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From the Scientific Council

Ladies and Gentlemen,
Welcome to the 23 rd edition of the ‘Journal of Management and Financial Sciences’ . 

This is our privilege to present next group of articles which we hope will present 
a contribution to the development of economic thought and contribute to a fuller 
understanding of the complex economic issues .

Athanasios G. Patsiotis and Ilias Kapareliotis from Department of Marketing, 
School of Business, DEREE-The American College of Greece in their paper “Digital 
Marketing Trends and the Curriculum” explore the relationships among academic 
research, marketing practice, and marketing education as a result of the emerging 
consumer behaviour in digital environments . Subsequently, the proposed conceptual 
framework would set the basis for the examination of specific aspects of the above 
relationships through an empirical study . A review of special issues, a sample of 
publications, and a content analysis, indicate the increasing interest of researchers 
in digital marketing applications within different contexts . Practitioners increasingly 
recognize the impact of digital marketing developments on their marketing strategies; 
however marketing education may not equip graduates with what businesses want 
in order to implement effectively such strategies . A sample of marketing programs 
also shows that the response of marketing educators would rather be the introduc-
tion of new or modified courses focusing on digital marketing . The need for further 
research is indicated .

Tomasz Dorożyński and Anetta Kuna-Marszałek from the Department of Inter-
national Trade University of Lodz In the article, “The role of incentives in attracting 
fdi to the new eu member states” attempt to assess selected investment incentives 
as determinants of investment attractiveness of the new EU Member States . This 
study is structured as follows . First, it explores the existing literature on investment 
incentives . Then, authors examine major investment incentives offered by the new 
EU Member States . The final part examines the correlation between selected variables 
characteristic of investment incentives and the inflow of FDI . The study is based on 
statistical methods (Spearman’s rank correlation and Pearson correlation) . Lastly, 
authors present conclusions .

Market entry mode choice has been one of the key topics in international busi-
ness literature and the Uppsala model has longed served as a backbone for academic 
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discussions stated Pavel Štrach, Sophie Wiesinger and Margarethe Überwimmer 
from the University of Applied Sciences Upper Austria, School of Management 
in the article “CEE Internationalization of Austrian SMEs: Following the Uppsala 
Model after Gaining Visegrad Experience” . The evolutionary approach to market 
entry strategies represented by the Uppsala model may still be valid even when 
examined on the regional (CEE) level . Austria has been historically a country on the 
crossroads between the European East and West, serving as a location for regional 
headquarters . Austrian companies have been among the first to tap the markets of 
Central and Eastern Europe, which opened up in 1990 s to international companies . 
2013 barometer study among 244 Austrian SMEs reveal that experience gained 
from Visegrad countries early in company’s internationalization process affect entry 
modes, to which Austrian companies gravitate when entering other Central and 
Eastern European markets . With gradual early Visegrad experience, the companies 
are more likely to deploy more significant resources in the region of CEE and set up 
their own subsidiaries .

“Postcolonialism in Poland: New markets, new opportunities and new cultural 
imperialism” is an article by Gregory Allen from the University of Bolton . Author 
stated that the end of Soviet communism in the Eastern Bloc can be viewed as hav-
ing led those countries, Poland included, from one neocolonial system to another . 
Postcolonial theory (PCT) has only very recently been utilised by international 
management and cross cultural management researchers . Recent PCT research 
however points to a growing perception that Poland, together with other Central and 
Eastern European countries, can be viewed as postcolonial in its interactions with the 
West . This paper proposes that despite PCT being utilised primarily as a theoretical 
framework in formerly colonised nations, a postcolonial perspective on Western 
business/management discourse towards Poland has merit .

The paper “Teaching International Business through role play activities” by 
Annamaria Kazai Ónodi from the Corvinus University of Budapest evaluates the 
use of role play activities in teaching International Business to graduate students . The 
questionnaire survey, which included open-ended sentences, involved 44 graduates 
and it justified the presence of role play activities at International Business courses . 
The three most important reasons for using role play activities: transmitting knowl-
edge in a more effective way, such knowledge can be passed on in this way which 
may be more difficult in another, trying out different roles and preparing for future 
situations and the entertainment it provides at the lessons which results in higher 
activation of students . The survey shed some light on the challenges which can be 
grouped into two: class management problems and students’ attitude . All in all, role 
play activities have a justified role at International Business courses although not more 
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than two or three can be applied during a term since they are time-consuming and 
other methods can be more effective for certain educational purposes .

József Poór (J . Selye University, Faculty of Economics, Kománo, Slovakia) Péter 
Sasvári (University of Miskolc, Miskolc, Hungary) Krzysztof Nesterowicz) National 
University of Public Service . Budapest . Hungary) Eszter Monda (Corvinus Uni-
versity of Budapest . Budapest Hungary) Fares Fawzi M. Eldurssi (Szent István 
University, Gödöllő . Hungary) and Milan Nikolic PhD, (University of Novi Sad, 
Technical faculty “Mihajlo Pupin”, Zrenjanin, Serbia) present the article “E-learning 
in Management – Focus on Hungary, Serbia and Slovakia” According to authors 
interpretation, “e-learning” is defined as follows: (1) in the wider sense: a process 
of training, transferring knowledge or studying which is aided by digital equipment 
(storage, retrieval, display, forwarding and feedback of content and study-aides); 
(2) more specifically: an open form and framework of training, accessible through 
a private or public network, which enables the efficient organization of the training 
process for the user (young or adult), as well as appropriate communication and 
feedback between tutor and trainee, regardless of time or distance . In this new study 
authors review first of all the basic theoretical foundations of e-learning, and in the 
second part they will highlight the major conclusions of an empirical study carried 
out in Hungary, Serbia and Slovakia .

We wish you pleasant reading .

Ryszard Bartkowiak,
Chairman of the Scientific Council and Dean of the Faculty

Piotr Wachowiak,
Vice-Chairman of the Scientific Council and Vice-Dean of the Faculty
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AbstrAct

The purpose of this paper is to explore the relationships among academic research, mar-
keting practice, and marketing education as a result of the emerging consumer behaviour 
in digital environments. Subsequently, the proposed conceptual framework would set the 
basis for the examination of specific aspects of the above relationships through an empirical 
study. A review of special issues, a sample of publications, and a content analysis, indicate 
the increasing interest of researchers in digital marketing applications within different 
contexts. Practitioners increasingly recognize the impact of digital marketing developments 
on their marketing strategies; however marketing education may not equip graduates 
with what businesses want in order to implement effectively such strategies. A sample of 
marketing programmes also shows that the response of marketing educators would rather 
be the introduction of new or modified courses focusing on digital marketing. The need 
for further research is indicated.
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Introduction

Marketing in digital and social network environments is faced with new challenges, 
especially within the context of communications, as consumers increasingly inter-
act through such media. The effect of some of the traditional marketing techniques 
seems to be challenged, and there is a call for a further research inquiry within the 
context of digital marketing. Evidence from leading journal papers shows that the 
concept of marketing should be expanded to include the important role of the above 
technological developments. This shift to digital marketing has practical implica-
tions for organizations, and as a result, for higher education institutions preparing 
well-equipped graduates to face the new developments as future practitioners. This 
paper aims to theorize these developments in order to identify the gaps in marketing 
knowledge. It presents recent trends in academic research, with emphasis on digital 
marketing, to identify the possible effects on marketing practice and the marketing 
curriculum, and concludes with some key findings.

1. Current Trends in Academic Research

The concept of marketing has been redefined within new contexts, such as non-
profit and new media technologies, and there is evidence that this will be continued 
to address the changes in the real world (Gamble et al., 2011). Two perspectives are 
found concerning the application of the marketing theory (Gamble et al., 2011): firstly, 
there is one general theory of marketing, although not found as yet according to the 
authors; second, there is no such general theory of marketing as different applications 
are evident in several contexts and industries (e.g., SME marketing, political/social 
marketing), so it may not be possible to refer to one common theory. Vargo and 
Lusch (2004) in their seminal paper, illustrate the development of the marketing 
theory, and propose the service-dominant logic of marketing that represents the 
current emerging paradigm as a social and economic process. The service-domi-
nant logic is the latest major development in marketing theory with ten modified 
foundational premises addressing interesting questions for research and for student 
assignments (Vargo, Lusch, 2008). Currently and in the future, research is expected 
to test these propositions in different contexts and further evidence may be included 
in the core marketing texts, which are still dominated by the marketing management 
school of thought. The propositions emphasizing service as the fundamental basis 
of exchange, interactivity, the customer is always a co-creator of value, the social 
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context, relationships and networks are relevant, among others, to digital marketing 
and social media applications.

New marketing areas and terms, such as electronic word-of-mouth market-
ing (eWOMM) and social network marketing, are examples of digital marketing 
applications, which present challenges to organizations in terms of managing their 
customer and social relationships. Increasing attention to the above developments 
has been given by special issues and editorials in several outlets that have been pub-
lished recently (e.g., Rodriguez et al., 2014). Table 1 includes such evidence from 
a sample of special issues published by marketing journals. They concur with the 
need for further research. Table 1 reveals some of the new challenges for marketers 
by digital marketing applications in different contexts. They are chosen to represent 
the key findings of the works published in the respective issues, so in a way they 
address the new developments. In line with these findings, Dahlstrom and Edelman 
(2013) note that digital marketing is going to enter in a more challenging territory, 
calling it ‘marketing on demand’. Customer relationship management issues, such 
as relationship marketing, customer loyalty in online retailing and the role of online 
communities are also on the agenda (Ali et al., 2013).

Table 1. A Sample of Special Issues on Digital Marketing

Special Issues Sample of Challenges

• “Journal of Advertising Research” 
(2011, vol. 51, no. 1)

• “Journal of Consumer Behaviour” 
(2011, vol. 10, no. 6)

• “Journal of Marketing Management” 
(2013, vol. 29, no. 3–4)

• “European Journal of
• Marketing” (2013, vol. 47, no. 7)
• “Journal of Marketing Communications” 

(2014, vol. 20, no. 1–2)
• “Journal of Marketing Education” 

(2015, vol. 37, no. 2, 3) 

• Digital marketing and social network effects on advertising 
effectiveness.

• The boundaries of social media and consumer generated content.
• Influences of online retailing and online communities: re-examination of 

the stages in the consumer decision making process.
• Some of the traditional marketing tools and techniques may not be 

applicable or effective in online contexts.
• The eWOM impact – complexity in the social networks and 

“a symbiotic” relationship between offline & online WOM (p. 14). 
Traditional media are relevant & important.

• Digital marketing and curriculum design: identified as one of the key 
themes in the marketing education literature.

Moreover, there is evidence that some of the traditional marketing tools and 
techniques may not be applicable or effective in online contexts (e.g., Lopez, Sicilia, 
2013). Additional evidence shows that eWOM communication does not simply amplify 
marketing messages and meanings, but they are rather systematically changed along 
the process of embedding them (Kozinets et al., 2010). Also, eWOM referrals have 
a much stronger impact on new customer acquisition than traditional marketing 



Athanasios G. Patsiotis, Ilias Kapareliotis 14

actions and produce substantially higher response elasticities (Trusov et al., 2009). 
The editorial of the special issue of the “European Journal of Marketing” points out 
that social media influences everything that marketers do and that these changes 
challenge many of the standards of the marketing textbooks. In addition, recent calls 
by academics have questioned the relevance of traditional approaches to marketing 
(e.g., Heath, Feldwick, 2008). Finally, the recent publication of two special issues on 
digital marketing by the “Journal of Marketing Education” (2015, vol. 37, no. 2–3) 
emphasize some of the challenges faced by marketing educators.

Table 2. Keywords of JM Articles Related to Digital Marketing (2005–2014)

Categories of Keywords %

social (networks/media)/multimedia/word of mouth/referrals/virtual employees
online (media/advertising/customer reviews/ratings/retailing/purchase/ reverse auctions/sales 
channels/infomediaries/channel/trust/investment trading/search/ strategy/shopping/consumer 
behaviour/communities/music/agents/discussion board/public complaining/content)
e – (commerce/service/procurement/business/markets/mail communication)
internet (marketing/retailing/shopping/auction)
digital (distribution/entertainment/video/video tracking/video games/music piracy/convergence/rights 
management/marketing strategy)
website (design/retail/mobile news/services/visualization)
search engine/search engine referrals
behaviour (browsing/connected/user generated content/ clickstream) 

29.1
22.7

14.5
12.7

9.1

7.3
2.7
1.9

In addition to the above evidence, a content analysis (Weber, 1990) of the key-
words and terms in the titles of publications in the “Journal of Marketing” (JM) that 
are related to the digital marketing field, within a period of ten years (2005–2014, 
54 issues), indicate the increasing interest of marketing researchers in digital appli-
cations within different contexts. The JM is the highest rating traditional and general 
marketing journal with very high rejection rates, thus it is one of the best sources 
to study the latest knowledge developed and published. Table 2 includes the terms 
found in the keywords and titles of the searched articles of the JM and the frequency 
of their respective category. Digital marketing is considered as a similar term to Inter-
net marketing (Chaffey, Ellis-Chadwick, 2012). In this study, following the latter 
source, digital marketing is defined as the use of digital technologies to achieve an 
organization’s marketing objectives. This includes all types of interactions between 
consumers and firms (Yadav, Pavlou, 2014) and covers the broad areas of consumer 
behaviour and marketing strategy. Based on this context, the related words were iden-
tified. In cases where it was not clear whether the title and keywords address a digital 
marketing article, the abstract of the respective article was used for confirmation. 
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Following an inductive approach for data categorisation, the respective categories 
were defined considering the frequency of their appearance (‘online’, ‘e‘, ‘internet’, 
‘digital’, ‘website’, and ‘search engine’). Two additional categories were defined, namely 
‘social’ and ‘behaviour’ to represent the rest of the terms. It is worth noting that the 
10-year moving average of the percentage of digital marketing articles in the JM is 
approximately 15%, where a sharp increase of 100% is observed in 2014 (Figure 1). 
These trends reveal that digital marketing research is a growing segment of general 
marketing research.

Figure 1. Percentage (%) of Digital Marketing Papers in the JM
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2. The Marketing Practice

Marketing in practice in the 21st century has radically changed due to technolog-
ical advancement, and web communications taking the pace away from traditional 
marketing practices. Marketing practitioners declare that the millennial generation 
is directed towards the digital marketing approach and in favour of brand experience 
through social media. Digital marketing budgets are expected to increase during the 
coming years1, with clear indications that marketers are staffing up for marketers 
with digital expertise. Digital marketing is growing faster than any other marketing 
channel, demonstrating a good fit of what marketing practitioners do and the target 
groups needs and wants. As the field is relatively new, support will be needed in the 
future years, from young trained experts to serve the new concept and philosophy of 
the marketing practice. There are drawbacks of course which contemporary business 
practice reveals. The overall business feeling is that the digitalization of the marketing 

1 See for example, the worldwide increase in digital advertising spending (Digital Ad Spending 
Worldwide to Hit $ 137.53 Billion in 2014, “eMarketer”, April 3, 2014, http://tinyurl.com/nwkn8qo). 



Athanasios G. Patsiotis, Ilias Kapareliotis 16

function will create more opportunities for marketing practitioners knowing the field 
very well, along with a higher demand for digital media marketing strategies globally.

Royel and Laing (2014) recognize the existence of the skills gap for the contempo-
rary marketing graduates. The authors recommend a model called the digital marketer 
which encapsulates the following skills: corporate communication, excellent client 
engagement skills, future gazing, fore sighting, future proofing, research, strategic 
integration of digital marketing, measurement monitoring, evaluation and techno-
logical knowledge overview. The skills are clustered either as business management 
skills or as technical ones. Both types of skills are necessary for the contemporary 
graduate of marketing in order to be successful in the job market. The above men-
tioned dimensions have been researched through marketing practitioners and people 
working in the marketing industry. The focus group participants clearly expressed the 
need for more employees having skills related to social media and digital capabilities. 
There is overall the need of technical side support by the marketing people. Leeflang, 
Verhoef, Dahlstorm, and Freundt (2014) are in alignment with businesses demand 
for more digital skillful graduates. Job advertisements have also increased for skill-
ful people in terms of marketing digitalization, and marketing strategies that could 
run online. Moreover, the results of a survey of marketing practitioners in Canada 
revealed that their top priorities to improve marketing education are: knowledge 
related to the measurement of return-on-investment, strategic marketing, and the 
ability to creatively identify, formulate, and solve problems (Finch et al., 2013).

Contemporary curricula definitely need to embed the high technology approach 
to them. Close consultation with the industry will have more than important outcomes 
not only for the university but for the graduates also. In the future the linkage between 
the curricula and the industry has to be embedded to the graduate attributes of the 
marketing programmes, only students trained with what businesses are looking for 
and they want to make things happen will have a potential in the job market.

3. Marketing Education

The preceding findings have implications for marketing educators. Indeed, there 
are concerns whether marketing education is connected to today’s marketing practice 
(Harrigan, Hulbert, 2011). The authors argue that there is less educational attention 
in the cases where technology is driving marketing in practice and as a result mar-
keting graduates often lack the skills to face the changing marketing situation in the 
real world. Walker et al. (2009) support the fact that often marketing graduates lack 
the skills companies are looking for. There is a plethora of researchers questioning 
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the link between theory and practice for marketing (e.g., Verhhoef, Leeflang, 2009). 
Marketing curricula do not embed new technologies or marketing practices based 
on them. Modules having an IT related title with marketing are quite basic or use 
fundamental approaches to what and how digitalization influences marketing. Grad-
uates lack the knowledge of social media strategies, website marketing or server side 
programming to be in alignment with the skills companies are seeking from them 
nowadays. This lack of skills does not allow graduates to be competent practitioners, 
as marketing theory is abstract and of little relevance for a marketing job (Ankers, 
Brennan, 2002). In the special issue on sales education and training of the “Journal of 
Marketing Education” (2013), the increasing growth in sales curricula programmes 
is noted. This is explained by the large and growing demand for sales-ready grad-
uates. Business graduates have placed sales as the top-ranked career. Although the 
demand for specific marketing positions may be greater in the future, it is certain 
that marketing students’ education should also include a knowledge of the emerging 
digital economy and its marketing applications. Thus, academia does not as it should 
support the market by producing graduates able to handle new marketing business 
practice. As marketing academics fail to face this evolution, marketing seems nowa-
days to serve technology to achieve its business goals, although the opposite should 
be the case. This mal-practice goes against Peter’s (1970, p. 27) principal supporting 
that education permits people to make choices they want in their lives.

As already noted, the relevance of the existing marketing practices is questionable, 
thus it is suggested that the marketing curriculum should be redesigned to include 
the digital component (Wymbs, 2011). The author proposes and details a new 
major reflective of marketing in a digital age. While such a call may be considered 
as reasonable given the emerging trends, academic research and subsequently the 
marketing textbooks should be further developed to address the digital age and 
thus justify the need for a new major for undergraduate students. It seems that the 
initial response of marketing educators would rather be the introduction of new or 
modified courses focusing on digital marketing (e.g., Digital Marketing and Social 
Networks, Interactive Marketing and Communications) and to a lesser extent the 
introduction of a new pathway. This is based on the result of a search of a judgmental 
sample of the marketing programmes of 20 business schools from the USA and the 
UK (10 each; Appendix 1). This sample was chosen so as to cover the two countries 
geographically to some extent, thus providing an indicative picture of marketing 
programmes currently offered. It should be noted that not all business schools 
offer marketing programmes. Also, well acclaimed educational institutions, such 
as Harvard and Cambridge, do not offer marketing programmes in their business 
schools. Thus, these schools were excluded from the sample. There is some agreement 
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in the literature that e-marketing applications should be examined within the broad 
marketing field and throughout the curriculum, rather than as a separate context 
(Harrigan, Hulbert, 2011). Therefore, the obvious requirement for marketing syllabi 
of the respective marketing modules should be to capture the digital aspect and its 
applications in different contexts.

Conclusion

This paper has presented some key findings of a review of the marketing litera-
ture on the impact of recent technological developments. The focus has been on the 
changing consumer behaviour due to the above technological advancements and 
how such changes affect the organizations policy as well as the marketing academia. 
While the review is short and may be not exhaustive, it includes major developments 
in marketing theory and practice as these were identified through several marketing 
outlets publishing academic research, editors’ comments, and the publication of special 
issues. It is evident that digital marketing presents several challenges for researchers, 
for practitioners, and for marketing educators. It is of paramount importance that 
more research be done in the field of what a contemporary marketer is looking for 
after graduating from the university, how marketing knowledge is used in different 
contexts, and how they are able to solve managerial problems. Moreover, while it 
is difficult to predict whether the future of marketing is digital, it is evident from 
this review that the digital component should be added to the concept of marketing 
considering the challenges emerged from the new digital marketing applications. 
A multi-channel integration is supported by the literature and new delivery channels 
tend to complement rather than replace the existing ones (Hughes, 2006). If this is the 
case, new digital marketing applications such as online social media would still have 
an effect on the way consumers interact and share information. The service-dominant 
logic seems to be the future’s guiding framework for marketing theory since it addresses 
the above developments. Consequently, all marketing tools and techniques require 
constant examination within online contexts. This clearly should be included in the 
marketing curriculum with continuous update and revision. Finally, based on the 
above discussion, the conceptual framework in Figure 2 would set the basis for the 
examination of specific aspects of the above relationships through an empirical study.
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Figure 2. Conceptual Framework
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Appendix 1. Sample of Marketing Programmes

1. Arizona State University, W. P. Carey School of Business – BSc Marketing.
2. Baruch College (New York), Zicklin School of Business – BSc Marketing (Mar-

keting/ Digital Marketing/ International Marketing/ Advertising and Marketing 
Communication).

3. Baylor University (Waco, Texas), Hankamer School of Business – BA of Business 
Administration (Marketing: Selling/Sales Management emphasis; Retail Man-
agement emphasis; Advertising emphasis; Not-for-Profit emphasis).

4. California State University (Long Beach), College of Business Administration 
– BSc in Business Administration (Marketing).

5. Colorado State University, College of Business – BSc Marketing.
6. Loyola University of Chicago (Chicago), Quinlan School of Business – BA 

Marketing.
7. New York University, Leonard N. Stern School of Business – BSc Marketing.
8. Northeastern University (Boston, US), School of Business – BSc Marketing.
9. The Florida State University, College of Business – BSc Marketing.

10. Wichita State University (Kansas), W. Frank Barton School of Business – BSc of 
Business Administration (Marketing).

11. Aston University (UK), Aston Business School – BSc (Hons) Marketing.
12. Bath business school (University of Bath) – BSc (Hons) Management with 

Marketing.
13. De Montfort University, Leicester business school – BA (Hons) Business and 

Marketing/ Marketing Management/ Advertising and Marketing Communica-
tions/ Digital Marketing and Social Media/ International Marketing and Business.

14. Durham University Business School – BA (Hons) Marketing.
15. Kingston University London (UK) – BA (Hons) Marketing Communications 

and Advertising/ Marketing Management.
16. Lancaster University Management School – BSc (Hons) Marketing/ Marketing 

Management.
17. Loughborough University, Loughborough Business School – BSc (Hons) Retail-

ing, Marketing and Management.
18. The University of Manchester, Manchester Business School – BSc (Hons) Man-

agement (Marketing).
19. University of Strathclyde Business School – BSc (Hons) Marketing.
20. University of the West of England, Bristol Business School – BA (Hons) Mar-

keting/ Marketing Communications.
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Introduction

The spread of globalisation and market liberalisation has increased international 
capital flows, in particular in the form of foreign direct investment (FDI). Higher flows 
of FDI always reflect a better economic environment and the presence of economic 
reforms and investment-oriented policies (Yan, Kundan-Pokhrel, 2011). Developing, 
as well as, developed countries seek to attract foreign direct investment due to the 
advantages that it offers for their development. FDI affects countries’ domestic 
competitiveness of businesses, capital flows, productivity and employment thus con-
tributing to the overall growth of the economy. FDI yields more benefits than other 
types of financial flows because it comes with a more direct control of management.

The new EU Member States have been attracting FDI for more than two dec-
ades. Integration with the European Union structures has accelerated dynamic 
development of the region and facilitated the raising of investment resources for 
economic and social projects, which additionally enhanced their attractiveness. They 
offer a relatively good location, human resources at relatively low operational cost 
to investors, and, by investing in infrastructure, they have become attractive invest-
ment locations. Investors can meet their specific expectations there, benefit from all 
sorts of allowances and preferences and boost business development. Among the 
major incentives we can list the granting of full or partial tax allowances, subsidizing 
new jobs, and conducting business in Special Economic Zones or Industrial Parks. 
Investment incentives are offered by institutions that have been established for this 
very purpose, e.g., by investment promotion agencies. Their main goal is to assist 
in attracting and retaining FDI.

The article aims to assess the selected investment incentives as determinants of 
investment attractiveness of the new EU Member States. This study is structured 
as follows. Firstly, it explores the existing literature on investment incentives. We 
present an overview of their types and discuss their importance to foreign investors 
based on the results of theoretical and empirical studies. Then, we examine the major 
investment incentives offered by the new EU Member States. The analysis develops 
around the case of four countries that have attracted the highest cumulated FDI 
inflows over the period 2008–2013. The final part examines the correlation between 
selected variables characteristic of investment incentives and the inflow of foreign 
investment. The study is based on statistical methods (Spearman’s rank correlation 
and Pearson correlation). Finally, we present the conclusions reached1.

1 The paper was presented at the 2nd AIB-CEE Chapter Conference in Warsaw, Poland, in September 
2015. We want to thank the two anonymous referees and conference participants for their comments.
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1.  Investment Incentives as Stimuli of FDI Inflow: 
The Theoretical Approach

According to the OECD definition, foreign direct investment “reflects the objec-
tive of establishing a lasting interest by a resident enterprise in one economy (direct 
investor) in an enterprise (direct investment enterprise) that is resident in an economy 
other than that of the direct investor.” (OECD, 2008, p. 48). FDI also covers subsequent 
capital flows between a parent company and the direct investment enterprise, such 
as the reinvestment of profits, the net purchases of shares in the company and/or 
debt instruments by the direct investor, and internal borrowings from the direct 
investor. The usual threshold that allows a particular investment to be classified as 
FDI is ownership by the foreign investor of at least 10% of the stock or the shares of 
the direct investment enterprise.

A voluminous literature explores the impact of FDI on the country economic 
well-being. Looking from the host country’s perspective, FDI offers the potential 
transfer of intangible assets such as technology, know-how, and management skills. 
FDI can also generate positive externalities. It is most frequently associated with 
productivity spill-overs, which are usually defined as “the influence of the presence 
of foreign-owned enterprises on the productivity of locally-owned enterprises” 
(Buckley et al., 2010, p. 193). FDIs are also claimed to be key drivers of trade, finan-
cial stability, economic development promotion, technological modernisation of the 
economy, increased well-being of societies and international economic integration 
(OECD, 2002).

The rise of the economic activity of multinational companies has prompted a great 
deal of research (theory and empirical studies) concerning the motivation behind 
the inflow of FDI. The literature on FDI demonstrates that the location decision 
made by investors is predominantly influenced by two groups of factors: determi-
nants connected with the reasons behind FDI and determinants resulting from the 
investment climate in the host country. Some of them concentrate on macroeco-
nomic factors (e.g., GDP, inflation, price level) while others emphasize institutional 
(e.g., law enforcement) or location variables (e.g., human capital endowment, and 
the proximity of core outlet markets).

Researchers dealing with the subject have concluded that the most relevant deter-
minants of FDI inflow into a host country usually refer to: 1) market size (Mottaleb, 
2007) and its growth rate (Iamsiraroj, Doucouliagos, 2015); 2) cost of labour (Bellak, 
Leibrecht, Riedl, 2008) and labour quality (Lin, 2011); 3) infrastructure (Rehman 
et al., 2011), 4) openness to trade (Anyanwu, 2012); 5) political risk (Asongu, 
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Kodila-Tedika, 2015); 6) quality of the institutional system (Bartels et al., 2014); 7) 
corruption (Castro, Nunes, 2013); 8) access to natural resources (Agosin, Machado, 
2007); 9) taxes (Feld, Heckemeyer, 2008), special industrial parks (Guagliano, Riela, 
2005), and other investment incentives (Owczarczuk, 2013).

Hence, the list of motivations behind an FDI decision is rather long. Areas 
attractive to investors are those, which help reduce investment outlays and oper-
ating expenses, which facilitate profit maximisation and limit the potential risk of 
failure. This means that some regions represent advantages (connected e.g., with 
the size of the market, developed infrastructure, human capital, etc.) and offer 
better conditions for investment than others. The combination of location-related 
benefits and the specific characteristics of a particular area can be referred to as 
the investment attractiveness of a country or region. It is assessed by entrepreneurs 
against various criteria. Knowing the stimulants followed by investors enables the 
creation of a friendly investment climate and is conducive to the attracting of FDIs 
(Estrin, Milica, 2013).

From among all the above mentioned reasons conducive to FDI, the investment 
incentives seem particularly interesting. In most countries they are coordinated by 
a dedicated Investment Promotion Agency. James (2009, p. 1) defines investment 
incentives as “measurable economic advantages that governments provide to specific 
enterprises or groups of enterprises, with the goal of steering investment into favoured 
sectors or regions or of influencing the character of such investments”. Generally, 
whenever the system of investment incentives is in place, it significantly impacts the 
investment climate in a given economy. It also contributes to the increased attractive-
ness of the host country. Support is most often coordinated by a specialized agency 
and includes all sorts of tax allowances, favourable settlement rules for investment 
projects and also direct subsidies to investors.

Thus, public authorities, who hope that FDI inflow will improve the economic 
performance and the standard of living in the respective host country/region, may 
in principle choose one of the following three strategies for dealing with investors:
1. refrain from any specific activities and believe that the market will identify the 

desirable scale and structure of investment projects delivered by foreign capital 
to the best extent;

2. try to attract all the potential projects, irrespective of their size and industry;
3. attract only those FDI categories, which fit long-term development plans and 

structural transformations in the economy, meaning the authorities favour certain 
categories of enterprises with foreign capital involvement.
Investment incentives may be helpful when the second strategy, and especially 

the third one, is selected as a viable option.
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From an economic point of view, all of them are subsidies designed to reduce 
the costs or/and financial risk of the project to the investor and, by the same token, 
to encourage them to make the location decision expected by the authorities.

Investment incentives can come in many forms (Investment Incentives…, 2013; 
OECD, 2003):
1. regulatory – e.g., exemptions from specific regulations binding in the host country 

(connected with the environment, labour market, social insurance),
2. financial – e.g., providing physical infrastructure (roads, railways, harbours) or 

communication tailored to meet the needs of the investors; assistance in training 
workers where skilled labour is not available; relocation and expatriation sup-
port; administrative assistance; temporary wage subsidies; credits to investors; 
government preferential insurance; assistance in acquiring real estate (land or 
property sold below market prices),

3. fiscal – e.g., reduced taxes (tax holidays, reduced rates of corporate income tax, 
special tax-privileged zones); incentives for capital formation (special invest-
ment allowances, investment tax credits, reduced impediments to cross-border 
operation, withholding tax),

4. technical – they usually focus on technical matters relating to the dissemination 
of information on investment opportunities and procedures and the provision 
of special services, and “aftercare” once an investor has already invested.
The literature on FDI is dominated with the views that investment incentives play 

little role in attracting FDI, however, we should bear in mind that they may be decisive 
when the choice is made between two locations that offer similar conditions. That is 
true of countries from the same region at a similar level of economic development, 
e.g., the Central and East European countries. That is why many administrations feel 
that not offering incentives could put them at a disadvantage and they continue to offer 
support schemes (Tuomi, 2012). They highlight the importance of governance as 
a factor conditioning the FDI process. Good governance means, inter alia, economic 
freedom, secure property rights, an honest and efficient public sector, a minimum of 
“dead-weight” regulations and restrictions on trade (Globerman et al., 2006).

On top of that, for the EU Member States we should also mention one additional 
investment incentive. EU membership allows the new EU Member to attract European 
funds for investment (in agriculture, infrastructure) (Rădulescu, Druică, 2011). For 
example, in recent years and in the years to come Poland will be the biggest beneficiary 
of EU structural funds, which will additionally stimulate regional development, first 
and foremost, as a result of infrastructure investment projects (A. T. Kearney, 2015). 
In the Czech Republic the inflow of EU funds helped to maintain the external balance 
and to make the banking sector behave relatively well (Éltető, 2010).
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European Union funds have been used to support various activities from restruc-
turing to the implementation of national-level innovations (Cywiński, 2015). In most 
new EU Member States substantial amounts have been invested to support transport 
infrastructure, while only a relatively small portion of the funds has been allocated 
to human capital programmes.

As demonstrated by the above considerations, there is a plenitude of factors 
decisive for investment attractiveness. Their multitude and diversity usually make 
us narrow the research framework to several selected ones. In our study we engaged 
only several of the investment incentives including State aid programmes and EU 
funds. Some of them have turned out to be statistically significant for the inflow of 
foreign direct investments into the new EU Member States. Detailed results of the 
analyses are presented in the final part of the study.

2.  Incentives to Attract Foreign Investors.  
The Example of Selected Countries2

When analysing the results of leading international rankings e.g., The Global 
Competitiveness Report (2015), E & Y attractiveness survey (2015), World Invest-
ment Report (2015), International Institute for Management Development (2015), 
Economist Intelligence Unit (2015) we may conclude that over the last several years, 
including the times of crisis and economic downturn, the new EU Member States, 
in particular the Visegrad Group countries (Hungary, Poland, the Czech Republic, 
Slovakia) have remained an attractive investment location. This means the economic 
transformation has brought measurable results, as these countries have managed 
to achieve higher efficiency in many industries and improve the investment attrac-
tiveness of the region.

The net balance of FDI for growth and development is not always positive, because 
it is dependent on many specific factors, both on the side of an investor (form of 
market entry, level of technology transferred, procurement source) and on the side 
of the host country (business climate, openness of the economy, market size and its 
growth potential). Incentives for attracting foreign capital in order to modernize 
production may be used at various levels of government: central, regional or local. 
Analyses of the role of incentives and their economic rationale have usually been 

2 T. Based on Dorożyński, A. Kuna-Marszałek (2014), Investment Attractiveness of Visegrad Group 
Countries: Comparative Analysis, in: Geo-Regional Competitiveness in Central and Eastern Europe, the 
Baltic Countries, and Russia, A. Zhuplev, K. Liuhto (Eds.), IGI Global, Hershey PA, pp. 239–288.
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carried out for the first two groups, and most often for the central government, which 
is the main actor competing for FDI in the global economy (Dorożyński et al., 2015a).

Incentives used to attract foreign investors imply various costs, and are theoret-
ically justified if positive external effects of the investment in question exceed such 
costs (Corden, 1997), but usually it is not an effective policy for improving the over-
all welfare of the host country (Blomström, Kokko, 2003). Due to the complexities 
around the estimation of externalities, empirical studies on FDI incentives focus on 
their importance as a decisive factor in the investment location. The results of such 
studies provide different answers, depending on the concrete circumstances in which 
incentives are applied (Dorożyński et al., 2015a).

Although foreign investors often perceive the new EU Member States as a single 
area, the countries in the region differ rather substantially with respect to their eco-
nomic accomplishments, FDI absorption capacity, and their approaches to investment 
incentives (all of course in line with the EU acquis communautaire). Poland, Hungary, 
the Czech Republic and Romania can be proud of their successes in attracting foreign 
capital. In the period 2008–2013 cumulated FDI inflow into these countries was the 
highest among the new EU Member States (Figure 1).

Figure 1.  Cumulated FDI Inflow Into the New EU Member States in the Period  
2008–2013 (in millions dollars)
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Source: http://unctadstat.unctad.org (accessed 1 July 2015).

The whole region is situated in the centre of the pan-European market, and each 
of the countries has its own particular geographical merits. Considering not only the 
location but, first of all, market determinants, Poland is very well positioned, having 
definitely the biggest market in the region. It is also economically stable, with a good 
availability of workforce. However, conditions for running a business in Poland are 
often assessed lower than in the remaining countries. The Czech Republic has the best 
air transport connections in the region. The advantages offered by Hungary include 
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a relatively well-developed infrastructure and high quality of human resources. In 
Romania costs are the lowest and it may become the primary destination of service 
investments. All these countries constantly improve their business environments and 
investors may expect direct support from local, regional and national authorities.

Poland offers a wide range of incentives to FDI projects. Investors may benefit 
from multi-annual support schemes, subsidies, real estate tax allowances, or special 
economic zones. The Ministry of Economy manages a special scheme3 designed 
to enhance innovation and competitiveness of the Polish economy. Its main aim is 
to attract and support FDI in sectors referred to by the OECD as hi-tech ones. These 
industries generate the highest value added and contribute the most to the economic 
development and to the fostering of competitive advantages. Support is offered only 
to investors who plan to invest in the following priority industries: automotive, elec-
tronics, aviation, biotechnology, modern services and R&D. The system subsidises 
the cost of creating new jobs (non-refundable employment subsidies) and eligible 
costs of the new investment (non-refundable investment subsidies).

In Poland there are 14 special economic zones (SEZs). Their performance has 
been assessed by the Supreme Audit Office (NIK), which in its latest report concluded 
(NIK, 2012) that SEZs are effective instruments that support business although the 
relationship between costs and effects of such aid remains unknown. SEZs have also 
been a subject of research. Pastusiak (2011) using the Warr’s Model (Warr, 1989) 
discovered that SEZs create positive NPV in the entire Polish economy. Ambroziak 
(2009) stated that, on the one hand, SEZs fulfilled their roles by attracting domestic 
and foreign investment and creating jobs but at the same time they contributed 
to regional stratification in Poland because they were established in relatively well 
developed areas (Dorożyński et al., 2015b).

There are also several dozen technology and industrial parks. They have become 
a popular tool of supporting local and regional development through entrepreneurship 
and innovation support schemes, which establish the framework for cooperation 
between public administration, businesses and research centres.

Finally, Poland is the largest beneficiary of EU structural funds from among the 
countries of Central and Eastern Europe. Its cohesion policy budget for the years 
2007–2013 exceeded EUR 67 bn. In the new financial perspective for 2014–2020 
a major part will be dedicated to companies, including companies with foreign capital. 
That is important as available studies have revealed a positive and statistically signifi-
cant relationship between the use of EU funds and the inflow of FDI to voivodeships 
in Poland (Dorożyński, 2015).

3 Programme for supporting investment important for the Polish economy for the years 2011–2020.
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Nevertheless, we must stress that not all studies and reports confirm the effi-
ciency and purposefulness of offering investment incentives in Poland. Generally, 
the outcomes of macro- and microeconomic studies allow for the conclusion that 
the role of incentives in stimulating FDI inflow into Poland and in shaping its 
structure and economic effects remains little known, although it most probably 
was marginal. On the one hand, this may mean the applied incentives were too 
weak and they should be strengthened or modified. On the other hand, the Polish 
experiences (at a central, regional and local level) only confirm the general pattern 
where, for weaker economies, major importance is attached to fundamental factors 
(Dorożyński et al., 2014, 2015a).

Foreign investors are attracted to the Czech Republic by the rich offer of financial 
incentives financed with public resources. Investment projects are supported by the 
Czech government via the CzechInvest agency, and (similar to other EU member 
states) the assistance may not exceed the amount specified in the regional map of 
State aid intensity. The ceiling depends on the region where an investment project 
is taking place. A large portion of the assistance is directed towards manufacturing 
projects. Support consists in, e.g., granting full or partial tax allowances (corporate 
tax relief for newly established legal entities, corporate tax relief for the expansion of 
existing production), subsidizing new jobs, subsidies for training and retraining, and 
also site support (transferring public land at a favourable price). Incentives are also 
available for developing export-oriented industries representing high value added.

Since July 2012, when the Act on Investment Incentives was amended, State aid has 
been expanded to cover technology centres and business support services. Support is 
available for investment in research, development, and innovation (technology centres) 
and strategic services centres. The latter are units dealing with selected operations 
by companies, closely linked with IT technologies and having a clear international 
orientation, e.g., IT software development centres or expert and task-specific ICT 
centres. On top of that, the Ministry of Industry and Trade launched the programme 
Entrepreneurship and Innovation, which covers 15 various assistance schemes and 
offers, e.g., non-refundable subsidies, preferential loans and guarantees. Similar 
to Poland, the Czech Republic receives structural funds under the EU cohesion policy.

In Hungary there are also some instruments providing incentives to investors. 
These include all sorts of cash subsidies, tax allowances, low-interest loans, and land 
available either free of charge or at reduced prices. The main types of cash incentives 
related to investments focus on the delivery of an investment project (e.g., purchas-
ing assets, construction works, etc.), creating new jobs and training employees. The 
Hungarian Government provides a negotiation-based “VIP” subsidy opportunity 
for investments exceeding EUR 10 million with a fixed number of newly created 
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jobs, depending on the purpose and location of the investment. It is also possible 
to subsidise a project from available EU Funds.

In Hungary, priority is given to FDI aimed at the development of the economy, 
employment, transport, human resources, health and wellness services, environment 
and energy, public services and the regions. Investors may choose between more than 
200 industrial parks, which facilitate the establishment and operation of a business and 
offer the support of the local authorities, tax allowances and preferential conditions.

Typical services specifically provided by industrial parks in Hungary include: the 
provision of basic infrastructure for production (e.g., energy, water and waste-water 
treatment facilities) and a wide range of other quality services (e.g., banking services, 
customs administration, consultancy, security guards and office services). The insti-
tution entrusted with the task of promoting foreign investment and bilateral trade, 
as well as assisting EU integration-oriented development of SMEs, is the Hungarian 
Investment Promotion Agency (HIPA).

The last on our list of analysed countries, Romania, also offers a transparent 
system of incentives. Two state aid schemes were implemented in 2014 and are 
now operational:
1) State aid scheme ensuring sustainable economic development;
2) State aid scheme for investments promoting regional development.

State aid can be granted to large, small and medium-sized enterprises (includ-
ing microenterprises), depending on the type of investment, the field in which the 
investment is to be implemented and the provisions regulating the respective state 
aid scheme. In addition to the grants, Romania introduced into its tax legislation 
several incentives available to all taxpayers with the intention to boost investment. 
The Romanian Agency for Foreign Investment is the body offering assistance to for-
eign investors.

In Romania there are Free Trade Zones (FTZ). FTZs are coordinated by the 
National Agency of Free Trade Zones. Romania has six FTZs, all located in ports with 
one exception – the newly established Arad-Curtici FTZ. Because of its location, the 
latter may become one of the most attractive locations for investors. Goods brought 
directly from abroad into the FTZ are VAT exempted. However, services performed 
in the FTZ could be subject to VAT tax, since they are not covered by any specific 
exemption. Goods may be stored in warehouse facilities in an FTZ duty-unpaid and 
no guarantee for the payment of import duties is required. Import formalities should 
be performed and import duties paid only when imported goods are removed from 
the FTZ to enter the Romanian market, and export formalities when Romanian 
goods are placed in the FTZ.
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3.  Examining the Relationships Between Selected 
Investment Incentives and FDI Inflow to New EU 
Member States
As we have already mentioned in the first part of the article, investment attrac-

tiveness and the inflow of foreign direct investment to countries may result from 
various economic, social and territorial factors. This study continues the authors 
earlier research efforts connected with the evaluation of factors that determine the 
investment attractiveness of countries and regions of Central and Eastern Europe, 
including the members of the Visegrad Group and their importance for FDI inflow 
(Dorożyński, Kuna-Marszałek, 2014, 2015).

This time we focus on variables directly or indirectly linked with investment 
incentives offered by new EU Member States, in particular when using EU funds 
from the 2007–2013 budget. That is why the analysis excludes Croatia, the newest 
Member State, which joined the EU on 1st July 2013. On top of that, we analysed 
selected determinants of the investment attractiveness of new EU Member States. To 
examine their relevance for the new EU Member States we used Pearson correlation 
coefficients and Spearman’s rank correlation coefficient.

The variables have been selected based on the review of theoretical and empirical 
works more broadly discussed in the first part of the paper. These variables can be 
divided into the following categories, which identify:
1) availability of EU resources under the budget for 2007–2013, including European 

Regional Development Fund (ERDF), European Social Fund (ESF), Cohesion 
Fund (CF),

2) State aid, in particular tax allowances and grants,
3) general economic performance of the country, e.g., GDP, GDP p.c.,
4) labour market situation, e.g., unemployment rate, employment rate, labour 

productivity.
We used data from the years 2007–2013 for the Visegrad Group countries, i.e. 

for Poland, the Czech Republic, Hungary and Slovakia, for the Baltic States (Lithu-
ania, Latvia, and Estonia) and for Romania, Bulgaria, Malta, Cyprus and Slovenia. 
Hence, the number of observations was usually 12. The variables were contrasted 
with the cumulated value of foreign direct investment inflow into the above listed 
States in the period 2008–2013. The study uses data from Eurostat, UNCTAD, the 
World Bank and additional data from statistical offices of the countries included 
in the study. We also used reports of private consulting companies (e.g., KPMG), 
and our own calculations.
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The first step of the analysis consisted in the identification of the strength of the 
relationship between the ratio variables. For that purpose we used one of the most 
popular correlation coefficients – the Pearson correlation coefficient. Calculations 
were made using the SPSS software (version 14.0 PL). Results are presented in Table 1.

Table 1.  Selected Investment Incentives (2007–2013) and FDI Inflow into the New EU 
Member States – Pearson Correlation Coefficient

Independent Variable No. of Observations
Pearson Correlation 

Coefficient
Significance

(p-value) 

EU funds 12 0.952 0.000

ERDF 12 0.946 0.000

ESF 12 0.960 0.000

CF 12 0.954 0.000

Non-crisis State aid 12 0.938 0.000

Tax exemptions 12 0.829 0.001

Grants 12 0.933 0.001

Source: Authors’ estimates using the SPSS software, based on UNCTAD, EUROSTAT and World Bank data.

The results in Table 1 indicate a statistically significant, strong relationship 
(p = 0.01) between the selected factors, which determine the investment attractiveness 
of the new EU Member States and the inflow of FDI. The relationship is particularly 
strong and similar (0.933–0.960) for all variables identifying the EU funds and State 
aid. Slightly weaker, but still a statistically significant relationship, was obtained for 
the variable representing the total value of tax exemptions. The remaining variables 
connected with overall investment attractiveness expressed with GDP and the labour 
market situation turned out to be irrelevant for the inflow of FDI into the countries 
included in the study.

In the second stage of the analysis we used Spearman’s rank correlation coeffi-
cient also referred to as the order correlation coefficient. It measures the strength 
and direction of associations between two characteristics by comparing the ranks 
(ranking orders) of two variables. The coefficient, unlike the Pearson correlation 
coefficient and linear regression, measures a wider class of relationships, showing 
a monotonic, not necessarily linear, relationship between the variables. It is also much 
more resilient to the presence of outliers in the sample (Sobczak, 2000, pp. 249–251). 
Spearman’s rank correlation coefficient has several versions. In our study we used 
the formula applied in the SPSS software (version 14.0 PL):

rs =
cov(RX ,RY )
δ RX

⋅δ RY
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where:
cov(RX ,RY )  – covariance of ranks for variables X,Y;
δ RX

⋅δ RY
 – standard deviation of ranks for variables X,Y.

Results are presented in Table 2.

Table 2.  Selected Investment Incentives (2007–2013) and FDI Inflow into the New EU 
Member States – Spearman’s Rank Correlation Coefficient

Independent Variable No. of Observations
Spearman’s Rank 

Correlation Coefficient (rs) 
Significance

(p-value) 

EU funds 12 0.811 0.001

ERDF 12 0.811 0.001

ESF 12 0.818 0.001

CF 12 0.811 0.001

Non-crisis State aid 12 0.664 0.01

Tax exemptions 12 0.706 0.01

Grants 12 0.650 0.022

Source: Authors’ estimates using the SPSS software, based on UNCTAD, EUROSTAT and World Bank data.

Despite less restrictive assumptions, the results obtained in Spearman’s test prac-
tically confirm those obtained when using the Pearson correlation coefficient. The 
relationship between FDI inflow into the new EU Member States and the selected 
determinants of the investment attractiveness (availability of the EU funds and State 
aid) turned out to be significant at the level of significance 0.01. Slightly weaker, but 
still a statistically significant relationship, p = 0.05, was obtained for the variable 
representing the total value of grants. It is worth noticing that for the Spearman’s 
test the p-value for some variables was below the p-value for the Pearson correla-
tion coefficient. This means a lower significance of the relationship according to the 
Spearman for variables describing State aid (tax exemptions, grants and non-crisis 
state aid value). Although absolute values were replaced with order data, we did 
not arrive at any significant level of ranks for any of the remaining variables (GDP 
and GDP per capita, variables describing the labour market situation).

In conclusion, we may say that some variables used in the study significantly 
impact the inflow of FDI into the group of countries included in the analysis. The 
relationship was detected first and foremost in the case of certain factors that shape 
investment attractiveness, such as EU assistance, the availability of grants, tax exemp-
tions and other forms of state aid. Other relationships were not identified, e.g., with 
respect to the potential and development of countries expressed with GDP, GDP per 
capita and labour market.
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Conclusions

The aim of this paper was to assess selected investment incentives as determinants 
of the investment attractiveness of the new EU Member States. Most of these countries 
underwent unprecedented political and economic transformation. Liberalization of 
the provisions concerning foreign investments opened up their economies to external 
capital. At the same time, various incentives were put in place, e.g., State aid and special 
economic zones designed to encourage foreign capital investors to choose a particular 
location and to pursue business operations there. These processes were reinforced by 
the availability of additional resources from the EU cohesion policy budget.

The general assessment of FDI inflow to the new EU Member States is positive. 
The available rankings of investment attractiveness present these countries as attrac-
tive and prospective investment locations for FDI. Our own studies in principle have 
confirmed these conclusions. They demonstrated that investment incentives were 
important for the inflow of foreign direct investment, in particular EU resources and 
other State aid programmes. The role of various factors decisive for attracting foreign 
capital to a country may become the subject of further in-depth analyses, conducted 
based on quantitative methods.
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markets. With gradual early Visegrad experience, the companies are more likely to deploy 
more significant resources in the region of the CEE and establish their own subsidiaries.

Keywords: Internationalization, foreign market entry, Uppsala model, barometer study, 
Austria, Central and Eastern Europe

Introduction

The evolutionary nature of market entry modes has been well described, fre-
quently examined and reassessed by researchers and practitioners alike. Factors, 
which influence the behaviours of companies when entering a new territory, have 
been a matter of constant academic debate. Initially domestic-focused companies, 
as they expand, become experienced multinational players, who are able to success-
fully reconcile inherent challenges and risks associated with entering international 
markets. The night, 25 years ago, in which the Berlin Wall was dismantled, opened 
up a sizeable new business territory for the operations of large foreign multinationals 
as well as for small- and medium-sized companies, especially from neighbouring 
(Western European) countries. In 2015, markets of Central and Eastern Europe have 
been anything but new on the international business map.

During the times and in the aftermath of the 2008 world economic crisis, many 
international companies learned and adapted to new business realities and some 
authors called for old models to be revisited in particular with connection to European 
multinationals (e.g. Kuznetsov, 2011; Kinkel, 2012). There is the question of whether 
the long established models of market entry have been upheld for the region during 
and after the difficult times.

The following paper builds on a barometer study conducted in the Autumn of 
2013 among Austrian companies, for which the region of Central and Eastern Europe 
has been their primary business focus. Primarily, the paper resorts to the literature 
review focusing on the emergence of the international business climate in Eastern 
Europe with a focus on Visegrad countries and on Austrian multinationals. Later, 
current research in the area of international market entry modes is reviewed, vari-
ables for CEE market entry are proposed and tested leading to the conclusions and 
managerial implications.
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1. The Role of Visegrad Four in CEE Internationalization

The region of Central and Eastern Europe (CEE) emerged on the global business 
map after the fall of the Iron Curtain at the very end of the 1980 s. The 1990 s marked 
significant transitional changes in political, societal and business environment in the 
region and attracted a plethora of international companies, which attempted to gain 
additional competitive advantages in the rapidly changing and growing CEE markets. 
A number of marketing opportunities for western firms in the CEE were at arms-
length, including a large, skilled workforce, low wages, population size (Freeman, 
Reid, 2006), and growing consumer appetite. From 1998 to 2008, the economic output 
of the region grew by a factor of 2.3 with GDP adding a cumulative 137% to the base 
level (WKOOE, 2014).

In 2008 and 2009, however, the global economic downturn hit Central and 
Eastern Europe rather severely. The impact of the global crisis is estimated to cause 
the region’s GDP to slide by 6.4% (WKOEE, 2014). In spite of surpassing the aver-
age economic growth of the European Union since then, the GDP growth of CEE 
markets has been lower than the world average. A corrupt business environment, 
formerly one of the key concerns for multinational companies when entering CEE 
markets (Jansson, Sandberg, 2008), has gradually been improving over the years 
(Transparency International, 2014). 19 CEE countries still belong to the upper half of 
the most attractive business destinations worldwide according to the Ease of Doing 
Business index, eight of them are among the top 30 worldwide (World Bank, 2014).

The Visegrad Group (also known as the “Visegrad Four” or “V4”) was formed 
in February 1991 at a presidents’ meeting in the city of Visegrad (Hungary) and 
refers to four countries namely the Czech Republic, Hungary, Poland, and Slovakia. 
Regional leaders at that time recognized that there were some common economic 
(as well as other) agendas, in which mutual cooperation between newly emerged 
post-communist countries could assist the process of transition. All the countries 
joined the European Union in 2004. The four countries have become even more rel-
evant markets and economies recently with purchasing power in the region reaching 
65% of the EU15 average and a living standard improving faster than in the UK or 
in Germany, exports rising three times the speed of the EU15, the four countries 
becoming the fourth largest exporter for the entire European Union and the second 
largest car producer right after Germany (Jedlička et al., 2014).

It has been known that the region as such underwent a process of overall eco-
nomic internationalization (Drahokoupil, 2008), in which the national economies 
themselves opened up to international business and became heavily connected with 
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other EU countries through imports and exports. Some industries such as retail 
(Knežević et al., 2014) have become dominated by global players. Others such as 
housing, healthcare or education (Jedlička et al., 2014) maintained their primarily 
domestic orientation and still may be waiting for further convergence.

A special academic focus on the role of the Visegrad countries in the firm’s 
internationalization has still been somewhat limited to certain industries and to the 
internationalization of the Visegrad home-country-based businesses. For instance, 
agro-food companies internationalized heavily after the Visegrad countries joined 
the European Union in 2004 (Wisniewska, 2010). The few available studies on the 
Visegrad-level confirm that the experience of managers (Wach, 2014) as well as 
the availability of resources (Gubik, Karajz, 2014) affected the speed and degree of 
a company’s internationalization. It seems that most firms from the Visegrad countries 
follow the established internationalization patterns, while their initial market entry 
mode has been at large limited to direct exporting (Wach, 2014).

In spite of being suggested a few times that internationalization paths, which 
were taken in the Visegrad countries, were later mirrored in other countries in the 
region (e.g. Knežević et al., 2014), it is still a question, whether the Visegrad countries 
have played any special role in the internationalization of foreign companies. It may 
be assumed that the Visegrad countries served as gateways into the entire region of 
Central and Eastern Europe and that on the firm’s level experience gained by multina-
tionals in Visegrad could play a significant role for the overall CEE market presence.

2. Austrian SMEs Entering CEE Markets

The entire CEE region has been especially important to the established Western 
European countries, which share common borders. Austria has served as the entrance 
door to Eastern Europe for many global players. It takes less than 400 km to reach 
five CEE capitals from Vienna (Bratislava, Prague, Budapest, Ljubljana, and Zagreb). 
Many CEE countries share a common history with Austria, three out of the four 
Visegrad countries were former parts of the Austro-Hungarian Empire (Hungary, 
the Czech Republic, and Slovakia).

Between 1989 and 2013, Austria has doubled its share of exports to the CEE, 
representing now around 20% of its overall outward trade. Austria belongs to the 
top 3 sources of foreign direct investment in 10 CEE countries and in 4 countries 
Austria is the largest investor (Slovenia, Croatia, Bosnia, and Serbia). It has been 
estimated, that the emphasis on CEE markets has created around 500,000 new jobs 
with Austrian large, medium-sized and small companies between 1989 and 2009 
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(WKOOE, 2014). Austrian SMEs were among the first ones from Western Europe 
interacting with their CEE clients and suppliers and later establishing their own 
business operations in the post-Soviet region (Schien, Puck, 2010).

A firm’s competence to enter CEE markets has been discussed in recent literature 
from several perspectives. Freeman and Reid (2006) highlighted several constraints 
for entering CEE markets, related at large to the “turbulent” and “transitional” busi-
ness environment (p. 187). Nakos and Brouthers (2002) identified determinants for 
selecting a certain mode of the CEE market entry valid for SMEs and found that 
SMEs with more differentiated product portfolios demonstrate a tendency to prefer 
equity entry modes over non-equity ones. Firm size and international experience 
were not identified as significant predictors of SME entry mode choice, arguing that 
general international experience might not be helpful for the rather specific situation 
of the CEE markets. Bitzenis (2004) underlined the specific role of smaller companies 
for the CEE countries, being more likely to choose markets by geographic proximity 
and knowledge of the market. Wiesinger and Zehetner (2014) shed more light on the 
main reasons for Austrian companies entering CEE markets: the perceived strategic 
importance, desire to strengthen competitiveness, employment and the perceived 
market potential were the key forces behind CEE expansion.

3. Uppsala-Based Market Entry Model

Foreign market involvement has been seen as a gradual network coordination 
process (Johanson, Vahlne, 1977; 1990; Vahlne, Johanson, 2013). Such an approach is 
termed the Uppsala internationalization model and it has been assessed and extended 
in the international business literature ever since. One of the more recent extensions 
of the theory for instance, Claver et al. (2007) confirmed that Spanish family owned 
businesses followed the propositions of the Uppsala model, adding that age, size 
and generation of the firm influence significantly the establishment of international 
strategic alliances. In contrast (or in addition to), some seminal articles highlight 
the importance of transaction costs (e.g. Williamson, 1986; Beamish, Banks, 1987) 
or location specific factors (Dunning, 1993) suggesting, that internationalization 
in general and market entry modes in particular shall be examined on a country or 
region specific level.

Beyond transaction cost and location specific advantages, there might be other 
company-specific reasons for international market entry (e.g. Deresky, 2000). All 
factors for international market entry are manifested through a particular market 
entry mode choice and mark the path of the corporate internationalization process. 
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The internationalization of a firm can be seen as an evolutionary process heading from 
risk-conscious reactive exploration of foreign markets to gradually deeper proactive 
foreign commitments. The individual company’s pattern of internationalization is 
highly affected by the degree of similarity between foreign and domestic external 
and internal factors, the number of foreign countries in which a firm does business, 
internal or external handling of foreign operations, mode of operations, and the 
overall impetus for international business (Daniels et al., 2004).

Pan and Tse (2000) distinguished between the non-equity and equity-deploy-
ing entry modes. Among less risky and resource-demanding non-equity forms of 
entering an international market are indirect and direct exporting, licensing, and 
franchising (Griffin, Pustay, 2013). In contrast, joint-ventures and foreign subsidiaries 
require larger capital equity-based investments, which are more difficult to handle 
for less experienced organizations (Daniels et al., 2004). For SMEs, in particular, it 
can be an effective strategy to form alliances with local partners as a way of over-
coming deficiencies in resources and capabilities when entering foreign markets 
(Lu, Beamish, 2001).

As mentioned earlier, there has been a lot written on firm’s motivation to inter-
nationalize in general and across Central and Eastern Europe in particular. The 
discussion in the literature leads to the assumption that (especially with SMEs) pre-
vious experience with international market entries, the size of a company and the 
time of market entry might play a non-negligible role for market entry mode choice 
and internationalization performance (Agarwal, Ramaswami, 1992). Investigating 
the role of Visegrad markets in the gradual international business involvement of 
Western European companies, it may also be relevant to ask to what degree the 
overall strategic impetus towards the CEE and previous experience with the Visegrad 
countries shape up particular entry mode choices. Thus, we below formulate three 
partial hypotheses.

International experience has been one of the core elements of the established 
Uppsala internationalization model (Johanson, Vahlne, 1977; 1990), which generally 
marks a progression across the various entry modes from non-equity to the equi-
ty-based ones. International experience comes with two interrelated phenomena: 
1) a number of foreign markets, in which a company operates; and 2) time, which 
favours early entrants over laggards. Hence, companies who enter more markets 
earlier have more international experience and may exhibit greater foreign market 
commitment, therefore being more likely to prefer their own subsidiaries before 
exporting, for instance.

Already Erramilli (1997) proved that prior international experience plays an 
important role in the selection of market entry mode, such findings were later verified 
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for instance by Pinho (2007). According to some, it is only the experience in similar 
countries, which affects entry mode choice (Dow, Larimo, 2009). Later entrants may 
also capitalize on experiences of other firms when entering a particular territory 
and hence may exhibit an isomorphic behaviour (Lu, 2002). Each firm’s previous 
international experience has been even reported to have a moderating impact on 
the choice of entry mode (Lu, 2002). In contrast, Schwens et al. (2011) in the sam-
ple of German SMEs assigns a moderating role to the institutional settings in the 
host country, when empirically confirming the impact of international experience, 
proprietary know-how, and strategic importance on entry mode choice. Evidence 
on the impact of previous international experience on the entry mode strategy 
has been mixed (Brouthers, Hennart, 2007) and warrants further reconceptualiza-
tion and investigation (Hennart, Slangen, 2014). Hence we have reached our first  
research hypothesis:
H1: Previous company international experience in the region is likely to lead to more 
equity-based entry modes.
H2: Previous company international experience in the Visegrad region likely to lead 
to more equity-based entry modes.
H3: Earlier entry in the Visegrad region is likely to lead to more equity-based entry 
modes.

4. Methodology

In 2013, a quantitative Barometer Study was conducted through personal in-depth 
interviews with Austrian Marketing and Sales managers responsible for CEE markets. 
In order to gain insights concerning the main issues faced by Austrian businesses 
in CEE countries, the questionnaire was developed on the basis of the existing liter-
ature and refined through five expert interviews in a Delphi-like feedback loop. The 
data was collected through computer-assisted telephone interviews. The methodology 
and other findings from the study have been published elsewhere (e.g. Wiesinger, 
Zehetner, 2014). (However, the hypotheses developed and explored in this paper 
have not previously been examined.) The sample was based on company listings 
from various local business databases (mainly Hoppenstedt). The sampling frame 
was based on a purposeful list of 35–100 companies for each out of eight key CEE 
markets (Poland, The Czech Republic, Slovakia, Ukraine, Russia, Hungary, Romania, 
and Bulgaria). A qualifying criterion for the list was the outspoken orientation of 
a company towards at least one of the eight countries in particular and towards the 
region of Central and Eastern Europe in general.



Pavel Štrach, Sophie Wiesinger, Margarethe Überwimmer48

Quota sampling was used to select interviewees with adequate experience 
in marketing and sales in the relevant markets, resulting in a determined sample 
size of 35 companies from each country. The company representatives were provided 
the questionnaire in advance; therefore, preparation was possible before the actual 
telephone interview took place. The 2013 barometer yielded 244 completed surveys.

5. Results and Discussion

In line with the hypotheses developed above and capitalizing on the Barometer 
study data, market entry modes for Austrian companies with significant market 
presence in Central and Eastern Europe were either exporting, licensing/franchising, 
or own a subsidiary. Such an approach mirrors the Uppsala model as well as other 
international business literature (Griffin, Pustay, 2013; Hill, 2013). The dependent 
variable was the proportion between equity (subsidiary) and other market entry 
modes (exporting, licensing/franchising), indicating a degree in which companies 
gravitated toward equity-based entry modes. For measuring international experience, 
we asked how many markets out of 23 CEE markets were entered on or before 2000 
and inquired about the overall number of CEE countries, in which respondents’ firms 
are active. For each market, respondents mentioned, we inquired about the year of 
market entry and the mode entry (at the time of entry). Then, previous experience 
is measured by the number of countries in the CEE region, which were entered on 
or before the year 2000; and by the number of the Visegrad countries, which were 
entered on or before the year 2000. Means, standard deviations, and correlations are 
reported in the following table.

Table 1. Descriptive Statistics

N Minimum Maximum Mean Standard Deviation

Nr_countries 244 1 23 13,32 6,181

Pre_2000_entry 244 0 23 7,39 7,002

Pre_2000_Visegrad 243 ,0000 1,00000 1,06 1,257

Sub_share 244 ,3430933 ,38494082

Source: Authors’ calculations.

Analysis of correlations in the following Table 2. shows that all factors have 
been significant for the choice of market entry mode with the exception of pre-2000 
overall experience with Central and Eastern European markets. However, early CEE 
market entry is strongly correlated (0.653) with the number of countries in which the 
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company operated in 2013. Also, when assessed for reliability, Cronbach Alpha for 
a construct based on three variables – number of countries served (Nr_countries), 
number countries entered on or prior to 2000 (Pre_2000_entry) and number of the 
Visegrad countries entered on or prior to 2000 (Pre_2000_Visegrad) – was calculated 
at 0.719 indicating statistically acceptable levels and leading to an assumption that 
all three partial variables have been related to the one theme.

Table 2. Correlations

Nr_countries Pre_2000_Visegrad Pre_2000_entry Sub_share

Nr_countries Pearson 1 ,563** ,653** -,167**

Sig. (2-tailed) ,000 ,000 ,009

N 244 243 244 244

Pre_2000_Visegrad Pearson ,583** 1 ,913** -,138*

Sig. (2-tailed) ,000 ,000 ,031

N 243 243 243 243

Pre_2000_entry Pearson ,653** ,913** 1 -,109

Sig. (2-tailed) ,000 ,000 ,089

N 244 243 244 244

Sub_share Pearson -,167** -,138* -,109 1

Sig. (2-tailed) 0,009 ,031 ,089

N 244 243 244 244
** Correlation significant at 0,01 level (two-tailed).
* Correlation significant at 0,05 level (two-tailed.)
Source: Authors’ calculations.

Table 3. ANOVA Results

Sum of Squares df Mean Square F Sig.

Regression 1,200 3 ,400 2,756 ,043b

Residuum 34,689 239 ,145

Total 35,889 242

Dependent variable: Sub_share
Predictors: Constant, Nr_countries, Pre_2000_Visegrad, Pre_2000_entry
Source: Authors’ calculations.

Table 3 presents the results of a simple initial linear regression, where the inclination 
to subsidiaries is the independent variable and all three international-experience-driven 
partial phenomena were in a position of independent variables. Results have been 
encouraging, taking into account that the study did not involve other issues, which 
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could be relevant for studying equity-based entry modes. The model is significant at 
a 95% level (p-value = 0.43), although the F-statistics were computed at 2.76.

Conclusion

Other entry modes may need to be examined and statistically verified, however 
initial outcomes of the statistical analysis have been encouraging. It seems that CEE 
market entry is not a random task but is linked to the previous international expe-
rience of a company measured by the number of CEE countries, which are already 
served, the time of entry into the Visegrad countries and also the number of targeted 
Visegrad. Previous international experience in respective markets was also directly 
named by the respondents as being an increasingly important factor for a successful 
CEE market entry (54 index points in 2013, i.e. plus 12 points in comparison to a 2007 
barometer study). As medium-sized companies were included in the barometer 
study, it seems that both core dimensions of the Uppsala internationalization model 
– increasing geographic coverage and increasing market commitment – have been 
validated for Austrian companies entering international markets. All H1, H2, and H3 
were supported. The Visegrad countries have played and perhaps continue playing 
a special role in assisting multinational companies in market entry into the broader 
region of Central and Eastern Europe and the experience gained in Visegrad does 
matter for their further corporate internationalization.

Our barometer study suffers from obvious sample size, sampling method and 
analytical apparatus (linear regression, potential data multicolinearity) limitations 
related to the particular tool set. Further studies and additional statistical analyses 
need to be performed to bring the outcomes forward. There could even be other 
significant factors for the market entry mode choice, which our recent study over-
looked (for instance the role of cultural distance in entry mode choice – Ahsan, 
Musteen, 2011). Last but not least, having data for 2007 available as well and plan-
ning for a new barometer study in 2016, it may be worth exploring the phenomenon 
in a longitudinal way.
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Introduction

The objective of this paper is to assess the suitability of a post-colonial framework 
in a critical cross cultural management study of expatriate management in Poland. In 
reviewing the post-colonial literature, Jack and Westwood identify “three key trajec-
tories of work: history and knowledge; knowledge, discourse and representation; and 
materialist and transnational analyses” (2009, p. 15). In assessing the suitability of 
a post-colonial framework to a cross cultural management (CCM) study in Poland, 
this paper focuses on the second of these trajectories: knowledge, discourse and 
representation. Just as Said illustrated how Orientalism is based on “the discursive 
construction of the East”, cross cultural management studies are based on numerous 
discourses, each producing an ethnocentric construction of the culture under study. 
These discourses have their basis in Western management studies which “exhibit 
historical as well as contemporary resonances with what we might call ‘the colonial 
project’” (Jack, Westwood, 2009, p. 3). The connection between Orientalism and CCM 
studies lies in the process of Othering which both employ. Said (1978) regarded this 
Western led, ethnocentric division between ‘us’ and ‘them’ as the main intellectual 
issue raised by Orientalism and, later, the post-colonial theory (PCT).

PCT has only very recently been utilised by international management and cross 
cultural management researchers. “Management and organization studies in general 
and international management and business studies in particular, have virtually ignored 
PCT and its areas of engagement. With a few very notable exceptions, this state of 
affairs also holds for critical management studies, a domain where one might have 
expected a better intellectual reception of studies of post-colonialism” (Westwood, 
2007, p. 247). Existing literature (Gosk, 2012; Śliwa, 2008; Thompson, 1999; Račevskis, 
2006; Chapman et. al., 2008) points to a growing perception that Poland, together 
with other Central and Eastern European countries, can be viewed as post-colonial 
in their interactions with the West. By focusing on the “continuation of direct Western 
colonialism without the traditional mechanism of expanding frontiers and territorial 
control, but with elements of political, economic and cultural control” (Banarjee, 
Prasad, 2008, p. 91), PCT has become a tool with utility beyond the traditional, his-
torical definition of colonialism. This paper evaluates the suitability of PCT in a CCM 
study of Poland. Rather than a traditional CCM approach involving the cataloguing 
of perceived differences however, the focus will be on discourse and representation. 
Specifically, the aim is to explore the representation of Poles by Western expatriate 
managers. For PCT to be a suitable approach, the expatriate manager discourse must 
involve elements of othering and an implication of superiority.
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A brief literature review critically evaluates the predominant CCM approach 
in order to illustrate the benefit of a new framework before positioning this study 
within contemporary, relevant post-colonial literature. The discourse of UK expatriate 
managers in Poland is then analysed through a sample of data gathered in a previ-
ous series of semi-structured interviews in order to assess the suitability of a PCT 
framework for continuing research.

1.  A Critique of the Cross-Cultural 
Management Literature

It would be difficult to embark on a study of the interaction between individuals 
of two nationalities in a management context without making reference to the body 
of literature that makes up cross cultural management (CCM) studies. Research on 
the interaction between managers of different national or cultural backgrounds has 
primarily fallen under the vast and expanding umbrella of CCM studies. An initial 
search through the CCM literature spanning the past three decades might result 
in the conclusion that the positivistic Hofstede paradigm had moved from the realm 
of management theory to scientific law. Through its outset as a discipline however, 
CCM research has been carried out from a range of disciplinary and interdisciplinary 
approaches. Interpretive, qualitative CCM models have been somewhat of a rarity 
in CCM, the literature however, where “studies are usually nomothetic and qualita-
tive, with researchers posing themselves as discoverers of universal regularities and 
systematic causal relationships” (Ailon, 2002, p. 885).

This section will provide an overview and critical analysis of the prominent 
approach found in the CCM literature. It will illustrate the weaknesses of the empirical, 
positivistic, Hofstede led methodology thus laying the groundwork for an interpre-
tivist, postcolonial approach.

Culture’s Continuing Consequences

Few fields in academia are as closely linked to one individual as CCM is to Geert 
Hofstede. The publication of Culture’s Consequences: International Differences in Work 
– Related Values (referred to from this point forward as Culture’s Consequences) 
in 1980, essentially marks the beginning of CCM as a discipline. It could be argued 
that CCM began with what Hofstede describes as his creation of “a new paradigm 
for the study of cultural differences” (Minkov, Hofstede, 2011, p. 10). Numerous 
leading CCM academics have quoted Hofstede with “unabashed confidence, many 
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including his findings as absolute assumptions” (Jones, 2007, p. 2). It is perhaps 
this paradigm shift itself which appeals to scholars and not only within the field of 
CCM. Baskerville (2003) measured the frequency of citations in academic journals 
of Hofstede’s Culture’s Consequences (various editions) in the period 1981 to 1998. 
She found that citations of the book had “not decreased in any discipline since it was 
first published” (Baskerville, 2003, p. 3). The study also showed that in the fields of 
CCM and Business Management, the number of citations had grown significantly 
during the period under study totalling 165 in CCM and 712 for other business 
related disciplines.

Through statistical analysis of the data, Hofstede originally produced four cultural 
‘dimensions’; power distance, individualism versus collectivism, masculinity versus 
femininity and uncertainty avoidance. A fifth dimension, Confucian Work dynamism 
(later relabeled short-term versus long-term orientation), was subsequently added 
through an independent, Hofstede endorsed piece of research (Hofstede, Bond, 1988). 
This fifth dimension was added to explain differences in data from Far Eastern and 
Western countries. Dimension six, indulgence versus restraint, was added in 2010 as 
a result of Minkov’s analysis of the World Values Survey data through a Hofstedian 
framework (Minkov, Hofstede, 2011). Definitions of the six dimensions are displayed 
in Table 1.

Table 1. Hofstede’s Six Dimensions of Culture

Cultural Dimension Definition

Power Distance "Perception of inequality and authoritarian behaviour, and a lack of subordinate interest 
and participation" (Franke et al., 2002).

Uncertainty Avoidance "Anxiety at work, concern over instability, and rule – oriented inflexibility when faced 
with new or ambiguous circumstances" (Franke et al., 2002).

Individualism vs. Collectivism "A focus on self rather than group" (Franke et al., 2002).

Masculinity vs. Femininity "An assertive or competitive orientation and gender – role sensitivity" (Franke et al., 
2002).

Confucian Work Dynamism 
(short-term orientation 
versus long-term orientation) 

"A subset of Confucian values that encourages the persistent and thrifty long term 
orientation of personal responsibility and self-respect that is hierarchically dynamic, 
and transcends family and social conservatism, as opposed to other equally Confucian 
values that are oriented towards the past and present" (Bond, 1997, p. 150).

Indulgence Versus Restraint "Happiness and its closest correlates: a perception of life control and importance of 
leisure" (Minkov, Hofstede, 2011).

In its evaluation of a positivist, quantitative approach to cross cultural management 
research, this paper focuses on the Hofstede model. This model however encom-
passes far more than the research of Hofstede himself. Since its inception in 1980, the 
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Hofstede model has been adopted by a plethora of researchers attempting to measure 
different aspects of national culture and their effects on cross cultural interaction 
in a management or workplace context. Despite this general acceptance within the 
fields of international and cross cultural management, critiques of the methodology 
are increasingly common in the relevant literature.

Basic Assumptions of the Hofstede Model

As with all models, Hofstede’s provides us with a simplification of reality based on 
a number of assumptions. As part of this process of simplification, certain assump-
tions must be made regarding the environment within which the model is to be 
applied. In the case of Hofstede’s model of cultural difference, it adopts realist and 
deterministic assumptions working within the functionalist paradigm (Williamson, 
2002, p. 1375). It follows therefore that any erroneous assumptions undermine the 
strength of the model upon which they are built. A number of the assumptions upon 
which Hofstede’s model of CCM is built have been challenged by others in the field. 
The following section will focus on three of these: epistemological and ontological 
assumptions, the assumption of culture as a stable, non-dynamic variable and the 
assumption that nations are suitable units for measuring cultural difference.

Ontological and Epistemological Assumptions

Hofstede’s approach, as with any positivist approach, relies heavily on a number of 
epistemological assumptions. Lowe and Au-Yeung argue that the lens through which 
phenomena are observed in such an approach “privileges epistemology (knowing) 
over ontology (being), certainty and determinism over uncertainty and relativism, 
and objectivism over subjectivism” [parentheses in the original] (2004, p. 2). One 
of the assumptions of the Hofstedian model is that such a thing as ‘culture’ exists 
and can be measured. This in turn leads to the difficulty associated with providing 
a working definition. What is culture? The entire paradigm hinges on culture being, 
above all else, existent and definable yet “Hofstede himself provides equivocal defi-
nitions” (Jones, 2007, p. 2):
• “a collective programming of the mind which distinguishes one group from 

another” (Hofstede, 1980, p. 25),
• “mental programming, patterns of thinking and feeling and potential acting” 

(Hofstede, 1991, p. 4).
Vas Taras and Steel (2009) question several postulates derived from Hofstede’s 

work including the concept that national cultures are built upon the values of that 
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culture. As well as questioning Hofstede’s assumption that culture is based on values, 
Van Taras and Steel echo Jones’ earlier criticism of Hofstede’s equivocal definitions. 
They argue that, despite Hofstede’s own representation of culture being based on 
values, rituals, heroes and symbols, “the sole focus of his four – factor (later five 
– factor) model and instrument for quantifying culture, the Value Survey Model, is 
values” [parentheses in the original] (Vas Taras, Steel, 2009, p. 42).

Hofstede stresses his interpretation of culture as a social construct which seems 
to be at odds with the Cartesian fashion in which he attempts to build objective 
fact upon objective fact. McSweeney argues that Hofstede’s definition of culture 
fails to build on the foundations required by such a positivistic approach and 
asks of Hoftsede, “Other than a priori belief, what is the basis of claims that influ-
ential national cultures exist? What is the quality of the evidence appealed to?”  
(2002, p. 89).

The assumptions made in the Hofstedian model are not only of an ontological 
nature but epistemological as well. These assume, for example, that the researcher does 
not bring his/her own bias, ethnocentric or other, to the interpretation and analysis 
of the data. Westwood, in arguing for a new approach to international business and 
management research, notes how Western research inevitably and invariably ‘trans-
lates’ the action of the Other using “his/her ontological, epistemological, theoretical 
and ideological resources” (2009, p. 99).

In her critical analysis of the dominant, Hofstede led approach to CCM research, 
Nakata (2009) outlines and challenges four ontological traits inherent in such research:
1. Culture is cognitive.

 This is an inherent, logical deduction from Hofstede’s own definition of culture 
as “collective programming of the mind” (Hofstede, 1980). It is, in other words, 
“what people think” (Nakata, 2009, p. 248).

2. Culture is bounded.
 “The leading culture theories assume culture is geographically bounded and most 
often by national borders” (2009, p. 49).

3. Culture is immutable.
 Hofstede (1980) argues that shared values, institutions and environmental factors 
“combine to create a homeostatic system that maintains cultural patterns across 
generations” (Nakata, 2009, p. 251).

4. Culture is coherent and unified.
 Models based on the Hofstede framework allow the dimensionalisation of cul-
tures in their entirety. A given culture can be, for example, masculine or have 
high power distance. “These attributes are pronounced in Hofstede’s framework, 
wherein a set of values represents the totality of culture” (Nakata, 2009, p. 252).
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Whilst Nakata does not dismiss the positivist approach completely, she argues for 
the evolution of cultural theories through hybrid forms which “mix ontological and 
epistemological properties” to help meet “the field’s long-standing need for stronger 
theoretical underpinnings” (Nakata, p. 262).

The Assumption of Culture As a Stable, Non-dynamic Variable

Reliability of the Hofstede model depends on, among other things, a definition 
of culture as a near chronological constant. Based on Hofstede’s own positivistic, 
Cartesian approach, this implies that Hofstede’s six dimensions of culture are, by 
definition, equally stable over time as well. The assumption is one which Hofstede 
readily accepts, claiming that “the dimensions found are assumed to have centu-
ries-old roots” (Hofstede, 2002, p. 90). Nakata’s identification of the immutability of 
culture as one of four traits inherent in leading CCM theories (2009) challenges the 
validity of this assumption. She highlights the shortcomings of Hofstede’s homeo-
static quasi-equilibrium of culture (Figure 2) which “describes how shared values 
are reinforced by institutions and environmental factors. All three elements combine 
to create a homeostatic system that maintains cultural patterns across generations” 
(Nakata, 2009, p. 251).

Hofstede offers further evidence of culture as a chronological constant through 
his onion diagram (Figure 1) by proposing that changes in politics, technology and 
practices “mostly involve the relatively superficial spheres of symbols and heroes, of 
fashion and consumption”, while “culture change is slow for the onion’s core, labelled 
values” (Hofstede, 2010, p. 19). While he does not assume cultural continuity from 
the origins of Homo erectus, Hofstede’s time machine analogy places modern cultures 
under the heading “Seven Thousand Five Hundred Years Ago until Now: Large-Scale 
Civilisations” (Hofstede, 2010, p. 447).

In disregarding the potential for cultural change, Hofstede eschews recent “con-
siderable support for modernisation and convergence”, theories which “indicate that 
societies will converge around some set of values as they modernise, usually those 
associated with Western, free – market economies” (Vas Taras, Steel, 2009, p. 44). 
Furthermore, contemporary research based on World Values Survey data (Ingel-
hart, Baker, 2000; Inglehart, Welzel, 2005) and following a positivistic methodology 
not dissimilar to that of Hofstede, found evidence that “cultural values are changing 
in a predictable direction as socio-economic development takes place” (Inglehart, Wel-
zel, 2005, p. 1). Remembering that Hofstede’s own definition of culture holds cultural 
values as its core (Figure 1), this finding would seem to undermine the assumption 
of culture as a chronological constant through the use of a similar methodology.
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Figure 1. Hofstede’s Homeostatic Quasi-equilibrium of Culture
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Nakata summarises her evaluation of Hofstede’s assumption of the immutability 
of culture with the following:

“These theoretical and empirical conclusions clearly show that either what Hofstede 
labelled cultures is not culture, assuming culture is extremely stable, or that culture 
can change much faster than postulated by Hofstede. If the former is true, we need 
to re-evaluate if Hofstede’s approach to operationalizing culture is valid. Otherwise, 
we have to reconsider our assumptions about the extreme stability of culture at both 
the national and individual levels.” (Nakata, 2009, p. 45).

The Assumption of Nations As Suitable Units of Measurement

A further assumption of the Hofstede paradigm is that this quantifiable notion 
of culture is distinguishable on a country by country basis resulting in distinct 
national cultures. Hofstede defines national cultures as the “collective programming 
of the mind that distinguishes the members of one group or category of people 
from another” (Hofstede, 2001, p. 9). Despite Hofstede noting that “in research 
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on cultural differences, nationality – the passport one holds – should be used with 
care” (Hofstede, 2010, p. 16), the groups or categories chosen by Hofstede for his 
analysis are nations. This approach is justified by its expediency and the claim that 
“it is immensely easier to obtain data for nations than for organic homogeneous 
societies” (Hofstede, 2010, p. 21).

According to Hofstede (2010), there are, apparently, three sources of difference 
between countries (Fig. 3): identity, values and institutions all of which are claimed 
to be rooted in history.

Figure 2. Sources of Differences Between Countries

Source: Hofstede (1980).

Hofstede relates the three differences from table 3 to the importance of national 
culture in understanding CCM issues.

McSweeney identifies Hofstede’s assumptions of the territorial uniqueness and 
heterogeneity of national culture as one of the model’s key faults. He argues that in the 
Hofstedian framework, “national culture is not theorized as the only culture, or the 
totality of cultures, within a nation, but by definition it culturally distinguishes the 
members of one nation from another” (2002, p. 4). In discussing Hofstede’s decision 
to collect data from only one organisation worldwide and the implications of this 
decision on the national culture framework, McSweeney notes that “the generalisations 
about national level culture from an analysis of sub-national populations necessarily 
relies on the unproven, and improvable, supposition that within each nation there is 
a uniform national culture” (2002, p. 22).

This line of argument has also recently been picked up on by Nakata in her 
analysis of contemporary, cross cultural studies. She observes that increasingly 
within the discipline, “inferences are made about the impact of culture based on 
observed differences in value orientations, sociocultural norms, cognitive processes, 
or other phenomena between two or more countries”, leading to the “mistaken ten-
dency to equate ‘culture’ with nation or ‘ethnic group’ and to use the concept of the 
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nation/state in both defining samples and interpreting results” (Nakata, 2009, p. 125). 
Nakata here makes reference to Georgas and Berry’s notion of the onomastic fallacy 
(1995), “in which the name of a country is used to identify the culture and serves as 
a surrogate for a range of variables that may account for observed similarities and 
differences between cultures.” (Nakata, 2009, p. 125).

Hofstede’s research findings are based on these key assumptions despite the fact 
that there appears to be little or no epistemological legitimacy in doing so. Although 
it has been a slow process, the literature is increasingly challenging these previously 
accepted notions, primarily of cultural bias or ethnocentrism in research design and 
analysis. The Hofstede paradigm has come under increasing scrutiny from academics 
seeking a more dynamic model (Fang, 2003; Holden, 2002; McSweeney, 2002, Nakata, 
2009; Westwood, 2006).

The Call for a Post-colonial Approach

The CCM literature is becoming increasingly critical of the predominant, 
positivistic approach discussed in the previous section. Jack and Westwood argue 
that “academic management disciplines are Western and Eurocentric discourses 
(knowledge systems and associated institutional practices) that exhibit historical 
as well as contemporary resonances with what we call ‘the colonial project’” (2009, 
p. 3). A recent development in the field of international business and management 
studies has been the application of post-colonial theory which, through its “profound 
effect on academic work across a number of disciplines in the humanities and social 
sciences” (Jack, Westwood, 2009, p. 5) has come to occupy “a salient position in the 
intellectual climate of our times” (Westwood, Jack, 2007, p. 246). It has only recently 
however begun to gather momentum in the “somewhat intellectually staid field of 
business management” (Banerjee, Prasad, 2008, p. 90). PCT offers a framework 
through which cross cultural interaction in a management context can be decon-
structed or decolonialised.

Westwood, who has been at the forefront in advocating a PCT approach to interna-
tional and cross cultural management, compares the term “post-colonial” to “post-mod-
ern” in that both terms “can be read from a temporal perspective – as a signifier of 
an epochal shift – but also as a mode of critique and a form of intellectual practice” 
(2009, p. 92). The temporal perspective is the basis upon which the intellectual prac-
tice, or critical perspective, is developed and both are crucial to the post-colonial 
approach adopted in this study.
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The Temporal Perspective of PCT

The temporal perspective has its roots in the “historical resistance to colonial 
occupation and imperial control, the success of which then enabled a radical 
challenge to the political and conceptual structures of the systems on which such 
domination had been based” (Young, 2001). This perspective is regarded by Young 
to be a product of revolutionary Marxism and the national liberation movements of 
the 19th and 20th centuries in that it “combines history with a theorised account of 
contemporary culture” (Young, 2001, p. 61). Ground-breaking works such as Sartre’s 
Colonialism and Neo-colonialism (1964) and Spivak’s The Post-Colonial Critic (1990) 
helped form the foundations of PCT as a theory but it was Said’s Orientalism (1978) 
that is perhaps most synonymous with postcolonial theory.

At the heart of Said’s argument is the notion that the Occident and the Orient 
are social and cultural constructs developed by the West (which, in turn, is a social 
construct in itself). Terms such as the ‘West’ and the ‘East’ have a specific meaning 
in Central/Eastern Europe but are used throughout the world, often with completely 
different interpretations. In a Western European context, “they are cultural constructs 
whose meanings and natures are contingent and mutually dependent: what counts 
as the West depends on that which it is not (i.e. the non-West)” (Jack and West-
wood, 2009, p. 11). Said, as a post-colonial theorist, advocates the deconstruction, 
or decolonialisation of the Orientalist discourse thus giving a voice to those whose 
culture was, as far as the Western world was concerned, constructed by Orientalists 
“politically, sociologically, militarily, ideal logically, scientifically, and imaginatively 
during the post-Enlightenment period” (Said, 1978, p. 3).

It already becomes evident at this point that PCT and the predominant CCM 
approach discussed earlier are at epistemological odds with each other. It can be argued 
that the Hofstedian CCM paradigm reproduces an ethnocentric representation of 
the Other just as the Orientalists constructed their own version of the Orient and the 
Orientals. While the CCM approach catalogues the cultural divisions amongst various 
populations, Said writes that “such divisions are generalities whose use historically 
and actually has been to press the importance of the distinction between some men 
and some other men... when one uses categories like Oriental and Western as both 
the starting and the end points of analysis, research, public policy, the result is usually 
to polarise the distinction – the Oriental becomes more Oriental, the Westerner more 
Western – and limit the human encounter between different cultures, traditions, and 
societies” (1978, p. 46).
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The Critical Perspective of PCT

The second perspective of PCT identified by Westwood, which has had a signif-
icant impact across a number of disciplines in recent years, is the critical approach. 
Unlike the temporal perspective, the critical mode is not dependent on direct links 
to historical colonial ties. Although the term would suggest that the post in post-co-
lonial infers completion or finality, “the prefix post complicates matters because it 
implies an ‘aftermath’ into senses – temporal, as in coming after, and ideological, as 
in supplanting” (Loomba, 1998, p. 7). In fact, the post-colonial in the critical perspec-
tive of PCT refers more to a state of neo-colonialism which “can be understood as 
a continuation of direct western colonialism without the traditional mechanism of 
expanding frontiers and territorial control, but with elements of political, economic 
and cultural control” (Banarjee, Prasad, 2008, p. 91). It is this neo-colonial state which 
is of particular interest to this study.

Despite the recognition of PCT in other disciplines as a valid framework for 
academic enquiry, it is a framework which “orthodox international business and 
management studies, with its functionalist and managerialism inclinations has not yet 
engaged with as yet to any marked degree (exceptions include Banarjee and Listead, 
2001; Chakravartty, 2004; Mirchandani, 2004; Prasad, 1997)” (Westwood, 2006, p. 105). 
There have been recent developments towards a greater utilisation of PCT within 
the field however with greater recognition that “a post-colonial perspective can be 
intellectually productive in the sense that it can reveal the neo-colonial assumptions 
that underlie management disciplines, especially international management and 
cross-cultural management” (Banarjee, Prasad, 2008, p. 90).

Historical colonialism can be seen as part of a greater project in which the colonial 
powers openly pursued a policy of territorial expansion and political control. The 
contemporary economic expansion of Western interests however differs substantially 
from the historical model of colonialism in many aspects. Key amongst these is the 
increased role of the corporation as a driving force combined with less prominent 
intervention on the part of national governments resulting in the perception of 
a generic ‘Western’ economic expansion into economically less developed countries. 
Coupled with this “increasing penetration of corporations into overseas markets” 
was the “need for knowledge about how to effectively function in them” (Westwood, 
2006, p. 94) which has given rise to the spread of business and management studies. 
The CCM paradigm critiqued earlier has a direct link to this development which 
criticise post-colonial theory views “as a more or less direct continuation of coloni-
alism” (2006, p. 94).
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Power and the Perception of Superiority

Two common features of both the temporal and critical perspectives are power 
and the associated representation of the Other as culturally inferior. In Orientalism, 
Said defines the relationship between Occident and Orient as one “of power, of dom-
ination, and of varying degrees of a complex hegemony” (1978, p. 5).

The power relationship in a cross cultural management context involving indi-
viduals from a ‘Western’, developed economy and a ‘non-Western’, less-developed 
economy is almost certain to be predefined before any interpersonal contact takes 
place. The predefined nature of UK – Polish CCM interaction is that the Polish man-
agers will almost exclusively find themselves in a subordinate position. This differs 
significantly from, for example, cross cultural management interaction between 
representatives of German and American corporations in which either party could 
conceivably be subordinate to the other. Furthermore, previous UK-Polish CCM 
research (Allen, 2003) found that the behaviour of the Western managers was affected 
by the dominant position they almost certainly hold in such a context. Arrogance and 
feelings of superiority among Western managers were found to have consequences 
in organisations and produce systems of defence or resistance amongst many of those 
Polish subordinates who were subject to such behaviour.

Is PCT an Appropriate Framework for Poland?

Is Poland post-colonial? To make this case, it will be argued that within “Western” 
management culture there exists a discourse towards Poland (and Central/Eastern 
Europe as a whole) which reflects two fundamental aspects. The first is a neo-colonial 
desire for the expansion of business operations and management philosophy into the 
country. The second is evidence of the representation of Poles by Western managers 
as inferior in their managerial competencies.

Despite a lack of CCM research in central/Eastern Europe utilising a PCT frame-
work, research in other fields utilising a post-colonial approach (Thompson, 1999; 
Moore, 2001; Buckley et al., 2011; Cavanagh, 2003; Racevskis, 2006; Sliwa, 2008) 
points to a growing perception that Central and Eastern European countries can be 
viewed as postcolonial in their interactions with the West.
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2. Data and Methodology

Very little research has been carried out on cross cultural management in Poland 
and that which has is predominantly based on the Hofstedian model, most notably 
Nasierowski’s 1998 effort to fit Poland into the Hofstede cultural-dimension frame-
work. As with any positivistic approach, the ‘Hofstede paradigm’ relies heavily on 
a number of epistemological assumptions. Amongst these is the assumption that 
such a thing as ‘culture’ exists and can be measured. A second assumption is that 
this quantifiable notion of culture is distinguishable on a country by country basis 
resulting in distinct national cultures. An interpretivist, qualitative methodology, 
capable of reaching a depth which positivist research fails to achieve will be utilized 
in this study. Post-colonial theory provides such a framework.

Data collected for this study involved 32 interviews with both Western (British, 
American and Canadian) and Polish managers. The aim is to assess the suitability 
of PCT as a framework for analysing the interaction between Western expatriate 
managers in Poland and the Poles with whom they interact. The existing dataset has 
been analysed with the intention of carrying out further, more focused data collection 
if this initial analysis confirms the suitability of a postcolonial approach. Analysis 
from this second round would then focus on representation and power. A minimum 
of 30 UK managers with at least one year’s experience living and working in Poland 
in a management role would be interviewed.

The acceptance or rejection of this approach depends on evidence of two factors 
within the data. The first of these factors is the existence of a neo-colonial attitude 
of Western corporate expansion into economically less-developed regions (in this 
case Poland). The second factor is the representation of Poles on the part of their 
UK expatriate colleagues as inferior either culturally or in terms of their managerial 
competencies. Although some literature exists to provide a degree of depth in the 
understanding of these issues, the existing literature differs geographically, method-
ologically and/or historically from this project.

The methodological approach utilised in data analysis is a discourse analysis 
through a post-colonial framework. The choice of methodology was made by revis-
iting data from the first round of interviews as well as through ongoing contact 
with UK managers who are or have been expatriate managers in Poland. Discourse 
analysis provides the opportunity to better understand the representation of Poles 
by these expatriate managers. Fairclough points out that representation is “clearly 
a discoursal matter, and we can distinguish different discourses, which may represent 
the same area of the world but from different perspectives or positions” (Fairclough, 
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2003, p. 26). Furthermore, discourse analysis provides a framework through which 
discoursal examples of self-identifying and Othering can be analysed. Intertextuality, 
which “accentuates the dialogicality of a text, the dialogue between the voice of the 
author of a text and other voices” (Fairclough, 2003, p. 9), has the potential to provide 
rich data providing an insight into the representation of Poles through the selected 
retelling of others’ experiences and accounts.

The Case for a Neo-colonial Expansion

The end of Soviet communism in the Eastern Bloc can be viewed as having led 
those countries, Poland included, from one neo-colonial system to another. Echo-
ing Fukuyama’s ‘end of history’ hypothesis, Young argues that capitalist economic 
imperialism has become the new form of post-colonial domination in which “de 
facto there is now only a single world economic system, and almost all states have 
been obliged to make some structural adjustment towards it” (1992, p. 60). The 
end of the era of Soviet dominance and the emergence of Poland as a free-market 
economy has had an impact on its perception by those in the West. The Western 
development and marketing discourse of the early 1990’s refers to the “challenges” 
and “expanding opportunities” the region offered for “policymakers, scholars and 
global investors” (Bartolovich, Lazarus, 2002). There is a very Victorian feel to this 
rhetoric, reminiscent of the days of Empire and the general zeal for economic and 
cultural expansion.

Fairclough refers to the global spread of the Western economic model as “the 
new capitalism” which “has also produced a new imperialism, where international 
financial agencies under the tutelage of the USA and its rich allies indiscriminately 
impose restructuring on less fortunate countries, sometimes with disastrous conse-
quences (e.g. Russia)” (2003, p. 5).

In their study of the transfer of managerial practices by ‘Western’ food retailers 
to operations in Poland, Hurt and Hurt (2005) note the frustration on the part of 
these retailers to the slow pace in which management practices could be transferred. 
Hurt and Hurt position themselves as proponents of the knowledge transfer of West-
ern managerial practices to Poland and share with the retailers they interviewed the 
belief that these practices were a force of change and “development” which could and 
should not be stopped. Resistance to the adoption of these practices should therefore, 
in their opinion, be minimised if not negated altogether.

The data from this study have been reviewed for examples of this assumption 
of a Western neo-colonial economic expansion into Poland. A sample is provided 
below:
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“The Polish director built up a network of friends in management positions who had 
no relevant qualifications. By radically stopping the cash flow from the German parent 
company, we brought about compromise between the traditionalists and modernists.”

Two narratives are contained in the extract, both of which question the compe-
tency of the Polish director. The first references the stereotype of Eastern corruption 
which is implied in the “network of friends in management positions” comment. The 
other is the perceived role of “the German parent company”.

This extract, by referring to the West – East cash flow makes reference to a terri-
torial expansion. Furthermore, the power relationship in this example is very clear. 
The German company is referred to as “the parent company” and the “modernists”. 
It is this parental, modern entity which “brought about compromise”. The tone of 
the interviewee can, in keeping with the choice of vocabulary, best be described as 
patronising. Although not as blatant as some of the extracts in the following section, 
it can be strongly argued that this extract shows a negative representation of the 
“traditional” Poles with “no relevant qualifications”.

“I’ve come across the comment that we (Western managers) are arrogant. It may come 
across as arrogance but what it is experience. Without our experience these companies 
would struggle.”

Whereas the previous extract provided an example of the perceived Eastern flow 
of Western capital, this extract touches on knowledge transfer flowing in the same 
direction. Arrogance is the theme which appeared regularly in the interviews with 
Polish managers.

“They (the Polish employees) don’t buy into the corporate identity. Not at all. I don’t 
expect them to be corporate cheerleaders but they must understand that this is who we 
are and they are now part of this.”

Once again, there is a clear expectancy that the power relationship should be 
a Western – Eastern one. “This is who we are and they are now part of this” is an 
example of this expectancy and is reminiscent of historical colonialism.

The Case for Negative Representation

For PCT to be considered an appropriate framework, evidence of neo-colonial 
ideological expansion is not sufficient. Accompanying this expansion should be 
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evidence of a negative representation on the part of the ‘neo-colonisers’ towards 
the ‘neo-colonised’. Banerjee discusses “an elaborate hierarchy of binary opposi-
tions positing a fundamental ontological and epistemological distinction” (2008, 
p. 91) in relation to the process of Othering in colonial/neo-colonial interaction. 
Distinctions such as developed/undeveloped, modern/archaic “denote inferior-
ity” and “serve to produce the representation... of the entire non-Western world 
as something ontologically inferior to the West, and hence needing firm Western 
supervision, guidance and assistance for becoming fully civilised and devel-
oped/modern” (2008, p. 92).

Take this example from Hurt and Hurt’s (2005) previously mentioned research:

After a period of training, Polish employees in French hypermarkets were expected 
to have acquired Western attitudes about store layout, merchandizing, price tagging, 
in-store advertising, store cleanliness, stock maintenance, and so on. Above all, they 
were expected to take responsibility for their whole department, and even the store 
being well run. In the longer term, those who moved into management positions 
were expected to understand the performance appraisal and promotion ratings 
of the chains’ HRM systems. This would go hand in hand with their commitment 
to a career, buying into corporate purpose and identification with the company. 
These expectations were sadly disappointed. In the days following the recruitment 
of the new Polish employees hired to fit out and then run the first hypermarkets, the 
expatriate French retailing managers were met by silence, lack of reactivity, apparent 
resistance, absenteeism, carelessness, and lack of initiative – as well as cases of theft 
and drunkenness – where their own model led them to expect different attitudes 
on the job. The Poles did not seem ready to learn the knowledge the French had 
come to transfer.

This extract perfectly illustrates, and is a fairly typical example of, the negative 
representation of Poles by Western expatriate managers. Although it could be argued 
that this list of complaints is based on their very real and unfortunate experiences, 
the discourse goes beyond this to imply the superiority of the French managerial 
methods and systems. This is apparent in the choice of language with phrases such as 
“employees... were expected to have acquired Western attitudes”, and “the Poles did 
not seem ready to learn the knowledge the French had come to transfer”. The discourse 
originates from an ethnocentric perspective and seems to imply a righteousness of 
purpose in transferring this knowledge. The French managers are clearly portraying 
the locally-based staff with whom they work as managerially and culturally inferior. 
An example of the latter is the comments relating to the “resistance, absenteeism, 
carelessness, lack of initiative, theft and drunkenness” of the Polish staff.
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Extracts from the datasets of semi-structured interviews with Western expatriate 
managers working in Poland provide further evidence of this discourse. A selection 
is presented below:

“Polish male employees are very egocentric and macho. They expect high salaries and 
various fringe benefits.”

A sweeping value judgement has been made about all male Polish employees. 
Furthermore, are the “high salaries and fringe benefits” any more than the expatriate 
managers would be likely to expect? In reality these ‘excessive expectations’ are, in the 
reality of Polish remuneration packages, almost certainly only a fraction of what the 
Western managers would receive.

“Western investors are seen only for the money and not as a strategic partner, nor as 
an authority.”

This extract begs the question of whether or not authority is assumed to be based 
on nothing more than the individual’s status as a “Western investor”? The expatriate 
manager is, in this case, representing himself as someone deserving of authority and, 
therefore, superior to his Polish colleagues.

“The importance of titles and status in Poland is very odd. But, if it makes them happy 
I say give them what they want.”

The tone in which this comment was made is relevant. The interviewee was 
very dismissive and the “give them what they want” comment was made in a very 
patronising fashion accompanied by a sweeping gesture with his hand. It is perhaps 
somewhat ironic that the job title on his own business card (which cannot be men-
tioned for reasons of confidentiality) was lengthy and seemingly designed to impress.

“Identification with the corporate culture is very low among Polish employees. They 
jump from company to company seeking higher positions and salaries. As a result, they 
are over-promoted and find themselves in high positions without proper experience. My 
personal solution is personal appraisal and encouragement leading to their conception 
of a good boss. Friendly and helpful to his employees.”

Unlike the previous extract, there was no indication of negativity in the tone of 
this interviewee. In fact, he seemed to have a genuine concern for the well-being of 
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the Polish staff he managed. There are still indicators here however of representation 
of these employees as undeserving of these higher positions and salaries as if they 
should be satisfied with “personal appraisal and encouragement” and the perception 
of a “friendly and helpful” boss as a substitute.

In Conclusion

Referring to the works of Orientalists, Said noted that “such texts can create not only 
knowledge but also the very reality they appear to describe. In time such knowledge 
and reality produce a tradition, or what Michael Foucault calls the discourse, whose 
material presence or weight, not the originality of a given author, is really responsible 
for the texts produced out of it.” (Said, 2014, p. 369). CCM discourse, as represented 
by the prominent positivistic Hofstede led approach have come to represent such 
a created ‘knowledge’ which has remained largely unchallenged in the international 
business and management literature. Said presents a useful analogy:

“If one reads a book claiming that lions are fierce and then encounters are fierce lion 
(I simplify, of course), the chances are that one will be encouraged to read more books 
by that same author, and believe them. But if, in addition, the lion book instructs 
one how to deal with a fierce lion, and the instructions work perfectly, then not only 
will the author be greatly believed, he will also be impelled to try his hand at other 
kinds of written performance. There is a rather complex dialectic of reinforcement 
by which the experiences of readers in reality are determined by what they have 
read, and this in turn influences writers to take up subjects defined in advance by 
readers’ experiences. A book on how to handle a fierce lion might then cause a series 
of books to be produced on such subjects as the fierceness of lions, the origins of the 
fierceness, and so forth. Similarly, as the focus of the text centres more narrowly on 
the subject – no longer lions but their fierceness – we might expect that the ways by 
which it is recommended that a lion’s fierceness be handled will actually increase its 
fierceness, force it to be fierce since that is what it is, and that is what in essence we 
know or can only know about it.” (Said, 1978, p. 94).

This analogy provides a useful illustration of the impact on the Hofstedian para-
digm in CCM studies. Hofstede’s work, together with the plethora of similar studies it 
has spawned have created a version of ‘reality’ which has gone largely unchallenged. 
The acceptance of the cross-cultural behavioural ‘differences’ his studies point to have 
been so widely accepted that they, in turn, have produced further studies on the 
reasons for these perceived differences. Questions regarding the ontological and 
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epistemological groundings of this approach to CCM, together with the weakness 
of the many assumptions on which this methodology is based, point to weaknesses 
within the paradigm. Increasingly, critiques of this approach are appearing in the 
CCM literature together with proposals for alternative frameworks.

One such framework is PCT which focuses on the dynamics of power and rep-
resentation rather than the ethnocentric cataloguing of perceived cultural differences. 
It has been argued that PCT provides an appropriate framework for studying the 
spread of Western managerial discourse to Poland and, more specifically, the asso-
ciated representation of Poles by Western expatriate managers living and working 
in the country.

Analysis of data collected has provided evidence of two key factors:
• the perception on the part of Western managers of a West to East transfer of 

managerial knowledge and competencies.
• the representation of Poles on the part of Western expatriate managers as pro-

fessionally, managerially, and culturally inferior to themselves and their Western 
colleagues.
These two factors help to establish the relevance of a post-colonial approach 

to the study of Western management in Poland.
This analysis, in providing confirmation in the merit of a PCT approach, will form 

the basis of a further study focusing specifically on the aforementioned representation 
and its implications in a CCM context.
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AbstrAct

This paper evaluates the use of role play activities in teaching International Business 
to graduate students. A previous survey completed by 49 students on the first International 
Business seminar in 2015 showed that there is a gap between the frequencies and usefulness 
of role play activities. This encouraged us to conduct this type of research which has the 
the aim of exploring university student’s on applying role play activities. The questionnaire 
survey, which included open-ended sentences, involved 44 graduates and it justified the 
presence of role play activities attending International Business courses. Here are three of 
the most important reasons for using role play activities: the transmission of knowledge 
in a more effective way, this tye of knowledge can be conveyed in a different and more 
concise and understandable that may prove difficult another, attempting different roles 
and preparing for future situations and the entertainment it provides during lessons results 
in the activation of students. The survey has shed some light on the challenges which can be 
grouped into two categories: class management problems and students’ attitude. All in all, 
role play activities have a justified role at an International Business course level, although 
not more than two or three can be applied during a term since they are time-consuming 
and other methods can be more effective for certain educational purposes.
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Introduction

International Business is a compulsory subject in two majors at the Corvinus 
University of Budapest. On one hand, the feedback from students has shown that 
graduates were satisfied with the preparation shown by seminar leaders. On the other 
hand, though, they rated the applied methodology as low. As a conclusion it can be 
claimed that if we intend to increase students’ satisfaction with the subject, we need 
to place more focus on developing the applied methods. Students were asked to fill 
in such questionnaires during the first lessons of the two International Business 
seminar groups that were aimed to provide information related to their preferences. 
(The detailed analysis of the survey can be seen in Kazai Ónodi, 2015). The survey 
showed that in higher education, students consider the transfer of lexical knowledge 
as important as developing skills and abilities. According to their preferences, their 
future success depends on the following three most important skills: problem-solving 
skills, creative thinking and good communicational skills. Based on the students’ 
experiences from the two groups (49 students), the best methods employed in order 
to develop their communicational skills were demonstrated by presentations (with 
a given preparation time), debate in the classroom and group work. Groupwork 
within an international environment as well as role play activities are not generally 
applied. The presentations aside, graduates considered groupwork and role play 
the most useful. This contrasting result was the starting point of studying the role 
of situational activities more deeply with the help of a survey undertaken among 
44 students. This survey cannot be regarded representative. The primary purpose of 
the study was to encourage those educators who teach International Business to apply 
role play activities more often and to show the strengths and weaknesses.

1. Role Play Activities

“Role plays allow students to practice real-world skills by assuming a specific 
role and interacting with other students who also play characters in the exercise. 
Simulating a real business situation allows students to experiment and enhance 
their understanding of theories of negotiation and related topics” (Role Plays, 2015).

Role plays are one of the drama activities. Drama activities are a valuable teaching 
tool within the strata of age difference. Blatner, 1995 emphasized that learning is not just 
about information but skills of problem solving, communications and self-aware-
ness. An experiential form of education such as role play is needed to acquire these 
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skills, they cannot only be learned by reading books or listening to lectures, although 
these activities are also important in the learning process. The role play method is 
complex. It can be adjusted to different types of people and goals. Teaching through 
play in primary and secondary school is accepted and recommended. We can find 
examples not only in the literature (See Bálint, 2009) and history but in mathematics 
also (See Szaszkó, 2008; Tanainé, 2008).

Drama activities are most widely used in teaching English as a Foreign Language 
(See Boudreault, 2010; Hua et al. 1991; Liu–Ding, 2009; Ramos, 2002; Shapiro, Leo-
pold, 2012).The most frequently cited drama activities are simulation and role-play. 
Students have to simulate a real-life encounter and take on the role of some characters 
in both of them. If we clearly describe the characters that students have to act out we 
call the simulation a role play. (See types of drama activities in the English-language 
teaching classrooms: Harmer, 2007; Scrivener 2011).

Using drama activities which include role play are crucial in teaching foreign 
languages not only for children but also for adults. From the commencement of the 
1980s it has been used in teaching English for specific purposes, particularly Business 
English. Hildebrand (1997) emphasized the crucial role of simulations in teaching 
business communication and provided an example which simulates a company 
division meeting. Enache (2011) highlighted not only the importance of teaching 
negotiating skills in the Business English seminars at the Academy of Economic 
Studies in Bucharest but she focused on cross-cultural communication competence 
as well. For this purpose she recommended interactive techniques, such as role play 
and simulation.

The literature of drama activities and role play is widespread, however with differ-
ent focuses. From the viewpoint of teaching International Business some tendencies 
are extremely important. Business simulations can be used for different purposes. 
Web-based and online business simulations help students to understand complex 
problems, not only in the making of decisions but also to realize the various results 
of their decisions. Although it can be used to present cultural differences, improve 
intercultural competences, the online forms of business simulation is not suitable for 
the improvement of all types of skills. Students can acquire different countries’ value 
systems through online simulations but face to face communication and training are 
needed for being comfortable within the international context and circumstances. 
(About switching cultural codes see Molinsky, 2009, about teaching diversity see 
Clements – Jones, 2008.) A wide range of literature with regards to the improvement 
of communication and negotiation skills have come to a conclusion with regards 
to the crucial role of role play and simulation (See Andrew, Meligrana, 2012 and 
Susskind, Corburn, 1999).
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More than forty exercises and simulations can be found on the AIB webpage 
(https://aib.msu.edu/ resources/exercisessimulations.asp). Most of them are related 
to cultural differences and cross-cultural negotiation strategies. There are examples 
in the search for distributors, outsourcing decisions, marketing decisions, market 
entry decisions and investment decisions.

The advantages and disadvantages of role play activities have been discussed 
from different points of view. The summaries are largely based on the evaluation of 
Blatner (1995), Hua et al. (1991), Kumar (2011), Shapiro, Leopold (20120, however 
the viewpoint of teaching international business has also been investigated.

The most important advantage of using situation play that all authors have high-
lighted is that it can provide a deeper insight and learning than any other methods. 
According to the learning pyramid attributed to the National Training Laboratories, 
lectures ensure the lowest retention rates among students as opposed to teaching others 
which indicates the highest (90%) rate. Role play can be categorized in the practice of 
action, which provides the learners with a 75% retention rate. Other methods, such as 
discussion, demonstration and reading follow it, however, this method does not help 
students to retain knowledge in an effective way. Role play activities are crucial for 
not only gaining knowledge but for the improvement of skills and attitudes, namely 
communication skills, negotiation skills, social skills and human skills.

It is easier to transfer a complex concept, to analyse a complicated situation and 
to compare and contrast differing opinions through situational play. The educator 
has nothing else to do but to just assign the roles which represent the different values, 
opinions and viewpoints. Each character stands for one part of the complex matter 
but as a whole, the complexity of “real life” can be manifested through the activity. 
Thus processing a certain problem can be more lifelike and interactive, which makes 
the entire lesson more enjoyable.

The success of role play activities greatly depends on the participants. If we do 
not assign an appropriate task and the participants are not prepared or motivated 
enough, even our best intentions are doomed to fail. Therefore it is crucial that the 
educator knows the purpose of the certain activities they aim to use. On the one 
hand, the students need to have the suitable knowledge in order to fulfil their assigned 
roles, make decisions and arguments. On the other hand, motivation, courage and 
some acting skills are necessary to make the activity enjoyable and entertaining for 
the whole audience. Hence one of the key characters is the student beside the person 
(the teacher) who has not only prepared the activity but will also moderate it. It is 
a mistake to think that situational plays are only games and that the educator needs 
little or no time to prepare for them. Successful role play activities are always preceded 
by thorough preparation and during the successful execution, the “study material” is 
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mentioned in the forms of giving feedback and reactions. In order to reach certain 
educational goals, significant class management tasks need to be performed. The 
biggest challenge of all is managing the time. The main disadvantages of role play 
activities are that they require quite a lot of time and they may have an uncertain 
output. The success of the activities is influenced by graduates’ abilities thus they 
need to be evaluated beforehand so that the teacher can assign the participants the 
suitable tasks and prepare them for these.

It can also be claimed that role play activities have their own spontaneous process 
which may be difficult to control and/or predicted. That is is the reason why shorter 
plays during the lessons is advised. Between two activities, the educator can provide 
students with feedback and is able to direct the activity toward the educational goal 
more easily. Using this method signifies that the disadvantage of role play activities 
can be avoided – namely that they could lose their aim or become art for art’s sake, 
that is “we played, had fun but learned nothing useful during the lesson.” As a whole, 
transferring knowledge in this way can be controlled with more difficulty than in the 
case of other methods. Moreover, another issue is that the number of participants is 
limited. One role play activity cannot allow more than 12 participants which means 
that there will also be spectators to the role play. Additionally, another matter is that 
some participants may feel uncomfortable in the undertaking of the acting since 
not everybody likes this interactive and playful form of learning.

In the case of language education, the advantages and importance of applying 
role play activities are clearly obvious. The same is true about developing negotiation 
and communication skills in business courses. The previous survey (Kazai Ónodi, 
2015) pointed out that using role play activities was relatively rare at the investigated 
courses at the Corvinus University of Budapest. That is the reason why the author 
feels it important to summarize what educational goals can be achieved during 
business courses:
1. Revision of previously taught and learned material is easier, more playful and lighter. 

Role play activities can be used to finish studying a subject or just a certain topic.
2. Role play activities are one of the many tools which serve the purpose of putting 

theory into practice. Newly learned materials can be instantly and directly prac-
tised with the help of situational plays.

3. Discussing complex situations in an “easy” way – more viewpoints – contrasting 
different opinions.

4. Developing skills (communication, negotiation).
5. Highlighting “the human factor” through “demonstration”. In higher education, 

the emphasis is placed on transferring knowledge and solving problems. Fine 
analytical and problem-solving skills are developed among most of the graduates. 
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However, will they be able to make their ideas come true if they need to pres-
ent their problem-solving methods outside the safety of the classroom where 
they are faced with the human factor? In theory it is easy to say that half of the 
employees must be laid off or that the company needs restructuring. However, 
role play activities can really make the students understand and see the human 
factor with its impact and the difficulty its handling entails.

6. Practising roles, preparing for various situations and positions. For those students 
who are required to give several presentations during their studies, it would not be 
a problem to hold a presentation later on – and this only means just a fragment 
of their duties at their future workplaces. Role play activities can arm students 
with such experiential knowledge that will provide them with a competitive 
advantage in their future job prospects.

2. Teaching International Business at CUB

International Business is a compulsory subject at the Corvinus University of 
Budapest in International Economics and Logistics Management (MSc) majors 
but it can be chosen as an optional subject at other majors. The subject is taught 
in the form of lectures and seminars. The elements of grading policy: exams (40%), 
presentation (15%), solving case studies in groups (30%), class participation (15%). 
Feedback gained at the end of the term show that graduates were satisfied with the 
preparation of the teachers (on average, the given point was 4 points or higher). 
However, the applied methods were only given less than 4 points on average (on 
a 5-point Likert scale) as well as the general satisfaction with the course. This inspired 
us to take a closer look at methodological issues. Due to the grading policy, most 
of the seminar activity is built up from students’ presentations and solving case 
studies. Groupwork has a crucial role in teaching the subject. Role play activities 
can only be applied once, twice, maybe three times during a semester which account 
for class participation.

3. Research Method

The main goal of this study was to ascertain and understand graduates’ opinions 
on the application of role play activities. The study had two phases. Firstly, on May 
25, 2015, just after applying role play activities during two International Business 
seminars, students were asked to evaluate the activities by completing a questionnaire 
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survey including open-ended questions. This survey was basically of an exploratory 
nature which aimed towards the understanding and familiarisation of students opin-
ions and attitudes. Because of the objective evaluation, at the end of the semester 
they were required to complete another survey which analysed the correlation of 
role play activities and other methods. The completion of the surveys was voluntary 
in both instances.

During the first survey, students were asked to answer the following open-ended 
questions (finish sentences):
• I would like to participate in it because…
• I would not like to participate in these activities because…
• I think acting out role play activities is a good idea because…
• Acting out role play activities is a waste of time because…
• The difficulties with acting out role play activities was that…
• During role play activities I realised that…

Participation was voluntary, the number of participants was 44. In the first 
group (IB1) the sex ratio was 85% females and the average age was 22.9 years old. 
In the second group (IB2) females were present in a 62.5% ratio and the average 
age was 23. Conducting the surveys undertook the same form in both groups. Role 
play activities were part of the lessons and the students formed their opinions based 
on these experiences. The main theme was the same in the two groups: innovation 
in an international environment. However, the ways of conducting differed. In the 
first group (IB1), there were 90 minutes available thus several shorter activities were 
applied. Additionally, an invited guest lecturer also helped the group’s work. In the 
second group (IB2), only 45 minutes were available for attempting a complex activity 
including several participants and there was no additional expert.

The participation rate varied due to the differences between the numbers of 
participants in the groups and the time available. Not only did we observe the par-
ticipation rate but we also requested feedback about students’ participation in the 
activities. In the case of IB1, where the whole lesson was available, everybody felt 
that they participated actively even if some of them (5.9%) could only help in the 
preparation of others to act. The majority of the students (76%) commented about 
their participation, enumerating that they had comments that mattered and 11% of 
them considered themselves dominant. The number of active participants was 16. In 
the second group (IB2), the number of active players was lower (33%) due to several 
reasons. On the one hand, there were only 45 minutes available and on the other 
hand, the task was a more complex situation. Furthermore, the number of students 
in the whole group was four more than in the previous one. Here, 33% of the students 
participated as observers and 25% of them could only contribute by providing others 
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with their ideas. This means that more than half of the group did not have the chance 
to actively take part in the activity. The number of active participants was 10. Overall 
the topic and the teaching goal were the same in the two groups, but the implementa-
tion was different. The circumstances (enough time, small group, high participation 
rate, guest lecturer) were ideal in the first group (IB1) but they were missing in the 
second group (IB2).The research is aimed to investigate whether the circumstances 
influenced the satisfaction of the graduates, and whether role play activities could 
be applied in 45 minutes with less than half of a group’s activity.

4. Results

The Advantages of Applying Role Play Activities  
in the Light of Graduates’ Opinions

We wanted to explore the advantages of role play activities with the help of 
two open-ended sentences, that are “I would like to participate in it because…” 
and “I think acting out role play activities is a good idea because…”. Out of the 
44 respondents everyone wrote something positive. There were no differences between 
the two groups. More than half of the graduates emphasized that through role play 
activities, they could learn something interesting, useful and practical that could 
improve them in different ways. (This rate was higher in the IB1 group 65%, in the 
IB2 58.3%) Therefore, the students feedback confirmed that a significant amount of 
knowledge is transferred during these type of activities. Only a few opinions to be 
mentioned are:
“I got some useful advice which I can use in negotiations in the future.”
“I could learn a lot from these plays, especially about myself.”

The latter one is particularly important since it supports the idea that these 
activities do not only serve in the transference of lexical knowledge but they also 
facilitate personal development.

The second part of the above listed positive points is related to the acting out of 
a specific situation. These have a higher rate in the group where there was a guest 
lecturer present (30%) as opposed to the other group (8.3%). “I could try myself 
in a real-life situation and how I could react.”

The third part of the responses refers to the atmosphere of the lessons and the 
learning methods. “It pushed me out of my comfort zone.” “Activity rate is higher 
thus it’s more fun to come to the lesson.” “Passing on knowledge is more effective, 
it’s easier to remember if we use the theories in practice.” The emphasis on role plays 
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being entertaining was more dominant in the IB2 group (41.7%) than in the IB1 
(35%), where the guest lecturer’s presence strengthened the learning characteristics.

The other open-ended sentence ”I think acting out role play activities is a good 
idea because…” also received positive answers from almost all respondents (no dif-
ferences between the two groups).

The responses can also be grouped into three in this case. The importance of 
learning was highlighted, then came the importance of practice and gaining experience 
and the last one contains references to the interactive and fun features of the lesson. 
One significant difference can be observed between the two groups; in the group 
where a guest lecturer was present, more people (50%) emphasized the importance of 
gaining experience than in the other group (33%). Some comments were, “It prepares 
me for such situations and provides me with such knowledge that theories cannot.” 
”Everybody has a chance to speak up, make comments and really participate in the 
lesson.” “It presents the study material in an interesting and diverse way supplemented 
by personal ideas.” “The lesson becomes more interactive and we can add our own 
insights.” “Acting out is a real challenge and it is entertaining.”

Summarising, the majority of graduates who were willing to participate in role 
play activities, considered them useful in the area of transferring knowledge as well 
as gaining personal experience and improving the atmosphere of the lessons.

The Difficulties of Applying Role Play Activities  
in the Light of Graduates’ Opinions

All sentences in the questionnaire had a negative corresponding pair in the 
survey, e.g. “I would not like to participate in these activities because…”. “Acting out 
role play activities is a waste of time because…”. More than half of the respondents 
could not or would not write their opinions in these sections with regards to the 
role play activities.

In the two groups, more than 50% of the students did not finish the sentence 
saying why they would not participate in such activities which was a passive form of 
reinforcing the presence of role play activities. In the first group (IB1), the majority of 
the respondents had private problems: they were anxious, embarrassed, did not want 
to act or they did not have enough confidence to do so. In the second group (IB2), 
this rate was lower but was also present. The goal of the lessons is to exactly lessen 
such nervousness and anxiety among students. However there are some students who 
– because of their personalities – do not like acting during the lessons, do not want 
to participate in such plays and open up in front of others. This problem is handled 
in such a way that 2–3 people receive 1 or 2 roles and they can decide who wants 
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to perform which. On many occasions it has happened that many of them wanted 
to act so they created other characters in order to do so instead of not performing 
at all. In some other opinions we read that, “Dominant people often overshadow 
others and it is difficult to avoid this.” This comment may be completely correct but 
the question arises. What if students need to face the same situation later in real life? 
The goal of the activity is to teach reserved personalities how to justify their opinions 
and how to form relatively balanced relationships with more dominant personalities. 
Last but not least, here is another opinion, “They do not often achieve their goals.” 
This is a real danger that role play activities bear. Thus the person who prepares the 
activity should be really conscious of this and must control the activity throughout 
its process as well as pay attention to providing continuous feedback. These unique 
opinions are very scarce but they do make us aware of the problems. However, their 
rate was very low so they do not pose a major issue.

In group IB1, where there was an invited expert (guest lecturer) and the whole 
lesson was devoted to learning and skills development through role play activities, 
90% of the respondents did not finish the sentence about these activities being a waste 
of time. This means a highly positive feedback. In the other group (IB2), 67% of the 
students chose not to finish this sentence. Those who responded referred to the fact 
that they were time-consuming and that time could have been spent on other activ-
ities. They added that starting the activity often seemed difficult because students 
were reluctant to perform in front of each other. This comment sheds some light on 
another critical point of the application of role play activities. They can only become 
valuable educational tools and can achieve their goals if the participants are mentally 
and emotionally involved in the play, if they can form a sense of commitment toward 
the task. The educator’s responsibility is to create such an atmosphere which assures 
students of the fact that an important learning process is happening during the lesson 
as well as not making them feel forced to perform a task. This task should present 
them with the opportunity of developing their personalities and creating something 
new in which they can show a part of themselves, their knowledge and who they are.

Further Findings: Challenges and Opportunities

We listed two more questions in connection with role play activities in the sur-
vey. One of them had a reference to what was the most difficult element in them, 
the other asked about what the students understood and realised during the activity. 
More than 80% responded in some way to these questions.

20% of the students mentioned the lack of time when they commented on diffi-
culties. A lot of responses referred to the mode of the performances. “I had to listen 
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to a situation that was side-tracked,” “We had to improvise because we hadn’t had 
the chance to discuss things with my partner,” “I didn’t have enough information,” 
“We interpreted the task in a different way,” “It was hard to imagine myself in the 
situation because the character that I got didn’t have a lot in common with me”. These 
opinions all verify the fact that careful preparation must take place before arranging 
a role play activity and the organiser must have a very strong supportive personality. 
In the first group (IB1), where a guest lecturer was helping to improve negotiation 
skills, this opinion occurred: “I have never been to a negotiation and I don’t know 
how to behave, nobody told me what the rules were.” The students were right. The 
rules of negotiating had not been discussed before the activity started. However, 
they were presented afterwards thus the consolidation of this material (rules of 
negotiating) was facilitated more. Personality issues were still present: “Improvi-
sation and performing in public are not everybody’s favourites, some people may 
feel uncomfortable in such situations.” The need to react instantly also proved to be 
a challenge for some: “You need to react quickly in a certain situation and it makes 
it more difficult to fulfil a role.”

In the last sentence, “I realised during the role play activity that...” the answers 
differed in the two groups. In group IB1 an expert was present to help the students 
develop their communication and negotiation skills, a great part of the comments 
(35%) reflected signs of self-reflection. They named the needs for learning and 
developing more: “I still need a lot of self-improvement to do, I need to force myself 
into situations like this,” “I don’t have hands-on experience thus I would probably 
fail in real life,” “I need to practise public performances and making speeches much 
more – how to express negative thoughts with a positive spin and how to use formal 
language.”

In the case of group IB2, the presence of such comments was much lower (8%), 
the respondents mainly reflected on the role play activity. Some examples include, 
“I need more time to grab the task and rack my brains around it,” “Although they are 
time-consuming, these activities are useful and we can show what is on our minds,” 
“It is much less embarrassing to perform in front of people in such a way than dur-
ing a presentation,” “I must have more courage to do similar tasks because they are 
interesting and create a fun atmosphere.” Overall the mode of the play determined 
what students consider difficulties and what would be the final effect. The presence 
of a guest lecturer makes the whole role play activity more lifelike, graduates consider 
them as an important learning form rather than just fun. These plays revealed their 
weaknesses and motivated them to improve themselves.
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Evaluating Role Play Activities Compared  
to other Methodological Tools

At the end of the term, graduates were asked to evaluate the usefulness and the 
frequency of the occurrences of not just only role play activities but other method-
ological tools used during the term on a 5-point Likert scale. Participation in the 
survey was voluntary and 42 students responded.

Most students considered the discussion of case studies and other tasks during 
the lessons the most useful (4.5 points). This corresponds to the answers given at the 
beginning of the term when graduates considered problem-solving skills the most 
influential skill in their future development. This skill can be improved in the most 
effective way during the discussion of case studies. The second most useful method 
to be mentioned was debating (4.36) which was followed by holding presentations 
(4.33). The usefulness of role play activities (4.1) was preceded by the usefulness of 
groupwork at the lessons (4.24).

These findings must be completed with another result related to the frequency 
of using the methods. In this case, 3 is the optimal figure. A value higher than this 
meant that students wanted a method to be used more frequently, and a value lower 
than that meant that they considered its use too frequent. It is a welcome fact that 
students considered none of the methods overused. Based on the findings, it can be 
claimed that the number of debates could be increased as well as the occurrences of 
case study discussions, groupwork and even role play activities. Although all of these 
cannot be increased at the same time.

Table 1.  Usefulness and Desired Frequency of Applied Educational Methodological 
Tools (n=42)

Usefulness Desired Frequency

Holding a sole presentation 4.33 3.17

Listening to others' presentations 3.83 3.12

Problem-solving outside the classroom in the form of groupwork 4.05 3.14

Presenting groupwork in the classroom 3.95 3.21

Case study discussions and tasks 4.50 3.81

Groupwork in the classroom 4.24 3.81

Debates 4.36 3.90

Role play activities 4.10 3.62

The results of the survey point out the fact that although role play activities are 
widely accepted and they have a justified role in International Business courses, they 
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cannot become dominant. The transfer of professional knowledge as well as develop-
ing problem-solving skills still remains the main educational goal. Beside these two 
purposes, the third one is improving communication skills. Students acted out two 
role play activities during the semester whose number, they thought, could have been 
slightly higher. Thus role play activities occurring during 2 or 3 lessons may be ideal.

Summary

Role play activities have an important role in many fields, such as personal 
development, self-improvement, language education and business training. Deeper 
knowledge can be transferred with the help of these activities in an enjoyable and 
entertaining form. However, there are several challenges which should be met in the 
case of their application. The earlier study showed that graduates regarded the appli-
cation of role play activities useful although their occurrences were relatively rare. 
In March, 2015, 44 graduates from Corvinus University of Budapest participated 
in the survey whose findings supported the relevance of role play activities in Inter-
national Business courses. There are three main argumentative points justifying the 
use of such activities: transferring knowledge in an effective way that could be more 
challenging than using another method, attempting different roles and preparing 
for future situations and the entertainment it provides in the lessons which results 
in higher activation among the students. The survey has shed some light on the 
challenges as well. We, as educators, must bear in mind that there are some students 
who do not want to perform in public because it makes them feel embarrassed or 
awkward. These inhibitions must be gradually eliminated. Additionally, the survey 
also showed that promising results can be reached in this field, too. The problems 
circle around another issue namely that of class management. Can all students be 
involved? Have we correctly prepared them to make the activity enjoyable? Were 
they given the appropriate task? Role play activities are always preceded by careful 
preparatory steps and it is very important that the teacher controls the events and 
gives continuous feedback during the activity itself. The principle of gradation cannot 
be emphasized enough. Firstly, students must gather the lexical knowledge which 
will serve as a basis for making arguments and forming opinions later. Simultane-
ously, they need to warm to the idea of performing in public and accept this method 
as a tool for learning. After reaching a certain level, an expert must be involved for 
the sake of further advancement. An effective way of teaching is the inclusion of an 
expert in the tasks where they are able to show the art of negotiation, which nego-
tiation techniques lead to results in certain situations. The educator cannot be two 
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people in one because they have additional duties such as controlling the process 
from the outside. Moreover, effective communication differs in the educational and 
the business environments.

In brief, role play activities must be present in International Business courses but 
they may not be applied more than 2 or 3 times. They are relatively time-consuming 
and there are certain educational goals which are achieved more easily with the help 
of other methods.

References

1. Andrew J., Meligrana J. (2012), Evaluating the Use of Role Playing Simulations 
in Teaching. Negotiation Skills to University Students, “Creative Education”, vol. 3, 
no. 6, pp. 696–707.

2. Bálint A. (2009), Dráma játékok az irodalomórán. A kompetencia alapú pedagógus 
képzés regionális szervezeti, tartalmi és módszetani fejlesztése a PécsiTudományegyetemés 
a Kaposvári Egyetem részvételével, Irodalom-módszertanikurzus,, http://modszerver.
babits.pte.hu/wp-content/pdf/szakmodszertan/balint_andrea.pdf

3. Blatner A. (1995), Drama in Education as Mental Hygiene: A Child Psychiatrist’s 
Perspective, “Youth Theatre Journal”, March, no. 9, pp. 92–96.

4. Blatner A. (1995), Role Playing in Education, http://www.blatner.com/adam/pdntbk/ 
rlplayedu.htm

5. Boudreault C. (2010), The Benefits of Using Drama in the ESL/EFL Classroom, “The 
Internet TESL. Journal”, January, vol. XVI, no. 1, http://iteslj.org/Articles/Boudreault-
Drama.html

6. Clements P., Jones J. (2008), The Diversity Training Handbook. A Practical Guide 
to Understanding and Changing Attitudes, Kogan Page Limited.

7. Enache M. (2011), Teaching Negotiation Skills, International Conference of Scientific 
Paper AFASES 2011, Brasov, 26–28 May.

8. Harmer J. (2007), The Practice of English Language Teaching, “Pearsonlongman”.
9. Hildebrand J. E. (1997), The Company Division Meeting: A Business Communication 

Situation, “Business Communication Quarterly”, September, pp. 96–106.
10. Hua L. B., Khas M. P. I., Lumpur K. (1991), Role-play and Simulation, “The English 

Teacher”, October, vol. XX, http://www.melta.org.my/ET/1991/main5.html
11. Kazai Ónodi A. (2015), Az egyetemi hallgatók véleménye a kommunikációskészség 

fejlesztésének fontosságáról, 158, sz. műhelytanulmány, http://unipub.lib.uni-corvinus.
hu/1858/1/Kazai_158.pdf



Teaching International Business Through Role Play Activities 91

12. Kumar M. (2011), How to Use Role-Play in Teaching and Training, http://docmo.
hubpages.com/hub/How-to-use-Role-Play-in-Teaching-and-Training

13. Liu F., Ding Y. (2009), Role-play in English Language Teaching, “Asian Social Science”, 
October, vol. 5, no. 10, pp. 140–143.

14. Molinsky A. (2009), Switching Cultural Codes, “BizEd”, March/April.
15. Ramos F. B. R. (2002), ESL Students’ Perceptions of Role-play Activities. Thesis, Eberly 

College of Arts and Sciencesat West Virginia University, http://oatd.org/oatd/ 
record?record=oai\%3Awvuscholar.wvu.edu\%3A6416

16. Role plays, Harvard Business Publishing, 2015, https://cb.hbsp.harvard.edu/cbmp/ 
pages/content/roleplays

17. Scrivener J. (2011), Learning Teaching, Macmillan.
18. Shaprio S., Leopold L. (2012), A Critical Role for Role-Playing Pedagogy, “TESL 

Canada Journal”, Spring, vol. 29, no. 2, pp. 120–130.
19. Susskind L. E., Corburn J. (1999), Using Simulations to Teach Negotiation: Pedagogical 

Theory and Practice, Working Paper no. 99–1, Program on Negotiation at Harvard 
Law School, http://web.mit.edu/publicdisputes/teach/corburn.pdf

20. Szaszkó S. (2008), Dráma játékok matematikaórára, in: Kaposi L. szerk., Integrációs 
Pedagógiai Műhely Füzetek 11, Dráma pedagógiai műhelygyakorlatok 1. rész, Edu-
catioTársadalmi Szolgáltató Közhasznű Társaság, Budapest, pp. 37–42.

21. Tanainé Szeghy R. (2008), Dramatikustevékenységmatematikaórán, in: Kaposi L. szerk., 
Integrációs Pedagógiai Műhely Füzetek 11, Dráma pedagógiai műhelygyakorlatok 1. 
rész, Educatio Társadalmi Szolgáltató Közhasznű Társaság, Budapest, pp. 43–48.





E-learning in Management  – Focus on Hungary, Serbia and Slovakia 93

József Poór*
J. Selye University, Faculty of Economics, Kománo, Slovakia

Péter Sasvári**
University of Miskolc, Miskolc, Hungary

Krzysztof Nesterowicz***
National University of Public Service. Budapest. Hungary

Eszter Monda****
Corvinus University of Budapest. Budapest Hungary

Fares Fawzi M. Eldurssi*****
Szent István University, Gödöllő. Hungary

Milan Nikolic PhD******
University of Novi Sad, Technical faculty “Mihajlo Pupin” 
Zrenjanin, Serbia

E-learning in Management  
– Focus on Hungary, Serbia and Slovakia

AbstrAct

The interpretation, according to the authors, of “e-learning” is defined as follows: (1) in the 
wider sense: a process of training, transferring knowledge or studying which is aided by 
digital equipment (storage, retrieval, display, forwarding and feedback of content and 
study-aides); (2) more specifically: an open form and framework of training, accessible 
through a private or public network, which enables the efficient organization of the 

* poorj@ujs.sk
** iitsasi@uni-miskolc.hu

*** krzysztof.nesterowicz@gmail.com
**** eszter.monda@stud.uni-corvinus.hu

***** Torokne.Hajdu.Monika@tti.szie.hu
****** e-mail: mikaczr@sbb.rs



József Poór, Péter Sasvári, Krzysztof Nesterowicz, Eszter Monda, Fares Fawzi M. Eldurss, Milan Nikolic PhD94

training process for the user (young or adult), as well as the appropriate communication 
and feedback between the tutor and trainee, regardless of time or distance. First of all 
in this new study we review the basic theoretical foundations of e-learning, and in the 
second section we will highlight the major conclusions of an empirical study carried out 
in Hungary, Serbia and Slovakia.

Keywords: e-learning, continuing education, life-long learning, adult learning, benchmarking

1. Background

Due to the ubiquity of the Internet, e-learning is becoming a more and more 
important tool in education. ‘E-learning is an approach to facilitate and enhance 
learning through, and based on, both computer and communications technology. 
[…] may be used to suit distance learning through the use of Wide Area Networks, 
and may also be considered to be a form of flexible learning where just-in-time 
learning is possible’ (E-Europe, 2006). Others describe e-learning as simply peda-
gogy empowered by digital technology (European Commission, 2000). Nowadays, 
e-learning is defined as the acquisition of knowledge and skills using electronic 
technologies such as computer-and Internet-based courseware and Local and Wide 
Area Networks. (Fatma, 2013)

Internet technologies have altered the technological and economic landscapes 
so radically that it is now possible to make quantum leaps in the use of technology 
for learning. There are, however, still dangers. If we focus too much on the technol-
ogy itself and not enough on how well it is used, we will continue to fall short, but, 
if we neglect the power of the Internet, we will never ‘get off the ground’. In the end, 
successful Internet-enabled learning, or ‘e-learning’, depends on building a strategy 
which optimizes the technology within an organizational culture which is ready and 
willing to use it (Rosenberg, 2001).

E-learning is fast becoming a part of undergraduate courses, as an adjunct to tra-
ditional learning activities (Brown et al., 2007) for students and professionals. This 
combined approach might be more attractive to adult learners due to their assumed 
higher levels of motivation and capability for self-directed learning (Teeley, 2007). 
Specific post-graduate level courses (Brandys et al., 2006) and interprofessional online 
collaboration for professionals in learning and practice are also evident. (Varga-At-
kins, Cooper, 2005; Bury et al., 2006) E-learning systems have become important 
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tools in the process of continuing education, especially in Europe, the United States, 
Australia and Canada.

However, the route to the effective use of e-learning is not straightforward. High 
setup costs and time commitments to maintain quality are issues arising in this respect. 
(Bronlund, 2011) The lack of quality assurance standardisation has also been noted. 
(Higgins, Thorne, 1998; Konstan et al., 1997) In order to establish a foundation for 
quality assurance standardisation, e-learning must fulfil specific requirements for 
conveying knowledge and skills and be accepted by its users. (Nesterowicz, 2014a)

Educators report the advantages of e-learning including the improved open access 
to education, time and place flexibility. There are also limitations such as high dropout 
rates, the lack of management oversight, and also the lack of attendee support and 
inadequate interaction between the tutors and users. (Nesterowicz, 2014b)

As noted by Carswell and Venkatesh (2002), much of the research into e-learn-
ing has examined the outcome differences between online and traditional classes or 
offered the experiences of teachers or users. Knowledge increase and acceptance are 
key issues if e-courses are to be successful tools.

E-learning is a convenient way of learning which can be employed at any time 
and anywhere. E-learning helps to reduce costs for the participants (travel, accom-
modation) and also for the providers (renting premises, printing materials). On the 
other hand, there are advantages of campus-based learning over e-learning, such as 
direct interpersonal relations, live contact with the tutor, a clear and precise time and 
place for the teaching session, a more transparent way to verify knowledge and the 
development of interpersonal skills. Therefore, e-courses need to be validated and 
standardized in the same way as those of conventional courses, to ensure the level 
of the information provided. It is not only the content of e-courses which requires 
review by specialists, but also the way in which they are designed and provided 
to attendees. (Nesterowicz, 2014a).

E-learning courses should be validated with regard to their facilitation of knowl-
edge creation. We argue that, for this, the pre- and post-test method is relevant. In 
addition, we encourage the use of questionnaires on the acceptance of e-courses 
to request feedback from users and to check the level of satisfaction. Furthermore, 
users should have the opportunity to communicate with a tutor and other users.

The phenomenon of e-learning is very dynamic and it is difficult to predict its 
exact place and shape in the lifelong learning process in the near future. Undoubtedly, 
e-learning will be more relevant in the future than it is today and it will play a larger 
role in Higher Education and the business sector. (Nesterowicz, 2014a)

E-learning significantly enhances the educational opportunities for students and 
employees. However, this potential requires a certain level of institutional readiness 
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in human and infrastructural resources. One of the major tasks for universities and 
companies is to find optimal methods to incorporate e-learning into their educational 
process. (Frehywot et al., 2013)

Exhibit 0. Pros and Cons of E-learning Systems

Advantages Disadvantages

• Cost reduction
• Time and space flexibility
• Multimedia forms
• High interactivity

• Lack of direct interpersonal relations
• No exact definite time and place of training
• Difficulties with the verification of knowledge

Source: Authors’ own research.

2. Methodology – Benchmarking

The first step in relation to methodology is to define the scope of our research, 
as well as to state the aims and restrictions. We analyze the use of e-learning by the 
business sector in Hungary, Serbia and Slovakia. Our quantitative research is based 
on benchmarking methods.

Benchmarking means comparing examples of ‘best practice’. There are many 
ways to benchmark, and we have opted for the functional form. Benchmarking has 
been variously described as expensive, effective, interesting, lustrous, immersive, 
frustrating, challenging and difficult, but it is not industrial espionage, free travel, 
stealing, just new fashion, cheap, easy. (Evans, 1977) “The object of functional 
benchmarking is to highlight the best practice of a company recognized as being 
a leader in a specific area.” (Harmes-Liedtke, 2007, p. 5) – and the specific area of 
benchmarking in this study is e-learning. Again for the purposes of this study we have 
narrowed our focus geographically to three Central European countries, and here 
we asked companies to complete a questionnaire. For such a survey it is important 
that the countries examined are comparable, and enterprises in the Visegrad Group 
are comparable since they have a similarly developed environment. In addition, 
a structured survey of this type is an acceptable technique in the business sector 
(Bennett, 1986; Jankovics, 1991).

Our quantitative research focuses on examination and control, whilst the qualita-
tive concentrates on understanding; hence hypotheses are formulated in quantitative 
research. (Pervez, Kjell, 2011) The subsequent sections are comprised of a review of 
the literature, our hypotheses, questionnaire, data gathering samples and a statistical 
analysis.
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The quantitative research is extended by an analysis of the qualitative research 
employed. The purpose of qualitative research is to gather and understand informa-
tion. Its role is especially important due to the earlier lack of information. This means 
that the qualitative research is exploratory and flexible. We also use control variables 
which entails a person, group, event, etc. in statistics which is used as a constant and 
unchanging standard of comparison in scientific experimentation. Basic methodology 
is employed with the assistance of Google and Microsoft

3. Literature Review

E-learning is an innovative approach to transfer information for educational 
purposes. Its purpose is to strengthen the knowledge, skills and other capabilities 
of users. (Siritongthaworn et al., 2006, p. 139). The essence of e-learning lies in the 
multiple appearance and mix of methods such as videos, e-books, forums, wikis 
and so on. The literature on e-learning is broad and so we have narrowed our focus 
to examining the critical success (the most influenced) factors of e-learning. The 
successful implementationof e-learning depends on many factors and these are also 
reviewed in this study.

The next figure (Figure 1) shows the critical success factors of e-learning – three 
dimensions, namely personal, environmental and system.

Figure 1. E-learning’s Critical Success Factors (CSF)

Source: Bhuasiri et al. (2012, p. 846).
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Figure 2.  Hierarchical Model for E-learning Critical Success Factors  
in Developing Countries

Source: Bhuasiri et al. (2012, p. 851).

The next model includes more factors (see Figure 2). Compared to the earlier 
model, the learner and instruction dimensions are the same, the course dimension 
is extended with information quality, the extrinsic motivation is a new dimension 
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although related to the earlier design dimension. The second e-learning model con-
tains a new dimension, the institution and service quality which was a subcategory 
in the first model.

If e-learning is analysed as a technology, then technology acceptance models can 
be relevant. The use of ICT devices plays a highlighted role because they are used 
during learning.

4. E-Learning Framework

The design, development, implementation and evaluation of open, flexible and 
distributed learning systems requires thoughtful analysis and investigation of how 
to use the attributes and resources of the Internet and digital technologies in conjunc-
tion with instructional design principles and issues important to various dimensions 
of online learning environments (Khan, 2001). These factors can encompass vari-
ous online learning issues, including: pedagogical, technological, interface design, 
evaluation, management, resource support, ethical and institutional. Various factors 
discussed in the Badrul Khan’s Eight-Dimensional e-Learning Framework can provide 
guidance in the design, development, delivery and evaluation of flexible, open and 
distance learning environments (Fig, 3).

Figure 3. Badrul Khan‘s Eight-Dimensional e-Learning Framework

Source: Khan (2001).

The E-Learning framework has the potential to provide guidance in (Khan, 2001):
1) planning and designing e-learning materials,
2) organising resources for the e-learning environment,
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3) designing distributed learning systems, corporate universities, virtual universities 
and cyberschools,

4) designing LMS, LCMS and comprehensive authoring systems (e.g. Omni),
5) evaluating e-learning courses and programmes,
6) evaluating e-learning authoring tools/systems, LMS and LCMS,
7) designing and evaluating blended learning environments.

5. Hypotheses

When selecting dependent and independent variables for our research model 
to investigate the e-learning practices of different institutions, including profit and 
non-profit organizations, we relied on the specific internal contextual elements of 
such organizations with due regard to the statements made in the literature reviewed. 
Our main aim was to describe and explain the e-learning practices found in different 
organizations in Hungary in the light of these influencing factors. To investigate and 
explain the e-learning characteristics at different organizations we focused on specific 
influencing factors, which comprised of perceived usefulness, relevant content and 
course quality. These factors provide a context for a discussion consistent with the 
recent findings, highlighting the critical nature of these variables. Identifying the 
correlations among the variables of the research model allowed us to establish and 
prove the following hypotheses:
H1: The character of an enterprise (e.g., the business sector or owner) influences 
the perception of its usefulness, and so enterprises belonging to the same sector are 
perceived similarly in terms of usefulness.
H2: There is a correlation between perceived usefulness and course quality and content.
H3: There is a significant correlation between the learning content and target group 
of learners (employees).

Perceived usefulness was defined by Fred Davis as the degree to which a person 
believes that using a particular system would enhance his or her job performance 
(Davis, 1989). Perceived usefulness (a sub-category of extrinsic motivation) can be 
measured for the purpose of e-learning use (No. 4.3 in the questionnaire). Course 
quality can be evaluated by applied e-learning methods (No. 4.7 in the questionnaire). 
Learning content means the actual subject of the teaching programme (No. 4.12 
in the questionnaire).
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6. Sample and Data Gathering

For the purpose of our survey the same questionnaire was used in all cases. It was 
originally developed by our research team (Cranet, 2006; 2011) and most questions 
asked respondents to provide information on the characteristics relevant in 2012 
and 2013.

In the research we covered the following areas:
 – Characteristics of the responding organisations: the most important organizational 

and economic features (main area of operation of the company (sector), size of 
the organization (based on revenue and number of employees).

 – Key indicators of the use of e-learning: if the respondent organization employed 
e-learning, we asked the reasons why, together with the major features (size of 
investment, framework etc.), the specific subjects for which the programme 
was used, where did the responsibility lie for developing and maintaining the 
framework and content through the data of the particular e-learning system. To 
cover those cases where e-learning was not employed, we also included a question 
asking the reasons why not.

 – Most important reasons why e-learning is not used in the responding organizations 
examined: Respondents delivered different statements based on their agreement or 
disagreement. In the current questionnaire each statement was rated on a 5-point 
Likert scale from 1 (strongly disagree) to 5 (strongly agree).

 – The future of e-learning: the most significant changes from a respondent’s point 
of view are likely to occur in the next 12 to 24 months.
The answers were partly collected during interviews, but rather more via web 

survey. The statements in this paper are based on the use of descriptive statistical 
models (frequency, distribution, average) and a detailed stochastically cross-tab and 
correlation analysis supported by SPSS software. Several case examples collected 
during the personal interviews – while ensuring anonymity – were also added to our 
analysis. A small part of the web-survey was made via a Web interface. Ultimately 
we received valuable information from 153 responses from 3 countries (Hungary, 
Serbia and Slovakia).

Our examination is basically a descriptive work at an international level. In order 
to make statistical analysis easier, the same questionnaire was used in all countries 
translated from English into the native language. Altogether 270 companies responded 
to the questions from these 3 Central European countries. In total, 158 questionnaires 
from Hungary, 58 from Serbia and 54 from Slovakia were returned.
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7. Sample Characteristics

Sector: Satisfying social needs is addressed in three large-scale sectors (private, 
public and business). Seventy-one percent of the respondents came from the business 
sector, 24% from the public and 5% from the private sectors respectively.

Table 1. Sectors of the Responding Organisations (%)

Sector Distribution Hungary Serbia Slovakia

Private 5.5 7.4 7.0 1.9

Public 23.6 14.8 43.9 11.1

Business 70.9 77.8 49.1 87.0

Total 100.0 100.0 100.0 100.0

Source: Authors’ own research.

The business sector can also be divided into the following parts: micro, small, 
medium-sized enterprises and large-scale companies. Public administration is a special 
type of service and involves catering for public needs and with a public responsibility 
– if, that is, it has non-profit status. If, however, it is profit-oriented, it can be termed 
a public service. Within the public sector the role of two narrow areas are dominant 
– the state and local government – therefore they are especially important and both 
may have non-profit and profit-oriented organizations.

Size: nearly one third of the enterprises analysed in our study are either enterprises 
which employ fewer than 9 employees or a large-scale company; approximately one 
fifth is comprised of small-scale enterprises and one sixth of medium-sized enterprises.

Table 2. Size of the Responding Organisations (%)

Size/category Distribution Hungary Serbia Slovakia

Micro enterprise 30.5 55.8 42.9 0.0

Small enterprise 18.6 4.7 17.9 31.9

Medium-sized enterprise 14.4 7.0 10.7 23.4

Large-scale company 36.4 32.6 28.6 44.7

Total 100.0 100.0 100.0 100.0

Source: Authors’ own research.

Slovakian micro enterprises were not included in the sample.
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Industry: nearly one quarter of the companies in the sample are engaged in process-
ing, approximately one fifth are active in finance and insurance while one sixth are 
involved in trade. The remaining 40% perform other activities.

Table 3. Economic Activities of the Responding Organisations (%)

Industries Distribution Hungary Serbia Slovakia

(C) Processing 24.8 20.8 25.0 28.8

(K) Finance, Insurance 20.3 3.8 6.3 1.9

(G) Trade & Vehicle Repair 16.3 0.0 4.2 0.0

(S) Industry & other services 13.7 9.4 22.9 17.3

(J) Information & Communication 10.5 1.9 6.3 1.9

(D) Electricity. Gas, Steam, Air-Con 3.9 1.9 0.0 0.0

(H) Transport, Storage 3.3 7.5 14.6 9.6

(Q) Human Healthcare, Social Services 3.3 32.1 14.6 13.5

(F) Construction 1.3 1.9 0.0 0.0

(O) Public Administration, Defence, Law & Order 1.3 0.0 0.0 3.8

(I) Accommodation, Catering 0.7 1.9 2.1 5.8

(N) Administrative and Support Activities 0.7 18.9 4.2 17.3

Total 100.0 100.0 100.0 100.0

Source: Authors’ own research.

Owners: Two-thirds of the responding enterprises were owned domestically and 
one quarter were foreign-owned. Domestic companies in the Slovakian sample were 
underrepresented in comparison with the whole sample whilst the foreign-owned 
were overrepresented.

Table 4. Ownership of the Responding Organizations (%)

Owners Distribution Hungary Serbia Slovakia

Domestic 67.9 72.2 78.9 51.9

Foreign 27.3 25.9 12.3 44.4

Other 4.8 1.9 8.8 3.7

Total 100.0 100.0 100.0 100.0

Source: Authors’ own research.
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8. Use of E-learning

The cross table analysis is a widely spread analytical method which examines the 
relationship between two or more variables. With the performance of the analysis we 
sought the answer to the question of whether the use of e-learning was connected 
with the sphere, the size categories, the branches of the national economy and the 
ownership structure. The Pearson χ2 statistics are the most frequently used statistics 
in connection with the cross table which measures the statistical significance of the 
correlation between two variables. The strength of the connection is measured by the 
variable phi. The value of the coefficient which examines the strength of the connection 
moves between 0 and 1, zero means lack of connection, while 1 indicates a strong 
connection. On the basis of the cross-tabulation analysis a significant correlation 
can be noted between the sectors and usage of e-learning.

Table 5. Cross-tabulation Analysis of the Responding Organizations

χ2 Phi Sig.

Sector 252.551 0.967 0.000

Size 37.024 0.370 0.044

Industry 239.78 0.942 0.000

Ownership 253.995 0.970 0.000

Source: Authors’ own research.

It is the public and state sectors which use e-learning systems to the greatest 
extent; this accounts for approximately half of the respondents. The ’other’ sector also 
uses it frequently, although little more than 10% of the private business sector do so.

Table 6. Usage of E-learning by Sector (%)

Uses

Private 11.1

Public or State 48.7

Other 43.6

Source: Authors’ own research.

Based on the size it can be concluded that almost 70% of large companies, more 
than one third of the micro enterprises and one fifth of small and medium-sized 
enterprises use e-learning systems.
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Table 7. Use of E-learning by Company Size (%)

Users

Micro enterprise 36.1

Small enterprise 22.7

Medium-sized enterprise 17.6

Large-scale company 69.2

Source: Authors’ own research.

The questionnaire was filled in by enterprises in 12 industries but only 5 of these 
had a sufficiently large sample size (more than 15 questionnaires):

 – (C) Processing,
 – (G) Trade, Vehicle Repair,
 – (J) Information & Communication,
 – (K) Finance & Insurance,
 – (S) Industry & Other Services.

Table 8. Sample Size Analysis

Proper Sample Size Improper Sample Size

C G J K S D F H I N O Q

Uses (%) 42 36 69 61 33 33 50 20 0 0 100 60

Sample size 38 25 16 31 21 6 2 5 1 1 2 5

Source: Authors’ own research.

More than two-thirds of information and communication enterprises with 
a proper sample size and 60% of companies active in finance and insurance were 
ranked as the greatest e-learning users. But also one third of trade and other service 
companies use these information systems.

9.  Analysis of the Factors that Influence the E-learning 
System Usage

The following part summarizes some characteristics of the e-learning system on 
the basis of the cross tabulation analyses.

Size, industry and ownership do influence the use of e-learning systems, as we 
found correlations from all the points examined by means of the cross tabulation 
analysis.
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Table 9. Cross-tabulation Analysis of Size, Industry and Ownership

Size Industry Ownership

χ2 Phi Sig. χ2 Phi Sig. χ2 Phi Sig.

Cost-efficient 56.781 0.458 0.000 51.086 0.435 0.000 45.901 0.412 0.000

More effective education form 19.803 0.271 0.001 63.976 0.487 0.000 39.429 0.382 0.000

Better use of time 37.191 0.371 0.000 47.849 0.421 0.000 34.295 0.356 0.000

Employee need & training opportunities 27.541 0.319 0.000 59.956 0.471 0.000 23.940 0.298 0.000

Easier admin. and registration 39.111 0.381 0.000 52.099 0.439 0.000 32.499 0.347 0.000

Diverse content 41.144 0.390 0.000 29.768 0.332 0.003 26.411 0.313 0.000

Other 37.024 0.370 0.044 67.201 0.499 0.638 12.168 0.212 0.838

Source: Authors’ own research.

The Impact of Size

Cost-efficiency is the strongest reason for using e-learning. (Note: In this case 
the χ2 trial shows the greatest correlation at a 5 percent significance (χ2 = 56,781, 
Phi = 0.458)).

It can be concluded from the cross tabulation analysis that more than half of 
the large-scale companies and nearly one fifth of medium-sized enterprises regard 
cost-efficiency as the most important point in using the e-learning system. Fewer 
than one fifth of micro and small enterprises see this instrument rather as an efficient 
form of education.

Table 10. E-learning Usage by Size (%)

Micro enterprise Small enterprise
Medium-size 

enterprise
Large-scale 
company

Cost-Efficient 14 9 18 5

More Effective Education Form 17 18 18 37

Better Use of Time 17 18 12 44

Employee Needs and Training 
Opportunity

11 4 0 35

Eases Admin. and Registration 11 4 0 37

Diverse content 14 9 6 30

Source: Authors’ own research.

Forty-four percent of large-scale enterprises thought that e-learning signifies 
better use of time, whilst more than one third thought that it made administration 
easier and that it is needed by the employees.
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The Impact of Industry

In the case of different industries, the χ2 trial showed significant correlation 
between the reasons for using e-learning. Based on the cross tabulation analysis we 
can confirm that industries use the system for different reasons.

More than half of those in information communication (J) explain e-learning 
usage as an effective form of education. Nearly half say that it is cost efficient and 
that there is a need for it from the employees’ side. One third of enterprises in trade 
(K) also regard e-learning as an effective form of education – on the one hand, by 
making better use of time and, on the other hand, by also being cost-efficient.

Table 11. E-learning Usage by Business Sector (%)

Proper Sample Size Improper Sample Size

C G J K S D F H I N O Q

Cost-Efficient 32 20 44 32 14 33 0 0 0 0 0 20

More Effective Education form 24 16 56 42 19 33 0 0 0 0 50 20

Better Use of Time 24 20 37 35 14 17 0 20 0 0 50 60

Employee needs and training 
opportunities

13 12 44 23 14 33 50 0 0 0 100 40

Ease Admin. and Registration 13 20 37 16 14 17 0 0 0 0 100 40

Diverse Content 10 16 31 16 9 0 0 20 0 0 0 20

Sample Size 38 25 16 31 21 6 2 5 1 1 2 5

Source: Authors’ own research.

One third of the processing companies (C) mentioned cost-efficiency and one 
quarter regarded its effective form of education and better use of time as e-learn-
ing’s advantages.

The impact of ownership.

More than one third of foreign companies see e-learning systems as good exam-
ples of cost-efficiency and easier administration – and they also see it as a more 
effective form of education.
• H1: The character of an enterprise (e.g., the business sector or owner) influences 

the perception of its usefulness, and so enterprises belonging to the same sector 
are perceived similarly in terms of usefulness.
Primarily, let us examine the average period of e-learning by business sector, size, 

industry and ownership. Can they be regarded as equal or similar?
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Table 12. E-learning Usage by Ownership (%)

Other Domestic Foreign

Cost-efficient 12 18 42

More Effective Education 12 22 38

Better Use of Time 25 21 33

Employee needs & Training Opportunities 25 18 22

Eases Administration and Registration 12 12 31

Diverse Content 0 10 24

Source: Authors’ own research.

For the analysis the variance analysis was used. The variance analysis serves 
the comparison of the expected values of two or more multitudes, and essentially 
examines whether there is a difference between the averages of two or more groups. 
Therefore the question is, how the individual sectors, size categories, branches of 
national economy and ownership structures affect the average use of e-learning. If 
these averages are significantly different, it means that the independent variable has 
a remarkable effect on the dependent one.

In the case of sectors, where the averages are compared, we can see that there is 
no significant difference between the use by the private (5.00 years), public or state-
owned (5.75 years) and other (5.36) sectors. Deviation is also similar (3.423; 2.840 
and 3.241 years respectively) as the Levene test used for showing similar deviation 
does not show significance (0.629). The significance level of probability in the F-trial 
is 0.911, and so the null hypothesis can be accepted. E-learning averages do not sig-
nificantly differ and so the different sectors have similar impacts on average.

A similar assertion can be made as far as size is concerned, where we examined 
whether the micro-, small – and medium-sized enterprises – as well as large-scale 
companies – have been using e-learning for a different period of time. On the basis 
of descriptive statistical examination, we can conclude that, on average, micro (5.00 
years), small (4.00 years) and medium-sized companies (5.60 years) and also large-scale 
companies (5.47 years) have actually been using e-learning systems in a different way. 
The condition of deviation homogeneity is not met (not significant (0.394)) accord-
ing to the Levene test; nor is the F-trial significant (0.904) – which means that the 
single size categories have been using e-learning systems for similar periods of time.

In the case of industries, the situation is the same since, on average, it is (G) 
Trade & vehicle repair (6.44 years) which has been using it for the longest period, 
whilst (S) other services have been using e-learning for the shortest time (4.33 years). 
Deviation is also similar (1.966–4.613 years) as the Levene test does not show a sig-
nificant level (0.062). Further, the result of the F-trial is also not significant (0.893).
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Finally, when examining ownership, neither the Levene-test (0.344) nor the F-trial 
(0.245) show a significant correlation, and the values of the averages (national = 5.18 
years; foreign = 6.08 years) are similar.

On the basis of cross tabulation analysis, we have not found a correlation between 
the target groups of e-learning (intellectual, physical, both) and sectors (χ2 = 3.648; 
Sig. = 0.456), size (χ2 = 9.789; Sig. = 0.280), industries (χ2 = 21.220; Sig. = 0.384) and 
ownership (χ2 = 5.519; Sig. = 0.238).

If we examine the possible developers of e-learning (internal developers, external 
national enterprises or external foreign enterprises), there is a significant correlation 
between sectors and internal developers (χ2 = 5.997; Phi = 0.191, Sig. = 0.050), size 
and external foreign enterprises (χ2 = 9.923; Phi = 0.290, Sig. = 0.019), ownership and 
external foreign enterprises (χ2 = 29.001; Phi = 0.419, Sig. = 0.000). Internal developers 
are mostly employed by the public or state sector (41.0%). Approximately a quarter 
(23.1%) of the private sector employ internal developers.

More than a quarter of the large-scale enterprises (27.9%), one-tenth of micro 
and medium-sized enterprises (11.1% and 11.8%, respectively) employ external 
experts for e-learning.

One third of foreign enterprises employ foreign developers from outside, but 
international developers work for only some 4% of domestic companies.

In the case of using free or pay e-learning framework systems there is no signifi-
cant correlation between the different sectors (χ2 = 8.732; Sig. = 0.189) and ownership 
(χ2 = 11.550; Sig. = 0.073).In the case of different sizes, correlations of medium strength 
(Phi = 0.456; Sig. = 0.004) can be detected at different sizes. Approximately 30% of 
large-scale companies, two-thirds of micro enterprises, three-quarters of small-scale 
enterprises and five-sixths of medium-sized enterprises do not use e-learning sys-
tems. Nearly half of the large-scale companies, a quarter of micro-enterprises and 
a tenth of small-and medium-sized enterprises involved in the examination use free 
e-learning software. Fewer than one fifth of large-scale companies and a twentieth 
of micro enterprises use pay systems.

Based on the cross tabulation analysis, a significant correlation can be seen between 
ownership and external foreign companies which provide e-learning (χ2 = 6.515, 
Phi = 0.199, Sig. = 0.038). Regarding the strength of correlation, Cramer V and the 
contingency coefficient can be applied based on the size of the table, which approx-
imately shows a similar result of weak significance (0.199). The greatest number of 
foreign companies interviewed (16% of the respondents) used foreign enterprises, 
whilst this proportion is hardly 4.5% in the case of domestic companies.

A similarly significant correlation can be found between sectors and the internal 
organizational units dedicated to developing e-learning (χ2 = 7.155, Phi = 0.208, 
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Sig. = 0.028). Cramer V also shows a result of weak significance here (0.208). Thir-
teen percent of the responding public or state organizations use the services of an 
internal organizational unit in order to improve e-learning content. This proportion 
does not reach 3% in the case of the private sector.

When examining the sectors as far as e-learning content is concerned, a sig-
nificant correlation can only be detected in improving language skills (χ2 = 10.492, 
Phi = 0.252, Sig. = 0.005.) Based on Cramer V the correlation is of medium strength, 
whilst it is 11% for the private sector.

If we analyze size, 7 of the 9 examined areas showed significant correlations. 
These are the following.

 – Retraining,
 – Information Technology (e.g. Office Programme Packages),
 – Qualification Examinations, Labour Regulations, Compulsory In-house Training,
 – Fire Protection and Labour Safety,
 – Improving Language Skills,
 – On-the-job Training for Vocational Jobs,
 – Professional Software Support,
 – New Equipment and Tools.

Table 13. Correlations Between E-learning Content and Size

χ2 Phi Sig.

On-the-job training for vocational jobs 12.967 0.331 0.005

Retraining 12.291 0.323 0.006

New Equipment and Tools 17.637 0.387 0.001

Improving Language Skills 10.847 0.303 0.013

Professional Software Support 6.099 0.227 0.107

Information Technology (e.g. Office Programme Packages) 4.815 0.202 0.186

Fire Protection and Labour Safety 14.534 0.351 0.002

Qualification Exams, Labour Regulations, Compulsory 
In-house Training

21.527 0.427 0.000

Other 9.901 0.290 0.826

Source: Authors’ own research.

Regarding content, in all cases it is the large-scale companies that use e-learning 
systems to the greatest extent. In nearly half of these, e-learning supports qualifi-
cation examinations (48.8%) and on-the-job training for vocational jobs (46.5%). 
The e-learning support for qualification examinations can be seen in only a tenth of 
SMEs (11.1% of micro-enterprises, 9.1% of small enterprises, 11.8% of medium-sized 



E-learning in Management – Focus on Hungary, Serbia and Slovakia 111

enterprises), and on-the job training for vocational jobs is provided in only a sixth 
of the enterprises (16.9% of micro-enterprises, 13.6% of small enterprises, 17.6% of 
medium-sized enterprises).

E-learning support for familiarisation with the new tools and equipment is typical 
of more than a third of large-scale companies (41.9%), one sixth of medium-sized 
enterprises (17.6%) and one seventh of micro enterprises (13.9%). Surprisingly, none 
of the responding medium-sized enterprises used e-learning for retraining, although 
nearly one tenth of micro enterprises (8.3%), nearly one fifth of small enterprises 
(18.2%) and one third of large-scale companies (32.6%) declared that they used it. 
One third of large-scale companies (30.2%) and one seventh of micro enterprises 
said that they used e-learning for computer-assisted fire protection and labour safety 
purposes. Only one quarter of large-scale enterprises (23.3%) and one twentieth of 
micro enterprises (5.6%) used e-learning to improve language skills.

Table 14. Frequency of Significant E-learning Content Usage by Company Size (%)

Micro- 
enterprise

Small enterprise
Medium-sized 

enterprise
Large-scale 
company

On-the-job Training for voctional jobs 16.9 13.6 17.6 46.5

Retraining 8.3 18.2 0.0 32.6

New Equipment and Tools 13.9 0.0 17.6 41.9

Improving Language Skills 5.6 0.0 5.9 23.3

Fire Protection and Labour Safety 13.9 0.0 0.0 30.2

Qualification Exams, Labour Regulations, 
Compulsory In-house Training

11.1 9.1 11.8 48.8

Source: Authors’ own research.

There is no correlation between e-learning content (Improving language skills, 
Professional Software Support, Information Technology, Fire Protection and Labour 
Safety) and ownership.

Table 15. Correlations Between E-learning Content and Ownership

χ2 Phi Sig.

On-the-job training of vocational jobs 7.066 0.207 0.029

Retraining 7.720 0.216 0.021

New equipment and tools 10.449 0.252 0.005

Improving language skills 1.136 0.083 0.567

Professional software supportng 3.674 0.149 0.159
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χ2 Phi Sig.

Information Technology (e.g. office programme packages) 2.491 0.123 0.288

Fire Protection and Labour Safety 2.300 0.118 0.317

Qualification Exam, Labour Regulations, Compulsory 
In-house Training

8.048 0.221 0.018

Other 10.403 0.251 0.845

Source: Authors’ own research.

Based on the cross tabulation analysis there is a significant correlation between 
ownership and the following e-learning contents:

 – on-the-job training of vocational jobs,
 – retraining,
 – new equipment and tools,
 – qualification examinations, labour regulations, compulsory in-house training.

If we also examine the format in accordance with the content, we can find sig-
nificant correlation. In our primary research we asked about the following formats:

 – Text,
 – Presentation,
 – Multimedia / Video, traditional format,
 – Standard, SCORM content,
 – Interactive, communicating with the student.

A significant correlation exists between the four examined e-learning formats 
and company size. Regarding strength, this is medium in multimedia (0.395) and 
interactive (0.341) formats, whilst weak in the two other cases.

Table 16. Correlations Between E-learning Format and Size

χ2 Phi Sig.

Text 8.860 0.274 0.031

Presentation 9.360 0.282 0.025

Multimedia / video, traditional format 18.428 0.395 0.000

Standard SCORM content 6.608 0.237 0.086

Interactive, communicating with the student 13.736 0.341 0.003

Source: Authors’ own research.

Frequency was the strongest in large-scale companies, followed by micro and 
small enterprises; finally medium-sized enterprises followed when we examined all 
size categories and formats.
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Approximately half of the large-scale companies (48.8%), one quarter of micro 
enterprises (25.0%), more than one fifth of small enterprises (22.7%) and more than 
one sixth of medium-sized enterprises (17.6%) also use text formats in their e-learn-
ing systems. This was the case in 41.9% of large-scale companies, one fifth of micro 
enterprises (22.2%) nearly one-seventh of small enterprises (13.6%) and one-eighth 
of medium-sized enterprises (11.8%). The use of multimedia, video and interactive 
materials was most typical of large-scale companies (46.5% and 37.2%, respectively). 
The multimedia format (16.7%) was more frequently used by micro enterprises than 
interactive materials (11.1%). Multimedia and interactive e-learning materials were 
both popular with small (9.1%) and medium-sized enterprises (5.9%).

Table 17. Frequency of Significant E-learning Format Usage by Company Size (%)

Micro 
Enterprise

Small Enterprise
Medium-sized 

Enterprise
Large-scale 
Enterprise

Text 25.0 22.7 17.6 48.8

Presentation 22.2 13.6 11.8 41.9

Multimedia/video, traditional format 16.7 9.1 5.9 46.5

Interactive, communicating with the student 11.1 9.1 5.9 37.2

Source: Authors’ own research.

If we examine ownership, we can conclude that there is no significant correlation 
between the format of e-learning materials (text, multimedia and standard) and 
ownership on the one hand, but, on the other, a weak correlation does exist between 
presentation (0.199) and using the interactive format.

Table 18. Correlations Between the E-learning Format and Ownership

χ2 Phi Sig.

Text 3.149 0.138 0.207

Presentation 6.548 0.199 0.038

Multimedia / video, traditional format 3.878 0.153 0.144

Standard SCORM content 1.171 0.084 0.557

Interactive, communicating with the student 7.286 0.210 0.026

Source: Authors’ own research.

If we examine the use/non-use of e-learning systems, it is clear that it is in sig-
nificant correlation with the sectors (χ2 = 21.053, Phi = 0.354, Sig. = 0.050). The pro-
portion of those avoiding answering this question is surprisingly high: nearly half 
of those in the public/state sector (48.7%), and one third of the organizations in the 
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private sector (34.2%) omitted this question. This system has been used by 37.6% of 
the private sector and 46.2% of the public or state sector. According to one-eighth 
of the private sector (12.8%) it has not been used due to lack of need, whilst another 
6.0% said there was no intellectual and financial capital for that purpose.

Table 19.  Frequency of a Significant E-learning Format Usage/non-usage  
by Sector (%)

Other Public or State Private

Not applicable 11.1 48.7 34.2

Within 1–2 years 11.1 0.0 3.4

Within 1 year 11.1 0.0 1.7

Long term 11.1 0.0 4.3

E-learning is currently used 55.6 46.2 37.6

No training planned 0.0 5.1 12.8

No intellectual/financial capital for that purpose 0.0 0.0 6.0

Source: Authors’ own research.

The use/non-use of e-learning systems correlates with the size of the enterprise 
(χ2 = 33.406, Phi = 0.532, Sig. = 0.015). E-learning methods are used by more than half 
of the large-scale companies (51.2%), more than one third of medium-sized enterprises 
(35.3%) and 27% of micro and small enterprises. This question was not answered 
by 41.7% of micro enterprises and more than one third of small enterprises (36.4%) 
and large-scale companies (37.2%).

Table 20. Frequency of Significant E-learning Format Use/non-use by Size (%)

Micro 
Enterprise

Small 
Enterprise

Medium-sized 
Enterprise

Large-scale 
Company

Not applicable 41.7 36.4 11.8 37.2

Within 1–2 years 0.0 0.0 5.9 7.0

Within 1 year 2.8 0.0 5.9 0.0

Long term 2.8 9.1 5.9 2.3

E-learning is used currently 27.8 27.3 35.3 51.2

No training planned 11.1 27.3 23.5 2.3

No intellectual/financial capital for that purpose 13.9 0.0 11.8 0.0

Source: Authors’ own research.

One quarter of small (27.3%) and medium-sized enterprises (23.5%) and more 
than one-tenth of micro enterprises (11.8%) think that they have no need to use it for 
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retraining, although in the case of large-scale companies, the proportion is not sig-
nificant (2.3%). Among non-users the proportion of those lacking intellectual and 
financial capital for this purpose is significant in micro (13.9%) and medium-sized 
companies (11.8%). A tenth of small enterprises (9.1%) and 6% of medium-sized 
enterprises currently not using e-learning methods are planning to use it in the long 
term. Regarding medium-sized enterprises, 5.9% – 5.9%, respectively, plan to use 
e-learning within 1 or 1–2 years.

H2:  There is a correlation between perceived usefulness and course 
quality and its content.

E-learning systems are used for the following reasons:
 – cost-efficiency,
 – more effective form of education,
 – better use of time,
 – employees’ needs and training opportunities,
 – easier administration and registration,
 – diverse content.

In most cases e-learning is regarded as a more effective form of education, but 
it is also seen as cost efficient and a better use of time.

Table 21. Possible Reasons for E-learning Use in the Sample

Yes No/No Answer Total

Cost efficiency 40 230 270

More effective form of education 43 227 270

Better use of time 41 229 270

Employees’ needs and opportunities for training 32 238 270

Eases admin and registration 29 241 270

Source: Authors’ own research.

When we examine whether there was a correlation between the sums spent on the 
framework for e-learning and the reasons for its use, we found no such correlation. 
The table below illustrates the fact that 80% of the respondents spend no more than 
500.000 HUF on any framework.
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Table 22.  Correlations Between Possible Reasons for E-learning Use and Expenditure 
on the Framework
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When we examined whether there was a correlation existing between e-learning 
usage and e-learning content, the answer was positive (except for one example) – i.e. 
the value of significance is lower than the usual 0.05 level of decision-making and 
the null hypothesis is kept, and so there is a correlation between the single variables 
in the columns and those in the rows.

Table 23.  Correlations Between the Possible Reasons for E-learning Usage and 
E-learning Content
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0.274:
0.000

61.753:
0.455:
0.000
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0.582:
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0.370:
0.000

79.340:
0.542:
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0.346:
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0.479
0.000

73.545
0.522
0.000

More effective education 
form
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0.006
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0.000
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0.000
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Better use of time
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0.000
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0.000

67.294:
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0.000

43.238:
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0.000

33.683
0.353
0.000

79.718
0.543
0.000
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χ2: Phi: Sig.
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Employee needs, 
training opportunities

5.498:
0.143:
0.019

71.716:
0.515:
0.000

74.892:
0.527:
0.000

96.408:
0.594:
0.000

61.338:
0.477:
0.000

48.512:
0.424:
0.000

58.402
0.465
0.000

78.957
0.541
0.000

Eases 
admin & registration

2.470:
0.096:
0.116

31.789:
0.343:
0.000

54.259:
0.448:
0.000

48.921:
0.426
0.000

33.610:
0.353:
0.000

24.960:
0.304:
0.000

34.726
0.359
0.000

69.439
0.507
0.000

Diverse Content
5.950:
0.147:
0.016

28.556:
0.325:
0.000

55.827:
0.455:
0.000

37.347:
0.372
0.000

86.122:
0.565:
0.000

17.863:
0.257:
0.000

20.809
0.278
0.000

22.411
0.288
0.000

Source: Authors’ own research.

On the basis of the Phi χ2 based association indicator used in the 2x2 table there 
is a significant correlation of medium strength between:

 – cost efficiency and using new equipment and tools (0.582),
 – cost efficiency and professional software support work (0.542),
 – employees’ needs for e-learning training and retraining (0.515),
 – employees’ needs for e-learning training and using new equipment and tools 

(0.527),
 – employees’ needs for e-learning training and improving language skills (0.594),
 – employees’ needs for e-learning training and qualification examinations (0.541),
 – easier admin. and registration by means of e-learning and qualification exams 

(0.507),
 – diverse e-learning content and professional software support work (0.565).

H3:  There is a significant correlation between the learning content 
and target group of learners (employees).

By means of cross-tabulation analysis, we examined whether there was a cor-
relation between e-learning content and annual expenditure. According to χ2 null 
hypothesis, there is no correlation between the two variables in terms of annual 
maximum expenditure and content. The value of χ2 fluctuated between 4.2 and 7.9 
in all cases and their significance level was always higher than 0.05 – and so the null 
hypothesis was accepted.
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Table 24.  Correlations Between the E-learning Content and Maintainence  
of the the Framework System

χ2: Phi: Sig. χ2 Phi Sig.

On-the-job training 5.507 0.335 0.357

Retraining 7.909 0.402 0.161

New equipment, tools 4.830 0.314 0.437

Improving language skills 4.476 0.302 0.483

Professional software support 4.379 0.299 0.496

Information Technology (e.g. office programme packages) 6.967 0.377 0.223

Fire Protection and Labour Safety 7.082 0.380 0.215

Qualification exams, labour regulations, compulsory in-house training 4.271 0.295 0.511

Source: Authors’ own research.

By using the cross-tabulation analysis again, we examined whether there was 
a correlation existing between the e-learning content and format. The table below 
illustrates that there was a significant correlation between these two e-learning factors.

On the basis of Phi, the correlation is stronger than medium between:
 – text format and retraining (0.598) as well as fire protection and labour safety 

content (0.534),
 – presentation and retraining (0.524) and e-learning content based on improving 

language skills (0.524),
 – multimedia format and retraining (0.506) plus using new equipment (0.573) plus 

improving language skills (0.613) and e-learning material supporting professional 
activity (0.601),

 – interactive format and using new equipment (0.501) as well as content supporting 
professional activity (0.525).

Table 25. Correlations Between the E-learning Content and Format

χ2: Phi: Sig. Text Presentation Multimedia
Standard, SCORM 

Format Content
Interactive

On-the-job training 16.061
0.479
0.000

26.054
0.311
0.000

6.000
0.149
0.014

5.405
0.141
0.020

6.031
0.149
0.014

Retraining 62.074
0.598
0.000

74.258
0.524
0.000

69.051
0.506
0.000

12.300
0.213
0.000

36.152
0.366
0.000

New equipment, tools 46.093
0.413
0.000

64.896
0.490
0.000

88.604
0.573
0.000

31.678
0.343
0.000

67.801
0.501
0.000
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χ2: Phi: Sig. Text Presentation Multimedia
Standard, SCORM 

Format Content
Interactive

Improving language skills 59.701
0.470
0.000

74.258
0.524
0.000

101.3
0.613
0.000

19.838
0.271
0.000

53.726
0.446
0.000

Professional software support 41.543
0.392
0.000

39.636
0.383
0.000

97.455
0.601
0.000

46.178
0.414
0.000

74.505
0.525
0.000

Informatiion Technology (e.g. Word 
office programme packages) 

64.986
0.491
0.000

40.486
0.387
0.000

52.907
0.443
0.000

33.454
0.352
0.000

40.009
0.385
0.000

Fire protection, labour safety 76.849
0.534
0.000

24.630
0.302
0.000

60.004
0.471
0.000

39.055
0.380
0.000

40.250
0.386
0.000

Qualification exam, labour regulations, 
compulsory in-house training

62.074
0.479
0.000

58.340
0.465
0.000

60.004
0.471
0.000

44.735
0.407
0.000

82.495
0.553
0.000

Source: Authors’ own research.

Conclusions

The average period of using e-learning is similar per sector, size and ownership. 
If we take the developers of e-learning into consideration, the public and private 
sector prefer internal developers while large-scale companies and foreign enterprises 
are in favour of external developers, outsiders. In the case of e-learning, foreign 
enterprises have their system operators from abroad.

Table 26. Hypotheses Analysis

Hypothesis Explanation

2012–2013

(Yes/No) 

True Partially True Not True

H1 The character of an enterprise (e.g., the business sector or owner) 
influences the perception of its usefulness, and so enterprises belonging 
to the same sector are perceived similarly in terms of usefulness.

Yes

H2 There is a correlation between the perceived usefulness and course 
quality and content.

Yes

H3 There is a significant correlation between the learning content and the 
target group of learners (employees). 

Yes

Source: Authors’ own research.
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Taking e-learning content into account, the public or state sector uses e-learning 
systems for language training to a greater extent than the private sector. Large-scale 
companies use this modern tool of information technology in several areas more 
frequently than small and medium-sized enterprises. As far as foreign enterprises 
are concerned, we can conclude that they prefer using e-learning systems in several 
fields to a greater extent than domestic organizations do.

The analysis which provides the basis of this paper, however, is somewhat 
limited from several points of view – which is why we are striving to involve more 
respondents in our future research. We plan to conduct this in other countries within 
Eastern Europe.
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