To what extend 

is the offer of a study programme in French language in accordance with de-

mands and expectations of the target customers? Continuous evaluation and 

tracking of this question forms a natural part of educational institution. There 

exists sufficient evidence that institutions don´t do this kind of evaluation:

 · they are not market-oriented,

 · their goal isn´t oriented on target clients,

 · they are in permanent danger of crisis.

In spite of the statute of the University of Economics as a non-profit public 

institution can be stated that in the Slovak Republic exist a competitive fight 

for the client – student in the field of education. The reasons are following:

 · university funding system is in tune with the results of scientific research 

and a number of students,

 · the number of students at the university indicates demand and option 

of practice of a graduate.
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Slovak universities operate in a competitive environment where the offer 

of study programmes, objectives of pedagogical work, communication with 

client and relevant surrounding – is specific and reflects cultural, economic, 

social and political factors in society. Due to a competitive environment 

there is a growing pressure for use of marketing and communication with 

external environment in the activities of educational institutions. In connec-

tion with this, the definition of the customer, his needs and expectations 

remains. It is clear that the client of the school is the student himself. The 

education phenomenon itself is linked with the satisfaction of the indi-

vidual needs of the client- his knowledge. Some students´ opinions can 

be mentioned about the study programme and pedagogical innovations.  

The research at the entry into the study program relies on the views of the 

students on the offer of study programs and their students´ evaluations. 

Results are very precious source leading to knowledge of the students´ 

motifs to choose a study programme in French language and students 

preferences in choosing proper study program improving marketing com-

munication in the area of students recruitment, offering of quality of services 

of the students department and mainly intellectual adventure, acquiring 

knowledge, forming of the attitudes and skills.

The students have a possibility to know about the study in French 

language thanks to recruitment campaigns at the University of Econom-

ics during their study. Besides this information can be obtained via Slo-

vak-French university institute by:

 · information materials about francophone study

 · round-table conferences (meetings of students with companies)

 · discussion seminars (seminars with students from bilingual grammar schools)

 · meetings of former graduates of francophone study, former scholarship 

students etc.

Information about study program can be gained also from the web of the 

University of Economics. Concrete web -page of the university providing in-

formation about the program was evaluated by the students in (figure 1): 26% 

of the students evaluate web-page describing study programme as average 



85

Pedagogical Innovation of French-language Teaching as a Tool for Educating Managers in the Context of Internationalization

one, weaker (13%), old-fashioned (3%). 7% of the students emphasize com-

plexity of search of information about study programme in French language 

and possibilities of study stays and scholarships etc. Besides that for 8% 

of the respondents web-page doesn´t provide information about partner ś 

university and cooperation with companies (5%), and no information about 

graduates, respectively about offer of educational courses (different due 

to content and form) for the graduates but also potential clients (5%), it is 

marked with low level of publicity of the programme and public relations of 

the educational institute through the activities of the graduates. Only 3% of 

respondents characterize web-page as suitable. 19% didn´t know about it.

Creation of common European market changed the conditions for mana-

gerial education of the students at the University of Economics which must 

react on the new professional and technological conditions and demands. 

From this reason the main motif of the study of the common study programme 

was to obtain a common diploma as well a curiosity to know French educa-

tional system (27%). Improving of language skills was the motif for 21% of 

respondents. Not to study a mass programme but a specific, different one 

from other offered programmes at the University of Economics was the motif 

for 18% of the respondents. 16% of respondents wanted to acquire knowl-

edge from the sphere of Sales management. Motif for 10% of interested in 

a programme was the possibility was to extend knowledge in the new field 

of study. As the programme was offered in the years 2008–2013 only on the 

basis of the enrolment to the concrete universities, motif for some students 

was the fee for the study programme (3%). Motifs are illustrated on the figure 

2. to apply to the foreign market after finishing the programme.
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Figure 1. Evaluation of web-page that informs about study programme

Source: own study.

Due to the fact that the programme is offered to all faculties at the Uni-

versity of Economics and other students interested who didn´t study spe-

cialization of trade, for them the main motif

Research opinion of the students about the quality of the educational 

process creates only the part of evaluation of quality. In a broader context 

evaluation of quality of an educational process includes forming of new study 

programme, period of educational process and evaluation of accomplished 

results. Each of these elements requires a broader consideration. From the 

point of the article we emphasize only chosen aspects of the evaluation of 

quality of educational process. From this reason we were interested only in the 

opinions of the students about French teachers involved in the programme, 

organization of study, work of study department and arguments with which 

would recommend this programme to other students.

Through the knowledge of students opinions about leadership of the 

educational process can be formulated some conclusions about study 

programme. We were interested in students´ opinions about this part of 

educational process which were led by French teachers and managers of 

French companies (figure 3). 39% of the respondents evaluate participation 
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of French teachers and managers as the most positive part of the study 

programme. Teachers were characterized by a high level of professionalism, 

helpfulness, enthusiasm and friendly approach (24%) They enabled acquisi-

tion of new knowledge in the sphere of Sales management (18%) and they 

put emphasis on a practical application of taught subjects (14%). The way of 

teaching and evaluation of students made possible to become acquainted 

with the French study system (5%).

Figure 2. Motifs of study

Source: own study.
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Figure 3. Assessment of the contribution of French teachers

Source: own study.

As far as organization of the study 34% of respondents emphasize will-

ingness of the teachers and friendly approach to the students. According to 

the fact that a part of programme was organized in a form of concentrated 

learning in blocks surveyed students highlight teachers willingness in organ-

ization of a study (24%). Operability of overcoming shortcomings linked with 

study programme is mentioned by 24% of respondents. Some students who 

took part in long study-stays in France respectively due to maternity leaves 

etc. had problems with passing extra exams (16%) 1% of students state that 

organization of a study was better than abroad.

Services to students linked with a study programme were provided by 

a concrete study department. Those students surveyed positively evaluated 

work of a study department, mainly willingness and patience and help with 

organization of a study (52%) hundred percent support in a study (16%), oper-

ative solution of problems of students and their requirements (15%), seamless 

provision of necessary information (11%). According to 6% of surveyed study 

department contributed to pleasant atmosphere in a study programme.
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Arguments of graduates form a necessary part in describing a quality 

of didactical process in a study programme to recommend other students 

to study a concrete programme in French language (figure 4). Each of the 

surveyed students had an opportunity to formulate arguments which are 

stated in graph 2. It deals mainly with learning difference from learning in 

offered Slovak programmes (13%), understanding of the teaching issue 

through case studies (12%), professional and human approach of the teachers 

(10%), participation of French teachers in a programme (9%), communication 

in French language and everyday contact with language within a concrete 

subject of study (8%), complex view on the problems of sale and presenting 

francophone studies (7%), deep knowledge of the issue due to the specifically 

oriented content of a study programme and its practical orientation (7%), 

connection with practice because within the seminars there were managers 

from French companies who made it easier to get to closer practice in France 

(6%), students mobility within the frame Erasmus respectively study stays 

in French companies (4%), accepting of diploma by French companies (3%), 

experience which is not normally offered (3%), high theoretical contribution 

of offered subjects (2%), new view of a studied subject (2%), openness to 

a new culture and a form of education (2%), high quality of the programme 

(1%), education on a European level (1%), acquired knowledge from a foreign 

university of high quality without necessity to travel abroad (1%), personal 

and non-conventional access of the teachers (0,9%), obtaining a foreign 

diploma which increases the value of education (0,6%).



90

Jan Strelinger, Pavol Kita, Jaroslav Kita, Veronika Kitova Mazalanova, Ferdinand Dano

Figure 4. Main arguments for study programme in French language

Source: own study.

The third element of the research is the opinion of the graduates about 

use of French language, contribution of the programme to use it in practice 

and knowledge of current job positions of the graduates (figure 5). 66% of 

the graduates uses French language at work every day, 32% use French 

language occasionally (in personal contacts, respectively at work). 2% don´t 

use French language because of maternity leave.
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Figure 5. Use of French language

Source: own study.

According to the results of the research determination and courage to 

study in a foreign language creates a positive image among employers about 

future employee who hasn´t obtained diploma in an easy way. Graduates 

who work in the spheres connected with study programme use acquired 

knowledge in practice and use them daily. The way of teaching according to 

the French educational system provides wider perspectives on the labour 

market and solved practical tasks. Graduates of the study programme from 

the point of view of the contribution of the programme for its use in practice 

(figure 6) emphasize that programme
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Figure 6. Benefit of a study programme for graduates in practice

Source: own study.

Opinions of the students of concrete study programme are important for 

evaluation of its attractiveness through the students´ application in prac-

tice and their other career. At the same time, they are one of the elements 

of innovation and improvement of the study subject in the future, based 

on cooperation with French universities as well as other universities in the 

European area. The attractiveness of the study programme is illustrated by 

the references of six former students.

Student 1: I chose a francophone study at the University of Economics be-

cause I was convinced that knowledge of a foreign language on a professional 

level is a good prerequisite for finding a good job abroad where I live and work.

Student 2: As a doctoral student at the Faculty of Trade at the University 

of Economics in Bratislava I use French language intensively during my re-

search work. Among other things, francophone study has been a competitive 

advantage on the labor market and still helps me to differentiate myself from 

other young people who are already familiar with English.

Student 3: Study programme in French language sales management 

was the best choice from all other offered programmes in Slovak language. 

I convinced myself especially after finishing my studies when I was looking 
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for a job and found out that French language is highly valued on the labour 

market and I didn´t have a problem to find a job. I have improved my profes-

sional language skills also thanks to study stay in France within Erasmus 

programme.

Student 4: To study on a francophone programme brings many advan-

tages, new contacts, international experience with new culture and a new 

form of education. This experience increases an opportunity to find a good 

job abroad.

Student 5: I applied for a study at the University of Economics from the 

only reason – a possibilty to study a francophone programme. Now, after 

finishing my studies I know that it was the best decision I have made.

Student 6: Francophone programme sales management enabled me to 

find an internship and later work in French technological park, Sophia Antipolis. 

Knowledge that offered me this programme has become a strong foundation 

for my position as a product manager. Practical skills that our French teach-

ers have helped us during the study have been a great breakthrough in the 

professional field. Everyone who is looking for a career or study abroad is 

recommended to sign up for this programme. A double diploma is consid-

ered valuable in France and can open the door to multiple job opportunities

Conclusion 

Globalization of the market of educational institutions (Varghese, 2013, pp. 

7–20), labour mobility in european Union, development of knowledge-based 

economy strengthen international and worldwide aspects of pedagogical 

activities of the Slovak universities.

Study in French language since 1994 at the University of Economics 

enable students to work in a francophone business world. Process of in-

ternationalisation of education supports cooperation between Slovak and 

French institutions and companies with creating a synergies which lead to 

development of business and creative abilities of the students and create 
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innovative atmosphere (Kita, 2014, pp. 396-406) necessary for development 

of society (Soares, 2014). The importance of successful study programme in 

French language is highlighted by its link with European social fund, European 

higher education area (EHEA) initiated by Sorbonne declaration and Bologna 

process, Erasmus programme and strategy Europe 2020.

From this point of view the role of the university is to increase the quality 

and flexibility of education through pedagogical innovations and linking 

learning content to the needs of a knowledge society, support cooperation 

between universities, international research networks and private sector on 

the national and international basis. Ensuring quality of education strengthen 

academic values which create a mission of the university integrating its three 

essential functions: science, upbringing and education.

A system for studying students opinions is also an important element 

of faculty and university functioning because these opinions touch recruit-

ment process, evaluation of didactical aspects of study programmes and 

are important elements of management. It provides information for decision 

making linked with image, brand of the faculty and university and their com-

petitive position. It forms the core of internal relational marketing that links 

the faculty and the university with its students.It also affects commercial 

relationship of student and institution where the student becomes a client. 

Internationalization of education a study programme combining the French 

way of thinking with Slovak reality as a result of convergence in the sphere 

of culture and economy is not only contribution to the discussion about 

academic values and commercial aspects of the relationship student-in-

stitution but is also a concrete contribution to the increase of quality of 

education in foreign languages and education of students for multilingual 

and multicultural environment.

All subjects of the study programme are offered not only to Slovak stu-

dents but also to the students within Erasmus programme and to students 

from the countries outside European Union. Study programme increases 

international openness of the University of Economics and develops mobility 
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which is a characteristic mark of the European space of university study ac-

cording to which at least 20% of graduates must have study or professional 

preparation abroad. At the same time current cooperation with French uni-

versities creates the conditions for creating European universities which form 

network of universities from some European countries and create a system 

of education in which every student will study abroad and attend lectures at 

least in two foreign languages. Slovak universities are becoming places of 

excellent pedagogical innovations and research.
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Crowdfunding as a Form 
of Funding for Businesses in the 
Culturally-Changing Global 
Economy: A Literature Review1 

ABSTRACT

Objective: The main purpose of the crowdfunding literature review was to find an answer to 

the following research questions: do scholars investigating related topics take into account 

the increasing importance of crowdfunding as a form of funding and resulting economic con-

sequences for SMEs? Is the relevance of crowdfunding in reducing the funding gap taken into 

consideration? Do studies involve analyses of economic consequences associated with the 

development of crowdfunding for the banking sector? The research questions we have asked 

refer to the existing state of knowledge about the extent of crowdfunding-related studies 

underway. The validity of the subject is due to the fact that crowdfunding  is a new form of 

raising capital in the Culturally-Changing Global Economy.

1. The research project  2017/25/B/HS4/02225 financed by the National Science Centre, Poland
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Methodology: Once we analysed the literature review methodologies, we decided on a state-

of-the-art analysis since this method allows to establish the facts for the research and subse-

quently to propose a new perspective and new directions of research. Due to the necessity to 

select the right texts on crowdfunding, selection criteria in terms of quantity and quality were 

defined (scoping review). We reviewed the literature on crowdfunding published between 2010 

and 2018 using the following databases: Ebscohost, ProQuest, ScienceDirect, Web of Science, 

Scopus, and BazEkon.

Findings: In literature on the subject, the significance of crowdfunding for businesses at early 

stages of their growth is emphasized. However, there are very few publications directly about 

SMEs.  Among the articles analyzed, the relevance of crowdfunding in reducing the funding 

gap and financial exclusion has been emphasized.  However, our search for articles about 

the said phenomenon  produced a very small number of such articles, which – considering 

quite a large number of articles in total – clearly means that this topic is rarely discussed 

and studied. The aspects associated with the relationships between the banking sector and 

crowdfunding are discussed in a majority of the articles under analysis, but there is still no 

empirical research in this area.

Value Added: The literature review carried out  allowed us to identify research gaps in such 

important areas for crowdfunding as funding for the SME sector and relationships between 

crowdfunding and banking. As opposed to other similar research projects, we do not omit 

methodological constraints affecting the final results of studies and we suggest solutions 

allowing for a more in-depth analysis of articles.

Recommendations: A suggested further direction of research concerns the use of the theory 

of enterprise funding sources in studies of the role of crowdfunding when compared to other 

forms of fundraising (the theory of alternative and transactional costs) by SMEs. When planning 

further research, the following needs to be done: 1) To carry out comprehensive research, since 

all the studies carried out so far were only fragmentary. It particularly applies to relationships 

between SMEs, the banking sector, and crowdfunding.  2) To extend research according to 

criteria that allow sources discarded in this research to compare findings.

Key words: crowdfunding, literature review, SME, banking sector 

JEL codes: D26,F65,G21.

Introduction

Over the recent years, regulatory bodies and some scholars have taken an 

interest in the dynamic development of crowdfunding understood as a form 
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of funding, but also as a special form of investment in various projects and 

ventures, outside the regulated capital exchange market, via online social 

media platforms (Agrawal, Catalini & Goldfarb, 2011). Though introduced 

in the USA2, crowdfunding was met with interest by developed markets in 

Europe and by developing markets, including primarily China. The value of 

the global crowdfunding market in 2012 amounted to USD 2.7 billion, and 3 

years later – to USD 34.4 billion (Statista, 2015). The largest market in terms 

of value is the one of Asia-Pacific, which outpaces Europe and both Ameri-

cas. In 2015–2016, in Asia-Pacific, an annual growth rate amounted to 134%, 

which to a great extent resulted from the growth of the Chinese crowdfunding 

market. The US market noted in that period of time a 22% increase, which 

is a consequence of increasing saturation, whereas Europe, which is the 

smallest one when compared to the last two regions, increased by 85% 

annually (Ziegler et al., 2018). The crowdfunding development dynamics 

were surely affected by the 2008 financial crisis, and the financial market 

condition prompted economic operators to look for funding beyond the 

traditional sources of financial intermediation (Harrison, 2013). 

International organisations consider crowdfunding not only as an im-

portant source of funding for SMEs, but also as an effective alternative to 

funding offered by banks; those organisations emphasise the significance of 

crowdfunding at early stages of development of economic operators (OECD, 

2016, 2017, World Bank, 2013, Jenik, Lyman, & Nava, 2017) and propose it as 

a solution to financial exclusion in developing countries (Jenik et al., 2017). 

It is noteworthy that the OECD, while analysing the SME sector, pointed out 

that in 2014 crowdfunding – as a form of funding for businesses – played 

a marginal role in raising capital when compared to the banking sector (OECD, 

2016). In its next report for 2017, the OECD still claimed that crowdfunding is 

underestimated in numerous countries, but its dynamic development over 

the recent years may be interpreted as crowdfunding being an important 

2. Overdraft in the current account / credit on credit cards
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source of funds for economic operators, particularly in the context of eq-

uity crowdfunding (OECD, 2017). A response to the increasing relevance of 

crowdfunding as a form of raising capital by businesses were new regulations 

aimed at ensuring protection of transaction parties and further fostering of 

crowdfunding development. In 2017, the European Crowdfunding Network 

(ECN, 2017) reviewed the regulations, and Europe and the USA came to 

a conclusion that over the last five years, 11 EU Member States plus the USA 

implemented separate laws on crowdfunding. 

The Jumpstart Our Business Start-ups Act (JOBS Act) of 5 April 2012 was 

supposed to encourage, by relaxing numerous national laws and regulations, 

the funding of small businesses in the USA precisely through crowdfunding. 

According to Congressman Jeff Merkley, Title III, known also as the CROWD-

FUND Act, “would provide start-up companies and other small businesses with 

a new way to raise capital from ordinary investors in a more transparent and 

regulated marketplace. Low-dollar investments from ordinary Americans may 

help fill the void, providing a new avenue of funding to the small businesses 

that are the engine of job creation” (SEC 2015, p. 6). The US Securities and 

Exchange Commission promulgated Title III effective as of 16 May 2016 – the 

final rules and regulations allowing for crowdfunding.

To establish a convenient legal framework for crowdfunding develop-

ment in Europe, the European Commission and the European Parliament 

undertook certain legislative initiatives because they noticed the potential 

of crowdfunding in raising capital by SMEs, thus being a crucial determinant 

of economic growth (European Commission 2014, European Commission 

2017, European Commission 2017a). In its hitherto resolutions, the Euro-

pean Parliament also highlighted the importance of crowdfunding for SMEs 

and the need for dialogue with state supervisory authorities (European 

Parliament 2015, European Parliament 2016). 

In December 2014, the European Securities and Markets Authority pub-

lished its opinion on investment crowdfunding where it emphasised the 

necessity to make this form of funding for SMEs universal as well as the 
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lack of threat to the stability of the financial sector. In February 2015, the 

European Banking Authority published its own opinion on crowdfunding as 

a loan agreement where it noted the need to consolidate the law within the 

Eurozone and the EU, thus reducing credit risk, which is a prerequisite for 

necessary crowdfunding development (ESMA 2014, ESMA 2015, EBA 2015). 

Therefore, the said legislative initiatives show that European institutions 

are in accord as to the justifiability of development of crowdfunding as a new 

form of funding for SMEs. This is also confirmed by a European Commission’s 

application filed in March 2018 for adoption of the European Crowdfunding 

Service Providers for Business Regulation which is entirely about crowdfund-

ing, where it was argued that crowdfunding in Europe may be an alternative 

to bank credits that presently are the main source of external funding for 

SMEs, especially at early stages of their operation (European Commission, 

2018). New regulations would govern crowdlending and investment crowd-

funding, excluding reward-based crowdfunding because it has already been 

regulated. The said application takes into account the stakeholders’ needs 

determined in the course of the studies carried out by the European Com-

mission since 2014, among which lifting regulatory barriers was found the 

most important. Crowdfunding improves businesses’ accessibility to capital 

markets, decreases costs of looking for investors and borrowers, and it may 

also help increase the number of international transactions within the EU 

through implementing legal regulations common for the EU. 

The significance of crowdfunding needs to be considered particularly 

from the perspective of the funding gap that substantially affects SMEs. 

Funding gap is described in the literature on the subject as a phenomenon 

involving exclusion from or difficulties in sourcing external commercial funding 

encountered by certain groups of financially reliable economic operators, 

chiefly when it comes to capital for development, i.e. for investments. This 

results from the legal and organisational circumstances under which financial 

market entities operate, since such entities just do not offer financial means 

or such means are not made available. The gap is present virtually in all the 
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economies: those poorly developed ones and those fastest developing ones, 

and it affects first and foremost small and medium businesses. The funding 

gap has spread very far, which is proved by the availability of programmes 

for improvement of access to external funding organised in the USA, Japan, 

EU Member States, but also in Kenya, Jamaica, the Dominican Republic, and 

India (PARP, 2010). A majority of the economies (80% of the OECD economies 

and 90% of the non-OECD economies) have limited access to funding for 

SMEs. Around 30% of the businesses surveyed in OECD countries agreed 

that there exists a funding gap in debt financing, and 70% of them agreed 

that there exists a funding gap in equity. This is confirmed also by research 

carried out in the EU whose findings reveal that despite EU funding there 

is a considerable funding gap as far as SMEs are concerned (Bernat, 2015; 

OECD, 2013). Taking into account the relevance and extent of the problem, it 

is essential to improve the requirements for and increase the opportunities 

of raising capital from external sources, and especially to ensure better ac-

cess – under transparent and acceptable terms – to various (diverse) forms of 

funding. There are highlighted the establishment of innovative SME funding 

models and the development of crowdfunding.

Having regard to the aforementioned regulatory activities constituting 

a response to grassroots initiatives undertaken in the market and practical 

possibilities of employing crowdfunding in micro-finance, we believe there 

is a need for an analysis of research projects and studies tackling the issue 

of this dynamically developing phenomenon. The more so that international 

institutions point not only to substitution of a kind, but also to competition 

between the banking sector – as creditors for SMEs – and crowdfunding. 

Hence, the following questions arise: Do scholars investigating related topics 

take into account the increasing importance of crowdfunding as a form of 

funding and resulting economic consequences for SMEs? Is the relevance 

of crowdfunding in reducing the funding gap taken into consideration? Do 

studies involve analyses of economic consequences associated with the 

development of crowdfunding for the banking sector? 
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To answer them, we reviewed the literature on crowdfunding published 

between 2010 and 2018.

This article is divided into 5 parts which present the subsequent stages 

of our research. In the first part, based on a literature review, we decided on 

a methodology and then – having established the definition of crowdfunding 

in order to select the right articles and papers, properly analyse them, and 

summarise results of our studies – we developed a model of relationships 

between crowdfunding, SMEs, and banking. In the second part, we presented 

the methodology of our research. The third part consists in a preliminary 

analysis of literature performed on the basis of criteria adopted for 5 data-

bases; and the fourth part involves an analysis of selected scientific articles 

in terms of our research goals. The literature review carried out allowed 

us to identify research gaps in such important areas for crowdfunding as 

funding for the SME sector and relationships between crowdfunding and 

banking. In the fifth part, we presented conclusions we arrived at in our 

literature review, suggesting directions of further research. As opposed to 

other similar research projects, we do not omit methodological constraints 

affecting the final results of studies and we suggest solutions allowing for a 

more in-depth analysis of articles. 

1. Literature Review – Selection of a Methodology 

The research questions we have asked refer to the existing state of knowl-

edge about the extent of crowdfunding-related studies underway. The best 

way to identify whether or not and to what extent scholars acknowledged 

the importance of crowdfunding and its consequences for SMEs and the 

banking sector is to review the literature on the subject. Literature may be 

reviewed in various ways. The availability of online databases and calculation 

tools allow for multidimensional bibliometric studies in international and 

interdisciplinary terms. As argued by Mulrow (1995), a literature review is jus-

tified by being “a fundamentally scientific process” which helps us learn what 
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we already know and what we still do not know, what works and what does 

not work (Booth, Sutton & Papaioannou, 2012, p. 4). A literature review may 

be aimed at identifying research gaps in our knowledge of a given subject, 

research conflicts, weaknesses of research outcomes, a need for further 

studies or at systematising our knowledge of a dynamically developing area 

of research. Booth, Papaioannou, and Sutton highlight various methods of 

reviewing literature, namely: 1) critical review, 2) integrative review, 3) liter-

ature review, 4) mapping review, 5) meta-analysis, 6) mixed-studied review, 

7) overview, 8) qualitative systematic review, 9) rapid review, 10) scoping 

review, 11) state-of-the-art review, 12) systematic search and review (Booth 

et al., 2012). They all vary from each other in terms of extent of research (from 

comprehensive studies through highly detailed ones), summary of findings 

(tabular one, narrative one) or assessment of the phenomenon researched 

(or lack of such an assessment). However, notwithstanding a methodology 

adopted, a literature review is not a cure-all for all the problems, but it presents 

possibilities and helps make decisions. 

Once we analysed the literature review methodologies, we decided on 

a state-of-the-art analysis since this method allows to establish the facts 

for the research and subsequently to propose a new perspective and new 

directions of research (Booth et al., 2012; Grant & Booth, 2009). Due to 

the necessity to select the right texts on crowdfunding, selection criteria 

in terms of quantity and quality were defined (scoping review). In order to 

properly identify such selection criteria, we need to answer the questions: 

Who? What? How? (Ibrahim, 2008). A literature review is supposed to tell us 

whether studied are SMEs and the banking sector (Who), if studies are about 

the development of crowdfunding as a form of funding for SMEs (What), 

and whether literature on crowdfunding includes analyses of financial im-

plications for said entities (How); or, in other words, how the development of 

crowdfunding affects SMEs and the banking sector. 

Crowdfunding, as the name itself indicates, consists in a crowd funding 

a given social project or a business venture. The idea of crowdfunding un-
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derstood as accumulation of certain resources by a social group in order 

to implement a project is known for hundreds of years3, and raising funds 

and resources by numerous people has been driving the growth of local 

communities for a long time. However, what makes crowdfunding these 

days stand out is the use of the Internet, which means that project funding 

does not have to be necessarily of local nature, and the final outcome of 

fundraising may be recognised and used globally. Hence, it can be argued 

that crowdfunding is an Internet-based method of raising capital, of pooling 

small amounts of money from a lot of individuals. In a broader perspective, 

crowdfunding is defined as a special financial system, market or ecosystem 

of a kind (Ramos, 2014, p. 3). It follows from the definitions of crowdfunding 

proposed in 2011–2015 that it may be defined according to various criteria. As 

proposed by Valanciene and Jegeleviciute, when reviewing various sources 

and then adopting ‘action’ as an important criterion, crowdfunding is defined 

as follows: “a process of, an approach to, a strategy of capital formation 

or a funding mechanism” (Valanciene & Jegeleviciute, 2013, p. 40). On the 

other hand, Alegre and Moleskis (Alegre & Moleskis, 2016) emphasise that 

at the present level of crowdfunding development and taking into account 

a considerable number of definitions of crowdfunding, it is crucial to identify 

the core elements of crowdfunding which at the same time are described in 

the literature on the subject most frequently.4 These include: crowd, funding, 

alternative finance, models, purpose, and online. Concurrently, the authors 

attempt to form their own definition that would contain all of the foregoing 

(Alegre & Moleskis, 2016). In a more detailed context, crowdfunding may 

be defined by highlighting entities or tools and methods or processes in 

crowdfunding. In this case, identified are primarily parties to a crowdfunding 

transaction, i.e. an entity proposing a project; an online platform; and a crowd 

supposed to help raise funds for the project. Thus, entities proposing a project 

3. An often-cited example is raising funds for the Pedestal of the Statue of Liberty (Gierczak et al., 2016).

4. The definitions of 10 authors whose publications are cited most often from among 82 selected for 

analysis.
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are referred to as entrepreneurs, funding seeking entrepreneurs or fundrais-

ers (e.g. Belleflamme et al., 2014; Belleflamme et al., 2015), borrowers (Burtch 

et al., 2014), founders (Mollick, 2014) or social ventures (Meyskens & Bird, 

2015). On the other hand, entities offering funds for a project are referred to 

as investors (Hornuf & Schwienbacher, 2018), funders (Agraval et al., 2014), 

lenders (Burtch et al., 2014) or backers (Dushnitsky & Marom, 2013).

It follows from our review of the definitions of crowdfunding that there are 

numerous definitions and though they do not overlap every time, they consist 

of 3 core elements: a crowd, a platform, and fundraising entities (SMEs). It 

means that crowdfunding lies in the middle of SMEs and investors (a crowd). 

Investors who have been keeping their money in banks thus far take advantage 

of new investment opportunities which crowdfunding offers, and SMEs use 

such opportunities more often. Crowdfunding, by becoming a new element 

of the financial market exactly in the role of a financial ‘middleman’, may affect 

the relationships between SMEs, investors, and banks because each of those 

groups has a choice to use crowdfunding. The approach demonstrated corre-

sponds to a system approach where a system is perceived as a set of mutually 

interacting elements (Mele, Pels & Polese, 2010; Bertalanffy, 1972, 1967).

2. Research Methodology 

Step 1

Preliminary studies were performed using the following databases: Ebscohost, 

ProQuest, ScienceDirect, Web of Science, Scopus, and BazEkon. First, we 

cross-referenced the phrase ‘Crowdfunding’ in order to identify a number of 

publications which allowed to establish how much scholars are interested in 

crowdfunding and whether further research will involve all of the databases 

or whether it will be sufficient to limit ourselves to selected databases. Our 

research was carried out for years 2010–2018. We chose that period of time 

to examine, since crowdfunding began to grow past 2008 and the first papers 

about it were published only in 2010. 
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Step 2 

Another criterion was a source type. Due to the assumption of our research 

being of scientific character and of the up-to-dateness of sources, they 

were selected on the basis of the articles reviewed. Books, non-reviewed 

articles, conference materials, and other articles and papers were excluded. 

A preliminary analysis of the databases also allowed to identify the English 

language as a criterion for the selection of publications because, as it turned 

out, a majority of articles are published in English; publications in other con-

ference languages are much less frequent.

Step 3

Subsequently, in the case of all the databases, the studies were based 

on the following phrases: ‘CF+SME’, ‘CF+Entrepreneurship’, ‘CF +Innova-

tion’, ‘CF+ Funding Gap’, ‘CF+Financial Exclusion’. The phrases ‘CF+SME’, 

‘CF+Entrepreneurship’, ‘CF +Innovation’ were used to establish a number 

of articles about SMEs. The phrases ‘CF+Banking Sector’ and ‘CF+Banking 

Industry’ allowed to narrow down the selection of articles to those analysing 

relationships between crowdfunding and the banking sector, whereas the 

phrases ‘CF+Funding Gap’ and ‘CF+Financial Exclusion’ – to those analysing 

connections of funding gap and financial exclusion with crowdfunding. Since 

we took a typically financial approach to our studies, we discarded articles 

about areas other than management, business, economy, and finance. In 

addition, discarded were articles repeated in individual databases. Then, we 

analysed the structure of Scopus database and performed detailed analy-

ses of ProQuest, Science Direct, and WoS databases characterised by the 

largest number of publications in the area researched. 

Step 4

In the next step, we reviewed abstracts.

The occurrence of a key word does not guarantee that the article discusses 

a topic relevant for the studies; that is why the review of abstracts actually 

allowed to discard such articles.
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Step 5 

 The last step consisted in verification of the body of the remaining articles. 

The research in question involved articles with the largest number of 

quotations, which were published in Impact Factor journals. The adoption 

of the said criteria allowed us to find articles which guaranteed high quality. 

In order to establish how many articles published in journals with an Impact 

Factor above 2 are available in the databases, we created a list of journals 

that publish articles on crowdfunding (Table 2). An Impact Factor equal to 

2 was chosen on the basis of the lowest factor among the journals whose 

articles were made available in the databases. The only and indispensable 

deviation from this rule was ProQuest database because a number of articles 

suitable for the proper analysis, given the phrase criterion adopted, was low, 

and 3 articles from ProQuest database were published in journals with Impact 

Factors equal to 1.67 and 1.32. This research criterion allowed us to identify 

not only those journals which published articles about crowdfunding, but 

also those which were not available in the databases under analysis. 

Therefore, bearing in mind this methodological constraint, we assumed 

that at the research stage described here there would be analysed only ar-

ticles from the databases and the next research area would include articles 

available exclusively at websites of journal publishers. The criteria adopted 

take into account the requirements regarding time restrictions, the achieve-

ment of the research goals, and the possibility to carry out research step by 

step in a transparent manner. 

3. Review of the Selected Articles 

In accordance with the criteria adopted, by searching the phrase ‘Crowd-

funding’ in individual databases while analysing only reviewed articles, we 

found out that in 2010–2013 a number of articles published fell within a range 

from several to about 20 articles annually (Figure 2). 
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Figure 1. Number of articles about crowdfunding in 2010–2018* in the selected databases

* Since 15 March 2018 

Source: own research. 

2014 was a breakthrough year as that number nearly doubled. In 2015 

and 2016, a regular, almost 50% increase in that number was noted when 

compared to last year, reaching the highest figure in 2017, i.e. 141 articles. 

We noticed that the growth dynamics were not identical for all the journal 

databases under analysis. Undoubtedly, Web of Science, Scopus, and Sci-

enceDirect are leading databases and they are followed by ProQuest and 

Ebscohost. The results we have obtained indicate that crowdfunding as an 

area of research interest is still evolving. In addition, the preliminary studies 

revealed that related literature reviews were carried out to a limited extent. 

The authors are aware of 4 literature reviews where crowdfunding is 

analysed extensively. Feller, Gleasure, and Treacy (Feller et al., 2013) carried 

out quantitative research (metatriangulation) involving the definition and 

models of crowdfunding, types of theories, empirical studies vs non-empir-

ical ones without taking into consideration specific subject of such studies. 

They recommend technical solutions in respect of the studies carried out, 
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i.e. a greater number of research methods, use of quantitative methods, and 

an increased level of empirical verification.

A literature review carried out by Moritz and Block (Moritz & Block, 2016) 

involved exclusively Google Scholar database where 127 articles were se-

lected and divided into groups according to 3 criteria, namely: (1) articles 

focused on those raising funds through crowdfunding, (2) articles focused 

on capital providers (investors), and (3) articles focused on the so-called 

‘middleman’ between the parties to an agreement, that is on a crowdfunding 

platform. Having regard to the purpose of this paper, of utmost importance 

was to review literature on the subject from the perspective of fundraisers. 

Here, it was most important to focus on factors motivating economic oper-

ators to engage in crowdfunding, success determinants, and legal aspects 

of crowdfunding. Despite an increase in the number of publications about 

crowdfunding, the authors emphasised that scientific research on crowd-

funding is still in the initial phase, whereas quantitative studies based on 

empirical market data are still scarce. 

On the other hand, Karima Bouaiss, Isabelle Maque, and Jérôme Méric 

performed a bibliometric analysis of 97 scientific articles published in 19 

various journals rated highest in International ABS Ranking (Bouaiss et al., 

2016). The purpose of the literature review was to determine a number of 

articles presenting positive, normative, and empirical research. The basic 

conclusions included: thematic focuses, particularly on crowdfunding cam-

paign success determinants; a limited number of empirical studies, and the 

need to perceive crowdfunding as something more than only a management 

method. A literature review from the perspective of the management theory 

was carried out by Inéz Alegre and Melina Moleskis of the University of Navarra 

by analysing 3 databases: Web Of Knowledge, Ebsco Business Science 

Complete, and ScienceDirect based on 82 articles (Alegre & Moleskis, 2016).

An interesting and newest approach has been proposed by A. Stasik 

and E. Wilczyńska (Stasik & Wilczyńska, 2018); they reviewed the literature 

on crowdfunding in terms of research methods employed and pointed out 

their strengths and weaknesses. By singling out 3 approaches, i.e. platform 
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studies, studies based on secondary sources, as well as qualitative and sur-

vey-based studies, the authors highlight further, most probable directions of 

research. These include primarily: (1) comparative analyses of the dynamics 

of platforms across countries, regions, and platform types; (2) exploration 

of data collections through more sophisticated information methods and 

technologies; (3) theoretical research based on quantitative analysis of 

coded variables; (4) qualitative research of new communication technolo-

gies developed for crowdfunding, including the dynamics of communication 

between investors and fundraisers.

The review presented relates to various periods of time, from 2013 through 

2018. Each of the reviews was focused on various aspects, from research 

methodologies, through definitions of the new phenomenon of crowdfunding, 

to analyses of crowdfunding campaign success determinants and factors 

motivating the parties concerned. The authors of the literature reviews 

pay attention to the evaluation of crowdfunding through the prism of the 

management method, and they also see the need to add new approaches 

to studies. It means that predominantly, this new form of funding for SMEs 

is perceived one-sidedly; what is more, none of the cross-sectional studies 

under analysis mentions research carried out taking the financial approach, 

which we propose as an interesting research area. It is true that the articles 

tackle such issues basing on theories relevant in terms of management of 

company finances as agency theory, signalisation, information asymme-

try or game theory, but there arises a question whether or not scientific 

analyses were performed with regard to finances of a business as well as 

whether or not possible relationships between SMEs, the banking sector, 

and crowdfunding were identified. In addition, having regard to the definition 

of crowdfunding as a form of funding innovative ventures and to the number 

of publications about crowdfunding, there arises a question to what extent 

has been researched the possibility of using crowdfunding as a form of 

funding for SMEs in the context of the funding gap in that sector as well as 

in the context of financial exclusion.
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The preliminary studies revealed that it is reasonable to carry out more 

detailed research, even the more so since some of the databases we used 

in our studies were also used by such scholars as Karima Bouaiss, Isabelle 

Maque, Jérôme Méric or Alexander Moritz. 

Table 1. Number of articles depending on the phrase type 

Journal 
database

CF CF+SME
CF+
Entrepreneurship

CF+Innovation

CF+Banking 
Sector / 
Banking 
Industry

CF+Funding 
Gap

CF+
Financial 
Exclusion

Ebscohost 313 5 2 31 0 0 0

ProQuest 270 16 64 29 3 1 1

ScienceDirect 402 10 45 97 1 0 0

Web of Science 370 6 67 75 3  1  1

Scopus 431 5 62 68 2 1 1

BazEkon 43 2 1 6 0 0 0

Total 1829 44 241 306 9 2 2

Source: own research based on data of 15 March 2018.

To answer the aforementioned questions, we searched for articles in 

6 scientific databases: Ebscohost, ProQuest, ScienceDirect, Web of Sci-

ence, Scopus, and BazEkon using the phrases ‘Crowdfunding +SME’ and 

additionally with the notions ‘Entrepreneurship’ and ‘Innovation’, followed by 

‘Crowdfunding+Banking Sector’, ‘Crowdfunding+Funding Gap’, and ‘Crowd-

funding+Financial Exclusion’ (Table 2).  We found a total of 1829 articles on 

crowdfunding. A majority of them were under ‘Crowdfunding+Innovation’ and 

‘Crowdfunding+Entrepreneurship’, and when it comes to the relationship be-

tween crowdfunding and the banking sector or the analysis of crowdfunding 

as a method of combating financial exclusion, we noticed that these issues 

are hardly ever discussed by scholars.

Structure Analysis based on Scopus Database

The largest number of articles about crowdfunding (the phrase ‘Crowdfund-

ing’) – 431 to be precise – were found in Scopus database, thus we based 
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our analysis on this database. In research on crowdfunding, there prevail 

management, economics and finance, entrepreneurship, and SMEs. We 

did not take into consideration social sciences in our studies due to the 

perspective of the business financial model we adopted. The goal of the 

studies was to establish to what extent the issue of using crowdfunding by 

SMEs is analysed as well as to what extent this area of research is discussed 

by impactful scientific journals. 

Over the years analysed, the following were the leading journals in terms 

of the number of papers published: Venture Capital: 10 articles, New Media 

and Society: 12 articles, California Management Review: 7 articles, Entre-

preneurship Theory and Practice: 9 articles, Small Business Economics: 9 

articles, Management Science: 6 articles, Journal of Business Research: 

5 articles, Journal of Business Venturing: 7 articles.

In the period under analysis, from the beginning of 2010 until 15 March 

2018, as illustrated in Fig. 4, the authors of the articles were based primarily in 

the USA, Great Britain, Germany, and China, which corresponds to an upward 

trend in the crowdfunding market dynamics in those countries. 

In Scopus database, 5 articles written by Polish authors were found, 

but they were not analysed in more detail, since they focus more on social 

sciences as they describe crowdfunding as a form of funding projects in 

the music market. 
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Figure 2.  Number of articles by affiliated countries in Scopus database 

Source: own research based on Scopus database.

In order to determine the quality of the articles, we took a closer look 

at Impact Factors of journals that discussed the foregoing issues. Among 

the journals with a great number of articles about crowdfunding identified 

within Scopus, the following journals prevail in terms of citations: Journal 

of Business Venturing, Entrepreneurship Theory and Practice, Manage-

ment Science, Journal of Business Research. In addition, on the basis of 

the Journal Citation Report (WoS), we identified Impact Factors of not only 

the aforementioned journals, but also other journals discussing disciplines 

taken into account in the analyses (Table 1).

Table 2. Selected journals by Impact Factor – number of articles by the phrase ‘Crowdfunding’

Journal
Impact 
Factor

Number of 
articles about 
crowdfunding 
in the journal 

Number 
of articles 
in Scopus 
database

Academy of Management Annals 11.115 4 

ACADEMY OF MANAGEMENT REVIEW 9.408 1 

JOURNAL OF MANAGEMENT 7.733 3 

ACADEMY OF MANAGEMENT JOURNAL 7.417 6
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JOURNAL OF BUSINESS VENTURING 5.774 8 7

ENTREPRENEURSHIP THEORY AND 
PRACTICE

4.916 22 12

JOURNAL OF FINANCIAL ECONOMICS 4.505 3

NEW MEDIA & SOCIETY 4.180 13 12

JOURNAL OF MANAGEMENT STUDIES 3.962 1

INTERNATIONAL SMALL BUSINESS 
JOURNAL

3.677 8

JOURNAL OF BUSINESS RESEARCH 3.354 10 5

HARVARD BUSINESS REVIEW 3.227 43

MANAGEMENT SCIENCE 2.822 14 6

CALIFORNIA MANAGEMENT REVIEW 2.943 16 7

Strategic Entrepreneurship Journal 2.537 12

SMALL BUSINESS ECONOMICS 2.421 30 9

2401 Internet Research 
 

1.67 5

Journal of Electronic Commerce Research 1.320 2

Source: own research. 

When comparing the searches of ‘Crowdfunding’, there can be seen the 

disparity between a number of articles in Scopus database for the selected 

journals and a number of articles published at the websites of those journals. 

Even though a number of articles by the phrase searched is the highest in 

that database from among all the databases under analysis, it is considerably 

smaller than the number of articles published in the journal itself. This means 

untapped research potential. 

Analysis of the Number of Articles in ProQuest, 
ScienceDirect, and WoS Databases

Eventually, we analysed in more detail the articles found in ProQuest, Sci-

enceDirect, and WoS because these databases included the greatest number 

of publications in the fields of research we were interested in, as selected 

by Impact Factor. An additional reason for that is the fact the articles with 
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the phrases we were interested in were found both in Scopus database as 

well as in all the other databases chosen for analysis. This way, we selected 

as many articles for analysis as possible (Table 1). ScienceDirect database 

included 10 articles searched by the phrase ‘Crowdfunding+SME’ and their 

number was greater when compared to other databases, except for ProQuest 

with 16 articles. Web of Science database included 6 publications, but after 

having examined them closely, it turned out that one of them was a book 

chapter and the other was in both databases. 

In ProQuest database, according to the criterion of scientificity based on 

Impact Factor (IF), we found only 9 articles but 2 of the selected papers were 

not directly about crowdfunding5, hence 7 papers were chosen for analysis. 

The largest number of articles (4) was found in Small Business Economics 

(IF 2.421), and the rest of them, one in each, were in the following: Journal of 

Business Research (IF 3.354), Internet Research (IF 1.67), Journal of Elec-

tronic Commerce Research (IF 1.386). The mere fact that there are so few 

articles in IF journals discussing crowdfunding may indicate a research gap.

To sum up, the selection of articles carried out according to the foregoing 

criteria and based on a three-step analysis – of their titles, of their abstracts, 

and of the body of the papers – allowed for choosing the database and the 

number of articles for further in-depth analyses.

4. Substantive Analysis of the Body of the Articles
Finally, we analysed the body of the 21 articles for the phrase ‘Crowdfund-

ing+SME’ and 11 articles for phrases: ‘Crowdfunding+Banking Sector’, ‘Crowd-

funding+Funding Gap’, and ‘Crowdfunding+Financial Exclusion’. Our findings 

are presented in accordance with three general interaction levels: one be-

5. The article of Reabetswe, K., Burke, & van Stel, A.  (2018). Small business online crowdlending: who gets 

funded and what determines the rate of interest? Small Business Economics, February: 1–21, was about 

p2p lending which is not discussed in this paper. On the other hand, in the paper of Tardivo, G., Thrassou, 

A.; Viassone, M., & Serravalle, F. (2017). Value co-creation in the beverage and food industry. British Food 

Journal; Vol. 119, issue 11, pp. 2359–2372, the definition of crowdfunding was only used to describe a method 

of funding one of the companies under analysis.
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tween crowdfunding and SMEs, one between investors and crowdfunding, 

and one between the banking sector and crowdfunding.

I. CF+SME

In this group of articles, emphasised is growing importance of CF for SME 

funding. Such an approach was presented in the article entitled Seduced 

into collaboration: A resource-based choice experiment to explain make, 

buy or ally strategies of SMEs which discusses SME innovation strategies, 

and crowdfunding is only mentioned as a form of funding (Rijnsoever, 2017). 

Similarly to the aforementioned text, in the article entitled Sustainable ven-

ture capital – catalyst for sustainable start-up success?, crowdfunding is 

considered to be an innovative source of funding for SMEs and innovative 

companies as well as a new method of investing at the seed and young stages 

of the enterprise life-cycle (Bocken, 2015). The importance of crowdfunding 

for SMEs is highlighted not only by scholars from countries with developed 

economies. Crowdfunding is perceived in a similar way by economies of de-

veloping countries. Abiodun Eniola and Entebang emphasise the relevance of 

crowdfunding for economic growth, unemployment reduction, and innovation 

increase in Nigeria (Abiodun Eniola & Entebang, 2015). Another example is 

a paper on the situation in Malaysia (Abdullah & Oseni, 2017). Both texts tackle 

the issue of legal regulations regarding the functioning of crowdfunding; in 

addition, the authors analyse changes introduced by Securities Act Rule 

506(c), Regulation A+, when it comes to relaxing restrictions on fundraising 

by SMEs. A different approach is proposed by Rupeika and Danovib (Ru-

peika & Danovib, 2015). Based on the studies carried out in 2013 in Italy and 

Latvia, they proved that the importance of alternative non-banking sources 

of funding is not high in those countries despite numerous restrictions on 

traditional forms of funding. The authors believe crowdfunding to be only one 

of the available forms of funding for SMEs, and an increase in the availability 

of funds is expected by them to happen primarily through changes in the 



120

Maria Kukurba, Aneta Waszkiewicz

functioning of traditional funding. As far as crowdfunding is concerned, they 

recommend implementing adequate regulatory changes. 

 Having reviewed the alternative funding sources, Block, Colombo, Cum-

ming & Vismara highlight not only growing importance of crowdfunding as 

a new form of funding for SMEs (Block et al. 2018); they also pay attention 

to a new crucial field of research associated with relationships between 

individual instruments. They believe that the impact of crowdfunding on 

the funding gap in the SME sector as well as the possibility to substitute or 

only supplement other forms of funding need to be analysed. According to 

the authors, it is essential to identify interdependencies between Venture 

Capital, crowdfunding, and business angels or frequently used traditional 

forms of funding with bank credits. 

An increase in the significance of alternative forms of funding for SMEs 

and innovative companies was especially noticeable after 2008. Conclusions 

arrived at by Leea, Sameenc, Cowling in their research on SMEs in Great 

Britain published in Research Policy are as follows: 

 · Structural problems associated with funding for innovative companies got 

worse after 2008 because such companies are in greater need for funds 

from external funds when compared to the years before 2008; 

 · Due to the tightening of the criteria according to which banks granted 

credits after the crisis, the difference in access to external funding (cred-

its especially) between innovative companies and non-innovative ones 

decreased substantially (Leea et al., 2015);

 · Those changes translated into a greater demand for funding from sources 

other than banks, including CF. 

Such an increase in the demand results from the possibility to gain a com-

petitive edge by implementing new solutions, services, and products, which 

becomes a core determinant of economic growth as per the theory of the 

business cycle. The tightening of the criteria for granting credits resulted, 

in an absolute sense, in worsening the situation of innovative companies 

when compared to non-innovative ones, but through new alternative forms 
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of funding, in a relative sense, that difference decreased. On the other hand, 

Estrin, Gozman & Khavul (Estrin et al., 2018) find crowdfunding to supplement 

the traditional forms of funding. They carried out surveys among equity 

crowdfunding investors and non-engaged entities, and based on those 

surveys they also developed recommendations for economic operators. 

There, according to the authors, apart from funding, of intrinsic value in 

crowdfunding, are know-how gained by economic operators from investors, 

testing one’s own products, brand development or building a loyal customer 

base – customers who will become investors. That is why the authors are 

convinced that investors correctly assess crowdfunding-related risks, call 

for establishing a legal framework supporting crowdfunding as one of the 

available forms of funding for economic operators that wish to start or develop 

their own business. Even if crowdfunding is not perceived as an important 

form of funding for SMEs (Rupeika & Danovib, 2015), it is recommended that 

governments undertake legislative measures for this new instrument of alter-

native funding. The purpose of such measures is supposed to be lifting the 

barriers in the access to CF and other forms of alternative funding for SMEs. 

II. Investors+CF

SMEs can raise funds for investments via crowdfunding platforms. The 

principles of their operation considerably affect the ultimate effect of crowd-

funding campaigns. From the financial standpoint, they are analysed in the 

article entitled Crowdfunding: The collaborative economy for channelling 

institutional and household savings where an actual analysis of crowdfunding 

platforms was performed from the point of view of investors (Hernando, 2017). 

The main conclusion reads as follows: individual and institutional investors can 

diversify their investment portfolios due to a high diversity of crowdfunding 

models and the way of raising funds as part of crowdfunding campaigns. It 

is a crucial conclusion indicating that even investors with limited resources 

may invest, and crowdfunding platforms allow for more diverse investment 
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portfolios. The analysis is broadened in the Maier’s article entitled Supply and 

demand on crowdlending platforms: connecting small and medium-sized 

enterprise borrowers and consumer investors (Maier, 2016) where analysed 

are changes in behaviours of investors that more and more willingly use vari-

ous forms of crowdfunding as an alternative form of funding on the one hand, 

and the possibilities for SMEs to raise funds through such forms on the other 

hand. An interesting aspect discussed in said article is referring the situation 

of an investor to the investment possibilities and opportunities as far as the 

banking sector is concerned. The author emphasises great flexibility, ease 

of investing and raising funds, as well as great transparency of transactions. 

He also emphasises the relevance of those changes from the perspective 

of the structure of financial services provided to SMEs and investors to the 

disadvantage of the banking sector. Factors motivating investors/sponsors 

to engage in crowdfunding constitute a significant area of research, though 

different elements are analysed there: from satisfaction (Zheng, et al., 2017; 

Xu, 2016), through financial factors (Hornuf, 2017), to regulatory ones (Hornuf 

& Schwienbacher, 2018). Success determinants, from the point of view of 

investors, definitely include the use value of a reward in reward crowdfunding, 

timeliness of deliveries, as well as consistency of a reward with the product 

specifications. According to Zheng, Xu, Wang, & Xu, these include tips for 

economic operators planning their crowdfunding campaigns. 

From the perspective adopted in our research, of importance would 

seem the financial factors analysed by Hornuf & Neuenkirch who studied 

the components of engagement of investors in start-up campaigns run 

on Innovestment, a German platform (Hornuf & Neuenkirch, 2017). They 

demonstrated that a stock price in a crowdfunding campaign is influenced 

by financial expertise of the investor, progress in funding, crowd behaviours, 

and stock market variability; and it is not affected by a geographical distance 

or learning outcomes. This means that in the crowdfunding market, one 

can expect investors’ behaviours convergent with the traditional financial 

market, unlike in the case of regulations. Hornuf & Schwienbacher claimed 
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that strong protection of investors in the crowdfunding market, just like in 

traditional capital markets, is not required there and might hinder its growth. 

Thus, they propose implementing regulations separate for crowdfunding 

taking into consideration special features of this method of investing (Hornuf 

& Schwienbacher, 2017). In his article entitled Entrepreneurial risk-taking 

in crowdfunding campaigns (Schwienbacher, 2017), Schwienbacher also 

attempts at evaluating the impact of the structure of investors on crowdfund-

ing campaigns run by small businesses, claiming that while crowdfunding is 

beneficial to economic operators because it allows to assess demand, there 

is a risk of stealing the idea or raising less funds than required. The author 

believes that such a risk is mitigated by professional investors (private equity 

funds, business angels), and the crowd provides economic operators with 

other non-financial benefits; that is why hybrid solutions combining both 

groups of investors should be fostered.

III. CF+Banking Sector

An interesting aspect discussed in the said article entitled Supply and 

demand on crowdlending platforms: connecting small and medium-sized 

enterprise borrowers and consumer investors (Maier, 2016) is the fact of 

referring the situation of an investor to the investment possibilities and op-

portunities with regard to the banking sector. The author emphasises great 

flexibility, ease of investing and raising funds, as well as great transparency 

of transactions. He also emphasises the relevance of those changes from 

the perspective of the structure of financial services provided to SMEs and 

investors to the disadvantage of the banking sector. As mentioned above, 

a change in the relationship between the investor and the banking sector 

affects the opportunities of SMEs to raise funds in a crowdfunding campaign. 

Similarly, the development of crowdfunding is influenced by relationships 

between the banking sector and SMEs shaped by legal regulations and other 

non-economic and economic circumstances. 
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Leea, Sameenc, and Cowling (Leea et al., 2015) pay attention to: greater 

uncertainty and risks associated with ventures of SMEs when compared 

to big companies, resulting from a high share of intangible assets in SMEs; 

information asymmetry between banks and SMEs in relation to ventures 

and projects underway; issues associated with the valuation of ventures 

and projects themselves as well as with difficulties in establishing an ade-

quate set of venture evaluation indices (credit scoring) to be used by bank 

in the case of SMEs. The authors recommend fostering innovation among 

SMEs through diversification of credits granted by banks, diversification in 

the banking system, and crowdfunding. Differences in the banking system 

across the UK, the USA or Germany are highlighted, which can have various 

implications for SMEs in the future and for the development of crowdfund-

ing. On the other hand, Hobbs, Grigore, and Molesworth, 2016, analyse the 

features of crowdfunding as a form of funding film projects when compared 

to the traditional forms of funding. Their analysis of 100 crowdfunding 

campaigns run on Kickstarter by SMEs in the film industry allowed them to 

claim that crowdfunding is not an instant solution to a shortage of funds. 

Crowdfunding needs to be seen as a significant investment of time and 

(financial and personnel) resources which do not differ from those required 

under the traditional forms of funding. This means that crowdfunding will be 

used not by those companies which need capital most, but by those with 

a well-established market position and financial resources. 

Conclusions

At the beginning of this article, we asked the questions we had hoped to answer 

in our literature review. The quantitative research on crowdfunding revealed 

that this area is characterised by very dynamic and still growing popularity. 

Based on the analysis of the body of the articles selected according to the 

criteria defined earlier, we obtained information which allowed us to answer 

the questions as follows: 
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Do scholars investigating related topics take into account the increas-

ing importance of crowdfunding as a form of funding and resulting 

economic consequences for SMEs?

Having regard to a great number of articles discussing this area and 

a multidisciplinary approach to crowdfunding, the answer is definitely pos-

itive. When we narrowed down the selection of articles adequately to the 

research questions asked, it turned out that while great interest is shown 

when it comes to crowdfunding and starting new businesses, there are very 

few publications directly about SMEs. Such an approach is not well-founded 

because, as stated in the introduction, crowdfunding is perceived by the 

most important financial market institutions as a significant form of funding 

for SMEs. The emergence of new crowdfunding models also creates new 

possibilities and opportunities for SMEs and other market participants. 

In addition, based on the analysis of the body of the articles, it is evident 

that crowdfunding is more and more important from a micro- and macro-eco-

nomic perspective. One may notice its impact on such core qualities as GDP 

or unemployment rate, which is directly related to creating innovation by SMEs. 

However, in the articles reviewed, no in-depth analyses were performed in 

that regard and no empirical research was presented either. To a great ex-

tent, scientific research was primarily about crowdfunding market features, 

existing risks and benefits for users of that form of funding. Numerous stud-

ies discuss a single industry (here: the film industry) or individual platforms 

(e.g. Kickstarter), which affects the possibility to generalise the findings. In 

literature on the subject, the significance of crowdfunding for businesses at 

early stages of their growth is emphasised. The foregoing is confirmed by 

a considerable number of articles that tackle entrepreneurship combined 

with crowdfunding. However, the issue of funding for businesses at later 

stages of growth in terms of the possibility to use crowdfunding as a form of 

funding. Thus, it may be argued that there is a research gap in those fields.  

A suggested further direction of research concerns the use of the theory 

of enterprise funding sources in studies of the role of crowdfunding when 
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compared to other forms of fundraising (the theory of alternative and trans-

actional costs) by SMEs. We believe that analyses should be carried out from 

the perspective of economic operators raising funds, for whom crowdfunding 

can be a useful solution not only at the start-up level. 

Is the relevance of crowdfunding in reducing the funding gap taken into 

consideration?

Among the articles analysed, the relevance of crowdfunding in reducing 

the funding gap and financial exclusion has been emphasised a lot. How-

ever, our search for articles about the said phenomenon (CF+Funding Gap) 

produced a very small number of such articles, which – considering quite 

a large number of articles in total – clearly means that this topic is rarely 

discussed and studied. 

In the articles under analysis, only Block, Colombo, Cumming, and Vismara 

(Block et al., 2018) highlight not only increasing importance of crowdfund-

ing as a new form of funding for SMEs, but also the necessity to analyse 

its impact on the funding gap for SMEs and the possibility to substitute or 

at least supplement other forms of funding. The articles analysed did not 

include such analyses. 

Therefore, it is imperative that further empirical analyses and quantitative 

research be carried out which will allow to establish if and to what extent 

crowdfunding (or its individual models), under the existing market and reg-

ulatory conditions, may constitute a solution to the funding gap. Research 

involving developing countries shows that crowdfunding is gaining popularity, 

although it does not propose market or regulatory recommendations based 

on the theory of finance. Perhaps it is possible to determine conditions 

required for crowdfunding to become a crucial form of funding that consid-

erably reduces the funding gap. 

Do studies involve analyses of economic consequences associated with 

the development of crowdfunding for the banking sector?

The aspects associated with the relationships between the banking sector 

and crowdfunding are discussed in a majority of the articles under analysis. 
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A number of articles about how relationships between the banking sector 

and crowdfunding are shaped according to the selection criteria adopted 

is relatively low, just like a number of those about the funding gap. A special 

place in those analyses is reserved for a group of investors analysed from 

a behavioural point of view and taking into account financial incentives. 

There is compared the attractiveness of investing through crowdfunding 

platforms and investing through the banking sector. One of the important 

conclusions presented in the articles analysed is a statement about the ne-

cessity and inevitability of changes which the development of crowdfunding 

will bring to the banking sector, in terms of both subjects and objects. The 

questions asked by the authors may be formulated in the following way: Are 

those relationships competitive, substitutionary or complimentary and how 

to arrange such dependencies in the context of technological change? Do 

regulations and practice have to follow one direction, and if yes – which one? 

The questions asked and a small number of articles evidently point to the 

existence of yet another very significant research gap. 

Even though the analyses allowed to spot significant research gaps in 

research on crowdfunding, they need to be deemed partially satisfactory 

and incomplete. 

1) Undoubtedly, an impact is exerted by factors related to the fact that 

crowdfunding is a relatively new form of funding and as a new phenomenon 

has been described more widely since 2014. That is why, as we suppose, 

the authors of the articles we analysed put emphasis primarily on its 

characteristics and success determinants in crowdfunding campaigns. 

Most frequent are case studies or general discussions. Articles of more 

relevance for the research presented were published only in 2015 and 

later. Even though we examined quite a long period of time, in practice, 

of most importance are publications from the last 3 years. 

2) The article selection criteria that we adopted were defined transparently 

and adequately to the research goals (scientific research, high quality 

of research), which should be evaluated positively as they allowed us to 
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find articles related to the issues and phenomena studied as closely as 

possible and of as high quality as possible. However, their adoption results 

in discarding a lot of publications which are not of scientific nature and 

after having a closer look can be of relevance for theory and practice. 

This also means that certain scientific articles were discarded because 

they had been published in journals without any Impact Factor assigned. 

3) The comparison of the number of articles available in the databases 

analysed and at the journal websites regarding crowdfunding showed that 

not all of them are included in the databases. The analysis of the selected 

journals revealed that there are more papers at the journal websites than 

in the databases. 

4) We noticed during the analysis that the databases do not include 

Harvard Business Review publications about crowdfunding, whereas 

when compared to the databases under analysis it is the largest group 

of publications concerned. 

When planning further research, the following needs to be done:

1) To carry out comprehensive research, since all the studies carried 

out so far were only fragmentary. It particularly applies to relationships 

between SMEs, the banking sector, and crowdfunding 

2) To extend research according to criteria that allow sources discarded 

in this research; to compare findings

3) Due to a great number of publications in Harvard Business Review, to 

carry out a separate analysis and to compare findings with the findings 

already reported. 
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Findings: Millennials demonstrate strong country–specific differences in evaluating luxury 

value drivers; from avowed hedonic status-seekers (mainly Saudi Arabians), through mo-

derately enthusiastic luxury products admirers (Portuguese, Turkish, Polish) to stand-outs, 

individualists who contest the overall CVPL as represented mostly by Germans. The eva-

luation of luxury is not cohort specific but rather a matter of the family and material status 

strengthened by socio-cultural pressure.

Value Added: Global consumption behavioral patterns regarding luxury are permeated by 

local cultural influences, but are not global cohorts’ specific, due to their internal cultural, 

age, income and family status diversity.

Recommendations: Communication strategies in a luxury sector should be adjusted more 

to the country-specific and less to the specific needs of global cohorts.

Key words: Consumer value perception, luxury goods, Generation Y, Generation X, Millenni-

als, hedonic value, social value

JEL codes: D12, M31

Introduction 

The luxury sector is governed by a few iron rules that constitute its image 

and allow the implementation of unprecedented margins (e.g. Bain, 2017, 

Delloite, 2018). The DNA of the luxury business model, also called the an-

ti-marketing laws, contradicts many common practices of other business 

sectors (Kapferer & Bastien, 2012; Okonkwo, 2007). The guiding princi-

ples of the luxury market are: Maintaining full control over the supply chain, 

production and sales; avoiding intense advertising; communicating with 

consumers outside the target group to arouse desire and not succumb 

to the whims and pressure of consumers. 

However, due to the increase in demand for luxury goods, primarily driven 

by the aspiring Millennials from rapidly growing economies (such as BRIC, 

post-Soviet and Gulf Region countries), the luxury sector is increasingly 

breaking the commandments of its functioning. As aspiring consumers 

are less affluent than the old, traditional consumer base, expanding and 
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stretching brands becomes a norm now. The reason for breaking most 

of the principles of the luxury business is the desire to gain access to this 

powerful group of new customers who are quickly getting richer, buying 

luxury en masse and treating these purchases as evidence of their growing 

social status. Regardless of the consequences of such actions for the fu-

ture image of many brands, the potential benefits associated with meeting 

the needs of this group are significant.

Millennials represent the largest global consumer group; it is three times 

the size of Generation X (Meredith & Schewe, 2002). They are probably the 

most powerful and consumption oriented cohort in the world because they 

make a sizeable contribution to the economy, surpassing the prior genera-

tional expenditure (Sullivan & Heitmeyer 2008). They are also described as 

homogenic global cosmopolitans (Alden et al., 1999). Considering the latter 

feature, adapting the luxury sector to the needs of the aspiring Millennials is 

universal on a global scale.

But the conventional wisdom of Millennials being a global socio- and 

psychographic monolith, is cracking lately. Recently, there have been voices 

among luxury business practitioners that these consumers display behavior 

more in line with their income levels and do vary across the world in their 

luxury consumption patterns. That brings a challenge to luxury retailers and 

brands as they need to study and understand the internal diversity of this 

group in more detail (Luxury Daily, 10.08.2018). Doubts about the homo-

geneity of this cohort are supported by some academic findings claiming 

that, while global and local forces overlap in a today interconnected world, 

young people (both Generation Y and Z) form a new glocal identity, in which 

both country-specific and global values or trends co-exist (Robertson, 1992; 

Kjeldgaard & Askegaard, 2006; Strizhakova & Coulter, 2012). 

In this paper we empirically (by using an international e-survey and FGI 

methods) investigate the perception of luxury (CVPL)2 by Millennials and look 

2. CVPL – consumer value perception of luxury



142

Beata Stępień, Ana Pinto Lima, Michael Hinner

for the areas of their global homogeneity/diversity and distinction. The choice 

of the luxury sector is not accidental. If the perception of globally standard-

ized luxury market is actually diversified within supposedly homogeneous 

groups, then such evidence will challenge these previously held assumptions. 

The paper is organized as follows. Firstly, the basic traits of luxury goods 

and Millennials cohort characteristics are explained, together with contro-

versies connected with adopting the criterion of age as the basic dividing 

line between consumer groups. The theoretical insights build the foun-

dation for the development of hypotheses. The method section explains 

the international e-survey and FGIs design, structure and the procedure. 

The findings analyze the data and show the acceptance/rejection of the 

hypotheses. The paper ends with a conclusion that elaborates on the em-

pirical outcomes and shows their impact and utilitarian value for shaping the 

luxury goods’ marketing strategies.

The evolution of the luxury goods sector as a 
tribute to Millennials’ purchasing power

Millennials 

Millennials (born between 1982–1997) are categorized to be more affluent, 

well-educated and ethnically diverse than Generation X. Millennials are 

success driven, entrepreneurial, global in their views and thoughts, valuing 

teamwork, sustainability and ethical conduct (Elam, Stratton & Gibson, 2007; 

Gloeckler, 2008). They are also digital natives, the Net Generation (Prensky, 

2001). According to Howe and Strauss (2000, 184) Millennials tend to think 

that “everything they want in life is critically dependent upon their own per-

formance.” In this sense, their luxury consumption can be treated as a reward 

for efficient and effective work, serving socially as visible proof of individual 

success and prosperity. Luxury helps consumers to uplift their self-definition 

and express this image publicly.
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The Albatross Global Solutions study (Luxury Daily, 05.10.2016) indicates 

that although some Millennials’ budgets might be small, their aspirations 

are high. The biggest opportunity for a luxury brand to conquer millennial 

consumers is to showcase a personalized luxury experience as a special 

moment. Millennials are spending money for exclusivity which also in-

dicates that both social and hedonic components of value are probably 

of the great importance to this cohort. 

This cohort is ambitious, demanding exceptional impressions, eager to 

emphasize individuality with the slogan “I deserve it” aptly describing the 

attitude of this group towards themselves and the world. Radical changes in 

a luxury sector sloping towards offering luxury “exclusively for everyone” (see 

The Economist, 2014) are distinctive, expressive responses to these needs. 

Despite a marked increase in production volume, accompanied by an 

overexploited expansion of brand heritage, the marketing communication 

strategies of luxury brands still emphasize traditional luxury features: Brand 

heritage, perfect quality, rarity and uniqueness (Okonkwo, 2007; Kapferer & 

Valette-Florence, 2016). Although the luxury goods’ sector changes its face 

in terms of serving more masses than classes now, the image of rarity and 

superior quality is treasured and exposed, being the most valuable selling factor. 

Taking above into consideration, we do not expect to find sharp dissimi-

larities between Generations’ X and Y CVPL due to the following: 

 · The image of luxury, enduringly and efficiently sustained by communi-

cation strategies of luxury brand owners, irrespective of the differences 

between the target groups’ traits

 · A standardized and globally reinforced unified (although distinct and 

unique) image of the luxury brands. The image of exclusivity and superiority 

is the communication hallmark of virtually every luxury brand, and, when 

applicable, the heritage of the brand is exposed as well

 · Similar social roles of older Millennials and younger Generation X con-

sumers accompanied by the differences between metrics and cognitive 

age (see below the section on chronological age critics)
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Hypothesis 1. Millennials are not a distinct cohort with regard to CVPL: 

Generations X and Y share a similar CVPL. 

Why can Millennials be glocal? The impact of mental 
age, family status and country specific factors on 
consumption attitudes

The age itself can be regarded in two ways – as the physical, metric criterion 

(as the most common way to use it in segmentation analysis), but also as 

individually perceived, reflecting the mental state of a human (the so-called 

cognitive age). There have been many studies proving that the physical age 

does not equal the mental, cognitive one, and people feel usually younger than 

their metrics indicate (e.g. Sherman, Schiffman & Mathur, 2001; Van Auken, 

Barry, & Anderson, 1993). To the luxury sector (and not only to it), it is not the 

physical age but rather the way consumers feel and perceive themselves which 

is the vital information to form a target group identity, image and its social 

reflection (e.g. Bian & Forsythe, 2012; Stockburger-Sauer & Teichmann, 2013). 

According to the Identity Development Process theory (e.g. Diehl & Hay, 

2011; Robins & Morley, 2002), attitudes and values change over our lifetime; 

hence we modify our needs and purchase motivations. Within the Millennials 

global cohort there can be both parents and their children, and – due to their 

different social roles and responsibilities in life, their value systems may vary 

strongly. This leads us to propose that: 

Hypothesis 2 The perception of CVPL differs within the Millennials cohort 

due to the broad age frames, covering the range of different social and 

personal roles people play during their lifetime. 

Additionally, social requirements towards adolescence and adulthood are 

a matter of strong social and country-specific influence. As a vast body of 

literature demonstrates, country-specific influences play a vital role in cus-

tomers’ value perception (e.g. Hofstede & Hofstede, 2005; Overby, Woodruff 

& Fisher, 2005; Redding, 1990). As Shukla (2010) points out, people buy the 
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same luxury products worldwide albeit for different reasons, and the value 

they attach to these items varies across borders as well. The reason behind 

these variations in CVPL is often substantiated by national cultural differences 

(De Mooij, 2010). At the same time, people are also influenced by various 

social pressures stemming from their neighborhood, school, friends or work 

reference groups as well as their material status or institutional framework. 

We do not claim that the national culture itself solely impacts CVPL as there 

are more external pressures that shape consumer CVPL; however all of them 

seem to be country specific.

Hypothesis 3 The perception of luxury goods is country specific.

Method

In order to test the above hypotheses, a mixed methodology was employed. 

We combined a quantitative approach (an international e-survey among 

consumers) with the qualitative one - focus group interviews with Millennials 

and non-Millennials. 

The e-survey helped to gain a body of data to answer the question of how 

the value of luxury goods is perceived in the investigated cohort. In order 

to deepen our understanding of the results obtained from the e-survey, we 

conducted 4 FGIs to explore in more depth what is the difference in perceiving 

luxury goods among Millennials and non-Millennials cohorts. 

The international e-survey – CVPL perception

A starting point of our research was to conduct the on-line survey at an inter-

national scale measuring consumer value perception of luxury goods (CVPL). 

The construction of the scales in the e-questionnaire was preceeded by a thor-

ough examination of already existing CVPL measurment tools. The scales were 

adopted from Wiedmann, Henings and Siebels (2009), Vigneron and Johnson 

(2004) and Holbrook’s typology for CVP measurement (Holbrook 1999, 2006). 
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The e-questionnaire (with items rated on a 5-point Likert scale) was 

constructed in English and translated into the local languages (German, 

Polish, Portugese, French, Arabic, Turkish) with a back-to-back translation. 

The questionnaires were distributed in 2015 and in 2016 internationally and 

on-line among various groups of respondents via the snow ball method and 

placed on selected luxury goods website forums. 1,193 responses qualified 

for further analysis. The results are presented below. Table 1 shows the 

sample structure.

Table 1. Sample structure

Total
sample 

Saudi 
Arabia 

Germany Poland Turkey Portugal 

Sex women 558 48 71 299 18 69

men 635 224 85 135 88 51

Generation X (born 
1966 – 
1976)

443 30 15 233 53

54

Y (born 
1977 – 
1994)

750 242 141 201 53

66

Source: own study.

Five countries: Saudi Arabia, Turkey, Poland, Portugal (rising luxury mar-

kets) and Germany (a well-developed economy with a solid percentage 

of luxury goods’ consumption, see Bain, 2018) were analysed as the data 

from these countires consitute more than 90% of the sample. The total 

sample also contains responses from other countries (USA, Australia, Rus-

sia, France etc.).  The data presented below are divided and analyzed for 

cohorts’ and country specifics.
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The qualitiative studies –  the grounds of CVPL among 
Millenials and non-Millennials

Four focus group investigations were conducted in 2017 in Portugal and 

Poland. The choice of respondents as well as the protocol of the FGI conduct 

was the same for all groups and was driven by the analysis of the e-sur-

vey findings that, in our opinion, needed more in-depth exploration. The 

goal of the FGI’S was the detection of other than age-related socio-demo-

graphic reasons for unanimity between Millennials and non-Millennials in 

assessing the value of luxury. The structure of the FGI groups (lasting 2.5 

hours each) is given in Table 2.

Table 2. Structure of the FGI groups’ participants 

FGI 1 Portugal FGI 2 Portugal FGI 3 Poland FGI 4 Poland

No of 
participants, 
including:  

16 16 16 16

Millennials 16 9 16 10

Generation X 0 7 0 6

Women 8 7 9 7

Men 8 9 7 9

Socio-
demographic 
descriptionof 
the Millenials’ 
participants 

Mostly single, no 
children, young, 
Millenials born in 
the 90’s, working 
in lower or mid 
range company 
positions, 
income around 
EUR 1,000

Mostly married, 
with childern 
and families, 
older than FGI 
1 and 3, born in 
the mid 80’s, 
mid range or 
managerial 
positions within 
companies, 
income more 
than 
EUR 1,300

The same as 
FGI 1, average 
income around 
EUR 1,500

The same as FGI 
2, but mostly 
managerial 
positions within 
companies, 
average income 
more than EUR 
1,800

Source: own study.
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Findings and discussion

E–survey results 

There are no statistically relevant differences between the perception of 

luxury goods value between Generation X and Generation Y apart from 2 

minor exceptions. When the data are decomposed into the country results 

(please see Table 3), Saudi Arabia’s Generation X exhibits a higher value of the 

hedonic/emotional component than local Millennials. That can be explained 

by the higher purchasing power of the older generation and evaluating the 

“fun factor” on the experience basis. The opposite results were obtained in 

Portugal. Contrary to the income discrepancy (indicating the low level of luxury 

purchasing power among Portugese Millennials), they percieve the hedonic/

emotional component of value as important and positive while Generation 

X does not perceive them as important (the score is below 3). This can be 

explained by a noticeable trading-up trend among young Portugese and 

Polish Millennials which is indicated in the FGI 1 and 3 (please see below). 

No other components show significant dicrepancies in evaluating luxury 

goods which suggests that despite various emirical evidence emphasizing 

the uniqueness of the Millenials cohort, they are very similar to older con-

sumers when it comes to perceiving the luxury goods’ values. The data 

show also that Millennials regard a functional, hedonic, conspicous and snob 

consumption value slightly higher than older Generation X consumers. The 

only factor that is evaluated lower by Millennials than by Generation X is the 

social status symbol. This may be explained by the tendency to pay more 

attention to a social recognizability and conformance by the older genera-

tion (which was also supported by FGI findings in Group 2 and 4, please see 

below). But again, we note differencies in the country results here: Portugese 

and Turkish Millenials treasure social value components higher than their 

older local counterparts. 
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Table 3. Perception of luxury goods’ value components – cohort (X and Y) and country comparison

Total Saudi 
Arabia

Germany Poland Portugal Turkey

Functional Generation X 3.26 3.87 2.57 3.16 3.20 3.49

Millennials 3.38 3.85 2.83 3.13 3.59 3.38

Hedonic/ 
emotional 

Generation X 2.67 3.68 2.14 2.66 2.80 2.48

Millennials 2.80 3.27 2.07 2.71 3.34 2.64

Social status Generation X 3.66 3.87 3.49 3.64 3.69 3.76

Millennials 3.61 3.46 3.30 3.78 4.19 3.80

Snob efect Generation X 2.65 3.31 2.13 2.68 2.64 2.41

Millennials 2.69 3.12 2.22 2.59 2.86 2.52

Conspicuous 
consumption

Generation X 2.37 3.17 1.83 2.45 2.25 2.34

Millennials 2.54 3.20 1.94 2.44 2.95 2.05

Average 
monthly 
income (EUR) 

Generation X 3351 7840 4071 2452 2000 2307

Millennials 2066 3714 2360 1263 704 2130

Source: own study.

The results clearly show that the social status component is the most 

important value attribute in CVPL; both for Millenials and the older cohort. 

The second in importance is a functional factor while the hedonic factor is 

considered as generally not important. This is contrary to our expectations, 

but can be explained by a well-known psychological bias common to con-

sumer attitudes measurement manifesting itself in a tendency to express 

rationalized consumer choices while undermining other incentives that could 

be considered as either irrational or unethical (e.g. Lichtenstein & Slovic 2006; 

Becher, 2007; Bettman et al., 1998). 
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Figure 1. Millenials CVPL – cross country comparison

Source: own study.

Data shown in Table 4 and in Figure 1 clearly show significant country-spe-

cific differences between respondents. Saudis are the greatest luxury admir-

ers with social, hedonic and functional components playing a critical role in 

evaluating value. High levels of these factors can be explained by a general 

Muslim perception of consumption as a key element of identity formation 

(Alserhan, 2014). Buying luxury goods builds a positive social image showing a 

high material status (Tjahjono, 2011, Teimourpour & Hanzaee, 2014). No other 

countries in the sample exhibit “conspicuous consumption” or “snob effect.” 

For Polish, Turkish and Portugese consumers, luxury goods embody a 

moderate level of functionality, but are desired and well-known and therefore 

they are worth buying. Turkish and Portuguese consumers value mostly a 

product image as the potential buying indicator whilst having only slightly 

positive opinions about their superior functionality. Hedonic consumption 

is a very moderate value creating factor and the purchase of luxury goods 

is justified mostly by their social and functional features.

Germans are the most severe CVPL contestants in the entire sample. 

Some aspects of German culture seem to influence that attitude. Germans 

do not like to display wealth and opulence in public, but they do appreciate 
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the social component of value. This reluctance to show off wealth is often 

associated with the phenomenon of social envy (Haubl, 2003) and can 

explain the general low results obtained in the sample while evaluating the 

value of luxury goods. 

The FGI findings 

The results of FGI’s show the dependence between age, family, occupational 

and material status and the perception of luxury. 

Younger, single, less aflluent Millenials 

Groups 1 and 3, comprised of younger participants, yielded far more state-

ments pointing to a hedonic attitude to luxury than in the respective FGI 2 

and 4. Participants, when asked what luxury is, indicated that they are goods 

which bring joy both before their purchase (excitement related to the expec-

tation) and during the purchase itself. At the same time, positive experiences 

were inextricably linked to the public display of these goods (which shows 

the mutual relationship of the social and hedonic component) as well as the 

joy caused by the mere fact of being financially able to acquire such goods. 

“Luxury is cool, brings fun…. When I think about luxury, I imagine a Duccati 

bike” (Diogo, 24, marketer, FGI 1). 

“I just love the feeling that I can afford the item I desire, I work hard and 

I treat these purchases as a kind of reward… last month I bought myself a 

very nice Michael Kors bag…my friends were kind of shocked…… I feel great 

when I walk the streets with it” (Mariola, 27, FGI 3). 

At the same time, many of the statements referred to feelings of frustration 

connected with the low purchasing power of the participants. Despite the 

fact that most of the respondents like luxury, appreciate it for its exceptional 

design, social recognition and desire, they feel bad in a situation where they 

would visit the store just to watch the luxury items on display there. Several 
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respondents emphasized that when entering the store, they feel automati-

cally assessed by the sellers as consumers outside the store target group 

(Mafalda, 22, FGI 1, Ania, 26, FGI 3, Basia, 27, FGI 3). 

Older, with families, more affluent Millenials 

The results obtained from FGI 2 and 4 show the strong relation of opinions 

about luxury with the family and a professional position. Interestingly enough, 

experiencing luxury brings both Millennials and non-Millenials a comparable 

level of satisfaction. The way the participants expressed their attitudes towards 

luxury was far more reserved in comparison to the two younger groups. The 

statements indicated that joy stemming from the consumption of luxury is 

entwined with some forms of societal pressure regarding the appearance 

or use of luxuries as a symbol of social position. 

“I am a father of two, responsible for bringing the bread home, so I buy 

luxuries rarely for myself, but, once I do it, I want sth fancy, I want to feel joy 

and look a bit younger and less tired it in (Mirosław, 52, entrepreneur, FGI 4)”. 

“If I were super rich, I would buy a house for my family and secure the 

future for my children, probably leave the money for their studies in some 

most prestigous universities” (Claudia, 34, decorator, FGI 2). 

“I used to spend a lot on myself, before I had a child. Now I am on maternity 

leave… When I look at my Louboutin stilletos, that I used to wear for work 

everyday, I hardly believe that I had hurt myself on purpose and yet really 

enjoyed this… it does not look normal now to me…but it will probably go away 

as soon as I’ll return to work…” (Kinga, 37, former head accountant, FGI 4)”.

“I have a luxury car (Audi A 8), buy luxury suits (Salvatore Ferragamo and 

Tomasz Ossoliński3 are my favourite brands), use a Mont Blanc pen, Rolex 

watch and Hermes belt, but I consider it as a part of my job, they build my 

image as a professional… shall I come to work dressed in a suit from Tesco? 

Would I look as a reliable, winning cases’ lawyer?” (Dominik, 42, lawyer, FGI 4).  

3. Another Polish luxury brand, specializing in men suits that are lately made also from Vicuna wool (the 
softest wool in the world). 
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All these statements indicate that luxury is still a fun factor, but also a 

social must in some reference groups in which the high professional and 

social status is created by using the symbolism of luxury goods. The personal 

priorities of respondents strongly indicate that luxuries play a different role 

in their lives than they used to while they were single. But luxuries can revoke 

these “free of responsibility days” and help in feeling younger, cool or stylish. 

Conclusions 

The perception of luxury goods value is not Millennials cohort specific (com-

pared to Generation X) due to its internal diversity, stemming from broad 

age frames, covering different family roles and stages in proffesional carrier. 

Millennials have not shown the different CVPL in comparison with Gener-

ation Y which is why we can claim that (at least within the sample structure 

and FGIs participants) Millennials are neither distinct nor homogenous re-

garding their luxury perception, but show strong country-specific attitudes 

towards luxury: from avowed hedonic status-seekers (mainly Saudi Arabians), 

through moderately enthusiastic luxury products admirers (Portuguese, 

Turkish, Polish) to stand-outs, individualists who contest the overall CVPL 

as represented mostly by Germans. 

During our FGIs, we gathered the strong evidence implying that Millennials 

are composed of at least two groups – still young, single, free of social and 

family responsibilities adults (including students) and those already working, 

having families, striving to build their carriers young profesionals. Regarding 

the second sub-group, the CVPL is very similar (as the FGIs have shown) 

to those younger in (physical) age or feeling younger (in terms of cognitive 

age) Generetion X respondents. The FGI also show a similar meaning in the 

statements of older Millennials and Generation X. They are in the stage of 

their lives where both family and a professional career play an important role, 

so luxury is used either as a reward for hard work, a distraction that makes 

them feel better or a symbol legitimizing their high profesional status.
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Taking the above internal diversity of Millennials into consideration, mar-

keting strategies should be adjusted more to the country-specific and less 

to the specific needs of global cohorts. Different CVPL across the sample 

suggest, that e.g. boosting sales in Germany requires a different approach 

than in Saudi Arabia. Probably German Millennials would expect organizations/

brands to exhibit strong congruence with external social values as part of 

the organizations’ contributions to society (Maignan, Ferrell & Ferrell, 2005), 

while Saudis would pay more attention on traditional attributes of luxury 

items and the fun factor connected with their purchase. For Polish, Turkish 

and Portuguese the status component should be highlighted. 
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Work-Life Balance (WLB) across cultures.
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to discern and test for the correlations among the variables of interest. Independent samples 
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t-test was used to compare countries with high power distance and those with low power 

distance on job satisfaction and satisfaction with work-life balance (WLB). 

Findings: Mean scores of job satisfaction and satisfaction with WLB and correlation coefficients 

between the two varied across the countries under study as expected. Mean scores of job satis-

faction ranged from 6.53 in Ukraine to 8.20 in Denmark. Similarly, mean scores of satisfaction with 

WLB varied from 6.08 in Russia to 7.65 in Denmark. Pearson’s coefficients of correlation between 

job satisfaction and satisfaction with WLB varied from .301 in Finland to .667 in Ukraine. Of the 

six dimensions of culture, only power distance had moderate inverse relationships with both 

job satisfaction and satisfaction with WLB. Furthermore, as a group, countries with low power 

distance (PD) had significantly higher job satisfaction than countries with high power distance.

Value Added: The study highlighted the relevance and importance of job satisfaction and 

satisfaction with WLB in organizations. It also showed the universality and culture-specificity 

of job satisfaction and satisfaction with WLB.

Recommendations: Managers need to pay attention to enhancing employees’ job satisfaction 

and satisfaction with WLB to ensure organizational effectiveness regardless of organizational 

context. Managers also need to employ culturally appropriate managerial strategies in pro-

moting job satisfaction and satisfaction with LWB.

Keywords: Job Satisfaction (JS), work-life balance (WLB), crosscultural management, Hofstede’s 

dimensions of culture, power distance

JEL codes: Z1, Z19

Introduction

Job satisfaction has been the main focus of academic research in various 

fields including marketing, human resource management and organizational 

psychology. Business managers view job satisfaction as one of the most 

important employee attitudes because of its positive work-related outcomes 

such as enhanced employee’s job performance, organizational commitment, 

citizenship behavior and life satisfaction. On the other hand, job satisfaction 

has been negatively linked to undesirable job-related attributes such as work 

stress (e.g. Khan & Ali, 2013; Klassen, Usher, & Bong, 2010; Mohammed & 

Elsewed, 2013), intention to quit job or turnover and absenteeism (e.g., Khan 

& Ali, 2013; Luu, Beach, & Hattrup, 2010).
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Kord’s (2012) cross-cultural study of bank workers in India and Iran showed 

that affective commitment, continuance commitment, normative commitment 

sub-scales and total scores of organizational commitment have significant 

correlation with job satisfaction. This same study also revealed that Indian 

bank employees have higher mean scores on job satisfaction questionnaire 

in comparison with Iranian counterparts (Kord, 2012). Moreover, a meta-anal-

ysis by Bowling, Eschleman and Wang (2010) found positive relationships 

between job satisfaction and life satisfaction, happiness, positive affect, and 

the absence of negative affect in employees. In addition, they suggested 

that the causal relationship from subjective well-being to job satisfaction 

was stronger than the causal relationship from job satisfaction to subjective 

well-being. In short, job satisfaction is, as evidenced in the foregoing review, 

closely tied to productivity and organizational effectiveness. Employees who 

are satisfied at work are likely to be more stable, productive and accomplished 

towards organizational goals (Jessen, 2010). Job satisfaction is, perhaps, 

one of the top ten crucial factors that determine retention of employees 

in all industries. Beyond its relevance and importance in organizations job 

satisfaction is also important in everyday life.

Similarly, satisfaction with work-life balance, also sometimes termed as 

work-life balance, appears to be vital for organizational effectiveness though 

less researched compared to job satisfaction. Nowadays, corporations 

have begun to recognize that an inadequate work-life balance can have 

detrimental impacts on staff performance, satisfaction and retention. Like 

job satisfaction work-life balance is positively related to several work-related 

attitudes and outcomes including job satisfaction itself (Mukhtar, 2012; Saif, 

Malik, & Awan, 2011). In contrast, work-life conflict was negatively related to 

job satisfaction and family life satisfaction (Gamage, 2013). Moreover, in the 

workplace, people with a good work-life balance regularly outperform those 

who do not have a work-life balance. Managers and employees with good 

work and lifestyle balance are important to ensure their good health and 

support business productivity and not having work-life balance in the work-
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place can incur costs with occupational health and safety, staff turnover and 

productivity levels (www.advancing-businesses.co.nz/business-coaching/

practical-business-advice/life-work-balance). Work-life conflict has been 

found to be associated with decreased employee job satisfaction, increased 

staff turnover and absenteeism, lower performance, increased job stress 

levels, intention to leave the organization and workaholism (E-guide to man-

aging stress and psychosocial risks – Safety and health at work – EU-OSHA).

Evidences are accumulating, showing that job satisfaction and satisfac-

tion with work-life balance cannot be free from cultural contexts in which the 

organization and its employees are embedded. For example, Luu, Beach and 

Hattrup (2010) compared the relationship between job satisfaction and turn-

over intentions across four countries that differ in Uncertainty Avoidance (UA) 

and Individualism-Collectivism (I/C), namely France, Japan, the Philippines, 

and the United States of America. Their study revealed that the relationship 

between job satisfaction and turnover intentions was significantly stronger 

in the U.S. and France than in Japan and the Philippines, supporting the hy-

pothesis that turnover intentions are more strongly related to job satisfaction 

in countries that are higher in individualism (Luu, Beach & Hattrup, 2010).

Although both job satisfaction and work-life balance are widely stud-

ied, cross-cultural studies are sparse. The main purpose of this paper was 

therefore to cross-culturally compare job satisfaction and satisfaction with 

work-life balance. To this end this study aimed at answering the following 

research questions:

1) How do job satisfaction and satisfaction with work-life balance vary 

as a function of levels of cultural dimensions?

2) How and to what extent are job satisfaction and satisfaction with work-

life balance related to Hosfetede’s dimensions of culture?

3) How and to what extent are job satisfaction and satisfaction with work-

life balance related to each other?

4) How does the relationship between job satisfaction and satisfaction 

with WLB vary across countries (cultures)?
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Alternatively, the study sought to test the following hypotheses:

Hypothesis 1: The relationship between Job Satisfaction and satisfaction 

with work-life balance vary across the countries under study.

Hypothesis 2: Job satisfaction and satisfaction with work-life time balance 

are positively linked.

Hypothesis 3: Job satisfaction and satisfaction with work-life balance are 

related to Hofstede’s dimensions of culture in one way or the other.

More on the variables

Job satisfaction: There are many definitions of job satisfaction in the 

literature. From one point of view, job satisfaction is simply defined as em-

ployees’ feelings about different dimensions of their job; it is the degree of 

their pleasure in their job (Spector, 1997). Job satisfaction can be defined 

as an attitude associated with the degree to which people like or dislike 

their job (Calvo-Salguero, Carrasco-González, & Salinas-Martínez de Le-

cea, 2010). Belias and Koustelios (2014) elaborate job satisfaction as “the 

employees’ perceptions of their working environment, relations among 

colleagues, earnings and promotion opportunities.”

Work-life balance (WLB): Work-life balance is a broad concept and 

has been defined differently in literature. Here are some of the common 

definitions. Work-life balance is defined as the optimal arrangement of an 

individual’s on-the-job and private time to facilitate health and personal 

satisfaction without negatively impacting productivity and professional 

success (https://www.techtarget.com/search/query?q=Work%20life%20

balance&type=definition&pageNo=1&sortField=). Greenhaus et al. (Green-

haus, Collins & Shaw, 2003) define work-family balance, a subset of work-life 

balance, as the “extent to which an individual is equally engaged in – and 

equally satisfied with – his or her work role and family role”. Work-life balance 

consists of three components (Greenhaus et al., 2003): (1) time balance which 

refers to equal time being given to both work and family roles; (2) involve-
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ment balance which refers to equal levels of psychological involvement in 

both work and family roles; and (3) finally, satisfaction balance which refers 

to equal levels of satisfaction in both work and family roles. So work-life 

balance is achieved when these three components are fulfilled. Work-life 

imbalance may lead to work-life conflict which in turn costs an individual’s 

health and her/her organization’s productivity.

Culture and cultural dimensions: Culture is an elusive term and does not 

lend itself to be clearly defined. Perhaps; no term has as many definitions as 

culture. Here is one of the widely accepted and typical definitions of culture: 

“Culture is the deposit of knowledge, experience, beliefs, values, attitudes, 

meanings, hierarchies, religion, notions of time, roles, spatial relations, con-

cepts of the universe, and material objects and possessions acquired by 

a group of people in the course of generations through individual and group 

striving” (Samovar & Porter, 2003, p. 8). Another early but widely used definition 

of culture is: “Culture is the collective programming of the mind which distin-

guishes the members of one human group over another” (Hosfstede, 2011).

As regards dimensions of culture, a dozen of models are available. However, 

Hofstede’s 6-D model is opted for because scores for the dimensions are 

available for the cultures to be compared. Hofstede’s study demonstrated 

that there are national and regional cultural groupings that are very persis-

tent across time and that affect the behavior of societies and organizations 

(Hofstede, 2011). Hofstede discovered four well-known dimensions of culture 

in his study of national work related values. Later he added two additional 

dimensions and came up with the model that is known as Hofstede’s six di-

mension (6-D for short) model. Hofstede’s six dimensions of culture are briefly 

described below (https://www.hofstede-insights.com/country-comparison).

Power distance: Power distance reflects the attitude of the culture to-

wards inequalities among the people in the society. It is the degree to which 

less powerful members of institutions and organizations within a country 

expect, accept, and tolerate unequal distribution of power. Thus, high Power 

Distance Index (PDI) indicates that people accept a hierarchical order in which 
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everybody has a place and which needs to be accepted without question 

and further justification. On the other hand, low PDI score indicates that the 

society believes that inequalities amongst people should be minimized and 

is less tolerant of inequalities among people.

Collectivism versus Individualism (I-C): Individualism is the tendency of 

people to look after themselves and their immediate family only. In contrast, 

collectivism is the tendency of people to belong to groups or collectives 

and to look after each other in exchange for loyalty. The fundamental issue 

addressed by this dimension is the degree of interdependence among 

people. Thus high score on this dimension means less interdependence 

among the people (high individualistic tendency) and low score reflects high 

interdependence (high collectivistic tendency).

Uncertainty avoidance (UA): UA is the extent to which people feel 

threatened by ambiguous situations and have created beliefs and institu-

tions that try to avoid such situations. High need for security, strong belief 

in experts and their knowledge, more written rules and procedures, and less 

risk-taking by managers are some of the characteristics of countries high in 

uncertainty avoidance. In low uncertainty avoidance countries, people are 

more willing to accept risks associated with the unknown, fewer written rules 

and procedures, more risk taking by managers, higher employee turnover, 

and more ambitious employees.

Masculinity and femininity (M-F): In masculine societies (high score 

on M-F index), competition, achievement, success, money, recognition, 

advancement, wealth and challenge are the dominant social values. In 

contrast, caring for others and the quality of life are the dominant social 

values for feminine societies (low score on M-F index). Feminine societies 

put importance on cooperation, friendly atmosphere, employment security, 

and the natural environment.

Long-term orientation (LTO): LTO describes ‘how every society has to 

maintain some links with its own past while dealing with the challenges of the 

present and future’ (https://www.techtarget.com/search/query?q=Work%20
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life%20balance&type=definition&pageNo=1&sortField=). Low score on LTO in-

dex means the society is a normative society that strives to maintain time-hon-

ored traditions and resists change. High score on LTO dimension means the 

society tends to take more pragmatic approach to prepare for the future.

Indulgence (IND): This dimension is defined as ‘the extent to which people 

try to control their desires and impulses, based on the way they were raised’ 

(https://www.techtarget.com/search/query?q=Work%20life%20balance&-

type=definition&pageNo=1&sortField= ). People with relatively weak control 

are said to be ‘indulgent’ and people with relatively strong control are called 

‘restraint’. Thus a culture can be indulgent or restraint based on its score on 

this dimension. In other words, high score on this dimension means the culture 

is ‘indulgent’. Low score on this dimension characterizes ‘restraint’ culture.

Culture and Hofstede’s dimensions of culture have been studied in re-

lation to a number of work-related attributes and behavior. There are also 

speculations that Hofstede’s dimensions of culture are related to a multitude 

of work-related or organizational behaviors. For example, Hofstede (2011) 

argues that work prevails over family in masculine societies but in feminine 

societies there is a tendency to strike balance between work and family.

Methods

Research design: This research is a cross-cultural comparative study as it 

endeavored to cross-culturally compare level of job satisfaction and satis-

faction with work-life balance across 29 European and neighboring countries 

with varying cultures as measured by Hofstede’s 6-D model. At the same 

time, the research is a cross-sectional research as it used a one-shot sec-

ondary data from European Social Survey. Furthermore, it is a descriptive 

correlational study due to the fact that in addition to comparing the cultures 

on job satisfaction and satisfaction with work-life balance the study tries to 

examine the relationships between job satisfaction and satisfaction with 

work-life balance across the 29 countries. Besides, the study attempts to 
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discern the relationships between country level job satisfaction and satis-

faction with work-life balance and Hofstede’s dimensions of culture.

Description of the data: The data used for this study is a secondary 

data obtained from European Social Survey database. Detailed descrip-

tions of the data can be obtained from the website of the institutions as-

sociated with data on request (ESS6-2012, ed.2.1). The ESS is a multistage 

cross-sectional survey conducted biannually that covers over 30 nations, 

both within and outside of the European Union (EU). The survey was estab-

lished in 2001 and conducted sixth round surveys till 2012. For the purposes 

of this study, I used the 2012 dataset.

Countries’ Scores for the six dimensions of culture are extracted from 

the Hofstede Centre website (https://www.hofstede-insights.com/coun-

try-comparison). Twenty five of the twenty nine countries had scores 

on all the six dimensions. While Israel had no score only on the last di-

mension (indulgence), Ukraine had no scores on LTO and Indulgence. 

Cyprus and Kosovo had no scores on the six dimensions.

The scores of the countries for job satisfaction and satisfaction with 

work-life time balance were extracted from European Social Survey data-

base. The database is in a public domain and accessible for free. Scores 

for the six dimensions of culture, Job satisfaction and satisfaction with 

work-life time balance were displayed in table 1.

Table 1. Country level scores on the variables

No Country 
Name

JS WLB PD I-C M-F UA LTO INDL

1 Albania 2411 2271 90 20 80 70 61 15

2 Belgium 7280 6489 65 75 54 94 82 57

3 Bulgaria 6575 6077 70 30 40 85 69 16

4 Switzerland 7399 6634 34 68 70 58 74 66

5 Cyprus 4121 3774 - - - - - -
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6 Czech 
Republic

7941 7561 57 58 57 74 70 29

7 Germany 11939 10231 35 67 66 65 83 40

8 Denmark 7579 7043 18 74 16 23 35 70

9 Estonia 8944 8096 40 60 30 60 82 16

10 Spain 6129 5205 57 51 42 86 48 44

11 Finland 8867 7944 33 63 26 59 38 57

12 France 7050 6401 68 71 43 86 63 48

13 UK 7683 7021 35 89 66 35 51 69

14 Hungary 6645 5966 46 80 88 82 58 31

15 Ireland 7902 7228 28 70 68 35 24 65

16 Israel 10197 9088 13 54 47 81 38 -

17 Iceland 3994 3600 28 70 68 35 24 65

18 Italy 3324 2909 50 76 70 75 61 30

19 Lithuania 7450 7102 42 60 19 65 82 16

20 Netherlands 7654 6999 38 80 14 53 67 68

21 Norway 8511 7566 31 69 8 50 35 55

22 Poland 7128 5975 68 60 64 93 38 29

23 Portugal 6040 5452 63 27 31 99 28 33

24 Russia 9381 8542 93 39 36 95 81 20

25 Sweden 7969 6886 31 71 5 29 53 78

26 Slovenia 3788 3638 71 27 19 88 49 48

27 Slovakia 6281 5749 100 52 100 51 77 28

28 Ukraine 5879 5412 92 25 27 95 - -

29 Kosovo 2465 2373 - - - - - -

Source: European Social Survey database.

Description of variables and measures

Job satisfaction (JS): In the European Social Survey 2012, job satisfaction was 

assessed by a single Likert-type question. More specifically, the participants were 

asked the following question: “How are you satisfied with your job?” Participants 

rated their satisfaction or dissatisfaction with their job on an eleven point scale 

ranging from 0 (extremely dissatisfied) to 10 (extremely satisfied). Zero indicates 

complete dissatisfaction with one’s job and 10 indicates complete satisfaction.
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Satisfaction with Work-life Balance (WLB): WLB was assessed in such 

a way that, like job satisfaction, participants were asked to rate their satis-

faction or dissatisfaction with their work-life time balance on an eleven point 

scale which ranged from 0 (extremely dissatisfied) to 10 (extremely satisfied).

Culture and cultural dimensions: Country is considered as a proxy 

measure of culture and cultural dimensions were already defined following 

Hofstede’s 6D model of culture (Hofstede, 2011).

Data analysis. To organize and make meaning of the data, both descriptive 

and inferential statistics have been used. Mean scores and standard devi-

ations of job satisfaction and satisfaction with WLB were computed for all 

the 29 countries (table 2). Correlation analysis was used to discern and test 

for the correlations among the variables of interest. Independent samples 

of t-test were used to compare countries with high PD and those with low 

PD on job satisfaction and satisfaction with WLB.

Results

Table 2 reports descriptive statistics and bi-variate correlation coefficients 

between job satisfaction and satisfaction with work-life balance across the 

29 countries. As can be seen from the table (table 2), the mean scores for job 

satisfaction ranged from 6.53 in Ukraine to 8.2 in Denmark. Similarly, mean 

scores for satisfaction with work-life balance ranged from 6.08 in Russia 

Federation to 7.65 in Denmark.

Table 2. Descriptive statistics and bi-variate correlation coefficients

Serial 
No

Country Mean (JS) Mean(WLB) Correlation between JS and 
satisfaction WLB

1 Albania 7.28(2.34) 6.92(2.17) .567**

2 Belgium 7.65(1.67) 6.82(1.96) .436**

3 Bulgaria 6.95(2.36) 6.47(2.3) .562**
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4 Switzerland 7.96(1.73) 7.15(2.13) .506**

5 Cyprus 7.72(2.0) 7.13(2.3) .38**

6 Czech 
Republic

7.62(1.96) 7.12(2.13) .59**

7 Germany 7.45(2.1) 6.39(2.35) .459**

8 Denmark 8.2(1.7) 7.65(1.86) .449**

9 Estonia 7.16(2.07) 6.49(2.26) .501**

10 Spain 7.43(2.06) 6.33(2.3) .525**

11 Finland 7.84(1.54) 7.05(1.98) .301**

12 France 7.43(1.9) 6.76(2.14) .466**

13 UK 7.4(2.08) 6.76(2.22) .465**

14 Hungary 7.06(2.28) 6.33(2.39) .539**

15 Ireland 7.33(2.04) 6.69(2.13) .541**

16 Israel 7.71(2.21) 6.93(2.55) .504**

17 Iceland 7.96(2.02) 7.23(1.95) .404**

18 Italy 7.29(2.02) 6.46(2.11) .578**

19 Lithuania 7.39(1.88) 7.02(1.87) .573**

20 Netherlands 7.75(1.59) 7.08(1.79) .35**

21 Norway 7.98(1.59) 7.11(1.9) .429**

22 Poland 7.55(2.04) 6.35(2.29) .502**

23 Portugal 7.07(1.86) 6.39(1.82) .599**

24 Russia 6.67(2.38) 6.08(2.36) .597**

25 Sweden 7.8(1.78) 6.75(2.15) .408**

26 Slovenia 7.34(2.17) 7.11(2.22) .421**

27 Slovakia 6.85(1.94) 6.2(2.09) .585**

28 Ukraine 6.53(2.57) 6.11(2.55) .667**

29 Kosovo 7.21(2.58) 6.96(2.39) .629**

Numbers in () are standard deviations; ** p < .001

Source: Computed by the author based on the data extracted from European Social Survey (ESS).

The relationship between jab satisfaction and satisfaction with work-

life balance was substantial and significant in all countries. The Pearson’s 

coefficients of correlation obtained ranged from .301 in Finland to .667 in 

Ukraine and all the correlations were significant at p< .001. Job satisfaction 

and satisfaction with work-life balance was found to be positively significantly 

related in the group as a whole(r (N= 26717) = .519, p < .001).
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Another hypothesis that this study sought to test was the relationships 

between the variables of satisfaction ( job satisfaction and satisfaction with 

WLB) and the variables of culture (Hofstede’s cultural dimensions). Table 3 

summarizes country level inter-correlations among the variables in question.

Table 3. Inter-correlation matrix

Variables 1 2 3 4 5 6 7 8

1 Job 
satisfaction

-

2 Satisfaction 
with WLB

.995** -

3 PD -.417* -.408** -

4 C-I .332 .322 -.653** -

5 M-F -.229 -.251 .235 .112 -

6 UA -.128 -.141 .607** -.551** .048 -

7 LTO .200 .220 .406* -.022 .135 .260 -

8 Indulgence .141 .124 -.641** .588** -.245 -.615** -.453* -

**p < .01; * p < .05; PD = Power Distance; C-I = collectivism-Individualism; M-F = Masculinity-Femini-

nity; UA = Uncertainty Avoidance; LTO = Long-Term Orientation; WLB = Work-life balance

Source: Computed by the author based  on the data extracted from  https://www.hofstede-insi-

ghts.com/country-comparison and European Social Survey (ESS).

Table 3 depicts that, in aggregate, job satisfaction and satisfaction with 

WLB perfectly positively correlated (r = .995, p < .01). Of the six dimensions 

of culture, only Power Distance (PD) had moderate inverse relationships with 

both job satisfaction (r = -.417, p < .05) and satisfaction with WLB (r = -.408, 

p < .01). In other words, countries with high PD had lower job satisfaction 

and satisfaction with WLB as well. In fact, all the Pearson correlation coeffi-

cients between job satisfaction and satisfaction with WLB and dimensions 

of culture were not negligible in terms of magnitude but they did not reach 

statistical significance. For instance, the correlation between job satisfaction 
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and individualism-collectivism (r = .332, p > .05) and satisfaction with WLB 

and individualism-collectivism (r = .322, p > .05) were substantial in terms of 

magnitude but they did not reach statistical significance. The same holds 

true for the rest of cultural dimensions.

Following Hofstede’s center’s interpretation of scores of cultural dimen-

sions, the countries were dichotomized on all the six dimensions of culture 

to allow the comparisons of countries on job satisfaction and satisfaction 

with WLB. However, the dichotomization did not allow the comparison for 

all dimensions. For example, a vast majority of the countries in this study 

(about 80%) went to the individualistic camp when dichotomized into collec-

tivistic versus individualistic on the basis of their scores on this dimension 

leading to incomparable groups. Hence, the countries were not compared 

on this dimension. The same holds true for Uncertainty Avoidance. Twenty 

one (about 81%) countries fell in high UA dichotomy. Therefore, a series of 

independent samples of t-test were run for the rest of dimensions wherein 

the dichotomizations led to comparable groups. Results of the t-tests run 

for both variables were given in table 4.

As it is clearly evident from the table (table 4), significant mean difference 

in job satisfaction was found only for Power Distance (PD). In other words, 

as a group, countries with low PD had significantly higher job satisfaction 

than countries with high PD (t = -2.448, p = .022). This result is consistent 

with the result from correlation analysis wherein PD was negatively related 

to job satisfaction (r = -.417, p < .05). Similarly, countries with low PD had 

significantly higher satisfaction with work-life balance (t = -2.462, p = .021) 

and this is also consistent with the result from correlation analysis which 

showed significant inverse relationship between satisfaction with work-life 

balance and power distance (r = -.408, p < .01).
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Table 4. Summary of t-test statistics

Dependent 
Variables

Dichotomies N Mean Difference t(df) p-value

Job Satisfaction

High PD
Low PD

14
12

1728.77 -2.448(24) .022

High M-F
Low M-F

12
15

806.95 -1.006(25) .324

High LTO
Low LTO

16
10

231.875 .269(24) .79

High IND
Low IND

10
15

748.733 .893(23) .381

Satisfaction 
With
Work-life Balance

High PD
Low PD

12
14

1512.143 -2.462(24) .021

High M-F
Low M-F

12
15

793.900 -.96(25) .268

High LTO
Low LTO

16
10

284.475 .376(24) .71

High IND
Low IND

10
15

662.667 .114(23) .378

Numbers in () are degrees of freedom (df); PD = Power Distance; M-F = Masculinity-Femininity; LTO 

= Long Term Orientation; IND = Indulgence

Source: Computed by the author based on  the data extracted from https://www.hofstede-insi-

ghts.com/country-comparison.

Discussion

This study sought to test the following main hypotheses using ESS 2012 

database and scores on dimensions of cultures from Hofstede’s center: 

(1) The relationship between job satisfaction and satisfaction with work-life 

time balance vary across the countries under study; (2) Job satisfaction 

and satisfaction with work-life time balance are positively linked; and (3) 

Job satisfaction and satisfaction with work-life time balance are related to 

Hofstede’s dimensions of culture in one way or the other. To this end, in-

dependent samples of t-test and correlation analysis were used to test for 
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the hypotheses put forth. Results were in the directions expected and the 

hypotheses were partially supported.

Mean scores of Job Satisfaction and satisfaction with work-life time 

balance and correlation coefficients between the two showed that job sat-

isfaction and satisfaction with WLB varied across the countries under study 

as expected. Mean scores of job satisfaction ranged from as low as 6.53 in 

Ukraine to as high as 8.20 in Denmark. Similarly, mean scores of satisfaction 

with WLB varied from as low as 6.08 in Russia to as high as 7.65 in Denmark. 

Coefficients of correlation between job satisfaction and satisfaction with WLB 

varied from .301 in Finland to .667 in Ukraine. This variation in magnitude of 

the relationships between the variables in question appears to be consistent 

with previous empirical studies. For instance, Luu, Beach and Hattrup (2010) 

found stronger relationship between job satisfaction and turnover intention 

in countries higher in individualism. In this study, the relationships between 

job satisfaction and satisfaction with work-life balance appear to be stronger 

in countries lower in individualism (or higher in collectivism) such as Ukraine, 

Albania, Bulgaria and Portugal than countries higher in individualism. In fact, 

this is not surprising for there is no clear boundary between work and personal 

life in collectivistic cultures. Indeed, job satisfaction and satisfaction with WLB 

can vary across cultures or nations for several reasons and culture can be 

one of such reasons. Job satisfaction and satisfaction with WLB are closely 

connected to and may be derived from the meaning and value people attach 

to work and social life. Work and social life, in turn, are highly influenced by 

culture. Therefore, it is reasonable and logical to argue that job satisfaction 

and satisfaction with WLB cannot be free from the influence of culture.

The second hypothesis was supported in that job satisfaction and satis-

faction with WLB were significantly positively related across the 29 countries 

(r’s = .301- .667, p’s < .001) as well as in the sample as a whole (r (N= 26717) 

= .519, p < .001). This is perfectly in line with previous similar works that re-

ported positive relationships between job satisfaction and satisfaction with 

WLB (e.g. Mukhtar, 2012; Saif et al., 2011) or negative relationship between 
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job satisfaction and work-life conflict (e.g., Gamage, 2013). The third hypoth-

esis was partially supported in that of the 6 cultural dimensions only power 

distance (PD) was found to be significantly related to both job satisfaction 

and satisfaction with WLB. Power distance (PD) was inversely related to both 

job satisfaction and satisfaction with WLB. 

Implications for cross-cultural management

The relevance and importance of job satisfaction and satisfaction with WLB 

in organizations is unquestionable. Beyond their relevance and importance 

in organizations, job satisfaction and satisfaction with WLB are also very 

important in everyday lives of employees. In short, both job satisfaction and 

satisfaction with WLB are closely linked to productivity and organizational 

effectiveness. So managers cannot afford to overlook job satisfaction 

and satisfaction with WLB if they envisage organizational effectiveness 

and managerial success. Having said this much about the relevance and 

importance of job satisfaction and satisfaction with WLB in organization, 

it is recommended for managers and leaders to pay attentions to the fol-

lowing points in their endeavors to ensure job satisfaction and satisfaction 

with WLB in their organizations.

First, job satisfaction and satisfaction with WLB positively correlated in 

all cultures studied. This implies the universality of the relationship between 

the two variables. The managerial implication of this point is that managers 

need to pay due attention to enhancing employees’ job satisfaction and sat-

isfaction with WLB to ensure productivity and organizational effectiveness 

regardless of organizational context. Second, the magnitude of relationships 

between job satisfaction and satisfaction with WLB varied greatly across 

cultures/countries suggesting the context specificity of the association. 

The managerial implication of this point is that there may not be universal 

managerial strategies that can be used to promote job satisfaction and satis-

faction with WLB. Therefore, managers need to employ culturally appropriate 
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managerial strategies in promoting job satisfaction and satisfaction with 

WLB. For example, bonus salary at the end of a fiscal year may be effective 

in one culture but may be ineffective in another culture. Third, this study 

suggested that both job satisfaction and satisfaction with WLB are related 

to Hofstede’s dimensions of culture. For instance, PD was inversely related 

to both job satisfaction and satisfaction with WLB though further research 

with large sample is required to substantiate these findings. This implies 

that managers of multinational organizations and companies need to take 

into account cultural differences while devising strategies to promote job 

satisfaction and satisfaction with WLB.
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