EKONOMIKA A MANAZMENT

ECONOMICS AND MANAGEMENT




Predseda redakc¢nej rady
Dr. h. c. prof. Ing. Peter Markovi¢, PhD., DBA, Fakulta podnikového manazmentu EU v
Bratislave, Slovenska republika

Redak¢éna rada

prof. Dr. Benjamin Beug, Hochschule 21, Buxtehude, Spolkové republika Nemecko

doc. Ing. Hana Bohusova, Ph.D., AMBIS, a.s. Praha, Ceska republika

prof. Dr. Gerard Lewis, Fakultit Wirtschaftswissenschaften, Hochschule fiir Technik und
Wirtschaft Dresden, Spolkova republika Nemecko

prof. Ing. Ivan Novy, CSc., Fakulta podnikohospodaiska, Vysoka skola ekonomicka v Praze,
Ceska republika

prof. Dr. rer. oec. habil. Volker Oppitz, Europédische Forschungs- und Arbeitsgemeinschaft
(EFA e.V.), Spolkova republika Nemecko

prof. Ing. Maria Reznékova, CSc., Fakulta podnikatelskd, Vysoké uceni technické v Brné¢,
Ceska republika

doc. Ing. Pavel Strach, Ph.D. et Ph.D., SKODA AUTO vysoka $kola, o.p.s., Ceska republika
prof. DI Dr. Margarethe Uberwimmer, Fachhochschule Oberdsterreich, Steyr, Raktisko

prof. Dr. Daniel Zorn, Hochschule fiir Wirtschaft und Umwelt Niirtingen-Geislingen, Spolkova
republika Nemecko

Adresa redakcie

Ekonomika a manazment, Vedecky casopis Fakulty podnikového manazmentu Ekonomickej
univerzity v Bratislave, Dolnozemské 1/b, 852 35 Bratislava 5, Slovenska republika
https://fpm.euba.sk/veda-a-vyskum/vedecky-casopis/ekonomika-a-manazment

Vykonny redaktor
Ing. Katarina Granci¢ova, PhD., e-mail: katarina.grancicova@euba.sk ; tel.: +421 2 67 295 556
doc. Ing. Miroslav Téth, PhD.; e-mail: miroslav.toth@euba.sk ; tel.: +421 2 67 295 562

Administracia
Ing. Cudmila Lulkovicova, e-mail: ludmila.lulkovicova@euba.sk ; tel.: +421 2 67 295 531

Za textovu, jazykovu a graficka upravu jednotlivych prispevkov zodpovedaju autori.
Prispevky prechadzaju recenznym konanim.

EKONOMIKA A MANAZMENT

Vedecky casopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
zaregistrovany na Ministerstve kultary Slovenskej republiky dia 26. juna 2003, eviden¢né Cislo
1577/08. ISSN 2454-1028 pridelené Narodnou agentirou ISSN, Univerzitnd kniznica
v Bratislave, Michalska 1, 814 17 Bratislava dna 28. 4. 2017, €. j. 124/2017.

Casopis vychadza 3 krat roéne ako online recenzovany open access vedecky ¢asopis.

Vydavatel’
Nadacia Manazér, Dolnozemska cesta 1/b, 852 35 Bratislava, ICO 31812562.

Datum vydania tohto ¢isla: 15. 12. 2023

ISSN 2454-1028



EKONOMIKA
A
MANAZMENT

Ekonomicka univerzita v Bratislave

Fakulta podnikového manazmentu

Ro¢nik XX. Cislo 2 Rok 2023



Autori prispevkov
(Authors of Papers)

Tobia Barthelt

University of Economics in Bratislava, Faculty of Business Management, Department of
Business Finance, Dolnozemska cesta 1/b, 852 35 Bratislava, Slovak Republic

e-mail: tobias.barthelt@euba.sk

Author's share: 70%

Peter Dorcak
University of Economics in Bratislava, Faculty of Business Management, Department of
Business Finance, Dolnozemska cesta 1/b, 852 35 Bratislava, Slovak Republic

e-mail: peter.dorcak@euba.sk
Author's share: 30%

Victoria Giittler
University of Economics in Bratislava, Faculty of Business Management, Department of
Business Finance, Dolnozemska cesta 1/b, 852 35 Bratislava, Slovak Republic

e-mail: victoria.guttler@euba.sk
Author's share: 70%

Georgios Kokkinis

Fakulta managementu Comenius University in Bratislava, Odbojarov 10, P. O. Box 95, 820 05
Bratislava 25, Slovak Republic

e-mail: kokkinis1@uniba.sk

Author's share: 100%

Peter Markovi¢

University of Economics in Bratislava, Faculty of Business Management, Department of
Business Finance, Dolnozemska cesta 1/b, 852 35 Bratislava, Slovak Republic

e-mail: peter.markovic@euba.sk

Author's share: 30%

Manfred Renner

University of Economics in Bratislava, Faculty of Business Management, Department of
Business Finance, Dolnozemska cesta 1/b, 852 35 Bratislava, Slovak Republic

e-mail: manfred.renner(@euba.sk

Author's share: 70%



mailto:tobias.barthelt@euba.sk
mailto:peter.dorcak@euba.sk
mailto:victoria.guttler@euba.sk
mailto:kokkinis1@uniba.sk
mailto:peter.markovic@euba.sk
mailto:manfred.renner@euba.sk

OBSAH
(CONTENT)

VEDECKE PRISPEVKY
(SCIENTIFIC PAPERS)

Tobias Barthelt, Peter Markovi¢
Relationship management in sales — What is meant by relationship building, and
what significance does it have in sales companies

Victoria Giittler, Peter Dorc¢ak
Die Beziehung zwischen Personlichkeitsmerkmalen und finanziellen Entscheidungen
und der Einfluss auf das Stressempfinden

Georgios Kokkinis
Effects of Home Office (Remote Work) on collaboration within the company after
the covid19 pandemic

Manfred Renner, Peter Markovi¢
Cost-Benefit Analysis of Online-Marketing Measures for a Naturopathic Practice

21

31

39






VEDECKE PRISPEVKY

SCIENTIFIC CONTRIBUTIONS






Ekonomika a manazment, Vedecky ¢asopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
rocnik XX., €islo 2, rok 2023, ISSN 2454-1028

Relationship management in sales — What is meant by relationship
building, and what significance does it have in sales companies

Tobias Barthelt — Peter Markovi¢

Abstract

Based on the assumption that relationship building will remain an essential factor for success
in sales in the future, two key questions are analyzed in this article: What factors characterize
relationship building with customers? And how is this topic implemented in sales practice?

In order to get to the bottom of these questions, semi-structured expert interviews were selected
as a qualitative research method. The results show a consensus among the experts interviewed
that relationship building is a key to success in sales, both now and in the future. A closer
analysis of the underlying factors reveals that some are more complex than might be assumed
at first glance. A look at practice also shows that implementing the topic of "relationship
building" has not yet become part of the DNA of most companies.

JEL classification: M 20, O 30
Keywords: relationship building, sales guide, sales training

1 Introduction

The COVID-19 pandemic and the associated contact restrictions have significantly changed
the world of work. In March 2020, digitalization, progressing steadily in recent years, was given
an additional boost. Sales companies have been and continue to be forced to change and adapt
to the circumstances, which is changing the work of a sales representative.

One topic that has not changed and was already a decisive factor for success in sales before
the COVID-19 pandemic is the relationship between the sales representative and the customer.

When discussing sales representatives, it is worth mentioning that the sales profession exists
in various forms. There are telephone sales, stationary trade (e.g., DIY stores or car dealerships),
retail (supermarkets, drugstores, or clothing stores), key account managers, or the classic sales
force.

All forms have one thing in common: interpersonal contact with the customer. This work,
therefore, combines all forms of sales representatives, even if we are talking about sales force
representatives or key account managers.

Practice has shown us that relationship building is a relatively well-known topic. Most sales
representatives and customers value the relationship with their counterparts. Specific questions
about what exactly they mean by this and how they can build a relationship with the other
person are very often met with a shrug of the shoulders.

The quality of service in Germany has also declined massively since March 2020.
Significantly increased waiting times, loss of services, closure of stationary retail locations, and
a deterioration in telephone customer service are just a few examples.

In order to counteract these issues and remain successful in the market in the future, sales
companies should focus on the issues that were already responsible for sales success before the
pandemic and advancing digitalization.

Based on the theory that relationship building will remain an essential factor for success in
sales in the future, two overarching questions arise for sales companies:
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What factors specifically characterize relationship building with customers? And how is the
topic of relationship building implemented in sales practice?

2 Current State of the Solved Problem

Relationship building is by far not the only success factor in sales. Nevertheless,
relationship building and other factors are increasingly seen as extremely important.

Koponen, Julkunen, and Asai (2019, p. 238) see the development of long-term customer
relationships alongside communication as significant for successful sales activities. They also
state that B2B solution selling today has developed in the direction of relationship selling,
which sees sales as a process of focusing on securing, building, and supporting long-term
relationships with profitable customers. Against this background, they assume that the
communicative skills of sales professionals are a crucial success factor in this context.

Gupta, Polonsky, and Lazaravic (2019, p. 193) attribute a central role to the interaction
between sales representatives and buyers and see it as a success factor in modern sales.
Therefore, sales representatives and buyers are required to interact and thus enter into close
relationships.

The so-called clienting philosophy also refers to a collaborative orientation that focuses on
building relationships as a success factor for sales. Clienting focuses on the human relationship
level. Relationship systems in which personal contacts play a significant role are regarded as a
key factor, as they are considered crucial for relationships. Clienting is a systematic relationship
building and also a behavioral theory, whereby, in terms of behavior, it is essentially about
doing everything for the customer. The aim of clienting is not to sell products or services, but
rather to help the customer succeed. The individual person is of central importance in building
relationships within the framework of this approach (Kittinger, 2010, p. 67f.). Clienting is based
on a give-and-take principle, with mutual interest in mutual support, including a balance of
interests between provider and client. This includes fair dealings with one another, mutual
respect, stability, loyalty, and trust. Along with this, credibility is also an important aspect
(Kittinger, 2010, p. 69).

Zupancic (2019, p. 67) also refers to employees in sales and their interaction with customers
as an essential success factor. He also emphasizes the importance of relevant skills in this regard
and states, among other things, that a high level of social skills and the ability to manage
relationships well are essential and help to generate added value and underline the relevance of
personal selling. In addition, he states that employees must also have a solid commitment to
their own company and a positive charisma to succeed in sales (Zupanic, 2019, p. 68).

Melese and Weldeyes (2021, p. 1ff) examine the influence of the buyer-seller relationship
on sales effectiveness. The study focuses on how the strength of the connection, information,
and solidarity influence effectiveness. The buyer-seller relationship is seen as a key factor that
determines the performance of a sales employee. Sales representatives or salespeople play an
essential role in a highly competitive environment and have the important function of
relationship manager. Based on the analysis of a case study, they also found that the strength of
the connection and information networks (in the sense of sharing information) and solidity
significantly influence success (Melese and Weldeyes, 2021, p. 10).

10
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Ambrose, Anaza, and Rutherford (2017, p. 16ff) also focus on the relationship between
buyers and sales employees. In their research, they found, among other things, that social
relationships are relevant in the early phases of a buyer-seller relationship, when it is still
characterized by uncertainty.

It was shown that several authors see the relationship between buyer and seller as an
influencing factor in sales success. It can be stated that the relationship between the supplier
company and the customer company or between the buyer and the seller plays a central role in
a large number of works that deal with sales success. Many factors play a role in building up
the relationship and positively shaping it, thus building customer loyalty. In addition to the
communicative skills of the salesperson, appropriate sales behavior, collaborative orientation,
solution offering, and value generation, the structures and strategies of sales and the company,
as well as technical support, also impact this relationship. However, the sales employee in
contact with the customer must be identified as a significant success factor for building
relationships and creating loyalty.

Even though some authors agree that a relationship between the sales representative and the
customer is essential for success in sales, the literature lacks a concrete, practical reference to
what people working in sales actually understand by relationship building, how they implement
it in their daily work and what importance is attached to relationship building at company level.
This article deals with the answers to these questions.

3 Research Methodology and Methods

To answer these questions, semi-structured expert interviews were selected as a qualitative
research method. These proven methods allow researchers to gain in-depth insights into
complex topics by interviewing experts in a particular field. A certain flexibility characterizes
the methodology for this type of interview. At the same time, a predefined structure is in place
to ensure that all relevant aspects are covered during the course of the interview.

3.1 Data collection

Extensive preparation is required to conduct expert interviews. This includes the thorough
development of an interview guideline, the comprehensible selection of the experts to be
interviewed, and making contact and arranging appointments for the interviews.

3.1.1 Preparation of the interview guidelines

The first step is to draw up the interview guidelines. It is the instrument of data collection
and the result of translating the research interest and theoretical assumptions into concrete
interview questions. These should be understandable and answerable about the world of
experience of the selected experts. The guideline is a more or less structured question scheme
that serves as a kind of framework for data collection and evaluation. The interview guide is a
helpful aid for the interviewer to ensure that the same information is collected in several
interviews and that no essential aspects of the research question are missed. It also makes it
easier to compare the results of different interviews. The interview process is characterized by
the use of open, narrative-generating questions, so that the interviewees are given greater scope

11
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for their own formulations, facts, and illustrative examples, with which they can present the
contexts of meaning that are relevant to them.

The interview guidelines for the present study were drawn up on this basis and the literature
research findings. The questions aimed to identify factors that characterize relationship building
between the sales representative and the customer and to obtain information on how relationship
building is lived in sales practice and what significance the topic has in the orientation of sales
companies. The guide was designed so that it could be completed within one hour. A total of
26 main questions were asked, with the answer "yes" or "no" determining whether further sub-
questions, such as "how often", were asked.

The guideline is divided into five parts:
1. introduction to the interview

2. about the person (expert)

3. personal opinion

4. company (position held)

5. termination

During the introduction, the interviewer/author of this article introduces himself personally,
explains the research topic as well as the procedure and aim of the interview, and thanks the
expert for their time and support. At the end of the introduction, reference is made to the
anonymous treatment of the data, and consent is obtained from the expert that the interview
may be recorded for evaluation purposes with the aid of a recording device.

The interview then begins with part 2, "About the person". The aim is to find out how long
the expert has been working in the current company and their current position. The expert is
also asked how long they have been working in sales, which companies they have worked for,
and which positions they have held. These questions clarify the expert's status and determine
how many companies he can answer the questions in the fourth part.

The third part, "Personal opinion", asks what the expert understands by relationship building
in sales and what factors characterize relationship building. In addition, the expert is asked to
put himself in the position of the customer (in ordinary everyday life away from work) and to
explain when sales representatives have established a relationship with him as a customer, how
exactly they should do it, and whether changes in purchasing behavior can be observed when a
relationship is established or has been established between him as a customer and the sales
representative.

The fourth part, "Company (position held)", asks whether there is a sales guideline in the
current company and whether this includes the topic of relationship building. Furthermore, it is
to be answered whether there are sales training courses and whether relationship building is
trained as part of these courses. Another question is whether relationship building with the
customer influences the success of a sales representative and how the topic is practiced in
everyday sales.

The last question is again directed at the expert's personal opinion regarding the future role
of relationship building in sales companies.

12
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The interview ends with the termination, during which the expert is thanked and asked
whether they would like a transcript.

3.1.2 Definition and selection of experts

As the content of an expert interview is primarily determined by the interviewee, it is
essential to identify appropriate people with the necessary information to answer the research
questions.

First and foremost, care was taken to ensure that the interviewees were highly opinionated
personalities with selected specialist knowledge and extensive experience in sales.

The subjective realities and the different perspectives of the interviewees are of particular
interest to the research project. The interviewees were asked to work in other companies in
terms of size and sector so as not to limit the spectrum to one type of company.

The survey was conducted by e-mail and telephone. This initially provided information
about the basic project and its objectives. Following a positive response, an appointment was
arranged by telephone. If requested, the guidelines were made available in advance.

Interviews were conducted with 13 experts from various companies and sectors. These
included the automotive sector, the IT sector, the energy sector, the service sector, the luxury
clothing sector, the food industry, and traditional direct sales in the craft sector.

The 13 experts comprise five managing directors, five sales managers, and three successful
sales representatives.

The interviewees were assured in advance that their personal data would remain
anonymous. In this respect, they were not named, and their companies were not mentioned.

3.1.3 Conducting an Expert Interview

The interviews took place in person on 13 different dates between the end of January and
the end of February 2023 and were digitally recorded with the experts' consent. On the one
hand, this made it easier to reconstruct and evaluate what was said retrospectively. On the other
hand, it allowed us to concentrate exclusively on the interview situation. The interview was
conducted using the prepared guidelines. This allowed the course of the interview to be
structured and guided. Nevertheless, the principles of openness and communication in
qualitative research were maintained. In this respect, asking questions and making additional
comments was possible.

3.2 Preparation of data material
The 13 interview recordings were transcribed following the individual interviews to convert

the spoken text into digital form.

The transcribed interviews were then inserted into MAXQDA Analytics Pro 2022. In this
program, a code system can be created and managed via the "List of codes". A total of three
main codes were created:

e General on the topic of relationship building
¢ Relationship building factors

13
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e Interview questions

The codes "General" and "Factors" are inductive main categories, meaning they were only
created when the transcripts were read. No factors were defined in advance, as the interviews
were intended to find out how the experts explain relationship building. Ten further subcodes
were added to the "Factors" category during reading.

The deductive main category "Interview questions" was divided into the two subcodes
"Personal opinion" and "Company/position". Deductive means that it was already clear before
reading the transcripts that the interviews would be coded according to the corresponding
questions in the interview guidelines. The two subcodes were separated by color.

After uploading the interviews to the MAXQDA software and creating the codes, the 13
transcripts were read and linked to the corresponding codes.

The aim of this step was to summarize the coded content. In MAXQDA, it is possible to
open the so-called summary grid in the analysis area. This is a kind of grid level in which all
codes and the abbreviations of the individual experts are displayed on one level. Blue squares
show which experts have said something about the individual codes. If you click on these
squares, the previously coded content/statements are displayed. If an expert has made several
statements about a code, it is possible to summarize them. This has been done for each
individual code. The blue squares are given a green border once they have been summarized.

3.3 Evaluation of data material

Subsequently, so-called summary tables were created for the second summary level as part
of the evaluation. These summary tables were created for the questions mentioned in the
introduction, which this work is intended to answer:

e What factors characterize relationship building with the customer?

e How is the topic of relationship building implemented in sales practice?

The codes containing statements on the respective question were added to the respective
summary table. If you open the summary tables created, you get an overview of what each
expert said about the respective questions.

The summary tables were inserted into so-called QTT worksheets in the final step. The
respective worksheet now contains the summary tables and makes it possible to create a
summary of the statements made by the experts under the tables in the "Findings" section.

The individual codes are listed in this area. Below this are the statements made by the respective
experts. In addition, the number of experts who commented on each individual question or code.
All summaries are now listed in the "Integration of findings" tab. In order to make the data more
transparent for the subsequent evaluation, a final summary can be created in the free text.
After creating this final summary, the QTT worksheets were exported, and a corresponding
Word file was created. The worksheets visualize what the individual experts said during the
interviews on the questions that are to be answered with this work.

4 Research results
4.1 Factors

The experts surveyed agree that relationship building is essential for success in sales now
and in the future. They unanimously emphasize that relationship building helps to achieve sales

14
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targets faster, as the customer relationship is a differentiating feature, among other things. They
also state that the increasing digitalization will not replace the emotional component. People
will continue to buy and want to buy from people in the future.

As shown with a few examples, the prevailing literature is of the same opinion. However,
it does not explain the specific factors that characterize relationship building from sales
representative to customer.

The 13 experts from the sales practice surveyed named a total of ten different factors that
characterize relationship building, with the number in brackets representing the number of
experts who named the respective factor:

Personal (11)
Sympathy (9)
Trust (8)
Credibility (6)
Nose factor (5)
Appreciation (5)
Authenticity (4)
Commitment (3)
e Empathy (1)

e Adaptability (1)

By "personal", the experts mean that the sales representative should show interest in the
customer as a person and ask questions outside of the professional environment. Requesting
personal information such as the customer's date of birth, hobbies, interests, vacation
destinations, family, etc., and disclosing personal information not only ensures that the sales
representative gets to know the customer, but also creates a relationship between the sales
representative and the customer. Shared experiences such as eating out together, attending
sporting events, or introducing each other's families strengthen this relationship. Technical
topics should take a back seat, especially before or at the start of the collaboration.

The factors "sympathy" and "nose factor" were usually mentioned in the same context, but
referred to differently. These two factors should therefore be considered together. Other
descriptions were "The chemistry must be right", "liking", "good feeling" and "positive gut
feeling". In summary, it can be said that the experts agreed that mutual sympathy makes up the

relationship between the sales representative and the customer.

With regard to the "trust" factor, it was noted that five experts used "trust" as a definition
for relationship building. It was noticeable during the interviews that all 13 experts immediately
knew what relationship building in sales meant. Still, when it came to explaining what the
expert meant by this and what constitutes relationship building, many faltered. A total of eight
experts said that they associate trust with relationship building. According to the experts, the
customer must realize they can trust the sales representative, establishing the link to the
following factor.

The factor "credibility" was mentioned by a total of six experts. Credibility also includes
the factor "honesty". Things that a sales representative says or even promises the customer
during the collaboration must be kept. This also applies to personal information that the sales
representative shares with the customer about themselves.

A synonym for "credibility" is the factor "authenticity", which was mentioned by four
experts. According to the experts, it is essential to show genuine interest in the customer as a

15
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person. If a sales representative comes across as artificial or the customer notices that the sales
representative does not stick to what they say or pretend, it is impossible to build a relationship.

"Appreciation" was mentioned by a total of five experts. Without appreciation, trust
problems would arise, and building a relationship would not be possible. According to the
experts, appreciation starts with punctuality. Smaller or individual attention and the knowledge
of personal information ensure that the customer feels valued as a person.

Three experts name "commitment" as another factor that arises through private issues and
from which trust ultimately grows. According to the experts, commitment can be achieved
through regular contact by the salesperson through personal calls or messages. According to
the experts, sending birthday or Christmas cards, which again leads to the "personal" factor,
also creates commitment.

The factors "empathy" and "adaptability" were only mentioned by one expert each and are
therefore not explained further.

4.2 Sales practice

When asked what the experts understand by relationship building and what factors
characterize it, they were asked about their personal experiences when they are customers
themselves in everyday life, as well as about their daily professional lives. They unanimously
stated that relationship building is neglected and often implemented poorly or not at all.
However, occasionally, one or two sales representatives build up a relationship, which ten
experts notice positively, as they attach importance to it and their purchasing behavior changes.

In this context, it becomes clear that three factors are responsible for whether a sales
representative builds relationships:

e Chance by a colleague showed the sales representative it as part of their induction or
during joint appointments

e The direct manager exemplifies relationship building in everyday working life

e The sales representative does it intuitively because he is a person who builds
relationships by nature, i.e., even before the start of his professional career, and attaches
importance to it

When asked, none of the 13 experts mentioned that any companies they work for or have
worked for emphasize relationship building in sales.

This is also reflected in the question about the sales guideline. While nine out of 13
companies have sales guidelines that the sales representatives should follow in their day-to-day
sales activities, relationship building is mentioned in the guidelines at six companies. Still, only
one company goes into more detail about it. During the interview, the expert showed the chapter
of the guideline that deals with relationship building. Relationship building is divided into two
levels on half a page: Rational and emotional. Even though there is talk of "building sympathy
and closeness" and "entering the customer's world (hobbies etc.)", the specific "HOW" is not
explained. When reading the guide, the sales representative knows they should enter the
customer's world and ask questions, but precisely what these questions might be or what they
mean is not explained.

Four experts also state that many companies do not recognize that relationship building is
of little or no importance to them. There are often no guidelines in place, which means that this
topic cannot be promoted in day-to-day management work.
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In addition to the question of sales guidelines and whether relationship building is included
in these guidelines, the experts were asked about the range of sales training courses on offer.
According to the experts, sales training is offered in eleven out of 13 companies. In two of
these, only during induction. In two out of 13 companies, mandatory sales training is provided
after induction. Three experts stated that sales training is "actually mandatory", but that there is
a lack of consistency, especially for older sales representatives.

One of the eleven companies offers training in relationship building. The "interpersonal
part" is part of the training as part of the induction process. However, the expert added that
relationship building is no longer trained afterward and that it depends on the direct manager
whether what has been learned is applied and practiced in day-to-day sales. Relationship
building is no longer enforced if the transfer does not happen directly on the first day after the
induction.

A second expert also stated that he had personally taken part in a series of training courses
on "building customer loyalty". However, there are no regular training courses on this.

5 Discussion and Conclusion

This article aims to answer the questions of what relationship building in sales means, what
factors characterize it, and how important it is in the business orientation.

The experts named a total of ten factors, which, in their opinion, make up relationship
building. These can be summarized in three categories:

1. Personal and commitment
2. Sympathy and nose factor
3. Trust, credibility and authenticity

By asking for personal information and focusing on the person behind the customer, a bond
can be established on an interpersonal level. It is essential that the sales representative also
discloses personal information, which creates a mutual knowledge that can be strengthened
through shared experiences. At the same time, the customer builds up a sympathy for the sales
representative, which makes the famous nose factor. In addition to getting to know each other
and exchanging personal information, it is essential that the sales representative is authentic and
that the things they say are true. This applies to both personal and professional topics. The
relationship of trust that must be established for the customer to share personal information
must not be jeopardized by professional matters, such as a false promise of product availability.

The results obtained show that the experts surveyed agree that relationship building is a key
to success in sales, both now and in the future. The emotional component cannot be displaced
despite advancing digitalization, so personal contact between the sales representative and
customer will remain important. Despite this prevailing opinion, it was found that the sales
companies for which the experts work and have worked do not emphasize relationship building
in their orientation. Sales representatives are not given any guidelines or instructions on the
subject of relationship building to follow in their day-to-day sales activities, nor are they offered
regular sales training courses in which they are trained in relationship building. Even in their
private lives, in which they themselves act as customers, the experts note that sales
representatives only very rarely build a relationship with them. This suggests that many other
companies do not promote relationship building either.

"Many more" remains undefined in this context, as this was not part of the survey, and an
exact number of companies in which the experts act as customers would not be practicable due
to the many parameters. Nevertheless, a trend can be derived as described.
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About the factors mentioned by the experts, which, in their opinion, characterize the
relationship between the sales representative and the customer, it should be noted that 13
different sales experts mentioned these. This list is not exhaustive, even if there is a clear
tendency towards the three blocks described. This is even though experts from seven different
sectors have already been surveyed. Further factors could be named if the expert survey were
to be expanded in terms of the number of respondents within a sector and to other sectors.

n

While the seven factors mentioned by at least three experts - "personal", " sympathy",
"credibility", "nose factor", "appreciation", "authenticity" and " commitment" - can be generally
explained by experts and readers, the "trust" factor is far more complex. Overall, the word
"trust" is very multi-layered, as it touches on many facets of human thought, feeling, and action.
The analysis and understanding of trust are very important in many disciplines, including
psychology, sociology, ethics, and economics. This was also evident in the individual questions,
in which the word "trust" was often mentioned, but no concrete explanation was given. Instead,
the other factors were said to describe trust building, which was sometimes equated with

relationship building.

About the topics of sales guidelines and sales training, it can be seen that there is a clear
tendency among the experts surveyed: Only at one company is relationship building mentioned
in the sales guide and at least partially explained. Relationship building is also trained in the
same company during the induction phase. However, regular or recurring training is not offered.

However, it must be said that the experts only answered the questions to the best of their
knowledge. Accordingly, it cannot be ruled out that one or more experts are unaware of
guidelines or training courses in the respective company. It is quite possible that training
courses were held in the company during a more prolonged absence (illness or vacation) or that
the individual expert was not selected for training for various reasons.

In addition, despite repeated requests and explanations of the term "sales guideline", it is
possible that the term has been misunderstood and is referred to differently in the respective
company.

This apparent tendency could change if further sales companies from various sectors were
investigated. It cannot be ruled out that some companies provide their employees with a guide
in which relationship building is specifically described or explained. There may also be sales
companies that offer regular training courses on relationship building.

6 Recommendations

The surveys showed that the "trust" factor, in particular, is complex and was not clearly
explained. Future research could address this topic and examine the different levels of the term
about relationship building in sales. On this basis, a deeper understanding of which facets of
the "trust" factor contribute to relationship building can be developed further, whether a detailed
description of the term goes in a similar direction for all interviewees.

Based on the research findings into the importance of relationship building for a company's
long-term success, it is recommended that more training and so-called guidelines on this topic
should be offered. It is believed that companies that invest in relationship building will increase
their competitiveness and boost customer satisfaction, even in times of advancing digitalization.

About the so-called sales guidelines, it should be noted that relationship building is part of
the overall sales process between customers and sales representatives. It is, therefore, embedded
in the overall process. The surveys have shown that some companies have already established
such guidelines. Only relationship building as part of the sales process is not included, with one
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exception. These companies should revise their sales guidelines and implement relationship
building. Companies that have not yet established a sales guideline should definitely consider
introducing one. Beyond relationship building, providing every sales representative with a
common thread to guide them in their day-to-day sales activities is essential. Given the current
and increasing shortage of skilled workers, companies will be forced to hire more career
jumpers. Career jumpers must be given guidance on managing their day-to-day sales activities.
Experience shows that induction processes are relatively short-lived, meaning that employees,
especially those without previous experience, are not adequately prepared to deal directly with
some of the company's important customers. However, even sales representatives who already
have decades of experience may not have focused on building relationships with their customers
until now, or may only have done so unconsciously. Experience has shown that this change in
working methods requires the kind of support a detailed sales guide would provide.

The same applies to sales training. Sales training must be offered both to new employees,
regardless of whether they have any previous experience or not, and to experienced sales
representatives so that relationship building is practiced in day-to-day sales. It is not enough for
the topic to be trained in the induction process and for no refresher courses to occur. Particularly
during the induction phase, employees experience a wealth of new topics, which means that
such a fundamentally important topic as relationship building is sometimes quickly forgotten.
In addition, the trained content is also exemplified and remembered by the respective managers
in day-to-day sales. Practice shows that topics taught in a protected space are often not applied
in practice. The experts also stated that it is a management issue to establish topics such as
relationship building in everyday sales. Managers can also use a corresponding sales guideline
as an aid for this.
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Die Beziehung zwischen Personlichkeitsmerkmalen und finanziellen
Entscheidungen und der Einfluss auf das Stressempfinden

Victoria Giittler — Peter Doréak

Abstract

Personlichkeitsmerkmale spielen eine beeinflussende Rolle bei Finanzentscheidungen vor
allem hinsichtlich der Risikoeinschdtzung, des Eingehens von Risiken und der Art der
Entscheidungsfindung. Im vorliegenden Artikel wird sich mithilfe einer Literaturrecherche auf
vier verschiedene Personlichkeitsmerkmale bzw. daraus resultierenden Arten der Entscheidung
fokussiert: konservativ, moderat, wachstumsorientiert oder aggressiv. Zudem wird das Big Five
Personlichkeitsmodell nach Costa und McCrae (1997) integriert. Es wurde herausgearbeitet,
dass die einzelnen Personlichkeitsdimensionen unterschiedlichste Auswirkung auf sowohl
generelle Finanzentscheidungen haben, als auch die Wahrscheinlichkeit vorhersagen ob und
welches Risiko eingegangen wird. Auch ein spontanes oder unflexibles Handeln kann aufgrund
der Personlichkeit eine finanzielle Entscheidung beeinflussen. Neben diesen Merkmalen gibt es
jedoch auch weitere einflussnehmende Faktoren, wie beispielsweise Hormone. Stress wird
dabei immer unterschiedlich wahrgenommen, kann aber je nach Ausprdgung der
Personlichkeitsmerkmale stdrker oder schwdcher vorzufinden sein und gegebenenfalls sogar
Entscheidungen positiv beeinflussen. Finanzentscheidungen, die kontrdr zu den eigenen
Merkmalen der Personlichkeit getroffen werden konnen Stress auslosen.

JEL Klassifikation: G10, G11, G41, 112, M59
Keywords: Personlichkeit, Finanzmanagement, Stressmanagement, Entscheidungsfindung,
Behavioral Finance

1 Einfiihrung

Die Personlichkeit eines Menschen beeinflusst sein umfangreiches Handeln insbesondere
auch die Abwdgung und Risikoeinschéitzung einer Entscheidung. Dabei gibt es verschiedene
Personlichkeitsmodelle die intendieren gewisse Pradispositionen vorhersagen zu kénnen und
so z.B. Finanzentscheidungen eines Individuums in gewissem Mafle einschitzen zu kdnnen
(Rao & Lakkol, 2022).

Aktuelle Finanztheorien basieren meist auf der Erwartungsnutzentheorie, welche besagt,
dass das Individuum liickenlose Informationen besitzt hinsichtlich diverser Ergebnisse und
deren verbundenen Mdoglichkeiten. Zudem ist es laut der Erwartungsnutzentheorie in der Lage
eine Bewertung iiber seine Praferenzen durchzufiihren in Bezug auf unterschied—lich erwarteter
Wahlmoglichkeiten (Ackert, 2014). Oftmals findet sich in der Realitdt ir—rationale
Entscheidungen von Menschen wieder, die unter anderem aufgrund von ver—schiedenen
Verhaltenselementen getroffen werden, was wiederrum eine grole Unter—schiedlichkeit zur
Erwartungsnutzentheorie hervorruft. Forscher vor allem im Ausland versuchen deshalb die
Psychologie zu integrieren im Hinblick auf Finanzentscheidungen (Kapoor & Prosad, 2017).
Durch die Integration der Personlichkeitspsychologie wird somit ein groBeres Verstindnis und
Erklarungsféhigkeit von verschiedenen Entscheidungen ermdoglicht.

Zudem ermdglicht diese Betrachtungsweise die Untersuchung eines mdglichen
Zusammenhanges zwischen finanziellen Entscheidungen und einem damit moglicher—weise
verbundenen Stresslevel.
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Aus diesem Grund beschéftigt sich der vorliegende Artikel mit der Fragestellung:
,Welchen Einfluss haben Personlichkeitsmerkmale auf Finanzentscheidungen und welche
Auswirkungen hat dies auf das personliche Stressempfinden?*.

Um die Forschungsfrage zu beantworten wird zundchst der aktuelle Stand des Problems
im In- und Ausland geschildert. Im weiteren Verlauf folgt das Forschungsdesign und die
Forschungsmethodik bevor dann die Ergebnisse vorgestellt werden und im Anschluss eine
Diskussion folgt. Der Artikel wird dann mit einer Schlussfolgerung finalisiert.

2 Aktueller Stand des gelosten Problems im In- und Ausland

Das Feld der Entscheidungsfindung wird vermehrt in der Forschung behandelt und auch
der Bezug zum Finanzmanagement findet immer mehr Relevanz.

Vor allem die behavioralen Finanztheorien beschéftigen sich zunehmend mit der
Verkniipfung von Anlegerverhalten und der Personlichkeit und Psychologie. Nichtsdestotrotz
scheint eine Verkniipfung der Finanzentscheidungen und einem moglichen Stresslevel bisher
noch nicht in der Tiefe erforscht worden zu sein. Dies konnte jedoch von Vorteil sein, um ein
ausgedehnteres Verstindnis und Bewusstsein fiir unterschiedliche Entscheidungsfindungen zu
schaffen und darliber hinaus zudem eine gewisse Kontrollierbarkeit fiir eigene, aber auch
mitmenschliche Entscheidungen zu erreichen, da diese meist auch Stark vom Stresslevel
abhéngt (Allwood & Salo, 2012).

Stress ist eine biologisch hervorgerufene Reaktion, welche intendiert ausfiihrende
Funktionen neu zu kalibrieren und zur Optimierung beizutragen. So soll dann ein potentieller
Schaden fiir den Organismus verringert oder verhindert werden (Palamarchuk & Vaillancourt,
2021). Dieser biologische Prozess bedient sich an verschiedenen Mechanismen um sich einem
Stressor anzupassen, welcher als potentiell bedrohlich angesehen wird und wurde ausfiihrlich
in der Forschung analysiert und betrachtet (Duque, Cano-Lopez & Puig-Perez, 2022).
Stresstheorien wie Lazarus & Folkmann (1984) besagen dabei, dass Stressfaktoren nicht
prinzipiell stressig sind, sondern erst ab dem Moment in dem sie von einem Individuum nach
einem Bewertungsprozess als stressig angesehen werden.

Entscheidungsfindung wiederrum wird in der Literatur als kognitive Verarbeitung
verstanden, die ein Mensch in einer bestimmten Situation durchfiihrt, wenn er oder sie eine
Bewertung von einem oder mehreren Merkmalen vornehmen muss (Wang, 2008). Diese
Bewertung wird durchgefiihrt um festzustellen, welche Moglichkeiten die Erwartungen erfiillen
und den Interessen und Zielen entsprechen. Nach dieser Bewertung folgt dann ein
Reflexionsprozess oder ein daraus resultierendes Verhalten (Wang, 2008).

Entscheidungen konnen zudem in diversen Szenarien getdtigt werden. Neben dem
Entscheiden in der Sicherheit, lassen sich Entscheidungen in der Unsicherheit und der
Ungewissheit treffen. Ein Entscheiden in Sicherheit meint dabei, dass das Resultat einer
Entscheidung zu 100 Prozent vorhersagbar ist. Dies ist allerdings bei Finanzentscheidungen ein
meist unrealistische Ausgangssituation. Das Entscheiden in Unsicherheit, welches am
héiufigsten bei Finanzentscheidungen vorzufinden ist besagt, dass mogliche Szenarien bekannt
sind, allerdings nicht wie sicher diese in der Zukunft eintreffen werden. Entscheidungen in der
Ungewissheit sind Entscheidungen, bei denen keine Anhaltspunkte oder mogliche Szenarien
bekannt sind (Pelizdus & Nieder, 2019).

Die Rolle der Personlichkeit innerhalb der finanziellen Entscheidungsfindung findet in der
Literatur immer mehr Relevanz und Forschungsbestreben, meist jedoch ohne Betrachtung von
Stressauswirkung und in einem sehr speziellen Rahmen, beispielsweise einem konkreten Land
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oder auch einer konkreten Branche. Allgemein ldsst sich jedoch sagen, dass die Personlichkeit
eine wichtige Rolle bei Finanzentscheidungen spielt. Die Personlichkeitsdimensionen innerhalb
des Big Five Personlichkeitsmodells Gewissenhaftigkeit, Vertrdglichkeit und Offenheit
scheinen dabei die finanziellen Entscheidungsfindung am meisten zu beeinflussen (Nga &
Leong, 2013). Das auf Basis des Big Five Personlichkeitsmodell weiterentwickelte HEXCO-
Modell mit einer erweiterten Dimension wird zunehmend in der Literatur verwendet, allerdings
weniger in Bezug auf Finanzentscheidungen, weshalb sich der vorliegende Artikel auf das Big
Five Modell bezieht.

Das Big Five Personlichkeitsmodell ist das bekannteste und weit verbreitetste Modell mit
iiber 10.000 Artikeln in diversen Bereichen, wie zum Beispiel der Psychologie (John, Naumann
& Soto, 2008). Es besteht aus fiinf Personlichkeitsmerkmalen: Neurotizismus oder Emotionale
Instabilitit, Extraversion, Offenheit fiir Neues, Vertraglichkeit und Gewissenhaftigkeit.

Neurotizismus beschreibt dabei den Umgang mit negativen Emotionen, wie beispielsweise
Angst, Stress oder auch Wut. Ist ein Mensch eher emotional stabil ist er oder sie eher ruhiger
und weniger leicht aus der Fassung zu bringen (Smith, Hamplova, Kelley & Evans, 2021).

Extraversion bezeichnet die Ausprigung der Auseinandersetzung mit der Aulenwelt. Ein
extravertierter Mensch ist gerne in der Interaktion mit Menschen und wird von ihnen meist als
Energiegeladen wahrgenommen. Sie konnen als enthusiastisch, gesprachsfreudig, aber auch
mit einer gewissen Durchsetzungsfahigkeit charakterisiert werden. Introvertierte Menschen
wiederrum besitzen eher ein geringeres Level an Energie und sind weniger gerne in der
Interaktion mit anderen Menschen.

Offenheit fiir Neues oder Erfahrungen beinhaltet die Wertschdtzung und Neugierde fiir
Abenteuer und auBergewOhnliche Ideen. Menschen mit einer hohen Ausprigung dieses
Personlichkeitsmerkmals, besitzen die Offenheit neue Dinge und Erfahrungen auszuprobieren.

Vertrédglichkeit bezeichnet den Stellenwert eines Menschen mit anderen auszukommen. Sie
zeichnen sich dabei meist durch GroBziigigkeit, Hilfsbereitschaft, Kompromissbereitschaft und
Optimismus aus. Auch ein freundliches und riicksichtsvolles Auftreten kann ihnen
zugesprochen werden. Bei einer geringen Auspriagung dieses Personlichkeitsmerkmals werden
dementsprechend gegenteilige Eigenschaften gezeigt.

Die letzte Dimension Gewissenhaftigkeit sagt aus wieviel Selbstdisziplin und
pflichtbewusstes Handeln in der Personlichkeit vorhanden sind. Auch spielt die Fahigkeit der
Impulskontrolle eine Rolle und ein hoher Wert in der Personlichkeitsauspragung
Gewissenhaftigkeit zeigt an die Préferenz zu haben ein geplantes und nicht spontanes Verhalten
zu zeigen (Smith, Hamplova, Kelley & Evans, 2021).

3 Forschungsdesign und Forschungsmethodik
Fiir den vorliegenden Artikel wurde ein systematischer Literatur Review durchgefiihrt. Es

handelt sich um eine wissenschaftliche Literaturrecherche ohne empirische Forschung.

Um geeignete Literatur zu finden wurde im Web of Science nach Fachartikeln bzw. Review
Artikeln geschaut. Dazu wurden unterschiedliche Suchen vollzogen.

Die erste Suche inkludierte die Stichworter ,,big five and decision” in den Jahren 2021-
2023. Es resultierten 886 Artikel, wovon sechs als besonders relevant eingestuft worden sind.
Um das HEXACO Modell zu inkludieren und bereits analysierte Zusammenhinge der
Personlichkeitsmerkmale dieses Modells und finanziellen Entscheidungsfindungen aufgreifen
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zu konnen wurde eine weitere Suche mit den Schlagwortern: ,,big five and decision‘ veranlasst.
Diese ergab 36 Treffer, wovon allerdings ausschlieBlich zwei weiter analysiert wurden.

Die dritte Suche ,,personality and finance and decision* und es wurde nur nach Review
Artikel gefiltert. Die Suche ergab sieben Treffer wovon zwei in die weitere Analyse
aufgenommen wurden und mit einem Artikel weitergearbeitet worden ist, aufgrund fehlenden
Zugangs des zweiten. Die vierte Suche ,,personality and finance* ergab bei Filterung nach
Review Artikeln 33 Treffer, wovon drei als besonders relevant eingestuft worden sind und mit
zwel weitergearbeitet wurde.

Die fiinfte Suche ,.finance and decision and making and stress” unter erneuter Filterung
von Review Artikeln ergab 20 Ergebnisse. Bei dieser Suche wurde ein Artikel zur weiteren
Verwendung analysiert.

Bei den Suchen wurde nur in Einzelfdllen nach Jahreszeit gefiltert, da sich diese oftmals
bereits in den letzten fiinf Jahren befunden haben und somit als aktuell und relevant eingestuft
worden sind.

Um zudem weiterfilhrende relevante Literatur zu konsultieren wurden die in den
Fachartikeln genutzte Literatur analysiert und mit diesen nach positiver Priifung
weitergearbeitet.

Auch wurde eine deutsche Quelle des Springer Verlages herangezogen, welche die
Unterschiedlichkeit von Ungewissheit und Unsicherheit aufzeigt und somit als geeignet
eingestuft wurde.

4 Ergebnisse der Forschung

In der Literatur lassen sich verschiedenen Arten von Menschen wiederfinden, die ihr Geld
anlegen. Diese werden meist anhand ihres Risikolevels bzw. der Toleranz gegeniiber diesem
Risiko bewertet. Risiko meint dabei die mdgliche Differenz zwischen dem erwarteten und
tatsdchlichen Ertrag (Holton, 2004). Eine wichtige Rolle spielt zudem der Aspekt des
Finanzwissens (Isidore & Arun, 2022). Dabei lassen sich den Anlegern verschiedene
Eigenschaften zuschreiben: neben konservativen Finanzentscheidungen konnen diese auch
moderat, wachstumsorientiert oder aggressiv getroffen werden (Mak & Ip, 2017). Auch lassen
sich mithilfe der Big Five Personlichkeitsmerkmale Aussagen iiber den Einfluss auf finanzielle
Entscheidungen getroffen werden.

Optimismus als treibende Eigenschaft einer Entscheidung meint dabei die Situation, wenn
Personen ihren Fokus auf unter anderem eine hohere Erwartung hinsichtlich der Rendite legen.
Konservative Personlichkeiten besitzen eine niedrigere Risikotoleranz, was bedeutet, dass die
Fahigkeit Risiko eingehen zu kdnnen und zu wollen gering ist. Dieser Entscheidungsstil mit
hoher Risikovermeidung lésst sich bei Menschen mit ausgepréigter Dimension Neurotizismus
finden (Riaz, Riaz, & Batool, 2012). Finanzentscheidungen werden demnach in der Regel
zuriickhaltend und langsam getroffen, wenn Unsicherheit im Vordergrund steht. Das Resultat
sind somit Finanzentscheidungen die die Minimierung des Kapitalverlust als priméres Ziel
haben, was meist durch risikoarme Anlegemdglichkeiten erzielt wird, da sie meist nur langsam
oder nicht auf Verdnderungen eingehen. (Dickason & Ferreira, 2018). Ein erhdhtes Mal3 an
Neurotizismus kann die Finanzentscheidung so beeinflussen, dass Finanzanlagen zu einem
niedrigeren Preis verkauft werden, wenn Anlagen beispielsweise unterbewertet sind (Oehler,
Wendt, Wedlich & Horn, 2018). Auch die Dimensionen Gewissenhaftigkeit und
Vertrdglichkeit weisen einen negativen Zusammenhang mit der finanziellen Risikotoleranz auf
(Pinjisakikool, 2018).
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Es ldsst sich feststellen, dass ein hohes Mal3 an Offenheit und Gewissenhaftigkeit des Big-
Five-Personlichkeitsmodells eine erhohte Wachsamkeit bei der Entscheidungsfindung
voraussagt, wohingegen ein erhohter Wert bei dem Merkmal Neurotizismus  den
Wachsamkeitsgrad verringert (Dewberry, Juanchich, & Narendran, 2013).

Finanzentscheidungen von moderaten Anlegern oder Personen, die zum ,,Buck-passing*
neigen, intendieren meist auch das Risiko zu verringern und Renditen zu erhdhen, da sie
langfristige Ergebnisse erzielen wollen. Dies ldsst sich zudem auf eine héhere Auspragung der
Dimension Gewissenhaftigkeit zuriickfiihren, da diese Menschen einen rationalen
Entscheidungsstil aufweisen und somit Risiken iiberlegt abwégen (Isidore & Arun, 2022). Die
Gruppe der Menschen mit dieser priméren Charaktereigenschaft bei Entscheidungen besitzt ein
eher mangelndes Wissen an unter anderem Anlagemoglichkeiten und lassen sich gerne von
Freunden oder Bekannten iiber neue Trends aufkldren und informieren und folgen diesen.
Menschen mit einer hohen Auspriagung an Vertriglichkeit bevorzugen aus diesem Grund den
genannten abhédngigen Entscheidungsstil (Isidore & Arun, 2022). Das fiihrt zu einer teilweisen
Uberschitzung des Risikos, was wiederrum als Resultat ein Aufschieben der
Finanzentscheidung von dieser Gruppe mit sich fiihren kann (Dickason & Ferreira, 2018). Sie
bleiben aus diesem Grund meist so lange in einem Investment, bis sie Verluste erleiden, die
substanzieller Natur sind (Schade & Snir, 2012) Moderate Personlichkeiten kdnnen als eher
schwierige Anleger betitelt werden, da ihnen oft die Freude am Anlagen fehlt und somit vor
allem in aktuell beliebte Optionen investiert wird (Dickason & Ferreira, 2018). Die
Personlichkeitsdimensionen Offenheit und Extraversion des Big Five-Personlichkeitsmodells
(negative Korrelation) und Neurotizismus (positive Korrelation) sagen den Buckpassing-
Entscheidungsstil voraus (Isidore & Arun, 2022).

Wird ein Blick auf Wachstumsinvestoren geworden, so lésst sich eine mittlere bis hohe
Toleranz an Risiko finden. Entscheidungen werden stark auf kognitiver Ebene getroffen
(Pompian, 2016). Sie sind dabei willensstark und verfiigen iiber eine gewisse Unabhingigkeit,
was bedeutet, dass sie sich selbst am meisten vertrauen und nicht den Rat anderer Personen
konsultieren, wenn sie Entscheidungen treffen. Sie scheuen es nicht Risiken einzugehen,
genieBen Finanzentscheidungen und akzeptieren zudem Ertrdge auch wenn sie aus
unregelméfBigen Kapitalgewinnen resultieren. Es lésst sich sagen, dass wachstumsorientierte
Finanzentscheider Risiken eingehen um den Markt zu iibertreffen und eine mdglichst hohe
Rendite auf Anlageprofile zu erzielen (Oehler, Wendt, Wedlich & Horn, 2018).

Aggressiven Anlegern konnen oftmals Merkmale wie die Bereitschaft hohe Risiken
einzugehen zugeschrieben werden. Sie besitzen zudem ein starkes Vertrauen in ihre eigenen
Fahigkeiten und die Moglichkeit ihre Rendite maximal zu erhdhen. Selbstversténdlich ist dabei
die Flexibilitét Portfolios zu verdndern und sich neuen Situationen anzupassen um die moglichst
renditestirkste Anlegemoglichkeit auszuwéhlen (Dickason & Ferreira, 2018). Anleger, die eine
extravertierte Personlichkeit aufweisen neigen deutlich eher dazu Investitionen zu titigen, auch
kurzfristiger Natur. Dabei ist ihr Handeln meist intuitiv und spontan. Bei der Dimension
Offenheit lassen sich auch intuitive Entscheidungsmechanismen widerfinden (Isidore & Arun,
2022).

Aufgrund ihrer Risikobereitschaft sind extravertierte Personlichkeiten zudem meist eher
bereit risikoreiche Vermdgenswerte zu kaufen, die einen hoheren Preis aufweisen, auch wenn
dieser moglicherweise iiberbewertet ist (Isidore & Arun, 2022).

Unabhéngig der Charaktereigenschaft von Individuen gibt es zusétzliche biologische
Faktoren, wie beispielsweise die Hormone Cortisol oder Testosteron, die einen weiteren
Einfluss auf Finanzentscheidungen haben unter anderem aufgrund ihrer Wechselwirkung. Es
lisst sich sagen, dass beispielsweise Testosteron bei Minnern die Tendenz des Uberdenkens

25



Ekonomika a manazment, Vedecky ¢asopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
rocnik XX., €islo 2, rok 2023, ISSN 2454-1028

einer Entscheidung minimiert (Nadler, Zava & Camerer, 2017). Dies kann bei aggressiven
Personlichkeitsmerkmalen vorteilhaft sein, die schnell und Risikoaffin Finanzentscheidungen
treffen und vor allem beispielsweise in Anleihen investieren.

Cortisol, welches auch als Stresshormon bezeichnet wird, wurde in der Literatur im
Zusammenhang mit Entscheidungsfindung untersucht. Es fehlen direkte Verkniipfungen zu
Finanzentscheidungen. Nichtsdestotrotz ldsst sich feststellen, dass sowohl Stress aus falsch
getroffen Entscheidungen resultieren kann, aber auch dass Stress und die Cortisolaktivitét vorab
bereits eine Wirkung auf die Entscheidungsfindung besitzt (Duque, Cano-Lopez & Puig-Perez,
2022).

Festzustellen ist jedoch, dass es in manchen Studien Geschlechterunterschiede hinsichtlich
des Stresslevels bei Entscheidungen gibt. So scheint es bei Frauen einen groBeren Einfluss auf
die Entscheidungsfindung nach Stress zu geben als bei Ménnern. Offen bleibt das genaue
Ausmal} des Stresslevels nach einer getroffenen Entscheidung.

5 Diskussion

Der vorliegende Artikel weist Limitationen aufgrund des Umfanges auf. Es werden
ausgewdhlte Personlichkeitseigenschaften, sowie das Big Five-Personlichkeitsmodell
herangezogen, welche in weiterer Forschung noch weiter in der Tiefe analysiert werden konnte
hinsichtlich spezifizierter Finanzentscheidungen. Nichtsdestotrotz konnen die Ergebnisse als
reprisentativ eingestuft werden, da sie in der Forschung vermehrt zu finden sind und aktuelle
Empirie vorweisen.

In der Literatur bleibt teilweise offen ob Kombinationen von den verschiedenen
Merkmalen moglich sind oder eher ausgeschlossen sind. Es ldsst sich die Frage stellen ob ein
Individuum immer nur beispielsweise moderate Entscheidungen trifft oder moglicherweise je
nach Anlageart auch eher traditionell handelt und entscheidet und sich die Art wie die
Personlichkeit selber auch nicht veréndert.

Es lédsst sich sagen, dass Hormone wie Cortisol oder Testosteron Einfluss auf die
Entscheidungsfindung haben, des Weiteren spannend wére ein Blick ob situative Faktoren, wie
die Stimmungslage, eine Rolle spielen und wenn ja bei welcher Ausprigung der
Personlichkeitseigenschaft. Neben situativen Faktoren kdnnte auch das Budget eine Rolle
spielen. Auch hier konnte die Forschung weiter ansetzen und sich der Frage widmen ob
Entscheidungen hinsichtlich der Finanzinvestition proportional zum Budget getroffen werden.
Wird bei einem geringeren Budget relativ gesehen gleich viel investiert wie bei einem hoheren
Budget oder nimmt dies in gewisser Weise zu, wenn ja aufgrund welcher Kriterien. Spielt bei
dieser Entscheidung auch das Personlichkeitsmerkmal eine wesentliche Rolle?

Es lieBen sich  diverse  Unterschiede  hinsichtlich der  verschiedenen
Personlichkeitsmerkmale feststellen beispielsweise hinsichtlich der Risikoaffinitit. Interessant
wire herauszufinden ob es weitere Alters- und Geschlechterunterschiede gibt oder ob zum
Beispiel verschiedene Geschlechter vor allem mit bestimmten Persdnlichkeitsmerkmalen
ausgestattet sind und somit dhnliche Finanzentscheidungen treffen. Weitere demografische
Faktoren werden zudem noch nicht wesentlich in den Forschungen betrachtet wie zum Beispiel
welche Rolle die Herkunft und der Zugang zu Informationen und Bildung spielt. Beeinflusst
dies die Art und Weise wie Finanzentscheidungen getroffen werden oder sagt dies am Ende nur
aus wie erfolgreich die Anlagen sein werden.
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6 Schlussfolgerung

Um erfolgreiche Finanzentscheidungen treffen zu kdnnen ist es ratsam sich zuerst mit sich
und seiner Personlichkeit auseinanderzusetzen. Welche Merkmale sind besonders ausgeprégt
und wie werden Entscheidungen iiberwiegend getroffen. Dazu eignet sich die Nutzung von
Personlichkeitstests, wie zum Beispiel der Big Five Personlichkeitstest. Auch ein Blick auf
bisher getitigte Investitionen kann Informationen iiber die Art und Weise von eigenen
Finanzentscheidungen aussagen.

Diese Auseinandersetzung mit der Personlichkeit und Hintergriinden von Entscheidungen
ist essentiell fiir die Vermeidung von Stress. Werden Entscheidungen getroffen, die nicht primér
dem eigenen Personlichkeitstypen entsprechen kann Stress entstehen, zum Beispiel aufgrund
von erhohtem eingegangenen Risiko oder fehlender Information oder Wissen iiber die
Anlageart. Ein Verlassen der Komfortzone und Erleben von Stress kann zu einer personlichen
Entwicklung und Motivation beitragen. Es wird vermutet, dass das Lernen von positiven
Ergebnissen durch Stress verstdrkt wird und das Erlernen von negativen Ergebnissen durch ihn
gehemmt wird (Mather & Lighthall, 2012).

Wichtig beim Verlassen der Komfortzone ist dabei, dass dies bewusst passiert und es ist
ratsam sich mit moglichen kurzfristigen und langfristigen Risiken der Entscheidung und damit
verbundenen Konsequenzen auseinanderzusetzen um nicht durchgehend neuen Stress zu
erleben.
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Effects of Home Office (Remote Work) on collaboration within the
company after the covid19 pandemic

Georgios Kokkinis

Abstract

The abstract deals with the impact of home office (remote work) on collaboration within
companies in the aftermath of the Covid-19 pandemic. The sudden need to switch to remote
working due to the pandemic led to a fundamental change in the way many organizations work.
The study examines how this shift has affected collaboration and the long-term implications.
The research focuses on various aspects, including the effectiveness of virtual communication
tools, the impact on team dynamics and culture, and the changes in employee retention. Initial
findings suggest that while remote working offers flexibility, it also brings challenges in terms
of integrating new employees, sharing information and maintaining a shared company culture.
The research also considers the role of leaders in fostering positive collaboration in the virtual
space. Some organizations have successfully implemented innovative approaches to strengthen
team bonding, while others are experiencing difficulties in adapting to this new reality.

The abstract concludes with an outlook for future developments, recommending that
organizations should evolve their remote working policies and invest in targeted virtual
teamwork training to ensure the long-term effectiveness of collaboration. The research
contributes to gaining a deeper understanding of the changes in the post-pandemic world of
work and helping organizations develop successful strategies for the hybrid work environment.

JEL classification: D20, M12, M15
Keywords: Homeoffice, Pandemic, Company

1 Introduction

In recent years, the world of work has changed to an unprecedented degree, especially due
to the increased use of home office options. Advancing digitalization and technological
advances have made it possible for employees to increasingly carry out their professional tasks
from home. However, this development, which has been further accelerated by global events
such as the COVID-19 pandemic, raises important questions that go far beyond the physical
confines of the office.

This term paper is dedicated to the analysis of the effects of the home office on collaboration
in companies. The focus is not only on the technological aspects, but also on the organizational,
social and cultural dimensions that result from the relocation of places of work. At a time when
virtual teams and digital means of communication are challenging traditional work structures,
the question arises as to how these changes affect efficiency, creativity and the social fabric
within companies.

This thesis will take an in-depth look at the opportunities and challenges of working from
home, taking into account both the perspective of employees and employers. The aim is to gain
a comprehensive insight into the complex dynamics of virtual collaboration and to show
possible strategies on how companies can actively shape this development in order to be
successful in the long term.
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2 Current State of the Solved Problem at Home and Abroad

The current developments not only raise questions about individual work design, but also
put the traditional concepts of collaboration in companies to the test. Virtual teams, digital
means of communication and the spatial dissolution of workplaces bring new challenges, but
also untapped potential. With this in mind, it's crucial to conduct an in-depth analysis of the
impact of working from home on corporate collaboration in order to identify potential
opportunities while overcoming any difficulties that may arise.

This term paper pursues the overarching goal of comprehensively analyzing the multi-
layered effects of the home office on collaboration within companies. In doing so, not only the
technological aspects will be examined, but also the organizational, social and cultural
dimensions will be taken into account. The main focus is on identifying opportunities and
challenges arising from the increased use of the home office, as well as developing strategies
to optimize internal company collaboration.

The motivation for this term paper is based on the fundamental change that the world of
work has undergone in recent years. The increased implementation of home office options has
not only changed the work environment of individuals, but has also influenced the basic
structures of corporate collaboration. In view of this rapid development, it is crucial to
understand the potential of working from home and at the same time to identify possible hurdles
to ensure a sustainable, efficient and collaborative way of working in companies.

The motivation to study this topic stems from the desire to contribute to the current
discussion about the future of work. At a time when flexible working models are gaining in
importance, the findings of this term paper are not only intended to provide a theoretical basis,
but also to provide practical impulses for companies to effectively adapt their cooperation to
the new requirements and thus operate successfully in the long term.

The theoretical framework of this term paper is based on various relevant concepts and
research strands that provide an in-depth look at the effects of working from home on internal
company collaboration. The key concepts that are considered in this context are:

e Technological determinism: Technological determinism is a starting point for analyzing
the impact of working from home. It examines how advancing digitalization and the
availability of new technologies influence the structure and dynamics of collaboration
in the company. This approach makes it possible to understand the role of technology
as a driving force for change.

e Social Interaction Theory: Social interaction theory is used to study the effects of
physical distancing on interpersonal communication and collaboration. It will shed light
on how physical distance between remote team members affects social interactions and
highlights potential challenges for effective collaboration.

e Organizational Culture and Structure: The impact of working from home on
organizational culture and structure is considered in the context of changes in work
practices. The focus here is on how the introduction of home office affects traditional
organizational structures and what adjustments are necessary to promote positive
collaboration.

e Psychological aspects of working from home: Psychological models are used to
investigate the effects of working from home on employee motivation, well-being, and
job satisfaction. It is analyzed how the change of place of work influences psychological
processes and what implications this has for cooperation in the company.
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The Covid-19 pandemic has transformed the world of work in many ways and initiated far-
reaching changes. These changes span various aspects of the professional landscape and have
had a lasting impact on the way people work, interact with each other, and companies operate.

One of the most striking transformations concerns the increased emergence of the home
office. The need for social distancing forced companies worldwide to implement flexible
working models. The success of this measure led to a permanent acceptance and promotion of
working from home, which led to a restructuring of traditional workplace models. Employees
and employers have come to appreciate the benefits of improved work-life balance, reduced
commute times, and increased flexibility. At the same time, the increased use of digital
communication tools has fundamentally changed the way we work. Video conferencing, virtual
meetings, and collaborative online platforms have become integral parts of business
communication. These technologies enable seamless collaboration across geographical
boundaries, promote information sharing, and provide efficient means of teamwork. Companies
have begun to invest more in digital infrastructure to meet the growing need for remote work
and digital communications.

The Covid-19 pandemic has also triggered a push for the digitalization and automation of
business processes. To increase resilience and efficiency, companies are increasingly turning
to technologies such as artificial intelligence (Al), machine learning, and robotization. These
technologies not only allow for an increase in efficiency, but also a reduction in physical
interactions, which is especially beneficial in times of social distancing.

Another important aspect is the change in corporate culture. The pandemic has sparked a
shift in thinking about flexibility, empathy, and caring for employees. Companies are
increasingly focusing on measures to promote employee health and well-being. There is also
an increased focus on diversity and inclusion, as companies realize that diverse teams are more
creative and resilient.

The Covid-19 pandemic has also revolutionized education and training. With the restriction
of face-to-face events, companies have increasingly relied on digital training platforms. Virtual
training and e-learning programs provide employees with the ability to keep their skills up-to-
date without the need to be physically present at training locations.

In terms of the physical work environment, many companies have revamped their office
concepts. The implementation of hybrid work models, where employees can work both in the
office and from home, has gained traction. Office space is increasingly being used for
collaborative activities and face-to-face exchange, while individual tasks are increasingly being
completed from home. The changes in the world of work after the Covid-19 pandemic are
multifaceted and include the way we work, the technologies, the company culture and the work
environment. Companies that successfully adapt and seize the opportunities of this
transformation will be better positioned to meet the demands of an ever-changing world. The
pandemic has served as a catalyst for innovation and adaptation and will shape the way people
work in the long term.

3 Research Design

The aim of this term paper is to analyze in detail the specific effects of working from home
on internal company collaboration. The focus is on exploring how the relocation of workplaces
influences the dynamics of collaboration and what implicit changes occur in the structures,
processes and social interactions within a company.
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Identification of opportunities and potentials: Exploring the possibilities that the home
office offers for improved collaboration in companies. This includes the analysis of
more flexible work structures, increased employee satisfaction and potentially higher
efficiency due to spatial independence.

Analysis of the challenges: Exploring the challenges associated with the introduction of
remote working in terms of intra-company collaboration. The focus here is on possible
communication barriers, loss of social interaction, and other potential barriers to
effective teamwork.

Consideration of organizational adjustments: Analysis of organizational measures and
adjustments that companies need to make to promote collaboration despite physical
distance. This includes reviewing changes in organizational culture, leadership
methods, and technological infrastructure.

Evaluation of employee perspectives: Identification of employees' attitudes, concerns
and expectations towards working from home. In particular, psychological aspects such
as motivation, well-being and job satisfaction are addressed.

Development of recommendations for action: Derivation of practice-oriented
recommendations for action for companies in order to use the positive aspects of the
home office and at the same time counteract possible challenges. In doing so, concrete
recommendations for effective cooperation are formulated at both the individual and
organizational level.

Analysis of the impact of working from home on collaboration in the company through the
perspectives of a manager and an OL-Employe using interviews and subsequent Mayring
content analysis by category.

The interview partners are:

Participant 1: Manager

Experienced manager in a company.

Participant 2: OL-Employe

Employees with activities at the operational level.

The data collection results from the interviews:

Structured interviews with each participant to get different perspectives on the impact
of working from home.

Questions should address the role in the company, experiences with working from
home, specific challenges, and positive aspects of collaboration.

The Mayring content analysis consists of the steps of the analysis and the categories:

Coding: Identification of key terms and statements in the interviews.

Categorization: Grouping the codes into predefined categories.

Summary: Compilation of the results of each category.

Manager's perspective vs. OL-Employe's perspective.

Challenges of working from home from the point of view of the manager and the OL-
Employe.

Positive aspects of working from home from the point of view of the manager and the
OL-Employe.

Recommendations for improving collaboration from the point of view of the manager
and the caseworker.

34



Ekonomika a manazment, Vedecky ¢asopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
rocnik XX., €islo 2, rok 2023, ISSN 2454-1028

The results of the Mayring content analysis are based on:

Separate analysis and summary of results for each participant.

Comparison of perspectives between manager and OL-Employe.

Identification of common themes and differences.

Identification of possible limitations of the study.

Suggestions for future research and expansion of the research design, e.g. by including
additional hierarchical levels.

This research design allows for a comprehensive analysis of the impact of working from home
on collaboration in the company by taking into account the perspectives of both a manager and
a caseworker. Mayring content analysis provides a structured method to identify similarities
and differences between the two groups and to derive recommendations for optimized
collaboration.

4 Result of the Paper

According to a Mayring content analysis, the following categories can be identified, which
concern the effects of the home office on collaboration in the company in the interview with
the Manager:

» Flexibility and work-life balance:

The introduction of remote work allows teams to work more flexibly, resulting in a better
work-life balance for employees. This shows a positive impact on employee satisfaction.

* Challenges in cooperation:

Although working from home has positive effects, there are also challenges in terms of
collaboration. However, these are not specified in detail.

* Selection method and variety of activities:

The selection of employees for the home office is made by taking into account various
criteria such as area of responsibility, experience, technological affinity and previous
performance. This is intended to provide a differentiated insight into the effects of working
from home.

* Impact on teams and communication culture:

Teams with an already strong communication culture are more likely to adapt to virtual
collaboration, but teams where informal communication is more important need some
adaptation time, which requires targeted training and resources.

* Recommendations for other companies:
Understanding the individual needs and dynamics of teams is considered crucial.

It is recommended to establish clear communication guidelines and provide the
technological equipment and training to ensure effective virtual collaboration.

Flexibility and continuous adaptation are crucial to take advantage of the positive aspects
of working from home.

Mayring's content analysis shows that the manager emphasizes the positive impact of
working from home, especially in terms of flexibility and work-life balance. At the same time,
it highlights challenges and makes clear recommendations to address these challenges,
including taking into account the diversity of activities and the need for targeted training. The
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emphasis on flexibility and continuous adaptation highlights the dynamism that comes with the
introduction of the home office.

According to a Mayring content analysis, the following categories can be identified, which
concern the effects of the home office on collaboration in the company in the interview with
OL-Employe:

. Flexibility:

The OL-Employe emphasizes that the flexibility of working from home is one of the
positive effects. The ability to access digital platforms and collaborate on projects
regardless of location has increased efficiency within the team.

. Lack of personal contact:

A prominent negative effect is the lack of face-to-face contact. Mr. OL-Employe explains
that informal exchange is lacking in team meetings, which can lead to certain aspects being
more complicated than before.

. Challenges with clear communication:

Clear communication is described as a challenge, especially when it comes to complex
topics. This could indicate that virtual communication complicates certain nuances or details.

The OL-Employe suggests holding regular virtual meetings that don't just talk about work. This
aims to promote personal contact and facilitate informal conversations. In order to overcome
the challenges of clear communication, the OL-Employe is increasingly relying on clear written
communication. This could promote transparency and comprehensibility. The recommendation
to use technology that facilitates collaboration suggests that the right tools and platforms can
have a positive impact on collaboration.

5 Discussion

The manager emphasizes the flexibility that working from home allows teams and
highlights the improved work-life balance of employees. This contributes positively to
satisfaction. Teams with already high communication culture adapt more easily, while teams
with more informal office communication need time to adapt. The manager suggests targeted
training and resources for teams in need of adaptation to strengthen collaboration.

The recommendations for companies are to establish clear lines of communication, provide
the technological equipment and drive flexibility and continuous adaptation.

The positive effects of working from home, especially flexibility and improved work-life
balance, have a positive impact on employee satisfaction. The challenges in collaboration are
actively addressed by introducing targeted measures such as training and resources for teams
in need of adaptation. The recommendations emphasize the importance of clear communication
guidelines and continuous adaptation to the virtual work environment.

The flexibility enables faster collaboration by accessing digital platforms and sharing
documents regardless of location. The lack of personal contact leads to challenges. Informal
exchange and clear communication are particularly important. The recommendations for other
OL-Employes in companies are to have regular virtual meetings with informal conversations.
Emphasizing the emphasis on clear written communication and the value of face-to-face contact
and finding ways to maintain it.

The effects of working from home on collaboration in the company, as described by Mr.
OL-Employe, are complex. While flexibility and efficiency gains are positive aspects, the
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importance of face-to-face contact and the need for clear communication is considered critical.
The proposed measures focus on overcoming these challenges and optimising the benefits of
working from home.

6 Conclusions and Recommendations

The effects of working from home on collaboration in the company are manifold. While
some teams have seamlessly transitioned to virtual collaboration, others are struggling with
adaptation difficulties and challenges in the area of informal communication. It turns out that
the successful transition to increased home office requires individual adaptation. Teams with
an already established high communication culture seem to adapt more easily, while other teams
that rely more on informal office communication need some time to adapt. The importance of
targeted measures in the selection of home office employees and targeted training for specific
teams becomes clear.

This makes it possible to respond to different requirements and dynamics in a targeted
manner. Clear communication guidelines, flexibility, and continuous adaptation are critical to
making virtual collaboration effective. The emphasis on written communication and the
creation of spaces for informal exchange are also of great importance. Appropriate
technological equipment and training are basic requirements for successful work in the home
office. Companies should ensure that their employees are familiar with the necessary tools to
ensure smooth virtual operations. Despite the distance, it is important to emphasize personal
contact. Virtual team building activities and regular informal meetings can help maintain social
cohesion and team bonding.

Overall, the results highlight the need for a differentiated approach to the introduction of
home office options. Companies should tailor their strategies to the individual needs of their
teams, addressing both technological and social aspects.

To ensure a successful transition to increased remote working, it is advisable for companies
to consider the following measures:

» Establish clear communication guidelines:

Define clear virtual communication policies to ensure all team members are aware of
preferred channels and times for virtual meetings.

» Provide targeted training and resources:

Provide training to ensure employees are familiar with virtual collaboration tools and
technologies. Provide the necessary resources to ensure a smooth workflow.

* Flexibility and continuous adaptation:

Adopt a flexible attitude that allows you to respond to individual needs and changing
demands. Continuously adapt processes and policies to the evolving work environment.

* Promoting informal exchanges:

Create opportunities for informal conversations and exchange of non-work-related topics to
strengthen social cohesion and team spirit.

* Emphasis on clear written communication:

Prioritize clear and concise written communication to avoid misunderstandings and increase
the efficiency of virtual communication.

» Ensure technological equipment:
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Ensure that all employees have the necessary technological equipment to work effectively
from home. Offer procurement assistance if necessary.

* Maintain personal contact despite distance:

Develop strategies to maintain face-to-face contact, even if it's digital. Incorporate virtual
team building activities to foster team bonding.

These recommendations are designed to help companies overcome the challenges of
increased remote working and create an efficient and positive work environment for their
employees
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Cost-Benefit Analysis of Online-Marketing Measures
for a Naturopathic Practice

Manfred Renner — Peter Markovi¢

Abstract

This article examines the various different online-marketing measures that are available for
naturopathic practices and then presents a cost-benefit analysis of them in order to determine
which is the most effective. The methods that it covers are the use of homepages for the practices
as conduits for marketing, search engine optimisation, email marketing, promotion via social
media, placing listings for the business in online directories, affiliate marketing and holding
online seminars. The results of the analysis indicate that marketing via social media is the most
efficacious online-marketing method for practices providing naturopathic products and/or
services. It is useful on account of the fact that it is capable of getting messages across to
thousands of potential customers, has a relatively high conversion rate and research suggests
that messages about alternative health placed on social networking platforms can be relatively
influential. Subtracting the financial value of the costs it is likely to incur when implemented
throughout the course of a year from the benefits that it is capable of bringing about arrived at
a figure of $64,393.30, suggesting that it is able to generate substantial profits for naturopaths.
Although the cost-benefit analysis is based on ballpark estimates, it appears to nevertheless
highlight the immense potential of this variety of marketing. Other marketing measures to
emerge as highly efficacious include the use of homepages to market practices and holding
online seminars. Following the cost-benefit analysis, a discussion of various ways in which
marketing methods can be compared with one another is presented in order to illustrate why
this type of analysis was selected. A multitude of different frameworks for conducting cost-
benefit analyses are also described and contrasted with one another, which the pros and cons
of each one being discussed. The overall aim is to provide an insight into both which types of
online marketing are most suitable for naturopathic practices and the optimum strategy for
comparing marketing methods.

JEL Classification: 100, M00, M31
Keywords: online-marketing measures, comparison of marketing measures, naturopathic
practice.

1 Introduction

Naturopathic treatments are complementary and traditional forms of medicine and healing
practices. They include but are not limited to hydrotherapy, mind-body medicine techniques,
herbal medicine, acupuncture (Steel et al., 2022) and homeopathy (Cody, 2020, pp. 39-40) and
are used by approximately 5.5 million patients throughout the world each month (Steel et al.,
2022). They contribute an estimated $187 billion each year to the global economy (Global
Wellness Institute, 2021, pp. 19-20).

Plachkinova, Kettering and Chatterjee (2019, pp. 100-101) claim that marketing techniques
that previously had utility for promoting these treatments are becoming inefficacious as
technological changes and the evolution of Internet usage by potential customers is substantially
altering the marketing landscape. They point out that a lack of information is available
regarding online methods for spreading the word about alternative healing-methods
(Plachkinova et al., 2019, p. 101). With this in mind, there is clearly a need for a study that
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sheds additional light upon the various different online avenues that are available for marketing
the naturopathic practices that provide these services.

The precise marketing measures that a company implements can either harm or enhance
its reputation (Whitby, 2023). Research by Corp, Jordan and Croft (2018) suggests that if a
naturopathic practice has an inadequate reputation, it can act as a significant barrier to patients
seeking treatment from it. This means that a dearth of knowledge about which online marketing-
measures are best suited to practices of this nature could potentially result in them losing
customers and consequently missing out on profits. The present study seeks to remedy this
situation.

2 Current State of the Solved Problem
2.1 Online Marketing-Measures for Naturopathic Practices — Homepages

Homepages can act as an effective marketing conduit for healthcare professionals. They
can help to attract both customers and serve as an internal-marketing method for retaining staff
(Handschuh, 2022, p. 67). Schultheiss, Haussler and Lewandowski (2022, p. 4) indicate that
health-related websites’ underlying design can cause visitors to trust in the company. However,
they also highlight the fact that it can also have negative consequences. They point out that
advertorial content on health-related sites can decrease trust levels (Schultheiss et al., 2022, p.
4). Hero (2016, p. 81) notes that sites that contain misspellings and grammatical errors can
erode the degree of trust that a potential patient has in a practice (Hero, 2016, p. 81). These
points suggest that there is a risk of confidence in the firm being lessened due to a homepage
being inadequate in terms of either its layout or the material that is included on it.

Levine (2019, p. 104) claims that opting for an inexpensive homepage-designer can result
in the design process being placed within the hands of somebody who is inexperienced. This
can potentially result in branding mistakes that can result in reputational damage (Levine, 2019,
p. 104). This suggests that effective marketing for naturopaths using their websites can be a
relatively costly endeavour in terms of the financial input that is required. However, the costs
associated with a domain and web hosting are relatively cheap, with Sharma and Agarwal
(2023) indicating that they typically stand at around $15 per annum and $96 per annum
respectively.

There is also a danger that the practice’s site might not get noticed due to the large number
of search results for other similar businesses. Search engine optimisation (SEO) is aimed at
helping sites to bolster their visibility and gain more of a chance of being seen first than their
competitors (Bjelica et al., 2020, p. 205). It is therefore necessary to examine texts that provide
additional information about it and explore it within the context of naturopathic practices. This
will consequently now be done within the following section of this chapter.

2.2 Online Marketing-Measures for Naturopathic Practices — SEO

SEO is the manipulation of a website’s ranking in the results pages of search engines in order
to ensure that it is seen by more people. Sites that rank highly on search engines typically
receive a greater amount of traffic, which subsequently results in a greater number of customers
for the associated business (Terrance, Shrivistava & Kumari, 2018, p. 155). Padma (2023, p.
78) notes that SEO is capable of boosting the traffic to the sites of alternative medical practices.
According to Papagiannis (2020, p. 307), it can double traffic to a company’s site. Nuss (2019,
p. 147) claims that it can assist new patients in locating the websites of health professionals,
which consequently means that they can check these businesses out online and decide whether
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or not they want to use their services. It can therefore be said to raise awareness of them if it is
adequately leveraged.

However, there is also a downside to SEO in that Schultheiss et al. (2022, p. 12) carried
out a study that indicated that people who browse health-related websites tend to believe more
in the expertise of the individuals who are responsible for creating them if the sites have been
subject to lower amounts of SEO. When describing the results, the researchers stated that
“Strikingly, website operators of the non-optimized web pages were exclusively considered to
be positive (competent, reputable)” (Schultheiss et al., 2022, p. 12). With this in mind, it stands
to reason that the perception amongst customers that practitioners are knowledgeable can
actually be harmed by the utilisation of SEO in some instances.

It is also notable that websites for companies within the health industry have a bounce
rate of 55% (Mladenovic, 2023, p. 671), which means that this proportion of visitors do not
click anywhere on the website after landing on it and can be taken as a sign of lack of
engagement (Lalmas, O’Brien & Yom, Tov, 2022, p. 53). This suggests that getting a
substantial number of potential customers to visit a practice’s site might not necessarily result
in them making purchases and suggests that SEO should perhaps not be utilised in the absence
of other marketing methods. In terms of the cost for purchasing SEO services, the findings of
research carried out by Kritzinger and Weideman (2017, p. 6) indicate that it typically costs
$75.71 to gain a new customer via online channels whilst paying an SEO company to optimise
a site. This suggests that this is a relatively expensive marketing measure. However, Weideman
(2017, p. 3) points out that SEO usually gets cheaper as time goes by due to its cumulative
impact, suggesting that this figure is likely to decrease as time goes by.

2.3 Online Marketing-Measures for Naturopathic Practices — Email Marketing

In addition to SEO- and homepage-marketing, it is also possible to make use of email
marketing in order to engage in the promotion of providers of alternative medical services
(Bjelica et al., 2020, p. 205). This type of marketing entails spreading the word about services
and/or products by way of email (Milne, 2021, p. 80). It is relatively inexpensive to implement
(Chhabra, 2022, p. 70-71) and can be utilised in order to catalyse trust and loyalty amongst
customers (Igbigbi, 2021, p. 314). They can bolster sales providing they are written in a
persuasive enough manner and consequently generate additional profits for firms (Thomas,
Chen & lacabucci, 2022, p. 377).

However, on the downside, Altstiel, Grow and Jennings (2019) point out that this form of
marketing leaves companies vulnerable to miscommunications that could potentially harm their
reputations due to the fact that nuances of meaning are often lost when utilising text-based
means of conveying messages. Given the aforementioned importance of reputation to
naturopaths, this could therefore substantially harm their business. Altstiel et al. (2019) also
note that email communication has an “old school” feel to it, meaning that it could give the
impression that a practice is old-fashioned or outdated. Many people also avoid opening emails
from companies on account of concerns regarding phishing scams (Altstiel et al., 2019),
meaning that time might be unduly wasted by targeting individuals who are unlikely to even
see the marketing content that is sent to them. Approximately 1 in every 100 emails sent in
email-marketing campaigns typically results in a sale (Hackley & Hackley, 2022, p. 78;
Hennesy, 2020, p. 207). The aforementioned negative perception of emails is fuelled in part by
the notion that social media is taking over from them and that they now constitute the
technology of yesteryear (Altstiel et al., 2019). It is therefore now necessary to examine the use
of social media for marketing naturopathic practices.
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2.4 Marketing via Social Media

37.5% of those participating in a study in Germany indicated that social-media marketing
constitutes the most efficacious method for promoting alternative medical treatments. This was
the largest percentage for any marketing measure that was included in this research (Youn et
al., 2022). This is suggestive of the fact that it is an extremely powerful marketing method for
practices of this nature. Research suggests that the cost per sale varies from $0.09 to $0.16
depending on the precise nature of the social media and marketing setup (Semeradova &
Weinlich, 2021, p. 681). Social-media campaigns are capable of getting messages across to
thousands of potential customers (Tchelidze & Gabelaia, 2020, p. 99) and have an average
conversion-rate of 4% (Smith & Zook, 2019, p. 123).

Although this study focussed on public perception as opposed to the actual effectiveness
of marketing via social media, there is also direct evidence that it has a high degree of efficacy
associated with it when it comes to promoting naturopaths. Research carried out by Gierth and
Bromme (2020, pp. 234-243) found that people online tend to agree with the top comments
about homeopathy that are made on social-media sites. This highlights social media’s utility for
promoting specific treatments and suggests that the same is true within the context of
naturopathic practices.

As can be seen in Figure 1 (below), a substantial proportion of online consumers in Europe
look for health-related information on social media (Katsanis, 2016, pp. 18-19). This further
supports the effectiveness of social-networking platforms as a conduit for spreading the word
about naturopaths. It indicates that there are large numbers of individuals actively searching for
knowledge about treatments that they are thinking of having on these sites.

Figure 1: Proportion of Online Consumers in Europe Seeking Health-Related Information from

Social Media
Did not seek health-related Sought health-related
information from social information from social media
media within the last year within the last year

Source: Katsanis (2019, p. 19).
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In terms of financial cost, social-media marketing is relatively inexpensive to implement
in comparison to other marketing measures. It also enables larger quantities of content to be put
across than other promotional channels and allows it to be communicated in a manner that is
easily understandable (Arsath, 2018, pp. 153-154). On the other hand, when health-related
material is posted on social-media pages, other users can respond, creating a risk of them
conveying misleading information that could potentially harm somebody’s health (Bjelica et al,
2020, p. 208). If this occurred on a naturopathic practice’s social-media page, it could
potentially result in reputational damage.

There is also a danger that negative feedback will be provided social media in response to
marketing attempts being made using this medium (Arsath, 2018, p. 156), which could also
inflict harm upon a company’s reputation. Furthermore, this type of marketing can take a
substantial amount of time to carry out (Arsath, 2018, p. 155). Arsath (2018, p. 155) warns that
this results in some companies finding it hard to dedicate enough time to it.

2.5 Listings in Online Directories

Some naturopathic practices also promote themselves by placing listings for their
companies in online directories. Practices can appear in close proximity to lists of websites that
provide information regarding alternative medical treatments, meaning that those browsing the
directory potentially come across them while seeking knowledge about possible treatment
options (Wood & Brazin, 2020). Listings can be put in local directories so that those within the
immediate area see them (Katiyar, Bhujade & Ghour, 2019, p. 41).

Online directories are advantageous in that it is usually free to list businesses in them
(Katiyar et al., 2019, p. 41). However, some that enable those listed in them to rank highly in
search engine results require a fee to be paid for listings (Williams, 2021). It is also notable that
these directories sometimes have relatively arbitrary algorithms for determining the order of
entries (Ackermann & Hartman, 2014, p. 121), which creates the risk of practices remaining in
low positions where it is unlikely that they will be noticed.

2.6 Partnership Marketing/Affiliate Marketing

Partnership marketing is another promotional avenue that is deployed for the purpose of
gaining new customers for naturopaths (Baverstock & Bowen, 2019). Also known as affiliate
marketing, it involves third parties being paid a proportion of the sales revenue that they help
to generate by directing customers to products and/or services (Mangio & Di Domenico, 2022,
p. 765). The fact that costs are only incurred when sales are completed makes this type of
marketing relatively efficient in terms of the costs that are involved (Narang & Trivedi, 2017,
p. 13). It is also advantageous in that affiliates are frequently more responsive to changes that
take place within a marketplace than in-house marketers (Chaffey & Ellis-Chadwick, 2019).

A review of literature related to various affiliate marketers reveals that the commission that
they get ranges from 3% to in excess of 20% (Bladow, 2018, p. 1132; Rensmann, 2012, p. 5;
Singh, 2017, p. 3). Based on this, it can be estimated that the average commission might fall at
approximately 11%. This type of marketing is responsible for an average of 30% of the income
of the firms that make use of it (Syrdal et al., 2023).

However, Chaffey and Ellis-Chadwick (2019) claim that there is a danger that partners
might market a firm in a way that could potentially harm its reputation, which could be
particularly deleterious within the context of naturopathic practices given that the importance
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of their reputation has already previously been noted. It can also take a considerable amount of
time to forge the requisite relationships with affiliates (Chaffey & Ellis-Chadwick, 2019).

2.7 Online Seminars

Also known as “webinars”, online seminars can be leveraged by alternative medical
practitioners in order to market themselves (Barker et al., 2012, p. 116; Lavorgna, 2021). They
are web-based conferences or meetings in which information is provided to an audience and
those listening are provided with the opportunity to interact with the speaker (Hall, 2023, p.
306). They enable practitioners to describe their motivations for administering treatments,
promote themselves and seek to generate earnings from merchandise. Naturopathic learning-
experiences can also be promoted via these seminars (Lavorgna, 2021).

The fact that webinars are interactive means that they can facilitate the gathering of useful
information about prospective customers. They allow for questions to be put to the audience
that can potentially lead to insights being revealed that can be utilised in other marketing
measures (Barker et al., 2012, p. 116). In addition to this, these seminars can also be useful for
retaining existing customers and keeping them informed about new products and services (Hall,
2023, p. 306).

Another advantage of online seminars is that the audience does not have to engage in
physical travel to the location they are being provided from, which means that there is a lower
barrier to attendance than there is for other types of seminar. This can result in substantial
audiences being drawn, maximising the number of potential clients that are in attendance
(Barker et al., 2012, p. 116). Webinars are also relatively inexpensive to implement (Ajayi et
al., 2021, p. 222). However, there are some negative sides to them as well. Live recordings of
them are usually made (Ajayi et al., 2021, p. 222), which means that if the speaker says
something that he or she should not have said, it could potentially be widely disseminated,
causing reputational damage to the practice. It is also possible for technical issues to manifest
and harm the quality of the seminars (Wasim & Mitchell, 2022, p. 29), which could result in
them being a less efficacious promotional-tool. Further to these points, the audience is typically
more susceptible to distractions when a seminar is being held remotely than when they are
actually physically present at an event (Dev et al., 2022, p. 206), which could also detract from
their marketing potential.

Now that the various different online methods for marketing naturopathic practices have
been described and their strengths and weaknesses have been discussed, it is necessary to
compare them to one another. This will be done by way of a cost-benefit analysis, which has
been identified as a means of weighing up the pros and cons of one marketing measure against
those of another (Allom et al., 2016). This will lay the foundation for the determination of the
most effective measure within the context of naturopathic practices. It will therefore be done
throughout the course of the subsequent subchapter.

3 Research Question and Methodology
This research seeks to shed light upon the following research question:
What is the most effective online-marketing measure for naturopathic practices?

In order to address it, these sub-questions also need to be addressed:

1. What online-marketing measures are available for naturopathic practices?
2. What are the costs associated with each of these measures?
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3. What are the benefits associated with them?
4. How do the benefits for each marketing-method measure up against the costs?

The first of these questions will be answered by way of a literature review focussed on
identifying marketing measures that can be utilised within the context of naturopathic practices.
This will therefore now be done throughout the course of the subsequent chapter.

3.1 Methods of Comparison for Marketing Measures

There are a number of different means of comparing the efficaciousness of different
marketing measures. Mayar and Ramsey (2011) state that incrementality testing can provide an
indication of which marketing method is the most effective. Zhu et al. (2023, p. 20) highlight
the utility of sentiment analysis for comparing different marketing measures. Allom et al.
(2016) and Solcansky, Sychrova and Milichovsky (2011, pp. 1323-1324) claim that cost-benefit
analyses and return on investment (ROI) respectively can also be used for this purpose. Barakat
and Dalziel (2016, p. 22) indicate that social ROI can provide an indication of the effectiveness
of online marketing-methods. The first part of this chapter therefore focuses on these methods
for comparing different ways of marketing practices, dedicating a subchapter to each one.

3.1.1 Incrementality Testing

Incrementality testing entails measuring the incremental value of a marketing measure by
taking steps to gauge the causal impact that a specific amount of spending on that method has
upon a target metric. It frequently entails A/B testing, which consists of experiments in which
the effect of the measure on the metric for a group that are subject to the marketing method is
compared to its influence on a group that are not exposed to the method (Barajas & Bhamidipati,
2021, p. 1). It can also be used to compare the outcome of one method to another (Gallo, 2017).
This provides a systematic approach for comparing different marketing measures.

Given that intangible aspects such as reputation have been identified as being important to
naturopaths, it is arguable that this form of testing has limited utility within the context of
naturopathic practices, as these elements would be difficult to quantitatively measure using this
empirical basis. Furthermore, Fryrear (2020) notes that tests of this nature can be difficult to
implement. It can also fail to take into account the full complexity of the impact of the measures
it focusses upon (Bojinov, Saint-Jacques & Martin Tingley, 2020). For this reason, it was not
utilised for comparing marketing methods within the present study.

3.1.2 Sentiment Analysis

Sentiment analysis can be utilised for measuring the effectiveness of different marketing
measures (Denga, 2023, p. 138). This term refers to processing and analysing public emotions,
opinions and behaviours towards specific phenomena and is often carried out using big data
available via social media and other online sources (Liaqat et al., 2022). It can be used to see
the impact that specific marketing activities have upon companies’ reputations (Mohbey,
Bakariya & Kalal, 2022, p. 1444).

Given that reputation has been linked to a host of other attributes that businesses seek to
foster including customer loyalty (Dziminska, Fijalkowska & Sulkowski, 2019, p. 204),
profitability (Wan, 2022, p. 29) and customer trust (Keh & Xie, 2009, p. 732), this type of
analysis could feasibly provide some indication of the overall effectiveness of different
marketing measures and consequently facilitate their comparison. However, it is arguable that
solely focussing on a single characteristic is relatively reductionist. It is also notable that
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sentiment analyses have been criticised for being poor at detecting complex nuances within text
(Kumar & Garg, 2019, p. 418), which could lead to false conclusions being drawn. A sentiment
analysis was therefore not utilised within the present research.

3.1.3 ROI

Krizanova et al. (2020, p. 37) claim that ROI constitutes the most appropriate basis for
gauging the effectiveness of marketing measures. It is the difference between the cost of the
promotional endeavour and additional money earned as a result of it (Krizanova et al., 2020, p.
37). However, Stewart (2019, p. 74) points out that financial measures of marketing success
fail to take into account shorter-term outcomes that later lead to fiscal rewards, for example
interest in the product of service that is being offered. This could lead to erroneous conclusions
if too short a period is focussed upon for the profits generated by the marketing methods to be
realised.

Furthermore, Kotler et al. (2019) state that entirely financial metrics for attempting to
quantify the effects of marketing measures have “proved inadequate for justifying marketing
investments” and that it has been acknowledged since the 1990s that “intangible... assets are
the drivers of value”. This suggests that focussing entirely upon fiscal outcomes ignores the full
complexity of the desired aims of marketing. Calculating the ROI of the aforementioned
marketing methods therefore did not appear to constitute an appropriate means of facilitating
their comparison.

3.1.4 Social ROI

Social ROl is an offshoot of ROI that was created to provide a measure of the effectiveness
of online marketing-methods involving user engagement. It involves taking into account the
growth rate for the size of the audience that receives the marketing message, the rate at which
potential customers engage with the content and the number of visits (Barakat & Dalziel, 2016,
p. 22-23). Adidam (2020, p. 128) highlights the utility of this tool as a means of gauging the
efficacy of online-marketing efforts. However, he also points out that it fails to take into account
some marketing-performance metrics (Adidam, 2020, p. 128).

Vatsa (2022, p. 52) claims that the characteristics that are composited to create social ROI
are not necessarily truly valuable to firms unless they are tied to the company’s overall
objectives. This suggests that it might not provide a holistic view of a marketing method’s
efficaciousness. Barakat and Dalziel (2016, p. 22) also points out that there are concerns
regarding the reliability of the construct. They also highlight the fact that there are ambiguities
regarding the precise manner in which it should be measured and that it can be time consuming
and complicated to calculate (Barakat & Dalziel, 2016, p. 22).

4 Research Results
Cost-Benefit Analysis

Table 1 (below) shows the costs and benefits associated with the aforementioned online
marketing-measures and a quantification of the scale of each one in terms of dollar value. Cost-
benefit analyses entail assigning a financial value to intangible costs and benefits (Clemons &
McBeth, 2016, p. 82) so this has been done for the impacts of marketing methods. The costs
and benefits have been estimated over the period of a year.
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Table 1: Cost-Benefit Analysis of Online Marketing-Measures for Naturopathic Practices

Marketing Costs Value Benefits Value Net Value
Measure (US. 9) (US.9) (US.9)
Homepage Website design 500 | Attraction of 12,000 | 60,245.06
customers
Copywriting 150 | Staff retention 49,006.06
Domain 15
Hosting 96
Total 761 | Total 61,006.06
SEO Payment to SEO 16,325.09 | Increase in sales 21,562.67 3,081.31
provider
Negative impact on the 2,156.27
perceived expertise of
the practitioner
Total 18,481.36
Email marketing | Copywriting 600 | Increase in sales 6,000 6,241.75
Risk of reputational 2,058.25 | Increase in 1,500
damage due to customers’ brand-
miscommunication loyalty
Damage to image due to 100 | Increase in trust 1,500
perception of email as an amongst customers
outdated marketing
method
Total 2,758.25 | Total 9,000
Marketing via Cost of implementing 115.20 | Increase in sales 96,000 | 64,393.30
social media campaign
Risk of reputational 2,058.25
damage due to negative
feedback
Risk of reputational 2,058.25
damage due to
misleading responses
Time required to 27,375
implement it
Total 31,606.70
Listings in online | N/A Increase in sales 1,200 1,200
directories
Affiliate Commission for affiliate 1,764.22 | Increase in sales 58,807.272 5,978.742
marketing Risk of reputational 2,058.25
damage due to conduct
of affiliate
Time required to forge 49,006.06
relationship with affiliate
Total 52,828.53
Online seminars Cost of implementing 300 | Information about 3,600 8,441.75
webinar customers that can
be utilised for
marketing purposes
Risk of reputational 2,058.25 | Retaining existing 3,600
damage due to content of customers
webinars Informing existing 3,600
customers about
new products
and/or services
Total 2,358.25 10,800

Source: own presentation

47




Ekonomika a manazment, Vedecky ¢asopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
rocnik XX., €islo 2, rok 2023, ISSN 2454-1028

It is now necessary to explain the basis for determining the financial values of these costs
and benefits. With regards to homepages, given that it has been established that a low-quality
site design and spelling and/or grammatical mistakes can lead to detrimental consequences, the
price of high-quality website-design and content-creation have been included as costs. Ferreira
and Antunes (2016, p. 411) indicate that an adequate-quality, simple yet professional website-
design costs a minimum of $2,500. Assuming that a high-quality design costs roughly twice
this amount, the figure of $5,000 can be arrived at. Copywriters are typically paid between $40
and $50 per hour (Finley, 2019, p. 191). Assuming that the upper end of this range is for high-
quality copywriters and that it takes around 3 hours to create the content for a homepage. This
means that content that is free of grammar and spelling errors is likely to cost approximately
$150.

Assuming that each patient spends at least $100 on a treatment and purchases an average
of around two treatments and that a naturopathic practice’s homepage results in a minimum of
at least 5 new patients using its services each month, homepages can be estimated to result in
$12,000 in additional profits. It is notable that this figure is a ballpark estimate, as there are no
reliable figures about how much the average customer of a naturopath actually spends or how
much custom homepages actually help to secure. With regards to the calculation of the benefit
of homepages in terms of catalysing employee retention via internal marketing, Valentina
(2014, p. 84) notes that recruitment agencies typically charge at least a fifth of an employee’s
annual wage for replacing a staff member. This can therefore be taken as the cost of replacing
a single worker. For the purpose of this analysis, it will be assumed that one employee per year
is retained due to the impact of the homepage. It can therefore be estimated that a naturopath’s
homepage saves it $49,006.06 per annum, given that this is the average yearly salary in
Germany (McEvoy, 2023), the country the author of this paper hails from. There are no publicly
available statistics regarding the average salary of workers in naturopathic practices so this is
used as a proxy to provide a rough approximation.

With respect to the figures for SEO, assuming that a naturopathic practice earns at least
four times the yearly wage for one naturopath, as this would be needed to sustain three
employees and earn a significant profit on top, and taking the average yearly German wage as
being roughly representative of the average naturopath’s salary, it can be deduced that practices
make approximately $196,024.24 per year. Using the previous estimation of a customer’s spend
per treatment, this suggests that a practice makes approximately 1,960.2424 sales per year.
Given that it has been established that it costs $75.71 to gain a new customer via online channels
whilst paying an SEO company to optimise a site, it can be estimated that the cost involved in
doubling this figure would be $148,409.95. As previously stated, SEO can double traffic.
However, this would only be likely to affect sales to those who have visited the website. If this
is estimated to be 20% of sales and the 55% bounce rate is taken into consideration, the cost
involved in facilitating the sales increase brought about by SEO is $16,325.09. Furthermore,
this increase would generate an additional $21,562.67 for the business. Given that expertise is
arguably extremely important to naturopaths, the deleterious impact that large amounts of SEO
can have upon the perceived expertise of practitioners can be said to cause reputational damage
that is roughly equivalent to at least a tenth of the value that it creates for a firm, arriving at a
figure of $2,156.27.

With regards to email marketing, assuming that a practice has a list of 500 email addresses
to contact and that emails are sent out once a month, at a conversion rate of 1% that would be
likely to result in 60 sales, generating earnings of approximately $6,000. Its effect on customers’
brand loyalty and trust respectively can be estimated to be worth at least quarter of this amount,
given the importance of these aspects within the context of naturopathic practices. It would be
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likely to take around an hour to write a persuasive email, meaning that the cost of copywriting
for a year’s worth of emails would come to approximately $600.

In terms of reputational risk, it could be argued that there is a small but tangible risk of it
occurring due to the content of the emails, standing at around 3%. Eccles, Newquist & Schatz
(2007) note that at least 70% of a company’s value is derived from intangible assets such as
reputation. If 50% of his figure is assumed to stem from reputation and the proportion arrived
at is applied to the previous estimate for a year’s income for a naturopathic practice, this means
that a scandal could cost a practice $68,608.484. Taking 3% of this figure to account for the
probability of it occurring arrives at $2,058.25. The fact that the perception of email as
somewhat outdated could cause the practice to be viewed as old-fashioned appears to be
unlikely to deter many customers given that the reputation of a naturopathic practice is not
inherently tied to the idea of it as being particularly modern. An old-fashioned image can
therefore be said to be likely to put off approximately one customer per year from purchasing
a treatment, meaning that the cost associated with email helping to forge such an image can be
taken as $100.

With regards to marketing via social media, Tchelidze and Gabelaia’s (2020, p. 99)
statement that it is capable of getting messages across to thousands of potential customers can
be used as the basis for an estimate that a campaign can reach 2,000 people. When taking into
account social-media marketing’s average conversion rate, assuming a campaign is
implemented once a month and using the mid-point of the aforementioned range of costs per
sale typically associated with this type of marketing to provide an estimate of costs, this
suggests that social-media marketing is likely to be responsible for the generation of $96,000
in sales each year at a cost of $115.20. The reputational risk associated with both the possibility
of negative feedback and misleading comments respectively being left in response to social-
media-marketing messages can be taken as being valued at the same as that which relates to
reputational risk manifesting due to the content of the emails in email marketing. With respect
to the time expended on social media marketing, a study of social-media-marketing strategies
conducted by Chan and Kumar (2017, p. 393) revealed that companies spent between one and
four hours on it each day. Taking the mid-point between these two figures as representative of
the requisite time required and assuming that staff would require paying at roughly the same
rate as copywriters for their time, this translates as the expenditure of approximately $27,375.

In terms of listings in online directories, the risk of arbitrary algorithms affecting their
effectiveness and the fact that no literature specifically indicated that they constitute a
particularly efficacious marketing measure means that they can be estimated to generate around
a sale per month. The costs will be taken as being zero seeing as there is no charge for inclusion
in most of these lists. With regards to affiliate marketing, given that they are said to be
responsible for an average of 30% of the income of the firms that utilise them and taking into
consideration the aforementioned estimate of the annual earnings of naturopathic practices, they
can be said to generate approximately $58,807.272 per year. Based on a rate of 3% commission,
this means that $1,764.22 of this is paid to the affiliates. The risk of reputational damage
stemming from the behaviour of affiliates when promoting a practice can be estimated as being
roughly the same as that which relates to reputational risk manifesting due to the content of the
emails in email marketing. It can be estimated that a similar amount of time needs to be taken
developing relationships with affiliates as would be required to recruit new staff members,
meaning that the aforementioned cost of recruiting an employee can be taken as being roughly
the same as that which is associated with forging the necessary connections with marketing
partners.
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With regards to webinars, it is likely that a naturopath might participate in one every three
months. This may help to retain around 3 customers per month, accounting for the risk of lost
effectiveness due to technical issues and audiences becoming distracted. Taking into account
the aforementioned estimate regarding the yearly spend of a customer, this translates into a
value of $3,600. The opportunity for informing them about new products and/or services during
these sessions could potentially be worth a similar amount, as could the marketing information
about prospective customers that is revealed. Assuming that a webinar lasts an hour and the
time of a naturopath is worth around $50 per hour, the cost involved in holding all of these
seminars can be taken as $300. The risk of reputational damage being inflicted due to the
proliferation of content from seminars is estimated to be roughly the same as that which is
associated with forging the necessary connections with marketing partners.

As can be seen in Table 1, the results of the analysis suggest that marketing via social media
is the most effective online-marketing measure for naturopathic practices. However, it is
necessary to remain cognisant of the fact that the assigned values are ballpark estimates and the
precise efficacy of each measure is likely to vary according to the characteristics of the
individual practice. Nevertheless, they provide some indication of the pros, cons and overall
usefulness of each of the marketing methods covered in this article.

It is now necessary to outline the various means of comparing marketing measures that can
be used, as cost-benefit analyses are merely one. This will demonstrate why this type of analysis
was selected for the present study. The various ways in which cost-benefit analyses can be
carried out will also be discussed.

A cost-benefit analysis is a system for assigning fiscal values to the gains and losses
associated with something and then subsequently using them as the basis for determining its
value by examining the net benefit or net cost. This is done by looking at the difference between
the value for the losses and gains (Jiang & Marggraf, 2021). This variety of analysis was
initially created during the 1930s for the purpose of working out the consequences of
investments in flood-management measures and water infrastructure. However, it has since
been utilised to achieve a multitude of different ends (Denhardt, Grothmann & Wagner, 2022,
p. 53), one of which is the evaluation of which marketing methods have the highest degree of
effectiveness associated with them (Allom et al., 2016).

Cost-benefit analyses are advantageous in that they can facilitate the effective comparison
of substantially different options (Glewwe & Todd, 2022). That makes them suitable for the
aforementioned marketing methods given the high degree of heterogeneity between them.
Furthermore, the outcome is easily understandable (Boardman et al., 2018, p. 361) and entails
adhering to a relatively objective, systematic and rigorous methodology (Guerriero, 2019, p.
xxvii; Sunstein, 2021, p. 210), which is liable to reduce the degree to which biases on the part
of the individual who is carrying it out are likely to affect the results.

In addition to these points, Rebolledo (2020, pp. 11-12) indicates that there is a great deal
of guidance available regarding how best to carry out cost-benefit analyses, suggesting that
there are standards and best practices in existence that are capable of removing ambiguities and
mitigating uncertainties on the part of those responsible for implementing the analyses. She also
expresses the view that elements of the analyses are relatively easy to conduct, for example
attributing values to the costs (Rebolledo, 2020, p. 11). Koopmans and Mouter (2020, p. 22)
highlight the methodological rigour of cost-benefit analyses and Sunstein (2021, p. 209) states
that they help to reduce subjectivity, biased opinions and reliance on intuition when making
decisions. This method was therefore used in this study to assess which of the online marketing-
measures for naturopathic practices could be considered to be the most effective. A more
detailed insight into how to perform such an analysis is consequently necessary.
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There are a number of different ways in which cost-benefit analyses can be conducted, each
one with its own unique set of strengths and weaknesses (Ward, 2019, p. 3). For the purposes
of this article, a relatively straightforward methodology outlined by Stobierski (2019) was
utilised. The first stage entails establishing an analytical framework (Stobierski, 2019).
Stobierski (2019) notes that this involves the identification of the objective. In this case, it was
to determine which online-marketing measure is most effective for naturopathic practices. This
stage also entails deciding on a common currency to express the costs and benefits in
(Stobierski, 2019). Stobierski (2019) states that the U.S. dollar is frequently chosen, hence its
selection for the analysis in this article.

The second stage consists of identifying the benefits and costs. Some of them are tangible
and others are intangible but nevertheless require monetary values assigning to them. In the
third stage, financial figures are attributed to both varieties of cost and benefit. Finally, the total
figures for benefits and costs are tallied up (Stobierski, 2019).

Whilst this provides a rigorous, systematic framework for conducting a cost-benefit
analysis, it is also necessary to outline other systems for doing so. Ahuja (2019, p. 1326) put
forward the four steps shown in Figure 2 (below). As can be seen, the first of these stages is to
make a decision regarding whether or not this variety of analysis is actually suitable for the
given scenario. Crabbe and Leroy (2012, p. 102) indicate that two criteria need to be satisfied
for cost-benefit analyses to be deemed appropriate. The first of these is the possibility of
expressing the benefits and costs associated with the course of action in question in fiscal terms.
According to them, certain intangible characteristics simply cannot be summed up in purely
monetary terms (Crabbe & Leroy, 2021, p. 102). It is notable that this perspective appears to be
at odds with Stobierski’s (2019) framework, which entails applying financial values
irrespective of the nature of the impact of the activity.

Figure 2: Steps involved in Ahuja’s Framework for Carrying Out a Cost-Benefit Analysis

Deciding whether or not a CBA is
Step 1 appropriate for the scenario

:

Step 2 Identification and quantification
of all costs and benefits (direct
and indirect)

I

Finding present value of all costs
Step 3 and benefits via the use of a social
discount rate

Step 4 Deciding whether or not to
implement the course of action

Source: Ahuja (2019, p. 1326)
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5 Discussion and Conclusion

There are debates amongst academics about the strengths and weaknesses of including
intangible factors in cost-benefit analyses. Kransdorff (2017) claims that it adds a high degree
of subjectivity to the process, whereas Ciriacy-Wantrup (2019) states that it is advantageous in
that the act of quantifying aspects that are not easily numerically expressed stimulates the
uncovering of additional knowledge about these elements. Irrespective of which side is taken,
it is arguable that a cost-benefit analysis is not truly holistic unless it takes into account the full
range of costs and benefits associated with the subject of study.

The next criteria for determining the appropriateness of a cost-benefit analysis that
Crabbe and Leroy (2012, p. 102) put forward is that the requite data needs to be available. Once
it has been established that these two requirements have been satisfied, the second step of
Ahuja’s (2019, p. 1326) framework for conducting a cost-benefit analysis can be implemented.
This involves identifying the benefits and costs and quantifying them. Both the costs and
benefits that directly stem from the activity in question and those indirectly resulting from it
should be taken into consideration (Ahuja, 2019, p. 1326).

Following this, the social discount should be applied (Ahuja, 2019, p. 1326). This entails
ensuring that a lower degree of value is assigned to costs and benefits that occur in the distant
future and that temporally closer consequences are viewed as being more valuable and
significant (Watkiss, Ventura & Poulain, 2019, p. 25). The Ramsey Rule is amongst the most
frequently utilised approaches to calculating the social-discount rate. The formula for it is as
follows: SRTP =p + e * g. Here g is the consumption per capita’s rate of growth, e is elasticity
of marginal utility of consumption and p represents the utility discount rate (Kazlauskiene,
2015, pp. 462-463).

There are pros and cons in using a social discount rate in a cost-benefit analysis. Some
claim that their prioritisation of the immediate future hinders long-term progression and that
they are based on subjective assessments of which period consequences are most important in.
Others believe that it is necessary to account for the dominant time preferences (Papageorgiou
& Ness, 2021). The final stage identified by Ahuja, (2019, p. 1326) in his framework is to
decide whether to implement the measure based on the results. In this case, this step consisted
of choosing which marketing method is the most advantageous and consequently most worthy
of putting into practice. The decision is based upon the balance between the benefits and the
costs and the degree to which the former outweighs the latter (Crabbe & Leroy, 2012, p. 102).

As can be seen, the two cost-benefit analysis systems that have been discussed so far
both have pros and cons associated with them. Another framework has also been put forward
by Boardman et al. (2018, p. 5) that includes steps that are not included in either of these
methods and arguably has a different set of strengths and weaknesses yet again. The first stage
in this system involves defining the purpose behind the analysis. This is similar to Stobierski’s
(2019) step of determining the objective. Step 2 entails specifying the different alternative
measures or activities that the analysis related to. The next step after this is to decide the party
or parties that the costs and benefits relate to (Boardman et al., 2018, p. 5). In the case of
naturopathic practices, this would be the practices in general as opposed to any one specific
practice.

Following this, step 4 involves identifying the costs and benefits and metrics that will
be utilised in order to quantify them. The fifth stage then consists of quantifying them. The
figures for each metric are then converted into financial terms in the sixth step and then in step
7, the social-discount rate is applied. The eighth stage entails subtracting the costs from the
benefits to obtain a net figure for each measure. Following this, step 9 involves conducting a
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sensitivity analysis (Boardman et al., 2018, p. 5). This is aimed at ascertaining the extent to
which the precise methods that were selected impacted upon the outcome of the analysis. It
involves deploying various different alternative methods to see what effect this has (Bonner,
2022).

It could be argued that the inclusion of a sensitivity analysis in this framework
safeguards against a specific mythological choice unduly influencing the outcome. However,
Saltelli et al. (2019, p. 29) notes that efforts to do this are hampered by a deficit of established
best practices and standards for implementing these analyses. This means that it is debatable
whether the inclusion of this stage can be considered to be truly worthwhile. The final stage put
forward by Boardman et al. (2015, p. 5) comprises of making a recommendation for action
based on the results. With regards to an analysis of online marketing measures for naturopathic
practices, it is likely that it would be recommended that the measure that emerged as the most
effective was implemented.

Sjostrand et al. (2019) outlines a similar process for carrying out a cost-benefit analysis
but with one key difference: the inclusion of a distributional analysis as the penultimate step.
This is aimed at ascertaining the degree to which the costs and benefits manifest for different
populations (Australian Government Department of the Prime Minister and Cabinet Office of
Impact Analysis, 2023, p. 2). Within the context of naturopathic practices, it could determine if
they are applicable to some types of practice more so than others. It entails carefully considering
the degree to which different populations are affected by each cost and benefit and also seeking
to determine the degree of uncertainty regarding precisely which groups they disproportionately
relate to (Australian Government Department of the Prime Minister and Cabinet Office of
Impact Analysis, 2023, p. 4). However, it is arguable that in the case of marketing measures, a
more generalised sense of what works and what does not is required that does not focus on
specific types of naturopathic practice.

In conclusion, it is clear that there are a multiplicity of ways in which cost-benefit analyses
can be carried out, each with strengths and weaknesses associated with them. The method put
forward by Stobierski (2019) was utilised in the present article. It provided a rigorous,
systematic basis for determining which online marketing measures are the most effective for
naturopathic practices, leading to the determination that marketing via social media is the most
efficacious measure. This suggests that naturopaths can gain a significant advantage by
focussing upon this type of marketing.
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Contributions are accepted by the editors of the scientific journal Ekonomika a manazment and
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the editors. The basic requirement is the originality of the paper.

The Editorial Board recommends to the authors that the length of scientific contributions should
not exceed 30 standard pages, contributions to the discussion, reviews and consultations 10
pages, reviews and information 3 pages.

Submission of a Contribution to the Editorial Board does not give the author a legal right to its
publication.

The following are the conditions for publication:

= a positive opinion of the editorial board and an independent reviewer appointed by the
editorial board
= signing of the Licence Agreement for the Contribution.

The author is responsible for the legal and factual correctness of the Contribution and agrees to
formal editing by the editorial board.

All Contributions received by the journal editors are anonymously peer-reviewed. Copyright is
exercised by the publisher in accordance with applicable copyright law. The use of all or part
of the published texts, reproduction and dissemination by any means (mechanical or electronic)
without the express permission of the publisher is prohibited.

The authors are responsible for the textual, linguistic and graphic editing of the individual
contributions.

We do not pay royalties to authors of contributions.
Only after editing will the paper be peer-reviewed.
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Project overview

Futurepreneurs and SMEs for a sustainable Central Europe | Certification Scheme

Futurepreneurs are professionals that are driven by purpose and impact. They take on societal challenges and climate change with an
entrepreneurial mindset and want to improve our lives. The GREENPACT project sets up partnerships between companies and
futurepreneurs. The aim is to develop a certification scheme for a new generation of impact-driven top executives. To this end, the project
develops joint action plans, pilot actions and a self-assessment tool,
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Project overview

Virtual Reality Education and Training Solutions for Medicine Sector
Medical interventions are increasingly digitalised but training of health care staff is still lagging behind. The VReduMED project helps to untap
the potential of virtual and augmented reality for their education. The partnership develops a roadmap for virtual reality training products

and services and will publish a handbook on the integration of virtual reality into health care education. They also set up three regional virtual
reality labs to test different virtual reality use cases.
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