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FOREWORD

The Annual Conference of the EuroMed Academy of Business aims to provide a
unique international forum to facilitate the exchange of cutting-edge information
through multidisciplinary presentations on examining and building new theory and
business models for success through management innovation.

It is acknowledged that the conference has established itself as one of the major
conferences of its kind in the EuroMed region, in terms of size, quality of content,
and standing of attendees. Many of the papers presented contribute significantly to
the business knowledge base.

The conference attracts hundreds of leading scholars from leading universities and
principal executives and politicians from all over the world with the participation or
intervention of Presidents, Prime Ministers, Ministers, Company CEOs, Presidents of
Chambers, and other leading figures.

This year the conference attracted over 220 people from over 50 different countries.
Academics, practitioners, researchers and Doctoral students throughout the world
submitted original papers for conference presentation and for publication in this
Book. All papers and abstracts were double blind reviewed. The result of these
efforts produced empirical, conceptual and methodological papers and abstracts

involving all functional areas of business.

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 6

ACKNOWLEDGEMENT

Many people and organizations are responsible for the successful outcome of the 9th
Annual Conference of the EuroMed Academy of Business.

Special thanks go to the Conference Co-Chairs Dr. Katarzyna Sledziewska and Dr.
Renata Gabryelczyk, the Conference Organising Committee, the DELab and the
University of Warsaw, in Poland, for accomplishing an excellent job.

It is acknowledged that a successful conference could not be possible without the
special co-operation and care of the Track Chairs and Reviewers for reviewing the
many papers that were submitted to this conference. Special thanks to the Session
Chairs and Paper Discussants for taking the extra time to make this conference a real
success.

The last but not the least important acknowledgment goes to all those who submitted
and presented their work at the conference. Their valuable research has highly

contributed to the continuous success of the conference.

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 7

TABLE OF PAPERS

A NEW CONCEPTUAL MODEL FOR THE HOTEL INDUSTRY: SUSTAINABILITY VS OPEN

ININOVATION ...ooriiiiirieieiertetre ettt sttt sttt st sttt st e et sae et sae e st sae e st sbe e eaesae e st saeneenennens 30
Abbate, Tindara'; Presenza, Angelo?; Viassone, MIlena® .............ccccocvvviviviiiiiiiiiiiiiiiiiiiicccicecs st 30

EFFECTS OF THE USE OF INTERNET AND ICT-S ON EXPORT PERFORMANCES OF THE EU.......44
Akhvlediani, Tinatin'; Katarzyna, STCAZIEUISKAZ +.eoveseeeeveseoeeees s e e s s e v s e s e v st sees st sees st esees st sses st esees st s sesesseseesesseseesens 44

GREEN TALK AND GREEN WALK: HOW OIL COMPANIES POSITION THEMSELVES IN SOCIAL

IMEEDIAY <.ttt ettt b e st st b bbb s a et s n e b ne 51
QN 7 B 7 7 R ROTRRTRPR 51
EMOTIONAL INTELLIGENCE IN THE BANKING SECTOR - THE CASE OF LEBANON ................. 64
Al Khoury, Grace; Thrassou, Alkis; Kaufmann, Hans RUAIGET ..o 64

THE IMPORTANCE OF WORKFORCE DURING FINANCIAL CRISIS SITUATIONS: THE CASE OF
THE SPANISH HOSPITALITY INDUSTRY ..ottt 78

Alonso-Almeida, M.M."; Bremser, K.2; Llach, .3 Barquero, [.D.4..........cccccoviiiiiinniniiiiiiiiicccsssiicss i 78

TRANSFORMATIONAL LEADERSHIP AND CREATIVITY SUSTAINABILITY IN THE

ORGANIZATION ..ottt sttt sttt st st st st sae e s ae e s ne e sne s 86
Alrawi, Khalid'; Awad, Ashraf Mohamed Ibrahim?; Alrawi, Ahmed?; Alrawi, Waleed* ..............ccccccccovvvviiinncnnnnin, 86
THE HEALTH SYSTEM MANAGEMENT IN COUNTRIES WITH FINANCIAL NEEDS (CEN) ......... 98
Angheluta, Andrei'; Mihoreanu, Larisa?; Costea, Carmen?; Stefanescu, Alexandrii?.............coccovcvvvvniniviinicnnnininn, 98

CO-CREATION IN SMALL-MEDIUM  ENTERPRISES AND OPEN INNOVATION
INTERMEDIARIES: THE CASE OF “MERCATODELLINNOVAZIONE.IT” .....ccooviiiiiiniieenceeenene 110

Aquilani, Barbara'; Abbate, Tindara?;, Codini, ANNA..........cccccccovviiiiiiiiiiiciiiiiiiiiiiiis st 110

IMPACT OF ENTREPRENEUR & ENTREPRENEURIAL PROCESS IN CREATIVE WORK

INVOLVEMENT WITHIN ORGANIZATION .....occitimieirinreterintereinreeetsreeeetssesenessenesteseneseesessenessenens 125
ASAT, RAMIL.....ooovveeeveeeeeeeee ettt ettt ettt e e et ettt e e et e et e et e et e et e e tt e et e e tt e e st e eatseatseaateeateeeateenseennes 125
SOCIAL ENTREPRENEURSHIP IN THE CZECH REPUBLIC ........coceeiiiieininieeneeeeeneeeesreeeenenee 136
Asmalovskij, Alexandr; SAdilek, TOMAS .........ccccccoiviiiiiiiiiiiiiiiice s 136

MANAGERIAL INSIGHTS FROM SERVITIZATION LITERATURE: PRELIMINARY DESCRIPTIVE
RESULTS FROM A CONTENT ANALYSIS......ccooniiiiiiiiiiiceee s 150

Augurio, Alessandro’; Castaldi, Laura’; Massaro, Maria Rita?; Iscaro, Valentina; Sepe, Enrica’; Turi, Claudio®.......... 150

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 8

CONSIDERATIONS REGARDING THE SUSTAINABLE DEVELOPMENT OF INTELLIGENT
SYSTEMS THAT ARE INFLUENCING THE ACTUAL ECONOMIC ENVIRONMENT ..........ccceceue.e. 163

Balint, Antoniu Ovidiu'; Burghelea, Cristina?; Gheorghitl, ANCA>............cc.oveuevvieueiicieicieieeee s 163

HOW CAN CUSTOMER EDUCATION IN THE COFFEE SECTOR INCREASE CUSTOMER
SATISFACTIONT ...ttt sttt ettt et e be s bt ettt et e b e she e bt eat et et et esbesbessesut et eneensenaens 169

Ben Youssef, Kamel'; Viassone, Milena?; Kitchen, PRIlIDPES............coovvvvviiiiiiiiiiiiiiiiiicisiiiccicesses s 169

PERCEIVED EMPLOYMENT EXPERIENCE AS AN ANTECEDENT OF AFFECTIVE COMMITMENT
IN EMPLOYER BRANDIING ........cotrtetetetetentene ettt sttt ettt essesae st sttt eaesaessesmesat et eseensenaens 184

Bendaraviciené, Rital; KrikS$tolaitis, RICATAAS? .......c..coveevveeieeeireeeee et eeeeeeteeeee et e et eeveeeere e eaaeeeteeetaeeeseesseeeteesvesesseesaseans 184

HOW IS AN AIRPORT BUSINESS MODEL INNOVATED? EVIDENCE FROM AN ITALIAN CASE

Berti, Chiara;, Caspring, EICTI ............cccviiiiviiiiiiiiiiiiicci s 201

THE ROLE OF ACADEMIC ENTREPRENEURSHIP IN THE COMMERCIALIZATION OF R&D

OUTCOMES IIN POLAND ...ttt sttt ettt st ettt b et se s st st se s s s st st seaenessennens 216
Biatek-Jaworska, Anna; Ziembiriski, Michat; Zigha, DAMIAT...........c.ccvioiviiiieriiieieieieest ettt 216
REGULATION ANALYSIS OF HIGHER EDUCATION COSTS IN POLAND. .....cccocvviriiieiiieicienene 232
Bialek=JAT00TSKA, ATNUA ...ttt ettt at ekt a ettt a ekt bbbttt ae et e 232
SMES AND GLOBALIZATION ..ottt sttt sve sttt et aesaesae s st eaesnesae s sae s 249
BiJAOUT, IIAN ... 249
IS ENTERPRISE SUCCESS A WOMEN'S TOPIC? .....cocoiiiiirieeeireeeeereeeeereeeeeeneeeeesenees s 267
Binder, B.1; Alonso-Almeida, M.IM.2; BIemSEr, K. L.......ccviiiueeiieeeeiieeiiieeeieeiteeeee e eeteeeeve e etveeeaeeetaseiveeesseesaeasesesssensseans 267

THE RESULT OF ADMINISTRATION AND THE FISCAL YEAR RESULT: EVIDENCE FROM THE

ACCOUNTING EXPERIMENTATION IN ITALIAN LOCAL AUTHORITIES .......ccccecrviveiiieiinenennen. 279
Biondi, LUCIA; IMAST, ATTEG ..ccuveeeveeeeeeeeeeeeee et ee ettt et e ettt e e ettt e e et e e ate et e e e e eat e et e etteeseeeateeeteearesesseesseans 279
CROSS CULTURAL PERSPECTIVES: A LEADERSHIP PERSPECTIVE ON HUMAN NICHES......... 292
Blom, Tonja; VilJOH, RICa.........ccccuoiiiiiruiiiiiiiiiiiciciciieis et 292
COMPETENCE IN MANAGING PROJECTS: ACKNOWLEDGING THE HUMAN ELEMENT ........ 304
Blom, Tonja; Viljoen, RIC@.........cccccoiviiuiuimiiiiiiiiiiiiiiiisisieeies st 304

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 9

THE ROLE OF SOCIAL ENTERPRISE IN SOCIAL AND ECONOMIC VALUE CREATION : A

CONCEPTUAL CASE STUDY OF SULABH INTERNATIONAL SOCIAL SERVICE
ORGANISATION (SISSO) , INDIA ...ttt sttt ettt et sae et sttt et sae s s st sae et eeenesaens 317
Bobade, Anita P; KRamkar SAmadRan K...........cooooueooeeoeieiieeeeeee ettt ettt etas et eateeetaeareeeaeeeaseans 317

SUSTAINABILITY AND SOCIAL RESPONSIBILITY IN THE FOOD INDUSTRY. FOCUS ON
INGREDIENTS MARKET. ..ottt st es sttt sse et se et se st st sse s st s s st s aenesnennens 328

Bollani, Luigi%; Pellicelli, Anna Claudia® Polillo, Roberta?; Teppati Gac, Valenting? ...........ccccccvvvvvivivvnviniininieiennnnn, 328

PERFORMANCE OF VIX INDEX AS A TOOL FOR VOLATILITY FORECASTING IN BULL AND
BEAR MARKETS ..ottt sttt sttt st st sttt bt sa et et s b e b s 339

Bongiovanni, Alessio; De Vincentiis, Paola; Isaia, EICONOTA.............ccccovviviiiiiviiiiiiiiiiiiiiccccic s 339

THE ROLE OF CITIES IN DECENTRALIZATION OF NATIONAL POLICIES ON SCIENCE,

TECHNOLOGY AND INNOVATION ...cc.coiiriiiiirientneneteieneteestesesiesteseesesteseeesseseesessesessessesessesseneesessenes 353
Braga Rosa, Newton; Swirski de S0UZA, YEAA? .............covuevivuiieiieiiicieietice et 353
BUSINESS PROCESS MANAGEMENT: AN INVESTIGATION IN ITALIAN SMES........ccccoccevennencne. 366
Broccardo, Laura; Culasso, Francesca; TPUATE, ELISA......c..ccvveecieceeiceeciieecieeireeeee et eete e eee et eeae e eeveeetseareeesseeesseans 366

WHY THE COMPANY’S DEBTS DEGREE VARY, WHEN CONSIDERING THE COMPANY AS A
SYSTEMYTY ..ttt sttt et e b e s h et st b e b s a e st ettt a e ae st nesae et et eabeaen 377

Broccardo, Laura®; Halili, Estela?; Manzi, Luca Marial, Mazzoleni, AIDETto? .........c.oouvevveecueeeieeeieeiieeieeeieeieeeveeinens 377

EMPOWERING CUSTOMER EDUCATION: A RESEARCH AGENDA FOR MARKETING STUDIES

Brunetti, Federico; Bonfanti, Angelo; Vigolo, VANIf .............cccooovuiuiuiiiiiiiiniiiiiiiiiccccccisicci s 393

CORPORATE SOCIAL RESPONSIBILITY IN THE NORTH AND SOUTH OF EUROPE: A
COMPARISON BETWEEN FINLAND AND ITALY ...ocoiiiiiieeneeeeeeeeeereeeereeeres e 406

Caporaso, Stefania; Esposito, Paolo?; Ricci, PAOIOT .............cccccuiiiiiniiiiiciiiiciiicccitc s 406

WATER MANAGEMENT: LEGAL MODELS FOR DEVELOPING PUBLIC - PRIVATE INNOVATION
AND RESEARCH ..ottt ettt sttt sttt et sttt b e s b sb et sttt e besaesnesae s 418

Caprara, ANAYea; MOTO, SEEI0 .......covvviiiiiiiueteieiiicietetttct ettt 418

INFORMATION SHARING AND COMMUNICATION STRATEGIES: A STAKEHOLDER
ENGAGEMENT VIEW ...ttt ettt sv e sa st sttt sa e s b st sttt sesesaesae s 426

Caputo, Francesco'; Evangelista, Federica?; RUSS0, GIUSEPPE............ccovvuereueiiiiiiiiiiiiiiiiiiieisieie ettt 426

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 10

BEYOND THE DIGITAL ECOSYSTEMS VIEW: INSIGHTS FROM SMART COMMUNITIES............ 443
Caputo, Francescol; Formisano, Vincenzo? Buhnova, Barboral; Walletzky, Leonard® ...............ccccovvvivviinininnnnnnnnnn, 443

A FOCUS ON COMPANY-STAKEHOLDER RELATIONSHIPS IN THE LIGHT OF THE
STAKEHOLDER ENGAGEMENT FRAMEWORK .......ccceoiiiiinitetneieteeteeeeteteesreeeie e nes 455

CAPULO, FYATICESCO ..ttt b sttt 455

STRUCTURAL EQUATION MODEL FOR THE STUDY OF ENTREPRENEURIAL EDUCATION IN
AN OPEN PLATEFORM.......tititiitintiientetetestestesteee sttt sttt ettt et sb e s bt et et ettt esaesaesae et et enesaennes 471

Castaldi, Laura®; Iscaro, Valentina'; Sepe, Enrica?; Turi, Claudio’; Augurio, Alessandrol ..............ccooevvvvvivininieninnns 471

INFORMATION AND INFLUENCE IN SOCIAL NETWORK OF THE OPEN SOURCE COMMUNITY

(@771 /P ) e TR 485

INNOVATIVE ENTREPRENEURSHIP IN AN ECONOMY UNDER CRISIS: AN EMPIRICAL
RESEARCH CONDUCTED IN GREECE .......coccoiiiiiiiieeeeeeeeee et 496

Chatzoglou, Prodromos'; Chatzoudes, Dimitrios?; Georgilas, ANIONIOS..........ccccvvviiviiiiiniiiiiiniiiccccies 496

THE IMPACT OF A FINANCIAL CRISIS ON HUMAN RESOURCE MANAGEMENT AND
PERFORMANCE RELATIONSHIP........ccoiiiiirieietetetentesestet ettt sttt sae s st svesae s sae s 510

Chytiri, Alexandra-Paraskevi'; Panayotopoulou, Leda’; Guest, David E2 ...........ccccococvivinivvniiiiiniiiicccninieeeccs 510

THE CORRELATION BETWEEN VOLATILITY AND VOLUNTARY DISCLOSURE OF FIRMS IN A
MULTISTAKEHOLDER APPROACH. ......cccitiiiiitiienieetetetetetetee sttt etetesre sttt sae s 524

Coluccia, Daniela’; D’Amico, Eugenio? Solimene, Silvial; Fontana, Stefanol..........cccocovvvrvrvniniccciinininncccnnnn, 524

ATTACHMENT IN RETAILING SECTOR: RETAILER OWN-BRANDS OR MANUFACTURER
BRANDSY ...ttt ettt n et 540

Correia Loureir0, SANATA MATIA ..........c...coeoveeeieieeeeeeieeee ettt et e et ett ettt ett et e ettt e et e e ett e e e eeaeeeaaeeease e 540

SOME ANTECEDENTS AND OUTCOMES OF PASSIONATE DESIRE FOR FASHION CLOTHES
AND ACCESSORIES. .......coriieirteieerteeeentetet ettt sttt ae et st e et sre et sae e sne e sesae e aeenenes 558

Correia Loureiro, Sandra Maria; COSEA, INES .........covueievvveeeeeieeeeieeeeeeee et ettt eee ettt etaa s eeat s et e e et s eeaaseeeaaes 558

THE MEDICAL MENTORING AS A POTENTIAL MODEL OF EDUCATIONAL INTEGRATION IN
THE EUROPEAN MANAGEMENT INNOVATION ......cccoitriiiineeeeneeeeneeeenreeee et nenes 573

Costea, Carmen?; Mihoreanu, Larisa?; Stefanescu, AIeXAndry? ..............ocvvvvviiiiiniiiiiiiiiieeieeiiiiiccieee s 573

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 11

EDUCATION - EMERGING COUNTRIES” DRIFT IN PROMOTING MARKET SUSTAINABILITY
AND PEOPLE SATISFACTION ....coriiriiiriiirineeeenentee et st sttt s see e e et sse e sesae et sse et snenessesnens 580

Costea, Carmenl; MIROTEATIU, LATISAZ ........ccvevvueeeeeeeeeeeeeeeeeeee et ettt ete et eae et e et eat e e ete e et e e et e eateeett s e e eeaeeeaseesaseenas 580
PROFILING CHINESE CONSUMERS - IMPLICATIONS FOR MNCS SUSTAINABLE PRACTICES594
D’Souza, Clare; Gilmore, Andrew; ANMEA, TATIUIT .......ccvevveeeeieeeeeeeeeee ettt eee et ete et e et e eteeeteearseeaeeeeaaeens 594

CORPORATE ENTREPRENEURSHIP IN PHARMA R&D ORGANIZATIONAL
TRANSFORMATIONS. ...ttt ettt st ettt et st bt ettt et e b s bt et et et et et esaesbesae st e e eanenennes 610

D1 ok Y L TP 610

DO CHILDREN OVERESTIMATE THEIR INFLUENCE ON PARENTS PURCHASE DECISION?
SYSTEMATIC ANALYSIS ...ttt 623

Dikéius, Vytautas; Pikturniené, Indré; Seimiené, Eleonora; Pakalniskiene, Vilmanté; Kavaliauske, Monika; Katkuviené,

KPISENA; REATAONL, JATNES ..ttt ettt ettt ettt b et e s e st e st et e st et e s e st esteseeseetente st ensentaseassenenns 623
THE INDIVIDUAL: THE CORE OF THE ORGANIZATION IN A WORLD OF CONFORMISM....... 636
DODTE, MITCLA-DIANICLA ...ttt ettt et et e ettt e et et e et e et e et e et s et e eateeetteaseeeaseeaseans 636
IMPACT OF CORPORATE R&D ON EFFICIENCY IN OECD INDUSTRIES.......ccccoccovvenenenencenennnes 645
Dos-Santos, Maria José Palma Lampreial; Diz, HENTIGUe? ............c.covvviiueiniiiciniiiciiiisisieicissie et 645

EUROPEAN PUBLIC SECTOR ACCOUNTING STANDARDS (EPSAS) AND FISCAL

TRANSPARENCY: HARMONIZATION OBSTACLES IN THE ITALIAN CASE.........coooerrvvereerrerrnennn 659
ESPOSIt0, PAOLO w....vvvvseveeeseoveeeseoseesssosess s 659
INTEGRATED CULTURE SYSTEMS: AN EXPLORATORY RESEARCH ......coovvvveeeeeeeveeieeeeeeoeseneennes 668
Esposito, Paolo; Manfredi, Francesco; Ricciardelli, Alessandra; R0st, ANGELO ..........ccoo.vveeevssveessssveesssssoeessssseees 668

PUBLIC-PRIVATE ALLIANCES IN OPEN INNOVATION PROJECTS: THE GOVERNANCE OF
ALLIANCES IN SMART CITIES ..ottt sttt e st sae et es 681

Ferraris, Alberto'; Giacosa, Elisa?; Bresciani, SEEfAno?............ccccvvivniniiiiiiiiinininiiiniiiitcciccicsce s 681

A MODEL FOR VERIFYING THE CORRELATION BETWEEN THE COMPANY’S SIZE AND ITS
PERFORMANC E ...ttt ettt ettt ettt a et n e n e sne e sesne e 692

Ferraris, Alberto; Giacosa, Elisal; Halili, Estela?; Mazzoleni, AIDETT?..........coueeveeeeeeieeeeeeereeeieeieeeieeeeeeeisseeseeiseeeeen 692

FOSTERING ENDURING CORPORATIONS AND ENABLING SUSTAINABLE GROWTH
THROUGH RESPONSIBLE ENTREPRENEURSHIP..........ccoiiiiiiiiiiiiiiiiiicccces 707

FLECK, DETIISC ..ottt ettt et e e e ettt et e e et e et et e et e et e e tt e e ate e eat e e aae e eateeteeeaseeteeeateeeateenreeeaaeen 707

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 12

A CONCEPTUAL FRAMEWORK AND A PROJECT PROPOSITION OF ETHICAL BEHAVIOUR AT

THE WORKPLACE: SCHOOLS IN THE STATE OF KUWAIT ..ot 721
Fraij, WAleed ZaKi .............coouvmimiiiiiiiiiiiiiiiiiie sttt 721
LINKING ENTREPRENEURIAL ORIENTATION TO REPUTATIONAL RESOURCES...........ccccc...... 736
Franca, Alexandral; Rua, OFLANAO LiTNAZ .........ocoviveienieieeieeeieee ettt sttt ettt ettt sttt es et aststestessensentessenessensens 736

FORMATION OF CORPORATE INTRAPRENEURSHIP SYSTEM AFTER COUNTRY’S TRANSITION
TO MARKET ECONOMY: RUSSIAN CASE ......oooiiiiiiiiiiiecneecteee e 747

Frolova, Yelena'; Viasova, Mariia?; FY0lov ARAYEYT .........cocueviuimeiieiiieeie et 747

PROFITABILITY OF ITALIAN COOPERATIVES: THE IMPACT OF GEOGRAPHICAL AREA AND
BUSINESS SECTORS ...ttt ettt s st st e es 759

Fusco, Floriana; Migliaccio, GUIAD ............cciuiiiiiiiiiiiiiiiiiiicicicie st 759

HOW THE EUROPEAN FUNDING HELPS PUSHING FORWARD THE RESEARCH AND
ENVIRONMENT SECTORS. .......ooiiieiiiiercetteeestee sttt 773

Gabroveanut, (VIAAOT) JANMIIA ..........couevieieieiiesiesiee ettt ekttt sttt at ekt be sttt et eaeeteabenaes 773
THE VERSATILITY OF THE SUSTAINABLE DEVELOPMENT: A CONTINUING CHALLENGE ...784
Gabroveanu, (Vlidoi) Janina’; Bica, GHEOTRE?............cccccviiiiiiiiiiiiiiiiiccccssisisci st 784

BUSINESS PROCESS MANAGEMENT IN THE PUBLIC SECTOR: EXPLORED AND FUTURE
RESEARCH FIELDS ..ottt ettt sa st sttt a e s b bttt aesaesneene s 788

Gabryelczyk, Renata’; Jurczuk, ArKAATUSZ?...........ccouviiiiiiiiiiiiiiiiiii s 788

EXPORT PERFORMANCE AND ORGANISATIONAL MODELS: AN EMPIRICAL ANALYSIS
BASED ON THE RBV APPROACH .....ccooiiiieieteteteteeetete ettt sttt s s sttt sve s n 802

Galati, Antonino'; Crescimanno, Maria'; Tinervia, Salvatore; Iliopoulos, Constantine?; Theodorakopoulou, Irini?....... 802

ASSESSING THE DYNAMIC OF AGRI-FOOD EXPORT TRENDS BEFORE AND AFTER THE EU

EASTERN ENLARGEMENT ...ttt sttt ettt et sresae sttt st aesae bt st ee s nens 814
Galati, Antoninoy; Giacomarra, Marcella?, Crescimaniie, MATIAL ..........coovveeviiieeiieeeeeiieeeeieeeeeee e eeiave e 814
THE LEADERSHIP IN THE MULTICULTURAL CONTEXT ......cooiniiirieieieieieeneneeeeeeeeeeresvenneneen 826
L@ Y 1 Ty 1 USSP 826

THE ROLE OF SOCIAL MEDIA IN CULTURAL DIGITAL MARKETING: THE CASE OF TURIN’S
IMIUSEUMS ...ttt sttt ettt et sttt a e bt sh et b e b e bt e bt sae et et e b e b e b e s bt sae st entennesaennes 832

Giachino, Chiaral; Stupino, MArgReritaZ ............cccovviiiiiviiiiiiiiiiiitsieece s 832

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 13

INNOVATION THROUGH ACQUISITION IN FOOD INDUSTRY: A CASE STUDY......cccceeevveerenee. 849
Gi1ac08a, ELISW SANTOT0, GADTICLE ..ottt ettt e et e s et e s et e s ettt sesaaeeseeaees 849

DRIVERS OF CUSTOMER LOYALTY IN FAST FASHION RETAILING: DO THEY VARY ACROSS
CUSTOMERS? ...ttt ettt ettt ettt ettt ettt a et st b et b bt s bt ae et re e sesnenes 865

Giovanis, Apostolos’; Athanasopoulou, PiNelOPiZ ..ottt s 865

MANAGING THE ETHICAL DIMENSIONS OF BRAIN-COMPUTER INTERFACES IN EHEALTH:
AN SDLC-BASED APPROACH ..ottt ettt sttt et sre st sttt et et s sne st et ae s saenes 876

T Y 173 e o TSR 876

INFORMATION SECURITY CONCERNS AS A CATALYST FOR THE DEVELOPMENT OF
IMPLANTABLE COGNITIVE NEUROPROSTHESES .........cccooiiiiiiiiiiicneeeeeceeeeee e 891

GLAAAERT, MATEREW E. ooooveveeeveeveeeeeteeeete ettt ettt et ettt et e et et e et et e e vt e st e te et e e vt e b e e st eateeateaseasteateersebeenteteensenseaasn 891

NEUROMARKETING APPLICATIONS OF NEUROPROSTHETIC DEVICES: AN ASSESSMENT OF
NEURAL IMPLANTS" CAPACITIES FOR GATHERING DATA AND INFLUENCING BEHAVIOR

............................................................................................................................................................................. 905
GIAAAET, MALEHEUW E. ..ottt ettt ettt ettt e bttt e et e et e et e e ate ettt e e bt e ett e e teeeatsetteeareeetseenrseaareennes 905
IS MENTORING HELPING WOMEN GETTING PROMOTED IN GERMAN COMPANIES? ............ 919
Goehlich, Véronique; Gilbertson, Briony; Bremse, KerStl ... 919

THE RATE OF SAVINGS AND DEBT THE HOUSEHOLD LEVEL AS A FACTOR IN THE
CLASSIFICATION OF EU COUNTRIES......ccoooiriiiitiieietieeetetetctetesree ettt et sae e 932

Grzywirnska-Rapca, Matgorzata;, Grzybowska-Brzezitiska, Mariola...............cccovvvvvvicirmnnieininieiiiiiiiiccessseenccns 932

THE SOLIDARITY MODEL OF THIRD COUNTRY NATIONALS FOREIGN PRODUCT PURCHASE

Halimi, Tarigq; D’SoUza, CLATE ...........cccouviiiiiiiiiiiiiiiiiciitit et 941

THE INFLUENCE OF CAUSE RELATED MARKETING (CRM) ON THE BRAND IMAGE AMONG
CONSUMERS IN JORDAN ....c.coctttietrtintetettetettrtetettstee ettt ss et sse et se et s et se st se s st s nenesnenens 953

Hashen, TATEG N.........c.cviiviiiiiiiiiiiiiicieceics st 953

PHASE-SPECIFIC ANTECEDENTS OF INNOVATIVE WORK BEHAVIOR: THE ROLE OF
KNOWLEDGE JOB CHARACTERISTICS AND ORGANIZATIONAL CLIMATE......ccccccevveveinnennnne. 965

Hernaus, Tomislav!; Miocic, MarinZ; ALEKSIC, AT ........c.vecvueeeeeeeeeeeeeeeeee et e eeee ettt et ete et eaeeeaaeeaseeaeeeaeeeaee s 965

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 14

PREDICTION OD SEASONALLY CLEANED DATA CONCERNING FOREIGN TRADE EXCHANGE

Hindls, Richard’; Hronovd, Stanislava?; MArek LUBDOST ............cveocveeeeeceeeeeeeeeeeeeeee et eeee et e et eaeeeaee s eevae s s 979

HOW DO EMPLOYEES ATTITUDES AND BEHAVIORS AFFECT ORGANIZATIONAL
PERFORMANCE: EXAMINING THE CRUCIAL ROLE OF HRM IN THE EURO-MEDITERRANEAN

REGION ...ttt ettt ettt ettt b et ettt b et b et be st b e s e st besae e besneseeuesneneene 990
HOPPAS, COSEAS ..ottt 990
WINE WEB VALUE: WEB MARKETING STRATEGIES FOR FAMILY BUSINESSES. .........c.ccccceueue. 1008
Iaia, Lea; Monica, Fait; Scorrano, Paola; Amedeo, Maizza; Cavallo, FEAeriCa..........covevvvveevveeveeiieeeiieeeeeiieeeieeeireeeveenne. 1008

DISCLOSURE OF ELECTRIC MOBILITY IN ANNUAL REPORTS OF AUTOMOTIVE COMPANIES:

RISKS, STRATEGIES, AND ENVIRONMENT ......oociviiiireiniinieteiinteteitrteteiesreteressestesesseseesessesenessensenes 1022
Ianniello, Giuseppe; Piccarozzi, Michela; R0SSi , FADTIZIO .........ccccovviiiiiviiiiiiiiiiiiiiiiiiicicccct e 1022
E-MARKETING BY ENERGY COMPANIES .........ccoooiiiiiiiirineeeereeteereeeeeeeteie et see e 1036
ITovino, Felicetta; MIgliaccio GUIAD ...........ccciviviiiiiiiiiiiiiiciciciic e 1036
CHALLENGES FACED BY NOT-FOR-PROFIT ORGANIZATIONS IN INDIA.......cccccoioiiiiiienne 1049
Iyer, Radha; Bansal, AGSHISH.............ccccouiuiuiiiiiiiiiiiiiiiiititie st 1049
DIGITALIZATION FOSTERING BUSINESS COOPERATION — REALITY OR FICTION? ................ 1068
Jankowska, Barbara; PoIOWCZYK, JAN ..ot 1068

THE EFFECTS OF FOREIGN DIRECT INVESTMENT ON THE ECONOMIC GROWTH IN RUSSIA

Kapustina, Larisa’; Falchenko, OKSANA? ...........ccccccciiiiiiiiiiiiiiiiciccct st 1081

CAN PRODUCTION TECHNOLOGIES HELP COMPANIES SURVIVE A RECESSION? A WOOD

PROCESSING COMPANY SAYS YES! ..o 1092
Karagouni, GIYKEYIQ ...........cvvueveueiiiiiiiiiiiiiiciceee ettt 1092
RURAL ENTREPRENEURS IN MOUNTAIN AREAS: THE CASE OF PYLIIN GREECE.................. 1105
Karagouni, Glykeria'; Trigkas, Marios? ; Naoum, Nikolaos?; Papadopoulos, Ioannis'; Mpasdekis, Dimitriss................ 1105
ENTREPRENEURIAL FEATURES OF THE CREATORS OF INNOVATIVE ENTERPRISES............. 1118
Kchaich Ep CREdll, MIATIEML.........ccooviviiieiiiiiicicicicits st 1118

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 15

CONCEPTUAL REVIEW OF DAIRY CO-OPERATIVES IN INDIA, AS AN IDEAL
ECONOMICMODEL:THE CASE OF DAIRY CO-OPERATIVE FROM WESTERN MAHARASHTRA

Khamkar, Samadhan K; BODAAE ,ANTEA P .........cc.ooeueeeeeeeeeeeeeeeee ettt et ete ettt e et eas et eaeeeatesaseeaseaaeeeasan 1129

THE IMPACT OF THE COMPANY'S POLICIES AND THE LEADERS ON EMPLOYEE BEHAVIOR -

A CA MODEL.....ooiiiiiicieeeettete ettt ettt ettt a e et ae et b et nenes 1142
Kowalska-Styczen, Agnieszka; Owezarek, TOMASZ ..........cccvvviviviviiiiiiiiiiiiiiiciiiiitcic s 1142
BARLEY: A SUSTAINABLE CROP FOR THE MEDITERRANEAN REGIONS......cccccevenimirnineerenns 1153
Lamonaca, Emilia; Tricase, Caterina; Ingrao, Carlo; Conto, FYANCeSCO ..........ccccccvvvivveivivininiiiiiciiiiiicicccciiis 1153

A METHODOLOGY FOR MEASURING THE EFFICIENCY OF THE DIFFUSION OF INNOVATION

IN THE SUPPLY CHAIN ..ottt estetstesteetsteseesestestesessesee st ssestesessestestssestesessessesessensenessensenens 1167
Laskowska-RuUtkOwSKa, ALCKSANAT A .........c..ocvveiceeeereeeeeeieeeteeete ettt ettt ete ettt e e et e ettt e e ae e e teeetaeeaseeetaeetseeaseeseensseen 1167
A PREDICTIVE MODEL OF CONSUMER-LUXURY BRAND RELATIONSHIPS.........cccccoceevvvnuennne. 1180
Lee, Jung Wan®; Becker, Kip? Nobre, HEIeNA .............c.cccvuviiiiiiiiiiiiiiiiiiiicccccc st 1180

ASSESSMENT OF TAX BURDEN ON THE OWNERSHIP AND USE OF ROAD FREIGHT
TRANSPORT IN RUSSIA ......oootitaiinieietetetenttee ettt sttt sttt b e sae s b s eenesnens 1193

Leontyeva, Yulial; Mayburov, IGOT? ...ttt 1193

RELATIONSHIP QUALITY, COOPERATION AND PERFORMANCE: THE SPECIFIC CASE OF

PORTUGUESE COMPANIES OPERATING IN ANGOLA ......cocioiiininteieeeseeeeeeeeeeteve e 1201
MaAia ALVES, GISCLA IMIATIA.......eccvveeeveeereeeieeetee e et et ee et ettt ettt e et e e e ettt e et e etateeateeeteeeaseeeatsesseetteeseeeasseessesnresesssenseans 1201
A NEW PUBLIC MANAGEMENT APPROACH TO PPP NORMS ......cccocimiriniiiiiiieneneneeeeeeienens 1224
Maniatis, Antonios'; Gkogkaki, MArGarita® ............cccovviviiiiiiiiiiiiiiiiiiiiiisiee e 1224
RIGHTS AND REASONS TO LEISURE AND TOURISM ......cccooeriminininiiieienieneneseeeeeeeeeesvesseenene 1232
Maniatis, Antonios; Vasilopoulou, PANAGIOLA? .............cccueiiiiiiiiiiiiiiiiicicie ettt 1232
DISTANCE LEARNING WITH EMPHASIS ON TOURISM .....c.ccccvviniiiriieinenieeeereeeeneeeesreeeennenes 1243
Maniatis, Antonios; Vasilopoulou, PANAGIOLA? ..............covuiuiiiiiiiiiiiiciiiiiiicie ettt 1243
ANALYSIS OF SPORTS FAN RELATIONSHIPS WITH SOCCER TEAMS.......cccoonienineeneneeeennene 1255
Marques, Tiagol; NoDYE, HEIETA? ............ccoovvviiiiiiiiiiiiiiiicieiicts s 1255
PROSPECTS OF REGULATING CAR USE IN RUSSIA BY MEANS OF TAXATION ....cccccoeeevennenene 1265
Mayburov, IgorY; Leontyeva, YULIAZ ...........ccovivvviiiiiiiiiiiciiiiiisc et 1265

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 16

STRATEGIC RENEWAL, ACQUISITIONS AND AMBIDEXTERITY .....ccccoviiniiiiiiiiniciiiccnes 1271
MEGLIO, OIIIMPIA ..ottt 1271

ADVANCES ON HOW CROSS-CULTURAL VALUES SPRING THROUGH TRADITIONAL FOOD

ETHICS DEVELOPMENT .....cooiriiiiireteentetetntetetet ettt sttt see e sre st sne et sae st sne s sresaesesnenaenens 1282
Mihoreanu, Larisa ; Vasile, Adrian; Saracin, Valentin COSIMIN .........cocvuveiiiiiiniiiiiiiiiiitessieiisitiscicsesess s 1282
STRATEGIES OF CREATIVE POTENTIAL DEVELOPMENT IN THE CITIES .......cccceceeecenenueennenne. 1293
Miskovicova, Andreal; Vanovd, Annal; Vitalisova, Katarinal; Borsekovd, Kamila?...........cccovvvvvvvevviuieiiiieiiiiieesiinneennns 1293

THE BUSINESS MODEL CONCEPT AND DISCLOSURE: A PRELIMINARY ANALYSIS OF
INTEGRATED REPORTS ...ttt ettt st sb ettt b et sb et et sb et snenaenen 1313

Moggi, Sara; Cantele, Silvia; Vernizzi, Silvia; Beretta Zanoni, ANAYEA ...........cccccvvuvuruvvvvciiiiiiiiiiiccissiiiisiin 1313

TOWARD LUXURY BRANDS AND THEIR ONLINE COMMUNICATION: A STUDY OVER
PLAYERS EFFORTS AND THEIR SOCIAL ENGAGEMENT ........ccooioiiiiiieiceeceeeeeeee 1325

Mosca, Fabrizio; Casalegno, CECIlI ..........cciiiiiiiiiiiiiiiiiiisiiiiictiice st 1325

THE IMPACT OF CEO CHARACTERISTICS IN INFLUENCING THE ORGANIZATIONAL
CULTURE AND ITS ABILITY TO ESTABLISH AND DEVELOP NETWORKS .........cccoccoeininninnne 1337

Mouta, Cristina'; Abrantes, José Luisl>; Meneses, RAGUEL ................cccccviiiiniiiniiiiiiiiiiiiiiiiiicceesssi 1337

EFFECTIVENESS OF WEBSITE LOCALIZATION: PRACTICES FROM DIFFERENT CULTURES IN

READY-TO-WEAR SECTOR.....cocotiiriiiiiiiiientientetet ettt ettt s sse s sttt aesaesae st s e e esaesnens 1351
Mutlu Turan, Pinar’; Bayraktarolu, A. GUI ...ttt 1351
YOUTH IN INDIA: DEMOGRAPHIC DIVIDEND OR DEMOGRAPHIC DISASTER..........cccccvueeenee. 1366
Naik, KAsturil; BODAAE, ATTEAZ ........cc.vecvveeeeeeieeeeeeeee e ettt ettt eee ettt ettt e ete ettt e e ae e eateeteeetteeateeatseetteetseeerseeteeenseennes 1366

COMPANIES WITHOUT EQUITY: CONSIDERATIONS FROM ITALIAN RECENT EXPERIENCES

Napoli, Giuseppe; Migliaccio, GUILD............cvviveviieieiiiiiiiiiiicicieiets st 1378

RISK MANAGEMENT AND CORPORATE GOVERNANCE MODEL OF THE ITALIAN CREDIT

COOPERATIVE BANKS. ...ttt sttt ettt sttt ettt s sa ettt et et s b bttt nenene 1392
Ossola, Giovanni; Giovando, Guido; Crovini, CHIAIA.............cccccocviviiiviiiiiiiiiciicccct st 1392
PROFITABILITY OF THE ITALIAN CREDIT COOPERATIVE BANKS.......ccceoiiiininininieienenenene 1407
Ossola, Giovanni; Giovando, Guido; Crovini, CHIAYA.............ccccccocviviiiniiniiiiiiiiicccct s 1407

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 17

CONSTRAINTS AND FACILITATORS OF SOCIAL ENTREPRENEURSHIP DEVELOPMENT IN
MOUNTAINOUS AREAS: THE CASE OF PYLI IN GREECE .......cccocecrineineneenenieeneneeeeneeeiennenes 1421

Papadopoulos, lIoannis'; Karagouni, Glykeria'; Trigkas, Marios?, Nakos, Christos’; Bekou, Konstantings ................... 1421

LEADERSHIP AND INTERNATIONALIZATION IN FAMILY AND NON-FAMILY FIRMS" CROSS-
BORDER MERGERS AND ACQUISITIONS FROM THE ARABIAN GULF........ccccccviiiiiniiiiene 1438

Park, Kathleen'; Meglio, OIIMPIA® .........ccccvvuiuiiiiiieiiiiiiiiiiiiicieie sttt 1438

FAMILY BUSINESS INNOVATION: PERFORMANCE ANALYSIS IN THE FOOD INGREDIENTS
INDUSTRY. THE CASE KEMIN.......coctitiitiiinienenititetetestestesie sttt et stessesse sttt et saessessessesmtesaessessensenne 1450

Pellicelli, Anna Claudia?; Polillo, Roberta?; Teppati Gac, Valenting? ............ccccccvvvvviiiciniiniininiiiinisisccccnsnas 1450

HOW MARKETING COMMUNICATIONS PROFESSIONALS UNDERSTAND AND USE
TRADITIONAL AND CONTEMPORARY PERSUASION METHODS?: A QUALITATIVE STUDY IN
ARMENIA AND GREECE......c.ootitirieinentcteitnteteiesteteiestetestsse et seete sttt st st se st st ssesaesessessenessensenes 1462

Petrosyan, Armine’; Dimitriadis, NiKOIAOS............c.cccccociiiiiiiiiiiiiiiiiiiiiiiiciccs st 1462

WHEN ASEA BECOME ABB - THE DECONSTRUCTION OF THE MYTH OF THE “SUPREMACY
OF THE PLANTS” ...ttt s et nen et aenen 1474

PHIIIPSOM, SAFAN ...ttt ettt 1474

INTERNAL RATING SYSTEMS: THE PROCYCLICALITY OF BANK CREDIT AND NON-
PERFORMING LOANS ...ttt sttt ne e nenen 1488

Pia, Patrizia; Damilano, Marina; De Vincentiis, Paola; ISaia, EICONOTA .........c..cccueevvieieieeieeiieieeiieeeeeeieeeeeeeeiseeeeenns 1488

THE RELEVANCE OF MARKET ANALYSIS IN UNIVERSITY SPIN OFF CREATION: A CASE

STUDY ..ottt ettt st st e et e a e a et a et e s a et e n e neer e n et enenenees 1502
Piccarozzi, Michela; STIVESITL, COCTIIA ......covevvveeereeeeeeeee et e eeee ettt ettt e et ettt e et e eat e et e et e e aeeeatseetteeaseeesesetseereeennes 1502
WHEN SPEED COUNTS, OPEN INNOVATION MATTERS. ......cccocoiiiienieeeeeeeeeeeeeeeesnenes 1515
Pucci, Tommaso; Casprini, Elena?; Zanni, Lorenzol; Sinha, Kinsuk®............cccoccovviviniiiciciiniiniiiicsiciccccia 1515
PERFORMANCE SUCCESS FACTORS IN HYBRID ORGANIZATIONS ......ccccoeoiveieinrereerreeeennennes 1531
Raisiene, AGOtA GIEATE ............covvviiiiiiiiiiiiiiiciciccc s 1531
E-RETAIL OF LUXURY PRODUCTS IN THE FASHION INDUSTRY ......cccecvereineeeineneenreeeennennes 1539
Ribeiro, RUTL INODTE, HEICTIAZ ........cc.vveeeeeviieeieee ettt etat e ettt e et e ettt e e et e s et s e e aas e e et eeenavtesesaaseen 1539

THE IMPACT OF MATCH-FIXING ON PRODUCT QUALITY IN THE PROFESSIONAL FOOTBALL
INDUSTRY: CRITICAL REFLECTIONS FROM AN INSTITUTIONAL PERSPECTIVE...................... 1547

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 18

Ricci, Federica'; Scafarto, Vincenzo? Marsigalia, Brumno’...............cccccooviiiiiniininininiiiccccccceiicc e 1547
STOCK MARKET ANOMALIES. EMPIRICAL EVIDENCES IN FOUR EUROPEAN COUNTRIES.1560
Rossi, Matteo!; Della Peruta, Maria Rosaria?;, Mihai Yiannaki, STMONGP ...........ccoveevvvieeviiiiiiiieieiieeeiieeeeiees s e 1560

EMPLOYABILITY ATTRIBUTES REQUIRED FOR ENTRY-LEVEL MARKETING JOBS IN SELECTED
SECTORS IN SOUTH AFRICA ..ottt sttt ettt sne et st st sse s e s saenesnenaenees 1568

Roux, Thérése; De JAer, JORAM .............ccvuiiiviiiiiiiiiiiiiitiicicicc e 1568

POSITIVE PSYCHOLOGICAL CAPITAL ENHANCES THRIVING IN THE MULTICULTURAL
WORK ENVIRONMENT OF MULTINATIONAL CORPORATIONS .......cccevtmererinreenenieenenreeeennenes 1581

Rozkwitalska, Malgorzatal; Basinska, Beata AleSkandra? ..ot 1581

HOW DOES ENTREPRENEURIAL ORIENTATION INFLUENCES EXPLOITATION OF

KINOWLEDGE? ..ottt ettt ettt ettt ettt b et et b e bt s st s bt eb e b et bt esesenesneanen 1593
Rua, Orlando Lima®; Franca, AlEXATATAZ. ........coccoveeveieieeieesiesiesieieteitetestestestestestastetessessessessestestessassssensassensansesssssssenns 1593
OPEN INNOVATION IN THE SOCIAL SECTOR: A THEORETICAL APPROACH ......cccccoceeerenuenene 1606
SANEOTO, GADTILLE ...ttt 1606
THE HALAL CERTIFICATE IN THE CONTEXT OF NATIONAL BRANDING .....ccccccocevrenenerennenes 1614
Sardcin, Valentin-Cosmin ;VASIIE, AQVIATL ..........ccvecueeeeeeieeeeeeeeeeee e eeee et eeve et eeteeeve e eaeeetseeaeeisseesseeasesiresesssessseens 1614

AN INVESTIGATION ON THE DEVELOPMENT OF THE ROMANIAN AGRO-TOURISTIC SECTOR

DURING 2005-20T5....ccuieiiiiriieiteieietesteesitet ettt sttt sttt et st sae st sa et eaesaesaesbesat et e e enesnesnesaeenene 1623
R o I e Ty 1 e 7 TSP 1623
ATTAINING INNOVATION OUTCOMES THROUGH MANAGEMENT CONTROL............cccce.. 1632
SAUNTIA, MITITUA c..vveeve ettt ettt ettt e e et e et e et e et e e tt e e at e e eateeate e tteesaeeateetseatseeseeeatseaseenreseaseenreens 1632

THE GROWTH OF FOREIGN TOURISTS TO ISRAEL AND THEIR IMPACT ON ISRAEL'S GDP .1641

SOOI, ATUATOU .ottt ettt ettt e et e e et e ettt et e et e e et e e st e eat e etteatt e et e e eateeateanseeeaeeeaseens 1641
WHAT IS RESPONSIBLE - WHAT IS IRRESPONSIBLE LEADERSHIP IN LUXEMBOURG? .......... 1653
SCHINZEL, UTSULA c.vvccvve oottt ettt ettt e et e et e ettt e eat e et e et e e st e eateetteaateeateeeatseneeenreeeaseenseens 1653
USERS GENERATED IDEAS VIA SOCIAL MEDIA NETWORKS: BASED ON THE OI MODEL.....1672
Scuotto, Veronica'; Santoro, Gabriele?; Papa, Armando’; Carayannis, ELiash...........ccocovvvveiiiiiiincecisieiieccnns 1672

INFRASTRUCTURE AS A DETERMINANT OF ENTERPRISE DEVELOPMENT WITHIN THE
ACADEMIC ENVIRONMENT IN POLAND .....cootitititiieneneeentetetetesresteee st etetesaesae s sttt saesnens 1691

STEIICTITUK, FUKASZ oottt et e et e ettt et e e et e et e ett e et e e ateeatseeateenveeeateereens 1691

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 19

THE ROLE OF INDIGENOUS KNOWLEDGE IN DISASTERS AND CLIMATE CHANGE
RESILIENCE. A FIELD STUDY IN SURKHET AND DAILEKH DISTRICTS IN THE MID-WESTERN

REGION OF INEPAL.....coiiiie ettt 1704
Siggia, Dario'; Battista, Antonio?; Tinervia, SAIUALOTES.............cccoovviiiiuiiiieiiiiiiiiiiiiie s 1704
AN EMPIRICAL ANALYSIS OF FIRM PERFORMANCE UNDER ISO 9000 CERTIFICATION ....... 1723
Siougle, Efrosini'; Economidou, Claire2; Dimelis, SOPHIAT............cccoovivimrieiiiiiiiniiiiiiiiiiecsieicse s 1723
MENTOR IN EDUCATION AND BUSINESS — INTELLIGENCES ~ AND COMPETENCIES......... 1734
50101101, 10110 GADYIEIA.........covviiiiiiiiit s 1734
LEADERSHIP AND MENTORING WITHIN THE ORGANIZATION ......cccooioiviniiniiiiiccicccnas 1741
Solomon, lIonela Gabriela; Gheta MAAALING. ................cccovuiiiiiiiiiiiiiiiiiiiicc s 1741
FINANCIAL INSTRUMENTS IN THE OPERATION OF CONTEMPORARY ENTERPRISES........... 1747
SPOZ, ANTUL ..ot 1747

THE INFLUENCE OF CHOSEN CHARACTERISTICS OF SOCIAL STATUS ON CONSUMER'S

PERCEPTIONS OF DESTINATION QUALITY FACTORS ..o 1759
Stojarova, Sarka'; Sacha, Jakub? Ryglova, Katerinal, Vajcnerova, Idas ............ccccovvvvvvivvniviiiiiiiiiccissiniicniins 1759
INTERNET USAGE AND MOBILE OWNERSHIP: THE DIRECTION OF CAUSALITY .......ccccceueue. 1766
TEOFAKAPIDAL, SUTAL........covvvvvveeoeeeeeeeveoeeeeseeeeoeeseeeseeeesesssee e esssss s s s eessssssee s ssssssseesssesssssseeseeees 1766

CORPORATIONS PUBLIC ALLEGATIONS: THE BUFFERING EFFECT OF CSR STRATEGY ON
CONSUMER SKEPTICISM......cootiiiiiiniiieirteieeeteeeesteeees ettt sae e s sae e ae s e s s e e sae e enesnenees 1777

Ting, Pei-Ju Lucy?; Chen, Chia-Yi'; Tsai, Stephie HSin-JU>...........ccccoevviiiniiininiiiiiiiicciciitit e 1777

BENCHMARKING OF SOCIAL ENTREPRENEURSHIP IN URBAN AND RURAL AREAS. A
PRELIMINARY MARKET STUDY IN GREECE ........cceoiiiiicieerereeeeeeeeeeeeeereeeeere e 1788

Trigkas, Marios’; Papadopoulos, loannis?; Karagouni, Glykeria?; Mpyrou, Konstanting® ..............cccccovvvvvvvvniiiiinnnnns 1788

THE DETERMINANTS OF CONSUMER REPURCHASE INTENTION ON GREEN BEAUTY

PRODUCTS ...ttt sttt ettt et sttt sttt s r et a et sa e s et ere st sreaenesneneneen 1805
Tsai, Stephie Hsin-Jul; Ting, Pei-Ju Lucy?; Yang, AGIONGT..........ccccovummmeniiiiiniiiiiiiiiiieissieiesisississssse s 1805
BUILDING ENVIRONMENTAL AWARENESS THROUGH MASS MEDIA IN CHILDHOOD........ 1818
Tsantopoulos, G..; Dalamagkidou, A.; Bantoudi, F.%; Petkou, D.%; Aggelopoulos, S.2.........cccccovevvivviviniiiviiniiiiiinanns 1818

A STRUCTURAL EQUATION MODELING APPROACH TO FACTORS THAT INFLUENCE THE
GOAT SECTOR: THE CASE OF GREECE.........ccoooioiiiiiiiiiiiiiiciicceesesesese e 1831

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 20

Tsiouni, Maria'; Aggelopoulos, Stamatis?; Chioteris, Cpyridon3; Pavloudi, Alexandra?, Papanagiotou, Evangelos® .... 1831
ADOPTION AND USE OF SOCIAL MEDIA BY HOPSPITALS” STAFF IN GREECE ...........ccccoeuuu.... 1840
Vaitsi, Apostolia-Spefania; Kehris, Evangelos; Karavasilis, George; Vrana, Vasiliki.............ccccovvvvivivniniiiinnnnnnn, 1840

PREVIOUS CONVICTION (CRIMINAL RECORD) AND ITS EFFECT IN SOUTH AFRICAN LAW

Van der Bank, CRYISHIEHA MATIA «.......cocuvveeeeieieeiieeeieeeeeee ettt eeaet e eette e ettt eee e e state s eeate e e et sesaaaseseaaeeseaaesssaseseeans 1852
ORGANIZATIONAL DECLINE IN PUBLIC SECTOR ORGANIZATION: KEY PUBLIC POLICY ..1862
VINAYSKT = POTOEZ, HEAUM .ottt ettt ettt et s et e e ettt et e e ettt e e e eate e s eeaatesetaeeeeans 1862

IMPLEMENTING HEALTH INFORMATION TECHNOLOGY (HIT) TO IMPROVE SERVICE
DELIVERY: THE CASE OF THE NEONATAL INTENSIVE CARE UNIT (NICU).....ccccccecverveenvennenen 1875

VIIEET, G ..ottt ettt ettt ettt et e et e et e et e e tt e et e e st e e bt et e et e e eat e e bt e aabeeteeeatseateenreeeaeeeteeans 1875

EXTERNAL KNOWLEDGE SOURCING AND NEW PRODUCT DEVELOPMENT: EVIDENCE
FROM THE FOOD AND BEVERAGE INDUSTRY ....ccccetniiriirieieiinienieiintetetnieteienreeeressessesessesseessennes 1885

Vrontis, Demetris" Santoro, Gabriele? Bresciani, StEfAno?.............cccoourvuvriiiiiinininiiiiiiiicssieiitisiscce i 1885

FAMILY BUSINESS RESPONSIBILITY AND ALLOCATION OF PROFIT AND OPENNESS TO

INNOVATION ...cooierieritniteiseesessesse s s s s s ssessse s s s sseess s s 1896
Wigcek-Janka, Ewal; HAdrys-NOWaK, ALICIA% c........cvvvvvvveeeernrrissssssssseeessssseeeossssssssssss s ssssssssssssssssssssssssssssssssssssssssnsnnns 1896
THE PHENOME OF THE BIG DATA — WHERE IS THE RESPONSIBILITY OF OSP ?.........ccccovvene.. 1909
Wioch, Renata; Katarzyna, SIEAZICISK. ............ovv.cervvecevrvesisesessesssissssesssssisses s sssssssessas s sssssssssisses s sssssssssesnas 1909

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 21

TABLE OF ABSTRACTS

A MULTICULTURAL STUDY ON THE IMPACT OF CULTURE ON THE QUALITY OF THE

RELATIONSHIP BETWEEN EXPORTERS AND LOCAL DISTRIBUTORS .......ooovvvieeieiieeeeeee e 1922
Al0ES, GISCLA MATIA MAIA........ccvveeeeeeeeieeeeeeee ettt ete et e e et e et ett e tat e et e et e et e eat e et e eatsetteeasseeaeesnseeeaseeaseans 1922

THE SCIENTIFIC, ECONOMIC, SOCIAL AND ETHICAL VALUE OF GEOLOGICAL HERITAGE:
EXAMPLES FROM SOUTH ITALY INLAND AREAS ..o 1923

Amore, F. Ornella; CIarcifl, SADAITIO c........cuveeveeeeeeeeeeeeeie et eete ettt ettt ettt e ettt e et e et e et e et e et s e st e easseeveessssesasesaseens 1923

THE RELATIONSHIP BETWEEN SOCIAL MEDIA MARKETING AND CO-CREATION IN THE UK
INDUSTRY RETAIL ..ottt 1926

QR0 L 1o T I 1 BT PRRRRN 1926

IMPACT OF TOP MANAGEMENT TEAM COMPENSATION ON FIRM PERFORMANCE IN
TURKEY: AN EMERGING ECONOMY EXPERIENCE ........ccoocioiiiiiniieiieeneeeeeeceeeeee s 1928

ABAAY, AYLITLcoiiiiiiiii e 1928

INSIDER VERSUS OUTSIDER SUCCESSORS: ANTECEDENTS OF CEO SUCCESSOR ORIGINS IN

AN EMERGING MARKET .....otritiiiiieirentcteittetetestetei sttt et ssete sttt se st bt se st st se st sessenessenenes 1929
ABAAY, AYLIT oo 1929
EXPLAINING BUSINESS FAILURE: A CONTEXTUAL ANALYSIS ..o, 1930
ALSAT, NUTAY oottt 1930

SIMULATION MODELLING TO IMPLEMENT LEAN MANAGEMENT IN HEALTH CARE
SETTIINGS ...ttt sttt e sa bbbt et a e b e b e s aesae e st e st s eneaenne 1932

Bano, Maria Chiara; Verbano, Chiara; Crema, MATIA.........c.ccoueeeveevueeieeeieeeeieeereeeeeeiseeeeeeeseeeseeeseeeiseeessssisssessssisesesseen 1932

VALUE CO-CREATION THROUGH CORPORATE COMMUNICATION: INSIGHTS FROM RUSSIA
AND GERMANY ..ottt ettt sttt ettt s s sttt sttt b e et st ettt e b e sa e b e s bt sae et et emnenenesaeeneene 1936

Belyaeva, Zhanna'; Kaufmann, Hans RUAIGET? ..........cccccccoviiiiiiiiiiniiiiiiiiiiiiccicee st 1936

STUDENTS" LEARNING OUTCOMES FROM A MULTICULTURAL LEARNING ENVIRONMENT

........................................................................................................................................................................... 1940
Bengoa, D.S'.; Ganassali, S.; Rajala’, A.; Trevisan?, 1.; Van Berkel®, ].; Zulauf®, K.; Wagner, R.6..........cccocvuvvninan. 1940
FIRMS INVESTMENT STRATEGIES IN IC RESOURCES. A DYNAMIC PERSPECTIVE................... 1942
Biscotti, Anna Marial; D’ Amico, EUZENI0%............cocoiviiiiiiiiiiiiiiiiiiiiistse s 1942

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 22

INTERACTIVE SESSION: KALEIDOSCOPE THINKING: MULTIPLE PERSPECTIVES ON THE

DEVELOPMENT OF CROSS-CULTURAL COMPETENCE .....c..ccooviriiininieenenieenenieeneneeeeneeenennenes 1945
Bombelli, M. Cristina’; Jirkovska, Blanka?; Sawyer, Carol H.3; Walling, Barbara®; Odrakiewicz, Petert....................... 1945
YOUNGER BOARDS AND CORPORATE PERFORMANC E........cocoirineenenreenenieeeeneeeenneeenennens 1948
BOZCUK, ASIIAT E. ..ottt ettt ettt ettt ettt e ettt et e et e et e et et e et ettt e r e e et et e e e eare s 1948
“FIGURE OF MERIT” FOR PLACES IN DIGITAL NOMADISM AGES........ccccccccviminninennenenerennene 1951
Bruni, Roberto!; Mladenovic, Dusan?;, Matarazzo, MICHELAR ..............ccouvevvviiieiiiiieiieieiieeeeeee e e eeieee st ssiaee e 1951
INDUSTRIAL DISTRICTS AND INTERNATIONAL SUPPLY CHAINS: THE CASE OF ITALY ......1952
Caraganciu, Anatolie’; Musso, Fabio? Francioni, Barbara?...............cccccvvvviiiiciniiiniiiiiiinisisceecs s 1952

MULTIVARIATE ANALYSIS MODELING OF THE VARIABLES DETERMINING FEMALE

ENTREPRENEURSHIP .....corttitititiictreeteietetettetet ettt ettt sttt se et se st s s st s s e ne e s aenesnennen 1955
Cea, Jorge; Sierra, Alejandro; Santander, Paulina; Porcile, Marella..............ccccccccvvvvinininniiiiiniiicicicciiicccccns 1955
CHARACTERISTICS OF THE COOPERATIVE SAVING AND CREDIT SYSTEM IN CHILE........... 1959
Cea, Jorgel; Santander, Paulina’; Hepp, Pedro? ...........cccooiviiiiiiiiiniiiiiiiiiiiiiccccc s 1959

AN EXPLORATORY ANALYSIS OF COST OF QUALITY AND QUALITY MANAGEMENT
MATURITY: THE CASE OF GREEK FOOD & BEVERAGE ENTERPRISES...........cccccoooviiniiiiiinne 1963

Chatzipetrou, Evrikleia; Moschidis, OAYSSEAs ............cccuiuiuiiiiniiiniiiiiiiiiiiiieiiiiiisitsic s 1963

INVESTIGATING THE INTENTION TO USE E-GOVERNMENT SERVICES: AN EXPLANATORY

Chatzoudes, Dimitrios; Chatzoglou, PYOAYOMIOS ..........ccccuvuiiiiiiiiiiiiiiiiiiiiciccicciciis s 1965

AGRIFOOD START UPS AND THE ROLE OF THE TERRITORY: FOSTER MUTUAL BENEFITS

THROUGH SUSTAINABILITY. EARLY INVESTIGATION IN PIEDMONT ......c.ccccccvvineniecnennes 1968
Civera, Chiara; Candelo, Elena; Casalegno, CeCilifl ..........coocuviriiniiiniiiiiiiiiiiiciiiiititciesenss s 1968
BRANDING OF AIRLINE SERVICES: A CASE STUDY OF TWO INDIAN AIRLINES...................... 1973
Das, Kallol; Khanna, Karman?, Ganguly, SUTANKItas ... 1973
LEADERSHIP COMMUNICATION: AN EVOLUTIONARY CONCEPT ANALYSIS.......cccccceevennne. 1974
De LANGE, LUCTEZOM ..ottt et 1974

SOCIAL ENTERPRISES - SOCIAL CHANGE AND BUSINESS DEVELOPMENT: ARE THEY
PARTNERS FOR TANGO? ..ottt sttt sae e s s e ae et sne st s st sre e e snesaenees 1976

Desivilya, Helena’; Yanay-Ventura, GAlit? ............ccccoovvviiiiiiiiiiiiiiiiiisicccic st 1976

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 23

DIVERSITY MANAGEMENT IN ACADEMIC INSTITUTION: STUDENTS' PERSPECTIVE............ 1977
Desivilya, Helena; Raz Rotem, MICHAI? ...............cccoviviiiiiiiiiiiiiiiiiiisiccccc s 1977

ANALYSIS OF THE FINANCIAL RESULTS OF 38 CASES OF KIBBUTZ TURNAROUND BETWEEN
THE YEARS 2002 — 207 2....cutitetriiieteiiieteitsteteitsieteitesetestsse et sesse s sse st se st ssesse e sesseseesesaesessessenesnessens 1981

) e I L o7 Y R 7 TSP 1981

THE NUMBER OF CONTROLS: A CUE FOR INNOVATIVENESS IN INTERACTIVE PRODUCTS

EYEan, EIRANOT c......coovvviiiiiiiiiiiicttt s 1984

THE EFFECTS OF ETHNOCENTRISM AND COUNTRY OF ORIGIN FAMILIARITY IN CONSUMER
PREFERENCE AND RECOGNITION OF INTERNATIONAL BRANDS .......cccoocmiviniinieenenee 1987

F. Antunes de Sousa, Ana'; Nobre, Helena? Farhangmeht, Minoo® ............ccocvvviiiiiiiicciisiniiiicccceseciinn 1987

A MULTISTAKEHOLDER APPROACH TO SMART CITY ECOSYSTEM: UNIVERSITIES
CONTRIBUTION ...ttt ettt s et s e st n e ne st aeanen 1989

Ferraris, Albertol; Belyaeva, ZRANTA ..........ccoooivviviiiiiiiiiiiiiiiiis et 1989

GHG AND CATTLE FARMING: A MULTILEVEL FIXED MODEL FOR CO-ASSESSING ECO-
IMPACTS AND PERFORMANCES .......oootiiriirieietetetentteeet ettt sttt et s sae st saesnesaesneene 1993

Fiore, Mariantonietta; Spada, Alessia; Pellegrini, Giusting; Conto, FYancesco .........coccccouvcvvvinirinveiniininiiicciiiininas 1993

CONSUMER ETHNOCENTRISM - INTENSIONS VERSUS DECISIONS. EXPERIMENTAL
EVALUATION WITH VICKREY'S AUCTION OF CONSUMER ETHNOCENTRISM ON THE

EXAMPLE OF GREEN APPLES OF POLISH AND ITALIAN ORIGIN .....c.ccoveeeimiieineneenneeeennennes 1996
Gorski, Jarostaw; Brzozowicz, MAGAALEN . ..............cccccvviuiiiiiiiiiiiiiiiiiiicc i 1996
LOOK WHO’S TALKING: BANKING CRISIS, BAIL-IN AND MASS-MEDIA ........cccocovevnvininennne. 1998
Graziano, Elvira Anna’; Vicentini, Francesca'; Fontana, Stefano® Della Peruta, Maria Rosaria®..............c.ccccovvvnune. 1998
MACROECONOMY, HEALTH FINANCING AND OUT OF POCKET PAYMENTS.........ccccccevuenene 2003
Grigorakis, Nikolaos'; Floros, Christos?; Tsangari, Haritini'; Tsoukatos, Evangelos? .............ccccocovvvvvvivniiioinnncnnn, 2003

HOW A GLOBAL VISION AND INNOVATIVE PRODUCT LEAD TO INTERNATIONALIZATION

OF AN IT/E-COMMERCE HYBRID......ccccvuettrtnieiiirierinenreretnrertsesseresesiesesesseseseesesesessesesssesesessesesesesessesenens 2004
Grochal-Brejdak, MAZAALENA ..............cocoovviiviieiiiiiiiciiiiicitctse s 2004
CYPRUS DISEASE ..ottt sttt ettt sttt ettt sbe bt sttt besbe s bt et s st et e aenesaesnene 2008
Homayoon, Morvarid; Kaufmann, Hans RUEAIZET ...............cccccvvviiiniiiiiiiiiiiiiiciciiiitccce s 2008

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 24

VALUATION PROCESSES IN RENEWABLE ENERGY INVESTMENTS: A SURVEY AMONG

INVESTMENT PROFESSIONALS ...ttt ettt e ettt eeavesseaveesesaaesssssseessenseeessnssessssssneessnsseessnns 2010
Hiirlimann, Christian’; Bengoa, DOIOTES S.2...........ccccoviiiiimiiiiiiiiiiiiiiiiiiiiiicicse st 2010

FINANCIAL TECHNOLOGY ECOSYSTEM: INSIGHTS INTO CHALLENGES AND
OPPORTUNITIES IN RUSSTA ...ttt ettt sttt ettt e sae ettt ettt s b sae et st neaesae e 2016

Ibraev, Ruslan; Korolev, Andrew,; Plaksenkov, EUZEMY ..........cocvveviueiiiceeieiineieice e 2016

ARE YOU UNIONIZED? THE RELATIONSHIP BETWEEN JOB INSECURITY AND
ORGANIZATIONAL ENTREPRENEURSHIP, IN THE FRAMEWORK OF UNIONIZATION.......... 2021

Itzkovich, Yariv; Heilbrun, SiDYIIe............cccoovvviiiiiiiiiiiiiiiiiiiiiiiiicccc e 2021

PROJECTOCRACY OR PROJECTARIAT? HOW PROJECT WORK SHAPES WORKING

CONDITIONS IN PUBLIC, NON GOVERNMENTAL AND BUSINESS SECTORS.......ccccceceeerenuencne 2022
JATOCHA, BOALA. ...ttt ekttt ettt h ekt h ettt h e h e bt ekttt ettt nan 2022
BOOSTING FINANCIAL INCLUSION THROUGH DIGITAL ECOSYSTEMS ......cccccoceviiniiinenne 2026
Kabakova, Oksana; Plaksenkov, EUZEMY..........cc.cccviiiiiiiiiiiiiiiiiiiicicceit s 2026

THE IMPACT OF WORK VALUES ON TURNOVER INTENTIONS OF ISRELI HIGH TECH
ENGINEERS ..ottt sttt st sttt besbe s bt s st anesaenesaeenene 2029

Kessler Ladelsky, Limor; WeiSherg, JACOD..............cccciiviiiiiiiiiiiiiiiciccci it 2029

INVESTIGATING CRITICAL SUCCESS FACTORS FOR CUSTOMER ENGAGEMENT IN THE E-

HEALTH SECTOR ..ottt ettt sttt ettt sbe st ettt be b s bt sas et aeaesaesneene 2030
KOCH, JAN-PRILIPP ..ot 2030
SMES IN DATA-DRIVEN ERA: THE ROLE OF BIG DATA TO FIRM PERFORMANCE................... 2031
Kopanakis, loannis; Vassakis, Konstantinos; Mastorakis, GEOTe...........c.cccccvuviiiviniiiiiiiiiiiiiiiseccisisieeeccsinina 2031

LINKING EMOTIONAL INTELLIGENCE TO LEADERSHIP: EVIDENCE FROM THE GREEK

PUBLIC SECTOR ..ottt ettt sttt ettt et st sae et sttt e aesbe st et sttt e b e sbesbe e bt sseemsennesesaesnene 2032
Koronios, Konstantinos; Mavromati, Marina®, Kriemadis, Athanasios ;; Gkatsis Georgial ...............cccoovvvvvvviviiiirennnen. 2032
THE MOTIVATION OF SPORTS CYCLING TOURISTS.........ccccoeiininininieicienieneneeeeeeeereresve e 2035
Koronios,Konstantinos?; Psiloutsikou, Marina?;, Kriemadis, AtHANASIOS .........c..ccvuvevvieieeeieeeieeieeeieeeeeeeieeeeeeeereeeaeenes 2035

THE IMPACT OF STAKEHOLDER INVOLVEMENT DIVERSITY ON COMPLEX PROJECT
SUCCESS: THE CONTEXT OF TOD PROJECTS........cccociniiiiiiiiiiiiiiniiciicieietcesse e 2038

Krivosheya, EQot; PLaKSenkoU, EUZEMY .........c.covuiuiviviiiiiiiiiiiiiitcicicicicctsts ettt 2038

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 25

BENEFITS OF THE RETAIL PAYMENTS CARD MARKET: RUSSIAN MERCHANTS" EVIDENCE

........................................................................................................................................................................... 2041
Krivosheya, Egor; KOTOIeU, ANATETW ..........c.coovviiiiiiiiiiiiiiiiiiiciiticcis st 2041
INTELLECTUAL CAPITAL DISCLOSURE OF COMPANIES IN CRISIS: A CASE STUDY................ 2044
Lacchini, Marco; Celenza, Domenico; Palmaccio, Matteo; Fusco, MAring .............cccoevviviniiccciniiinirrcccceieeee 2044
MANAGERIAL CAREERS IN SMALL SOCIAL ENTERPRISES: CONTEXTUAL ISSUES................. 2046
JAY 07 s 7 AP TRTRPRRN 2046

THE IMPACT OF CULTURE AND RELATIONSHIP QUALITY ON COOPERATION BETWEEN
EXPORTING COMPANIES AND LOCAL DISTRIBUTORS........cccccveriimeieineieenreieieneeeeenneseeneneeneen 2050

Maia ALVES, GISCLA IMATIA.......ccvveceeeeeeieeeeeeeeeeee ettt ettt ettt e ettt e ettt e et e et e et e et e e et e eaaseette st e easssaseans 2050

ACCOUNTING AND MATHEMATICAL MODELS FOR THE MANAGEMENT OF PUBLIC
RESOURCES IN A SPENDING REVIEW CONTEXT .......cccceiiiiiiiieiniieeeeeeeeeeeeeeee s 2051

IMIAST, ATLTEG oottt ettt e ettt e ettt e e et e ettt e e ettt e e et e s e bt e e ettt e e ettt e e enabteeeeatteeetreeeeraeeeenns 2051

CROSS-BORDER ACQUISITIONS: THE IMPACT ON PRODUCTIVITY, EMPLOYMENT AND

Matarazzo, Michela®; Barbaresco, Gabriele; ResScintiti, RICCATAO? ..........ocvevvveeveiiiiieeiieeieeieeeeeeeeeeee e e evs e 2056

ATTITUDES, PERCEPTIONS AND BEHAVIOUR AMONG ELEMENTARY SCHOOL STUDENTS IN
GREECE TOWARDS ENVIRONMENTALISM......c.coctiiitiiiinieteieteteienesreeeetereresre et sae e 2057

Melanthiou, Yioula; Papasolomou, Ioanna; Poppi, EIERI .........c.ccccvciiiiiiiniiiiiiiiiiicccci e 2057

THE IMPACT OF A ONE DAY ADVENTURE-BASED EXPERIENTIAL LEARNING (AEL)

PROGRAMME ON THE COMMUNICATION COMPETENCE OF MANAGERS.........cccccocvvvnenenn. 2059
Mulder, Dalmé; BIOETNOf, JOMAT ..........c.cccoiviiiiiiiiiiiiiiiiiiiccci s 2059
LEAN INTERNATIONALISATION ....ooutiiititeieietenienttetet ettt sttt s ssessesae et enesaessesaeenene 2061
DAL et B 1ol ] ST 2061

CORPORATE DIPLOMACY AND CORPORATE SUSTAINABILITY IN GLOBALIZATION

CIRCUMSTANCES.......ootetetetetteent ettt sttt ettt et sttt sttt sbe bt sttt e b e sbe s bt et saeemtetenesaesnene 2063
Paraschaki, Maria'; Tsoukatos, Evangelos?; Kaufmann, Hans-Ruediger’; Kokkinaki, Angelika® ...........ccccccocvciininines 2063
CASE HISTORY ALPITOUR ....c.ooiirteteteteertenentetetctetestesie sttt ettt st sttt et et sbe b st ne e 2067
Pellicelli, ANNA CLAUGIA c....c.oocveeeveeereeeeieeee ettt ettt e ettt e et e et e ettt e ettt e et e ete e et e eateeatseetteetseeesteeteeenseennes 2067
SOLUTIONS FOR RISK DATA COMPLIANCE UNDER BCBS 239 .......coceirnirieieienieneneneeeeeeeenenne 2070

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 26

PrOTOKOTISKI, LUKASZ .occvvvveevieieie ettt ettt ettt e ettt ettt ee s e ettt e e ettt e st s e ettt e e ear e s enaateseaaees 2070

HUMAN RESOURCE EMPOWERMENT AND BUSINESS PERFORMANCE: EVIDENCE FROM THE
TOURISM AND HOSPITALITY INDUSTRY ...coeiiiriiiriineieineieitnteteetnreeeetsreeeresseeenesseseenessesesessesenes 2073

Rizos, John; Papaioannou, Alkistis; Kriemadis, Thanos; Vamvoukaki, Maria Irini............ccocevvvvnnicinicniinninns 2073

AMBIENT OUT-OF-HOME MEDIA FROM A MEDIA PROFESSIONAL STANDPOINT:
INNOVATIVE OR INTRUSIVE? ...ttt reeestsseee sttt sse sttt eese s s sessesaesesnennen 2076

ROUX, THETOSC ..ottt ettt ettt ettt e eta e et e ettt et e ettt e e tt e et e et e et e eat s etteateeeateeateeeneeennes 2076
ORGANIZATIONAL STRESS IN PROFESSIONAL GARDENERS: HAPPIER AND HEALTHIER? 2077
Rowland, Carolinel; SCOH, POLET?.........cuvivveeieeeeeeeeeeeee et eeee et ette ettt e ee et e ete et e s ae e et eeeteeeateeeaeeetteeetteetseeerseerseerseennes 2077

ECOSYSTEM-BASED BRANDING CONCEPTION IN THE HEALTH AND NUTRITION MARKET

RUCCKOLA, CHIISEIAT ...vecvvevveeveeereete ettt et ete ettt ettt et te et e be et e b e e tteebeeas e b e e st e tseab e s e eat et e e st ebeessebsessenseanteseessenseareen 2080

ATTACHMENT ORIENTATIONS AS PREDICTORS OF ABUSIVE SUPERVISION IN THE
WORKPLACE AND ITS CONSEQUENCES. ......ccooiiiiiieiriicieieteetete et 2086

Salton Meyer, Efrat; Mikulincer, Mario?; Drory, AMOS ..........cccccoovviimiiiiriiiiiiiiiiiiiiiccsieistis s 2086

HOW EUROPEAN TIER-ONE AUTOMOTIVE SUPPLIERS EVALUATE AND SELECT EFFICIENT

MARKET ENTRY MODES TO INDIA.......cooioiiiieeinreeeteeteeeeeeeereee e es 2087
Schlup, Raphael; Neubert, MICHACL ...ttt 2087
CURRENT CHALLENGES IN PLACE MARKETING IN NORTH-WEST ENGLAND..........cccccceue.. 2095
Scott, Peter’; ROWIANA, CATOIINE? ............cvuiuiieiiiiiiiiiiiiiicicccst s 2095

THE EFFECT OF AUDIT COMMITTEE CHARACTERISTICS ON EARNINGS MANAGEMENT IN
INDONESIA BANKING INDUSTRY ....ooiriiiiiriiieieinteieineeeitreeetsaeeeiesse et seeesessesneessesneesnennen 2098

SeHAWAN, DOAAY ... s 2098

FACTORS SHAPING YOUNG TOURISTS ' INTENTIONS TO TRAVEL TO GREECE, ISRAEL AND
PORTUGAL: UNIVERSAL OR IDISYNCRATIC PERCEPTIONS OF YOUNG GREEKS, ISRAELIS
AND PORTUGESE? ..ottt sttt ettt et saesa sttt et bbbttt saesaesnesnene 2099

Shahrabani, Shosh’; Voulgaris, Fotini?; Desivilya-Syna, Helena®, Tsoukatos, Evangelos®; Teitler-Regev, Sharon’;

Ambrosio, Vitors; Correia Loureir0, SANAra MATIAC ..........c.oocuveeeeeeeeeieeeeecteeeaee et eette et eteeeeeeeveeeseeeaseeseesreeeasseeaseans 2099
RELIGION AND SERVICE QUALITY PERCEPTION OF HOSPITAL EMERGENCY ROOMS......... 2101
Shuv-Ami, AVICHAT; SHALOT, TAMAT .....ccveeeeeeeieeeeeeeee ettt ettt ett e et e et e et e eete e et e e etteeatseetseeveeeseeereens 2101

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 27

A CONCEPTUALIZATION OF BRAND STATUS MODEL FOR SPORT CLUBS.......ccoooovveeveeeereenn. 2105
SHUT-AMI, ADVICHAL ..ottt e et e e e ettt e ettt e et e e et e e ettt e st e eeata e e eeateeeeaaesseaaaeeenaes 2105

THE ANTECEDENTS AND CONSEQUENCES OF LOVEMARKS, COMMITMENT AND SPORT:

SPECTATOR IDENTITY AND DECISION-MAKING AMONG FOOTBALL CLUB FANS ............... 2110
SHUD-ATNL, ADICHAT. ..ottt ettt ettt e et et e ettt et e et e et e e et e eat e etteateeetteeatseeateenseeeateeseens 2110
THE IMPACT OF HARD TIMES: CONSUMERS AND THE ECONOMIC RECESSION .................... 2114
SOATOS, AT .ottt ettt ettt ettt et e et e ettt e ettt s ettt e ettt e et e e ettt e s ettt e et e eaat e e e ettt e et e eeaaeeeean 2114
WHAT DRIVES PRICE DISPERSION IN EUROPEAN E-COMMERCE INDUSTRY?.......cccccceevuennene. 2119
Sobolewski, Maciej; Gyddi, Kristdf; Ziembitiski, MICHAT ..o 2119
BUNDLING OR UNBUNDLING? ANALYSIS OF PROFIT GAINS FROM BUNDLING.................... 2125
Sobolewski, Maciej; Miernik, Ireneusz; Kopczewski, TOMASZ ........c.ccccovvvviiininiiiiiiiciiiiiiiciccciiissceecs s 2125

NEGOTIATION OUTCOMES EMPLOYING SCENARIOS: THE ROLES OF ETHICS AND TRUST
AMONG GREEK AND ISRAELI EMPLOYEES .......cocoiiieirineteinetetnteteeenieteiesreteseseee e e 2133

Stefanidis, Abraham?; Banai, Moshe?, SHetach, ANG3............cccccvviiviiiiiiiiiiiniiiiicici s 2133

MANAGING SOCIAL COOPERATIVES IN SOUTHERN ITALY: THE CASE OF “COSY4YOU”....2134

Turi, Claudio; MAZZONT, CLELIA.......c...ccveevveeireeerie et eeee e ettt eete et ete et e e e easeeeteeeateeeveeeateeeteeetseeesteeasseeaseesesesseenseeans 2134
EMPIRICAL ANALYSIS OF THE EFFECTIVENESS OF ACQUISITIONS ......ccoveeoiieieeieeeeeeeeeeee 2137
Vashakmadze, T.T.%; Martirosyan, E.G? Dubovitskaya, A.S% Zhukova E.E3 .........ccccocovvviiiinniiiciiniicccccan 2137

A COMPARATIVE STUDY REGARDING MUSLIM AND NON MUSLIM COUNTRIES: THE

ISLAMIC BRANDING ..ottt bbb 2141
Vasile, Adrian; SAracin, Valentin-COSTIN . ......cc..ccuecvueeeeeeieeeeeeeieeeeeeiteeeeeereeetseeeseeeteeesteeseeesseeseessteesssesseeisesesseeiseenns 2141
THE “GREEK BREAKFAST INITIATIVE” : CONNECTING FOOD WITH CULTURE ...................... 2142
Vasilopoulou, PANAGIOIA..............covvviiiiiiiteicicicisieiet e 2142
INNOVATION IN SMES: SYNERGIES OF INTERNAL AND EXTERNAL FACTORS.............c........ 2145
Vassakis, Konstantinos’; Tsoukatos, Evangelos?; Lemonakis, CHIISI0S............cccovvvvicuriireienieiiiiiiiiciceesssssans 2145

HOW TO IMPROVE PRODUCTIVITY OF KNOWLEDGE WORKERS IN KNOWLEDGE INTENSIVE
BUSINESS SERVICE SECTOR COMPANIES (KIBS)......ccooeviiiiiiiiiiiiiiiiciiiccieeeeseeeenes 2147

WOTLCZUK-TUTEK, AGNIESZKA ...ttt 2147

HR PRACTICES TRANSFER WITHIN MULTINATIONAL CORPORATION IN EURO-
MEDITERRANEAN REGION ..ottt ettt sttt saesse st sae et et esesaesne s st satete e esnennens 2153

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 28

Yahiaoui, DOrral; CHEDDI HEIA? ..........cccuoeeevuveeeeiieeeieeeeeee et eet et e e et saat e ettt e s e st e e e eaae e s et e ssaaseeeeans 2153
DIGITAL ENTREPRENEURSHIP: RESEARCH AND PRACTICE.......cocoiiniririiieieneneneneeeeeeeeeens 2156
Zhao, Fang; Collier, ALAN.........ccccoviviiiiiiiiiiiiiiiisis s 2156
AN EXPLORATION OF CORPORATE CONSCIENCE.......ccceertrtiieiiienientenenieetetetenresiesesieeeeeenveneens 2166
A A @ ] 1717 AT 2166

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 29

BOOK OF CONFERENCE PROCEEDINGS

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 30

A NEW CONCEPTUAL MODEL FOR THE HOTEL INDUSTRY:
SUSTAINABILITY VS OPEN INNOVATION
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ABSTRACT

Scattered hotel is born as a solution to develop tourism in an innovative way and can be
considered a project of valorization of a territory in a sustainable view, even if literature doesn’t
provide a measurement of its level of sustainability. At the same time, scattered hotel is
designed to offer an authentic experience of the “Italian life style” and it has been rewarded by
UNDP (United Nations Development Program) for its innovation. While innovation in the
hotel industry has been largely debated in literature, the emerging topic of Open Innovation is
unexplored in SMEs operating in hotel industry. This paper aims at (1) providing a measure for
both the level of sustainability and the level of Open Innovation in scattered hotels (2) creating
a matrix SHSI-SHOI able to map scattered hotels on the base of these dimensions in order to
draw development strategies. Drivers of SHSI (Scattered Hotel Sustainability Index) and SHOI
(Scattered Hotel Open innovation Index) are chosen by means of literature. The two indices are
got throughout an adaptation of the SERVPERF questionnaire. Paper results in a mapping of

scattered hotels that allows tourist operators to draw paths of development.

Keywords: Open Innovation; Sustainability; Scattered Hotels; SMEs; Innovation in Tourism;

SERVPERF Questionnaire; Measurement; Likert Scale; Conceptual Model.

INTRODUCTION

The paper contributes to the body of knowledge of two streams of research that are growing in
popularity (Bramwell, 2015; Tejada and Moreno, 2013): sustainability and Open Innovation. These
concepts are analyzed and contextualized in the accommodation sector, with a specific focus on small
tourism enterprises. The positive links between sustainable tourism objectives and small tourism
enterprises have been asserted by many authors (Horobin and Long, 1996; Revell and Rutherfoord,
2003; Vernon et al., 2003). However, no literature exists about the possibility to develop tourism

proposals in a more sustainable way by collaborating with external entities to obtain innovative
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outcomes. Although Open Innovation approach (Chesbrough, 2003) states the opportunities related to
opening up the organizational boundaries and to acquire ideas/knowledge by external actors, this
approach has been accepted and implemented within large companies operating mainly in high-tech
sectors (i.e., Spithoven ef al. 2010; Giannopoulous et al., 2011;). In this perspective, research is mainly
focused on how large firms open their internal research and development department (R&D) and
acquire knowledge by external sources for innovation (Chesbrough, 2003; Dahlander and Gann, 2010).
Only few studies have investigated this phenomenon in SMEs (i.e., Brunswicker and Vanhaverbeke,
2014; Parida et al. 2012; Bianchi et al., 2010; Lee et al. 2010; Van de Vrande et al., 2009) and, also, scarcer
are those focusing on SMEs operating in service sector (Mina et al., 2014) and, especially, in hospitality
industry (Souto, 2015). Therefore, there is clearly a need for more qualitative and/or quantitative
studies to advance the understanding regarding the Open Innovation in this type of firms. To address
these gaps in literature and to deepen the knowledge on the relationship between sustainability and
Open Innovation within SMEs context, the paper proposes a theoretical model using an emerging
form of “Small Medium Tourism Enterprise” named “Albergo Diffuso” (or scattered hotel in English),
growing in popularity in the Italian hospitality industry. Scattered hotel offers authentic and complete
experiences of the “Italian life style” (Paniccia and Valeri, 2010). The idea of this accommodation type
is to sell a proposal characterized by the innovative combination of local tangible resources (i.e.,
environment, cultural heritage, agriculture and crafts) and distinctive intangible resources (i.e.,
knowledge, traditions, culture, social capital, etc.). Several research initiatives have been undertaken
in Italy to analyze this type of accommodation (i.e: Paniccia and Valeri, 2010; Confalonieri, 2011;
Silvestrelli, 2013), even if the concept remains under researched and it is largely unknown within the
international context. In the scattered hotel the two aspects - sustainable tourism and innovation —
seem to cohabit. In fact, it looks like a viable sustainable entrepreneurial innovation that increases a
destination’s accommodation capacity in an inclusive and locally controlled manner. With this in
mind, the paper aims at (1) providing a measure for both the level of sustainability and the level of
open innovation (2) creating a matrix SHSI-SHOI able to map scattered hotels on the base of these
dimensions in order to draw development strategies. Drivers of SHSI (Scattered Hotel Sustainability
Index) and SHOI (Scattered Hotel Open innovation Index) are chosen by means of literature. The two

indices are got throughout an adaptation of the SERVPERF questionnaire.

LITERATURE REVIEW

About the concept and features of the scattered hotel

In recent years, this typology of accommodation has caught the interest of tourists, professionals

and institutions as a new form of “Small Tourism Enterprise” (STE). The “Albergo diffuso” began in
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the hilltop towns of Italy and is based on the renovation of historic city centre buildings (often in poor
condition or abandoned) into accommodation for tourists (Paniccia and Valeri, 2010). Small, locally
owned tourism enterprises are viewed as one of the vehicles by which the economic, environmental
and socio-cultural benefits of tourism can be spread. Several studies have been undertaken in Italy to
analyze and gain an understanding about this type of accommodation (Paniccia et al., 2010; Vallone et
al., 2013; Silvestrelli, 2013). However, the concept remains largely unknown within the international
context. Scattered hotel is a type of accommodation often family-owned, small sized company
utilizing traditional and local resources, culturally valuable surroundings and putting forward more a
lifestyle rather than a staying as visitors or guests (Camillo and Presenza, 2015). It consists in a type of
accommodation (and other hotel services) in the historical centre of a town or village with the
scattered guest rooms, distributed or dispersed among several buildings within approximately 200
meters from the heart of the hotel. The Italian term Albergo Diffuso can be expressed in English as
“horizontal hotel”, “multi-building hotel”, “integrated hotel”, “diffused hotel” or “scattered hotel”.
The verb ‘diffuse’ means, broadly, ‘disperse’. From Latin diffuse - ‘poured out’, from the verb
‘diffundere’, from dis- 'away' + fundere "pour’. Within this context, it means “Spread out over a large
area; not concentrated” (Oxford Dictionaries, 2014). Scattered hotel shows typical characteristics of a
hotel, such as accommodation, assistance, catering, and common spaces and facilities for guests.
However, it presents distinctive peculiarities that have been formalized in a set of guidelines
elaborated by the Italian Association of Alberghi Diffusi. The term “diffuso” (diffused) denotes a
structure that is horizontal, and not vertical like the one pertaining to standard hotels that are often
not visually appealing. The reception, the rooms and the ancillary services are located in different
buildings, although closed to each other. The facilities are housed in existing buildings after a careful
process of restoration and conversion that must comply with the local laws and regulations. The intent
is to give guests the direct contact with the local culture, and the experience of an authentic
representation of resident life. The key requirements of a scattered hotel are: a) the presence of a living
community (usually a small village, with a few hundred inhabitants); b) an owner operated
management structure; ¢) an environment that is “authentic” made of fine homes, completely
renovated and furnished; d) a reasonable distance between the guest rooms and common areas
(usually no more than 300 meters); e) non-standard professional management, consistent with the
proposal of authenticity of experience, and with roots in the community and region; and f) a
recognizable style, an identity, a common feel that is identifiable throughout the facility buildings.
Accordingly to Presenza et al. (2015), there are some first insights about this accommodation. The
analysis of the profile of the customer highlights how foreign customers appreciate this

accommodation very much; in fact, foreign demand is 46.4% of the total. Most of the customers are
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represented by couples (54.8%), followed by families while seniors account for only 3.2%. Primary
interests of the customers are the environment and nature, as well as the food and wine and the
typical places. Considering 2012 as the reference year, it should be noted that the average stay is low
(2.9 nights), while the average occupancy rate is 68%. In the scattered hotels employees are 4.7 on
average and 75.8% of them are Italian. It is interesting to highlight that among the Italian staff, there is
a prevalence of “territorial” personal (64.2%), i.e., employees who live in the vicinity of the structure.
This means that is indeed possible to have a real contact with the residents, thanks to the staff who
works there. The success of the initial entrepreneurs has led the development of other establishments
and now they are about 100 (February, 2016) throughout Italy and other ones are under development
(www.alberghidiffusi.it). The growing of this type of accommodation remarks the significance of the
socio-cultural embeddedness of lifestyle approach. In fact, “a growing number of small-firm owners
elect to ‘stay within the fence’ in order to preserve both their quality of life in their socio-
environmental contexts and their ‘niche” market position catering for travelers similarly seeking out
alternative paradigms and ideological values” (Ateljevic and Doorne, 2000, p. 388). The search to

distance themselves from a suffocating market environment has provided a niche opportunity.
Sustainable and innovative SMEs in tourism

Among the plethora of destination stakeholders, a pivotal role is played by small tourism
enterprises (STEs) (Jones and Tang, 2005), and among the various types of STEs, the
accommodation/lodging businesses are key-players (Jaafar, 2011). Roberts and Tribe (2008, p. 575)
underline that “the numerical dominance of STEs, their central role in human activities, and their
increasing importance within the framework of sustainable tourism development, all suggest that
these entities have the potential to help tourism destinations progress towards sustainability
objectives”. In this context, small, locally owned tourism enterprises are viewed as one of the vehicles
able to create economic and socio-cultural benefits for tourism and to achieve the goals of sustainable
tourism. There is a common conviction that local ownership of STEs will encourage community
stability, raise the level of participation in the local economy and decrease the level of residents’
antagonism directed towards tourists and the industry (Dahles, 1999; Shaw and Williams, 1998). Local
STEs have better chances to satisfy the “third generation tourist”, also known as “post-fordist tourist”
(Urry, 1995). It is a way that is more observant of the local environment and culture (Tung and Ritchie,
2011; Wanhill, 2000). Arguably, there is the assumption that small-scale, locally owned developments
that are environmentally focused are unequivocally (Swarbrooke, 1999; Wheeller, 1993). There is still
considerable interest in small-scale, environmentally sensitive and locally owned developments that
allows the equitable flow of tourism’s benefits throughout the community (Dahles, 1999). Such

sustainable tourism developments, feasible to be undertaken by local residents, “have generated a
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growing interest in encouraging micro businesses and small entrepreneurs” (Dahles, 1999, p. 2) to
consider the benefits of sustainability based on key-concepts (i.e. centrality of the person, respect for
the environment, the culture and the traditions, and preservation of the place’s authenticity). These
concepts (or efforts) arose in response to the negative outcomes, ranging from environmental damage
to impacts on society and standard cultures, associated with mass tourism and unrestrained tourism
development (Krippendorf, 1987; Nash, 1992). In addition, to being plentiful within the tourism
industry, smaller organizations are more aligned with sustainable development objectives because
they tend to be locally; in this way they are able to create employment and economic benefits for
tourism throughout the community (Dahles, 1999). This premise helps to reflect about this new form
of accommodation - i.e. scattered Hotel - as a sustainable business: it stimulates social symbiosis in a
place and recognizes and increases the value of cultural assets and traditions. This accommodation
combines the use of local tangible and intangible resources, providing an interesting way to partially
mitigate the socio-economic impact often linked to tourism development. The business concept of the
scattered hotel is based on organic growth in a socially inclusive and locally controlled manner.
Accordingly, the concept may mirror the characteristics and effects of “a bottom-up community based

tourism initiative” (Zapata et al., 2011).
Open innovation in SMEs and in hotel industry

Open Innovation approach fosters firms to acquire ideas and knowledge of external entities in their
innovation processes, underlined that firms that are ‘too focused internally’ are ‘prone to miss a
number of opportunities because many will fall outside the organization’s current business or will
need to be combined with external technologies to unlock their potential’ (Chesbrough, 2003).
Therefore, the boundaries between firm and its environmental are more porous, permeable and
embedded in networks of different external knowledge sources (i.e., suppliers, customers, research
centers, universities, competitors, and other companies) collectively and individually working toward
developing and commercializing knowledge (Chesbrough, 2003). There are three core processes in Ol
(see fig. 1): outside-in, inside-out and coupled process (Enkel et al., 2009). In the outside-in process
firms improve their own knowledge through the use of external knowledge, emphasizing the
relevance of dense networks of innovation, the forms of integration of customers/suppliers/entities
and the use of third parties that facilitate interactions among different sources. In the inside-out
process companies are oriented to external exploitation of their internal knowledge by carrying out
ideas to market, selling intellectual property rights (IPR), licensing mechanisms and bringing
technologies to outside environment. This core process aims at allocating and commercializing
externally ideas and technological innovation derived by their internal R&D activities. Finally, in the

coupled process, that combines the out-side and inside-out, the concept of co-creation with
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complementary partners is relevant; it defines forms of collaboration with subjects operating in
different sectors and having different interests. These complementary partners offer ad hoc solutions
that can improve the company’s innovations or can exploit solutions developed by company (Enkel et
al., 2009). Several studies have proposed potential advantages of opening up the innovation processes
(Gassmann 2006; Dahlander and Gann, 2010; Lee et al. 2010; Hossein, 2015): shorter time to market
with less costs and risk associated with product development; increased quality of products and
services; exploitation of new market opportunities; increased knowledge base within organization;
improved flexibility, adapting knowledge base to shifting market needs; access and participation to

large networks.

Figure 1. The three core processes in Ol Approach
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Source: personal elaboration

First studies on the adoption of Open Innovation in SMEs underline how these firms have increased
their activity in Open Innovation (i.e., Brunswicker and Vanhaverbeke, 2014) with out-side processes.
In this way they seem to acquire ideas, knowledge and competences from external actors, to activate
forms of collaboration for developing innovation projects, to reduce the costs of development, to
improve the product development process and to take advantages of a wider range of market
opportunities (Laursen and Salter, 2006; van de Vrande et al., 2009; Parida et al., 2012; Brunswicker
and Vanhaverbeke, 2014). In this perspective, Open Innovation is the suitable approach for many
SMEs to take. However, it has effectively defined and implemented in firms operating within the
technology sector and, then, in the service industry (Mina et al., 2014). But, the Ol in hospitality field is
still not common (Artic, 2013) and also scarcely implemented, even if firms operating in this sector
need to develop new products/services faster and more effectively; this allows them to overcome the
difficulties that characterize SMEs, independently by the sector of activities, and that are mainly
linked to their scarcity of internal resources and capabilities, their lack of resources for R&D activities,

their less structured approach to innovation and their restricted multidisciplinary competence base
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(Chesbrough and Crowther, 2006; Laursen and Salter, 2006; van de Vrande et al., 2009; Parida et al.,
2012; Brunswicker and Vanhaverbeke, 2014). Only Talwar (2012), considering the hotel industry
forecasts until 2020, assigns a leading role to open innovation approach, while Artic (2013) underlines
that in Slovenia the concept of open innovation is not known in most hotel companies, but some of

them perform the concept through business cooperation.

METHODOLOGY

In recent years, the growing interest in innovation and sustainability in tourism has had an
influence on the study of hotel industry. Despite the numerous attempts to define innovation and
sustainability in this type of industry, there are not contributions concerning the analysis of these
dimensions in a systemic way, in particular with regard to Open Innovation. For this reason, this

theoretical paper aims at answering to the following research questions:

RQ1. How can we measure the level of sustainability and the level of Open Innovation in scattered
hotels? RQ2. How can a scattered hotel be positioned on the base of these two dimensions?

The general goal consists in offering a descriptive and prescriptive framework in order to classify
scattered hotels upon the basis of their level of sustainability and open innovation. This allows the
creation of a matrix SHSI-SHOI able to map scattered hotels and draw development strategies. The
methodology used consists of: (1) a systematic analysis of the drivers supported by literature with
regard to sustainability and open innovation in the hotel industry and (2) the creation of a prescriptive
model able to canvass all the aspects affecting these two dimensions and to provide them a suitable
measure. The measurement model can be structured in terms of an adaptation of a SERVPERF
questionnaire (Cronin and Taylor, 1992): (1) for the measurement of the level of sustainability of
scattered hotels, consisting of three dimensions (environmental, social and economic dimensions) and
11 items; (2) for the measurement of level of Open Innovation, structured on three dimensions (In-side
O], Out-side OI and Coupled innovation process) and sixteen items. An adaptation of the SERVPERF
questionnaire has been chosen because it allows to collect the level of agreement by interviews about
several items describing the level of sustainability and open innovation in scattered hotels. In a first
time, we selected, throughout a review of literature, the dimensions affecting sustainability and open
innovation that constitute the main parts of the questionnaires. After this, we decided how to
formulate the questions and their order on the base of an analysis of other questionnaires on similar
topics. Measurement items of each questionnaire will be measured through a five-point Likert scale
(1= strongly disagree to 5= strongly agree) (Table 1 and Table 2). In order to create the SHSI and the
SHOQI it is necessary to evaluate the SHSI and SHOI perceived by each single manager of Italian

scattered hotel. This results in the average SHSIj and SHOJj of judgements provided by the same to the
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11 items for the sustainability dimension and to the 16 items for the open innovation dimension.

11 16

(1a) SHSI;= Y, (SHSI;) /11 (1b) SHOI;= ¥, (SHOI;) / 16

i=1 i=1

Then, the average of the values of SHSIj and SHO]j registered for all the interviewees must be

computed.
n n
(2a) SHSI= Y, (SHSIj) /n (2b) SHOI= ¥ (SHOIL)) / n

j=1 =1

The statistical analysis of data will be carried out through SPSS. The model must be tested on a
sample, asking respondents to express agreement or otherwise to the items for a specific dimension.
The survey should be uploaded on a web platform and the link be sent to potential respondents. The
reliability of the instrument and its dimensions requires to be tested by using Cronbach’s Alpha, and
appropriate convergent and discriminant validity tests must be undertaken to ensure the construct
validity, stability and robustness of the measurement model. After these steps, we are able to cross
the two dimensions (sustainability and open innovation in scattered hotels) and on the base of their
values (low, medium, high) to classify them in different categories (Figure 1). On the base of their

positioning in the matrix sustainability-open innovation it will be possible to draw different paths of

development.
1 2 3 4 5
Sustainability CF)mpl. Disagree Ne1ther Agree Compl.
disagree disagree nor agree
agree

Environmental dimension

Renewable energy is largely
adopted in my scattered hotel (solar
systems, eco-friendly chemicals and
equipment)

There is an increasing awareness in
a smarter water use in my scattered

hotel
We are very careful to the recycling
and waste management

(composting and recycling)

Social dimension
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We are careful to assume also
employees with disabilities

In this scattered hotel we are
careful to needs of tourists with
disabilities

The respect of tourists towards
employees is strongly incentivized

We involve customers into
sustainable practices application
encouraging them to actively
participate and collaborate in
sustainable practices

We are very careful to the needs of
every stakeholder

Economic dimension

We privilege the hiring of local
employees

We privilege to buy local food and
materials or produce by ourselves
food/materials

This accommodation establishment
has a local ownership

Table 1. Questionnaire for the measurement of the level of sustainability of scattered hotels

Source: Personal elaboration.

1 2 3 4 5
OPEN INNOVATION C.ompl. disagree Nelther Agree Compl.
disagree disagree nor agree
agree

OUt-SIDE OI Process

We use technologies developed
by others to manage
bookings/invoicing/orders/
employees selection

We are careful to develop a CRM
system through social networks

We profit of R&D/ educational
programs provided by external
research and education centers

We ask suggestions to improve
services/solve problems
throughout online collaboration
platforms or social media
(crowdsourcing)

We general finance our business
or business expansion through
non traditional financing such as
joint-ventures/alliances

IN-Side OI Process

We externalize technologies that
other hotels/organizations are
able to commercialize better

We grant our licences/patents
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and/or know-how to create an
adding incomes for the hotel

We are willing to sell results of
our internal R&D, transforming
programs of development in open
source projects

Our smart people doesn’'t work
for us so we must find and tap
into the knowledge/expertise of
bright individuals outside our
company

We incentive internal innovation
processes (that could be exported
outside) in through multimedia
channels, informal meetings,
competition of ideas, etc.

Coupled OI process

We incentive the development of
strategic partnerships with other
hotels in order to get economic
advantages

We try to make the best use of
internal and external ideas

We use special cards that allow
tourists to get different services

We  develop  strategic  co-
operations with other hotels in
order to promote scattered hotels
of our territory

We  develop strategic  co-
operations with
accommodations/tourist exercises
to promote local
products/services/information
about local cultural heritage

We profit of external R&D to
create value while internal R&D
is needed to claim some portion
of this value

Table 2. Questionnaire for the measurement of the level of open innovation of scattered hotels

Source: Personal elaboration.

THE MATRIX SHSI-SHOI

Starting from the previous results it is very interesting to position scattered hotels on the base of their
level of sustainability and open innovation that seem to cohabit. We cross the two dimensions, getting
a nine-cell matrix. This allows to position scattered hotels on the base of the level (low, medium, high)
they assume with regard to each single dimension. In such a way, these types of hotels could be
classified in seven different “boxes” on the base of their position: (1) Innovative distance runners: these

scattered hotels are those in the best position and they will be the benchmarks for other scattered

Innovation, Entrepreneurship and Digital Ecosystems ISBN: 978-9963-711-43-7



9th Annual Conference of the EuroMed Academy of Business 40

hotels; they show both a high level of sustainability and of Open Innovation. There is also an
increasing belief that several potential drivers of innovation can impact on sustainable tourism
(Ribaric, 2015), a continuous valorization of OI can create benefits to sustainability of the scattered
hotel. (2) Obsolete distance runners: these scattered hotels are very careful to the aspect of sustainability
but show a low level of innovation. Probably, they are focused on environmental, social and economic
aspects of sustainability, but have a scarce propensity to innovate, undervalued the effect that
innovation can have on sustainability (Schaltegger, 2011). An effort of investment in Open Innovation
could push them toward the position of innovative distance runner. (3) Marathon runners in training: in
this category there are all those scattered hotels that show a medium level in one dimension and a high
level in the other one. They excel in innovation or in sustainability and are training them in order to
reach the highest position in the other dimension. With a little effort in the less performing dimension
they are able to reach the position of innovative distance runners. (4) Hotels at work: these scattered
hotels show medium values for both the dimensions. For these hotels the game is open and it will
depend on their ability to develop their innovation and their sustainability. (5) Unsustainable open
innovators: these scattered hotels embrace the challenge of innovation but have a scarce interest to be
sustainable. These are those hotels that don’t consider sustainability as an important driver affecting
competitiveness/attractiveness and invest their resources in order to use external sources of innovation
within the firm, the external pathways for the purpose of developing and commercializing innovations
(Chesbrough and Crowther, 2006) or for coupled innovation process. Given that innovation is
important to ensure sustainable growth, a higher focus on sustainable innovation can results in the
development or use of technologies allowing to save energy, to offer facilities to tourists with
disabilities, etc. (6) Out of training runners: these scattered hotels are placed in a low position with
regard to one dimension and in the middle position with regard to the other one. They are directed
towards the position of unsustainable closed innovators and a recovery requires large investments in
both the directions. (7) Unsustainable closed innovators: these are the scattered hotels in the worse
position because they don't invest in innovation or in sustainability. This probably will affect
negatively the level of their competitiveness because nowadays innovating and being sustainable are

the imperative in order to remain competitive in an increasingly global environment.
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LEVEL OF OPEN INNOVATION (SHOI)
LOW MEDIUM HIGH
LEVEL
SUSTAINABILITY Obsolete  distance | Marathon runners | Innovative distance
(SHSI) HIGH . -
runners in training runners
MEDIUM Out of training | Men at work Marathon runners
runners in training
LOW Unsustainable Out of training | Unsustainable open
closed innovators runners innovators

Table 3. The matrix SHSI-SHOI

This matrix can constitute a framework for hotel operators, tourist organizations and managers in
order to analyze the position of a particular scattered hotel and to draw suitable development
strategies. This positioning is useful because allows managers of scattered hotel to know what
dimension (sustainability or/and open innovation) must be valorized or supported or modified and in

which way in order to develop this innovative type of accommodation.

CONCLUSIONS

The aim of this paper consists in providing a measure for both the level of sustainability and the
level of Open Innovation in scattered hotels and in creating a matrix SHSI-SHOI able to map scattered
hotels on the base of these dimensions. First, results of our conceptual paper provide a substantial
contribution to the development of an emergent research area on Open Innovation — that represents
the sustainable approach for several SMEs to take (Chesbrough et al.,, 2006) - in the hospitality
industry and also to the literature on sustainable tourism (Dahles, 1999), replying to the two research
questions not usually linked and investigated. From theoretical point of view, this is realized through
the creation of a specific matrix SHSI-SHOI that permits to classify effectively scattered hotels on the
base of their different level of sustainability and Open Innovation, providing different “types of
runners”. This framework represents an innovative view in the literature of scattered hotel, often
lacking in strategic models of analysis created on the base of their needs and features. In the future it
would be useful also to assess the correlation between the two variables in order to know how one can
affect the other one. From a managerial point of view, we suggest the adoption of this matrix by
tourism organizations and we propose to consider seriously their different position in order to define
and develop strategies oriented to improve their open innovation activities and their commitment in
sustainable initiatives. Despite the importance of these results for the literature about scattered hotels,
this paper should be considered at the light of important limits: first it proposes only a conceptual

framework, not tested through its application to a real case; second, it doesn’t validate the items used
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through a Delphi methodology. Anyway, as this is a conceptual paper, a number of possible new
future lines of research can be suggested, such, for example, the study of the level of sustainability and
the level of Open Innovation considered in the framework in an empirical way, either by case studies
(deep interviews of selected scattered hotels) or by quantitative analyses. Finally, in addition to the

literature review, the suitability of different dimensions should be validated also by experts.
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ABSTRACT

The paper aims to identify the impacts of digitization on the export performances of the
European Union (EU). Based on the augmented gravity model, we estimate the regressions on
panel data of export flows of the EU with the rest of the world over the time period 1999-2014,
by employing Poisson pseudo-maximum-likelihood (PPML) estimator. Together with market
and geography related variables, we control for the Internet usage and investments in ICTs in
both reporter and partner countries. Our estimates highlight that use of Internet has boosting
effects on export performances and investments in ICTs bring crucial contributions in utilizing

comparative advantages of the countries in the sample.

Keywords: international trade, Internet, ICT, gravity model.

INTRODUCTION

Started by the Internet expansion in the 1970s and the subsequent large-scale adoption of the World
Wide Web in the 1990s, information revolution have drastically changed business models and gave the
birth to the new economic players. On the one hand, the Internet yielded remarkable implications on
economies involved, once allowing creation of the new markets characterized by a large scale,
increased customization, rapid innovation and collection and usage of detailed consumer and market
data. And on the other hand, digital tools have created the new economic players - the Internet
platforms represented by, for instance, e-commerce, online media, job matching, financial trading or
social networking. The latter provided the powerful tools to considerably decrease transaction and
other costs related to creating and distributing certain types of products and services, acquiring
information about these goods, or most remarkably collecting and using data on consumer preferences
and behavior. Consequently, in our century, digitisation, information communications technology
(ICT) and the Internet have become key drivers of global wealth creation and socio-cultural

development.
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While describing the above-mentioned economic trends, one may reasonably argue that the recent
literature on economic growth should put the research focus on building the common comprehensive
understanding of new economic mechanisms and the ways in which new technologies change
economies involved. This paper is such an attempt to bring the new insights in the literature on
international trade by examining the impact of internet and ICT technologies on export performances
of the EU countries.

We employ the augmented gravity model to estimate regressions on panel data of the bilateral export
flows of the EU countries with the rest of the world in 1999-2014. Together with the standard gravity
variables, our model controls for the usage of the Internet and the investments in ICT. Following recent
advancements in the empirical trade literature, we estimate the model by PPML (see Silva and
Tenreyro, 2006). Estimation results find that use of Internet as well as investments in ICT significantly
increase the exports from the EU.

The rest of the paper is organized as follows: section 2 provides theoretical framework for the analysis
and reviews the literature, section 3 specifies model and describes the data followed by estimation

results in section 4. Finally the last section concludes findings of the paper.

LITERATURE REVIEW

The most popular methodology for empirical trade analysis is the theoretical framework of the gravity
model introduced by the crucial work of Jan Tinbergen (1962) (see studies of Soloaga and Winters 2001,
Ghosh and Yamarik 2004, Carrere 2006, Silva and Tenreyro 2006, Baier and Bergstand 2009, Magee,
2008, Acharya et al. 2011). The model based on a law called the “gravity equation” by analogy with the
Newtonian theory of gravitation reflects the relationship between the size of economies, the amount of
their trade and the distance between the trade partners, in the following form:

X ij= GSJ'MJ' E'ij

where X ; is the monetary value of exports from i to j, M; controls for all importer-specific factors that

make up the total importer’s demand and 5; comprises exporter-specific factors that represent the total

amount exporters are willing to supply. G is an independent variable such as the level of world
liberalization and @,;; represents the trade costs between i and j countries. The latter is mainly
represented as the country-pair-specific information such as contiguity and distance, common
language, ethnic groups or borders, common memberships in regional trade agreements and tariff rates
between trade partners.

Already in 1997, Hatzichronoglou stated that in the context of economic globalization, technology is a
key factor in enhancing growth and competitiveness in business. Firms which are technology-intensive

innovate more, penetrate new markets, use available resources more productively and as a result offer
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higher remuneration to the people that they employ (Hatzichronoglou, 1997). There are few recent
studies which examine the impacts of technological endowments on the trade intensities by
introducing new measures based on the different technological indices. Namely, Filippini and Molini
(2003) construct a technological distance between trade partners based on the technological indicator
(TI, Archibugi & Coco, 2002) accounting for the creation of technology, diffusion of technology and
development of human skills. The Technology Achievement Index (TAI) provided by the United
Nations in its Human Development Report of 2001 is employed by Martinez-Zarzoso and Marquez-
Ramos (2005) to capture the performance of countries concerning technology and human knowledge.
Both studies find that the technological gap among countries strongly determines trade flows: countries
tend to exchange more when there is little gap in their technology endowments.

However, the main problem in the empirical analysis still remains the data availability. Namely, the
indices presented above have quite narrow coverage of the countries as well as the time periods.
Additionally, they do not examine the impacts of the Internet explicitly. Therefore, instead of
examining the impacts of technological size on the trade flows, we rather aim to cover the gap in the

literature and contribute the research on the effects of the Internet use and ICTs.

MODEL SPECIFICATION AND DATA DESCRIPTION

Although the gravity model is already a commonly accepted and a standard tool to study the trade
flows, the specification of the equation for estimation purposes differs according to the approaches of
different authors. The most remarkably, Silva and Tenreyro (2006) in their seminal paper have raised a
problem that has been ignored so far by both the theoretical and applied studies. In particular they
argued, that the logarithmic transformation of the original model is not relevant approach to estimate
elasticities. Namely, the multiplicative trade models with multiplicative error do not satisfy the
assumption of the homoscedasticity of the error term since there is dependency between the error term
of transformed log-linear model and the regressors, which finally causes inconsistency of the ordinary
least squares estimator or the random and fixed effects estimator.

As an alternative, authors propose the estimation of the gravity model in levels using the PPML
estimator. Besides tackling with the problem of heteroscedasticity of the error term, the estimator deals
with the zero value observations in trade flows. Additionally, unlike to the standard Poison approach,
PPML does not require the data to be Poison type, in other words, that it does not require the
dependent variable to be an integer. Finally, PPML allows to identify effects of time invariant factors.
The latter is very important feature for our analyses, since we aim to test the effects of several dummy
variables indicating memberships in different regional agreements together with the time dummy

controlling for the occurrence of crisis during the estimation period.
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Following the contribution of Silva and Tenreyro (2006), we analyse the trade of all the EU members

with the rest of the world based on the following estimation equation:

X:‘jr = By + 54 1n(Yirj + 5, 1n[1£'r) + G3ln |¥, — Y}r| + 5, ln[zz'_;l') + JBE.DE_J' + B ln('{ﬂ'tirj
+ B,In(Int;,) + B5In(ICT,) + BsIn(ICT;, ) + ny; + =,

where X ;. is the export flows from i to j at time . As for the right hand side of the equation, we
include independent variables approximating the market size, geography and digitization. Namely,
market related variables are Y;; and ¥;;, which stand for the nominal GDPs of the trade partners;
|¥;; — ¥}, | that refer to the absolute value of the difference between the constant per capita GDPs of the

importer and exporter countries at time f. Geographical variables are presented by Z,; which is the

Ly
non-binary but time invariant information such as distance between the exporter and importer
countries; I;; which stands for contiguity and equals one when the trade partners share the common

border and zero otherwise. The remaining variables approximate digitization: Int;, and Int;,,

measure Internet usage of the exporter and importer countries respectively and [CT;; and ICT;, stand

for the share of ICT in the gross fixed capital formation of the trade partners at time t. As for the last

two components of the equation, i;; is the time invariant individual characteristics for each pair of
trade partners and £;;, is the error term that is assumed to be normally distributed with mean zero.

Exporter countries are the all 28 EU members while as importers, together with the EU countries we

take the rest of the world consisting of 234 countries.

Variable o .
Name Description Source Expected sign
InGDP_r Natural logarithm of current GDP of a reporter country WDI +
InGDP_p Natural logarithm of current GDP of a partner country WDI +
Indiff_gdp Natural loga.rlthm of the absolute d1ffere1.1ce between the current WDI )
GDPs of the importer and exporter countries
Indistance Natural'logarlthm of geographical distance between the capital of CEPII )
the trading partners
contig Dummy variable standing for the neighboring countries CEPII +
In_Int_r Natural logarithm of the number of Internet users in a reporter | OECD N
country
In_Int_p Natural logarithm of the number of Internet users in a partner OECD +
country
In_ICT_r Natural logarithm of the share of ICT in gross fixed capital | OECD +
formation in a reporter country
In_ICT_p Natural logarithm of the share of ICT in gross fixed capital | OECD +
formation in a partner country

Table 1. Variables employed in the model

Source: own compilation.

The data of the export flows come from the Eurostat. The data of the current and per capita constant
GDP levels in millions of US dollars are included from the World Development Indicators database
complied by the World Bank. The data for the other variables such as distance and contiguity are taken
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from the CEPII database. Finally the data on Internet usage and share of ICT in gross fixed capital
formation are compiled from OECD database. According to the data availability, the sample covers the

period from 1999 to 2014.

ESTIMATION RESULTS

As discussed in the previous section, we estimate the augmented gravity model by PPML estimator,
where all the variables, except the dependent variable and dummies, are taken in logarithms. The latter

two are taken in levels. Table 2 reports the estimation results.

exports_millions

IGDP_r 0.533%**
(9.86)
IGDP_p 0.632%**
(12.20)
Indiff_gdp -0.261***
(-10.94)
Indistance -0.848***
(-36.47)
contig 0.274***
(4.81)
In_Int_r 0.326***
(4.95)
In_Int_p 0.164*
(2.54)
In_ICT_r 0.0517**
(2.97)
In_ICT p 0.00416
(0.27)
_cons -14.14***
(-24.85)
N 2902

Table 2. Estimation results
t statistics in parentheses
Significance at the 10%*, 5%** and 1%*** levels

Source: own calculations, Stata (2013).

As Table 2 illustrates, current GDPs of the importer and exporter countries yield positive and
statistically significant coefficients already at the 1% significance level, implying that the economic size
of the trade partners increases exports from the EU. The absolute difference between the constant GDPs
is also significant at the 1% significance level and yields negative sign as expected. This finding
indicates that the economic similarity with the trade partner is positively correlated with the export
flows. Distance gets the negative and contiguity positive and statistically significant signs. Thus, our

geography variables also yield the expected signs and are in line with the literature findings.
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As for the variables standing for the digitization of economies, estimations show that higher is the
number of the internet users in trade partners, the higher are the export flows from reporters. As for the
investment in ICTs, our estimates indicate that the higher is the share of the ICT investments in gross
fixed capital formation in a reporter country, the higher are the exports flows to the rest of the world.
However, ICT investments in partner countries (though yields a positive sign) is not statistically
significant. Thus, while exports are positively affected by the internet usage in both trade partners, ICTs
are significant only once invested in a reporter country. This finding might imply that investments in
ICTs increase exporting potential of a given country and simultaneously reduces dependence on

imports.

CONCLUSIONS

The paper aimed to identify the impacts of digitization on the export performances of the EU. Based on
the augmented gravity model, we estimated the regressions on panel data of export flows of the EU28
with the rest of the world over the time period 1999-2014. Together with market and geography related
variables, we controlled for the internet usage and investments in ICTs in both reporter and partner
countries. We followed the recent advancement in the empirical trade literature and provided
estimation results by PPML estimator.

Our estimates, indicated that the exporting potential is highly affected by digitization: higher is the
number of the internet users in trade partners, the higher are the export flows from reporters. However,
while exports are positively impacted by the internet usage in both trade partners, ICTs are significant
only once invested in a reporter country. This finding might imply that investments in ICTs increase
exporting potential of a given country and simultaneously reduces dependence on imports.

To conclude, our paper highlights that digitization indeed has boosting effects on export performances
of given countries and investments in ICTs could yield crucial contribution in utilizing comparative

advantages.
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ABSTRACT

Greenwashing is a deceptive action done to manipulate the public opinion on being green. In
other words, it is a discrepancy between “green talk” and “green walk”. It is highly common
especially in controversial industries. As being a controversial industry, oil companies turn to
corporate social responsibility (CSR) to obtain legitimacy. The aim of this research is to explore
how oil companies position themselves in social media. On that ground the social media
postings- messages, pictures and videos- of the World’s top ten oil companies were analyzed.

As a conclusion, “green talk” patterns for oil companies were revealed.

Keywords: Green talk, Green walk, Controversial industries, Corporate positioning, Oil companies,

Social media

INTRODUCTION

Today marketplace is constituted by a great concern towards environment. Over the years, business
and industry, the media, politicians, and the general public have been more and more talked about
green issues, sustainability, and corporate social responsibility (CSR). Subsequently, environmental
concern shifted from the “local scale (such as air pollution), to an increasingly global scale (as in global
warming)” (Saha and Darnton, 2005 p.117). By the 1990s, environmental issues were one of the most
mentioned social issues in the management field (Ramus and Montiel, 2005). For companies “being
green” differs from having concerns in relation with ecology, conservation (planet and animal), fair

trade, clean water, CSR, and sustainability.

Ecological issues are also affected consumers in a way that they are more open to the ecological
alternatives. This growing consciousness of consumers, companies began to use green communication
to promote their products. After three decades, “greenness” is still a hot topic. Correspondingly,
“green washing” has emerged as a side effect of green marketing (Parguel et al., 2015). Greenwashing
is defined as “disinformation disseminated by an organization so as to present an environmentally
responsible public image” (Concise Oxford English Dictionary, 2010). In other words, greenwashing is

“the act of misleading consumers regarding the environmental practices of a company or the
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environmental practices of a company or the environmental benefits of a product or service” (Parguel
et al.,, 2015 p. 2). There are mainly three types of greenwashed advertising: (1) using false claims; (2)
omitting information that could help to evaluate environmental claim sincerity; and (3) using vague or
ambiguous term (Carlson et al, 1993). Those could be summed up as “lying, lying by omission or lying

through lack of clarity” (Parguel et al., 2015).

Previous research demonstrates that many products which make environmental claims commit at
least one of the “seven sins of greenwashing’ (TerraChoice 2010 ). The power of “green purchase”
force companies to act more “green” and send environmental friendly messages. Indeed, many
companies boast some shade of “green”; even companies in “dirty” industries proclaim their
dedication to the environment more loudly than the others (Cherry and Sneirson, 2012). Companies in
controversial industries, frequently find their organizational legitimacy being challenged (Palazzo and
Scherer 2006). Public awareness and belonging to a certain industry (e.g., oil, tobacco, and alcohol) are

likely to force them to “come clean”.

The aim of this study is to explore how 0il companies- one of the most criticized industry about
greenwashing- position themselves in social media. More specifically, this research aims to answers

the following questions:
(i) What is the social media usage and statistics of the oil companies?

(if) What is the content of the oil companies’ communication in social media channels?

CONCEPTUAL FRAMEWORK

Greenwashing Concept

The changing business environment created an era of social responsibility that put pressure on firms
to examine their actions on sustainability. During the last twenty years, social responsibility is one of
the widely accepted concepts in the business all over the world (Lee, 2008). Today, the firms are using
social responsibility activities and spending billions of dollars to differentiate themselves from their
competitors and bolster their reputations (Ellen et al., 2006). Social responsibility takes many forms,
such as philanthropy, humane employee treatment, environmental responsibility, and cause related
marketing. However, the sincerity of the companies about being socially responsible is highly
criticized since CSR activities are effective communication tools that can be easily use to misguide the
stakeholders. One of the important forms of CSR is environmental responsibility because it is a scarce

resource, and any kind of environmental pollution directly affects the life ongoing in the world.
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The growing environmental consciousness, and consumers’ preferences towards the green products
and services force companies to act accordingly. The International Organization for Standardization
(1996 p.2) defined a corporate environmental policy as a “statement by the organization of its
intentions and principles in relation to its overall environmental performance, which provides a

framework for action and for the setting of its environmental objectives and targets”.

Nevertheless, this trend gave rise to “greenwashing”, which is first used in 1986 by American
environmentalist Jay Westerveld in response to a hotel’s efforts to encourage guests to help the
environment by reusing towels. Westerveld interpreted the reuse of towels was for to gain profit but
not for to reduce water, energy, and detergent use as the hotel claimed. Greenwashing was derived
from whitewashing- using white paint to cover over dirt in a superficial or transparent way. On that
sense, greenwashing was used to signify “insincere, dubious, inflated, or misleading environmental
claims” (Cherry and Sneirson, 2012 p. 141). Previous research questioned the ethics of marketing good
corporate conduct (Stoll, 2002; Wulfson, 2001), and have criticized companies for false advertising to
create “green” images in the minds of the public by misleading environmental claims (Lowenthal,
2001). Previous researchers reported a statistically significant relationship between an organization’s
environmental practices and its organizational behavior (Al-Tuwaijri et al., 2004; Clarkson, et al.,
2011). Specifically, companies that engage in sound environmental practices such as companies

operating in controversial industries- are more likely to disclose those practices; (Clarkson et al., 2011).

Greenwashed actions are a kind of “creative reputation management” by hiding deviance, deflecting
attributions of fault, and hiding the nature of the problem or allegation. In the end, the aim is to
ensure the company’s reputation, and to seek a leadership position (Laufer, 2003). What is important
for companies is to gain legitimacy from stakeholders; however, they merely symbolically adopt
legitimizing practices (Marquis and Toffel, 2012). In other words, companies “maintain standardized,
legitimating, formal structures, while their activities vary in response to practical considerations”
(Meyer & Rowan, 1977: 357). Even if companies publicly announced activities demanded by
stakeholders, yet did not implement them (Westphal and Zajac 1995, 2001). There are three elements

of deception that greenwashing set up: (1) confusion, (2) fronting, and (3) posturing (Laufer, 2003).

Confusion is originated from “the complex nature of the corporate form, reliance on decentralized
decision-making, and the practices of managerial winking” (Laufer, 2003 p.257). Companies manage
confusion by controlling and limiting the documents and the information flow opened to the
regulators and prosecutors. Fronting includes casting doubt on the severity of the problem, disclose or
publish exaggerated claims, emphasizing uncertainty associated with problem, acknowledging
problem by questioning available groups, and rebranding to avoid past association; use image

advertising to suggest “green” association. It is accomplished through the representations of retained
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counsel, compliance officers, ethics officers, and ethics committees. Posturing includes employing
“front groups” or coalitions to support or oppose solution or legislation, using “front group” to
promote moderate “middle ground” positions, using data to suggest that front groups enjoy
widespread public or grassroots support, and employing front groups to examine, define and redefine
industrial standards. Posturing seeks to convince both internal customers, and external stakeholders

in terms of ethical behaviors.
Oil Companies and Sustainability Claims

Controversial industries may be defined on two grounds. One is derived from the goods or services
that they provide and second one is how they conduct themselves in the process of achieving business
objectives. In the first case, industries -i.e. tobacco, alcohol, gaming, and adult entertainment- are seen
as controversial since their products are viewed as sinful by society based on social norms, their
addictive nature, or potential undesirable social consequences resulting from their usage (Cai et al.,
2012; Hong and Kacperczyk 2009). While in the second case the controversial base of the industry is
defined in relation with having practices that will harm stakeholder interests or social expectations
(Cai et al. 2012; Carroll 1979; Klein and Dawar 2004). The second group of industries includes
companies conducting morally corrupt or unethical behaviors, socially or environmentally
irresponsible practices, and product harm crises. On that ground, oil industry is controversial because
there has been persistent, widespread engagement in unscrupulous business practices that entail

adverse social, environmental, and ethical consequences (Du and Vieira, 2012).

The increasing regulatory and public pressure, the climate strategies of most oil companies have
started to change (Kolk and Levy, 2001). In fact, the oil and gas sector has been among the leading
industries in championing CSR. Indeed because of the highly controversial nature of the industry, oil
companies face challenges in building the requisite legitimacy through their CSR endeavors. (Du and
Vieira, 2012). They attach greater importance to their social and environmental impact and they
engage more with local communities than they used to in the past. They applied corporate codes of
conduct and social reporting; and also they embraced major international CSR initiatives such as Kofi
Annan’s Global Compact and the Global Reporting Initiative. Indeed, Jo and Na (2012) found that risk
reductions of controversial firms through CSR engagement is economically and statistically more

significant than those of non-controversial firms.

Nevertheless, the effectiveness of these initiatives in the oil, gas and mining sectors has been
increasingly questioned, since there is a gap between the stated intentions and their actual behavior.
Some highly critical oil industry insiders have opinions such as “CSR is a waste of time”; “CSR is

about managing perceptions and making people inside and outside the company feel good about
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themselves; CSR is a red herring in terms of development projects” (Frynas, 2005 p. 583). The core
business of an oil company, the production of o0il and gas, inevitably leads to emissions of greenhouse
gases both in the production process and with the end users’ consumption of the products. Saverud
and Skjarseth, (2007) investigated the oil companies’ climate strategy formulations and
implementation in the period 1998 to 2005. And they reached a conclusion that there was general

consistency between the rhetoric and actions of oil companies- namely BP, ExxonMobil, and Shell.

Despite that, more research is called on sustainability communication since it tends to trigger
stakeholder skepticisms and perceptions of corporate hypocrisy (Dawkins 2004; Du et al. 2010;
Maignan and Ralston 2002). There are previous studies generated valuable insights, however,
analyzing all the social media tools used by the worlds top ten oil companies did not studied. The
purpose of this research is to explore how oil companies communicate and position themselves on
that ground in social media. In other words, this research aims to analyze the focal points of oil
companies’ messages, and to frame the content and pattern of their “green talk” with their

stakeholders via social media.

RESEARCH METHODOLOGY

This study employed a qualitative research and the data is analyzed via content analysis. Content
analysis manifests the content of a communication in an objective, systematic, and quantitative

manner (Kolbe and Burnett, 1991).
Data Collection

The sample of the study consisted of the world’s top ten oil companies according to their revenues in
2015. In the research process, first of all, their social media connections were obtained from their
official websites. Their names, revenues, and social media connections were given in Table 1. As a
second step, their posts- such as messages, pictures and videos, were analyzed from their social media
accounts and coded. Since this sampling frame generated a huge database, the last 200 sharings of

each company in each social media account- totally 3000 postings- were examined.
Unit of Analysis

Six units that have been commonly used in content analysis literature are: word, word sense, sentence,
theme, paragraph, and whole text (Weber, 1990). In this study, the words and phrases, photos and

videos were chosen as a unit of analysis.

Reliability Measurement
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Two coders, undergraduate students, were trained for coding. They were uninformed of the study
propositions. After the training, the actual coding started. To determine to intercoder reliability
percentage match was used. By doing so, the percentage of agreement between two judges was
calculated. Percentage match was found as 92 % for the study which was higher than the

recommended level of 85% (Kassarjian, 1977).

RESEARCH FINDINGS

The thematic analysis of the postings done by the top ten oil companies via their instagram, facebook,
twitter and youtube accounts generated second-order and first-order thematic codes and as a result of

the study, a communication pattern was revealed.

Table 1: World’s Top Ten Oil Companies’ Revenues and Social Media Accounts

Company name Revenue 2015 Twitter Facebook Instagram Youtube
(US$ billion)

Saudi Aramco 478 N N y

Sinopec 455.499

China National Petroleum 428.62 \

Corporation (CNPC)

PetroChina 367.982 v

Exxon Mobil 268.9 v v

Royal Dutch Shell 265 ol ol v

Kuwait Petroleum 251.94 V

Corporation (KPC)

BP 222.8 v v

Total SA 212

Lukoil 144.17 v v v

As it is seen at Table 1, all of the top ten oil companies have Twitter accounts but only Shell and BP
have more than three social media accounts. Some of these oil companies also have Flickr, Googleplus
and Linkedin accounts also. However, in this study Twitter, Facebook, Instagram, and Youtube
accounts were analyzed due to active usage. Sinopec, CNPC and PetroChina do not give any link to
their social media accounts from their website, while the rest give links from their website. All of these

companies supply social responsibility and sustainability related information on their websites.

Table 2: Instagram Usage Information of Oil Companies

INSTAGRAM
Posts Follower Following
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Saudi Aramco 193 23,8 k 0
Sinopec

CNPC

PetroChina

Exxon Mobil

Royal Dutch Shell 413 61,8k 5
KPC

BP 99 3529 83
Total SA 47 4051 0
Lukoil 53 3072 0

Only Saudi Aramco, Shell, BP and Lukoil have Instagram accounts. In Instagram, Shell has the highest
number of followers. Saudi Aramco manages its Instagram account as a source of corporation
communication professionally. In general they mention history (old photos), staff, technology,
refineries, openings, collaborations, environmental projects, and R&D efforts. While they are
mentioning those issues, they use hashtags such as Our History, Our Community, Our People. Both

languages -Arabic and English- are used.

Shell refers to innovation, being global, technology, teamwork, energy efficiency, and future of
energy. Also shares photos of eco-marathon, Formula 1, our future city competition, and several
environment friendly actions. Shell is also professional in creating a corporate identity. However, as
different from Saudi Aramco, uses hashtags of cities or countries for the photos of their staff — Saudi
Aramco uses Our People hashtag. Bu doing so Shell highlights being global. In addition to that, Shell
also shares photos from their history by using hashtag tbt- throwback Thursday and mentions several

environmental friendly activities by partners.

BP is more different than the other oil companies in Instagram. They also use to communicate with the
public however; they act more like an individual rather than a corporation. BP uses emojis, which are
highly common in personal messages in social media. Emojis are like emoticons and exist in various
genres, including facial expressions, common objects, places and types of weather, and animals. The
other difference of BP is that, they send messages celebrating occasions such as Valentines Day,
Chinese New Year. Third, they ask mathematical questions with the hashtag brainteaser and followers
give answers. Hence, they create an interactive two-way communication. And also, they give
reference to the person, who takes the photo and mention their name. Other than that, they shares
photos of refineries, platforms, their support projects, and the every day products made of oil. But

they do not share their environmental actions much.

Total has the lowest posting in Instagram. These posts are about mainly CSR activities such as

scholarship programs, sponsoring students in humanitarian, environmental or innovation projects,
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ideas for climate change, youth powering, and developing new energies. They often use hashtag make

things better.

Lukoil shares mainly press meetings, awards, refineries, platforms, and operations in various regions.

They mention just one project on environment- reproducing the biological sources.

In the case of Facebook; Shell, KPC, BP, Total SA and Lukoil have Facebook accounts, while Saudi

Aramco and Chinese counterparts do no have one.

Shell uses a same language just like they use in Instagram, but they give much more detailed
information in facebook. Mostly they share videos and use interrogative sentences such as Who is

with us?, We will be there, will you?. The other common usage is “discover”, “learn more”, “see why”

and “come and see”.

KPC uses Arabic language and shares only the photos of top managers in meetings, speeches and

activities.

BP uses a parallel language with Instagram. Generally they share videos in Facebook. They give link
to the sustainability report and annual report, and mention BP statistics. The speeches of top

managers, and differently from Instagram, the talks of “their chief economist” are given.

Total displays a CSR orientation in Facebook also. They mention about challenges, their giant projects,
and innovation around the world, but more than those, they share about their staff, environmental
responsibility, solar power investments, and their commitment to better energy. They refer to “Total’s
got talent!” when they are mentioning their staff. And they promote natural gas and express becoming
a gas company is their fight against climate change. In their communication style, they give reasoning
for their actions such as “Because energy concerns everyone, Total created Planete Energies initiatives” or

“Because progress in crucial in the energy industry, Total is innovating with its Partner”.

Lukoil is much more active in Facebook than its other social media accounts. They share about
cooperation agreements, partnership, CSR conference, overseas operations, shareholder meetings, and
launch of operations. Mostly they share the photos of top management but not the staff and they give
detailed information about their financial statements, production capacities and actual production
data. They do not share much about environmental projects, just share their participation to the CSR

conference.

Table 3: Youtube Usage Information of Oil Companies

YOUTUBE
Joined in Subscribers Views
Saudi Aramco 2013 7,917 1,065,329

Sinopec
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CNPC

PetroChina

Exxon Mobil 2006 22,206 62,292,854
Royal Dutch Shell 2005 37,256 62,961,425
KPC 2010 659 165,046
BP 2010 20,723 23,089,180
Total SA 2013 21,842 53,883,594
Lukoil

In Youtube usage Saudi Aramco, Exxon Mobil, Shell, KPC, BP and Total SA have accounts. Shell has

the highest number of subscribers and views in Youtube.

All of the six companies in Youtube categorized their video sharings. The categorizations were

summarized in Table 4.

Table 4: Youtube Categories of Oil Firms

Categories Categories
Saudi Aramco Our People Royal Dutch Shell Shell TV
About Saudi Aramco Corporate
Saudi Aramco Values Shell Eco-marathon
Working at Saudi Aramco Shell Jobs and Careers
Popular Uploads TV Commercials
Shell Motorsports
Exxon Mobil Featured Videos BP BP Energy Outlook
Energy BP and Technology
Education Committed to America
BP Statistical Review of World
Engineering Energy
Global BP’s US Economic Impact
Who we are Energy Moving Forward
The Energy Future
BP Careers
BP People: Our Stories
Total SA About Us KPC About KPC
Our Projects KPC Subsidiaries
Our Products Reports
Health Safety and
Motorsports Environment
Education KPC Initiatives
Careers Speeches and Interviews

Corporate Responsibilities

Our Advertising

Celebrations
Awareness Videos
KPC People

KPC Regional Offices

Saudi Aramco share videos in Arabic and English while KPC only shares in Arabic language.

Differing from the others Saudi Aramco airs “about us” videos in Korean, Japanese, and Mandarin
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Chinese languages. Total and KPC articulate about environment and corporate responsibility, while
the others mention future of the energy. BP highlights its importance in the US economy and its
commitment to America. However, Exxon spotlights the engineers and tries to point out their
symbolic meaning in our lives as using a message: “without engineers we would have been using pageants

to communicate” .

Table 5: Twitter Usage Information of Oil Companies

TWITTER

Joined in Tweets Follower Following
Saudi Aramco 2009 3133 313k 14
Sinopec 2015 131 212 111
CNPC 2008 5 673 0
PetroChina 2011 47 1607 794
Exxon Mobil 2009 4981 181k 212
Royal Dutch Shell 2009 2059 363 k 135
KPC 2010 1 307 2
BP 2013 4474 22,4k 149
Total SA 2009 8741 230k 386
Lukoil (eng) 2013 170 984 10
Lukoil (rus) 2011 890 5844 10

The Twitter usage information of oil companies was given in Table 2. According to Twitter usage,
CNPC has the oldest (2005), BP and Lukoil (English version) have the youngest (2013) accounts. Total
SA has the highest number of tweets, but Shell has the highest number of followers (363 k). The

second highest follower amount belongs to Saudi Aramco.

The twitter usage does not differ from the other social media communications of the oil companies.
However, there are several points that should be emphasized. Saudi Aramco uses both languages-
Arabic and English- and tweets about the projects, business opportunities, meetings, forums,
conferences, awards and speeches of the managers. Besides, Saudi Aramco uses “meet us”, “join us”,
“listen to”, “learn more” phrases more often in Twitter. Exxon Mobil mentions energy, efficiency,
climate change, their history, actions, innovation and investment. They also tweet about US
Government'’s decision on canceling planned lease sales off the coasts of Virginia, North Carolina,
South Carolina, and Georgia as “disappoint decision Atlantic energy development”. In the case of
environment, they also remark about emissions, natural gas as a clean technology and future energy
report for 2040. They give information about how technology reduces our environmental footprints,
but at the same time, they state petroleum as a key ingredient of every day products. Besides that,
they value being an engineer like in their Youtube Channel. Shell talks about being global, high
technology, and give links to download their annual report and free e-book on the colors of energy.

Total, tweets about open innovation, sun power, challenges of off shore production, pay tribute to

Brussels’ victims, cooperation and links to download annual report. They are, like in their other social
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VZA7:

media accounts, talk more about their CSR orientation. They use “learn more”, “be part of”, “see how”
phases more often. BP, in parallel with its Instagram account, shares statistics, energy outlook, and
weekend playlist. They also give links to download annual report and sustainability report. KPC
tweets in Arabic and give links to their Instagram account, while Lukoil give links to their Facebook
account in every tweet. Chinese 0il companies — Sinopec, CNPC and Petro China, only have twitter
account in social media and they do not give any link to their twitter account in their websites. Besides
that, Sinopec is more active in twitter and shares news, CSR, people, oil discovery, innovation and
operations, while the other two are inactive. CNPC opened a Twitter account in 2008 but only shared
five tweets- four in 2008 and one in 2009. They tweeted using adjectives such as “energize, harmonize,
realize”, and “dynamic, loyal, honest, commitment”. Petro China gave information about the
company, income, and their collaborations. But from 2014 their tweets are nonsense- about mobile

games.

CONCLUSION

The aim of this research is to analyze the social media communication of top ten oil companies and to
explore how they position themselves in relation with green talk and green walk. On that ground, the
Twitter, Youtube, Instagram and Facebook accounts of Saudi Aramco, Sinopec, CNPC, Petro China,
KPC, Exxon Mobil, Shell, BP, Total and Lukoil were reviewed, and in total 3000 sharings were

analyzed. As a result, this research generated several conclusions:

First of all, Chinese oil companies are not active in social media, however they have sustainability and
environment report in their websites. In China due to the censorship laws it is forbidden to participate
in the social networks that dominate the rest of the world. Therefore China created its own social
platforms and networks. China’s social-media sector is very fragmented and local. Each social-media
and e-commerce platform has at least two major local players: in microblogging (or weibo), for
example, Sina Weibo and Tencent Weibo; in social networking, a number of companies, including

Renren and Kaixin001. Chinese oil companies do not give any link to any social media account.

Saudi Aramco, Exxon Mobil, Shell, BP, Total, KPC, and Lukoil are more active and have more than
one social media accounts. There are differences and similarities among their communication styles.
Total is the one emphasizing more on CSR including scholarships, community support, and
environmental issues. Saudi Aramco in Twitter, Lukoil and KPC shares the photos of top
management. Saudi Aramco in Instagram and Youtube shares about their staff and values them as
“our people”, “our community”. Lukoil also commonly shares about the financial data and

production capacity to underline their power, while Exxon Mobil empathizes their engineers as their
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power. BP is more personal than the others by celebrating Valentines Day or New Year and asking
several math problems. BP does not mention much about environment, but the need of petroleum in
every product. And Shell focus on being global, innovator and high tech. They relate investing in

technology with creating more environmental friendly products.

On the other hand there is a common ground in their communication. They all emphasize being
global, doing a challenging work, and being an active participant in conferences and forums. They

draw a common portray as that they are important for the continuance of life. They all share about

v

“world water day”, “international women day”, having women engineers and managers in terms of
diversity in the workplace. They give information about their capacity and energy demands. In the
case of “being green”, they give information about emission, they support natural gas as a clean
energy, they mention several environment related projects such cleaning ports, supporting undersea
researches etc. They talk about how huge and hard business they are in while not mentioning its
environmental effects. They do not talk much green, but emissions, and technology. In general, their
sharings give the impression that they are working to supply our demand. They share sustainability

report, annual report, and energy reports to increase the awareness and knowledge.

This research is an exploratory study having limitations. First of all, in the study last 200 sharings and
total 3000 postings were analyzed due to huge amount of database. Analyzing more archival data may
generate a historical trend analysis. Also this study covers only the sharings of the oil companies but
the messages, postings and answers of the public can be examined in order to reflect the reactions.

That may help to draw a two-way communication pattern.
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ABSTRACT

Emotional intelligence has faced many controversies over the years whether it is of
significance and how it can be defined and labelled. It is of benefit to study this concept in a
culturally-driven approach. Given that Lebanon differs from other cultures in its uniqueness,
and finding no model of emotional intelligence that fits this culture, this paper aims to create a
preliminary model customized for the Lebanese retail banking sector. Implementing
emotional intelligence in the Lebanese retail banking sector will help the sector to improve
over the years. The model will be developed and finalized in a further research that is based
on this preliminary model. The model will be created based on existing models, interviews,
theoretical research and secondary data. Interviews will be conducted with scholars to
develop a scientific, well-built and structured model as well as with bank managers to shed
the light on the variables found in the Lebanese culture which can be used in the EI model.
This paper will help in spreading awareness on the importance of EI and its role in improving
the Lebanese retail banking sector as well as setting a base for future research that will aim at

finalizing this model.

Keywords: Emotional intelligence, El, Preliminary model, Lebanon, Lebanese retail banking sector.

INTRODUCTION:

Studying the concept of emotional intelligence in the Lebanese culture is of great interest since
emotional intelligence helps in enhancing organizations that are in the service field such as banks,
which is the field of study of this paper. Therefore, emotional intelligence will facilitate the
attainment of the goals that are set. The Lebanese culture, in nature, differs from other cultures since
it gives much weight to communication, the fact that will ease the process of implementing and
enhancing emotional intelligence and supporting the relationship marketing strategy that will be
researched and linked to EI in the future as a continuation for this paper. Since the Lebanese culture
is considered to be unique, there is a need to create an EI model that fits the Lebanese Retail Banking

sector.
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The aim of this research is to create a preliminary model of emotional intelligence that fits the
Lebanese retail banking sector based on existing models, interviews, theoretical research and
secondary data.

Towards the aim five objectives have been set:

1. Undertake an extensive literature review to construct the theoretical foundation of the
research.

2. Identify potential models that are relevant to the model that this paper aims to create to fit the
Lebanese retail banking sector.

3. Identify potential gaps in existing theory.

4. Undertake preliminary primary qualitative and secondary research to develop a preliminary
model of emotional intelligence for the Lebanese retail banking sector.

5. Combine the research’s theoretical findings with the preliminary primary research results to
develop a preliminary model of Emotional Intelligence in the Lebanese retail banking sector.
Creating a preliminary emotional intelligence model for the Lebanese retail banking sector is

of great benefit to the Lebanese service industry. It is a study that shows how the uniqueness of the
Lebanese culture can be used to boost individual levels of emotional intelligence which will result in
enhanced performance and ultimately better outcomes. There is still need for an EI model for different
cultures, such the case with Lebanon. The Lebanese retail banking sector is in ‘good shape’; however,
bank managers seek continuous improvement on all levels. Spreading awareness of the concept of EI
in the Lebanese retail banks and implementing it through their trainings will definitely show
significant effect and will affect the Lebanese economy. Focusing on EI will help bank employees to
better enhance their skills and satisfy their clients by providing suitable offers. The higher the growth
of bank loans, more businesses will enter the market and invest their loans to generate profits. This

will eventually lead to an improvement in the overall Lebanese economy.

THEORETICAL FOUNDATION:

1.1 Background to Emotional Intelligence:

Over the years, the concept and definition of emotional intelligence has evolved since the 19t
century. Gabriel (2000) stated that in 1990, Peter Salovey and John Mayer discovered a universal
pattern to study emotions after conducting research that showed that individuals are able to identify
and recognize emotions through faces, certain designs and colors. However, in 1995 and 1998, the
term “Emotional Intelligence” became more solid and structured and people became aware of this
terminology as is evident in what Daniel Goleman wrote in “Emotional Intelligence: why it can

matter more than IQ”. Theorists such as Thorndike, Wechsler and Gardner were the first to generate
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awareness of the concept of EI and have facilitated the emergence of current well known pioneers in
the field of EI such as Peter Salovey and John Mayer, Daniel Goleman and Reuven Bar-On.

Emotional intelligence is one of the most vital factors that need to be highlighted and studied

when it comes to success whether we are dealing with the educational or business sector.
1.2 Existing Models of Emotional Intelligence:

McCleskey (2014) pin-pointed the most critical basics of emotional intelligence by describing
its progress throughout the years until reaching the current models. Several models were created to
define, measure and analyze emotional intelligence. These models can be summed up into ability
models, mixed-models also known as the emotional and social competence models and trait models
that include many other sub-models.

Caruso and Salovey (2004) and Jordan et al. (2010) agree that the Mayor ability model is the
most common model used to measure emotional intelligence as it is considered to be the “gold
standard” for defining emotional intelligence. This model is based on a four-branch approach
including four basic abilities which are: 1. Emotion perception, 2. Emotion facilitation, 3. Emotion
understanding, and 4. Emotion regulation. Using the Mayer ability model means using the Mayer-
Salovey-Caruso Emotional Intelligence Test (MSCEIT) in order to measure the level of emotional
intelligence.

The second category encapsulates the emotional and social competencies models (ESCs)
which are also known as the mixed-models of emotional intelligence. The Goleman and Bar-On
models are mixed models.

The third emotional intelligence model is the trait model. Petrides et al. (2007) stated that the
four components of the trait model are as follows:

1. Well-being: self-confidence, happiness, and optimism.
Sociability: social competence, assertiveness, and emotion management of others.

Self-control: stress management, emotion regulation, and low impulses.

= w N

Emotionality: emotional perception of self and others, emotion expression and empathy.
Petrides (2010) defined the trait model as “the only operational definition in the field that
recognizes the inherent subjectivity of emotional experience” and listed the numerous facets that the
trait emotional intelligence comprises: 1. Adaptability, 2. Assertiveness, 3. Emotion expression, 4.
Emotion management, 5. Emotion regulation, 5. Impulsiveness, 6. Relationships, 7. Self-esteem, 8.
Self-motivation, 9. Social awareness, 10. Stress management, 11. Trait empathy, 12. Trait happiness,
13. Trait optimism.

The basic concepts of the three major models of emotional intelligence which were established

by expert theorists in the field of EI are described below:
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Table 1: Three Competing Models, all Labelled “Emotional Intelligence”; source: R. Sternberg (2000), Handbook

of Intelligence, Cambridge, UK; Cambridge University Press, Page 401.

Mayer & Salovey (1997)

Bar-On (1997)

Goleman (1995a)

Overall Definition

“Emotional intelligence is the set
of abilities that account for how
people’s emotional perception
and understanding vary in their
accuracy. More formally, we define
emotional intelligence as the ability
to perceive and express emotion,
assimilate emotion in thought,
understand and reason with
emotion, and regulate emotion
in the self and others” (after
Mayer & Salovey, 1997).

Major Areas of Skills
and Specific Examples

Perception and Expression of Emotion
*Identifying and expressing
emotions in one’s physical states,
feelings, and thoughts.
*Identifying and expressing
emotions in other people, artwork,
language, etc.
Assimilating Emotion in Thought
*Emotions prioritize thinking in
productive ways.
*Emotions generated as aids to
judgment and memory.
- Understanding and Analyzing Emotion
*Ability to label emotions,
including complex emotions and
simultaneous feelings.
*Ability to understand relationships
associated with shifts of emotion.
Reflective Regulation of Emotion
*Ability to stay open to feelings.
*Ability to monitor and regulate
emotions reflectively to promote
emotional and intellectual growth
(after Mayer & Salovey, 1997, p. 11).

Model Type
Ability

Overall Definition

“Emotional intelligence is...an
array of noncognitive capabilities,
competencies, and skills that
influence one’s ability to succeed
in coping with environmental
demands and pressures.” (Bar-On,
1997, p. 14).

Major Areas of Skills
and Specific Skills

Intrapersonal Skills:
*Emotional self-awareness,
*Assertiveness,
*Self-Regard
*Self-Actualization,
*Independence.

Interpersonal Skills:
*Interpersonal relationships,
*Social responsibility,
*Empathy.

Adaptability Scales:

*Problem solving,
*Reality testing,
*Flexibility.

Stress-Management Scales:
*Stress tolerance,

*Impulse control.

General Mood:
*Happiness,
*Optimism.

Model Type
Mixed

Overall Definition(s)

“The abilities called here emotional
intelligence, which include self-
control, zeal and persistence,
and the ability to motivate
oneself.” (Goleman, 1995a,

p- xii). [...and...] “There is

an old-fashioned word for the
body of skills that emotional
intelligence represents: character”
(Goleman, 1995a, p. 28).

Major Areas of Skills
and Specific Examples

Knowing One’s Emotions
*Recognizing a feeling
as it happens.
*Monitoring feelings from
moment to moment.

Management Emotions

*Handling feelings so they are
appropriate.
*Ability to soothe oneself.
*Ability to shake off rampant
anxiety, gloom, or irritability.

Motivating Oneself

*Marshalling emotions in the
service of a goal.
*Delaying gratification and
stifling impulsiveness.
*Being able to get into the
“flow" state.

Recognizing Emotions in Others
*Empathic awareness.
*Attunement to what others

need or want.

Handling Relationships
*Skill in managing emotions in

others.
*Interacting smoothly with others

Model Type
Mixed

1.3 Variables Affecting Emotional Intelligence:
2.3.1 Age and Emotional Intelligence:

The Lebanese society has a particular effect on the culture of banks and the weight placed on
age. Age is correlated with experience and the degree of business wisdom and skills acquired. The
dilemma arises when comparing the advantages of hiring new young employees who are in touch
with the technological advancements, zeal to prove themselves in the field and fresh academic
background pertaining to the banking field as opposed to older and more experienced professionals.

The Lebanese HR managers tend to highly esteem professionals with seniority and experience.
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Many believe that older individuals do have a higher level of emotional intelligence since
they tend to be wiser and more skilled and patient. The reason behind this hypothesis is due to the
fact that IQ levels are fixed; EI levels on the other hand are more flexible and tend to increase as the
individual is subjected to life experiences. Mayer et al. (2000) stated that the level of emotional
intelligence increases with age and experience since it is qualified as an ability and not a personality
trait. Bar-On (2000) stated that older individuals tend to score higher on emotional intelligence since
he believes that emotional intelligence is taught and improved through life experiences. Rodrigues
(2013) used the ESCI and concluded that the level of emotional intelligence of leaders aging from 24
to 45 is constantly increasing; however, after it reaches its peak at the age of 45 it starts to decline in
the fifth and sixth decade of life as a result of the decline of self-awareness competencies of older
leaders.

However, not all researchers do agree that there is a positive correlation between age and the
level of emotional intelligence. Bii et al. (2012) conducted a research to correlate the age of the
manager and the level of emotional intelligence and found that it was statistically insignificant. There
is a clear debate on whether age affects the level of emotional intelligence or not.

2.3.2 Managerial Position and Emotional Intelligence:

Many researchers debate that as an individual is placed in a higher managerial position,
he/she is supposed to have higher emotional intelligence. Chen et al. (1998), Goleman (1998a) and
Bennis (2001) agree on this theory as they believe that emotional intelligence is the key to success for
organizational leaders. Van Der Zee (2004) conducted a study to check whether this assumption is
true. Results were that top managers did score higher than reference groups tested. Fatt (2002) also
supports the results of Van Der Zee as he stated that as individuals progress in their organization,
they gain and improve their emotional intelligence. Goleman (1998b) stated that as individuals get
promoted to higher positions in their organization, they are more likely to have a higher level of
emotional intelligence and acquire more competencies on the way. Further research is suggested to
check whether there is a significant link between emotional intelligence and managerial positions.

2.3.3 Gender and Emotional Intelligence:

The skills and abilities that pertain to each gender have been attributed to natural selection,
genetics, society, access to education and the perspectives through which each gender sees and
approaches dilemmas. One of these comparisons is that pertaining to emotional intelligence. Starting
with Mandell and Pherwani (2003), they found that there is a difference in emotional intelligence
between males and females as females scored higher, suggesting that females are better in controlling

their feelings and emotions and managing others emotions better than males. Bar-On (1997b) stated
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that “females are more aware of emotions, demonstrated more empathy and relate better
interpersonally while men are more adept at managing and regulating emotions”.

Khalili (2011) studied the difference in emotional intelligence competencies scores between
males and females. Khalili used the “Goleman’s Refinement Model of EI” where he delved deeper
into the emotional intelligence competencies (both personal and social) and assessed them. Results
showed that there are no significant differences between genders when scoring on self awareness,
self management and overall emotional intelligence. However, there is a difference in relationship
management whereby men scored higher (with a mean of 63.78) than women (with a mean of 49.22).

To conclude, human resources department must increase their training in order to develop
and improve the level of emotional intelligence of employees and focus on the trainings that
specifically contemplate on developing relationship management competencies.

2.4 Emotional Intelligence: Insights from the Lebanese context

Jamali, Sidani and Abu-Zaki (2008) studied the variations in emotional intelligence
competency scores in Lebanon. These competencies are: self-awareness, self-regulation, self-
motivation, social awareness and social skills. Cherniss (2001) stated that importance of cognitive
intelligence is “overstated” as well as being considered a major predictor of work success. However,
Mandell and Pherwani (2003) agree that the importance of emotional intelligence that was shown in
the fields of business and psychology has highlighted a fact that intelligence quotient can be no longer
used as the major predictor of work success. Fatt and Howe (2003) supported this fact by stating that
the performance outcomes of individual’s performance can no longer be measured by the traditional
intelligence quotient tools.

To summarize, the personal and social competencies building blocks for emotional

intelligence as adapted from Bar-On and Parker (2000) and Kunnanatt (2004) are charted hereafter:

Personal Competence:
e  Self-awareness
e Self-management
e  Self-motivation

| > | Emotional Intelligence

Social Competence:

e Social Awareness
e Social Skills

Fig. 1: personal and social competencies for emotional intelligence
Jamali, Sidani and Abu-Zaki (2008) stated the following results after conducting their research
using the Emotional Quotient Inventory (EQ-I) technique to measure emotional intelligence and a

final sample of 225 individuals working in different sectors such as banks, publishing organizations,
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internet companies, auditing firms, universities, government organizations, and other sectors from
Beirut, Lebanon. Results showed that the entire sample scored moderate levels of emotional
intelligence and that males scored higher on self-regulation and self-motivation whereas females
scored higher on self-awareness, empathy and social skills. There was no significant change in EI
scores between genders except for self-regulation where males scored higher. Senior managers scored
higher than staff or lower-level employees on self-awareness, self-regulation and self-motivation
whereas middle managers scored lower than senior managers and staff on empathy. Differences in
educational background, as there are three categories: high school, college and graduate degree, had
no significance in emotional intelligence scores when testing for self-awareness, self-regulation, self-
motivation, empathy and social skills. Moreover, difference in age had no significance in emotional
intelligence score, except for self-motivation where the group ranging from 35 to 44 scored the highest
and the group aging under 25 scored the lowest. Carrying emotional intelligence assessments at work
can assist employees to detect their strengths and areas of development, and by implementing this
technique in a safe and supportive environment, it can trigger and improve self-motivation.

Moreover, a research was conducted by Hejase, Al-Sayed, Haddad and Hamdar in 2012 to
explore how emotional intelligence is applied in Lebanon. In the first part of their study, researchers
highlighted the importance of emotional intelligence in business through existing frameworks. In
order to explore emotional intelligence applications in Lebanon, both industry and service sectors
were targeted. The sample included employees and managers of different backgrounds and gender.
The final sample size was 110 individuals, and ten managers divided evenly between the service and
industry sector. Results showed no significant distribution difference between genders in both sectors.
To summarize the awareness of emotional intelligence: 2/3 of the respondents in both sector are not
fully aware of the concept of emotional intelligence and have no deep knowledge on this concept.
When identifying the sources that exposed emotional intelligence to the respondents in both sectors,
none stated that they learned about it from their work setting. The sources were either from their
education, media, or other mixed sources. The majority in both sectors agreed that EI has positive
effects on an organization’s profit and disagreed with the statement that adopting EI principles incurs
a lot of costs in such a way that there is no point in investing in it. They also agreed that EI programs
result in favourable results in employees’ retention and disagreed that employees are required to

work individually and not in teams when practicing EI principles.

2.9 Identified Gaps:

Emotional intelligence as any concept has gaps to be covered. Leung (2005) was one of the

researchers who suggested that more research linking cross-cultural issues and EI are needed. Jamali,
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Sidani and Abu-Zaki (2008) stated that there is an interest to uncover culture-specific factors that
affects EI in Lebanese organizational settings. It will be of benefit to link EI and organizational
outcomes in any way. Cross-cultural research is still limited when compared to organizational
research. Jamali, Sidani and Abu-Zaki (2008) suggest finding culturally-related strength and
weaknesses when studying emotional intelligence and study how culture influences the sub-
competencies of EI which is the first identified gap.

The second identified gap was stated by Hejase et al. (2012) where they added that although EI is
perceived to be effective in organizations and will help in creating better outcomes, the majority of
people are not willing to engage emotions and emotional intelligence in the workplace since they
believe that emotions in business will lead to irrationality and unexplained behaviours and decisions.
However, studies conducted by Jamali, Sidani and Abu-Zaki (2008) and Suliman and Al-Shaikh (2007)
within Middle Eastern countries, including Lebanon, suggest that emotions cannot be separated from
a person when conducting business and is part of the individuals’ personality whether the
organization accepts that or not. Many are still caught with the traditional saying of “leaving emotions
at home before coming to the job”; however, as stated before, emotions cannot be isolated from an
individuals’ personality when at work.

Hejase et al. (2012) also pointed a third identified gap as they suggested to study cross-multiple
relationships between different concepts such as EI and other concept linked to management for
example to discover a possible theoretical link that businesses can benefit from as they implement EI

in their organizations.

METHODOLOGY:

The research aims and objectives are set to cover the gaps found in the literature review and
interviews that were conducted with three Lebanese branch managers and one regional bank manager
in retail banking. For this end, information was collected from primary and secondary data sources.
Gaps have shown the need to create a new model of emotional intelligence that fits the Lebanese retail
banking sector. This process utilized an inductive reasoning since the paper is using existing
emotional intelligence models/theories to create a new model. Representative sampling was chosen to
collect valuable and related data to the subject of study.

The fact that a phenomenological paradigm is utilized indicates that the methodology that fits
this position is the qualitative method. The research method is a case study and the technique used is
interviewing the representative sample chosen. The interview had semi-structured open-ended
questions. Having in-depth interviews helps in collecting more valuable data, understanding the

situation realistically and maybe uncovering some hidden gaps that are not stated in existing research
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papers. This technique gives the interviewer the advantage of being able to remodel and restructure
the questions when needed and also gives the interviewee the ability to better understand the aim of
the study by familiarizing the latter with the concept of emotional intelligence.

The aim of a qualitative study is not to generalize results, but rather to research a case study
that is focused on studying EI in the Lebanese retail banking sector. Therefore, there is no need for a
large number of interviewees. After conducting the interviews and recording every interview, which
took an approximate of an hour and a half, a pattern was constructed manually and data was
analyzed by translating the interviewees’ answers from Arabic and French to English since most
banks in Lebanon use the French language at work. Gaps found through the literature review and
interviews are used to create the preliminary EI model that fits the Lebanese retail banking sector.

The model that will be created in this paper is provisional for a final model of emotional
intelligence for the Lebanese retail banking sector in a further empirical research. This model cannot
be used and implemented at this stage rather than highlighting the variables that are highly suggested
to be relevant based on existing research in this field and some preliminary interviews with banks
managers. Additional interviews are required since four interviews were conducted with bank
managers and the other four interviews where conducted with scholars to help in constructing a
scientific questionnaire for the interviews and create a preliminary model of emotional intelligence foe
the Lebanese retail banking sector; thus, it is expected to find additional significant variables in a more
advanced level. The variables of this preliminary model will be used to create the final model that is
more practical and can be implemented by the Lebanese retail banking sector. Further research will
focus on conducting a number of in-depth interviews with Lebanese retail banking clients to show
which of the variables of this preliminary model are of significance and which cultural-based variables
can be added to improve the final model and customize it to the Lebanese market.

The following are the questions asked:
1. How do you perceive the Lebanese Retail Banking sector and does it affect the Lebanese

Economy?

2. Is there any gap in the Marketing or Management Department at the Lebanese Retail Banking
sector?

3. Is there enough knowledge about Emotional Intelligence? How often trainings are held which
tackle this concept?

4. Is the Lebanese culture unique? If yes, how is it so? And how does the Lebanese culture affects

Emotional Intelligence?

5. Is there a need for a customized Emotional Intelligence Model that fits the Lebanese Retail

Banking sector?
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PRELIMINARY QUALITATIVE RESEARCH FINDINGS:

Lebanese retail bank managers confirmed that there is a significant link between retail banks
performance and the Lebanese economy through providing the clients with different types of loans to
energize the market through investments. Although Lebanon is in an unstable political situation the
banks are still thriving. Due to the crisis that happened in Iraq, Egypt, Syria and Turkey, many large-
size Lebanese banks have closed their branches in these countries and start focusing more on Lebanon
and thus the competition is now higher than ever. Lebanese retail banks are pushed to perform better
and one way is through training their employees to master all the details needed. Bank managers
agree that El is of significance and having trainings on this issue will help them grow and thrive in the
market since they will gain a competitive advantage since there is still not enough awareness of
concept in Lebanon. However, even by knowing this fact, banks still prefer investing their trainings on
technical know-how and up-to-date products and services. Large-sized banks are able to conduct
personal-oriented trainings more than medium and small-sized banks because of their budgeting
system. Banks prioritize their trainings and thus the headquarters should note the EI of high
importance and is capable of taking their performance to the next level. The Lebanese culture is
unique, and it needs a customized model of EI based on the culture. Lebanese people are known to be
multi-lingual, open, highly care about personal relationships and significantly affected by nepotism.
Not all clients are treated the same, some requires the bank to break some rules because of their
political and/or social power. Nepotism affects the Lebanese culture on a day-to-day base.

Relating the Interviews with the Established Models:

The interviews with the bank managers go hand-in-hand with the established EI models and
overall analysis and orient us on what aspects of those established models should be given weight
relative to the Lebanese example. In other words, a preliminary Lebanese Model that is customized to
the Lebanese retail banking sector can be constructed in an inductive manner based on a multi-
disciplinary approach. The emotional aspect of the Mayer and Salovey ability model can be utilized to
target the 'pathos' and sentiments of the Lebanese clients who usually tend to feel more comfortable
when they have a sentimental connection with their bank. The ability-based model of emotional
intelligence describes the abilities to perceive, use, understand and manage emotions. By this token,
showing clients joy towards their happy life events, compassion and sympathy regarding their sad
occasions, moral support during times of weakness as well as malleability and emotional astuteness
when dealing with difficult clients should be all components of the emotional chapter of the Lebanese
EI Model. Furthermore, the weight given to the process utilized in implementing EI which was
delineated in the Bar-On Model would be a suitable backbone and mesh on which our customized

model can be built on. Bar-On and Goleman’s models are mixed models, meaning they combine
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emotional intelligence qualities with other personality traits. Goleman's Model which focuses on an
individual's capabilities and personality in applying his/her consistent affects at work would be a
great asset which can be utilized to tackle dilemmas at work and follow a suitable approach with
clients. In essence, employees would be more aware of their own sentiments and emotions and more
importantly would be aware of what aspects of those emotions should be expressed or hidden as well
as comprehend the emotional status of their respective clients and absorb/tackle any feelings of

discomfort, anxiety or distrust.

CONCEPTUAL DEVELOPMENT:

Following a search of literature and based on the interviews conducted, a new preliminary
model of emotional intelligence that fits the Lebanese retail banking sector is needed. This new
preliminary model will be divided into two sections: skills and variables. Common existing models
such as Mayer and Salovey (1997), Bar-On (1997) and Goleman (1995a) are used to create this
preliminary model. Each of these models has major areas of skills which will be all included since four
interviews from the bank’s point of view are not enough to eliminate any of these skills; however, in
an advanced stage, interviews with retail banks’ clients will be conducted which would focus on the
skills of emotional intelligence that are needed. Therefore, only the skills related to the Lebanese retail
banking will be included. Having said that and visualized a framework of the skills that should be
included in this novel model, we move to the pertinent variables that need to be considered. These
variables are divided into general and Lebanese-based variables. The general variables are chosen
based on the literature review and are considered to have a direct link with emotional intelligence.
However, the Lebanese-based variables are deducted from the four interviews with the bank
managers. Having future interviews projected in the extrapolated study, additional variables are

expected to be included.
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Preliminary Emotional Intelligence Model for the Lebanese Retail Banking Sector

Preliminary Emotional Intelligence Model for the Lebanese
Retail Banking Sector

Existing Emotional Variables
Intelligence Models
Maver and Bar-On Goleman General Lebanese-based
Salovey (1997) (1997) (1995a) Variables Variables
h 4 h
Major Areas of Skills Age Language
Managerial Openness
3 v y Position
Perception and Intrapersonal Knowing One’s Personal
Expression of Skills Emotions Gender Relationships
Emotions - .
Interpersonal Management Nepotism
Assimilating Skills Emotions
Emotion in Though . o
Adaptability Motivating Oneself
Understanding and Scales o
Analyzing Emotion Re""g’“mf‘g
Stress- Emotions in Others
Reflective Management ]
Regulation of Scales Ha_nd!lng ]
Emoti Relationships
motion

CONCLUSIONS, IMPLICATIONS AND FURTHER RESEARCH:

The Lebanese retail banking sector plays a crucial role in the Lebanese economy through
providing clients with loans of different types to invest in the Lebanese market and generate profits.
Enhancing the performance of this sector will directly or indirectly lead to an improved economy. The
awareness and implementation of emotional intelligence in organizations results in a significant

overall performance improvement through generating more sales and profits as well as satisfying
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clients and customers. As shown above, there are several models that exhibit the skills of emotional
intelligence; however, the most common existing models are that of Mayer and Salovey, Bar-On and
Goleman, were incorporated in the build-up of the preliminary model of emotional intelligence that
fits the Lebanese retail banking sector. Following a search of literature, it was evident that age, gender
and managerial position are directly and indirectly linked with emotional intelligence. This significant
link between these variables and emotional intelligence will be further delineated and examined in a
future extrapolated research study that will be conducted as continuation of this study. Based on four
interviews with Lebanese retail bank managers, Lebanese-based variables were highlighted, and in
turn this showed the uniqueness of the Lebanese culture and how it differs from other cultures. The
model created is a preliminary one and not the final emotional intelligence model for the Lebanese
retail banks. It is a general framework to start with when the second phase of this paper would be
constructed. In this second phase, an approximate of 40 interviews will be conducted; however, those
interviews will be conducted with Lebanese retail banks’ clients and not with banks’ managers.
Consequently, it is expected to determine the contribution of each skill to the Lebanese retail banking
sector regardless of which model they belong to. As for the variables, more Lebanese-based variables
are expected to be added to the final model whereas the general variables will be tested to see if there
is a link between them and EI in the Lebanese context.

Four interviews were conducted which shed the light on a number of interesting variables
and showed how existing models are theoretically correlated with the Lebanese culture in addition to
four interviews with scholars that helped in the construction of a scientific questionnaire and
development of the preliminary emotional intelligence model for the Lebanese retail banking sector.
However, additional interviews with bank managers might have revealed more Lebanese-based
variables. In a future research, and after creating a final model of emotional intelligence for the
Lebanese retail banking sector, there will be a study on how emotional intelligence and relationship
marketing are related, which will be of high interest for corporations which are aiming at increasing

their profits and enhancing their marketing departments.
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ABSTRACT

As part of the recent global financial crisis, Europe has experienced a double dip recession,
meaning that the effects of the crisis have been longer and more severe. Tourism, specifically
the hospitality industry, is important for the economy of Southern European countries, where
the crisis has been the worst. Therefore, to better manage the crisis impacts and anticipate
future impacts, it is crucial to identify the contributing factors.

Here, we examine the performance of a sample of 7,293 Spanish hospitality companies based
on data from 2008-2011. A multivariate regression analysis was conducted researching
workforce revenue and cost variables. Results show the importance of investments in
workforce qualifications. These findings help the hospitality industry to understand the
relevant drivers and coping strategies associated with the hospitality industry during a

financial crisis.

Keywords: downturn performance, workforce performance, downturn direct effect, financial crisis

A larger version of this paper is currently under review at Euromed Journal of Business.

INTRODUCTION

Current economic trends suggest that the 2007 global economic downturn is now ended (Bronner and
Hoog, 2014). Varum and Rocha (2013), among others, have asserted that economic downturns
negatively affect firm growth, both during and immediately following a crisis (Okumus and
Karamustafa, 2005). Analyses of previous crises have found that both internal and external factors
could be key issues in company performance during a financial crisis. The tourism industry is
typically one of the most damaged during a financial crisis for a number of reasons. First, tourism is
affected by reduction and changes in traveller spending (Cracolici et al., 2008; Smeral, 2009). Second,

reduction in credit access and lower return of actives speed up financial problems (Fahlenbrach et al.,
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2012). Third, financial crisis recovery may take a long time and can contribute to tourists favouring
alternative destinations (de Sausmarez, 2013). Finally, domestic tourism falls sharply (Chen and Yeh,
2012), with consumers concentrating on indispensable consumer products such as food and clothing
(Smeral, 2009). Thus, fierce competition will normally occur within a destination and between
alternative destinations (Cracolici et al., 2008). As a consequence, in the case of tourism, financial crises
could be considered continuous due to the long lag period before the full extent of the damage
appears (de Sausmarez, 2013 cited Siomkos, 1992).

For the aforementioned reasons, understanding the performance of tourism companies during a
financial crisis is crucial as it provides a predictor of future performance in subsequent crises
(Fahlenbranch et al., 2012). On the other hand, tourism is a human-intensive industry, and human
resources are basic to service quality (Baum, 2015). However, during times of crisis, companies reduce
employment to cut expenses, with a result of a likely deterioration in service (Alonso-Almeida and
Bremser, 2013) and loss of competitiveness (Cracolici et al., 2008; Ridderstaat et al., 2014). It is
therefore important to understand how human factors help hotels face financial crises with the aim of
managing crisis impacts properly and preparing for future crises. Nevertheless, limited research
involving individual performance and influence factors of companies during this latest crisis has been
reported.

To address this, we aim to identify the relevant factors for growth during times of crisis. Although
people are frequently called the most valuable asset for tourism companies, the role of human
resources in tourism companies in times of crisis remains underexplored (Baum, 2015). Thus, delving
into workforce cost and productivity influence over company performance during a downturn is
relevant to provide help to manage hotels during this difficult period.

To our knowledge, this report is the first attempt to specifically study human resource performance
and growth of hotels during the latest financial crisis. While previous crises have been short, the
current crisis in Europe has felt like a "double crisis" (the financial and euro crisis). For that reason,
panel data are used with a total of four years of analysis over the period of the double dip recession
(2008 to 2011) and when the financial crisis was hardest (Ridderstaat et al., 2014). Therefore, the novel
approach of this study should help reveal the relevant drivers and success factors for the tourist
industry during turbulent times.

To achieve these aims, the next section of this paper discusses the theoretical arguments regarding the
model proposed. The following section describes the empirical design of the study. Sections 4 and 5
present a quantitative analysis, continuing with the study findings and discussion. The final section

offers several conclusions drawn from the research and observed business practices.
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LITERATURE BACKGROUND

Financial crisis and workforce in hospitality: Impact on growth performance

Competitive operational performance has been related to good performance during downturns
(Claessens et al., 2012). The authors noted that lower internal costs can provide a competitive
advantage during a fall in demand. In line with this reasoning, Kunc and Bhandari (2011) have also
asserted that during financial crises, companies seek cost efficiencies. Given that workforce costs used
to be the main expense in human-intensive industries such as tourism, to address the impacts of a
global economic recession, hotels used to maximize their benefits with limited resources through
correct resource allocation and operation strategies. Moreover, Flouris and Walker (2005) observed
that operational flexibility was crucial to achieve good performance during financial crises. Thus,
companies with operational capabilities could be better able to cope with turbulent times (Lee et al.,
2009). Among others, workforces with more distinctive skills and scalability could be key for growth

during this period (Nijssen and Paauwe, 2012; Baum, 2015).

Chen and Yeh (2012) found that hotels in Taiwan with higher labour productivity (calculated by the
total operation revenue against number of employees) were more likely to survive under financial
crisis situations. Hjalager (2010) suggested that innovative tourist companies are able to face turbulent
environments, although it could cause an increase of cost in the short term due to an increase in
employee costs and revenues by employees. In fact, Komninos et al. (2014) asserted that specialization
and value added to services produced significant variations in productivity measures. Thus, a more
specialized workforce could increase the cost of employees but also improve performance (Baum,
2015). Therefore, the following hypotheses are proposed:

H1la. Workforce cost is directly and positively related to hotel growth during financial crises.

H1b. Workforce productivity is directly and positively related to hotel growth during financial crises.

Workforce costs Hla
Growth in crisis times
Workforce b
productivity Hl

Figure 1 summarizes the proposed study model.
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METHODOLOGY

Sample and data collection

The data used to conduct the study were taken from the Iberian Balance Sheet Analysis System
(SABI), which contains financial information on Spanish companies from 1996 onward. Yearly
information was extracted for 2008-2011. To ensure that the financial data used dated back to
company inception, only companies that had been running within the 2008-2011 timeframe were
included. In total, information on 7,293 hospitality companies was gathered. Table 1 shows some
descriptive data of the sample in 2011. It can be observed that the sample is composed mainly of

independent micro (75.1%) and small hotels (62%) with less than 20 years in the business (72.5%).

Age Size Group

N % N % N %
0-5 years 563 7.7 1-10 employees 3471 47.6 No 5478 | 75.1
6-10 years 1755 241 11-20 employees 1050 14.4 Yes 1815 |24.9
11-20 years 2969 40.7 21-100 employees 1389 19.05
21-50 years 1947 26.7 101-250 employees 194 2.66
51-100 years 55 .8 > 250 employees 85 1.17
>100 years 4 1 N/A 1104 15.14
Total 7293 100 Total 7293 |100 Total |7.293 |100

Table 1. Descriptive statistics of the sample

The hotel industry was selected for two reasons. First, tourism is extremely important for Spain and is
the largest industry in the country, accounting for 11.9% of its gross domestic product (GDP) and
employing over 2 million people, which is about 15% of the total workforce in the country (Exceltur,
2013). Second, Spain is the fourth most popular worldwide destination for foreign travellers (e.g.,
during 2014, 64.99 million foreign tourists arrived to Spain) and second by tourist income (Frontur,
2015).

Research methods

The dependent variable used to test the hypotheses was company growth. Company growth was the
ratio of year-to-year logarithmic variations in the number of employees (GEMPL) (e.g., Claessens et
al., 2002; Clarke et al., 2012; Alonso-Almeida, 2013). The rate of variation was defined as:

TVXit=r (Xit) - r(Xit-1)

where Xi,t denotes company changes at time t.

In addition, two types of independent variables (see Table 2) were used to represent internal drivers.
Revenue per employee (REVEMP) and cost of employee (COSTEMP) were extracted from the SABI
database to analyse workforce productivity and workforce cost respectively. Next, the model tested is
presented:

GEMPL= 80 + B1*REVEMP + 32*COSTEMP
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Variable | Measure | Adapted from
INTERNAL variables

Workforce

REVEMP Numerical continuous variable. Mean of | Anderson et al. (2000);

operational revenue by employees during the
period 2008-2011

COSTEMP Numerical continuous variable. Mean of cost of | Anderson et al. (2000); Pestana
employees during the period 2008-2011 (2010)

Table 2. Independent variable descriptions

RESULTS

An initial descriptive analysis was performed, and values from independent variables are shown in

Table 3.
Variable | N | Min / Max | Mean | Standard deviation
Dependent variable
GEMPL | 5720 | -1/101 | |
Independent variables
REVEMP 5,490 3.87/15,857.82 89.86 265.82
COSTEMP 5,532 2.47 /920.76 25.58 25.23

Table 3. Descriptive analysis of the independent variables

With the aim of testing the hypotheses, a multivariate regression analysis was performed. In the
regression, workforce costs obtained a value of 0.510 which is highly significant whereas workforce
productivity turned out to be non-significant (value 0.019) The goodness-of-fit of the model is greater

than 0.25. Therefore, we can consider that our model has a high explanatory power.

DISCUSSION OF RESULTS

The statistical analyses validate most of the model proposed in the previous sections. Individual
hypotheses are contrasted here, and the findings are explained. These findings shed light on how
hotels can manage internal factors to face financial crisis situations and outline approaches for
handling the most relevant external factors.

Hypothesis Hla is significant and is therefore accepted. This finding confirms a stronger influence
from human resources on competitive operational performance and growth during crisis. Thus, it
suggested that hotels should deploy a strategy based on adding value to customers. These types of
strategies usually involve some investments in training or additional employee expenses to
differentiate products or services with an associated employee cost increase (Benur and Bramwell,

2015).

This finding also stressed the idea that the workforce is challenging (Baum, 2015). Thus, higher

salaries seem to be associated with higher hotel performance. A possible explanation for this is that
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more satisfied employees are more compliant with hotel and quality service and, as a consequence,

directly influence hotel performance (Alonso-Almeida et al., 2012).

Contrary to expectations, hypothesis H1b is not significant and therefore rejected. Two reasons could
explain this. Hotels could experience difficulties increasing revenue per employee due to customers
having reduced holiday time and/or expenses (Smeral, 2009). Moreover, revenue per employee can
also increase when the total number of employees decreases due to lay-offs or dismissals providing
immediate cost savings in a downturn. This strategy has been considered to be risky and short-sighted

because it damages long-term competitive advantage (Alonso-Almeida and Bremser, 2013).

CONCLUSIONS

Evidence of a number of pertinent conclusions for academics, managerial practice and policy makers
is provided for the hospitality industry during a financial crisis.

First, Kunc and Bhandari (2011) asserted that the main characteristics of the most recent financial crisis
were reductions and changes to consumer spending, organizations seeking cost efficiencies, increase
in unemployment, and lower return on investments. Therefore, appropriate balancing of human
resource competitiveness with careful investments in training can help hotels face crises under falls in
demand. Using this approach, hotels can avoid the difficulties caused by shortcomings in capabilities
and a greater dependence on so-called big customers (e.g., tour operators and suppliers).

Second, operational efficiency is vital to competitiveness, and it is vital that hotels improve their
decision-making effectiveness regarding their production activities and deployment of scarce or costly
resources (Pestana, 2005). Therefore, a downturn situation could provide an opportunity for hotels to
strengthen capabilities by means of implementing structural changes and reinforcing workforce skills
(Smeral, 2009). Operation efficiency is crucial for profitability in both good times and downturns. For
this reason, hotels should make the most of optimizing internal resources in good economic times,
therefore anticipating and preparing for economic downturns.

Thus, these findings provide a useful framework for managerial practice during turbulent financial
times and highlight the importance of a dynamic business strategy focusing on highly qualified
human resources. In the last decade, the hospitality industry has been working in quality service,
improving infrastructure and promoting hotel positioning. Although these strategies are necessary,
they do not guarantee survival and growth in turbulent times. Copying newly founded hotels
introducing creative business strategies can provide valuable insights for elder companies.

Finally, from the recommendations by Ridderstaat et al. (2014), policy makers should invest more

resources in tourism promotion and other tourism-related activities such as communication,
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infrastructure and tourism entrepreneurship in order to increase the number of innovative, new
hotels. Our findings suggest that a focus on innovation and employee qualification can improve a
hotel’s crisis resistance significantly.

In addition, researchers could further investigate the influence of employee costs, analysing their
composition and the way money is spent in order to detect where costs are best allocated to increase
performance even further.

In summary, this study contributes to the literature by providing a firm-level analysis (rather than an
industry-level analysis) and offers an almost complete picture of a specific geographical area. Future
research should address the performance of other tourism industries in times of crisis, such as
restaurants and travel agencies, and the relationships between performances in different tourism
industries. Regarding the limitations of the paper, the main limitation is associated with the use of
panel data from an official database. These include problems in the design, data collection, and data
management of panel surveys. A minor limitation is basing the paper on solely on tourism. More

conclusions could be drawn by comparing tourism to other sectors.
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ABSTRACT

The aim of this exploratory research is to shed light on the roles of Transformational leadership (TL)
and its impact in motivating creativity of companies in three sectors of the economy in the United
Arab Emirates (UAE) industries. The focus of this study is to examine TL behavior that enhances
creativity process in their organizations.

After studying a sample of 125 companies in three sectors (namely manufacturing, services, and
agricultural sectors) representing a 53 percent of the total companies in Abu Dhabi Emirate, Only 115
enterprises returned their forms and these forms were used in the data analysis representing a 92
percent response rate which was acceptable statistically.

It was concluded that there were a positive concerns for TL in their companies' intent to motivate
employees' creativity but important effect in five variables : Employees' commitment, Flexibility at
work, Employees' Experience & knowledge, Diversity at work, Employees' trust, were found to be an
important motivator factors of encouraging creativity in their businesses. Also, TL is crucial for
affecting and encouraging creativity on individual through psychological empowerment, and
organizational levels positively through its capability to create new knowledge and creative processes

that are difficult to imitate.

Keywords: Creativity, Sustainability, Transformational Leadership, UAE

INTRODUCTION

In any organization the leaders' behavior in their organization is to enhance drive their employees'
creativity, encouraging, enhancing and fostering them in their exploratory thinking and challenges. In
this respect leaders are motivating, providing, and encouraging their employees in generalizing new
ideas to achieve the organizations' mission and visions. As creativity is driving the success of the
organization TL is the catalyst of organizational creativity (Ahmad et al., 2010). Since the employees'

creativity and initiatives is the basis for any profitability of their organization, thus understanding the
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form of leadership and its effect on such employees' initiatives is crucial. Irrespective to the type of
leadership, TL meaning which is convenient to our research is, the workplace, encouragement,
accepting risk management, challenge and inspirations (Lizano, 2015). Thus TL leadership will
maximize their employees' expectations, and stimulating their intellectual capabilities.

Creating and encouraging creativity environment or as a culture within the organization by
transformational leader, employees is likely to respond to any challenge through exhibiting more
creativity and self-efficacy due to such support of their leaders. Such environment supporting by
leaders' emotional attachment will motivating them for more initiatives, ideas, and solutions in their
tasks (Packard, & Jones, 2015). Such leader' charisma, encouraging inspiration of creativity,
individuals' behavior and stimulating employees' intellectual capabilities, are mainly behind the
transformational leaders' success, and raising expectations in their organizations (Burns, 1978).

Since the introduction of the TL theory by Burns in 1978, empowering employees is still important to
regard the creativity concept as an ongoing process in businesses today, and as an attempt to raise
employees' personal values and their performance expectations. Such understanding is compatible
with our research explanation that creativity is the production of ideas by the employees benefiting
the organization, along with TL in creating creative environment (Kaiser, McGinnis, & Overfield,
(2012). Therefore, it is the mechanisms underlying the effects of TL on creativity concept in the work
environment.

Creating knowledge within the organization is regarded as valuable sources for creative processes
that are difficult to imitate and for its success. In this respect integration between TL and different
types of knowledge is needed. Going beyond the organizations' boundaries is important for the
organizational survival. In other words, an internal capability is not enough for creating an
environment of creativity. In fact its sustainability is vulnerable to the challenges, as the organization
living in a continuous changing environment (Birasnav, Rangnekar, & Dalpati, 2011).

Empowering employees' within the organization by their leaders is crucial for the creativity process,
as new ideas or inventions may be stems from one individual or many employees in accomplishing
his/their daily tasks. Invention new ideas or tasks may arise from the lower or the middle levels in
different department of the organization. It is accepted to say that employees have different
capabilities and thinking and it is the nature of the human being. Such difference in their capability
and knowledge is the ground floor for their innovation and creativity as become visible. Empowering
the employees will result in increasing their confidence and contributions, doing the job well, trust in
their leaders, enhancing motivation for creativity and achieving better performance. This is a valuable
aspect, that the leaders should concerns' about it (Lengnick-Hall, Beck, & Lengnick-Hall, (2011).

Therefore, when employees' feeling is that their organizations values their contribution, their
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commitments and loyalty will increase. This will enhance the sharing of knowledge between them,
and their leaders will improve the network for better transformation of information or knowledge.
When creativity expectations is the result of understanding between employees and their
organization, transformation and sharing knowledge between them, and improvement in the
network of communication, then one may expect that leadership influencer is essential and significant
(Kesting, & Ulhei, 2010).

In general and from the above discussion one may concludes that factors motivating creativity are:
Employees' commitment, Working with colleagues, Working under pressure, Flexibility at work,
Employees' Experience & knowledge, Diversity at work, Efficiency & efficacy, Employees' trust,
Efficiency & efficacy, Friendly environment. Transformational leadership may enhancing employees'
creativity through the listening to the employees' new ideas with openness, the integration of
knowledge in a creative way , challenging with each other's ideas, and group diversification.

From the above discussion one may conclude that, leadership is a fundamental asset for the
organization to be competitive, as they are directing employees' intent, technology, the organization's
strategy, in an effective way for implementing and encouraging creativity for development and
success.

Influence of TL from employees and organizational perspectives becomes important and influencing
performances of both. Even though such influence in organization development processes have
received little attention, in the industry in the UAE. In this research the researchers will highlighted on
which factors existed in the companies in the sample which motivating creativity and the role of the
leadership/management in this context. The purpose of the present research is to understand the
influences of TL on their employees' creativity in a real setting in their organizations. Also this

research is a trial to fill the gap concerning the TL in the UAE industries.

TRANSFORMATIONAL LEADERSHIP AND CREATIVITY SUPPORT

In business creativity is necessary and an important factors of many behind the innovation and the
success of the organization. Such understanding play a pivotal role is such success and in building
effectiveness and the competitive advantage of organizations. But the continuous changes in the
business environment need a new ways in the long run for managing the organization and coping
with such changes which is necessary for innovative ways in managing the business. Thus, creativity
for many organizations is regarded as an important goal for having the potential influence on the
organizational performance. Those leaders who have the skills and knowledge for encouraging their
employees to be creative are not prone and far from taking their organizations to the stage of

restructuring or downsizing in an attempt to solve problems and work to avert the need for such
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circumstances (Agbor, 2008). The creativity concept in the organization is not emerging suddenly.
Such understanding requires a direction and power by leaders to harness the implementation of such
concept/understanding within their organization. What required from those leaders is to control
efforts, creating a creativity culture, and transform the creativity process effectively and efficiently to
accomplishment. Looking for a competitive advantages, leadership regarded culture, strategy, inspire
employees, technology and the required sustainability in the long term, as vital aspects towards the
success of the organization, and such leadership becomes a sources and crucial for a compatibility
environment. Thus, organizations have to proceed of employing the right leadership whom are
interested in creativity at the required place. Otherwise they were stifling the creativity process in
their organization. With leadership authority, responsibility and the capabilities the organization is
able to lead the creativity process. As they are professionals, they should have the ability to exploit
any opportunity for development; otherwise, if the leaders’, ambitious and demonstrate reactive
rather than proactive attitudes they are impeding success and the creativity process in their
organization Leadership has to convince the employees that they were benefiting with other tools
from their organizational cultural change (Packard, et.al., 2015).

Leaders working in organizations' having the command and control, assigning resources, less
empowering employees, such organization are less successful in their business. In such organizations,
employees believe that all the outcomes are ultimately the responsibility of all as a teamwork, and
organizational process working smoothly. Adversely when organizations working in environment
where leaders are not extended their authority and will, empowering employees will be creative and
productive (Parjanen, 2012). In this respect we have to understand that leaders didn't achieve
organizational objectives or creating creativity a single-handedly, rather, encouraging the
involvements of employees with their skills and knowledge. Such effort will transform and bring their
organization to greatness and success

In any organization leadership opportunity should be existed at every level of the organization, and
not confine only to the top of the organization, in fact such organization will not survive in the future,
because there is no individual by himself only able to have time, skills, ideas , knowledge, and to
handle all tasks of the leadership. Organization must benefit from the creativity of its employees and
harnessing or controlling its leadership abilities. This is the new understanding for the contemporary
leadership. It is the leadership ability to empowering the employees and inspires them which induce a
great influence in the organization (Carmeli, Gelbard, & Gefen, 2010).

Organizations are living now in a knowledge-based era and required for employees sharing the
experience of serving as a leader, sharing knowledge, aspiration and values, loyalty, commitment and

working as teamwork or as one family to bring success to their organization (Lunenburg, 2011).With
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such consistency within the organization, employees have time to think, optimizing their creativity,
improving their performance, and a releases and get rid of suffocating dependence on top
management /leader. Argument such as that the success of an organization may be achieved through
the dependence on employee's collaborations, multiple sources of leadership at all organizational level
rather than dependency on command and control leadership, may be acceptable in businesses today.
Within this healthy environment, the organization is building and encouraging, employees' trust, self-
esteem, optimistic and confident employees, becomes vibrant and not stifles creativity with effective
leadership. Through the allocation of the available resources, such as financial support, information,
time, design work groups, or any logistical support, leaders may fostering employees' creativity in
their organizations (Cottrill, Lopez, & Hoffman, 2014).

Creativity needs a business environment to demonstrate and incubating a new creative ways in the
organization, and it has a crucial role for the survival of the organization through the penetration in
the marketplace, as creativity refers to generating ideas for the development in the long run. Thus,
creativity in such context refers to those employees involved in this process and the organiza