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EDITORIAL: DIGITALIZATION & ARTIFICIAL INTELLIGENCE: CATALYST OR

BARRIER TO INNOVATION?

The eighth edition of ICIEMC took place on June 27 and June 28, 2024, in virtual format, and it

was dedicated to digitalization & artificial intelligence, as catalyst or barrier to innovation.

In the context of the big changes we have been witnessing due to ChatGPT (and not only), the
pivotal question that arises is: [s the seemingly unavoidable path towards digitalization in all
kind of organizations, combined with the potential use of artificial intelligence for the most

diverse roles, a catalyst or a barrier to innovation?
“Time will tell”, as the saying goes. But what says the science?

We know from recent studies (e.g. Luo, 2022), we know that innovation processes are
increasingly becoming data-driven, due to higher access to data, machine learning progress and
artificial intelligence, which act as catalysts for innovation, and that employees tend to react

positively to the implementation of these tools (e.g Wu, Zhu, & Zhao, 2022).

However, as Rupeika-Apoga & Petrovska (2022) nicely point out, this is a rather challenging
process for smaller companies, which face a shortage of qualified human resources to duly

leverage the potential of this new digital revolution.

Taking into account these two perspectives over the theme, as well as others that may be found
useful, we invited participants to explore how digitalization and artificial intelligence could

shape the future of innovation.

In the following pages, you may find the submissions presented at ICIEMC 2024. They are

ordered alphabetically, using the surname of the first author.

A special track linked to an European Project, called VirtuEU, was also held at ICIEMC 2024. The
six papers presented within that track were managed by our colleague Manuel Au-Yong-Oliveira,
Project coordinator and Special track editor. These papers are presented at the end of these

proceedings, also ordered alphabetically, using the surname of the first author.

Irina Saur-Amaral, Sandra Filipe & Teresa Aragonez (ICIEMC 2024 Conference Chairs)



TABLE OF CONTENTS - REGULAR PROCEEDINGS

Author(s)

Afonso, A. C. R, Pereira, A. R.
G., Bonifacio, D. M. C. T,,
Moreira, J. R, Macedo, M., &
Au-Yong-Oliveira, M.

Arantes, L.

Capote, C., Oliveira, C., Grilo, L.,
Esteves, M., & Au-Yong-
Oliveira, M.

Costa, B., Arbues, D., Hanjam,
G., Silva, |., Ribeiro, J.,
Comodin, S., & Au-Yong-
Oliveira, M.

Igreja, C, Rivas, ]. M. C. &
Sousa; B.

Marcos, A, F. & Roque, L. B.

Matos, A., Machado, C., Lopes,
C., Almeida, I, Correia, L. & Au-
Yong-Oliveira, M.

Moldoveanu, D., Saur-Amaral,
I., & Vieira, C.

Monteiro, L., & Filipe, S.

Novo, E,, S.

Oliveira, L., & Santos, S.

Ribau, C., & Moreira, A.

Saur-Amaral, L., & Aragonez, T.

Serra, A. M., & Sousa, B.

Paper Title

Meritocracia no Ensino Superior em Portugal

Understanding Al's Role in Shaping Consumer
Choices

Nepotismo e preferéncia pelo legado em empresas
familiares portuguesas: O que prevalece: Mérito ou
Relacoes?

Challenges and Opportunities of Artificial
Intelligence Regarding Rapid Technological Change

Personal Brand, canais digitais e relacionamento
pela confianga: estudo a marcas com longevidade
em regides transfronteiricas

Determinantes e Consequéncias do Amor a Marca
de Clubes de Futebol

Estratégia Competitiva das Startups: Caso de
Estudo da AppGeneration

Social Impact Measurement & Balanced Scorecard:
A Review of Design, Effectiveness and Limits

Construgdo de relacionamentos duradouros e
personalizados com os clientes: o impacto
estratégico do CRM Salesforce e do Marketing Cloud

Leveraging Artificial Intelligence Technologies for
Digital Transformation in European Small and
Medium Enterprises: A Case Study of PRINTRIA

Facechurch - Uma andlise exploratoria aos
santuarios de Fatima e de Lourdes no Facebook

Analisis de los indicadores de desempefio en
empresas internacionales

Artificial Intelligence for Innovation in Business &
Engineering: A Systematic Literature Review

0 marketing social e a integracdo de refugiados: Um
estudo preliminar no quadrilatero urbano

Page Number
1-15

16-26

27-42

43-60

61-75

76-86

87-97

98-112

113-122

123-128

129-138

139-153

154-165

166-176



Author(s)

Valadao, C., Paiva, F., Morgado,

C. & Torres, A.

Paper Title

Automacao, tecnologia de IA e sustentabilidade na
indudstria da moda fast fashion: Um estudo de caso

TABLE OF CONTENTS - VIRTUEU PROCEEDINGS

Author(s)
Au-Yong-Oliveira, M.
Au-Yong-Oliveira, M.
Daiy, S., & Qosja, A.

Manolias, V.

Murati, V., & Dema, R.

Ndreko, R., & Logu, K.

Paper Title
Leadership, Democracy and Participation
Radicalization and Extremism

Democracy in the Digital Age: Evolution of Voting
Rights & Online Participation

Educating Youths on Fake News and Online
Disinformation: A Comprehensive Approach

Kosovo's EU Integration: Progress, Challenges, and
the Road Ahead

European Union (Aims and Values)

Page Number
177-189

Page Number
191-204
205-216
217-226

227-234

235-244

243-253



ICIEMC ~ No. 5,2024, 1-15
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs DOI: 10.34624/iciemc.v0i5.36847

Meritocracia no Ensino Superior em Portugal
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Resumo

No presente estudo pretende-se analisar o entendimento dos estudantes do ensino secundario e superior acerca das estratégias
meritocraticas, especificamente das bolsas de mérito atribuidas no ensino superior portugués. O propésito é compreender a sua
percecdo e compreender como se pode alcangar um sistema mais eficaz, identificando possiveis melhorias. A metodologia adotada
assenta na realizacdo de inquéritos por questionario, nos quais se obtiveram 266 respostas validas, e na realizacdo de quatro
entrevistas a bolseiros de diferentes Instituicdes do Ensino Superior (IES). A natureza do estudo é exploratoria e descritiva. A
recolha e o tratamento de dados qualitativos permitiram: compreender o conhecimento da amostra sobre o conceito de bolsas de
mérito; recolher opinides sobre a relacdo entre a atribuigdo de bolsas de mérito e a motivacdo para obter melhores resultados;
identificar vantagens e desvantagens. Foi também feita uma analise quantitativa das respostas dos questionarios, através de trés
testes estatisticos de Qui-Quadrado e um teste de Fisher. Os resultados revelam reconhecimento da pertinéncia da meritocracia no
ensino superior e no apoio financeiro e identificou-se o prestigio e enriquecimento do curriculo como principais pontos benéficos
da bolsa. Contudo, o conhecimento das bolsas da prépria IES e da Dire¢do-Geral do Ensino Superior (DGES) revela-se baixo, o que
pode revelar deficiéncias na divulgacio deste tipo de apoios e/ou falta de interesse. Os estudantes bolseiros atribuiram um maior
peso a existéncia da bolsa aquando da sua candidatura ao ensino superior. Para estudos futuros, preconiza-se que se analisem
amostras maiores e que se cruzem os resultados com dados socioecondmicos.

Palavras-chave: Meritocracia; Bolsas de Mérito; Estudantes; Metodologia mista.

Abstract

This study aims to analyze secondary and higher education students' understanding of meritocratic strategies, specifically merit
scholarships awarded in Portuguese higher education. The aim is to understand their perception and how a more effective system
can be achieved, by identifying possible improvements. The methodology adopted is based on surveys, which obtained 266 valid
responses, and four interviews with scholarship holders from different Higher Education Institutions (HEIs). The nature of the study
is exploratory and descriptive. The collection and processing of qualitative data allowed us to: understand the respondents’
knowledge of the concept of merit scholarships; gather opinions on the relationship between the attribution of merit scholarships
and the motivation to obtain better results; identify advantages and disadvantages. A quantitative analysis of the answers was also
carried out, by using three Chi-square statistical tests and a Fisher test. The results demonstrate the relevance of meritocracy in
higher education and financial support. The main benefits of the scholarship were identified as prestige and enrichment of the
curriculum. The awareness of scholarships from the HEI itself and from the Directorate-General for Higher Education (DGES) is low,
which may reveal deficiencies in publicizing this type of support and/or a lack of interest. Scholarship students gave greater
importance to the existence of the scholarship when they applied for higher education. For future studies, we recommend analyzing
larger samples and cross-referencing the results with socio-economic data.

Keywords: Meritocracy; Merit Scholarships; Students; Mixed methodology.
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1. INTRODUCAO

Atualmente, uma estratégia bem delineada ndo traca apenas o curso dos acontecimentos, mas também se
torna um pilar da competitividade, tecendo um caminho distintivo rumo ao sucesso. Posto isto, realizamos
este estudo de forma a avaliar uma das estratégias mais antigas do ensino superior portugués, a meritocracia,
bem como a sua influéncia no comportamento e motivacao dos estudantes.

Tem de haver meritocracia no ensino superior embora especialistas reconhecam que no mercado de trabalho
esta meritocracia é menos evidente, em Portugal, devido ao fenémeno da cultura da relacdo que se verifica no
pais.

O ensino superior representa uma fase critica na vida académica dos jovens estudantes, na qual se procura
reconhecimento e mérito académico. Neste contexto e acreditando que as bolsas de mérito sdo recompensas
cobicadas que reconhecem a exceléncia académica de estudantes do ensino superior, decidimos focar o estudo
neste tipo de distin¢ao, propondo contribuicdes para a construcdo de analises futuras.

Assim, procuramos responder a trés questoes de investigacdo:

e Qual o impacto da existéncia de bolsa de mérito na escolha da IES e qual a diferenca de perspetiva entre
estudantes bolseiros e ndo bolseiros?

e De que forma o grau de ensino (secundario ou superior) influencia o conhecimento acerca das bolsas de
mérito?

e (Ograude motivacdo dos estudantes em obter boas notas é influenciado pelo facto de lhes ter sido atribuida
uma bolsa de mérito?

O artigo segue com uma revisdo da literatura sobre diversos temas — meritocracia, exceléncia e ensino
superior, bolsas de mérito, e estatisticas para Portugal. Depois ha se¢cdes sobre a metodologia do artigo
(seguiu-se uma metodologia mista - qualitativa e quantitativa), os resultados, uma discussado dos resultados,
a conclusao e as limitacdes do estudo e consideragdes sobre trabalho futuro possivel.

2. REVISAO DE LITERATURA
2.1. MERITOCRACIA

Young (1958) define a meritocracia como um sistema social, no qual o status e as recompensas sdo
distribuidas com base no mérito individual, especificamente nas capacidades, talentos e conquistas de uma
pessoa. Apesar do termo ter surgido em 1958, a obra ndo defende positivamente a meritocracia. Alis, critica
e antecipa que, ao longo do tempo, tal sistema pode levar a criacdo de uma elite meritocratica que perpetua a
desigualdade. No entanto, ao longo dos anos, a conotagao negativa foi desassociada da palavra, criando uma
definicdo com foco no sucesso pessoal e profissional através da premiacdo pelas concretiza¢cdes individuais.

No que concerne a teoria econémica, diversos autores tém levantado questdes sobre a meritocracia,
teorizando e apontando que os sistemas baseados no mérito acabam por, frequentemente, recompensar
grupos ja privilegiados. A meritocracia, longe de ser uma promessa ndo cumprida, é, por sua vez, uma
promessa impossivel de ser realizada que, disseminada nas politicas organizacionais, pode ser um risco,
prejudicando a igualdade de oportunidades Mijs (2016). Existe, assim, uma necessidade de compreender o
apelo continuo a meritocracia e o seu papel dentro da sociedade. Mijs (2016) encoraja, ainda, uma analise mais
aberta sobre como sdo selecionados e rotulados os vencedores e perdedores dentro do paradigma
meritocratico.

A meritocracia foi, ainda, considerada necessaria para o funcionamento eficiente da sociedade pés-industrial
e na educacao como método eficaz para crescer dentro da escala social. A meritocracia era “a sociedade dos
justos” ndo dos iguais, sendo que, enquanto deveriamos garantir algum tipo de igualdade, respeitando todos,
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independentemente, das suas origens ou do grupo social onde se insere, também deveriamos atribuir, de
forma justa, elogios com base nas diferentes conquistas (Grusky, 2019).

2 by

Quanto a subjetividade inerente a meritocracia, concretamente no ensino superior, ha autores a referir
algumas contingéncias como, por exemplo, a massificacdo do ensino e a diversificacdo demografica que
trouxeram consigo uma variedade de identidades, entre as quais alunos de grupos sociais marginalizados. Por
conseguinte, a falta de reconhecimento dessas sensibilidades sociopoliticas e o elitismo e a meritocracia
prevalentes nas instituicdes podem dificultar a participagdo e inclusao desses alunos, levando a experiéncias
de marginalizacdo na vida universitaria (Bose, 2023).

Outra investigacdo, que analisa a percecao de estudantes universitarios do Reino Unido, aponta a ideologia
meritocratica como algo que é proclamado e defendido, mas que na pratica resulta na perpetuacdo de
desigualdades sociais. Curiosamente, revela, ainda, o esfor¢o por parte de estudantes desfavorecidos em
acreditar na meritocracia para uma melhor adaptac¢do ao atual sistema de ensino superior (Fernandez et al,,
2022).Issoleva a outra conclusao: a de que a prépria percecdo das pessoas perante o conceito de meritocracia
pode variar consoante o contexto de onde provém, isto é, um aumento na desigualdade leva as pessoas a
discordar mais fortemente de um principio meritocratico (Bartram, 2023).

Regmi (2023) também aponta que as légicas meritocraticas tém sido utilizadas para justificar as
desigualdades sociais, econdmicas e raciais e propde a reorientacdo das praticas do ensino superior para o
bem-estar coletivo, a tomada de medidas para a inclusdo significativa de professores e estudantes e a ado¢do
da pluralidade epistemolégica para uma mudanca positiva.

No presente estudo, por mérito (“Mérito”, n.d.) entende-se “merecimento, aptiddo, superioridade, valor
intelectual, baseado nas capacidades e nas realiza¢des alcan¢adas, em detrimento da posi¢do social”.

2.2. EXCELENCIA E ENSINO SUPERIOR

A exceléncia ndo é somente medida por habilidades gerais, mas também pela capacidade de demonstrar um
desempenho notavel em areas especificas. A utilidade é enfatizada como uma dimensao essencial para avaliar
a exceléncia, uma vez que a qualidade excecional das capacidades deve ser traduzida em resultados superiores
em situagdes praticas, como, por exemplo, o sucesso académico. Assim, a exceléncia ndo é apenas uma
caracteristica inerente, mas sim uma manifesta¢do de habilidades que se destacam devido a sua relevancia e
impacto em determinados dominios, como na procura pela identificacdo de estudantes talentosos (Lohman,
2009). O ensino superior é encarado como uma fonte valiosa de patriménio cultural e cientifico, possibilitando
o desenvolvimento pessoal e profissional, promovendo, também, a mudanc¢a econémica, tecnolégica e social.
Contribui para a troca de conhecimento, investigacdo e inovacao, dotando os estudantes de competéncias
tedrico-praticas valiosas para o mercado de trabalho (UNESCO, n.d.).

2.3. BOLSAS DE MERITO

Aliado a definicdo de estudante existe, também, a premiacao pelo seu desempenho académico através das
bolsas de mérito. Em Portugal, as bolsas de mérito existem nos trés niveis de ensino tradicional: basico,
secundario e superior. No entanto, as bolsas funcionam de maneira diferente.

As bolsas de mérito do ensino superior dividem-se, por sua vez, em tipologias distintas: as atribuidas pelo
financiamento do Estado, as atribuidas pela DGES; as atribuidas pelas proéprias instituicdes de ensino; e as
bolsas cuja sua origem remete para organizacoes privadas, fundagdes ou empresas, como a Fundagdo Calouste
Gulbenkian. Estas entidades recorrem a este tipo de incentivos, essencialmente, por trés motivos: fomentar o
acesso e o sucesso dos estudantes do ensino superior, prevenir o abandono escolar e reter os alunos mais
talentosos, motivar e premiar os estudantes (Van-Dinem, 2017).

2.4. ESTATISTICAS - PORTUGAL

Atualmente, todas as IES, publicas ou privadas em Portugal, recebem um determinado nimero de bolsas da
DGES, consoante o nimero de alunos inscritos. Por exemplo, universidades como a de Lisboa ou Porto, uma
vez que sdo das universidades, a nivel nacional, com maior nimero de estudantes, recebem uma maior
quantidade de bolsas da DGES. Ainda assim, ha instituicdes que optam por atribuir bolsas de mérito do seu
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proprio fundo, nomeadamente se forem novos alunos. Trata-se de uma forma de captar talento através do
incentivo prestigiante e financeiro.

Neste contexto, de 90 instituicdes analisadas 31 atribuem bolsas de mérito proéprias, o que remete para 34,4%
da totalidade das institui¢des. Destas 31, nove sao publicas (29%), destacando-se a Universidade de Aveiro,
Coimbra, Minho, Beira Interior e Algarve e as restantes privadas, como a Universidade Catélica Portuguesa e
a Universidade Luséfona (a andlise feita as universidades pode ser pedida aos autores).

H4a um fator comum a estas universidades, que se prende com o facto de serem instituicdes com um ntimero
mais baixo de inscritos (em comparag¢do com as grandes de Lisboa ou Porto) e, daf surgir a necessidade de
atrair, ndo sé mais alunos, como também alunos de exceléncia que alavanquem, ainda mais, estas instituicdes.
As Universidades mais procuradas, como a de Lisboa e Porto, ndo atribuem bolsas de mérito com
financiamento proéprio e tal pode ser explicado, talvez, pela sua reputacdo e, consequentemente, ndo
necessidade de se autopromoverem para atrair novos estudantes.

3. METODOLOGIA

7

O objetivo definido é avaliar o conhecimento que os estudantes do ensino secunddrio e superior tém
relativamente as bolsas de mérito atribuidas atualmente no ensino superior portugués e a sua opinido em
relacdo a implementag¢do de um sistema meritocratico nesse nivel de ensino.

A abordagem metodolégica adotada inicia-se com uma investigacdo documental seguida por uma fase de
trabalho de campo, envolvendo a aplicagdo de inquéritos (abordagem quantitativa) e a condugdo de
entrevistas (abordagem qualitativa). Desta maneira, o estudo assume um método de investigacdo misto,
combinando abordagens (Creswell & Creswell, 2022), o qual Denzin (2009) designa como método de
triangulacdo de dados. Ainda segundo este autor, o uso da triangulacao de dados pode seguir trés significados:
proporcionar a validacdo mutua dos resultados obtidos por diferentes métodos, garantindo a sua fiabilidade;
atuar como um meio para obter uma compreensao mais completa e abrangente do fenémeno estudado,
superando limitag¢des individuais; e, por fim, assegurar que a ideia do foco do estudo nao é distorcida por uma
Unica perspetiva, contribuindo para uma andlise mais robusta e integrada.

A andlise documental realizada sobre a tematica principal alicer¢ou-se numa recolha bibliografica:
publicacdes das bases de dados Scopus, Springer e Mendeley, pesquisadas combinando as palavras

“meritocracy” ou “merit”, “scholarship”, “university” ou “college” ou “higher education”, e equivalente em
portugués - no titulo, resumo ou palavras-chave - entre os dias 08/10/2023 e 26/11/2023.

A selecdo, de entre todas as publicacdes, teve por fundamento a leitura dos respetivos resumos. De forma
complementar, e dada a inexisténcia de muitas publicagdes cientificas sobre todos os topicos abordados,
recorremos a outras fontes que consideramos enriquecedoras para o contetido do estudo, isto é, literatura
cinzenta. Esta pesquisa foi conduzida através de fontes variadas, como repositorios institucionais, relatérios
técnicos pertinentes, publicagdes governamentais, websites das IES e noticias de jornais.

Nesta investigacdo, a técnica de amostragem é ndo probabilistica, de conveniéncia, uma vez que se utiliza um
grupo de individuos voluntarios ou que se disponibilizam para o estudo exploratério que levamos a cabo e
cujos resultados nos permitem obter informacdes preciosas, mas que ndo devem ser generalizados a
populacdo (Carmo & Ferreira, 2015).

0 nosso projeto tem por base perceber a percecdo da comunidade estudantil dos ensinos secundario e
superior relativamente a um sistema meritocratico de bolsas no ensino superior, isto é, se o tema é
suficientemente conhecido, se é considerado como positivo e se motiva os estudantes a tirar melhores notas
e a escolher instituicdes onde consigam obter uma bolsa deste género. Quanto a isto, obtivemos respostas de
duas vertentes.

Por um lado, temos quatro entrevistas conduzidas com o auxilio do mesmo guido-base, pelos autores, entre os
dias 05/11/2023 e 15/11/2023, a estudantes ou antigos estudantes bolseiros que frequentaram diferentes
universidades portuguesas (Aveiro, Coimbra e Catoélica Portuguesa), nas quais temos uma perspetiva pessoal
de individuos que usufruiram das bolsas em questao. As entrevistas foram realizadas por via remota, através
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de videochamadas, e tiveram uma dura¢do média de sete minutos. Na constru¢do do guido, foram incluidas
questdes para avaliar o efeito motivador das bolsas, o seu impacto no futuro profissional e a opinido
relativamente ao funcionamento e a forma de divulgacdo destes apoios. Os objetivos de cada pergunta
encontram-se listados na Tabela 1.

Tabela 1 - Perguntas das entrevistas e os respetivos objetivos (elaboraciio propria)

Perguntas

Objetivos

1. Como estudante que ja usufruiu de bolsas de mérito,
sentiu, de facto, o seu esforco reconhecido pela(s)
bolsa(s) de mérito que lhe foi(foram) atribuida(s)?

Percecionar se o reconhecimento foi devidamente sentido
pelos estudantes que usufruiram das bolsas de mérito.

2. Escolheu a IES que frequenta(ou) por causa da
possibilidade de ter a bolsa? Isso foi a principal
motivacdo ou houve outra(s)? (E por favor indique que
instituicdo frequenta(ou)).

Compreender se a escolha da IES foi influenciada pela
existéncia da bolsa de mérito na instituigio.

3. Considera que 0 sistema de
reconhecimento/meritocracia no ensino superior
portugués funciona da melhor maneira? O que mudaria?

Avaliar se o sistema de meritocracia portugués atua de
forma eficiente.

4. No geral, acha positiva a existéncia de sistemas de
atribuicdo de bolsas de mérito nas institui¢des do ensino
superior para atrair estudantes? E para reconhecer o
seu trabalho?

Compreender se a atribui¢cdo de bolsas de mérito é um
fator positivo nas IES, nomeadamente na atracdo e
retencdo de talento.

5. Considera a divulgacdo desse tipo de apoios
suficiente? Justifique.

Perceber se a existéncia das bolsas de mérito esta a ser
bem divulgada.

6. Considera que a atribuicdo da bolsa lhe abriu portas
para novas oportunidades profissionais? (Por exemplo:

Captar as vantagens percecionadas da atribuicdo das
bolsas de mérito.

estagio, emprego, formacoes).

Dispomos, ainda, das respostas a um questionario. Esta abordagem, também realizada pelos elementos do
grupo, focou tematicas semelhantes as das entrevistas, as quais se juntaram os dados sociodemograficos.
Utilizdmos a plataforma online Google Forms, e mantivemos o questionario aberto a respostas de 03/11/2023
até 15/11/2023. Foi divulgado pelos autores, amigos e familiares, recorrendo também aos meios digitais,
nomeadamente, ao Facebook e Instagram.

No formulario, obtivemos 269 respostas, das quais trés foram rejeitadas por se considerarem invalidas, 21 sdo
de estudantes do ensino secundario e 220 sao de atuais estudantes do ensino superior ou estudantes ha menos
de cinco anos. Os objetivos de cada pergunta podem ser pedidos aos autores.

4. RESULTADOS

4.1. INQUERITO

Este estudo visa analisar a percecao da populacdo em relagdo ao impacto da meritocracia no ensino superior
portugués. As perguntas podem ser pedidas aos autores. As respostas sdo, predominantemente, de inquiridos
do sexo feminino (71,7%) e das seguintes faixas etarias: até aos 18 anos (5,2%); entre os 18 e 25 anos (86,2%),
0s 26 e 35 anos (4,8%), os 36 e 45 anos (0,7%), os 46 e 55 anos (3%) e os 56 e 65 anos (5,2%).

No que concerne a distribuicio geografica, todos os distritos, a exce¢do de Evora, foram representados, sendo
os distritos predominantes: Aveiro (28,3%), Coimbra (23,4%), e Porto (12,3%).
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Para conduzir o questionario de forma a atender aos objetivos propostos, os participantes foram questionados
sobre a sua ocupacdo. Os resultados indicaram que os inquiridos eram, maioritariamente, estudantes (73,2%),
seguindo-se os empregados por conta de outrem (13%), trabalhadores-estudantes (10%), desempregados
(2,2%) e empregados por conta prépria (1,5%).

Quanto aos estudantes, procurdmos compreender em que fase da sua vida académica se encontravam, de
modo a diferenciar os estudantes do ensino secundario ou equivalente e os estudantes que atualmente
frequentam o ensino superior. Assim, verificou-se que 9,4% dos mesmos frequentam o ensino secundario ou
equivalente, e desses, 66,7% apresentam vontade de ingressar posteriormente no ensino superior. A partir
dai, foram feitas questdes que visam estudar a influéncia da existéncia de bolsas de mérito na decisdo futura
de ingressar no ensino superior (Figura 1), na escolha da respetiva instituicdo de acolhimento (Figura 2) e em
que medida a atribuicdo de uma bolsa incentiva o sucesso académico (Figura 3).

6.1.1. Se conseguisse que lhe fosse atribuida uma bolsa de mérito, reconsideraria a
sua decisdo de ingressar no Ensino Superior?

7 respostas

® Sim
® Nio
Talvez

Figura 1 - Influéncia da existéncia de bolsas de mérito na decisio futura de ingressar no ensino superior

6.5. Agora imagine que tem em mente escolher uma determinada instituicédo do
Ensino Superior, na qual ndo tem direito a uma Bolsa de Mérito, mas descobre outra,
com o0 mesmo curso, onde teria. Reconsideraria a sua decisdao?

14 respostas

® Sim
@ Nio
Depende

Figura 2 - Influéncia da existéncia de bolsas de mérito na decisio da IES
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6.4. Considera a possibilidade de receber uma Bolsa de Mérito no Ensino Superior |_|:I Cop
como um incentivo para tirar melhores notas?

14 respostas

4(28,6%)

3 (21,4%)

3 (21,4%)

2 (14,3%)

Figura 3 - Possibilidade de atribuicio de bolsa de mérito como incentivo a obter boas notas (1 = nada; 5 = absolutamente).

De seguida, apés a identificagdo dos estudantes que atualmente frequentam o ensino superior ou que o fizeram
ha menos de cinco anos (90,6%), procuramos entender qual o peso que atribuiram a possibilidade de ganhar
uma bolsa na tomada de decisdo acerca da IES (Figura 4). Por outro lado, foram também questionados acerca
do conhecimento sobre os programas de atribui¢ao de bolsas de mérito na instituicao de acolhimento (Figura
5), se esta existéncia motivava o seu sucesso académico (Figura 6) e se se sentiriam motivados, caso a sua IES
aderisse a este tipo de apoios, a titulo préprio (Figura 7).

. 1
. 2
3
4
I 5 8.2. Que saiba, existe algum programa de atribui¢do de Bolsas de Mérito na
Instituicdo que frequenta(ou)?

223 respostas

@ Sim
@ Nio
Possibilidade de ganhar 1
bolsa de mérito
Figura 1: Peso da possibilidade de ganhar uma bolsa de Figura 2: Conhecimento sobre a existéncia de bolsas de

mérito na escola da IES (1 = nada importante; 5 = mérito na IES frequentada.
extremamente importante).

10. A existéncia de um programa desses motiva-o/motivou-o a tirar melhores notas? I_D Copiar

145 respostas

60

40 41(28,3%)

40 (27,6%)

29 (20%)
20
18 (12,4%)

1 2 3 4 5

Figura 3: Motivacio perante a existéncia de bolsas de mérito nas IES (1 = nada; 5 = absolutamente).




ICIEMC . N9.5,2024,1-j5
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs DOL: 10.34624/iciemc.v0i5.36847

9. Motiva-lo-ia se, na sua Universidade, tivesse a possibilidade de obter uma bolsa de LD Cop.
mérito?

78 respostas

30

26 (33,3%) 2GCLEX)
20
17 (21,8%)
10
5 (6,4%)
. 3(3,8%)
1 2 3 4 5

Figura 4: Motivacao perante a possibilidade de receber uma bolsa de mérito em IES que nio tenham bolsas de mérito (1 =
nada; 5 = absolutamente).

Ainda com foco nos estudantes de ensino superior, estes foram questionados acerca da atribuicao de bolsa de
mérito, de forma a distinguir os alunos bolseiros devido ao sucesso académico (27,6%), e ainda as instituicdes
responsaveis pela atribuicao, onde as préprias instituicdes de acolhimento sdo responsaveis por 80% das
distingdes, em detrimento da DGES.

Em jeito de conclusdo, foram feitas algumas questdes transversais dirigidas a todos os inquiridos com a
finalidade de entender, na visdo dos mesmos, as vantagens relacionadas com a distingdo de mérito, a
competicdo associada a esta atribuicao, o nivel de familiaridade com tais programas e, por ultimo, a opinido
acerca destas iniciativas. Como vantagem, destaca-se o apoio financeiro, seguido do prestigio e do
enriquecimento do curriculo. No que toca a competicdo € ressaltada a sua existéncia positiva. Por fim, quanto
ao nivel do conhecimento, verifica-se que os inquiridos nao estdo, em grande parte, informados acerca da
atribuicdo das bolsas de mérito pela DGES (48,8%), nem pelas proprias institui¢cdes (59,8%).

4.2. ENTREVISTAS

No que concerne a andlise qualitativa, foram realizadas quatro entrevistas, com um total de seis perguntas
(Tabela 1), a antigos e atuais estudantes do ensino superior que usufruiram de bolsa de mérito, de modo a
medir o impacto da sua atribuicdo ao longo do seu percurso universitario, pessoal e profissional. Foram
realizadas varias entrevistas de forma a obter diferentes pontos de vista, principalmente na tematica do
funcionamento do sistema meritocratico portugués, em termos da sua eficicia e, acima de tudo, na
possibilidade de existirem requisitos que possam ser alterados de forma que a sua atribuicdo seja considerada
mais justa. A caracterizacao dos inquiridos encontra-se na Tabela 2.

Tabela 2: Caracterizac¢do dos inquiridos

Género Faixa etaria | Ocupacao Instituiciao do Ensino Superior Bolsa de Mérito
A1l | Feminino 18-25 Estudante Universidade Catdlica | Lisboa Sim
A2 | Masculino 26-35 Engenheiro | Universidade de Coimbra Sim
A3 | Feminino 18-25 Estudante Universidade de Aveiro Sim
A4 | Masculino 18-25 Estudante Universidade de Coimbra Sim

Em todos os casos, foi mencionado que, enquanto detentores de bolsa de mérito, o sentimento de recompensa
foi, de facto, conquistado e devidamente reconhecido. Para além disso, foi referido por todos os inquiridos que
a atribuicdo de bolsas é um incentivo positivo para os estudantes de exceléncia. No seguimento desta ideia,
afirmaram, ainda, que as bolsas de mérito fomentam o esforco e a dedicacdo, promovendo o sucesso e o
empenho dos estudantes.
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Porém, em termos da divulgac¢do da bolsa, a critica é comum por parte de quase todos os entrevistados, com
excec¢do do inquirido A1, que se abstém das outras realidades, por falta de conhecimento, referindo somente
que a bolsa de mérito da Universidade Catélica é bem divulgada. Segundo trés dos quatro inquiridos
(estudantes de IES publicas), a existéncia de bolsas nas IES frequentadas nao apresentou, nem acreditam que
apresente, um peso significativo em termos de motivacdo para a escolha da IES.

Por outro lado, as opinides ressaltadas em termos do sistema de meritocracia portugués ja apontam para
algumas questdes ligadas ao método de atribuicdo das bolsas nas diferentes faculdades, com diferentes
professores e exigéncias dispares. Neste critério entram diversos parametros que podem ser considerados
objetos de analise: exigéncia, avaliacdo, corpo docente, discentes, situacao financeira.

Em termos de dados sobre as IES frequentadas pelos inquiridos, o resultado foi diversificado: Universidade
Catolica de Lisboa, Universidade de Coimbra e Universidade de Aveiro. Em dois dos casos, a atribui¢do de bolsa
de mérito demonstrou frutos no ambito profissional e foi, indubitavelmente, valorizada no Curriculum Vitae.
Por outro lado, nos restantes casos, ainda nao revelou quaisquer vantagens, mas afirmam que podera ter valor
futuramente.

5. DISCUSSAO E RESULTADOS

Nesta fase do estudo, ir-nos-emos debrugar sobre os resultados obtidos anteriormente, recorrendo a analises
qualitativas, a estatisticas descritivas, a um teste de Fisher e a testes de Qui-Quadrado (Bispo & Mardco, 2005),
elaborados para retirar ilagdes relativamente a algumas das questdes do inquérito, bem como das entrevistas.
Iremos, ainda, apresentar possiveis sugestdes dos inquiridos quando questionados sobre um sistema “ideal”
de atribuicao de bolsas de mérito.

5.1. INQUERITO

Numa fase inicial de analise das respostas do questionario, percebemos que conseguimos atingir, na maioria,
o publico-alvo a que se destinava o inquérito: estudantes do ensino secundario e superior em Portugal, apesar
de os estudantes do ensino superior terem tido maior representacao.

Uma das questdes que motivou a realizagdo do presente estudo foi, precisamente, o facto de a existéncia destes
apoios motivar os estudantes a obterem melhores classifica¢des e a relacdo que essa resposta poderia ter com
a efetiva atribuicdo de uma bolsa de mérito (questao de investigacao III). Para essa analise, foi elaborado um
teste de Qui-Quadrado, com recurso ao IBM SPSS Statistics, cujas hipdteses de teste foram:

e Ho: 0 grau de motivacdo para tirar melhores notas é independente do facto de o estudante ter tido bolsa
de mérito;

e Hi: o grau de motivagdo para tirar melhores notas ndo é independente do facto de o estudante ter tido
bolsa de mérito.

A atribuicdo, ou nao, de bolsa de mérito foi codificada para 1 e 2, sendo 1 “Recebeu bolsa” e 2 “Ndo recebeu
bolsa”. O grau de motivacao para tirar melhores notas seguiu uma escalade 1 a 5, de “Nada” a “Absolutamente”,
respetivamente. Na Figura 8, é possivel visualizar os resultados.

Verificaram-se, inicialmente, todas as condi¢des de aplicacdo do teste e, assumindo-se um nivel de confianca
de 95%), foi possivel constatar que p-value>0,05 o que significa que ndo se rejeita a hipotese nula, HO, e, por
isso, pode-se concluir que o grau de motivacdo para tirar melhores notas é independente da atribuicdo de
bolsa de mérito. Para este teste, seria de esperar que houvesse uma relacdo de dependéncia entre estes fatores,
no sentido em que seria expectavel que alunos que receberam bolsa se tivessem sentido mais motivados,
anteriormente, a obter melhores classificagdes, o qual ndo foi comprovado pelo teste. No entanto, os
resultados de Stater (2009) sugerem que o apoio financeiro, direcionado ao mérito, tem impactos benéficos
ao longo do percurso educacional, promovendo um melhor rendimento académico.
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Tabulagao cruzada Influencia * Bolseiro

Bolseiro

Total

Influencia 1 Contagem 30 9 39
Contagem Esperada 28,0 1,0 39,0

2 Contagem 14 4 18

Contagem Esperada 128 51 18,0

3 Contagem 28 12 40

Contagem Esperada 28,7 13 40,0

L) Contagem 20 9 29

Contagem Esperada 208 82 29,0

5 Contagem 10 B 16

Contagem Esperada 115 45 16,0

Total Contagem 102 40 142
Contagem Esperada 1020 40,0 1420

Testes qui-quadrado

Significancia
Assintética
Valor dr (Bilatzral)
Qui-quadrado de 1,687* 4 793
Pearson
Razdo de 1,682 1 794

verossimilhanga

N de Casos Validos 142

a 1 células (10,0%) esperavam uma contagem menor que 5
A contagem minima esperada £ 4,51

Figura 8: Teste de Qui-Quadrado (1)

Foram, ainda, elaborados mais trés testes de Qui-Quadrado e, em todos eles, foram verificadas as condi¢coes
para aplicacdo do mesmo, como mencionado anteriormente.

Para ajudar a responder a questdo de investigacdo II, fez-se, primeiramente, um teste sobre a relacao entre o
conhecimento de bolsas de mérito atribuidas pelas préprias instituicdes e o nivel de ensino frequentado,
definindo-se as seguintes hipo6teses:

7

e HO: o nivel de ensino em que se encontram os estudantes é independente do seu conhecimento de
atribuicdo de bolsas de mérito por parte das proéprias instituicdes de ensino superior;

e H1: o nivel de ensino em que se encontram os estudantes ndo é independente do seu conhecimento de
atribuicdo de bolsas de mérito por parte das proéprias instituicdes.

Na Figura 9, é possivel visualizar os resultados do teste realizado.

Tabulagio cruzada Nivel de Ensino * Conhecimento relative a Bolsas das

Instituigdes
al
)
Nnel 0o Ensin Supenor rtager 1"z 80 19
Cortagem Esperada 1202 T68 1970
ecunaseh reager 1" 5 2
rtagem Esperada 128 82 210
Teta artager 12 8¢ 218
rtagem Esperada 120 5 180
Testes qui-quadrado
in
ot 319 sata 1
!
Qul-quacIace de 2291 1 133
sarsor
rregdo e 1601 1 206
nudade®
Razdo de 29 1 122
“ORIATEN SN
Teste Exato de Fishe 162 101
Nde Casos Vaidos 218
2 0 ceiulas (D 0%) e peravam uma contagem menor que 5 A contagem mnima esperada ¢
819
b MPUAINO 3PN PIrd LM tadela 2l

Figura 9: Teste de Qui-Quadrado (2) e resultados

-10 -
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Como se verifica nos valores devolvidos pelo SPSS, e olhando a corre¢do de continuidade, para uma tabela 2x2
(nivel de confianga de 95%), novamente ndo se rejeita a hipotese nula (p-value>0,05), HO, ou seja, o nivel de
ensino em que se encontram os estudantes é independente do seu conhecimento de atribuicao de bolsas de
mérito por parte das proprias instituicoes.

Pretendiamos procurar saber se havia alguma relacao entre o nivel de ensino e o conhecimento sobre as bolsas
de mérito atribuidas pelas préprias IES, de forma a tentar perceber, por exemplo, se os alunos que pretendem
entrar no ensino superior estariam mais a par desse tdpico, esperando vir a usufruir de um programa deste
género; ou, se pelo contrario, eram os estudantes ja frequentadores do ensino superior que procuravam saber
sobre as condigdes de atribuicdo de bolsas de mérito por questdes, por exemplo, motivadoras ao estudo ou
econdmicas.

No entanto, essa relagdo nao se verificou. De notar, contudo, que a amostra nao é representativa da populagido
e que o numero de participantes provenientes do ensino secundario é bastante inferior relativamente aos do
ensino superior, o que pode ter enviesado os resultados.

by 2

Posteriormente, ainda em resposta a questao II, levou-se a cabo um teste referente a relagcdo entre o
conhecimento de bolsas de mérito atribuidas pela DGES e o nivel de ensino frequentado, definindo-se as
seguintes hipdteses:

e HO: o nivel de ensino em que se encontram os estudantes é independente do seu conhecimento de
atribuicdo de bolsas de mérito por parte da DGES;
e H1: o nivel de ensino em que se encontram os estudantes ndo é independente do seu conhecimento de
atribuicdo de bolsas de mérito por parte da DGES.
Na Figura 10, é possivel visualizar os resultados do teste elaborado.
Tabulagdo cruzada Nivel de Ensino * Conhecimento Bolsas DGES

Conhecimento Bolsas DGES

NAc Sim Tota

Nivel de Ensino  Superior Contagem 93 104 197
Contagem Esperada 94,0 103,0 197,0

Secundario  Contagem 1" 10 21

Contagem Esperada 10,0 11,0 210
Total Contagem 104 114 218
Contagem Esperada 1040 1140 2180

Testes qui-quadrado

Sig exata (2 Sig exata (1
lados ado

Qui-quadrado de ,204* 1
Pearson
Corregdo de

ode 048 1 825
continuidade

Razdo de ,203 1 652
verossimilhanga

Taste Exato de Fisher 819 412
N de Casos Vilidos 218

a.0 células (0,0%) esperavam uma contagem menor que 5. A contagem minima esperada &

b. Computado apenas para uma tabela 2x2
Figura 10: Teste de Qui-Quadrado (3) e resultados.

Como se verifica nos valores devolvidos pelo SPSS, e olhando a corre¢do de continuidade, para uma tabela 2x2
(nivel de confianga de 95%), novamente ndo se rejeita a hipotese nula (p-value>0,05), HO, ou seja, o nivel de
ensino em que se encontram os estudantes é independente do seu conhecimento de atribuicao de bolsas de
mérito por parte da DGES.

A relagdo entre as variaveis ndo foi, assim, novamente comprovada, o que pode indicar, por exemplo, uma
falha na divulgacao deste tipo de incentivos. E, ainda, de salientar que, no website da DGES, a informacgdo

-11 -
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relativa ao nimero de bolsas a atribuir por instituicdo ou o funcionamento da atribuicdo, bem como outras
informacdes pertinentes, ndo se encontram atualizadas, datando do ano de 2021.

Além disso, ha ainda a questdo relativa a falta de interesse por parte dos estudantes, porque, quando percebem
que dificilmente conseguirdo atingir este tipo de incentivos, passam a nao atribuir grande peso ou relevancia
a este fator e pouco ou nada procuram saber sobre ele.

Neste seguimento, foi, ainda, realizado um quarto teste de Qui-Quadrado, com o objetivo de perceber se o facto
de um estudante ser ou ter sido bolseiro estaria relacionado com o peso que o individuo atribuiu a
possibilidade de receber uma bolsa de mérito e, assim, responder a questao de investigacdo I. Por outras
palavras, fomos procurar entender se um aluno reconhecidamente de mérito académico superior da mais
valor ao fator de receber uma bolsa para escolher a instituicao de ensino do que outro estudante, nao bolseiro.

Para este teste, definiram-se as seguintes hipoteses:

e HO: o facto de o estudante ter tido bolsa de mérito é independente do peso que o mesmo atribui a
possibilidade de receber uma bolsa na escolha por uma instituicao de ensino superior;

e H1: o facto de o estudante ter tido bolsa de mérito ndo é independente do peso que o mesmo atribui a
possibilidade de receber uma bolsa na escolha por uma instituicao de ensino superior.

Na Figura 11, é possivel visualizar os resultados do teste elaborado.

Tabulagdo cruzada Bolseiro * Peso da Bolsa na escolha

Peso da Bolsa na escolha

1 2 3 4 5 Total

Bolseiro 2 Contagem 67 18 12 5 3 105
Contagem Esperada 60,1 15,9 130 8,0 8,0 1050

1 Contagem 16 4 6 6 8 40

gem Esperada 229 6,1 50 30 3,0 40,0
Total Contagem 83 22 18 " 1" 145
Contagem Esperada 830 22,0 18,0 11,0 11,0 1450

Testes qui-quadrado

Significancia

Valor i

Qui-quadrado de 19,363° 4 001 001
Pearson

Razdo de 17,609 4 001 002
verossimilhanga

Teste exato de Fisher- 17,569 001
Freeman-Halton

N de Casos Validos 145

a.3 células (30,0%) esparavam uma contagem menor que 5. A contagem
minima esperada & 3,03

Figura 11: Teste de Qui-Quadrado e de Fisher (4) e resultados.

Como se verifica nos valores devolvidos pelo SPSS, desta vez, ndo se verificaram todas as condi¢cbes de
aplicagdo do teste de Qui-Quadrado, visto que pelo menos 80% das frequéncias esperadas deveria ser maior
ou igual a 5. Desta feita, recorreu-se ao teste exato de Fisher, e, assumindo-se um nivel de confianca de 95%,
temos p-value<0,05 (p-value = 0,001), o que nos leva, desta vez, a rejeitar a hip6tese nula, HO.

Assim, com base nesta amostra e para este intervalo de confian¢a, somos levados a crer que o facto de o
estudante ja ter recebido uma bolsa de mérito influencia o peso que o mesmo atribuiu a possibilidade de ter
uma bolsa na escolha da instituicdo de ensino superior. Comprovamos aquilo que ja esperavamos: os alunos
que apresentam exceléncia nos seus resultados académicos procuram mais nas institui¢cdes de ensino superior
a possibilidade de obter uma bolsa que reconhega o seu trabalho do que os restantes estudantes, que,
logicamente, ndo valorizam esse fator da mesma forma.

Por fim, é de salientar que a vasta maioria dos participantes considera a atribuicdo de bolsas de mérito um
incentivo positivo e, perante a possibilidade de sugerir um sistema melhorado destas bolsas, os inquiridos
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divagam nas condigdes e critérios a impor, o que so realca a complexidade e divergéncia de opinido neste tipo
de bolsas.

Fatores como o aumento do valor da bolsa, uma maior divulgacdo, e consideracdo do mérito civico
(voluntariado, projetos, trabalho) e da pratica de desporto foram mencionados como potenciais parametros a
ter em conta neste sistema “ideal”. Houve, ainda, pessoas que reiteraram a ideia de que a bolsa de mérito devia
ter em conta aspetos econémicos, e outras que afirmaram, inclusivamente, que nao devia ser feita a atribuicdo
desta bolsa.

Quanto as perguntas finais, procurou-se recolher a percecdo dos inquiridos sobre a existéncia de competi¢do
entre alunos devido a atribuicao de bolsas. Quanto a isso, na generalidade, o balanc¢o é positivo, tendo os
participantes do questionario feito, ainda, a ressalva de que cada pessoa é diferente e lida com o aspeto
competitivo a sua maneira.

5.2. ENTREVISTAS

Reforgou-se, nos resultados obtidos, as vantagens provenientes das bolsas de mérito, que influenciaram
positivamente os inquiridos, fomentando o esfor¢o profissional e a melhoria constante no seu desempenho,
tanto a nivel profissional como académico. Em contraste, a falta de divulgacdo das bolsas de mérito é um topico
a ter em consideracdo por parte das instituicées do ensino secundario e superior, pois até mesmo por parte
dos estudantes de exceléncia, foi revelado desconhecimento de varias bolsas de mérito, inclusivamente, numa
fase anterior, das bolsas das quais usufruiram. O sistema de meritocracia portugués também recebe algumas
criticas, em especial, com a diferenca de exigéncia entre faculdades, cursos e corpo docente.

Através do método de investigacdo misto, foi, deste modo, possivel enriquecer os resultados, pormenorizando
as respostas obtidas.

6. CONCLUSAO

Os resultados obtidos demonstram que had ainda muitas melhorias a serem efetuadas no que toca as
estratégias meritocraticas no ensino superior portugués, se se pretender que elas sejam, de facto, equitativas,
inclusivas, motivadoras e positivamente percecionadas pelos estudantes.

0 estudo realizado incide, pois, sobre um publico restrito, ja que se foca em alunos de mérito, de exceléncia.
Na realidade, o sistema de meritocracia atual do ensino superior portugués premeia um ntimero reduzido de
alunos e, apesar de recorrer a critérios aparentemente objetivos de seriacdo (classificacdes), peca pela
inexisténcia de outros parametros, que também podem estar relacionados com o mérito, elencados por outros
autores ja mencionados, como a condi¢do socioecondémica e politica, e pelos nossos inquiridos, como o mérito
civico (voluntariado, projetos, trabalho) e a pratica de desporto.

As respostas ao inquérito e as entrevistas demonstram a falta de conhecimento sobre este tema por parte dos
participantes, transversal aos ensinos secundario e superior, quer seja das bolsas atribuidas pela DGES quer
pelas proprias IES, o que nos leva a nao colocar de parte a questao da falta de divulgacdo destes apoios, algo
até referido, e a questdo relativa a falta de interesse por parte dos estudantes que nao tenham classificacdes
superiores.

Neste seguimento, é percetivel que os alunos bolseiros atribuam um maior peso a atribuicao da bolsa de
mérito aquando da escolha da IES, visto que a possibilidade de conseguirem obter este reconhecimento é
proéxima, o que os incentiva a esforcarem-se mais e a identificar facilmente o beneficio e vantagens deste apoio.
De referir, também, que foram questionadas as vantagens destas bolsas, das quais se destacaram o apoio
financeiro, o prestigio e o enriquecimento do curriculo, e a opinido dos inquiridos sobre a existéncia de
competicdo entre alunos devido a atribuicdo das mesmas, que é percecionada maioritariamente como
positiva.
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Assim, conclui-se que, ainda que a implementagdo de um sistema de recompensa do mérito académico
superior seja apontada, nos nossos resultados, como uma boa pratica, ndo é garantida a eficacia da iniciativa,
nem a auséncia de dificuldades na sua concretizagdo ou avaliacdo. Tais projetos dependem de outros fatores
como estratégias das IES, parcerias de empresas com as IES, eficiéncia da publicidade e do marketing, crencas
e atitudes da populacao, desigualdades socioecondémicas entre a populacao estudantil, entre outros.

No que toca ao combate a falta de (re)conhecimento do conceito, os pontos que julgamos fulcrais sdo o
investimento em publicidade e informacao claras, concisas, esclarecedoras, de qualidade, que cheguem a toda
a populacdo; o aumento de debates e discussdes sobre uma reforma do ensino, que o transforme em algo
genuinamente equitativo e justamente meritocratico; e o aumento de literatura cientifica que comprove
resultados neste campo.

Existem algumas limita¢des neste estudo. Esta investiga¢cdo ndo descarta a necessidade de um outro estudo
mais aprofundado, com uma amostra de maiores dimensdes, de modo a confirmar realmente a viabilidade dos
conceitos. E, ainda, de destacar a escassez de literatura referente a este topico no meio de ensino portugués.
Contudo, realca-se a importancia deste trabalho de campo no alcance de resultados relevantes para uma
reflexdo sobre o tema. Na falta de literatura no contexto portugués, surgiu a importancia de desenvolver um
estudo com dados primarios.

Adicionalmente, neste estudo, nenhuma das pessoas inquiridas, nem através dos questionarios, nem através
das entrevistas, respondeu a questdes relativas ao seu nivel socioeconédmico. Contudo, ja varios estudos levam
a crer que, em Portugal e no resto do mundo, o acesso a educacdo ndo segue principios meritocraticos,
contribuindo para a perpetuacdo de diferengas entre as classes sociais. Por exemplo, num relatério da OCDE
(OECD, 2018), Portugal é identificado com baixas pontuag¢des nos indicadores educacionais e, nas escolhas
profissionais, as desigualdades tornam-se mais evidentes: 55% dos filhos de trabalhadores manuais acabam
por seguir a mesma profissdo, uma percentagem superior a média da OCDE, que é de 37%.

Paralelamente, os filhos de profissionais em cargos de lideranca tém cinco vezes mais probabilidade de
ascender a cargos de chefia do que os filhos de trabalhadores manuais, uma vez mais ultrapassando
significativamente a média da OCDE. Outro relatério, da EDULOG (EDULOG - Fundac¢do Belmiro de Azevedo,
2019), fornece insights relevantes sobre esta questdo. Conforme revelado pela investigacdo, 73,2% dos
estudantes de Medicina tém pais com formacgao superior e apenas 15% dos estudantes de Medicina provém
de familias economicamente desfavorecidas, contrastando com, por exemplo, os 40,4% de alunos de
Enfermagem que recebem apoio do Estado. Esta tendéncia é observada em areas como Ciéncias Juridicas,
Farmacia e Engenharias.

Em resumo, é visivel que ndo apenas os alunos de classes socioeconémicas mais privilegiadas tém maior
acesso ao ensino superior, mas também optam mais frequentemente pelo subsistema universitario, em
detrimento do politécnico, e por cursos mais prestigiados em universidades renomadas (com notas de entrada
mais elevadas).

A conclusao que se retira é que o determinante-chave para o sucesso na educag¢do nao esta vinculado com as
habilidades inerentes de um aluno, mas sim aos recursos disponiveis na sua familia. Portanto, surge a questao:
o critério principal para entrar no ensino superior em Portugal é a nota obtida no ensino secundario, o qual
parece ser baseado no mérito do aluno, ndo considerando outras condi¢cdes, como as socioecon6émicas, mas
sera esse sistema verdadeiramente meritocratico?

Nao deveria ter em conta outros aspetos, como atividades extracurriculares e soft skills, que sabemos serem
cada vez mais valorizadas no mercado de trabalho? Adicionalmente, poderdo estar as bolsas de mérito
totalmente dissociadas das bolsas de a¢do social? Ficam estas e outras questdes por investigar em estudos
futuros.
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Abstract

The rapid evolution of artificial intelligence (Al) has substantially transformed marketing and the way consumers make decisions.
This study investigates the impact of transparency and perceived control on the acceptance of personalized recommendations made
by Al systems. The research was conducted with 81 participants through online questionnaires collected between March and April
2024. The structural model used analyzed the relationships between transparency, perceived control, perception of Al, and
consumers' purchasing decisions. The results reveal that transparency and perceived control act as critical mediators in the
relationship between the perception of Al and acceptance of personalized recommendations, influencing consumer trust as well as
their concerns about privacy and ethics in the use of data. The findings highlight that clear communication about how Al operates
and offers recommendations can increase the perception of transparency, giving consumers a deeper understanding of the
processes involved. At the same time, giving users more control over personalized preferences can lead to greater engagement and
trust in Al-generated recommendations. Thus, companies looking to deploy personalized recommendation systems should focus
on developing strategies that emphasize transparency and offer significant control to the user. The findings indicate that such
approaches can significantly contribute to increasing the acceptance of personalized recommendations while addressing ethical
and privacy concerns in the use of data.

Keywords: Artificial Intelligence; Transparency; Perceived Control; Digital Marketing; Consumer Decision.
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1. INTRODUCTION

The rapid evolution of artificial intelligence has significantly transformed the field of marketing and the way
consumers make decisions. Current literature highlights an important gap: the limited understanding of the
role of transparency and perceived control in the impact of artificial intelligence (AI) on consumer decision-
making. This points to the need to explore transparency and control mechanisms, given that transparency, is
recognized as a critical factor in establishing trust between consumers and Al systems. Despite this
importance, there is a lack of clarity on how transparency and perceived control directly influence consumers'
perception of personalized recommendations made by Al.

This identified gap leads to the following research questions (RQ) that could significantly contribute to the
academic discourse on the relationship between transparency and perceived control of Al tools and the
consumer's purchasing decision:

RQ1: How does perceived transparency influence the acceptance of personalized recommendations by Al?

RQ2: How do different levels of perceived control impact consumer decision-making when interacting with Al
systems?

To answer these research questions, our study objective aims to investigate how transparency and perceived
control of Al tools act as mediators in the relationship between the perception of Al and the consumer's
purchasing decision.

By addressing these questions, this study aims to offer valuable insights for practitioners and researchers,
contributing to a deeper understanding of the role of transparency and perceived control in consumers'
interaction with Al systems in marketing. This objective allows us to i) analyze the influence of perceived
transparency on consumer trust in Al systems; ii) assess how different levels of control affect the acceptance
of personalized recommendations; iii) investigate how transparency and control mediate the relationship
between consumers' perceptions and concerns about Al and their purchasing decisions.

To carry out this study, we used questionnaire surveys, where it was possible to obtain 81 participants over
two months, from March to April 2024. The results obtained made it possible to test the structural model and
carry out a path analysis that confirmed the hypotheses under study, as well as proving that the data fit the
model.

This article consists of six main sections. After this introduction, the second section is dedicated to the
literature review, which summarizes contributions on artificial intelligence in digital marketing, consumer
perceptions and experiences, consumer decisions and their impact on purchasing decisions, transparency and
control perceived by consumers, and consumer concerns about Al personalization. Subsequently, the third
section presents the methodology of this study, the fourth section consists of the results obtained and the fifth
section presents the discussion. The article ends with a conclusion, the main limitations, suggestions for future
research, and practical and theoretical implications.

2. LITERATURE REVIEW
2.1. THE DOUBLE FACE OF ARTIFICIAL INTELLIGENCE IN MARKETING: ADVANCED PERSONALIZATION AND PRIVACY

The growing implementation of artificial intelligence (AI) in marketing has profoundly transformed business
practices and interactions between companies and consumers. Al's ability to analyze large volumes of data
allows for more precise and personalized communication, adjusting marketing strategies to consumers'
individual needs in real-time (Liu et al., 2021). This level of personalization has shown the potential to
significantly improve the consumer experience, increasing satisfaction and brand loyalty (Zhang & Qi, 2019).

However, this growing reliance on Al also raises significant concerns, especially concerning privacy and the
ethical use of data. Al's ability to collect, store, and process personal information has highlighted the need for
stricter regulations to protect consumers (Lavelle-Hill et al, 2020). Consumer expectations regarding
transparency and control over their data are becoming increasingly demanding, forcing companies to adapt
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their policies and practices to fulfill these requirements (Kumar et al., 2019). In addition, the impact of Al on
consumer purchasing behavior is remarkable, especially about impulse purchases. Al can identify behavioral
and emotional patterns that predict when a consumer is more inclined to make an unplanned purchase (Wang
et al,, 2022). This knowledge allows companies to optimize their marketing strategies to present products at
the most opportune moment, increasing impulse sales.

On the other hand, Al also has the potential to positively influence more conscious and ethical purchasing
behavior. For example, Al systems can highlight fair trade or ecologically sustainable products, encouraging
consumers to make choices that are in line with their personal values and social concerns (De Pelsmacker &
Janssens, 2007). Thus, Al not only facilitates more efficient commercial transactions but can also contribute to
greater social awareness and responsibility among consumers and companies (Oke et al.,, 2023). The following
hypothesis is therefore proposed:

H 1: Consumers' perceptions and experiences lead them to develop concerns about Al personalization.

Al in marketing is therefore reshaping interactions between companies and consumers in complex and
multifaceted ways. While it offers significant improvements in personalization and marketing effectiveness, it
also raises ethical questions and privacy challenges that cannot be ignored (Davenport et al., 2020).
Companies wishing to take advantage of Al must therefore consider these factors carefully and ethically,
ensuring that the technology is used in a way that respects and enriches the consumer experience (Du & Xie,
2021). In this sense, he will formulate the following hypothesis:

H 1.1: Concerns about Al personalization mediate the relationship between consumers' concerns and
experiences and their consumption decisions.

2.2. CONSUMER DECISION-MAKING INFLUENCED BY AI TRANSPARENCY AND PERCEIVED CONTROL

Consumer decision-making is intrinsically linked to their perceptions and experiences. Previous studies (Kim
etal,, 2021; Korsunova et al,, 2023; Maggioni et al., 2019; Qin et al., 2021; Zhang & Doucette, 2019) highlight
that factors such as safety, convenience, well-being, and ease of use shape the consumer experience and,
consequently, influence their choices. These perceptions, mediated by sensory and emotional experience,
determine patterns of behavior in the purchase of products and services, highlighting the importance of an in-
depth understanding of consumer needs and desires to guide effective marketing and product development
strategies. The following hypothesis is therefore proposed:

H 2: Consumers' perceptions and experiences drive their decision-making.

The growing integration of Al in marketing makes it crucial to understand how these technologies shape
consumer perception and experience. Transparency in Al systems is essential to establishing trust. Clarity
about how recommendations are made and the presentation of understandable information about decision-
making processes improves consumer trust in these systems, leading to greater acceptance of suggestions
provided by Al (Li et al,, 2019).

Transparency also influences the consumer's perception of fairness, who becomes more receptive to decisions
when they perceive that Al acts fairly (Simonson & Sela, 2011).

Consumers' perceived control over interactions with Al systems is also crucial, as the ability to adjust and
modify the recommendations provided by Al results in more positive experiences (Yan et al., 2017). For
example, the ability to customize search filters or recommendation preferences increases consumer
engagement with the technology.

Positive consumer perceptions and experiences of Al depend largely on the degree of transparency and
control provided. Al systems that enable personalization and provide clear information on decision-making
create a more satisfying experience for the consumer (Ferreira, Rei, and Moreira). In this sense, Al can help
consumers achieve their goals, but only when they perceive that the technology is aligned with their objectives
and offers direct control over their decisions (Gollwitzer & Sheeran, 2009).

In this sense, he will formulate the following hypothesis:
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H 3: Consumer perceptions and experiences are directly related to transparency and perceived control over
tools and Al.

H 3.1: Transparency and perceived control over tools and Al mediate the relationship between consumer
perceptions and experiences and consumer decision-making.

H 3.1: Transparency and perceived control over tools and Al are directly related to concerns about Al
personalization.

Figure 1 shows the causal relationships between the previously presented research hypotheses.

Concerns about
Al personalisation

Perceptions H2 Consumer
decisions

and Experiences

H31

Transparency
and Control

T

Figure 1 - Proposed Structural Model

Source: Developed by the author

3. METHODOLOGY

To fill the existing gap in the literature, which consists of the limited understanding of the role of transparency
and perceived control in the impact of artificial intelligence (AI) on consumer decision-making, this study
addresses research questions that can significantly enrich the academic discourse on the relationship between
transparency, perceived control, and consumer purchasing decision. The research questions (RQs) are as
follows:

RQ1: How does perceived transparency influence the acceptance of personalized recommendations by Al?

RQ2: How do different levels of perceived control impact consumer decision-making when interacting with Al
systems?

By answering these questions, this study seeks to provide valuable insights for both practitioners and
researchers, contributing to a deeper understanding of the role of transparency and perceived control in the
interaction between consumers and Al systems in marketing.

The main objective of this research is to understand how transparency and perceived control of Al tools
influence the relationship between consumers' perception of Al and their purchasing decisions. To achieve
this objective, the following specific points have been defined: i) analyze the effect of perceived transparency
on consumer trust in Al systems; ii) evaluate how different levels of perceived control affect the acceptance of
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personalized recommendations; iii) investigate how transparency and perceived control act as mediators
between consumers' perceptions and concerns about Al and their purchasing decisions.

To gain these insights, the research was conducted online, using a non-probability convenience sample, over
two months, from March to April 2024.

Initially, participants were asked to give their informed consent, which detailed various aspects of the research
project including its objectives and the confidentiality safeguards in place. They were then asked to respond
to several questionnaires concerning different aspects of digital marketing and artificial intelligence. These
questionnaires covered topics such as general perceptions of Al, consumer experiences, the impact of these
technologies on purchasing decisions, and specific concerns and expectations felt by consumers. The survey
concluded with a socio-demographic questionnaire that collected personal information from the participants.
This thorough methodology was designed to collect significant insights into current consumer attitudes
towards Al and digital marketing.

3.1. CHARACTERIZATION OF THE PARTICIPANTS

The sample has 81 participants, 39 (48.1%) men, and 42 (51.9%) women. The age of the participants is
between 35 and 67 years, with an average age of 51.36 years (SD= 7.95%), all are of Portuguese nationality.

This study was characterized by the regional and academic heterogeneity of its participants, as illustrated in
Table 1. Data analysis revealed a preponderance of respondents from the Centre region, making up 63% of
the sample, followed by a substantial representation from the North with 24.7%. The metropolitan areas of
Lisbon, the Alentejo, and the Algarve showed more modest participation, each contributing less than 10% of
the participants.

Table 1 - Distribution of participants per region

Region Number of participants
North 20 (24.7%)
Center 51 (63%)
Lisbon Metropolitan Area 8 (9.9%)
Alentejo 1(1.2%)
Algarve 1(1.2%)
Undergraduate 4 (4.9%)
Postgraduate 1(1.2%)
Masters 14 (17.3%)
Doctorate 55 (67.9%)
Post-Doctorate 6 (7.4%)
Aggregation 1(1.2%)

Source: Developed by the author

Furthermore, the educational profile of the respondents proved to be remarkably inclined towards advanced
stages of academic training, with an overwhelming majority of 67.9% holding a doctorate. Master's degree
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holders accounted for 17.3%, while participants with post-doctoral training accounted for 7.4%.
Undergraduate and postgraduate training levels had a minimal presence in the sample.

3.2. INSTRUMENTS

Table 2 provides a comprehensive overview of consumer perceptions and experiences concerning the
personalization promoted by Artificial Intelligence (AI) in online marketing.

Table 2 - Consumer perceptions of Al personalization in online marketing

M SD
Perceptions and Experiences (a =.79)
Al significantly improves the relevance of the adverts I see online. 3.14 .787
Personalized shopping experiences created by Al make my online browsing more 3.11 .873
efficient.
My negative experiences with personalized marketing by Al have been minimal or 3.01 .783
non-existent.
Consumer Decisions (o =.58)
[ value personalized product/service recommendations made by Al systems. 2.80 .993
Personalized Al recommendations often influence my online purchasing decisions. 2.27 1.08
[ prefer direct interactions with humans to Al-automated interactions during the 1.77 978
purchase process.
Transparency and Control (a=.68)
[ would like to have more control over how my data is used for personalization by Al 4.51 .654
Transparency from companies about the use of Al in marketing is fundamental to my 4.40 736
trust.
Concerns about Al Personalisation (a=0.70)
Excessive personalization by Al in marketing makes me feel uncomfortable. 4.14 .833
(inverted)
Adverts that seem to ‘know too much’ about my personal interests cause concern. 4.21 .832
(inverted)

Source: Developed by the author

To assess perceptions and consumer experiences, a three-dimensional scale was developed (e.g., ‘Al
significantly improves the relevance of the adverts I see online.”). This scale showed an acceptable level of
internal consistency with a Cronbach's alpha of .79, which is in line with the parameters established by Gliem
& Gliem (2003). Participants showed a moderately positive perception of the relevance of personalized ads
and the efficiency of shopping experiences promoted by Al, with averages of 3.14 and 3.11 respectively. In
addition, consumers reported minimal or no negative experiences with personalized marketing (M = 3.01).
However, the relatively high standard deviations suggest considerable variation in individual perceptions.
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About the evaluation of consumer decisions and their impact on purchasing decisions, another three-
dimensional scale was developed (e.g., ‘I value personalized product/service recommendations made by Al
systems.”), where it registered an internal consistency index considered poor (a=.58). This dimension revealed
that although consumers value personalized recommendations (M=2.80), their influence on purchasing
decisions is still limited (M=2.27). Furthermore, consumers prefer direct interactions with humans over
automated interactions by Al during the purchasing process (M=1.77).

Regarding transparency and control perceived by consumers, a two-dimensional scale was created (e.g., ‘I
would like to have more control over how my data is used for personalization by Al.’). This scale obtained a
questionable internal consistency index (a=.68). The dimension showed strong consumer concerns about
transparency and control in the use of their data for personalization. The average of 4.51 for ‘desire for greater
control over data’ and 4.40 for ‘transparency fundamental to trust’ indicates that consumers want greater
participation and understanding of how their data is used.

Finally, to probe consumers' concerns about Al personalization, a two-dimensional scale was established (e.g.,
‘Excessive personalization by Al in marketing makes me feel uncomfortable.”), which showed an acceptable
internal consistency index (a=0.70). Consumers showed significant discomfort with excessive
personalization, expressing concerns about ads that seem to know too much about their personal interests
(M=4.21) and discomfort with excessive personalization (M=4.14).

All the scales were answered on a Likert-type response scale, ranging from 1 (totally disagree) to 5 (totally
agree), thus enabling a quantitative ranking of the respondents' attitudes and perceptions.

4. RESULTS

Statistical analyses were performed using the Statistical Package for the Social Science (IBM SPSS), version
29.0 for Mac, and the Analysis of Moment Structures (AMOS), version 29.0 for Windows.

Table 3 shows the correlations between the variables analyzed, as well as the internal consistency indices of
the structural model variables for the total sample (n=81). The magnitude of the correlations shows the
presence of moderate (.30 < r <.50) and strong (r > .50) relationships (Cohen, 1988) between the variables,
with no signs of multicollinearity. In addition, most of the correlations are statistically significant (p <.10),
meeting the assumption of linearity.

Table 3 - Correlations between study variables

Perceptions and | Consumer Transparency
Experiences Decisions and Control
Perceptions and Experiences
Consumer Decisions S510%**
Transparency and Control .072 -.185*
Concerns about Al Personalisation .124 -373%x* 5209%kx

Note: * p < 0.10; ** p < 0.05; *** p<0.01.

Source: Developed by the author

Path analysis was carried out to assess the suitability of the structural model to the data and check whether
the hypotheses previously formulated were confirmed, thus validating the existence of the proposed
relationships between the constructs.
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The final structural model showed a very good CFI value (2.95; for the present sample 1), a very good GFI
value (2.95; for the present sample 1), an unacceptable RMSEA value (.05>RMSEA<.10; for the present sample
.35) and an AIC value of 20.00.

Figure 2 shows the standardized estimates between the constructs of the final structural model. These
estimates were evaluated and normalized to provide an accurate and academically rigorous representation of
the relationships between these key components.

-11

Concerns about
Al personalisation

1.39***

Consumer
decisions

Perceptions
and Experiences

Transparency
and Control

Note: * p < 0.10; ** p < 0.05; *** p<0.01.
Figure 2 - Final Structural Model

Source: Developed by the author

Based on these findings, all the initially proposed hypotheses can be validated.

5. DISCUSSION

The coefficient of 1.39 (***), indicating a strong positive relationship between ‘Perceptions and Experiences’
and ‘Concerns about Al Personalisation’, suggests that consumer perceptions and experiences play a crucial
role in shaping concerns about Al personalization. However, the direct relationship between
perceptions/experiences and concerns can vary considerably between different consumer segments. Younger
consumers, for example, may be more accustomed to personalization systems and therefore less concerned
about privacy compared to older consumers (Liu et al.,, 2021). The sample used in the study is predominantly
made up of highly educated individuals, possibly biasing the results towards a more critical view.

A coefficient of 0.90 (***) reveals a direct relationship between consumers' perceptions/experiences and their
purchasing decisions. Zhang & Qi (2019) and Zhang & Doucette (2019) also suggest that positive perceptions
of Al influence favorable decisions, improving the consumer experience. However, the positive influence can
be mediated by other factors not considered in the model, such as brand trust or previous experiences with
online shopping, as consumer perceptions can be affected by previous experiences with personalized
recommendations (Kim et al., 2021). The ‘Consumer Decisions’ variable is assessed using a scale with a
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relatively low internal consistency index (a =.58), suggesting that it may not capture the full complexity of the
decision-making process.

With a coefficient of 1.67 (***), there is a strong link between consumer perceptions and the importance of
transparency and control over data. This confirms the studies by Kumar et al. (2019) and Lavelle-Hill et al.
(2020), which emphasize the growing consumer demand for transparency in Al personalization processes.
However, transparency and control are complex concepts. How each consumer understands and values them
can differ substantially, especially between those who are familiar with Al systems (Lavelle-Hill et al., 2020).
In addition, Yan et al. (2017) point out that the types of control (active/passive) can significantly influence
consumer perception, limiting understanding of the mediating effect between perceptions and decisions.

The significant relationship between transparency/control and concerns about Al personalization
(B=.3.36***) is consistent with previous research. Simonson & Sela (2011) reinforce that consumers who
perceive a lack of transparency tend to have greater concerns about personalization. However, the simplified
approach to the concept of transparency does not consider the different forms of communication (visual,
textual, etc.) and how these impact consumers' understanding of Al personalization (Du & Xie, 2021).
Furthermore, there is a lack of information on how different levels of transparency and control (e.g. full,
partial) affect consumer concerns.

The relationship between transparency/control and consumption decisions (f=-0.66**) suggests that greater
transparency can reduce impulsive consumption decisions, as indicated by Maggioni et al. (2019). However,
this relationship may be more complex than shown, as excessive transparency can overwhelm consumers
with irrelevant information, making the decision-making process more difficult (Kim et al., 2021; Davenport
et al,, 2020). The negative relationship may depend heavily on the cultural context, which is not explored in
this study. Yan et al. (2017) point out that consumers' perceptions of control can vary significantly between
different cultures, influencing how transparency and control impact their decisions.

The positive influence (p=.1.34*) between concerns and decisions suggests that even concerns about Al do
not necessarily prevent purchasing decisions. Consumers who have concerns about Al can still be influenced
in their purchasing decisions, confirming the findings of Wang et al. (2022). However, concerns can lead to
compensatory behaviors, such as actively seeking less invasive alternatives (Oke et al., 2023). The sample may
not be representative of all consumer segments, and the effects of concerns may differ between different
demographic groups.

The indirect influence of perceptions/experiences on consumption decisions through concerns is significant.
However, it is unclear whether this indirect influence is consistent across different levels of Al perception,
suggesting a possible moderation by familiarity with the technology (Lavelle-Hill et al., 2020). Mediation
through transparency and control indicates that positive perceptions lead to better decisions when mediated
by trust in Al systems. However, the lack of consideration of types of control (active/passive) limits
understanding of the mediating effect (Yan et al., 2017). Davenport et al. (2020) highlight the need for a better
understanding of the nuances between different levels of transparency and control to obtain a more complete
view of consumer behavior in the context of Al

6. CONCLUSIONS

The main findings show that the perception of transparency generates trust and significantly increases
consumer acceptance of Al recommendations. Similarly, perceived control, through customizable filters and
preferences, allows consumers to personalize recommendations, having a positive impact on their decision-
making. Ultimately, it highlights the importance of designing Al systems that prioritize transparency and allow
users to take control, promoting trust and a deeper connection with consumers.

The article achieves its aim through the structural model and hypotheses tested which confirm the importance
of transparency and control in promoting trust and acceptance, leading to actionable strategies for marketers.
The research enriches the understanding of both practitioners and academics by revealing the key drivers of
consumer behavior when interacting with Al in marketing.
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In response to the first research question, it was found that consumers are more likely to accept personalized
recommendations when companies clearly explain how Al generates them and maintain fair practices.
Transparency positively influences consumers' perception of fairness, making them more receptive to
personalized Al suggestions. In addition, perceived control plays a significant role. When users can adjust
recommendations and customize search filters, it fosters a sense of control over their interactions with Al
This increases their acceptance of and engagement with personalized recommendations. Transparency and
control thus act as mediators between Al perceptions and purchasing decisions.

In response to the second question: How do different levels of perceived control impact consumer decision-
making when interacting with Al systems?

The research concluded that consumer decision-making is significantly affected by perceived control, which
is related to their ability to personalize or modify recommendations. Transparency in Al recommendations
creates trust, leading to greater acceptance. Consumers are more likely to interact positively with Al systems
that enable personalization and control since they align with their goals. The results suggest that transparency
and perceived control act as modifiers in shaping consumer perceptions, concerns, and decisions. Greater
perceived control can improve consumer acceptance of Al recommendations, thus affecting purchasing
behavior.

This study has some limitations that should be acknowledged. The relatively small and homogeneous sample
of 81 participants limits the generalizability of its findings to wider populations. Future research could involve
larger and more diverse samples to increase external validity. In addition, the cross-sectional design used in
this study captured data at a single point in time, which limits insight into the impact of transparency and
control on consumer acceptance of Al over time. Longitudinal studies would be valuable to provide deeper
insights into this dynamic. In addition, reliance on self-reported measures can lead to social desirability bias,
which could distort the results. Future studies could address this issue by supplementing surveys with
behavioral data to obtain more objective information.

Theoretically, this study contributes to the field by advancing trust theory and highlighting how transparency
and control are critical factors influencing consumer trust in Al systems. It also contributes to the
understanding of consumer decision-making models, particularly in how transparency and perceived control
mediate the acceptance of Al recommendations. Furthermore, the study enriches the literature on ethical Al
by highlighting the importance of fairness, transparency, and control in the development of consumer-centric
recommender systems.

In practice, marketers should consider designing Al systems with transparency and control features, such as
providing customizable explanations and filters, to increase consumer acceptance.

By offering greater control, marketers can give consumers the chance to personalize their recommendations,
increasing engagement and satisfaction. Furthermore, implementing transparent practices can help
companies comply with data privacy regulations and align with consumer expectations regarding the ethical
use of Al

In summary, this study allows us to increase our understanding of the significant roles of transparency and
perceived control in shaping consumer interactions with Al systems for personalized recommendations.
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Resumo

Portugal é um pais caracterizado por uma forte cultura de relagdes, devido ao papel central que a familia desempenha na identidade
da cultura portuguesa. No contexto empresarial, bem como nas instituiges governamentais, é frequente a evidéncia de que a
selecdo de determinadas pessoas para um determinado cargo estd muitas vezes relacionada com redes pessoais. Este artigo
exploratdrio dedica-se a investigar os fenémenos do nepotismo e da preferéncia pelo legado nas empresas familiares, que
representam cerca de 70 por cento das empresas em Portugal. E analisada a linha ténue que separa o mérito do favoritismo e é
realcada a influéncia que a escassez de recursos humanos tem na alteracdo do paradigma de praticas que outrora dominaram o
panorama empresarial portugués. Os resultados do artigo baseiam-se em investigacdo cientifica, bem como em entrevistas pessoais
aprofundadas a dois colaboradores de empresas familiares e num inquérito sobre o tema (31 inquiridos). Um dado interessante
deste estudo - 71 por cento dos inquiridos acreditam que é mais acessivel entrar numa empresa familiar portuguesa através de
contactos sociais do que através do mérito. De referir que foram feitas analises tematicas aos dados primarios qualitativos
recolhidos (identificacdo de padrdes nos dados).

Keywords: nepotismo; legado; mérito; negdcios; familia.

Abstract

Portugal is a country characterised by a strong culture of relationships, due to the central role that family plays in the identity of
Portuguese culture. In the business context, as well as in government institutions, there is often evidence that the selection of certain
people for a particular position is often related to personal networks. This exploratory article is dedicated to investigating the
phenomena of nepotism and preference for legacy in family businesses, which account for around 70 per cent of companies in
Portugal. The fine line between merit and favouritism is analysed and the influence that the scarcity of human resources has on
changing the paradigm of practices that once dominated the Portuguese business landscape is highlighted. The results of the article
are based on scientific research, as well as in-depth personal interviews with two employees of family businesses and a survey on
the subject (31 respondents). An interesting finding in this study - 71 percent of respondents believe that it is more accessible to
enter a Portuguese family business through social contacts than through merit. Let it be noted that thematic analyses were
performed on the primary qualitative data collected (patterns were identified in the data).

Keywords: nepotism; legacy; merit; family; business.
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1. INTRODUCAO

O conceito de nepotismo é definido como a pratica de favorecer parentes ou amigos em varios aspetos da vida,
incluindo emprego e nomeacdes politicas. Este fendmeno pode afetar os principios da meritocracia, da justi¢a
e daigualdade de oportunidades e, potencialmente, colocar em causa a confiang¢a dos cidadaos nas instituicoes,
tanto no setor publico quanto no privado.

Em Portugal, as preocupagdes com o nepotismo sao frequentemente levantadas no contexto da politica e da
administracdo publica. A nomeacdo de familiares ou pessoas préximas para cargos governamentais
importantes ou func¢des influentes tem sido criticada por comprometer a integridade do processo decisério e
a qualidade da governacdo. Nos ultimos anos, tem sido um tema recorrente na comunicaciao social em
Portugal, destacando-se o artigo “Tudo em Familia” no Jornal de Noticias, escrito por De Morais (2017). Este
artigo consiste numa exposicdo das inimeras figuras politicas portuguesas cujas relacoes familiares com
outras pessoas influentes indiciam que vivemos num “sistema politico dominado por lagos familiares” (De
Morais, 2017).

O nepotismo ndo se limita apenas ao setor publico, pelo que também se manifesta no setor privado. As
empresas familiares podem priorizar a contratacdo ou a promo¢do de membros da familia, possivelmente
ignorando outros candidatos [mais] bem qualificados. Isto pode levantar questdes de igualdade de
oportunidades. No entanto, no que diz respeito a questoes de estratégia e competitividade, a eficiéncia
operacional e as atividades distintas das empresas podem ser postas em causa, o que leva a um risco de
sobrevivéncia da organizacdo. Quando ha favorecimento de certos membros de uma organizacdo, é
estabelecido um ambiente em que o avanco profissional esta mais ligado as conexdes familiares do que as
qualificacdes e competéncias do individuo, o que pde em causa a motivacdo dos colaboradores e o nivel de
produtividade associado.

As instituicdes da sociedade civil, os meios de comunicacdo e os cidadaos atentos tém contribuido de maneira
significativa para revelar situacdes de nepotismo e advogar por uma maior “prestacdo de contas”. Os seus
esforgos contribuiram para aumentar a conscientizagdo e promover um didlogo publico sobre a importancia
de combater o nepotismo e promover a justica e a igualdade.

E importante fazer a ressalva de que nem todos os casos de conexdes pessoais ou familiares em nomeacdes
ou empregos envolvem necessariamente nepotismo. Por vezes, essas relacdes podem-se basear em
qualificacdes e habilidades legitimas, sem indicar qualquer irregularidade no que respeita ao principio da
meritocracia. Ha bastantes industrias e setores como, por exemplo, o0 mercado das artes plasticas em que
mesmo que seja preponderante o aspeto dos contactos sociais, é esperado que haja um mérito e competéncias
técnicas que justifiquem determinada tomada de decisdo em seu favor. No entanto, dada a individualidade das
percecoes de qualidade e de técnica, a questao de mérito é ambigua e subjetivamente percecionada.

A estrutura politica de um pais ndo é intrinsecamente um fator responsavel pela sua cultura empresarial no
que diz respeito a questdao do fendmeno do nepotismo. No entanto, consideramos plausivel afirmar que a
cultura politica ndo sé reflete a cultura nacional, mas também produz cultura, dado o mediatismo das praticas
de selecdo no Governo e as influéncias inconscientes que tém na consolidacao de culturas de comportamento
organizacional.

Este artigo foca-se na questao do nepotismo na particularidade das empresas familiares em Portugal. Segundo
a PorData (2021), 99,9% das empresas portuguesas eram PMEs, sendo que a sua esmagadora maioria (96,0%)
dessas sdo microempresas, que empregam até 9 pessoas (IAPMEI, 2020). Nao existe um tamanho padronizado
para todas as empresas familiares, ja que isso depende de varios fatores, como o setor de atividade, a natureza
do negdcio e o tempo que a empresa esta em operacdo. Estima-se que em Portugal 70% das empresas sejam
familiares (Pimentel, 2022).

Gerir o nepotismo nas empresas familiares requer um equilibrio meticuloso entre os lacos familiares e a
necessidade de agir de forma justa e eficiente. Se os gestores criarem uma abordagem correta e transparente,
podem reduzir os efeitos negativos e promover um ambiente de trabalho mais produtivo.
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Ao discutirmos o fendmeno do nepotismo aplicado as empresas familiares portuguesas, surge também a
questdo do legado. Usaremos o conceito de “preferéncia pelo legado” para nos referirmos a comportamentos
de favorecimento a membros familiares no contexto de processos de tomada de decisdo em empresas, por
exemplo, para processos de sucessao. Dada a sua natureza privada, a preferéncia pelo legado em empresas
familiares ndo aparenta ser tdo moralmente condenavel quando comparada ao favorecimento no contexto
politico e de administragao publica.

Alguns fatores que podem motivar a preferéncia por legado sao os seguintes: a preservacdo da visdo e valores,
a maior facilidade de transferéncia de conhecimento e experiéncia, a continuidade do legado familiar, a
estabilidade associada ao maior sentido de compromisso pelo sucesso e sobrevivéncia do negdcio, o foco no
longo prazo que advém desse compromisso e a motivagdo ao contribuir para a histéria e identidade da familia.

2. REVISAO DA LITERATURA

De acordo com Castilla e Poskanzer (2022), a selecdo nepotista pode por em risco a eficacia operacional, uma
vez que os candidatos de legado tendem a ser menos qualificados e, muitas vezes, foram estudantes mediocres.
0 estudo também indica que as culturas organizacionais tendem a ser menos diversificadas do ponto de vista
racial, o que agrava as desigualdades entre os funciondrios. Tipicamente frequentes nos processos de
recrutamento e selec¢do, as escolhas com base no legado sao generalizadas nas organizacdes de todo o mundo,
o0 que significa que ndo se trata de uma questdo regional (Ale-sina & Giuliano, 2014; Bertrand & Schoar, 2006;
Kramarz & Nordstrom Skans, 2014; Padgett & Morris, 2005). Verifica-se, no entanto, uma utilizacao acentuada
destas praticas em paises definidos por uma forte cultura relacional, como, por exemplo, Portugal e outros
paises do sul da Europa (Sanchez & Bote, 2009).

Dobrowolski et al. (2022) focam-se na fronteira ambigua entre as escolhas ocasionais orientadas pelo legado
e a "reciprocidade duradoura”, que pode facilmente ser considerada corrup¢do. Defendem a necessidade de
desenvolver estratégias preventivas para manter um sentido de justica dentro da organiza¢do, uma vez que é
crucial assegurar que existem poucos ou nenhuns fatores externos que possam por em causa a motivagao dos
trabalhadores, garantindo assim a eficacia organizacional e o sucesso da estratégia da empresa a longo prazo.

Noutra perspetiva, Powell (2023) mostrou uma vantagem particular da selecdo nepotista, como, por exemplo,
a facilidade em partilhar conhecimentos tacitos com familiares ou amigos pode ser um beneficio para a eficacia
organizacional, uma vez que os lacos informais podem maximizar a eficiéncia da comunicagao, o que permite
concentrar-se rapidamente noutros aspetos que contribuem para uma maior eficacia global.

Mohammad et al. (2019) referem que uma atitude negativa em relacdo a integridade da organizacdo se
desenvolve se os funcionarios perceberem que as politicas e os procedimentos ndo sao aplicados igualmente
a todos os membros da organizacio.

Daskin (2013) e Arasli et al. (2019) mostraram que as pessoas que beneficiaram do nepotismo sdo, na maior
parte das vezes, percecionadas de forma negativa. Espera-se que tenham ligacdes especificas e que os ndo
beneficiarios sintam os seus interesses pessoais ameacados, 0 que provoca sentimentos frequentes de
inseguranca. O nepotismo é um fator significativo que promove a desconfianca e a insegurang¢a. Quando o
favoritismo em relagdo aos membros da familia é percecionado, os trabalhadores tendem a reagir de forma
sensivel ao comportamento tendencioso dos gestores.

Vveinhardt e Sroka (2020) concluiram que o nepotismo e o favoritismo nas organizacdes dependem
sobretudo da cultura, da histéria e das praticas de gestao de cada pais. Verificaram também a existéncia de
diferencgas regionais dentro de cada pais, uma vez que varios setores dentro do mesmo pais terdo tradi¢gdes de
gestao distintas e, por conseguinte, influenciarao o nepotismo.

Baron (2016) argumenta que as caracteristicas habitualmente associadas as empresas familiares, que eram
uma desvantagem no século anterior, sdo agora importantes fontes de vantagem competitiva, permitindo-lhes
ser mais flexiveis face a concorréncia cada vez mais feroz que todas as empresas enfrentam. "Apenas 30% das

by

empresas familiares sobrevivem a segunda geracdo, 10% a 15% a terceira geragdo e 3%-5% a quarta
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[geracdo]". Quando comparadas com outros tipos de organizag¢des, que normalmente duram cerca de 15 anos
(o que ndo engloba sequer uma geracao), as empresas familiares podem parecer mais duradouras.

Dado que cerca de 70% das empresas familiares fracassam ap0s a primeira geracao, principalmente devido a
mas decisdes de sucessdo (Cucculelli & Micucci, 2008, Royer et al., 2008, Wasserman, 2003 in Dinis, 2017), é
notério que estas decisdes sdo fundamentais para determinar o futuro de uma empresa familiar. Os
proprietarios de empresas familiares escolhem frequentemente os seus descendentes para serem os
sucessores da empresa. Como resultado, é compreensivel que as empresas familiares tenham uma reputacido
conotada com nepotismo. Apesar de varios estudos terem demonstrado que o nepotismo tem efeitos negativos
nas empresas, como o declinio ou mesmo a faléncia, as empresas familiares parecem continuar a utiliza-lo
(Bennedsen et al., 2007, Cucculelli & Micucci, 2008, Gomez-Mejia et al., 2011, Padgett & Morris, 2005, Riggio
& Riggio, 2013, Smith & Amoako-Adu, 1999, in Dinis, 2017).

A investigacdo revelou um grande niimero de enviesamentos de escolha relacionados com o planeamento da
sucessao e a cognicao do lider em empresas familiares. Os lideres, por exemplo, podem adiar as escolhas de
sucessao por mais tempo do que o necessario se estiverem demasiado ligados a sua empresa para se porem
de lado (Duffy & Stevenson, 1984 in Dinis, 2017).

Parece que os lideres podem avaliar as capacidades de um candidato a sucessdo principalmente com base na
semelhanca do candidato com o lider, em vez de avaliar o desempenho real do candidato (Lee, Lim, & Lim,
2003 in Dinis, 2017). De acordo com Kahneman (2011), os lideres podem escolher o candidato que mais se
assemelha a eles em vez de contemplar quem seria o melhor para continuar a empresa familiar. Isso pode
levar ao nepotismo, o que pode ser prejudicial para a empresa familiar. Quanto mais estreitos forem os lagos
familiares, maior serd a probabilidade de esta situagdo ocorrer, podendo influenciar perigosamente as
decisoes de sucessdo, uma vez que os lideres sentem erradamente que os membros da familia sdo mais
adequados do que os candidatos externos (Dinis, 2017).

O conceito de "homofilia" pode ser associado a esta situagdo. O termo homofilia refere-se a tendéncia para
favorecer coisas ou pessoas que sao semelhantes ou idénticas a n6s (Lazarsfeld & Merton, 1954). Quando um
lider de uma empresa familiar estd a procura de um novo diretor executivo e tem de escolher entre um
membro da familia e um profissional externo, o fendmeno da homofilia pode ocorrer. Inconscientemente, pode
ser dada prioridade ao individuo que mais exemplifica e reflete o lider da empresa familiar.

De acordo com Kirby e Lee (1996), os sucessores das empresas familiares sdo frequentemente descendentes
do anterior lider, mesmo que ndo tenham qualificacGes suficientes para o cargo. Este facto pode constituir um
problema, uma vez que foi demonstrado que os lideres ndo qualificados podem “destruir” as empresas
familiares. No entanto, muitas destas empresas continuam a adotar esta pratica. Este facto pode ser um
indicador significativo da prevaléncia generalizada do nepotismo.

Au-Yong-Oliveira (2022) refere um comentario de um entrevistado que considera que nas empresas grandes,
em detrimento das empresas familiares, tende a haver menos negatividade e abordagens politicas prejudiciais
para a organizac¢do. O autor refere também que a inovagdo estd presente em todas as boas empresas e que
todas as organizagdes, quer pequenas, quer médias ou grandes, necessitam de inovar.

3. METODOLOGIA

Para a revisdo da literatura, utilizamos a base dados Scopus e artigos nao cientificos em jornais e revistas
reputados, devidamente referenciados. As palavras-chave utilizadas na pesquisa no Scopus foram: nepotismo,
favoritismo, mérito, empresas familiares e Portugal.

Neste artigo, a metodologia de investigacdo adotada foi mista, através de um inquérito (colocado online em
finais de 2023) na componente quantitativa e de entrevistas (de 20 minutos e de 35 minutos cada - feitas na
mesma altura) na componente qualitativa, uma vez que consideramos que seria a forma mais frutifera de
recolha de dados para compreender as percec¢des dos participantes relativamente a tematica em estudo, o
nepotismo e a preferéncia pelo legado em empresas familiares portuguesas. Para permitir um facil acesso ao
inquérito, optamos por utilizar o Google Forms para a construgdo e divulgacao do mesmo.
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No inicio do inquérito explicamos aos participantes qual o objetivo do mesmo e garantimos o anonimato e
confidencialidade no tratamento dos dados pessoais. No que diz respeito a tipologia das questdes do inquérito,
este é composto por perguntas de resposta fechada maioritariamente, mas também conta com uma pergunta
de resposta aberta com o intuito de cada inquirido expressar a sua opinido de forma mais alargada (a estas
respostas foi feita uma analise tematica).

O inquérito foi enviado para pessoas que ja se encontram no mercado de trabalho, de preferéncia que
trabalham ou que tenham testemunhos de experiéncia prépria no contexto de empresas familiares.
Infelizmente, a nossa amostra foi reduzida, pelo que s6 tivemos 31 inquiridos. Posto isto, apelamos a continuos
estudos nesta area que, através do acesso a um numero substancialmente mais representativo, permitam
chegar a conclusdes mais validadas pelos dados recolhidos. Foi desenvolvida uma discussdo dos resultados e
incluida uma abordagem de estatistica inferencial, com recurso ao teste do qui-quadrado e ao teste exato de
Fisher, para investigar relacdes entre grupo de idade e opinido relativamente aos contactos pessoais.

As entrevistas foram realizadas a duas pessoas que trabalham em empresas familiares (foi feita uma nova
analise tematica destes dados primarios recolhidos). Dados os recursos de que dispinhamos na elaboracido
deste artigo, foi um nimero reduzido, mas as respostas obtidas tém valor real e significativo e permitiram
obter perspetivas que complementam as respostas aos inquéritos. Foram colocadas aos dois entrevistados
(tabela 1) as mesmas questdes do inquérito de forma preliminar, pedindo que fundamentassem as suas
respostas se possivel e foram também colocadas outras questdes (que ndo as que constavam do inquérito), de
modo a obter ainda mais informacao.

Pretendemos que este artigo fique disponivel para a comunidade académica portuguesa, justificando o uso da
lingua portuguesa para facilitar a compreensao do seu conteddo.

Tabela 1: Os entrevistados

Entrevistado Género Idade Area de formacé&o Cargo Relagdo com a
administracao
1 Masculino 57 Industria Gestor e dono Dono da
automovel da empresa empresa
2 Masculino 52 Exploracédo e Administragéo | Filho do dono
transformagao e operagoes da empresa
florestal e de
madeiras

(Fonte: elaboracio prépria)

4. RESULTADOS E DISCUSSAO

Nesta se¢do estdo algumas respostas ao inquérito escolhidas pelo seu significado. 54,8% dos inquiridos
trabalham numa empresa familiar, os restantes 45,2% trabalham em empresas “ndo familiares” - justificamos
esta questdo pois a maioria das questdes pode ser respondida com base em juizos de valor e opinides pessoais
dos inquiridos que nao tenham de estar necessariamente associadas a experiéncia propria ou, se estiverem,
que seja do passado; o que nos importa sdo perceg¢des da realidade, por muito semelhantes ou distintas que
sejam dos nossos preconceitos ao formular o inquérito - se tivéssemos limitado os inquiridos exclusivamente
a categoria de contribuidores com experiéncia prépria, poriamos em causa o niumero de contributos, limitando
negativamente as conclusoes que poderiamos tirar.

7

Uma maioria esmagadora (71%) dos inquiridos acreditam que na atual conjuntura portuguesa, é mais
acessivel entrar numa empresa por meio de contactos pessoais. Apenas 25,8% dos participantes acreditam
que é mais acessivel fazé-lo por mérito. Os resultados mostram ainda que apenas 3,2% dos participantes
consideram mais acessivel conseguir emprego numa empresa através da “cunha” [que se confunde também
com o conceito de “contactos pessoais”, que sdo efetivamente “cunhas”, elevando assim a 74,2% os que
percecionam este fenémeno - cerca de 34 dos inquiridos].

-31-



ICI EM c No. 5, 2024, 27-42
Universidade de Aveiro

. ISSN: 2184-9102
Proceedings 10.34624/iciemc. v0i5.36865

7. Trabalha numa empresa familiar?
31 respostas

® Sim
® Nzo

11. Acredita que atualmente em Portugal é mais acessivel entrar numa empresa por mérito ou por
meio de contactos pessoais?

31 respostas

@ Por mérito
@ Por contactos
@ Por cunha

12. Acredita que é provavel ascender na carreira caso nao pertencga a familia que administra a
empresa?

31 respostas

® Sim
® Nao
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Teste do Qui-quadrado

Realizamos o teste do qui-quadrado (tabela 2), para testar se ha associa¢des estatisticamente significativas
entre a opinido relativamente as “cunhas” com o grupo de idade a que os individuos pertencem. Analisando as
tabelas dos valores observados e valores esperados, constatou-se uma associa¢do ndo significativa, com um p-
value superior a 0,05 (grau de confianga de 5%). De acordo com os valores apresentados na tabela 2, observou-
se que ndo houve relagdo de dependéncia entre as variaveis “grupo de idade” ao nivel de significancia utilizado
para a pesquisa (a = 0,05), devido aos seus valores serem superiores a 0,05, com um p-value de 1,000
(Correcdo de continuidade). Desta forma, aparentemente pode nao haver uma relacao de dependéncia entre
a variavel "grupo de idade" e “opinido dos inquiridos sobre cunhas”.

Tabela 2: Testes do qui-quadrado

Valor df Significincia Assintética Sig exata (2 Sig exata (1
(Bilateral) lados) lado)
Qui-quadrado de Pearson 0,045- 1 0,833
Correcao de continuidader 0,000 1 1,000
Razdo de verossimilhanc¢a 0,045 1 0,832
Teste exato de Fisher 1,000 0,561
Associacao Linear por linear 0,043 1 0,835
N de Casos Validos 31
a. 0 células (,0%) esperavam uma contagem menor que 5. A contagem minima esperada é 6,29.
b. Computado apenas para uma tabela 2x2.

De forma bastante substancial, 83,9% dos inquiridos concordam que em Portugal se vive uma cultura
empresarial marcada por fortes vinculos familiares - apenas 16,1% negam a existéncia da mesma. 83,9% dos
inquiridos concordam que em Portugal se vive uma cultura empresarial marcada por fortes vinculos
familiares - apenas 16,1% negam a existéncia da mesma.

Ainda, a maioria dos inquiridos (67,7%) nunca se sentiu injusticado com uma decisdo tomada em beneficio de
um familiar da empresa. Os restantes 32,3% afirmam que ja se sentiram injusticados com uma decisdo desta
natureza.

Devido possivelmente a cerca de metade dos inquiridos nao terem experiéncia proépria, 77,4% dos inquiridos
afirmam ndo ter alguma vez perdido uma oportunidade de progressdo para um membro da familia da
empresa, mas 22,6% afirmam que sim. Devido possivelmente a cerca de metade dos inquiridos ndo estarem a
trabalhar em empresas familiares, 64,5% das respostas apontam para a nao existéncia de lagos familiares
entre os s6cios da empresa em contraste com 35,5% que confirmam que existem.

A maioria dos inquiridos (67,7%) acredita que um colaborador mais qualificado nao tera tanta probabilidade
de ser escolhido como sucessor como um familiar da empresa com as mesmas ou menores qualificagdes. 71%
dos inquiridos acreditam que a preferéncia da empresa por membros da familia na sucessao é desmotivante.

Na questdo nimero 28, uma questdo de resposta aberta opcional, “Como acha que o nepotismo e o recurso a
contactos pessoais afetam a eficiéncia e a produtividade de uma organizagdo?”, recolhemos as seguintes
respostas (ver quadro 1). De notar que foi feita uma analise tematica dos dados recolhidos (identificagdo de
padroes que apareceram nos dados - ver quadro 1). Os padrdes ou temas identificados foram cinco: falta de
competitividade, sentido de injustica, brio pessoal, cultura organizacional enraizada, e meritocracia.
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Quadro 1: Respostas obtidas na questido aberta do inquérito

Citacdo

Padrao identificado

Se entre um candidato apto e alguém com uma cunha sem ser apto para o trabalho...
pode prejudicar a empresa.

Falta de competitividade

E que se a pessoa foi escolhida para um cargo s6 por ser da familia corre-se o risco de
ndo ter competéncias para esse cargo.

Falta de competitividade

As relagoes familiares podem afetar a qualidade das decisdes tomadas.

Falta de competitividade

Colocam em causa a meritocracia.

Sentido de injustica

Vido desmotivar o “chdo de fabrica” uma vez que sabem que a possibilidade de
progressao é reduzida.

Sentido de injustica

Na minha opinido as empresas podem ter pessoas da mesma familia a trabalhar, contudo
julgo que o sucesso da pessoa s6 pode depender do seu proprio desempenho. Mas
enquanto pessoa se entrasse numa empresa por cunha iria sempre dar o meu melhor
para mostrar o meu valor dessa forma.

Brio pessoal

Afetam na medida em que a maioria das vezes os elementos da familia ndo tém
capacidades académicas, profissionais ou emocionais para gerir/administrar ou ter um
cargo de responsabilidade numa empresa familiar.

Falta de competitividade

Valorizam interesses pessoais face a interesses da organizacdo o que ndo é saudavel para
o futuro da empresa.

Falta de competitividade

Nas empresas familiares existe o vinculo familiar para progredir, nas restantes empresas
existe o mesmo fenémeno, mas com o nome network.

Cultura organizacional
enraizada

Se os profissionais forem bons, nao vejo inconveniente.

Meritocracia

A estratégia deixa muitas vezes de ter o destaque principal que deve ter, portanto a
organizacdo perde com certeza em termos de manter e maximizar a eficiéncia e
produtividade.

Falta de competitividade

Considero que o maior problema é desperdicar potenciais bons candidatos a posi¢des
na empresa, simplesmente porque nio pertencem a familia da empresa.

Falta de competitividade

Em resumo, o nepotismo e o recurso a contactos pessoais podem comprometer a
eficiéncia e a produtividade de uma organizacdo ao minar os principios de mérito,
transparéncia e equidade. Para promover um ambiente de trabalho saudavel e
produtivo, é importante que as decisdes de contratacido, promocido e alocacio de
recursos sejam baseadas em critérios objetivos e justos.

Falta de competitividade

0 nepotismo e o uso de contactos pessoais podem minar a eficiéncia e a produtividade
de uma organizacio, prejudicar a moral dos funcionarios e minar a confianca do publico
na empresa. E importante que as organizagdes promovam um ambiente de trabalho
justo e baseado no mérito, onde as decisdes sdo tomadas com base no desempenho e nas
qualificagbes, em vez de relacdes pessoais.

Falta de competitividade

No quadro 2 estdo referidos os cinco padrdes identificados (nova analise tematica) nas entrevistas: mérito

mais contactos pessoais; cultura da relagao; lideranga, heranca familiar; o peso do compromisso.
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Quadro 2: Evidéncias das entrevistas ligadas a tematicas da investigacao

Padroes identificados

Mérito mais contactos pessoais

“Penso que seja por mérito, mas acho que as coisas ndo sio mutuamente exclusivas - dada a escassez de recursos
humanos no setor [automoével], procura-se as pessoas que sdo mais qualificadas - ainda que haja também o
conhecimento de contactos sociais que possa facilitar o processo a arranjar candidatos.” (Entrevistado n21); “Alguém
no inicio de carreira dificilmente consegue com base apenas em mérito, pois ainda ndo tem um curriculo extenso. No
inicio de carreira, acho que os jovens precisam de uma ajuda” (Entrevistado n22).

Cultura da relacao

“Umas das principais desvantagens das empresas familiares - as decisdes sdo tomadas com uma componente
primordialmente emocional em detrimento de uma componente mais racional, o facto de ficar na familia ajuda a que
se dé continuidade - quando nio ha uma ligagdo emocional, a minima dificuldade rompe-se o elo entre sécios e cada
um vai a sua vida.” (Entrevistado n21); “Ndo ha ninguém de fora (nio familiar) a quem va ser entregue um negocio
de familia. A ndo ser que essa pessoa se case dentro da familia ou se torne parte da familia, de algum modo”
(Entrevistado n®2).

Lideranca

“Lembra-me logo o exemplo da Sonae com o Belmiro de Azevedo e da Jerénimo Martins em que ndo é necessariamente
o filho mais velho, é o que revela mais capacidade de lideran¢a” (Entrevistado n21); “O cabega de casal, numa empresa
familiar, ndo quer por norma dar o poder de decisdo a ninguém. Pode criar a ilusdo de que é o filho que manda por
exemplo, mas ele s6 manda até ao ponto que ele deixa.” (Entrevistado n22).

Heranca familiar

“0 mesmo se passa noutros oficios em que todos os homens da familia foram herdando o oficio de pedreiro ou padeiro
por exemplo. Ou seja, ndo significa que estejam 14 a trabalhar por gosto mas por obrigacdo.” (Entrevistado n21).

Peso do compromisso

“Nunca se deixa de trabalhar e mesmo em férias nunca se deixa de trabalhar. Ndo se tem baixas de parto - aconteceu
mesmo com a minha irma (...) S6 n6s sabemos tratar das coisas e estdo sempre a telefonar-nos. Estamos 24h sobre 24h,
365 dias por ano disponiveis”. (Entrevistado n®2).

Mais padrdes identificados encontram-se na discussao sobre as questdes seguintes - das entrevistas.
Questao 17 - Padrao “Favorecimento”

Quando lhes foi pedido que fizessem uma apreciacdo de uma afirma¢do (questdo n? 17), ambos os
entrevistados acreditam que a preferéncia tendera a ser em favor de familiares ou pessoas préximas a familia.

“Tenho de concordar que o membro da familia sera o preferido em grande parte das situagdes.”
- Entrevistadon?1

Mas um entrevistado (filho de dono da empresa, 52 anos) refere ainda que é possivel que um lider ceda a
sucessao para alguém do exterior, apenas caso haja muita tensdo entre si e o candidato a sucessor familiar:

“A preferéncia vai ser sempre dada a alguém mais proximo da familia ou mesmo da familia. A ndo ser que
quem vai tomar essa decisdo, quem tem o poder final de decisdo, pura e simplesmente detesta o familiar.
Prefiro dar a alguém de fora do que a esse familiar.”

— Entrevistado n? 2
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Questao 19 - Padrao “Centralizacao de poder”

Quando questionados sobre a democratizacao da tomada de decisdao, ambos os entrevistados afirmam que as
decisoes sdo centralizadas no patrdo ou o patrdo é que tem a “Ultima palavra”.

“E centralizado quanto a decisdes executivas - nas questdes operacionais, cada pessoa toma decisdo com base
no seu conhecimento técnico, embora também essas passam sempre por mim e eu dou sempre a avaliacdo
final.”

— Entrevistadon? 1
“N3o existem mecanismos democraticos, ndo ha discussio. E centralizado no fundador.”

— Entrevistado n? 2
Questio 20 - Padrio “Sacrificio familiar”

“Considera que se sente mais na obrigacdo de fazer sacrificios pela empresa, por fazer parte da familia
gerente?”

Apesar de os entrevistados terem diferentes posicdes na empresa, ambos defendem que devido a fazerem
parte da familia gerente, se sentem mais na obrigacao de fazer sacrificios pela empresa comparativamente a
outros colaboradores. Menos tempo livre, levar trabalho para casa, impossibilidade de delegar determinadas
atividades a terceiros, disponibilidade constante e trabalho em periodo de férias sdo questdes mencionadas
por ambos os entrevistados.

“Sem duvida (...) tenho constantemente de sacrificar o meu tempo livre e levar trabalho de casa, sé posso
depender de mim para executar determinadas burocracias (...), questdes que ndo posso delegar. (...) nunca
consigo desligar, nem quando estou (...) de férias.”

— Entrevistadon®1

“Sim. Disponibilidade total e sem limite horario, menos tempo livre, menos férias, horas ndo remuneradas.
Levar o trabalho para casa. Nao ha uma linha que define trabalho e ndo trabalho. Nunca se deixa de trabalhar
e mesmo em férias nunca se deixa de trabalhar. S6 nés sabemos tratar das coisas e estdo sempre a telefonar-
nos. Estamos 24h sobre 24h, 365 dias por ano disponivel. Mesmo de férias, é impossivel desligar-me
totalmente da empresa. “

— Entrevistado n? 2
Questao 23 - Padrao “Justica na remuneracdao”

Relativamente a transparéncia dos processos de sucessdo nas empresas familiares verificamos que apesar de
um respondente (dono da empresa, 57 anos) acreditar que tais processos sdo transparentes, o outro
respondente (filho do dono da empresa) acredita que ndo. No entanto, ambos os respondentes mencionam a
discricdo com que estes processos sdo efetuados, sendo mencionado por um dos respondentes que considera
esta descricdo “normal”:

“Julgo que sim, pelo menos nunca ocultimos nada ativamente; hd uma certa descrigdo quanto a questdes de
compensacao ou bénus, mas julgo que isso é normal.”

— Entrevistadon®1

Um dos respondentes ainda menciona que pode haver disparidades entre pessoas que desempenham a
mesma funcao, essencialmente devido a um desempenho percecionado como superior. No entanto, trata-se
de um acordo entre colaborador e o patrao, no qual o patrao percebe que se mantiver uma pessoa com melhor
desempenho com a mesma compensagcdo que os outros, este pode ficar desmotivado e piorar o seu
desempenho para aquilo que perceciona como justo:

“Nao (...) duas pessoas a fazer a mesma funcdo podem receber diferente (...) pode ser devido a terem exigido
algo mais por saberem que sdo melhores (...) Se o patrao fizer o aumento isso é um ndo assunto (...) é acordado
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entre patrdo e funcionario que nio se vai falar sobre isso com os outros. Se o patrdo ndo aceita, o colaborador
fica desmotivado e passa a fazer o mesmo que os seus colegas, reduz ou piora o seu desempenho porque sente
que ndo tem razdes para dar o seu melhor, como antes “

- Entrevistado n? 2
Questao 15 - Padrao “Necessidade do poder”

“Mas se lhe puder dizer, na minha opinido, nestas questdes de sucessao, os chefes largam apenas quando ndo
podem mais mesmo. Ndo preparam a sucessdo porque sentem que ao fazé-lo deixam de ter direito a seja o que
for e perdem poder.”

— Entrevistado n? 2

Verificamos, nesta afirmacdo, que os lideres de empresas familiares podem adiar as escolhas e o planeamento
da sua sucessdo por mais tempo do que o necessario se estiverem demasiado ligados a sua empresa e ao poder,
0 que ja havia sido mencionado por Duffy e Stevenson (1984), citado in Dinis (2017).

Inquéritos - andlise adicional

E esperado que as empresas familiares sejam mais facilmente associadas ao nepotismo, a inclusdo da familia
nos variados cargos. Com o inquérito, obtivemos respostas que nos permitem perceber melhor a dinamica
comportamental nas empresas familiares em Portugal.

60% dos inquiridos afirmaram que conseguiriam arranjar emprego num negocio de familiares, o que sustenta
um panorama empresarial portugués em que se estima que 70% das empresas sejam familiares. Perguntamos
no inquérito se os inquiridos sdo totalmente contra o uso dos contactos sociais, tendo 40% dos mesmos
afirmado ser totalmente contra, o que pode ser um indicio das perce¢des perante os processos de tomada de
decisao a favor de familiares.

Entretanto, reparamos que 26,7% dos inquiridos acreditam que os contactos sociais podem ser usados em
beneficio préprio, ou seja, que pode ndo ser apenas uma ajuda para entrar numa empresa, mas também uma
ferramenta para chegar mais longe. A relagdo entre contactos e interesses pessoais podem ser perniciosos,
pois pode implicar a empresa, visto que o sucesso ndo esta em primeiro lugar.

Ao questionarmos os nossos inquiridos acerca da sua opinido sobre um negdcio ser passado de geracdo em
geracdo, 60% afirmam ser neutros relativamente a esta questdo. Posto isto, o que gera mais entusiasmo é a
resposta dos 6,5% que afirmam ver esse procedimento como negativo, pois como esta provado no artigo dos
seguintes autores (Bennedsen et al.,, 2007, Cucculelli e Micucci, 2008, Gomez-Mejia et al., 2011, Padgett e
Morris, 2005, Riggio e Riggio, 2013, Smith e Amoako-Adu, 1999, in Dinis, 2017), ndo importa o que se diz sobre
o nepotismo e da influéncia que este tem nas empresas, escolherdo sempre o filho, mesmo que este ndo pareca
ser o mais indicado para assumir esse cargo, o que muitas vezes pode mesmo levar a empresa a faléncia.

Estando localizadas maioritariamente em zonas ndo urbanas, em sitios em que muitos conterraneos se
conhecem, é habitual o recurso a favores. Esta questdo é comprovada pelos 83,3% dos inquiridos que
concordam que Portugal tem uma cultura da relacao.

Constatamos que 66,7% dos inquiridos nunca se sentiu injusticado com uma decisdo tomada em beneficio de
um familiar da empresa, o que pode estar relacionado com o facto de a maioria dos inquiridos (76,7%) nunca
ter perdido uma oportunidade de progressdo para essas pessoas.

O facto de 40% dos inquiridos afirmarem que a sua empresa sé dura ha uma geracao pode estar relacionado
com as empresas terem uma tendéncia a fracassar ap6s a primeira geracdo, o que verificAmos na revisdo de
literatura, principalmente devido a mas decisoes de sucessdo, de acordo com Cucculelli e Micucci (2008),
Royer et al. (2008), Wasserman (2003), citados in Dinis (2017). Apenas 16,7% dos inquiridos afirmam que a
sua empresa existe ha 3 geragcdes ou mais.

Tendo em conta que a maioria nunca presenciou um processo de sucessdo no quadro administrativo, isto pode
estar relacionado com o facto de os lideres adiarem ao maximo as escolhas de sucessdo por estarem demasiado
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ligados a sua empresa, como refere Duffy e Stevenson (1984) in Dinis (2017). E frequentemente percecionado
pelos inquiridos que existe favoritismo e preferéncia por legado pois 53,3% afirmam que a empresa para a
qual trabalham da preferéncia a membros da familia, o que, para 70% dos inquiridos aparenta ser
desmotivante. Isto traz um sentimento de desconfianga e inseguranga por parte dos nao beneficiarios e faz
com que as pessoas que beneficiam do nepotismo possam ser percecionadas de forma negativa (Daskin, 2013,
e Arasli et al,, 2019).

Quando enunciada a afirmacdo “Um colaborador mais qualificado ndo tera tanta probabilidade de ser
escolhido como sucessor como um familiar da empresa com as mesmas ou menores qualifica¢cdes”, 70% dos
inquiridos concordou. Isto pode submeter-nos a questdo de que os sucessores tendem a escolher alguém para
o suceder se for descendente da familia e o mais parecido possivel com ele (Lazarsfeld & Merton, 1954), tendo
ou ndo as qualificagdes necessarias para assumir esse cargo de grande importancia. Isto pode levar algumas
empresas a nao sobreviverem apds a transicao de lideres, quando o sucessor nao é escolhido de acordo com
as suas capacidades de liderancga (Kirby & Lee, 1996).

5. CONCLUSOES

A questdo do nepotismo continua a ser bastante complexa em Portugal, assim como em muitos outros paises,
especialmente no sul da Europa, onde também dominam culturas da relagao (Solomon & Schell, 2009). Surge,
assim, um desafio constante de encontrar um equilibrio entre o reconhecimento da importancia dos vinculos
pessoais e familiares e a defesa dos principios de meritocracia e justica.

E crucial adotar medidas constantes para assegurar a aplicagio de regulamentages, promover a
transparéncia e sustentar uma postura publica atenta, a fim de enfrentar eficazmente o problema da
preponderancia do nepotismo em Portugal. A estratégia da empresa podera ser posta em causa, uma vez que
o método utilizado em casos de promogdes e também de recrutamento tende a estar afastado da meritocracia.
Ou seja, este comportamento tende a afetar o ambiente de trabalho e a relagao dos trabalhadores enquanto
grupo.

Num pais como Portugal, avesso a incerteza (Hofstede, 2001) e assim quase que “obcecada” com a lealdade
(familiar ou ndo), o depender de amizades e de contactos pessoais nos negdcios e na politica (Contacto, 2023)
parece ser uma pratica que ndo va desaparecer nem abrandar num futuro préximo. Segundo Hofstede (2001)
as culturas demoram 50 a 100 anos a mudar, o que s0 se alterara no caso de algo de preponderante acontecer
que mude as perspetivas das massas e das elites em simultaneo (uma guerra, uma faléncia do pais, entre
outros).

Foram identificados uma série de padrdes nos dados qualitativos recolhidos, dada a sua riqueza, e nas analises
tematicas feitas. Padrdes tais como: falta de competitividade, sentido de injusti¢a, brio pessoal, cultura
organizacional enraizada, e meritocracia. Mas também: mérito mais contactos pessoais, cultura da relagao,
lideranga, heranca familiar, peso do compromisso. Ainda: favorecimento, centralizacdo de poder, sacrificio
familiar, justica na remuneracdo, e necessidade do poder ajudam ainda mais a caracterizar as empresas em
estudo.

As limitag¢des deste estudo exploratoério incluem as amostras pequenas - tanto no caso do inquérito como no
caso das entrevistas. Embora a riqueza dos dados e da discussao justificam a publicacao do estudo, sugerimos
que em estudos futuros se aborde estes mesmos temas com amostras maiores e mais representativas.
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ANEXO0 1 - RESPOSTAS DOS INQUIRIDOS

17. Considera que em Portugal vivemos numa cultura empresarial marcada por fortes vinculos

familiares? (conceito de cultura da relagédo)
31 respostas

® Sim
@ Nao

83,9%

18. Alguma vez se sentiu injusticado com uma decisdo tomada pelo seu superior, em beneficio de

um familiar do mesmo?
31 respostas

® Sim
® Nao
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19. Alguma vez perdeu uma oportunidade de progressao para um membro da familia da empresa?

31 respostas
® sim
@ Nao

20. Existe algum lago familiar entre os sécios da empresa?

31 respostas

25. A empresa da preferéncia a membros da familia nos processos de sucesséo e progressao?
31 respostas

® Sim
® Nzo

® Sim
® Nao

26. "Um colaborador mais qualificado néo teréd tanta probabilidade de ser escolhido como sucessor

como um familiar da empresa com as mesmas ou menores qualificagdes."
31 respostas

@ Concordo
@ Discordo
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27. A preferéncia da empresa por membros da familia em termos de sucesséo e de progressao sao

desmotivantes para si?
31 respostas

® Sim
® Nao

ANEXO0 2 - TABULAGAO CRUZADA GRUPO DE IDADE * OPINIAO DOS INQUIRIDOS SOBRE CUNHAS

Sou totalmente Acredito que as “cunhas” podem Total
contra as “cunhas” ter beneficios individuais ou
organizacionais
Grupo de Contagem 6 9 15
idade 18-35
Contagem 6,3 8,7 15,0
esperada
Contagem 7 9 16
36-65
Contagem 6,7 9,3 16,0
esperada
Total Contagem 13 18 31
Contagem 13,0 18,0 31,0
esperada
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Abstract

Artificial Intelligence (AI) attempts to replicate human traits/capabilities through the development of computer systems, capable
of performing tasks/functions that would otherwise require human intervention. There has been a tremendous increase in the use
of this tool and no sign that this will change, in the near future. The purpose of this study is to analyse the challenges and
opportunities of Al regarding rapid technological change. Therefore, a survey was created (143 participants) based on this theme,
focusing on different perspectives by gender and nationality. Chi-square tests were performed, and through the results we
concluded that there is an apparent association between gender and being informed about Al Further support exists for the null
hypothesis that there is no association between gender and being against Al. Additionally, we concluded that Portuguese, Spanish,
and Italian individuals, in general, align with their perception of technological change and development (the Portuguese perhaps
being humbler). Finally, more in-depth research is warranted in the Al era on whether the female gender will perhaps continue to
be victim of a lack of self-confidence in the work environment and possibly feeling the “impostor syndrome”.

Keywords: Artificial Intelligence; dynamic capability theory; ethical boundaries; chi-square test.
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1. INTRODUCTION

This study explores the challenges and opportunities presented by Artificial Intelligence (AI) amidst the rapid
technological development of today. Al is currently becoming a significant part of people’s lives, work, and
various sectors in which numerous companies are inserted. Industries, organisations and individuals are
increasingly more dependent on Al, as it executes certain tasks progressively quicker and more efficiently
than humans. Therefore, it is crucial, as technology advances, to understand the challenges and opportunities
of Al, to better comprehend and prepare for a more Al dependent future.

For example, students alert to the [excessive] usage of Al in course assignments by colleagues and encourage
teachers to control for this usage. A solution is the implementation of ZeroGPT to check just how much Al was
used in the writing of an assignment (a percentage is given by the application). All assignments should provide
an audit trail (a best practice) showing how Al was used in a project.

The study is divided into six parts. A literature review where topics such as Dynamic Capability Theory, Al in
an organisational environment, and Al as a tool for research are explored. The following section contains the
methodology. It articulates how both the study, and a survey were made by the authors, in terms of reasoning
and rationale. The succeeding section consists of the results, where the data derived from the conducted
survey is presented and rigorously analysed through Cronbach’s Alpha Coefficient and Chi-square tests. The
subsequent section comprises the discussion, which contains the following subtopics: Are males more aware
and informed of Al than females? Or are females more perfectionist concerning what is considered being
aware and informed? Is there a cultural alignment between Portuguese, Spanish, and Italian individuals on
their perception of technological change and development? Technology as a modern lifestyle facilitator;
Artificial Intelligence’s future implications in society, the workplace, data security/collection, and politics.

The study, which discusses various topics, has the potential to enrich the reader’s understanding of the theme
at hand. Given the amount of information and data in the article, it is likely to provide significant insight into
knowledge about Al, and the challenges and opportunities of this technology, in both the present and the
future.

2. LITERATURE REVIEW
2.1. DYNAMIC CAPABILITY THEORY

While a variety of definitions of the term dynamic capability have been suggested, this study will use the
definition first suggested by Teece et al. (1997). The author saw it as a framework to analyse the sources and
methods of wealth creation and capture by private enterprise firms operating in environments of rapid
technological change. According to Teece, dynamic capability theory is used in an attempt to provide a
structure on how or why decision makers decide when there is a deep uncertainty to wager, or speculate,
about the future. As aforementioned, it is the ability to manage an organisation and the environment, in
addition to structuring the organisation, in the midst of ongoing change. This theory can be distinguished as
operational skills that are currently involved in operating procedures in an organisation (Teece et al., 1997).
According to Helfat et al. (2007), however, dynamic capability mentions “the capacity of an organisation to
purposefully create, extend, or modify its resource base”.

Three dynamic capabilities are necessary in order to meet new challenges. Organisations and their employees
need the capability to learn quickly and to build strategic assets. New strategic assets such as capability,
technology and customer feedback have to be integrated within the company. Existing strategic assets have
to be transformed or reconfigured (Teece et al., 2007). For analytical purposes, Teece (2007) indicated that a
dynamic capability can be enacted as the aptitude to “(1) sense and shape opportunities and threats, (2) seize
opportunities, and (3) sustain competitiveness by improving, combining, protecting, and, when necessary,
reconfiguring the business enterprise’s resources” (Vu, 2020). To further explain the three capabilities:
sensing - means identifying and assessing opportunities outside your company; seizing - refers to mobilising
your resources to capture value from those opportunities; and transforming - by constantly renewing those
assets (Kleiner, 2013). As previously mentioned, it can also be seen as spotting the capability of an
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organisation to explore and scan opportunities throughout markets and technologies (Teece et al., 2007). The
definitions reflect a means to transform investment in research and development studies into new
opportunities.

For a better understanding, Kleiner (2013) provides the strategic example of Nokia and compares it to Apple.
Nokia missed the smartphone revolution because the company was not well equipped for sensing, especially
compared to Apple, which was embedded in the milieu that was breeding the next generation of smartphones.
Steve Jobs sensed what customers wanted, and he also knew what technologists were doing. Step by step, he
built the capabilities that Apple needed. For example, to make the iPod work, Apple developed capabilities in
digital rights management and handheld device design.

2.2. RAPID TECHNOLOGICAL CHANGE IN MODERN SOCIETY

Rapid technological change involves, particularly, Artificial Intelligence, the Internet, machine learning,
robotics, nanotechnology, biotechnology, renewable technology and 3D printing (UNCTAD, 2019). At present,
some organisations are finding themselves endangered by this rapid technological development, while other
corporations are compelled to embrace the changes of new technologies and business models to join the
technological revolution (Hamdani et al, 2018). This is evidence that big tech companies are growing
vigorously year after year, jeopardising many other industries in the market.

As pointed out previously, this phenomenon of technological development has been witnessed for the last few
decades, derived by the possibility to collect and process a vast amount of data at exceptional speed,
incorporating the use of artificial intelligence (Al) for better and smarter decision making (Hamdani et al,,
2018). This is especially visible since data knowledge has come to be public domain knowledge. This
substantial change is incorporated by big corporations for the reason exemplified in a report by Hamdani et
al. (2018).

Modern society as we know it today, is full of big and constant technological changes. Companies in order to
keep up with these changes, have had to adapt and evolve to ensure ongoing growth and success. As a result,
due to these rapid changes, certain technologies have assisted organisations to better understand their own
consumers, and in some cases, to stand out from their competition (Cascio & Montealegre, 2016).

Decision making is one of the most important aspects of a company, and with the help of Al, the decision-
making process has completely changed in many ways (Stone et al, 2020). Ethical considerations of
researchers about this topic can vary, but it is difficult to deny the implications of Al when it comes to data
analysis (Nassar & Kamal, 2021). Not only is analysing data an important activity to optimise processes and
increase the overall efficiency of a business but analysing the different types of data in analytic data platforms
is a crucial and essential way of gaining invaluable insights into consumer behaviour (Khade, 2016). This
transformation can guarantee a more informed and better decision-making process and allow companies to
adapt to the various markets and satisfy the different needs of their existing and future customers.

2.3. ARTIFICIAL INTELLIGENCE (AI)
2.3.1. IMPACT AND APPLICATIONS IN ORGANISATIONS

Organisations have been increasing their diversity in conversational agents, namely chatbots, as an innovative
approach of interaction with customers. The implementation of Al as a connection between companies and
consumers is present in websites, social media, and instant messaging apps (Jiang et al., 2022). A chatbot can
be defined as a combination of “a program” (Kshetri, 2021) with “artificial intelligence” (Kshetri, 2021), with
the purpose of helping automate customer service through interactions with humans. Al technology can be
given the means to carry out interactions resorting to natural language, a conversational tone, and social cues
(especially if it possesses a voice system as one of its features). The accurate replication of human traits can
be achieved by chatbots through machine learning techniques and innovative algorithms (Nguyen et al., 2023).

Al has an extremely wide range of applications, having the power to affect most existing industries, possibly
even reshaping several. This spectrum includes how companies’ employees are affected by the technology,
since an increased use and development of Al will increase the demand for highly skilled workers (Xu et al.,
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2023). According to Lakhani (2023), “Al won't replace humans - but humans with Al will replace humans
without AI”. A positive correlation between Al-savvy employees and their income growth can also be verified
as Al is progressively implemented in functions and projects (Xu et al.,, 2023). Furthermore, despite the
predictions that advances in this technology will replace many jobs, the growth in labour demand on certain
organisational functions, such as accounting, finance, social information, and healthcare consultation is
increasing. This phenomenon arises from the stimulating effect of Al on creativity, derived from the
relationship between human and machine (Weiguo et al.,, 2020).

2.3.2. AN INNOVATIVE TOOL FOR RESEARCH PURPOSES

The usage of Al chatbots in research has increased in recent years. They have the ability to collaborate,
communicate, and automate tasks, such as data tracking, mining and analysis. By processing information in a
fast and accurate manner, Al provides researchers in multiple fields with the means to increase informed
decision-making and facilitate pattern recognition in data sets. For instance, Al is capable of identifying a
multitude of treatments and correlations in healthcare, through patient data analysis. Furthermore, by making
use of this technology, economists are provided with forecasting models and swifter financial data
examination (Cain et al., 2023). Moreover, Al is also integrated in disaster damage assessment, as a means of
accelerating “aid responses and reconstruction efforts” (Hanson et al., 2023).

Al deep learning models’ applications in academic research have also broadened. Deep learning models can
be defined as “language models created to produce responses to textual stimuli that are indistinguishable from
those produced by a human”. By implementing Al within qualitative research, researchers are able to obtain
aid in theme and content analyses, literature review information filtering, and “conceptualization purposes”.
Originally costly in both time and resources, the previously mentioned research work can now be efficiently
carried out with the help of this technology. Al is able to summarise large amounts of data and generate
research questions based on processed information originating from both text and images (Christou, 2023).
In addition to qualitative research, quantitative research can also be enhanced by resorting to statistical and
simulation-oriented Al-based tools. They are capable of not only writing necessary code for statistical analysis
using specific software, but also of conducting simulations and tests on delicate and complicated procedures
(Esplugas, 2023).

2.3.3. THE NEED FOR Al REGULATIONS AND CONTROL

Al systems are evolving so fast that a call for a 6-month long pause appeared in order “to give Al companies
and regulators time to formulate safeguards to protect society from potential risks of the technology”. While
Al is inarguably a tremendously useful tool, it poses many unregulated risks due to its rapid advancement that
caught many off-guard. An open letter addressing this issue lists many concerns, among which are privacy
issues and data protection, the spread of misinformation, and especially the development of “non-human
minds that might eventually outnumber, outsmart, obsolete, and replace us”, thus risking losing control of our
civilization (Clarke, 2023).

An Al (or a chatbot) must first be trained on data. If this data is not diverse enough, or is rather biased, the
results or decisions made by that Al will reflect the biases in the data, and perhaps even the biases of their
creators. For instance, a chatbot assisting in the hiring process may be biased against certain groups of people
or provide misinformation to a student in need of content. Furthermore, we do not understand how exactly
these systems make decisions. Such a lack of transparency makes it difficult for researchers, for example, to
trust the results of work done or assisted by Al and reproduce its findings. Lack of process means that they
cannot make decisions or judge a situation in the same way a human can - they cannot make decisions
independently. As such, Al cannot be held accountable, yet the increasing reliance on chatbots in
organisations, academia, and by the general population alike raises concerns about the responsibility for the
outcomes of these decisions (Cain et al., 2023). Some hypothesise that we may be re-inventing slavery that
allows a clear conscience as we do not (yet) officially consider Al an autonomous being (Letheren et al., 2020).
We wonder if an Al system could be a responsible actor of their actions instead of the human using the Al (Chia
et al, 2023). Currently, Al is extremely unregulated and has potential for misuse by governments,
corporations, and malicious individuals in order to control, manipulate, and restrict access to information
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(Cain et al, 2023). Even if harm is not intentional, organisations must keep in mind the unintended
consequences of poorly programmed or designed Al (Letheren et al., 2020). Privacy, and especially breach of
privacy and data, is also an emerging concern. Critics worry that the data used to train Al models might enable
the technology to reproduce identifiable information or be tricked into revealing or collecting such
information (Clarke, 2023). Moreover, hackers can take advantage of the power of Al to develop more
advanced cyberattacks, hence getting around security measures, to exploit weaknesses in systems (Marr,
2023).

2.3.4. ARTIFICIAL INTELLIGENCE ADVERTISING AND EDUCATION: OPPORTUNITIES AND THREATS

Al assistance has a vast potential in advertising. Artificial Intelligence is capable of analysing, interpreting, and
creating vast amounts of data. While that introduces many potential promises, it also plagues us with potential
perils. Personalised advertisements, tailored to each customer by collecting and processing their data, allow
for more variation than ever before. However, such a number of advertising campaigns would be difficult to
monitor and track. Major brands typically hold relatively homogenous associations among the wider public,
but that associated brand meaning could now splinter. Consistency would be threatened by dozens or even
thousands of different advertisement versions that come with personalisation (Campbell et al., 2022).

In the face of increasingly competent automation, many jobs would be (and are already) in danger of becoming
obsolete (Letheren et al., 2020). In the US, Al contributed to nearly 4,000 job losses in May 2023, according to
data from Challenger, Gray & Christmas. This can be explained by the intensification of interest in performing
advanced organizational tasks and lightening workloads (Napolitano, 2023). Human workers may be
displaced in fields like data analysis and research assistance (Cain et al., 2023). Because of the increased
variety of advertisements, being creative may become more challenging. Creative teams might see a shift
toward engineering and technical employees, therefore creative roles may become industrialised.
Furthermore, the brands may turn toward personal decoders and virtual brand ambassadors instead of
macro-celebrities, even going as far as using macro-celebrities’ “deepfakes” instead (Campbell et al., 2022).
Deepfakes can already cause significant damage, and the potential for harm could increase as technology
evolves. For example, fake footage of a company CEO sharing unsavoury political ideologies via social media
could seriously damage the company's reputation (Letheren et al., 2020). Regarding costs, while these could
be greatly reduced by shrinking the advertising teams, they would soar in sight of new expenses of digital
security and monitoring fake content from potential brand attacks or content thieves (which could be more
easily engineered with the help of Al), and the need for increased server power in order to track more data for
personalised advertising (Campbell et al., 2022).

Consumers experiencing disadvantages stemming from their finances, age, education, gender identity, race
etc., may be excluded from fully taking part in an Al future - either because human agents would be unavailable
to them, or because they would not be able to afford or use the technology to access Al (Letheren et al., 2020).
Furthermore, Al has potential for errors or misinterpretations because they need more context or human help,
which could lead to customer dissatisfaction, sense of alienation and disconnection. Al and chatbots are not
human and cannot offer the same empathy and personal connection that human interaction can provide.
Chatbots can be perceived as impersonal, leading to a lack of customer trust and loyalty (Cain et al., 2023).

Chatbots have a potential to be used in education as a supplement to traditional teaching methods.
Unfortunately, they cannot provide the same level of support and guidance as human teachers. Additionally,
they could malfunction or provide incorrect information, which could cause confusion and frustration for
students. Moreover, it can negatively impact academic learning outcomes and decision-making. Al is often
misused in order to complete assignments or take online exams in place of students. Another example of
academic misconduct is plagiarism, such as copying text from online sources without proper attribution and
using Al-powered writing assistants to rewrite text in an attempt to pass it off as a student's own work.
Students no longer need to create original content, which can negatively affect their vocabulary development,
among other educational aspects. Unnatural language prompts can negatively impact students' language
evolution (Cain et al,, 2023).
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A set of clear ethical guidelines and standards for Al usage is desperately needed. Researchers, marketers, and
others must receive education and/or training on ethical use of Artificial Intelligence and chatbots. Systems
that detect and prevent unethical Al usage should be developed (Cain et al. 2023). We must keep in mind that
actions have consequences in the world, and that Al reflects those actions (Letheren et al., 2020).

3. METHODOLOGY

We began our study by defining its theme. After a thorough literature review based on the methodology
proposed by Remenyi (2013), we decided to explore the challenges and opportunities of Artificial Intelligence
(AI), in the dynamic capability theory frame (in the current era of rapid technological change). Furthermore,
how do people, as individuals and consumers, and organisations, as suppliers of products/services, perceive
Al as a tool and a provider of value, or as a threat?

We conducted our research (from November 1, 2023, to November 15, 2023) through the Scopus and EBSCO
databases, in order to find relevant documents for our study. The following search words and abbreviations
were used in connection with the Boolean operators “AND”; “OR”: “Dynamic capability theory”, “Rapid
technological change”, “Artificial Intelligence”, “Al”, “customers”, “consumers”, “dangers”, “threats”,

“opportunities”, “research”. After sorting the documents, articles, books and conferences deemed as important
for our work, we selected a total of 12 academic articles.

For further exploration of the subject, quantitative research (Saunders et al., 2019) was deemed necessary.
Therefore, we created a survey, placed online in late 2023, through which 143 answers were collected. This
quantitative data will support or refute the following hypotheses:

e HO (null hypothesis): There is no association between gender and being informed about Al

e H1 (alternate hypothesis): There is an association between gender and being informed about Al.
e H2 (null hypothesis): There is no association between gender and being against Al

e H3 (alternate hypothesis): There is an association between gender and being against Al.

In addition, we wish to answer:

e Do Portuguese, Spanish, and Italian individuals align with their perception of technological change and
development?

To reach a wider audience, we shared it through social media (a convenience sample - which is very popular
in exploratory studies in business - though they warrant future more in-depth research (Bryman and Bell,
2015). Our survey consisted of twenty-two questions that firstly characterised respondents by demographic
variables. Subsequently, they were inquired about their perspective and awareness of Artificial Intelligence,
and how it affected them. In addition, they were asked how many electronic devices they use daily, and their
level of dependence on them. Furthermore, we inquired the respondents on their stance regarding rapid and
frequent technological changes. Lastly, they were asked about their perception on the main drivers behind
technological development, in both the recent past and future, from an organisational standpoint. This survey
was available for all types of users, in order to obtain a broader perspective.

In the next section we will analyse the answers to the survey, and a chi-square test (test of independence or
of association) will also be performed (inferential statistics, where we infer knowledge from a sample - to see
if statistically significant relationships exist) (Saunders & Cooper, 1993).

4. RESULTS

4.1. CHARACTERISATION OF THE SAMPLE

Regarding gender distribution, 49.7% of our survey participants identify as female, while 48.2% identify as
male, and 2.1% as other. Their age range spans from 18 to 27 or more years old, with a notable concentration
in the Generation Z demographic, primarily falling between 18 and 24 years old (Figure 1).
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How old are you?
143 respostas

® 18-20
®21-23
@ 24-26
@ +27
® 23-26
® +26

Figure 1 - Respondents by age

Source: Created by the authors

In addition, 30.1% of our respondents are Italian, and 25.9% are Portuguese, with the two nationalities
combined accounting for the majority of participants. Nonetheless, there are also respondents from Spain,
Timor, Germany, France, Slovenia, Poland, Croatia, Turkey, Brazil, Indonesia, Austria, Hungary, Angola,
Canada, the U.S.A, Romania, Panama, Mexico, the Netherlands, Belgium, Sweden and Lithuania. Concerning
level of education, our sample ranges from High School to PhD. However, most of our respondents hold
bachelor’s degrees, as shown in Figure 2.

What is your level of education?
143 respostas

@ High School degree
@ Bachelor's degree
@ Master's degree

@® PhD

Figure 2 - Respondents by level of education

Source: Created by the authors

Furthermore, the large majority of respondents (84.6%) is currently enrolled in a university (Figure 3).
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Are you currently enrolled as a University Student?
143 respostas

® Yes
® No

Figure 3 - Respondents by current university enrolment status

Source: Created by the authors

Moreover, 65% of our sample consists of individuals who are currently students as a sole occupation. The
remaining 35% stated being a working student, an employee, a manager, a lecturer, a freelancer, a teacher, an
administrator, unemployed, or retired, as displayed in Figure 4.

1) What is your current ocupation?
143 respostas

@ Manager

@ Employee

@ Student

@ Working Student
@ Retired

@® Unemployed

@® Lecturer

® Freelance

9,8%

12V

Figure 4 - Respondents by current occupation

Source: Created by the authors

Lastly, concerning both the respondents’ current and future work fields, the majority of responses pointed
towards engineering (26.6%) and management (24.5%). Education and economics follow, comprising 10.5%
and 8.4% of the responses, respectively. Furthermore, the remaining answers are very diverse, as shown in
Figure 5.
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2) Which field are you currently working in or want to work in the future?
143 respostas

@ Education
8,4% Politics
",/////% Ma
@® Economics
® Design

® Translation

26,6%

15V

Figure 5 - Respondents by current and future work field
Source: Created by the authors

4.2. CRONBACH’S ALPHA

An internal consistency analysis using Cronbach’s Alpha Coefficient was conducted. This method measures
the average correlation between questions and has, as an expected result, a value above 0.7 and below 0.9 (Da
Hora et al.,, 2010).

The obtained alpha value considering all the Likert scale questions of the survey (7) was: (0.374).
Furthermore, after removing the items with the lowest correlation value, the maximum alpha value achieved
was (0.659), as shown in Table 1.

Table 1 - Cronbach’s Alpha results

Consistency Statistics

Cronbach’s Alpha Number of Items
0.374 7
0.659 3

Source: Created by the authors

The applicability of this method contemplates several assumptions to be considered valid, such as:

“The survey must be applied to a significant and heterogeneous sample: When designing a questionnaire
for experts, reliability cannot be internally gauged, because it is implied that experts tend to rather have
the same opinion on the subject under discussion, decreasing the total variability of the survey and thus
decreasing the alpha” (Da Hora et al,, 2010, p. 6).

The sample can be characterised by a predominance of Southern Europeans, who share many cultural aspects
and values. In addition, the majority of the participants are a part of the same age group, Generation Z, which
had an early exposure to technological devices. Thus, a very large percentage of our respondents is on a similar
wavelength regarding the theme, decreasing the variability of the answers obtained, and consequently the
Cronbach Alpha Coefficient.
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4.3. CHI-SQUARE TEST ANALYSES

Only three survey respondents identified their gender as “other”. Therefore, it was deemed necessary to
exclude these participants when performing the chi-square tests (143-3=140), so as to maintain the data’s
statistical relevance. The prerequisites for the chi-square test were met albeit for a 2x2 contingency table the
continuity correction had to be used. Table 2 summarizes the chi-square test results (“a negative value of
Phi indicates that the variables are inversely related, or when one variable increases, the other decreases”).

Table 2 - Chi-square results (created by the authors)

Problem / Chi-square tests Continuity correction Phi (2x2 table)

Gender and being aware and informed about Artificial Intelligence 0.006 -0.249
and its applications.

Gender and being against the use of Artificial Intelligence or similar 0.480 N/A
tools.

The first chi-square test shows that males are apparently more aware and informed about Artificial
Intelligence and its applications as compared to females. We concluded that there is an apparent association
between an individual's gender and their awareness and knowledge regarding Al (see Tables 3, 4 and 5).
Continuity correction p-value 0,006 < 0,05. This statistically significant association between the variables
provides support for hypothesis 1 (H1).

Table 3 - Cross-tabulation - What is your gender? * 3) I am very aware and informed about artificial intelligence and its
applications (created by the authors)

3) I am very aware and informed about artificial
intelligence and its applications
Agree Disagree Total
What is your | Female Count 36 33 69
gender?
Expected count 44.4 24.6 69
Male Count 54 17 71
Expected count 45.6 25.4 71
Total Count 90 50 140
Expected count 90 50 140

-52-



ICI E M C . No: 5, 2024, 43-§0
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36862

Table 4 - Chi-square test - What is your gender? * 3) I am very aware and informed about artificial intelligence and its
applications (created by the authors)

Value Degrees of freedom (df) Asymptotic significance (Bilateral)
Pearson Chi-square 8.6932 1 0.003
Continuity 7.684 1 0.006
Correctionb
N2 valid cases 140

a. 0 cells (0%) expect a count less than 5. The minimum expected count is 24.64.
b. Computed only for a 2x2 table.

Table 5 - Symmetric measures - What is your gender? * 3) I am very aware and informed about Artificial Intelligence and its
applications (created by the authors)

Value Approximate significance
Phi (2x2 table) -0.249 0.003
N2 of valid cases 140

However, the second chi-square test shows that gender is independent of being for or against the use of
Artificial Intelligence or similar tools. Continuity correction p-value 0,480 > 0,05. Therefore, there is
apparently no statistically significant association between the variables (see Tables 6 and 7). The large
majority of the survey respondents (73.6% approximately, excluding the three respondents who identified as
“other” gender-wise) supports the usage of Al technology. This demonstrates that regardless of being male or
female, most respondents support Al usage, providing support for hypothesis 2 (H2).

Table 6 - Cross-tabulation - What is your gender? * 1) I am against the use of Artificial Intelligence or similar tools (created

by the authors)
1) Iam against the use of artificial intelligence or similar tools
Agree Disagree Total
What is your Female Count 17 52 69
gender?
Expected count | 14.8 54.2 69
Male Count 13 58 71
Expected count | 15.2 55.8 71
Total Count 30 110 140
Expected count | 30 110 140
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Table 7 - Chi-square test - What is your gender? * 1) I am against the use of artificial intelligence or similar tools (created by

the authors)
Value Degrees of freedom (df) Asymptotic significance (Bilateral)
Pearson Chi-square 0.832a 1 0.362
Continuity Correctionb 0.499 1 0.480
N2 valid cases 140

a. 0 cells (0%) expect a count less than 5. The minimum expected count is 14.79.
b. Computed only for a 2x2 table.

4.4. ANALYSIS OF THE SURVEY RESULTS REGARDING THE ALIGNMENT IN RESPECT OF TECHNOLOGICAL CHANGE AND
DEVELOPMENT

In addition to the previous hypotheses, we intend to answer the question of whether or not Portuguese,
Spanish, and Italian individuals align regarding their perception of technological change and development.
Thus, we will analyse the survey questions and respective results that allow for a response to the additional
question. This includes Questions “Technology - 1)”, “Technology - 2)” and “Technology - 3)”. Furthermore,
the questions addressing both the sample’s nationality and age range, previously shown (see 4.1

Characterisation of the sample), will be used as evidence in the statistics.

Question “Technology - 1)” inquires respondents on whether they are very informed and aware of the rapid
technology change trend (see Figure 6). Approximately 83.7% of the Italians, 81.1% of the Portuguese, and
87.5% of the Spanish responded in agreement.

1) I am very informed and aware with the rapid technology changes trends
143 respostas

@ Strongly Agree
@ Agree
Disagree
@ Strongly Disagree

Figure 6 - Respondents on rapid technology changes trends’ knowledge and awareness

Source: Created by the authors

In the following question, “Technology - 2)”, the respondents were asked if they find it easy to keep up with
frequent technological change (see Figure 7). Approximately 83.7% of the Italians, 64.9% of the Portuguese,
and 81.3% of the Spanish answered affirmatively.
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2) | find it easy to keep up with frequent technological change
143 respostas

@ Strongly Agree
@ Agree
Disagree
@ Strongly Disagree
58,7%

18,9%

Figure 7 - Respondents on ease to keep up with frequent technological change

Source: Created by the authors

Last, in the question “Technology - 3)”, respondents were inquired on whether or not technology development
has made their lives easier (see Figure 8). Approximately 90.7% of the Italians, 97.3% of the Portuguese and
100% of the Spanish answered in agreement.

3) Technology development has made my life easier.
143 respostas

@ Strongly agree
@ Agree

Disagree
@ Stronglydisagree

Figure 8 - Respondents on technology development facilitating their lives

Source: Created by the authors

5. DISCUSSION

5.1. ARE MALES MORE AWARE AND INFORMED OF Al THAN FEMALES? OR ARE FEMALES MORE PERFECTIONIST
CONCERNING WHAT IS CONSIDERED BEING AWARE AND INFORMED?

These are generalizations and perceptions that may not hold true universally, which causes different opinions.
However, we perceive that most of the society has the same mindset. The perception that males are more
informed or have more confidence in their knowledge may originate from societal norms/standards.

Males are told they can achieve great academic accomplishments, even if they, for instance, struggle in class.
This motivating speech is also present in interpersonal relationships, when they struggle to make connections
with other people. On the other hand, females are told differently, causing perhaps a lack of confidence. The
attempt to meet very demanding societal standards and expectations may be the reason behind the female
struggle with perfectionism.

Male individuals tend to not attribute as much importance to what others say and tend to not feel the need to
be perfect - they are who they are. This is noticeable in our chi-square test. In the question “I am very aware
and informed regarding Artificial Intelligence and its applications”, each gender holds a very different
perspective. In 71 males, 54 consider themselves to be aware of Al in general, which accounts for 76% of their
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answers. However, this belief is not as strong among the females. Only 52% are aware and informed of Al,
meaning almost half of the female respondents do not consider themselves knowledgeable on this topic.

5.2. CULTURAL ALIGNMENT BETWEEN PORTUGUESE, SPANISH, AND ITALIAN INDIVIDUALS ON THEIR PERCEPTION OF
TECHNOLOGICAL CHANGE AND DEVELOPMENT

Southern European nations share many cultural traits and lifestyles, which could be linked to similar
geographical attributes and a common background. This can be confirmed by the survey responses, which
made it evident that Portuguese, Italians, and Spaniards generally align on the questions we provided
regarding technology. The only slight difference between the Portuguese opinions and the others’ (Italians
and Spanish ones) is visible in the different agreement rate on the second answer: “Technology - 2)”. The
respondents were asked if they find it easy to keep up with frequent technological change. Comparing the
results, these show that approximately 83.7% of Italians, 64.9% of Portuguese, and 81.3% of Spanish
answered affirmatively. That means a difference of 18.8% between Italians and Portuguese and a difference
of 16.4% between Spaniards and Portuguese.

This could suggest that generally, Portuguese people adapt slower or with more effort to changes in
technology, or that the Portuguese are less optimistic about their ability to adapt to new technologies. These
findings presuppose keeping up with technological change throughout the ongoing development of
technology in this century, confirming that they follow the growth and evolution of this ever-changing trend.
This brought us back to Teece’s Dynamic Capability theory, described as the ability to manage an organisation
and the environment, in addition to structuring the organisation in an ongoing change (Teece et al., 1997).
When the tendency is moving forward, people tend to float with the stream, in order to remain updated on the
world surrounding them.

5.3. TECHNOLOGY AS A MODERN LIFESTYLE FACILITATOR

It is observable in the survey’s findings that a significant number of respondents agreed that technological
development has greatly facilitated their day-to-day lives. In fact, approximately 93% of the individuals
answered in agreement (see Figure 8). This can be explained by the constant introduction of newer
technology, indicating and reflecting the public's wants and needs. As society’s demands and requests increase
globally, technological change initiatives from big tech companies constantly move forward. In doing so,
organisations around the world change the quality of people's lives through modifications in several
fields/sectors, such as communication, transportation, and healthcare. These innovative technological
advances are therefore mostly perceived as substantial lifestyle facilitators.

5.4. ARTIFICIAL INTELLIGENCE'S FUTURE IMPLICATIONS IN SOCIETY, THE WORKPLACE, DATA SECURITY/COLLECTION,
AND POLITICS

In this section some of the most quoted fears and concerns received via the survey’s open-ended questions
will be discussed. The reasons why the insights on the previously mentioned topics are generally aligned in a
negative way could be explained by different factors, and it is important to further investigate the main
reasons that shape a negative opinion towards Al, in future research. However, we perceive some of them to
be: culture, the spreading of media sensationalism, and uncertainty towards the future due to rapid
technological change and a lack of faith in the regulating organs.

The provided open questions were:

e “You agreed to the previous statement: I believe Artificial Intelligence will replace my work in the
future. Can you specify why in a short sentence?”
(28 answers)

e “Do you have any further information/comments or suggestions you would like to share?”
(30 answers)

The first concern about Al that stood out was the fear of being replaced by Al machinery and software, with
the most quoted jobs being in the fields of design/marketing (cited 6 times), programming (cited 4 times),
translation (cited 2 times), and repetitive labour (cited twice).
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The main reasons, when specified, were because Al tools are faster (cited 4 times) and cheaper (cited 3 times).

The fear and unacceptance of a new, disrupting technology could be the leitmotif, since these respondents’
opinion was focused on substitution in today’s working activities by computers and robots. A new set of skills
will probably be required by the next generation of workers, as many jobs will be out of fashion, and new ones
will require collaboration between humans and Al.

This calls for reconsideration, since some jobs will continue being supervised by humans, or will need to be
performed by humans.

Professions like lawyers, doctors, teachers and politicians require a level of ethical nuances that Artificial
Intelligence could not achieve in the near future, perchance.

There are also functions that will be difficult to substitute, given their completely personalised and complex
nature, such as nurses, caregivers and hairdressers.

Perhaps being replaced by machines and computers in repetitive tasks could be a freedom act, in a way. As
the industrial revolution freed horses, Al technology could free humans from several demanding types of
work. There are multiple social implications that are involved in this scenario, which would manifest in the
form of complex social and lifestyle adaptations. There is a big opportunity for Al technology to help society
as a whole. However, it is likely that the global elites will benefit the most from it, and not the masses, who do
not possess the resources to explore these new technologies to the fullest. Therefore, there is a considerable
risk that Al implementation will augment the social differences between upper and lower classes.

6. CONCLUSIONS

There is an apparent association between an individual’s gender and their level of knowledge and awareness
of Al. As per our sample, males - also called the gender of “lost opportunity” by researchers in Portugal (less
ambitious in academic terms, preferring to go to work sooner and being less perfectionist than their female
counterparts; more content with the status quo... which favours them) - self-report higher Al knowledge and
awareness than their female counterparts, which can perhaps be explained by a difference in self-confidence
between genders, as well as meticulousness/perfectionism when approaching a subject.

According to Pierre-Bravo (2018): “Madeleine Albright made history as America’s first female Secretary of
State. But like many women, she has at times struggled to speak out confidently, especially in meetings where
she’s been surrounded entirely by men”. Indeed, according to Albright: “It was intimidating... You listen
carefully, think you are going to say something and you think, ‘No, it'll sound stupid.” And then you don’t say
it. And then some man says it and everybody thinks it’s brilliant. And then you're mad at yourself for not saying
anything.” (cited in Pierre-Bravo, 2018). Albright has been credited for saying that there is no room in the job
market for mediocre women (Pierre-Bravo, 2018). On the other hand, we have met many mediocre men in
different roles in the work environment.

However, there is not an association between gender and one’s stance regarding Al. Concerning being
for/against Al, by analysing our sample’s results, it is visible that most respondents, regardless of their gender,
support the usage of Al or similar tools. This can be linked to how much technology facilitates modern
lifestyles, in which the vast majority of our sample, from both genders, responded in agreement.

Finally, regarding the additional question, by cross-examining the data from our survey’s “Questionnaire -
Technology” section with the three biggest sample groups nationality-wise, it was concluded that the
perceptions of Portuguese, Italian, and Spanish respondents on technological change and development
strongly align. The explanation for this may reside in the large number of similar cultural aspects and traits
shared by these Southern European respondents, which could lead to a similar perspective on the theme.
Albeit Portuguese respondents still self-reported greater difficulty (16.4% less able than the Spanish and
18.8% less able than the Italians) in keeping up with frequent technological change. This may be indicative of
the Portuguese being more humble (please see Hofstede, 2001, for a discussion on masculinity versus
femininity), more realistic, and not necessarily being less able or competent.
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Limitations of this exploratory study include its rather small sample (143 answers) and its convenience
nature. In future, more in-depth studies are warranted, to ascertain whether our study indeed points in the
right direction. There is perhaps a link between what we found, regarding the lack of confidence by women in
their own knowledge of Al, and impostor syndrome: “the persistent inability to believe that one’s success is
deserved or has been legitimately achieved as a result of one’s own efforts or skills.” (Oxford Languages).
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Image 1 - a search in the Scopus database on 27-06-2024 revealed a gap in the literature regarding Al, female gender and
impostor syndrome

A search in the Scopus database reveals that the topic is under-researched (see image 1). More research
concerning Al, female gender and impostor syndrome is warranted.
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Resumo

0 objetivo deste artigo é explorar até que ponto a teoria e a pratica de Personal Brand esta a ser utilizada em pequenas e médias
empresas (PME’s) e compreender como os fundadores/ proprietarios/ CEO’s aplicam, o seu proprio papel, na estratégia de
comunica¢do de marketing numa PME. Para obter os resultados da investigacdo planeada, os autores realizaram uma analise
qualitativa: a) da literatura cientifica sobre comunicagio de marcas centrada nos fundadores de empresas com longevidade e (b)
dos termos utilizados relacionados com Tag-Cloud nas paginas dos websites “sobre nds/ a nossa histdria” e, de seguida, procedeu-
se a uma analise qualitativa com recurso ao software NVivo. Uma abordagem exploratdria qualitativa utilizando storytelling dos
canais digitais, a comunicacdo com o foco nos fundadores/ proprietarios - gestores/ CEO’s de PME’s na Euro-regido Galiza e Norte
de Portugal (ERNPG). A comunicagido de marketing das PME’s é eficaz na medida em que abrange alguns conceitos relevantes de
Personal Brand dos Fundadores, adapta as atividades para corresponder aos seus clientes e acrescenta o seu préprio atributo tnico
de marca propria, conferido pelo fundador - gestor, Pessoas, das PME’s. Os dados quantitativos obtidos demonstraram que as
PME’s, desenvolvem uma estratégia, baseada na Personal Brand e as Tag-Cloud mais utilizadas sdo: geracdes, pessoas e fundador.
0 estudo limitou-se a uma amostra de PME’s na ERNPG no Website e, como tal, os resultados nio sio generalizaveis. Futuros estudos
podem ainda perceber as Tag-Cloud presentes em outros canais on-line, nomeadamente, os social network sites (SNSs).

Keywords: Personal Brand ; comunicacdo digital ; longevidade ; storytelling ; Euro-regido Norte de Portugal e Galiza

Abstract

The objective of this article is to explore the extent to which Personal Brand theory and practice is being used in small and medium-
sized companies (SMEs) and to understand how founders/owners/CEQs apply their own role in marketing communication strategy
in an SME. Understand which Tag-Clouds are communicated to stakeholders in storytelling. To obtain the results of the planned
research, the authors carried out a qualitative analysis: a) of the scientific literature on brand communication focused on the
founders of long-lived companies and (b) of the terms used related to Tag-Cloud on the “about us” website pages / our story” and
then a qualitative analysis was carried out using NVivo software. A qualitative exploratory approach using storytelling from digital
channels, communication with a focus on founders/owners - managers/CEOs of SMEs in the Euro-region of Galicia and Northern
Portugal. SME's marketing communication is effective in that it covers some relevant concepts of the Founders' Personal Brand,
adapts activities to match its customers and adds its own unique attribute of its own brand, conferred by the founder - manager,
People, of SMEs. The quantitative data obtained demonstrated that SMEs develop a strategy based on Personal Brand and the most
used Tag-Cloud are: generations, people and founder. The study was limited to a sample of SMEs in the Euro-region Galicia and
Northern Portugal on the Website and, as such, the results are not generalizable. Future studies may also understand Tag-Cloud
present in other online channels, namely social network sites (SNSs).

Keywords: PersonalBrand; Digital communication ; longevity; storytelling; Euroregion North of Portugal and Galicia
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1. INTRODUCAO

Existem marcas visionarias que pela sua histéria fazem parte da vida dos consumidores na Euro-regiao,
marcas que tém um forte ADN regional e que conquistaram o reconhecimento pela capacidade de inovacdo
sobre a tradigdo. Marcas longevas que souberam reinventarem-se para permanecerem contemporaneas e
relevantes ao longo de geragdes, pessoas (lideres e funcionarios) que tiveram de se adaptar e inovar. As
marcas que construiram a sua identidade nas pessoas, um grupo de pessoas ao longo de geragdes e uma
cultura forte assente na tradicdo e inovacdo, pessoas bem formadas, uma forte aposta na qualidade e
confiancga. Estas marcas estabeleceram uma relacdo muito emocional com os consumidores, nas regides onde
se fundaram. Este estudo pretende ampliar o conhecimento sobre a Personal Brand dos fundadores/
proprietarios - gestores/ CEO em empresas PME’s (Pequenas e Médias Empresas) longevas. Pretende-se
investigar como os fundadores - CEO’s, que trabalham em marcas longevas, localizadas na Euroregiao (Norte
de Portugal e Galiza), estdo a comunicar a Personal Brand no storytelling dos canais digitais. A personalidade
da marca PME esta ligada ao proprietario-gestor (Morrish et al,, 2010).

2. REVISAO DE LITERATURA

Atualmente o mercado é competitivo, as marcas concorrem cada vez mais entre si para se diferenciarem
através do valor e alcancarem os clientes alvo, com necessidades e desejos muito especificos. As marcas
pretendem ser uma referéncia - atingir a notoriedade de marca no segmento de mercado, top-of-mind, é um
dos propdsitos mais importantes de qualquer marca. Na literatura ndo existe uma definicdo consensual do
conceito de marca, ao longo dos anos foram abordadas e exploradas diferentes perspetivas da defini¢do do
tema marca. Surgiram varios conceitos associados a marca. Por exemplo, a Associacio Americana de
Marketing (1960) definiu marca como um nome, termo, sinal, simbolo, design, ou a combina¢do dos mesmos,
que tem o proposito de identificar os bens e servicos de um vendedor ou grupo de vendedores e diferencia-
los dos concorrentes. Aaker (1991) também refere que a marca é um nome e/ simbolo que permite identificar
os bens ou servicos de um vendedor ou grupo de vendedores, e diferencia-los dos produtos/ servicos da
concorréncia. Em esséncia, uma marca permite identificar o vendedor ou fabricante e é uma promessa de o
vendedor entregar um conjunto de caracteristicas, beneficios e servicos aos compradores. A marca registada
é protegida por lei que garante os direitos exclusivos do proprietario difundir o seu uso (Kotler, 2008).

Destaca-se que o nome da marca é uma escolha fundamental, representa as principais associacdes ao produto
e facilita a comunicacao do mesmo (Keller, 2009). A escolha do nome da marca é considerada uma decisdo
fundamental e deve considerar: os beneficios e as qualidades dos produtos; a facilidade de pronunciar,
reconhecer e lembrar; ser distintiva e ndo possuir significados negativos em outros paises e linguas (Kotler,
2008). Os elementos visuais, simbolo e o logétipo, desempenham uma fun¢do muito importante no
reconhecimento da marca (Keller, 2009). O simbolo e o logétipo podem criar notoriedade da marca,
associagdes e um valor sentimental, que podem potenciar a qualidade percebida e a lealdade (Aaker, 1991).
As promessas comunicadas por uma marca, simbolo, sao fulcrais para desenvolver a confianca e a lealdade
dos consumidores (Kotler & Keller, 2006). Os slogans sdo também considerados um forte elemento da marca,
extremamente eficientes na estratégia da marca e percecao do valor. Estes, os slogans, permitem fortalecer a
notoriedade e ajudam a reforcar o posicionamento da marca (Keller, 2009). O slogan é utilizado de forma
eficaz quando é especifico, conciso e também memoravel (Aaker, 1991).

Com a evolu¢do do mercado o conceito de marca também foi evoluindo e, deste modo, surgiram novos
conceitos associados a marca. A marca €, entdo, definida como um conjunto de valores incorporados nos
produtos, servicos, locais ou experiéncias, que a diferencia das demais (Keller, 2009; Kapferer, 2012). No
ambiente de marketing moderno a percecdo da mesma esta ligada a experiéncia total do consumidor e de
cumprir as suas promessas com uma proposta de valor clara (identidade e posicionamento), a abordagem
apenas associada a marca como um nome, simbolo ou logétipo que a diferencia das demais é considerada uma
perspetiva mais tradicional (Kotler et al, 2017). Para além da diferenciacdo, a marca tem de possuir a
carateristica de relevancia para os consumidores, nomeadamente a capacidade de atender as suas
necessidades e oferecer-lhes uma proposta de valor unica e significativa (Keller, 2009, 2020). As marcas
representam ainda simbolismo para os consumidores, que podem identificarem-se e reconhecerem uma

-62-



ICIEMC . No: 5, 2024, 61-75
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36538

expressdo da sua personalidade e valores. As marcas sdo constru¢des multidimensionais, nos varios periodos
da histéria, sdo representativas da origem e qualidade dos produtos, mas foram aumentando a complexidade
ao longo do tempo. Verificou-se uma evolugao transacional para transformacional, nas marcas que existiam
antes do século XX que comunicavam com o seu foco no produto ou embalagem, atualmente as marcas
transmitem uma imagem e um significado, informacées com poder, valor e também personalidade (Moore &
Reid, 2008). A heranca de uma marca é uma caracteristica, importante, para o valor e também para a
personalidade da marca (George, 2004; Keller & Richey, 2006). Atualmente é crucial as marcas serem
auténticas, em todos os momentos de contacto com os consumidores (Cruz & Karatzas, 2017; Reid et al, 2005).
Nestas defini¢cdes é possivel identificar um denominador comum: a diferenciacdo. Significa, que produtos ou
servicos idénticos sdo diferenciados pela marca (Aaker, 1991). A marca é um nome com poder e influéncia
(Kapferer, 2012). Mas também é pertinente considerar a marca com a identidade e posicionamento. Ou seja,
a marca deve projetar a sua oferta e imagem, destacando um beneficio superior, associacdes fortes e Unicas,
para ficar na memdria e assim conquistar os consumidores - publico-alvo. Assim, Keller (2009, 2020), para
além da diferenciacao destaca a relevancia para os consumidores, capacidade de atender as suas necessidades
e oferecer um valor significativo e tnico.

Um processo de branding bem-sucedido compreende os elementos e dimensdes da organiza¢do, empresario/
fundador, colaboradores e produtos (Chen & Chung, 2016). Ainda existe pouca investiga¢do sobre o elemento
Humano - Pessoas, as investigacdes sobre branding tém-se concentrado nas marcas institucionais e marcas de
produtos (Chen & Chung, 2016). A Personal Brand é uma sintese de todas as expectativas, imagens e percecoes,
criadas na mente de alguém quando vém ou escutam um determinado nome (Rampersad, 2008). A pessoa
possui uma Personal Brand que tem um desempenho padrdo acordado (McNally, 2002) de acordo com as
caracteristicas pessoais e profissionais (Montoya & Vandehey, 2008). E impossivel ndo criar uma Personal
Brand (Khedher, 2012). A Personal Brand é um processo evolutivo que deve ser auténtico e organico
(Rampersad, 2008; Stanton & Stanton, 2013). Desde os anos 90, a Personal Brand, tornou-se cada vez mais
relevante, nos livros de autoajuda, literatura especializada, servicos de consultoria, acdes de formacao e
websites (Khedher, 2014). Atualmente é fundamental a presenca estratégica nos websites e também nas redes
sociais (exemplo: Facebook, Linkedin, outras) (Hearn, 2008; Labrecque et al, 2011; Morgan, 2011). Muitas
pessoas e empresas recorrem a estes meios de comunica¢do para partilhar as suas opinides e interagirem
socialmente. Os canais digitais permitem manter e melhorar os relacionamentos, com empresas e clientes,
através da tecnologia.

A criacdo de uma Personal Brand envolve um processo estratégico dividido em trés fases distintas,
apresentadas na Figura 1: (1) estabelecer a identidade da marca, fase onde se identifica a prépria pessoa e as
suas caracteristicas diferenciadoras; (2) desenvolver o posicionamento, da marca, auténtico e comunica-lo a
um publico-alvo especifico e (3) avaliar a imagem da marca e implementar a¢des de melhoria continua
(Khedher, 2014; Stanton & Stanton, 2013).

A implementacao de uma marca pessoal, contribui para o desenvolvimento do capital econdmico, aumentando
o valor pessoal, a empregabilidade e os ganhos financeiros (Khedher, 2014). Keller (2011) defende o modelo
do posicionamento da marca que consiste na forma como se estabelece uma vantagem competitiva através de
aspetos diferenciadores. Criando duas associacdes, os padrdes de diferenca e os padrdes de semelhanga. Os
padroes de diferenca sdo as associacoes fortes, favoraveis e nicas a marca e os padroes de semelhanga
permitem ultrapassar vulnerabilidades da marca. Sdo considerados os seguintes atributos para a construcdo
de uma Personal Brand forte: (a) postura de lider e de confianca; (b) criatividade e inovagdo; (c) pensar
diferente; (d) pontos fortes diferenciadores; (e) reinventar aquilo que ja existe e promover a melhoria
continua; (f) especialista numa 4area; (g) identificar o publico-alvo; (h) reconhecer o valor que tem para
oferecer ao mercado e se esse valor é reconhecido; (i) contribuir para valorizar o investimento da instituicdo
onde trabalha/estuda na marca pessoal; (j) identificar as causas que defende e que possam ter um impacto
no mundo atual (Kaputa, 2006).

- 63 -



ICIEMC . No: 5, 2024, 61-75
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36538

Figura 1: Cria¢cdo de uma marca pessoal.

Fonte: Elaboracao prépria baseada em Khedher (2014); Stanton & Stanton (2013).

As exigéncias de mercado fizeram com que as empresas adaptassem a sua estratégia de comunicacdo (Akram
etal,, 2021). Um Chef Executive Officer (CEO) é o tomador da decisao final de uma empresa e é considerado a
figura central que influencia a cultura da empresa (Turk et al, 2012). Um CEO empresarial tem uma marca
pessoal que, em trabalho com a marca institucional da empresa, influencia os stakeholders (por exemplo:
funcionarios, clientes, outras). O CEO é o gerente de mais alto nivel hierarquico dentro de uma empresa. As
organizacdes devem reter os CEO’s com elevada reputagdo da empresa.

A Personal Brand, é considerada um ativo intangivel de alto valor que deve ser cultivada pelas organizagdes e
comunicada como vantagem competitiva (Chen & Chung, 2016). Uma Personal Brand forte, de um CEO,
proporciona carateristicas de lideranca essenciais que o diferenciam, orientam as suas decisoes e influenciam
os stakeholders (Chen & Chung, 2016). Pode, ainda, revelar-se um fator determinante no desempenho de uma
empresa, nas diversas areas e a varios niveis. Assim, os CEO’s tém a responsabilidade de construir e de
comunicar as suas marcas pessoais para expandir o sucesso individual e também corporativo (Chen & Chung,
2016). Uma marca de CEO bem-sucedida aumenta o valor percebido da marca e cria valor para as organizacoes
(Bendisch et al, 2013).

Foi desenvolvida uma escala de medicao, conforme apresentada na Figura 2, para avaliar se a marca pessoal
de um CEO empresarial corresponde as expetativas da empresa. A escala, engloba sete dimensdes: (1) os
padroes de trabalho (processo, foco financeiro, orientacdo de regras, experiéncia, estratégia, planeamento,
dedicacgao, eficiéncia e profissionalismo); (2) competéncia (resisténcia, criatividade, consisténcia, tenacidade,
habilidades organizacionais, inteligéncia emocional, resolu¢do e pensamento) (3) carisma (ambicdo,
capacidade de lideranga, senso de ambiente, autoconfianca, visdo estratégica e habilidades de mediacao), (4)
estilo de personalidade (extrovertido, curiosidade, espirito humano, energia, ousadia, independéncia e
imaginacao), (5) valores (seguranga familiar, felicidade, simpatia, afetividade, simplicidade, humildade e
modéstia, estabilidade e amabilidade), (6) carater (confiabilidade, comprometimento, honestidade, obrigacao,
justica e responsabilidade) e (7) lideranga (cooperacgdo, confianga demonstrada em relacdo aos colaboradores,
respeito pelos outros, disposicdo para aceitar sugestdes, perdao, comunicagdo, expectativas dos seguidores e
habilidades de liderang¢a) (Chen & Chung, 2016).

A Personal Brand de um CEO exerce uma forte influéncia sobre a marca institucional, dos parceiros de
negocios, clientes e publico (Chen & Chung, 2016).
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Figura 2: Escala de medicdo - Dimensdes para avaliar a marca pessoal.

Fonte: Elaboracao prépria baseada em Chen & Chung (2016)

As empresas longevas tém uma identidade de marca construida com uma forte ligagdo a familia (fundadores
ao longo das varias geragdes), as pessoas ao longo de varias geracdes e aos seus valores. Muitas das vezes a
marca empresa esta associada a marca pessoal, 0 nome da empresa é associado ao lider - fundador da
empresa. A gestdo da marca é importante para compreender como aproveitar as fontes de vantagem
competitiva, ainda existe uma compreensdo limitada para entender como as empresas familiares longevas,
através dos fundadores, gerem a sua marca. Assim, é notério que estas empresas se preocupem em
desenvolver estratégias para aumentar o valor da marca. A identidade de uma marca familiar tem uma ligacdo
forte a valores (familia e geracgdes, tradi¢ao, inovagao, qualidade, autenticidade e confianga) e a comunicacdo
é uma forte vantagem competitiva. A internet e a proliferacdo dos meios de comunicacao on-line alteraram,
significativamente, os padrdes de consumo e o comportamento dos consumidores.

Atualmente os canais on-line sdo importantes para veicular a comunicacdo de marketing, transmitir o
contetido aos consumidores e assim aumentar o impacto. As empresas podem desenvolver a comunicacao de
marketing on-line criando uma vitrine eletrénica, participando em féruns, antincios on-line e correio
eletronico. A empresa deve ter um site na Internet atualizado e interessante, é fulcral atrair os clientes
potenciais, interagir através de e-mails, mailing lists, publicidade on-line, outros meios. A home page tem a
funcao de vitrine eletrénica que permite comunicar com os usudrios uma variedade de informacdes: descrigdo
da empresa e dos seus produtos, em formato de texto e imagens, vender, disponibilizar relatérios, ofertas de
emprego, comunicacao interna aos colaboradores e também a possibilidade de efetuar vendas on-line (Kotler,
2008).

A comunicacao de marketing envolve quatro tipos de a¢gdes de comunicagao: a publicidade e a promogao; o
marketing interativo; os eventos e experiéncias e o marketing moével (Keller, 2013). O marketing interativo
esta relacionado com a comunicacao de marketing on-line (através de ferramentas como: websites, publicidade
na internet, videos e social media). O autor destaca que os websites sdo uma ferramenta muito importante de
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comunicacdo de marketing on-line que permitem que os consumidores acedam a informagdes variadas sobre
a marca. Os novos publicos, em comparag¢do com as geragdes anteriores, ndo rejeitam a publicidade nem as
marcas, mas escolhem o contetido publicitario em que estdo genuinamente interessados (Fernandez et al,
2020).

As empresas familiares estao a reforcar a utilizacdo de websites para se promoverem (Blomback & Ramirez-
Pasillas, 2012). Entende-se por empresas familiares as que os membros da familia detém uma participagdo
maioritaria e onde a familia proprietaria exerce uma influéncia dominante na direcao de topo (Chrisman et
al, 2005). A autopromoc¢do da empresa ocorre com uma frequéncia significativa nas secgdes “sobre nés” ou
“nossa historia” dos websites, tornando estes meios de comunicacao uma via privilegiada para uma analise
mais aprofundada das mensagens familiares (Powell et al., 2016). Existem varios temas para contar a histéria
(por exemplo: a familia, os fundadores e o patriménio).

As historias que destacam o patrimoénio sdo mais auténticas porque permitem concretizar os acontecimentos
e as agdes tangiveis (Canziani et al., 2019). A comunica¢do de uma identidade assente na familia e tradicdes
patrimoniais tem sido pesquisada (por exemplo: Astrachan & Botero, 2018; Mora & Livat, 2013). As
associagdes familiares nos esforcos de branding é impulsionada por motivos relacionados com a identidade e
também com a reputacdo (Astrachan & Botero, 2018). Investigacdes efetuadas, mostram a existéncia de trés
dimensdes principais, nos textos dos sites, para as identidades de marcas familiares: (1) o carater familiar - a
familia (fundadores) é central na historia, (2) a continuidade temporal - envolvimento familiar ao longo do
tempo, inclui a heranca familiar e sucessdo, (3) a distin¢do - vantagens competitivas como a propriedade
familiar, a participacao dos elementos da familia, valores e orientagao para os clientes (Canziani et al,, 2019).

0 estudo fornece evidéncias, Figura 3, que construir uma identidade de marca familiar requer na narracdo da
histéoria da marca a utilizacdo de termos como: propriedade familiar, a continuidade temporal (heranca
familiar e tradicdo) e a distingdo (autenticidade, confianca e qualidade) (Canziani et al,, 2019).

Carater familiar

Marca
familiar
Distingao -

Continuidade -
valores: familia;

temporal.-. autenticidade;
heranga familiar; i g
el qualidade;
. confianga.

Figura 3: Variaveis de valor de marca familiar.

Fonte: Adaptado Canziani, Welsh, Dana e Ramadani (2019).

0 modelo de Miller & Le Breton-Miller (2005), incorpora praticas de longevidade empresarial manifestadas
pelos CEO’s de empresas familiares bem-sucedidas que permitem entender a longevidade do negécio. E
composto por quatro dimensdes: (1) continuidade do negécio a longo prazo, as empresas longevas
permanecem ligadas a manutencao de uma visao e missao clara e duradoura. Os lideres estao comprometidos
com a missdo da empresa; (2) comunidade organizacional, desenvolver uma cultura coesa, de valores e
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principios enraizados, composta por pessoas comprometidas e motivadas (membros da familia e
colaboradores locais); (3) conexdo, estabelecimento de relacionamentos externos duradouros com
fornecedores, clientes, comunidade local e outras partes interessadas regionais. Estes relacionamentos fortes
sdo construidos com base na generosidade, confianca e padrdes éticos.

O pilar é ainfluéncia e a estabilidade dos membros da familia no neg6cio, permitindo a construgao de parcerias
crediveis na comunidade, elevar a imagem da empresa e das suas marcas; (4) unidade de comando corajoso,
a sobrevivéncia da empresa esta fortemente ligada a capacidade de dire¢do de quem a administra (CEO),
tomar decisdes corajosas e ter a capacidade de adaptacdo rapida para manter a empresa agil e aproveitar
oportunidades (por exemplo: criar uma equipa de administracdo da empresa diversificada e coesa). Os CEO’s
familiares tém longos mandatos e seguranca no emprego o que permite a tomada de decisdes importantes,
equilibrar a tradicdo com a inovacdo, e ter um ambiente de aprendizagem continua (Miller & Le Breton-Miller,
2005). Ou seja, as marcas tiveram a necessidade de se reinventar para se manterem contemporaneas ao longo
do tempo.

3. METODOLOGIA

Para a investigacao foram selecionadas oito empresas, de acordo com os critérios: (a) o setor alimentar (setor
representativo na Euro-regido); (b) PME longeva; (c) nimero de anos semelhante na Euro-regido Galiza e
Norte de Portugal - com cinquenta ou mais anos; (d) possuir um website e idealmente uma loja on-line; (e)
marca reconhecida pelos consumidores (marcas que as histérias se confundem com as histérias da regido). O
software NVivo permite a analise de dados qualitativos e obter insights a partir de diversos dados. De modo a
garantir uma apresentacdo visual, normalmente é utilizado um modelo de uma nuvem de tags, que evidéncia
as palavras mais populares por ordem alfabética e é representada visualmente com diferentes tamanhos de
fonte. Realizado a analise do texto e determinado as tags, também sao levadas em consideracido tags
semelhantes, que sdo uma espécie de relagdes semanticas medidas com relagcao de compatibilidade relativa.
Utilizando o software NVivo, os dados foram baseados nas vinte e cinco palavras, e identificadas tags com um
minimo trés letras.

4. CONTEXTO DE ESTUDO

A Euro-regido Galiza e Norte de Portugal resulta de dindmicas de relacionamento informais baseados na
proximidade geografica, cultural, linguistica e histérica, que beneficiaram e foram impulsionadas pela
integracao dos dois paises a Unido Europeia. A cooperacdo transfronteirica constitui uma forma de cooperacao
territorialmente alargada, que potencia a implementac¢do de estratégias comuns nos dominios da economia,
da inovacao e investigacdo, da educagdo, da cultura, do turismo, entre outros. O termo Euro-regido representa
um acordo de cooperacdo entre governos locais em territérios proéximos, numa fronteira, pertencentes a
diferentes Estados (Perkmann, 2003; 2007).

Estas regides transfronteiricas possuem estruturas integradas e recursos financeiros préprios e sdo capazes
de abordar toda uma diversidade de assuntos transfronteiricos, como exemplos, a saide, a educagdo e
formacdo, a gestdo de residuos, a protecdo ambiental, o turismo e lazer, a seguranga, transportes e
comunicacoes, infraestruturas e a cooperagdo empresarial (Perkmann, 2003).

Com a abertura das fronteiras nacionais entre Estados Membros da Unido Europeia, o intercimbio regional
registou um claro crescimento, tanto a nivel econémico como social, criando sinergias regionais. Esta regido
encontra-se formada por doze NUTS III (nomenclatura comum das unidades territoriais estatisticas) das quais
cinco constituem a area basica de fronteira (Pontevedra e Ourense na Galiza, Cavado, Minho-Lima e Alto Tras-
os-Montes no Norte de Portugal). No que diz respeito a dimensdo das empresas na Galiza, predominam as
Microempresas aquelas em que o numero de empregados é inferior a 9 pessoas contratadas e faturagdo
inferior a 10 milhdes de euros, representam 96,26% do total de empresas. Por outro lado, as grandes
empresas, ou seja, aquelas que excedem 250 trabalhadores contratados ndo totalizam 1%, representando um
total de 168 unidades produtivas e de servigos.
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Consequentemente, a Galiza destaca-se pela presenca de microempresas - menos de 10 trabalhadores (um
total de 236.464); seguido das PME’s (entre 10 e 249 trabalhadores) que registam um peso de 3,7% (Laxe &
Sousa, 2021). No Norte de Portugal, o tamanho das empresas, predominam as PME’s, com uma estrutura de
recursos humanos entre 50 e 249 colaboradores e um volume de faturacdo compreendido entre 10 e 50
milhdes de euros.

O nimero de PME’s, em termos percentuais, é de aproximadamente 99%. As empresas de maior dimensao,
com uma estrutura recursos de humanos superior a 250 colaboradores, niao apresentam uma
representatividade superior a 1% do total de empresas, ascendendo estas a um total de 168 unidades
produtivas e de servicos. No Norte de Portugal destaca-se a presenca de Microempresas (representam 95,6%
do total das empresas da regido), pequenas empresas (representam cerca de 3,7%) e médias empresas
(representam cerca de 0.6%) (Laxe & Sousa, 2021).

A longevidade empresarial, relevancia das empresas maduras, em alguns setores de atividade é um fator
importante de sustentabilidade e crescimento na economia da Euro-regido. Estas empresas contribuem para
a atividade econ6mica, gerando um elevado volume de negdcios e emprego.

5. RESULTADOS

Os dados obtidos, Figura 4, evidenciam que as 25 palavras usadas com maior frequéncia, nas paginas sobre
noés nas empresas PME’s no Norte de Portugal. Como podemos observar, da analise da Nuvem de palavras, os

» o«

termos que sobressaem sdo “qualidade”, “n6s” e também “nossa”.

produtos ingredientes mercado

melhor NOSSOS <o

vinho NOSdouro .
mercados qualldade mu'nclio

ano

vinhos nossa Peixe ..
histéria ramirez calem

estamos pessoas

geracoes

Figura 4: Nuvem de palavras, nas paginas “sobre nds”/ “a nossa historia”, nas empresas PME’s no Norte de Portugal.

Na tabela 1, sdo apresentadas as 25 Tags e a respetiva frequéncia. Os dados obtidos com o software NVivo
foram refletidos com a ajuda do modelo de interface Tag-Cloud.

Tabela 1: Tags usadas, nas paginas “sobre nds”/ “a nossa histéria”, nas empresas PME’s no Norte de Portugal.

Palavra Extensdo Contagem Percentagem ponderada (%)
Qualidade 9 21 0,70
Nos 3 20 0,66
Nossa 5 18 0,60
Vinho 5 18 0,60
Nossos 6 15 0,50
Douro 5 12 0,40
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Palavra Extensdo Contagem Percentagem ponderada (%)
Peixe 5 12 0,40
Ramirez 7 12 0,40
Vinhos 6 12 0,40
Melhor 6 11 0,36
Nosso 5 11 0,36
Célem 5 10 0,33
Mundo 5 10 0,33
Anos 4 9 0,30
Conservas 9 9 0,30
Empresa 7 9 0,30
Estamos 7 9 0,30
Geragoes 8 9 0,30
Marca 5 9 0,30
Produtos 8 9 0,30
Mercado 7 8 0,26
Histéria 8 7 0,23
Ingredientes 12 7 0,23
Mercados 8 7 0,23
Pessoas 7 7 0,23

Considerou-se um conjunto de termos relacionados com a marca pessoal (Tabela 2), nomeadamente as tags,
modo de aplicacao no seu storytelling e respetivas frequéncias CEO/ CEO’s; fundador/ fundadora; pessoas;

geracdo/ geracdes nas empresas PME longevas no Norte de Portugal.

Tabela 2: Tabela de frequéncias das narrativas marca pessoal, nas paginas “sobre nés”, nas empresas PME’s no Norte de

Portugal
Tags Empresa - (como aplicam as Tags) Frequéncia de Tags Percentagem Percentagem
(n2 de ocorréncias) (%) Acumulada (%)

CEO/ CEQ’s Aveleda - 4,3 4,3

“CEQ’s Martim Guedes e Antdnio

Guedes”
Fundador/ Aveleda - 4,3 8,7
Fundadora

“fundador Manoel Pedro Guedes”

8,7 17,4

Ramirez -

“Sebastian, o fundador, fixou-se em
Vila Real”
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Tags

Empresa - (como aplicam as Tags)

Frequéncia de Tags
(n2 de ocorréncias)

Percentagem
(%)

Percentagem
Acumulada (%)

“Emilio, neto do fundador, deslocou
a sua principal fabrica”

Pessoas

Aveleda -

“da vinha, e das suas pessoas, e um
crescimento sustentdavel”

“trabalho de um conjunto de
pessoas”

“sfio estas pessoas que fazem com
que 0”

“pessoas que escolhem a Aveleda
para o vinho que tém d sua mesa”

“para festas com dezenas de
pessoas. Queremos celebrar este
momento”

Pinhais -

“empresa cuja génese permanece
nas pessoas e sua experiéncia”

Sogevinus -
“de partilhar os nossos vinhos com
mais pessoas”

21,7

4,3

4,3

39,1

43,5

47,8

Geracdo/
geragdes

Aveleda -

"Fazer parte da geragéio que pode
celebrar 150 anos”

“ideias ao longo de cinco geragdes
da mesma familia”

“0 nosso testemunho para as
geragdes vindouras e para as
pessoas”

“um sonho prolongado por 5
geragbes”

Pinhais -

“Geragdio apds geragdio,
acrescentando valor a sua mesa”

“Sabor de geragées”

“Caseiras (e secretas)
aperfeicoadas por geragbes”

“um sonho prolongado por 5
geragbes”

Sogevinus -

“Com uma reputagdo que
atravessa geragbes”

Ramirez -
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Tags Empresa - (como aplicam as Tags) Frequéncia de Tags Percentagem Percentagem
(n2 de ocorréncias) (%) Acumulada (%)

“Uma heranga de 5 geragées”

“5 geragbes da familia Ramirez”

Totais 23 100 100

Os dados obtidos, Figura 5, evidenciam que as 25 palavras usadas com maior frequéncia, nas paginas sobre
noés nas empresas PME’s na Galiza. Conseguimos observar, da analise da Figura 2 - Nuvem de palavras, os
termos que se destacam sdo “conservas” e “fabrica”.

palacio palacio primeira

friscos alonso VIgO e
CONSErvas m

Onde ” S fO| 530
otero fabrica para
oriente s | 2nog CfiEem

nova antonio

vinho em presa fefinanes
.3[.}(_2'_\

producao

Figura 5: Nuvem de palavras, nas paginas “sobre nds”/ “a nossa histéria”, nas empresas PME’s na Galiza.

Na tabela 3, sdo apresentados as 25 Tags e a respetiva frequéncia. Os dados obtidos com o software NVivo
foram refletidos com a ajuda do modelo de interface Tag-Cloud.

Tabela 3: Tags usadas, nas paginas “sobre ndés”/ “a nossa histéria”, nas empresas PME’s na Galiza.

Palavra Extensdo Contagem Percentagem ponderada (%)
Fabrica 7 29 1,20
Conservas 9 26 1,07
Antonio 7 22 0,91
Alonso 6 19 0,78
Otero 5 15 0,62
Empresa 7 12 0,49
Oriente 7 11 0,45
Anos 4 10 0,41
Nova 4 10 0,41
Vigo 4 10 0,41
Fefinanes 9 9 0,37
Francisco 9 8 0,33
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Palavra Extensao Contagem Percentagem ponderada (%)
Origem 6 8 0,33
Palacio 7 8 0,33
Primeira 8 8 0,33
Bueu 4 7 0,29
Friscos 7 6 0,25
Palacio 7 6 0,25
Produgdo 8 6 0,25
Vinho 5 6 0,25
Vinhos 6 6 0,25
Arousa 6 5 0,21
Atum 4 5 0,21
Conserveiro 11 5 0,21
Durante 7 5 0,21

Considerou-se um conjunto de termos relacionados com a marca pessoal (Tabela 4), nomeadamente as tags,
modo de aplicacdo no seu storytelling e respetivas frequéncias CEO/ CEQ’s; fundador/ fundadora; pessoas;

geracdo/ geracdes nas empresas PME longevas na Galiza.

Tabela 4: Tabela de frequéncias das narrativas marca pessoal, nas paginas “sobre n6s”, nas empresas PME's na Galiza.

Tags Empresa - (como aplicam as Tags) Frequéncia de Tags Percentagem Percentagem
(n2 de ocorréncias) (%) Acumulada (%)
CEO/ CEQ’s 0 0 0
Fundador/ Conservas FRISCO-
Fundadora “sécio fundador do escritorio Otero 1 9,1 9,1
em 1931”
Palacio Oriente - 3 27,3 36,4
“forma ao sonho do seu fundador”
“Em 1886 o fundador construiu um
armazém”
“Apds a morte do fundador em 1917
, seus filhos, Rodrigo”
Pessoas Palacio Fefianes - 1 9,1 45,5
“O vinho, tal como as pessoas,
quanto mais proximo estiver da”
Palacio Oriente - 1 9,1 54,5
“de Oriente esteve ligada as pessoas
que, com o seu trabalho”
Geracdo/ geragdes Conservas Frisco - 3 27,3 81,8

"é atualmente gerida pela 4¢
geragbo”
“prevalece ao longo de geragcbes”
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Tags Empresa - (como aplicam as Tags) Frequéncia de Tags Percentagem Percentagem
(n2 de ocorréncias) (%) Acumulada (%)
“mundo das conservas, a quarta 1 9,1 90,9

geragdo se encarrega de prolongar”
Paldcio Fefianes -
“processo vitivinicola ao longo das 1 9,1 100,0
geragdes familiares”
Paldcio Oriente -
“e ao longo de cinco geragées, a
empresa manteve inabalavelmente
”

os
Totais 11 100 100

6. CONCLUSOES

A comunicagdo de marketing das PME’s na Euro-regido Norte de Portugal e Galiza aplica alguns tags de
Personal Brand dos Fundadores, adapta as atividades para corresponder aos seus clientes e acrescenta o seu
préprio atributo Unico de marca prépria, conferido pelo fundador das PME’s.

Os dados quantitativos obtidos demonstraram que as PME’s, desenvolvem alguns esforcos de construcao de
uma estratégia, baseada na Personal Brand. As Tag-Cloud mais utilizadas no Norte de Portugal, associadas a
Personal Brand, sdo: geragdes, pessoas, fundador e CEO.

As empresas demonstram a construgdo de storytelling com um vinculo emocional, assente na proximidade/
familiaridade, entre a marca e o publico-alvo (nos, nossa e nossos). Na Galiza as empresas contam a sua
histéria com um apelo emocional, a utilizagdo de Personal Brand: geracdes, pessoas, fundadores e CEO.
Mencionam, no seu storytelling, a marca pessoal dos fundadores (exemplo: Anténio Alonso, Otero nas suas
narrativas).

Tendo em conta os principios de desenvolvimento de defini¢des fornecidos nas fontes consultadas e os
resultados obtidos aplicando o software NVivo e a visualizacdo de Tag-Cloud, os autores tiveram a
oportunidade de perceber como os termos associados a “Personal Brand - fundador” estdo a ser utilizados por
empresas longevas presentes na Euro-regido Norte de Portugal e Galiza.

BIBLIOGRAPHICAL REFERENCES
Aaker, D. A. (1991). Managing brand equity: capitalizing on the value of a brand name. The Free Press.

Akram, U,, Fiilop, M. T,, Tiron-Tudor, A., Topor, D. [, & Capusneanu, S. (2021). Impact of digitalization on customers’ well-
being in the pandemic period: Challenges and opportunities for the retail industry. International Journal of
Environmental Research and Public Health, 18(14), 7533.

American Marketing Association (1960), Marketing Definitions: A Glossary of Marketing Terms, AMA, Chicago, IL.
Astrachan, C. & Botero, I. (2018). We are a family firm. Journal of Family Business Management, 8 (1), 2-21.

Bendisch, F., Larsen, G. and Trueman, M. (2013) Fame and Fortune: A Conceptual Model of CEO Brands. European Journal
of Marketing, 47, 596-614.

Blomback, A., & Ramirez-Pasillas, M. (2012). Exploring the logics of corporate brand identity formation. Corporate
Communications: An International Journal, 17(1), 7-28.

Canziani, B.F., Welsh, D.H.B., Dana, P., & Ramadani, V. (2019). Claiming a family brand identity: The role of website
storytelling. Canadian Journal of Administrative Sciences, 37(1).

Chen, H.M. & Chung, H.M. (2016) How to Measure Personal Brand of a Business CEO. Journal of Human Resource and
Sustainability Studies ,4, 305-324.

Chrisman, J.J., Chua, ]J.H. & Steier, L. (2005), “Sources and consequences of distinctive familiness: an introduction,
Entrepreneurship Theory and Practice, 29(3), 237-247.

-73-


64d584aa-454d-43a3-99dc-4c2b9fff549c

ICIEMC . No: 5, 2024, 61-75
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36538

Cruz, A, & Karatzas, S. (2017b). Developing an effective digital presence. Em A. Heinze, G. Fletcher, T. Rashid, & A. Cruz,
Digital and social media marketing: A results-driven approach, 138-160.

George, M. (2004), “Heritage branding helps in global markets”, Marketing News, 4 (13), p. 16.

Hearn, A. (2008). Meat, Mask, Burden: Probing the contours of the branded self. Journal of consumer culture, 8(2), 197-
217.

Kapferer, J.-N. (2012). The new strategic brand management: Advanced insights and strategic thinking (5th ed.). Kogan
Page.

Kaputa, C. (2006). Creating a brand strategy: How to gain an advantage in today’s highly competitive work environment.
American Society for Training & Development. 90-91.

Keller, K. L. (2009). Building strong brands in a modern marketing communications environment. Journal of Marketing
Communications, 15(2-3), 139-155.

Keller, K. L. (2011). Brands that transcend: How to navigate the future of brand management. Marketing Management,
20(2), 36.

Keller, k. L. (2013). Strategic Brand Management: Building, Measuring and Managing Brand Equity. London: Pearson
Education Limited.

Keller, K. L. (2020). Consumer research insights on brands and branding: a JCR curation. Journal of Consumer Research,
46(5),995-1001.

Keller, K.L. & Richey, K. (2006), “The importance of corporate brand personality traits to a successful twenty-first century
business”, Journal of Brand Management, 14 (1-2), 74-81.

Khedher, M. (2012). A Brand for Everyone: Guidelines for Personal Brand Managing. The Journal of Global Business Issues,
9(1), 19-27.

Khedher, M. (2014). Personal Branding Phenomenon. International Journal of Information, Business and Management,
6(2), 34-40.

Khedher, M. (2015). An inspiring resource for developing personal branding phenomena. The Marketing Review, 15(1),
117-131.

Kotler, P. & Keller, K. (2006). Gestdo de Marketing. Pearson Prentice Hall, Upper Sad-rio.
Kotler, P. (2008). Administragdo de Marketing. Sdo Paulo, Atlas S.A.

Kotler, P., Kartajaya, H., & Setiawan, 1. (2017). Marketing 4.0: Mudanga do tradicional para o digital. Conjuntura Actual
Editora.

Labrecque, L. I, Markos, E., & Milne, G. R. (2011). Online personal branding: processes, challenges, and implications.
Journal of Interactive Marketing, 25(1), 37-50.

Laxe, F. & Sousa, A. (2021). Informe Socioeconomico do eixo Atldntico 2021: Relatério Socioeconémico do Eixo Atldntico
2021. Eixo Atlantico do Noroeste Peninsular.

McNally, D. and Speak, K.D. (2002) Be Your Own Brand. American Salesman, 47, 29-30.

Miller, D. & Le Breton-Miller, I. (2005), Management Insights from Great and Struggling Family Businesses, Long Range
Planning, 38 (6), 517-530.

Montoya, P. & Vandehey, T. (2008) The Brand Called You: Create a Personal Brand That
Mora, P., & Livat, F. (2013). Does storytelling add value to fine Bordeaux wines? Wine Economics and Policy, 2(1), 3-10.
Morgan, M. (2011). Personal branding: Create your value proposition. Strategic Finance, 93(2), 13-14.

Morrish, S.C., Miles, M.P. and Deacon, ].H. (2010), “Entrepreneurial marketing: acknowledging the entrepreneur and
customer-centric interrelationship”, Journal of Strategic Marketing, 18 (4), 303-316.

Perkmann, M. (2003). Cross-Border Regions in Europe - Significance and drivers of regional cross-border co-operation.
European Urban and Regional Studies, 10(2), 153-171.

-74 -



ICIEMC . No: 5, 2024, 61-75
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36538

Perkmann, M. (2007). Policy entrepreneurship and multi-level governance: a comparative study of European cross-
border regions. Environment and Planning C: Government and Policy, 25(6), 861-879.

Rampersad, H. K. (2008). A new blueprint for powerful and authentic personal branding. Performance Improvement,
47(6), 34-37.

Reid, M., Luxton, S., & Mavondo, F. (2005). The relationship between integrated marketing communication, market
orientation, and brand orientation. Journal of Advertising, 34(4), 11-23.

Rossato, C., & Castellani, P. (2020). The contribution of digitalisation to business longevity from a competitiveness
perspective. The TQM Journal, 32 (4), 617-645.

Stanton, A. D. A, & Stanton, W. W. (2013). Building" Brand Me": Creating a Personal Brand Statement. Marketing
Education Review, 23(1), 81-86.

Turk, J.V,, Jin, Y., Stewart, S. and Hipple, J.R. (2012) Examining the Interplay of an Organization’s Prior Reputation, CEO’s
Visibility, and Immediate Response to a Crisis. Public Relations Review, 38, 574-583.

-75-



ICI E M C . No: 5, 2024, 76-§6
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36883

Determinantes e Consequéncias do Amor a
Marca de Clubes de Futebol

Anabela de Figueiredo Marcos! & Luis Branco Roque?

1 Coimbra Business School | ISCAC & CEOS.PP Coimbra, Instituto Politécnico de Coimbra, Portugal,
amarcos@iscac.pt
2 Coimbra Business School | ISCAC, Instituto Politécnico de Coimbra, Portugal,
luis12roque@gmail.com

Resumo

0 estudo analisa os determinantes e as consequéncias do amor a marca de Clubes de Futebol. Os resultados apuraram que a
identificagdo com a marca e o valor percebido pelos adeptos sdo determinantes do amor a marca de Clubes de Futebol. Ja a intencdo
de compra de merchandising e o passa-palavra revelaram-se consequéncias fundamentais do amor a marca dos Clubes de Futebol.
Visa, assim, preencher uma lacuna na investigagio sobre os principais determinantes e consequéncias do amor a marca no sector
desportivo.

Palavras-Chave: Amor a Marca; Determinantes; Consequéncias; Sector Desportivo.

Abstract

The study analyses the determinants and outcomes of football club brand love. The results showed that identification with the brand
and the value perceived by fans are determinants of football club brand love. On the other hand, merchandising purchase intention
and word of mouth proved to be fundamental outcomes of football club brand love. It thus aims to fill a gap in research into the
main determinants and outcomes of brand love in the sports sector.

Keywords: Brand Love; Determinants; Outcomes; Sports Sector.
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1. INTRODUCAO

O amor a marca, no caso dos Clubes de Futebol, constitui uma variavel de extrema relevancia. Os clubes e os
seus adeptos tornam-se mais préoximos gracas ao sentimento de amor e paixdo. Logo, o amor a marca é um
tema muito explorado pelos estudos de comportamento de consumidores desportivos, principalmente no
mundo do futebol (Santanna & Sobrinho, 2010). Quando um adepto passa de apenas gostar de um clube e
passa a sentir algo mais forte, como o sentimento de amor, esse mesmo sentimento passa a ser mais profundo
e duradouro, passando o amor pelo clube e/ou marca a ser imprescindivel para o adepto (Albert & Merunka,
2013).

0 amor é visto como um dos sentimentos positivos mais fortes que o ser humano pode sentir. A palavra amor
é utilizada para descrever um sentimento forte em relacao a algo, seja pessoas, objetos, sitios, etc. Amar uma
marca é um sentimento mais forte do que simplesmente gostar de uma marca e esta relacionado com a
maneira como as marcas constroem a sua identidade individual (Ahuvia, 2005).

Sternberg (1986) identificou o amor interpessoal como tendo trés dimensdes que se relacionam entre si:
intimidade, paixdo e decisdo/compromisso. A intimidade refere-se ao sentimento de conexao e deriva de um
investimento emocional numa relacdo interpessoal. A paixdo leva a excitacdo fisica e psicoldgica e deriva de
um envolvimento motivacional. Por fim, a decisdo/compromisso é a componente cognitiva do amor.

Marcas que sdo amadas pelos seus seguidores despertam sentimentos, entusiasmo, apreciacdo e desejo nos
mesmos (Martin et al., 2020). Martin et al. (2020), baseando-se em estudos previamente realizados, sugerem
a existéncia de seis componentes do amor a marca: Paixdo, Conexdo com a marca, Recompensas intrinsecas,
Apego emocional, Pensamento e uso frequente e Alta qualidade.

Segundo Rivera Camino e Aya Molero (2012), uma ligacdo emocional forte é desenvolvida devido a trés fatores
ndo ligados a personalidade do individuo, sendo eles:

1) Familia, as ligagdes afetivas para com um clube sdo normalmente passadas por familiares, nos
primeiros anos de vida;

2) Grupos de referéncia, os humanos dependem da opinido de outros pertencentes ao seu circulo fechado
para desenvolver interag¢des diretas;

3) Cultura, alguns valores sao partilhados dentro de uma sociedade, logo, a identificagio com um clube
pode ser benéfica para as comunidades, pois pode fortalecer a integracdo na mesma.

0 amor a marca € influenciado também pelos pares, especialmente em consumidores adolescentes, o que leva
aum fortalecimento daligacdo com a marca (Huang etal., 2012). As celebridades também assumem um grande
peso, no que toca a transmissao de valores da marca, que, consequentemente, serao absorvidos pelos outros
consumidores, o que resulta também num fortalecimento das ligacées e do amor a marca. Segundo Kaufmann
et al. (2016), o amor a marca é a disposicdo para se envolver ativamente na cocriacdo numa comunidade da
marca. Isto faz com que seja possivel afirmar que o amor a marca pode aumentar a suscetibilidade a influéncia
normativa sob efeitos de pares, pois essa suscetibilidade é influenciada por interagdes sociais (Savani et al,,
2015).

Vérios sdo os fatores que influenciam o amor a marca no sector desportivo. Entre estes, consideramos
importantes a identificagdo com a marca e o valor percebido da marca pelos adeptos. Por sua vez, as
consequéncias do amor a marca sdo a intencao de compra de merchandising e o passa-palavra.

O presente estudo encontra-se estruturado da seguinte forma. Em primeiro lugar, realiza-se uma revisdo
exaustiva da literatura que ajuda a clarificar a ligacdo entre as varidveis escolhidas para esta investigacdo. Em
seguida, sdo propostos o modelo conceptual e as hipéteses de investigacdo. Posteriormente, descreve-se a
metodologia adoptada e discutem-se os resultados empiricos.
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2. REVISAO DA LITERATURA
2.1. DETERMINANTES DO AMOR A MARCA NO MUNDO DO FUTEBOL

Neste estudo, consideramos como determinantes fundamentais do amor a marca, a identificagdo com a marca
e o valor percebido da marca.

Aidentificacdo do cliente com a marca refere-se a uma conexao psicolégica ou emocional resiliente, que sugere
comportamento futuro e relacionamento de longo prazo (Rather et al., 2018; So et al,, 2013). A identificacdo
do cliente com a marca é definida como a medida em que o consumidor vé a sua propria imagem como algo
que se sobrepde a imagem da marca (Bhattacharya & Sen, 2003) ou como o estado psicolégico de um cliente
de perceber, sentir e valorizar a sua pertenca a uma marca (Lam et al., 2013). Os clientes constroem o seu
senso de identidade e expressam-se por meio de relacionamentos socialmente identificados (Keh & Xie, 2009).

Pesquisas anteriores sobre a identificagdo da marca com o consumidor demonstraram que os consumidores
sdo atraidos por marcas que compartilham os mesmos atributos de autodefini¢do (Kuenzel & Halliday, 2008;
So et al,, 2017). Por esse motivo, este conceito é um poderoso preditor de comportamentos do consumidor,
como intengao de recompra e boca a boca, a medida que os individuos percebem que a marca reflete os seus
valores (Bhattacharya & Sen, 2003; Romero, 2017).

O valor percebido é um dos conceitos mais influentes para entender as decisées do espectador (Byon et al.,
2013). O valor percebido é definido como “a avaliacdo global do consumidor sobre a utilidade de um produto
(ou servico) com base nas percec¢des do que é recebido e do que é dado” (Zeithaml, 1988, p. 14). Tem sido
considerado um antecedente importante do comportamento fiel do cliente, como a recompra (Cronin, Brady,
& Hult, 2000; Parasuraman & Grewal, 2000).

Existem duas abordagens de valor percebido. A primeira é unidimensional, onde o valor percebido é o
resultado de uma avaliacdo geral da utilidade do consumidor em relacao a um determinado produto ou servigo
(Zeithaml, 1988); e a segunda é multidimensional, onde no¢des de preco, qualidade, beneficios, sacrificios e
motivagdes de natureza heddnica também sdo incluidas na avaliacdo do consumidor. A segunda abordagem
permite uma analise mais complexa baseada na conce¢ao comportamental de valor, de forma ampla e por
meio dos seus componentes. Desta maneira, Sweeny e Soutar (2001) desenvolveram uma escala de valor
percebido, com quatro dimensdes de valor: funcional, emocional, econémica e social. Ja Sheth et al. (1991)
sugeriram cinco dimensdes para o valor percebido, sendo elas de cariz social, emocional, funcional, epistémica
e valor condicional.

O valor percebido dos desportos de elite reconhece as visdes subjetivas dos individuos sobre o que constitui
o sucesso desportivo internacional, em vez de determinar previamente o seu significado. Por exemplo, o valor
percebido dos desportos de elite nao esta particularmente ligado a uma vitéria num determinado evento
desportivo, mas sim a uma avaliacdo sumaria individual e global sobre o valor dos desportos de elite do pais
no contexto internacional (A. Silva et al., 2020).

2.2. CONSEQUENCIAS DO AMOR A MARCA NO MUNDO DO FUTEBOL

Como consequéncias do amor a marca, consideram-se, neste estudo, as variaveis: intencao de compra
de merchandising e passa-palavra.

Os consumidores de desporto com niveis mais elevados de identificacao geralmente tém maiores intencoes
de assistir a eventos desportivos e a eventos na televisdo e a comprar merchandising de equipas/atletas
(Shapiro et al,, 2019). Zhang et al. (2018) explicam que o empoderamento dos consumidores determina a sua
confianga e contentamento percebidos em relacao as suas praticas de compra e a sua inten¢do de compra.

O passa-palavra, Word of Mouth (WOM) em inglés, é uma a¢do que pode fornecer motivos para que todos
prefiram falar sobre produtos (Febiana, 2014). 0 WOM ajuda os consumidores a descobrir mais informacdes
sobre produtos ou servigos a partir das experiéncias de outros consumidores que os utilizaram pela primeira
vez. Um WOM positivo aumentara a decisdo de compra do consumidor (Ayuningsih & Maftukhah, 2020).
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Os consumidores nos setores de servigcos tendem a perceber que as informagdes subjetivas e avaliativas
fornecidas por outras pessoas com experiéncia anterior de consumo sdo mais Uteis para a sua tomada de
decisdo do que as informacgdes oferecidas pelas entidades empresariais (Murray, 1991). A recomendacdo
WOM ¢é aceite como uma ferramenta promocional mais eficaz do que a publicidade convencional no consumo
de servigos (Liu, 2006). O desporto de espectadores é considerado como parte do setor de servicos, pois os
espectadores consomem eventos que possuem caracteristicas intangiveis e experienciais (Ko et al,, 2011),
tendo, por isso, a recomendacdo WOM uma grande influéncia no comportamento de observacao desportiva
dos consumidores de desporto (Asada & Ko, 2016).

A importancia do WOM no marketing desportivo tem vindo a aumentar, uma vez que as redes sociais se
tornaram uma importante plataforma para os consumidores desportivos partilharem os seus conhecimentos
e experiéncias (Abeza et al,, 2017). No ambiente das redes sociais, os consumidores leais geralmente tendem
a ser embaixadores da marca para outros consumidores (Burmann, 2010). Os membros de comunidades de
marcas baseadas nas redes sociais que mostram altos niveis de lealdade para com a marca sdo propensos a
iniciar um E-WOM positivo (Habibi et al., 2014).

3. MODELO DE INVESTIGACAO E HIPOTESES DE INVESTIGACAO

A existéncia de boas opinides e crencas do consumidor na identificacdo com as marcas desempenhara um
papel importante na formagdo do amor do consumidor as marcas. De acordo com estudos efetuados com base
no impacto da identificacdo com a marca no amor a marca (Alnawas & Altarifi, 2016; Carroll & Ahuvia 2006;
Coelho et al. 2019; Fitriani & Achmad 2021; Harjadi et al., 2023), é possivel propor a seguinte hipo6tese:

H1. A Identificacdo com a Marca tem um impacto positivo no Amor a Marca.

Vérios estudos previamente publicados referiram a relacido entre o amor a marca e o valor percebido, tais
como os de Bairrada et al. (2018), Huber et al. (2015), Junaid e Hussain (2016), e Junaid et al. (2020), os quais
encontraram uma relacdo positiva e significativa entre o valor percebido e o amor a marca. Com base nesses
estudos, é proposta a seguinte hipotese:

H2. O Valor Percebido tem um impacto positivo no Amor a Marca.

Batra et al. (2012) defenderam que o amor a marca resulta numa necessidade de possuir a marca e de existir
uma relagdo, o que, consequentemente, leva a despender recursos financeiros e tempo com a mesma. De
acordo com o estudo de Khan et al. (2021), o amor a marca influencia positivamente a intencao de compra.
Outros estudos também confirmam essa relacao (Fetscherin, 2014; Kudeshia etal., 2016; Bairrada et al.,2019).
E entdo possivel propor a seguinte hipétese:

H3. O Amor a Marca tem um impacto positivo na Intencdo de Compra de Merchandising.

Segundo os estudos de Ayuningsih e Maftukhah (2020), Bicakcioglu et al. (2018), Kudeshia et al. (2016), e
Martin et al. (2020) existe uma relagdo direta entre o Amor a Marca e o Word of Mouth. Também, nos estudos
de Liebl etal. (2022) e Paruthi et al. (2023), foi concluido que existe uma relacdo positiva entre o amor a marca
e a intencdo de compra mediada pelo word of mouth. Os resultados do amor a marca por parte de um

consumidor fornecerao opinides positivas e feedback a outros consumidores (Mangkini, 2016). Gracas a estes
estudos, é proposta a seguinte hipotese:

H4. O Amor a Marca tem um impacto positivo no Word of Mouth.
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Figura 1 - Proposed Conceptual Model

3. METODOLOGIA DE INVESTIGACAO

0 modelo conceptual proposto no presente estudo encontra-se representado na Figura 1. O modelo de
investigacdo propde como determinantes do amor a marca, a identificacdo com a marca e o valor Percebido
no contexto do desporto. Como consequéncias do amor a marca foram consideradas as variaveis Intencdo de
Compra de Merchandising e Word-of-Mouth (WOM). Com este proposito, iremos testar um modelo de
mediacdo total, em que o amor a marca é a variavel mediadora entre as variaveis independentes, identificacdo
com a marca e valor percebido e as variaveis finais, Intencao de Compra de Merchandising e WOM.

3.1. SELECAO DA AMOSTRA E RECOLHA DE DADOS

Este estudo utilizou um questionario estruturado e recorreu a uma amostra ndo probabilistica de
conveniéncia. O inquérito foi desenvolvido em formato online, tendo-se usado o correio eletrénico e as redes
sociais Facebook e Instagram. Foram obtidas 160 respostas validas. Quanto ao género dos respondentes,
foram obtidas 73 respostas do género masculino, que corresponde a 46,5%, 86 do género feminino, que
corresponde a 53,75 e 1 que se classifica como outro, que corresponde a 0,6%. Relativamente ao estado civil,
verifica-se que a maioria dos respondentes sdo solteiros, com 46,3%, seguidos dos casados, com 39,4%.
Relativamente a idade dos respondentes, verifica-se que os escaldes de idade mais representativos estdo entre
os intervalos de menos de 18 anos, 50 a 60 anos e 18 a 29 anos, com 23,8%, 20,6% e 20,6% respetivamente.

3.2. ESCALAS DE MEDIDA

As escalas de medida de todas as variaveis foram validadas pela literatura e avaliadas através de uma escala
de Likert de sete pontos, em que 1 equivale a “Discordo Totalmente” e 7 a “Concordo Totalmente”. A escala
para medir a Identificacdo com a Marca foi retirada de Karjaluoto et al. (2016) e Wang e Tang (2018). A escala
utilizada para medir o Valor Percebido foi adaptada de Behnam et al. (2020) Garcia-Férnandez et al. (2018),
Sato et al. (2018), Shapiro et al. (2019), e S.C. Silva et al. (2020). A escala utilizada para medir o Amor a Marca
foi adaptada de Carroll e Ahuvia (2006). A escala utilizada para medir a Intencao de Compra de Merchandising
foi adaptada de Kose et al (2021). A escala utilizada para medir o Word-of- Mouth foi adaptada de Kose et al.
(2021) e Martin et al. (2020).

4. ANALISE E RESULTADOS

4.1. MODELO DE MEDIDA

Uma triagem inicial de cada escala foi realizada utilizando correlagdes item-total e analise factorial
exploratéria (EFA), recorrendo ao SPSS 29.0. Usando a abordagem de duas etapas de Anderson e Gerbing
(1988), estimou-se um modelo de medida antes de testar as hip6teses usadas no modelo estrutural. A analise
dos dados foi realizada através da analise factorial confirmatéria (CFA) e dos modelos de equacgdes estruturais
(SEM) usando o software estatistico AMOS (Analysis of Moment Structures) versdao 29.0. Foram utilizados
procedimentos de estima¢do de maxima verossimilhanca, uma vez que estes proporcionam maior seguranga
em amostras que podem ndo apresentar uma normalidade multivariada.
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0 modelo de medida ajusta-se adequadamente aos dados. O qui-quadrado deste modelo é igual a 2,215
(X2=276.918, df=125, p<0.01). O qui-quadrado é sensivel ao tamanho da amostra, pelo que também avaliamos
indices de ajustamento adicionais (1) normed fit index (NFI), (2) incremental fit index (IF1), (3) Tucker-Lewis
coefficient (TLI) e (4) comparative fit index (CFI). Estes indices de ajustamento sdo superiores a 0.9 (NFI=0.93,
[F1=0.96, TLI=0.95 e CFI=0.96). Como os indices ajustados podem ser melhorados estimando livremente mais
termos, também avaliamos o Root Mean Square Error of Approximation (RMSEA), que é de 0,087.

CFA permite a realizacao de testes de validade convergente, validade discriminante e fiabilidade das variaveis
do estudo. Um método comumente usado para estimar a validade convergente examina o peso de cada fator
das variaveis a medir (Anderson & Gerbing, 1988). Seguindo as recomendacdes de Hair et al. (2014), os pesos
de factores maiores do que 0,5 sdo considerados muito significativos. Adicionalmente, usaremos a variancia
média extraida (AVE) para avaliar a validade convergente. Fornell e Larcker (1981) sugeriram que as medidas
com validade convergente devem conter menos do que 50% do erro da variancia (AVE deve ser igual ou acima
de 0,5). A validade convergente foi alcancada neste estudo, porque todos os pesos dos factores (loadings)
excedem 0,5 e todas as variancias médias extraidas (average variance extracted -AVE) foram superiores a 0,5.

Em seguida, utilizou-se a CFA para avaliar a validade discriminante. A validade discriminante foi avaliada
através de dois métodos. Se a AVE de cada par de varidveis for maior do que a correlacdo ao quadrado entre
essas duas variaveis, a validade discriminante das variaveis é suportada (Fornell & Larcker, 1981). Por seu
turno, Gaski (1984) sugere a existéncia de validade discriminante se a correlacdo entre uma escala e outra ndo
for tdo alta como o coeficiente alfa de cada escala. Esses testes demonstraram que existe validade
discriminante neste trabalho.

Para avaliar a fiabilidade, a fiabilidade compésita (CR) para cada variavel foi gerada a partir do CFA. A CR de
cada escala deve exceder o limite de 0,7 (Bagozzi, 1980). Como mostra a Tabela 1, os coeficientes de fiabilidade
composita de todos os construtos sdo excelentes, sendo superiores a 0,9. O indicador alfa de Cronbach também
foi usado para avaliar a fiabilidade inicial das escalas, considerando um valor minimo de 0,7 (Cronbach, 1970;
Nunnaly, 1978). Como se pode ver na Tabela 1, os valores do coeficiente alfa estao acima de 0,9, pois variam
entre 0,92 e 0,96, exibindo fiabilidade. A Tabela 1 mostra ainda os valores da variancia média extraida (AVE)
e da fiabilidade compésita (CR) para cada variavel e os valores da correlagdo entre as variaveis.

Tabela 1 - Matriz da Correlacio de Factores e Informacio das Medidas

Construct CR AVE X1 X2 X3 X4 Xs
Identificagdo com a Marca (X1) .95 .82 .95

Valor Percebido (X2) .92 .79 .58 .92

Amor a Marca (Xz) .96 .83 .83 .59 .96

Intengdo Compra de Merchandising (X4) .96 .90 .73 .61 .79 .96

WOM (Xs) 94 .84 .76 .59 .59 .80 .95

Nota: Na diagonal (italico) encontram-se os coeficientes do alfa de Cronbach.
Abreviaturas: AVE: varidncia média extraida; CR: fiabilidade compdsita.
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Tabela 2 - Escalas de medida, resultados de pardmetros estimados estandardizados e valores t do modelo de medida

Medidas Loadings t-Value
Estandardizados
Iidentificagdo com a Marca
- Identifico-me fortemente com a marca do meu clube favorito (IMarc1) 0.919 15.169
-E importante para mim que a minha equipa favorita ganhe (IMarc2) 0.777 11.605
-A marca do meu clube favorito simboliza o que eu acredito (IMarc3) 0.964 16.519
-A marca do meu clube favorito tem um grande significado para mim (IMarc4) 0.954 16.195
Valor Percebido
-Os bilhetes para ver um jogo da minha equipa favorita tém um prego acessivel (Valper1) 0.931 15.157
-Quando assisto a um jogo de futebol do meu clube favorito, sinto que estou a receber o 0.819 12.390
valor do meu dinheiro (Valper2)
-Os bilhetes para ver o meu clube favorito tém um prego razoavel (Valper3) 0.916 14.757
Amor a Marca
-Sinto-me emocionalmente ligado ao meu clube favorito (Amor1) 0.934 15.587
-Eu sou muito ligado ao meu clube favorito (Amor2) 0.916 15.070
-0 meu clube favorito é maravilhoso (Amor3) 0.865 16.687
-Eu amo o meu clube favorito (Amor4) 0.916 15.067
-Eu sou apaixonado pelo meu clube favorito (Amor5) 0.924 15.303
Intengdo de Compra de Merchandising
-No futuro, comprar produtos de merchandise licenciados do meu clube favorito é algo que 0.954 16.213
pretendo fazer (Imerch1)
-No futuro, pretendo comprar produtos de merchandise licenciados do meu clube favorito 0.986 17.274
(Imerch2)
-E provavel que compre produtos de merchandise licenciados do meu clube favorito no 0.905 14.792
futuro (Imerch3)
woMm
-Eu promovo o meu clube favorito entre as pessoas que conhego (Wom1) 0.896 14.438
-Vou incentivar os meus amigos e familiares a assistirem aos jogos do meu clube favorito 0.950 16.012
(Wom2)
-Vou incentivar os meus amigos e familiares a assistirem aos jogos do meu clube favorito ao 0.905 15.344
vivo (Wom3)
4.2. MODELO ESTRUTURAL

0 modelo estrutural ajusta-se muito bem aos dados (X2=313.734732, df=130, p<0.01; NF1=0.92, [FI=0.95,
TLI=0.94, CFI=0.95, RMSEA=0.094). Este modelo esta representado na figura 2.

Identificagdo 0.739* Intengdo Compra
com a Marca 0.809* de Merchandising
/ 220,654
0.178%* Amor a Marca 0.853*
R2=0.731
. . WOM
Valor Percebido R2=0.728

R2=squared multiple correlations; *p<0.001; **p<0.01.

Figura 2 - Modelo Estrutural

Os resultados na tabela 3 mostram as relagdes propostas no modelo estrutural. O modelo suporta as quatro
hipéteses propostas.

Table 3 - Estimacdo dos Resultados do Modelo Estrutural

Path Coeficientes t-Value Hipoteses
Estandardizados
Identificagdo com a Marca Amor a Marca 0.739% 10.991 HI (+):S
Valor Percebido Amor a Marca 0.178%* 2.989 H2 (+):S
Amor a Marca  Intengdo Compra Merchandising 0.809%* 13.408 H3 (+):S
Amor a Marca WOM 0.853* 13.415 H4 (+):S

Nota: * p<0.001; ** p<0.01.
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De acordo com Bollen (1989), a analise dos efeitos totais (efeitos diretos e indiretos) torna-se muito
importante, uma vez que apenas a analise dos efeitos diretos pode ndo ser reveladora. A analise dos efeitos
indiretos destaca a importancia da mediacdo das variaveis para explicar a inten¢do de compra de
merchandising e o passa-palavra, como podemos observar na Tabela 4.

Utilizdmos a técnica Boostrapping com uma amostra de 2.000 observacoes aleatérias geradas a partir da
amostra original e um intervalo de confianga de 95% também utilizado na estimativa do modelo proposto. A
analise dos efeitos totais e dos efeitos indiretos apenas é possivel usando este método de estimacgao.

Table 4 - Efeitos Diretos, Indiretos e Totais Estandardizados

Paths Efeitos Diretos Efeitos Indiretos Efeitos Totais
Identificacdo com a Marca  Amor a Marca 0.739* - 0.751*
Valor Percebido Amor a Marca 0.178** - 0.178*
Amor a Marca Inten¢do Compra Merchandising 0.809* - 0.809*
Identificagdo com a Marca Inten¢do Compra Merchandising - 0.597* 0.597*
Valor Percebido  Inten¢do Compra Merchandising - 0.144** 0.144**
Amor aMarca  WOM 0.853* - 0.853*
Identificagdo com a Marca  WOM - 0.630* 0.630*
Valor Percebido ~ WOM - 0.152** 0.152**

Nota: * p<0.001; ** p<0.01.

5. DISCUSSAO E RESULTADOS

Quando se analisam os efeitos diretos, a identificacdo com a marca de um clube de futebol evidencia um
impacto muito mais forte no amor a esse clube de futebol do que o valor percebido pelos adeptos. Quanto a
influéncia do amor a marca, este revela ser um forte determinante quer da intencdo de compra de
merchandising quer do passa-palavra.

E de sublinhar, porém, que se devem investigar os efeitos totais (diretos e indiretos), porque a consideracio
dos efeitos totais dar-nos-a uma avaliagdo mais rigorosa das rela¢des entre as variaveis em analise. Quando se
analisam os efeitos totais (diretos e indiretos), o efeito total mais forte na intencdo de compra de
merchandising resulta do amor a marca, seguido da identificagdo com a marca. Ja o valor percebido, embora
exerca um valor significativo na inten¢do de compra de merchandising, este € muito mais fraco. Quanto ao
efeito total (direto e indireto) no passa-palavra, o amor a marca é o mais forte, seguido na identificacdo com a
marca e finalmente do valor percebido, embora o efeito do valor percebido no WOM seja mais fraco.
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Resumo

As startups, ao entrarem no mercado, por serem uma novidade, encontram dificuldades como a incerteza e
a falta de confianca de terceiros, nomeadamente de possiveis fornecedores e clientes, uma vez que, na
maioria dos casos, pretendem atingir um mercado ainda em desenvolvimento. Desta forma, é fundamental
que estas adotem estratégias competitivas e inovadoras, que as permitam tornarem-se atrativas, de modo
a conseguirem responder a essas dificuldades e alcancarem o sucesso. Este estudo tem, assim, como
objetivo, analisar a estratégia competitiva das startups, usando o caso da AppGeneration como um exemplo
de sucesso. Para melhor entender o assunto foi realizada uma revisdo da literatura relativamente aos fatores
de atratividade das startups, a capacidade inovadora das mesmas e a importancia da tecnologia no seu
desenvolvimento. Através da realizacdo de uma entrevista feita ao fundador e atual CEO da AppGeneration,
procurou-se perceber quais foram as suas estratégias inovadoras que lhe permitiram sobreviver, num
contexto onde nove em cada dez stratups falham. Foi possivel concluir que, este seu feito, ocorreu devido a
varios fatores, nomeadamente uma boa aposta no marketing e no design, assim como o recrutamento de
pessoas capazes de impulsionar a empresa nas diversas areas. De forma a percecionar o conhecimento que
o publico tem acerca da AppGeneration foi realizado um inquérito com amostra de conveniéncia. O inquérito
apresentava como objetivo a recolha de informacdo sobre os habitos e preferéncias dos inquiridos em
relacdo as apps. Consequentemente, concluiu-se que apesar da maioria das pessoas nao conhecer a
empresa, adquirem as suas apps e jogos.

Keywords: Competitividade; Estratégia; Inovagao; Startup; Tecnologia.
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Abstract

When startups enter the market, because they are new, they encounter difficulties such as uncertainty and
a lack of trust from third parties, particularly potential suppliers and customers, since in most cases they
are targeting a market that is still developing. It is therefore essential for them to adopt competitive and
innovative strategies that allow them to become attractive, in order to be able to respond to these difficulties
and achieve success. The aim of this study is therefore to analyse the competitive strategy of startups, using
the case of AppGeneration as an example of success. To better understand the subject, a literature review
was carried out on the attractiveness of startups, their innovative capacity and the importance of technology
in their development. By interviewing the founder and current CEO of AppGeneration, we tried to
understand what innovative strategies have enabled them to survive in a context where nine out of ten
startups fail. It was possible to conclude that their achievement was due to several factors, namely a good
focus on marketing and design, as well as the recruitment of people capable of driving the company forward
in various areas. In order to understand the public's knowledge of AppGeneration, a survey was carried out
with a convenience sample. The aim of the survey was to gather information on respondents' habits and
preferences in relation to apps. As a result, it was concluded that although most people do not know the
company, they do buy its apps and games.

Keywords: Competitiveness; Strategy; Innovation; Startup; Technology.
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1. INTRODUCAO

Em condigdes cada vez mais dinamicas, a concorréncia entre organizacgdes é bastante notéria. E imprescindivel
a criacao de estratégias e competéncias inovadoras para garantir a sobrevivéncia das mesmas. Neste sentido,
a organizacao deve ser capaz de enfrentar mudancas e adaptar-se a novos riscos, isto é, deve ser capaz de
organizar as suas operacdes e o0s seus sistemas de tomada de decisdo, de forma eficaz, permitindo-lhe fazer
face as constantes mudangas e assim poder superar diversos desafios (Matos et al., 2022).

As startups tém tido um aumento significativo nos ultimos anos, sendo consideradas fundamentais na
inovacdo, no entanto, é importante salientar que esse aumento é diretamente proporcional ao fracasso de
negocio das empresas em fase de iniciacao, dado que, aproximadamente 60% das startups nao obtém receitas
nos primeiros cinco anos, o que provoca a extingdo das suas operagdes (Matos et al., 2022). Estas falhas de
negocio das startups estao associadas a fatores como: problemas de gestao, produto e mercado, assim como a
adversidades financeiras (Matos et al.,, 2022).

De modo a conseguir obter sucesso, as startups devem avaliar meticulosamente as suas decisoes,
reconhecendo os fatores criticos que impedem a sobrevivéncia do negocio.

Neste contexto, este artigo permite perceber a importancia da estratégia para o sucesso de uma empresa,
apresentando como caso de éxito a AppGeneration. As startups desempenham um papel fulcral no
crescimento econdémico e social, apresentando uma visdo diferenciadora, com o intuito de analisar novas
oportunidades de negbcio, tanto em areas inovadoras, como em areas ja consolidadas no mercado (Audretsch
etal.,, 2020). Assim, este artigo visa focar a estratégia usada pela AppGeneration para se distinguir e superar
os desafios existentes, sendo reconhecida nao sé a nivel nacional, mas mundial. A AppGeneration é promotora
da criacdo e venda de aplicacdes, tendo agilizado o seu negdcio com vista a acompanhar as tendéncias do
mercado.

Nos proximos capitulos, este artigo apresenta um breve esclarecimento acerca da AppGeneration, seguido de
uma revisdo da literatura. Posteriormente, os dados recolhidos de uma pesquisa por inquérito e de uma
entrevista realizada pelos autores serao analisados e discutidos, com o intuito de entender como é que as start-
ups e, em especial, a AppGeneration, se tém organizado de forma a fazerem face aos desafios emergentes e
assim garantirem o seu sucesso.

2. APPGENERATION

A AppGeneration é uma empresa digital, fundada em 2010, proveniente da revolucao das aplicacdes e localiza-
se na cidade do Porto. A sua atividade visa a combinag¢do entre o desenvolvimento de software e conteido
editorial, com o intuito de proporcionar uma experiéncia Unica, por meio de smartphones e tablets
(AppGeneration | Digitally Powered, n.d.). A AppGeneration desenvolve aplicacdes para os seus utilizadores e
desenham ou projetam aplicacdes direcionadas a negdcios. As principais crencas desta organizacdo refletem-
se na forte relacdo com o cliente, assim como pela entrega de solucées digitais econémicas. Neste sentido, a
empresa adota constantemente novas tecnologias no mundo digital e permanece sempre na linha da frente
(AppGeneration [ Digitally Powered, n.d.).

Dada a crescente mudang¢a do mercado nos ultimos anos, a equipa da AppGeneration acredita que “o futuro
estd no mundo digital e que o mercado de aplicacdes é uma parte importante dele” (AppGeneration | Digitally
Powered, n.d.). Nesta perspetiva, as aplicagdes, através da alta tecnologia, proporcionam uma mudanga na
forma como os utilizadores interagem entre si, dado que o uso de novas aplica¢gdes melhora, substancialmente,
o estilo de vida das pessoas. Desta forma, a empresa refere no seu site que “os usuarios precisam de aplicacdes
inteligentes que facilitem a vida” (AppGeneration | Digitally Powered, n.d.).

Para uma faturagdo anual de 18 milhdes de euros a AppGeneration gasta 5 milhdes de euros em publicidade
(valores do ano de 2023). Refere o CEO que a boa publicidade é muito importante. Isto é conseguido com uma
equipa de 30 colaboradores (em 2023). A empresa funciona com equipas pequenas, que sdo mais rapidas. O
CEO gosta de “lobos solitarios”, de introspe¢do, e contrata pessoas com este perfil. Fazem primeiro para testar
depois. Serdo penalizados por ndo fazer. Entendem que sdo a maior do mundo, no seu segmento.
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Especializados em fazer MVP - minimum viable products. Ainda segundo o CEO o segredo é testar, testar,
testar. Ter feedback dos clientes. Sobre o que funciona e ndo. No mercado esta a resposta. A AppGeneration
faz genéricos e ndo produtos de marca.

3. REVISAO DA LITERATURA
3.1. CONCEITO DE STARTUP

As startups sdo cada vez mais conhecidas no mercado, principalmente as digitais, uma vez que os
empreendedores usam as vantagens provenientes do rapido crescimento da tecnologia a que se tem assistido
nos ultimos anos (Lange et al.,, 2023).

Conforme mencionado por Santisteban et al. (2021), nao existe de facto um consenso quanto a definicao ideal
do que é uma startup, contudo, na generalidade, startups sao sinénimo de crescimento acentuado e repentino,
pela inovacgao e criatividade e, ainda, por processos de tomada de decisdo caracterizadas pelo elevado risco,
dado que a envolvente é caracterizada pela incerteza de um mercado que ainda se encontra numa fase inicial
de exploracao. As startups definem as suas estratégias com base em duas vertentes: forte uso da tecnologia e
ideias e processos transformadores e modernos (Santisteban et al., 2021). Desta forma, as startups apostam
fortemente em servicos/produtos criativos e associados a tecnologia (Matos et al., 2022), sendo conhecidas
pelo seu carater inovador e pelo uso de estratégias que apostam fortemente na vertente tecnoldgica
(Santisteban et al., 2021). Na realidade, é considerada como startup qualquer empresa recente no mercado
que obtém um célere crescimento (Banudevi & Shiva, 2019). Este crescimento pode ser associado as vendas,
margens de lucro, fluxos de tesouraria e da equipa que constitui a empresa (Santisteban et al., 2021).

Em Portugal, considera-se startup a pessoa coletiva que se encontra ativa no mercado ha menos de dez anos
e ndo ultrapassa os cinquenta milhdes de euros em faturagdo anualmente (Lei n.c 21/2023, 2023).

As startups sao fundadas com o intuito de vender produtos ou prestar servigos para os quais ainda nao existe
grande procura no mercado, mas através dos quais os fundadores das startups consideram transmitir valor
acrescentado e qualidade aos clientes alvo (Banudevi & Shiva, 2019). Desta forma, qualquer startup, ao iniciar
atividade, deve seguir uma estratégia intensiva para conseguir transmitir valor aos seus clientes e, assim,
obter a validagdo e aceitacdo no mercado ao conseguir diferenciar-se das demais empresas existentes (Sanasi
etal., 2023).

Tendo em consideracao que uma startup ingressa num determinado mercado com o intuito de aproveitar uma
oportunidade, estas tém, obrigatoriamente, de ser resilientes, de modo a adaptarem-se a concorréncia
agressiva e a diversas mudancas, nomeadamente, na estratégia, no ambiente macroeconémico e nas
tecnologias, bem como, a muitos outros fatores importantes, quer internos quer externos (Matos et al., 2022).
Posto isto, existe uma grande probabilidade de as startups falharem no que concerne ao seu plano de negécio,
isto é, numa fase inicial, muitas empresas por falta de planeamento e estratégia, podem nao conseguir fazer
face a obstaculos e, por isso, ndo conseguem tornar-se competitivas no mercado (Matos et al,, 2022).

Como referido anteriormente, a AppGeneration é um exemplo de uma empresa fundada em Portugal, que no
passado foi considerada uma startup. Através da venda de aplica¢des e jogos inovadores conseguiu conquistar
0 seu publico-alvo e obter um rapido crescimento, tornando-se, até hoje, uma empresa de sucesso que
continua a inovar.

3.2. ATRATIVIDADE DAS STARTUPS

As startups estao ha pouco tempo no mercado, tém uma grande taxa de mortalidade e pouca aceitabilidade, o
que dificulta o alcance de prestigio junto dos fornecedores; no entanto, atrai-los é fundamental para o sucesso
de qualquer empresa que esteja a iniciar (Tessaro et al., 2023a). Nesta perspetiva, as compras realizadas a
fornecedores sdo determinantes para o éxito das startups, uma vez que estas estdo dependentes de terceiros
para gerar os seus produtos ou servicos, além de que, estabelecer parcerias estratégicas é fundamental para
serem bem-sucedidas (Tessaro et al, 2023a). Porém, as startups concorrem com grandes clientes para
obterem recursos dos fornecedores, pelo que, o facto de serem novas no mercado é uma desvantagem, dado
que os fornecedores consideram-nas pouco atrativas, evitando, assim, estabelecer rela¢des. Deste modo, as
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startups devem melhorar a sua qualidade operacional, de forma a tornarem-se interessantes (Tessaro et al,,
2023b).

Apesar das desvantagens mencionadas anteriormente, as startups também apresentam algumas
particularidades, como o facto de crescerem rapidamente e serem inovadoras, pelo que devem utilizar essas
qualidades, para alcangar os recursos dos fornecedores. Tessaro et al. (2023a) identificam sete elementos que
proporcionam a atratividade das startups perante os fornecedores e o estabelecimento de relacdes,
nomeadamente, a sua conformidade estratégica, competéncias de inovacdo, rede de startups, possibilidade de
crescimento honesto, lucratividade, vivéncias perduraveis e o nimero de clientes.

Desta forma, as startups, ao tornarem-se clientes pertinentes para os fornecedores, possibilitam o
estabelecimento de relacdes de trabalho e interacdo com estes, levando a uma satisfacao do fornecedor e a
criacdo de ligagdes e possiveis parcerias (Tessaro et al., 2023a).

3.3. CAPACIDADE INOVADORA

A inovacgdo é importante para uma empresa se destacar no mercado face a concorréncia, entrar em novos
mercados e criar postos de trabalho (Okrah & Irene, 2023).

Baregheh et al. (2009), propdem como definicdo para inovacdo como sendo “o processo de multiplas fases
através do qual as organizag¢des transformam ideias em produtos, servicos ou processos novos/melhorados,
a fim de avancar, competir e diferenciar-se com sucesso no seu mercado.”. Afirmam ainda, também, que a
inovacdo tem especial importancia para se criar valor e para se manter a vantagem competitiva.

A literatura existente revela que ha uma associagao positiva entre inovagdo e o aumento do poder de mercado
de uma empresa. A inovagdo faz aumentar a vantagem competitiva de uma empresa e permite também reduzir
0s custos, ou seja, cria possibilidades para startups melhorarem o desempenho e a probabilidade de
sobrevivéncia (Aminova & Marchi, 2021).

Markides, citado em Dinesh & Sushil (2019), dizia que a inovacao estratégica era também a “estratégia de
quebrar as regras”. E importante para as startups, pela sua condi¢io de tamanho e “novidade”, implementarem
estratégias inovadoras como forma de sobreviver no mercado. Desta forma, é também importante que as
startups olhem ndo sé para o mercado, mas também para os seus concorrentes, clientes e fornecedores para
descobrir oportunidades de inovagao (Dinesh & Sushil, 2019).

Inovacdo estratégica pode estar relacionada com a propria estratégia da concorréncia, isto é, adotar um
contra-ataque para fazer frente a um movimento estratégico pensado (por parte da concorréncia) para colocar
determinada empresa em desvantagem; pode também ser implementada segundo as constantes mudancas no
mercado, dando-lhes uma resposta rapida (Dinesh & Sushil, 2019). Citando Dinesh & Sushil (2019): “O
processo em direcao a inovacdo estratégica comeca pela identificacdo de lacunas e pelo preenchimento dessas
lacunas para permitir que uma empresa entre e domine um nicho de mercado.”

No que respeita ao papel do CEO, é visto como um dos principais motores da capacidade inovadora de uma
organizacdo. Estes tém um papel primordial na tomada de decisdes pelas quais as estratégias sdo feitas
(Porter, 1996). Fala-se mesmo do papel transformativo (transformational leadership) que um CEO pode ter
em toda a empresa (Jung et al, 2008). Ao permitir o erro, reconhecer a criatividade e dar voz aos
colaboradores, criam um ambiente propicio para novas ideias e inovacdo nos produtos (Jung et al., 2008).
Desta forma, estao a proporcionar o ambiente perfeito para o crescimento de toda a organizagao.

Atualmente, é fundamental também fazerem uso das tecnologias inovadoras para manterem a vantagem
competitiva (Dinesh & Sushil, 2019). As vendas aumentam quando impulsionadas pelo avango da tecnologia
e do software, que fortalecem as relacées com os clientes (Dinesh & Sushil, 2019). O uso eficaz da comunicacdo
por e-mail, combinado com a tecnologia de CRM (Gestdo de Relacionamento com o Cliente) e software de
vendas, desempenha um papel crucial nesse impulso, aprimorando as interacées com os clientes (Ingram et
al,, 2002). Além disso, as redes sociais tornaram-se uma ferramenta poderosa de marketing, impulsionando
as vendas. Através delas as empresas lancam promogdes personalizadas que também fortalecem a fidelidade
do cliente (Dinesh & Sushil, 2019). Segundo o estudo realizado por Dwyer et al. (2009), ideias novas de
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marketing, como cuidar da imagem da empresa, formar parcerias estratégicas e oferecer produtos de
qualidade, sdo muito importantes para as estratégias inovadoras de marketing em pequenas empresas.

3.4. IMPORTANCIA DA TECNOLOGIA

O empreendedorismo digital tem muitas similitudes com o empreendedorismo em qualquer area, mas a
grande diferenca é que as atividades-chave do negocio se realizam digitalmente no primeiro tipo (Huang et
al.,, 2017).

Nas ultimas décadas temos observado uma revolucao digital sem precedentes. Os avancos e a inovagdo
tecnoldgica digital tém sido a constante e a Internet veio proporcionar inimeras oportunidades para
empreendedores (Chalmers et al.,, 2021).

Estas novas tecnologias sdo consideradas como “External Enablers” - vantagens no ambiente externo
(Davidsson, 2015), ao colocar cada vez mais utilizadores em contacto com estas inovagdes digitais. Além disso,
o facto de ser acessivel, tanto a lideres como a consumidores, leva a uma democratizacdo do
empreendedorismo (Aldrich, 2017), uma vez que é um negocio onde foram, cada vez mais, baixadas as
barreiras a entrada para startups digitais, ao reduzirem dificuldades desde a criacdo da empresa até a
consolidagdo do seu negdcio (Briel et al., 2018), e este facto tem atraido atengdo a nivel global (Nambisan,

2013).

Quando empreendimentos e startups digitais crescem, tirando partido das infraestruturas digitais, estas
podem escalar os seus neg6cios a um ritmo sem precedentes (Huang et al., 2017).

De facto, na literatura, ser empreendedor digital é apontado como tendo uma maior possibilidade para repetir
os processos de vendas ou prestacdo de servigos digitais, escalando rapidamente os seus negocios. Tal facto
explica-se em parte pela flexibilidade que os negécios digitais tém, em comparacdo com negoécios tradicionais
(Svahn et al,, 2017).

A tecnologia digital oferece flexibilidade, que pode ser inovadoramente alavancada para rapidamente
aumentar os utilizadores de uma aplicacdo digital. Isto porque os empreendimentos digitais conseguem custos
marginais muito baixos, para reproduzir processos e atingir rapidamente os seus resultados (Huang et al,,
2017). Na mesma linha de pensamento, podem ser acrescentadas aos produtos digitais novas funcionalidades
sem ser necessaria uma completa reformula¢do do produto em si, deixando os empreendimentos digitais
estarem mais preparados para mudangas no seu ambiente externo (Lee & Berente, 2011).

No entanto, tal flexibilidade também pode ser um motivo de fraqueza, uma vez que o conhecimento nesta era
digital se difunde muito rapidamente e é de acesso global, podendo um concorrente com maior capacidade
chegar primeiro ao mercado, com o mesmo produto que outra empresa, mas até com mais vantagens para o
cliente (Lee & Berente, 2011).

Claro que ndo basta ser um empreendedor digital para conseguir atingir os resultados rapidamente a niveis
inimaginaveis. Ha estudos em que startups digitais ndo escalaram os seus negdcios em nenhum sentido, por
varios motivos. Exemplos disso sdo: falta de ambigao, parcerias necessarias e/ou capacidades e habilidades,
enquanto outras empresas sentiram que no ciclo de vida em que se encontravam ainda ndo era altura de
expandir o negécio (Page & Holmstrém, 2023).

4. METODOLOGIA

Neste artigo, um dos objetivos principais centra-se em perceber qual a estratégia empregue pelas startups
para se distinguirem no mercado, usando como caso de estudo a Appgeneration. Para tal, foi usada uma
abordagem mista, de modo, a obter informacdo acerca da estratégia utilizada pela startup e o papel da
lideranga no seu sucesso. A execucdo de um estudo de métodos mistos abrange a analise de dados qualitativos
e de dados quantitativos, que foram recolhidos de forma simultanea. Nesta perspetiva, o uso de métodos
mistos permite uma convergéncia entre dados qualitativos e quantitativos, além de adicionar valor aos
resultados dos estudos, dado que nesta abordagem as forcas e as fraquezas de cada método complementam-
se, possibilitando a melhoria da percecdo dos problemas em analise (Creswell, 2009). De acordo com Creswell
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(2009), as conclusdes obtidas através de um método pode possibilitar a identificagcdo de participantes para a
analise ou até de possiveis questdes a fazer no outro método. Por outro lado, as informagdes recolhidas dos
métodos qualitativos e quantitativos podem ser analisadas juntamente, numa Unica base de dados,
fortalecendo-se reciprocamente (Creswell, 2009).

Os dados quantitativos foram recolhidos através de um inquérito que tinha como objetivo obter informagao
acerca dos habitos e preferéncias dos inquiridos acerca do assunto, ou seja, perceber se os individuos
conheciam a Appgeneration e se eram consumidores de alguma das suas apps e jogos. Neste preambulo,
importa referir que os dados foram coletados através de uma amostra por conveniéncia, ou seja, o inquérito
foi dirigido a familiares, amigos ou conhecidos (Vieira, 2008). O questionario foi elaborado na plataforma
Google Forms e foram definidas duas semanas para recolher os dados essenciais para o estudo, sendo que este
foi partilhado, essencialmente, nas redes sociais, uma vez que ndo havia um publico-alvo em concreto. No total
o0 inquérito obteve 201 respostas de individuos em diferentes faixas etdarias.

Por outro lado, os dados qualitativos foram obtidos através de uma entrevista semiestruturada com o CEO da
startup, no dia 10 de novembro de 2023, pelas 10:00h, via Zoom, com uma duracao total de cerca de quarenta
e trés minutos. A escolha do entrevistado deveu-se a sua experiéncia na introdugdo de startups no mercado e
pelo facto de a Appgeneration, apesar de jA ndo ser uma startup, ser um caso de sucesso e que venceu os
desafios, estando posicionada favoravelmente no mercado. Com a realizacao da entrevista pretendia-se obter
uma visao mais aprofundada acerca dos desafios enfrentados pela Appgeneration, ao longo da sua existéncia
e assim perceber a estratégia usada para vingar no mercado.

Na tabela seguinte sdo elencadas algumas das perguntas feitas ao entrevistado, assim como os motivos que
levaram a realizacdo das questdes. A entrevista transcrita podera ser pedida aos autores.

Tabela 1: Questdes da entrevista

Pergunta Motivo
Pergunta 1: “Gostariamos de perceber o que o Esta pergunta permite perceber qual a razao que incentiva o CEO a
motiva a investir e desenvolver startups?” fundar empresas e a transforma-las em startups, face a incerteza

que estas enfrentam ao entrar no mercado (Matos et al., 2022).
Pergunta 2: “Considera que a lideranca em si é umalFace a literatura existente, que destaca um papel importante do

coisa inata ou € algo que toda a gente pode lider em qualquer empresa (Porter, 1996) como um agente
aprender?” impulsionador da inovagdo (Jung et al., 2008), com estas perguntas
Pergunta 3: “Acha que para uma startup é muito |procurou-se perceber através do entrevistado e da sua experiéncia
importante haver um papel forte de lideranca?” |enquanto CEO de uma empresa, anteriormente considerada como
Pergunta 4: “Qual a empresa ou CEO de sucesso [startup, se a lideranga é, de facto, um dos fatores que impulsionam
que o inspira?” 0 sucesso de uma empresa.

Pergunta 5: “Gostariamos de perceber o porqué de |[Fez- se esta pergunta, uma vez que, de facto, a tecnologia tem vindo
ter investido numa startup associada a a evoluir cada vez mais, por isso, os empreendedores apostam em
tecnologia?” modelos de negécio ligados com produtos/servigos tecnologicos

para aproveitar as oportunidades de mercado (Lange et al., 2023).
Desta forma, pretendeu-se perceber a posicdo do CEO da
\AppGeneration sobre o assunto.

Pergunta 6: “Existiu algum tipo de parceria ou /As parcerias estratégicas sdo importantes para as empresas.
apoio na implementacdo da empresa no mercado [Segundo Aminova & Marchi (2021), por exemplo, as incubadoras
(ex. Universidades, incubadora...)?” sdo um tipo de parceria com startups que tem efeito positivo nas

empresas no que concerne as patentes de novos produtos e
também no que concerne a oferta de suporte inclusive para a
inovacao. Com esta pergunta pretendeu-se perceber se a
IAppGeneration foi lancada no mercado com algum tipo de ajuda

inicial.
Pergunta 7: “Quando criou em 2010 a /As aspiracoes iniciais de uma empresa e as suas competéncias core
IAppGeneration, quais foram as aspiragdes iniciais effazem parte da estratégia. De facto, a estratégia competitiva é
mercado alvo inicial da empresa?” crucial para a implementacao de startups no mercado de modo a

conseguirem obter validacdo e diferenciacio, através da
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Pergunta 8: “Quais sdo as competéncias “core” da [transmissdo de valor aos clientes (Sanasi et al., 2023). A inovacio,
IAppGeneration? Qual a proposta de valor da isto ¢, a apresentacdo de novos produtos/servicos diferenciadores
empresa?” no mercado e para os quais ha pouca procura (Banudevi & Shiva,
Pergunta 9: “Quais foram os principais desafios da [2019), deve fazer parte desta estratégia uma vez que impulsiona as
introducdo da AppGeneration no mercado?” vendas e se relaciona diretamente com a criagdo de valor

Pergunta 10: “O porqué da estratégia acrescentado e, por isso, aumenta a vantagem competitiva
“freemium”?” (Baregheh et al., 2009). Desta forma, procurou-se entender como é
Pergunta 11: “Através dos acetatos que nos que a estratégia da Appgneration foi evoluindo ao longo dos tempos

disponibilizou, conseguimos perceber que foino |e como é que esta foi crucial para responder aos desafios do
ano de 2021 que a empresa obteve uma maior taxa|mercado.

de crescimento (cerca de 50%) - qual foi o motivo
de um crescimento tdo elevado?”

Pergunta 12: “Tendo em conta os desafios
constantes existentes no mercado, como é que uma
empresa adapta a sua estratégia e se torna

inovadora?”

Pergunta 13: “Quais sdo as aspirag¢des futuras da

\AppGeneration?”

Pergunta 14: “Relativamente ao processo de Segundo Jung et al. (2008), as pessoas que constituem uma empresa
recrutamento de novos colaboradores, o sdo importantes para a criagdo de valor, por isso esta pergunta tinha
background dos mesmos é importante para a em vista perceber a importancia do recrutamento na estratégia dal
escolha da sua contratacdo?” empresa.

Apés o seu término, a entrevista foi transcrita e analisada, de modo a recolher a informacdo mais pertinente
para o estudo em questdo.

5. DISCUSSAO DE RESULTADOS

Relativamente ao perfil do entrevistado importa referir que desde pequeno sempre esteve ligado ao mundo
empresarial, pois cresceu rodeado de espirito empreendedor. O seu pai era economista e diretor geral de uma
empresa e o seu avo tinha empresas. Portanto, para ele era natural um dia vir a fundar a sua prépria empresa.
De espirito criativo e de muita iniciativa, aos dezasseis anos, por questdes de curiosidade inteletual, aprendeu
sozinho a programar, e foi aos dezanove anos que criou a sua primeira empresa, uma hamburgueria. Nessa
altura, ele ainda era estudante universitario do curso de Gestao, tendo sido pressionado pelo pai para tal feito.
Como percebia a linguagem de programacdo, tinha e tem uma motivagdo particular por tudo o que seja
tecnologia. Ele possui um Executive MBA, um mestrado em Estudos de Mercado, e foi professor na Faculdade
de Economia do Porto (FEP), onde lecionava Marketing. Este considera-se como sendo um individuo muito
quantitativo e conversa com muita facilidade com programadores.

0 CEO comecou a sua carreira a trabalhar em duas grandes empresas: Bank BBV e Price Waterhouse & Coopers
and Lybrand. E fundador de outras empresas como: Marketeer, Infoportugal, Saber e Ndrive. Atualmente, é o
CEO da empresa, Appgeneration, da qual foi fundador.

De acordo com o CEO, a Appgeneration foi desenvolvida através de outra empresa, a N-Drive, sendo que, o
entrevistado acompanhou toda a evolucdo dos smartphones e percebeu, desde logo, que a Internet poderia
ser alterada através das apps. Assim, a Appgeneration foi criada com vista na area que estava a nascer na
altura, as apps, uma vez que para o CEO estas iriam fazer revolucionar a Internet.

Quando questionado acerca dos principais desafios enfrentados pela startup, o CEO respondeu que “como
qualquer startup o problema é passar as primeiras faturas e arranjar clientes, porque se tem zero credibilidade
no inicio” e, uma vez que a area era nova, ndo existia quase ninguém a desenvolver apps. A Appgeneration
iniciou a sua atividade com dois negécios em simultidneo, B2C e B2B. Desenvolviam apps para outras empresas
e a sua missao inicial era produzirem apps para venderem ao mundo inteiro, pelo que, comecaram por criar
jogos, no entanto, em vinte e cinco jogos apenas um teve sucesso. O CEO atribui esse fracasso a falta de
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marketing existente na altura, assumindo que, atualmente, desenvolvem mais devido a drea de marketing do
que propriamente devido a parte técnica.

Outro desafio apontado pelo entrevistado, é que neste tipo de mercado é muito facil crescer, mas também é
muito facil falir, de um momento para o outro, ou seja, é possivel entrar um concorrente que destabilize o
mercado, tornando-se uma grande ameaca. Nesta perspetiva, a estratégia da startup passou por diversificar,
uma vez que, se servisse varias propriedades digitais, a probabilidade de desaparecer seria menor porque
mesmo que uma desaparecesse, ficariam outras. Deste modo, a primeira questdo estratégica foi ganhar
dimensao e a segunda foi desenvolver varias prioridades digitais, isto é, diversificar o risco, mantendo o
modelo de negécio, o que proporcionou um maior desenvolvimento de jogos.

Em relacdo ao papel da lideranca na startup o CEO menciona que “numa startup, como em qualquer coisa na
vida, corre tudo mal, portanto, planeia-se e depois nada corre conforme o planeado”, pelo que, a persisténcia
é critica para o sucesso.

Atualmente, a principal estratégia da Appgeneration esta relacionada com o desenvolvimento de jogos, que
para o CEO é “um mercado infinito e um mercado de muitos bilides, com grandes vantagens competitivas pela
dimensao”, pelo que irdo continuar a persistir nessa estratégia, contrariando as adversidades “com exceléncia
de velocidade”.

Em complementaridade, o principal objetivo do método quantitativo adotado, de recolha de dados, centrou-
se na obtencdo de respostas de diversos individuos, com diferentes idades, situacdes profissionais, estados
civis, entre outras, sendo que os dados recolhidos através do inquérito sdo totalmente quantitativos. A
divulgacao do inquérito permitiu obter um total de 201 respostas, sendo que 35,3% dos inquiridos tém entre
45 e 55 anos, 21,4% tém entre 35 e 45 anos e 28,9% tém entre 19 e 24 anos. A diversidade de idades permite
ter uma ampla perspetiva acerca dos conhecimentos de apps, uma vez que os individuos que responderam ao
inquérito pertencem a geragdes diferentes e, enquanto uns acompanharam o desenvolvimento da Internet e
das aplicagdes, outros ja cresceram na época da elevada mudanca tecnolégica.

Dos individuos que responderam ao inquérito, 95% fazem compras online, no entanto, apenas 26% tinham
comprado apps, sendo que o seu modo de pagamento preferencial é através de referéncia multibanco (71,1%)
e MBway (60,7%). Estes dados estdo relacionados com o facto de as pessoas se estarem a familiarizar com o
mundo digital. No passado os dados seriam diferentes, uma vez que quase ninguém fazia compras online e as
pessoas tinham receio de efetuar pagamentos através do telemével.

De forma a percecionar a que nivel as pessoas tém conhecimento acerca das aplicacdes e das empresas que as
criam, questionou-se se conheciam a Appgeneration, ao qual 88,6% respondeu que ndo conhecia a startup,
8% ja tinha ouvido falar, mas ndo sabia o que era e apenas 3,5% conhecia a empresa.

Contudo, quando questionados acerca de aplicagdes desenvolvidas pela Appgeneration, 20% dos inquiridos
ja tinham adquirido a aplica¢dao “My turner radio”, 20% tinham comprado a “My alarm clock” e 15% obteve a
“My Calc: Calculator +”. Quando interrogados acerca dos jogos que ja adquiriram, 17,6% das pessoas ja obteve
0 jogo “Puzzles” e 14,7% o jogo “Solitaire”. Outros jogos como o “Sudoku” e o “Word Connect” tinham sido
descarregados pelos inquiridos.

6. CONCLUSAO E INVESTIGACAO FUTURA

O objetivo deste caso de estudo prendia-se na percecao da estratégia seguida pela Appgeneration, que outrora
a transformou na startup de sucesso que foi, e na empresa sélida que é hoje em dia. Nesta prespetiva, através
da entrevista realizada, concluiu-se que a estratégia competitva da AppGenreation para se destacar no
mercado foi a juncdo de fatores determinantes. O primeiro fator foi sem duvida a capacidade criativa e
inovadora, uma vez que esta apostou em apps, quando nao se falava destas, nem ninguém sabia ainda muito
bem o que eram. Isto vai de encontro a literatura analisada, nomeadamente, no sentido em que a inovacdo
estratégica passa por identificar falhas no mercado, ultrapassando-as, e, desta forma, possibilitando tornar-se
lider nesse segmento de mercado (Dinesh & Sushil, 2019). O segundo fator relaciona-se com o conhecimento
tecnolégico do CEO, pelo qual sempre mostrou grande interesse e sempre acreditou ser o futuro. De facto, a
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evolugdo tecnolégica que tem emergido ao longo dos ultimos anos veio revolucionar a forma como as
empresas se posionam no mercado, tornando-se competitivas (Chalmers et al., 2021).

Segundo Diness & Sushil (2019) sucesso esta ligado ao quao bem a empresa gere pesquisas, desenvolve
produtos, define precos e gere operacgdes, influenciando diretamente os seus ganhos. Ser eficiente em
pesquisa, desenvolvimento, precificagdo e gestdo ndo s6 melhora as operagdes, mas também impulsiona as
vendas. Contudo, o facto de inovar num produto associado a um mercado ainda em desenvolvimento, acarreta
alguns desafios que tém de ser superados, nomeadamente, a falta de confian¢a de terceiros no produto,
principalmente de possiveis clientes e fornecedores, criando uma barreira das startups na entrada no
mercado.

Além do referido, ainda se concluiu que para a empresa obter vantagem competitiva no mercado foi
igualmente importante o fator humano, isto é, os recursos humanos recrutados cirurgicamente para cada
funcao, a lideranca e a for¢ca que o CEO atribui ao marketing, considerando-o como a parte mais importante
do seu negbcio.

Com base na entrevista efetuada ao seu fundador e CEO, percebeu-se que existiram varios fatores
determinantes juntamente com o fator “sorte”. Este conceito utilizado pelo entrevistado relaciona-se com o
“estar no lugar certo e na altura exata”, e de facto, a Appgeneration estava preparada para o crescimento,
nomeadamente para o aumento das vendas.

Por tltimo, a Appgeneration foi liderada por alguém com visdo, determinado e com conhecimentos na area da
tecnologia digital que é a area onde aparecem mais startups de sucesso, pois € um negdcio que se monta e re-
estrutura muito mais rapidamente que uma fabrica, ou uma loja.

Este artigo foi enviado e aceite pelo CEO da AppGeneration.

Para investigacdo futura sugere-se a comparacdo deste caso de estudo com uma startup, igualmente
inovadora, do mesmo ramo, mas em que a sua estratégia tenha falhado, de modo a verificar as lacunas
existentes.
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Abstract

Balanced scorecard (BSC) has seen intensified scrutiny from academia in terms of its ability and effectiveness in driving
sustainability goals. Additionally, the wider topic of organizational social impact measurement has seen similar debates around
what can be considered a proper outlet for performance and control tracking. It also remained unresolved the need for a
sustainability and/or social impact measurement solution that is standardizable, consistent, effective in achieving its goals and
integrated in the corporate strategy. This paper takes on a journey of systematic literature review aiming to address whether a
social impact measurement scheme can be effectively incorporated into existing performance monitoring & control systems.
Following this approach, it investigates the space created around Balanced Scorecard (BSC), sustainability -as a benchmark in
assessing their ‘co-existence’- and social value. The aim is to answer 2 research questions: (1) What are the missing links when it
comes to achieving an integrated and standardizable approach in corporate sustainability and social impact measurement? (2) Is it
effective to use BSC based design to monitor and track the corporate sustainability and/or social impact of an organization? This
study analyzed 69 papers published between 2010 and 2024 and indexed on ISI Web of Science - Current Contents. These papers
underwent comprehensive analysis with the help of Endnote and NVivo. Subsequently a refined sample of 40 papers, directly
related to the research questions, was isolated. The findings of this study show that although existing infrastructures for
performance management (i.e BSC) could be redesigned so that they can incorporate additional social impact measures, there are
significant limitations in terms of effectiveness. It suggests that given the complexities of a social impact measurement endeavor,
essential foundational elements of effective measurement and integration need to be addressed first. This implies having a tailored
approach in the setup of performance tools able to effectively support the social impact measures endeavor.

Keywords: balanced scorecard; measuring corporate sustainability; social impact,; integrated view
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1. INTRODUCTION

The topic of social impact measurement has seen in recent years wealth of contributions primarily
concentrated on methodologies and conceptualizations leading to articulations of distinct constructs.
Systematic review works shed a light on strengths and weaknesses in existing methodologies (Pazienza, De
Jong, Schoenmaker, 2023), source of complexities (Hahn & Figge, 2018) and potential limitations to be
addressed with future research (Mio, Constantini, Panfilo, 2021). However, as the space of social impact
measurement itself is relatively young, it remained still unsettled a state of the art focused on what drives the
operationalization of social impact measures on a consistent basis across various types of organizations and
subsequently what are the approaches that allow standardization.

This endeavor is triggered by one prominent gap in social impact measurement which takes the form of the
lack of consistency or holistic approach across organizations and sectors. Recent systematic review works
(Pazienza, De Jong, Schoenmaker, 2023) directed the conversation around the source of the existing gap
following Gary Goertz’s guiding principles on how to measure social science concepts (Social Sciences
Concepts and Measurements, 2020).

In the same context yet emerging from a different entry point, an academic debate around one specific
methodology, balanced scorecard, had as a central theme the idea of architecture of the balanced scorecard
allowing incorporation of sustainability topics (Hasen & Schaltegger, 2018) vs on the other side of the debate,
the fallacy or irrelevance of architecture when considering the ability of balanced scorecard to incorporate
sustainability or social related themes (Hahn & Figge, 2018).

Even though this debate was focused on a very specific, well-established tool in the organizational
environment, it opened up deeper considerations on the larger topic of social value measurement and its
inherent challenges. Two anchors tend to stand out and subsequently shape this debate: (1) ability to address
inherent tensions and complexities within organizations into strategic frameworks thus allowing higher
elasticity when incorporating long term and/or non-financial goals or societal impact measures (2) ability to
operationalize more ‘unorthodox’ or nonlinear architectures on scorecards allowing to incorporate, address,
track and monitor progress on societal measures.

Ultimately, both schools of thought contributed to knowledge expansion while building the arguments on
either developments on the architecture and emerging typologies (i.e non hierarchical, semi hierarchical, flat)
leading to more flexibility to organizations with different ambition levels for sustainability (Hasen,
Schaltegger, 2018) or, on the other side of the debate, on foundational aspects preventing effective
incorporation of social themes into the tool (Hahn & Figge, 2018).

Looking to fill the gap on what makes, drives and sustains the implementation and standardization of social
impact measures, we perform a systematic review on academic papers in sustainability and social impact
measures in [SI Web of Science - Current Contents, using published scientific work to look back into the past
and identified tendencies to anticipate the future.

We critically compare and aggregate existing contributions from scientific journals with impact from 2010 to
2023 obtained from a search on sustainability, social impact and balanced scorecard which led to an initial
sample of 253 scientific papers.

Next we export the set to Endnote 21 and perform a first selection of valid results. This process resulted in
additional filtering thus delivering a sample of 40 scientific papers. Finally, we perform content analysis to
identify key journals, authors, methodologies for social impact measurement as well as key research questions
and future research directions for research path identified in the previous phase. We use NVivo 15 to build
thematic maps.

Our paper is organized as follows. First, we describe in the methodology chapter the process undertaken to
reach a working, additionally filtered sample of 40 scientific papers. Second, we present the results obtained
from the systematic literature review, namely descriptive statistics on relevant sample, as well as top authors,
publication years, top journals and literature maps with key identified schools of thought and key thematic
areas of study. Finally, we end with a critical discussion and indicate future research directions.
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2. SYSTEMATIC LITERATURE REVIEW
2.1. METHODOLOGY

This conceptual study investigates various approaches to social impact and corporate sustainability
measurements (with a focus on sustainability balanced scorecard) in the literature of the last 12 years aiming
to achieve a well-rounded view (i.e., pre-requisites or foundational elements, methodological, process) on the
drivers of effective, operational and standardized measures for social impact/corporate sustainability.

To this end, foundational elements offered a pathway into insights and although each referenced element has
been subject to in depth analysis in previous literature reviews, the present endeavor aims to have an
integrated view which is able to contribute to solving the practical aspect of achieving a standardized approach
to social impact/sustainability measurement.

A search protocol was developed to support the systematic literature review (identification of keywords,
planning and definition of search criteria, definition of filters and rules for valid results).

2.2. SEARCH STRATEGY

To address the objective of the present systematic literature review, Web of Science search engine was used.
The search performed on Web of Science-Current Content was restricted to peer-reviewed journal articles.

The search performed had as equation “sustainability” AND “balanced scorecard”, with a timespan filter of
publication date between 2010 and 2023 (December 2023 as date of search). 253 results were returned.

Next, we exported the results to Endnote 21, where we performed the preliminary relevance analysis and
selection of valid results based on abstracts. 69 results were delivered through this process.

The search was further narrowed to articles focused on measurement of sustainability performance and
sustainability balanced scorecard where a few country specific or sector specific were excluded. A limited
number of either sector specific or country specific were kept in the final set provided it opened avenues to a
potential standardized approach. After this one last filtering for relevance, a selection of 40 articles were found
suitable. See Figure 1 for search strategy and results.

Articles

Sources

Objective: Operationalization of Social

Web of Science, Current Content Connect Impact/Corporate Sustainability Measurement

Keyword Search

Result: 253 Articles
Sustainability AND Balanced Scorecard

Analysis (abstract review) for Relevance

Must include Key themes in Sustainability
Economic, Social & Environment, Sustainability
Measurement, Social Impact

Focus on Social Impact, Sustainability
Performance

Review for articles where key focusis on
measurement of social impact & sustainability
performance measurement tools

Figure 1 - Literature search strategy and results

Source: Own elaboration
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2.3. DESCRIPTIVE STATISTICS

Regarding the number of papers per year (see Figure 2), in the last 13 years, there has been an increasing
number of publications in the literature on measuring corporate sustainability and sustainability balanced
scorecard.
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Figure 2 - Number of papers per publication year (2010 - 2023)

Source: Own elaboration

A similar tendency is observed when looking into the number of journals that published papers on
sustainability measures (SM) and sustainability balanced scorecard (SBSC) over the years (see Figure 3). In
2023, the total number of journals that published papers on SM/SBSC was five.
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Figure 3 - Number of journals per publication year (2010 - 2023)

Source: Own elaboration

Concerning scientific journals that are most representative in terms of number of publications in the latest
years (see Figure 4), in the top 5 we find Sustainability, Journal of Cleaner Production, Journal of Business
Ethics and Sustainability Accounting Management and Policy Journal.

Top 5 journals represent 75% of all publications in the final working sample, indicating a concentration or
specialization in publishing papers. It also signals a rather narrow or specific focus chosen as opposed to a
more holistic or encompassing approach to measurement. It could also be a symptom of the complexities
encountered when grappling with the sustainability measurement topic, hence the need to ‘narrow down’ its
scope, as a reference to social systems theory (Luhmann, 1995).
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Source: Own elaboration

In spite of the growing popularity of the subject, the analysis of top authors (see Figure 5) illustrates that there
is no specific author recognized in the field. Chirico, Hansen, Hristov and Schaltegger, the authors on top of list
only published 2 to 3 papers in the last 13 years.
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Figure 5 - Top authors in terms of number of papers published (2010 - 2023)

Source: Own elaboration
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To sum up, the subject of sustainability measurement & management performance systems (i.e sustainability
balanced scorecard) shows a clear trend of increasing popularity among scholars, since the number of
published papers in scientific journals with impact factor in the last 13 years, the number of authors involved
and the number of journals that gave attention to the topic have grown. These are the indicators that support
the argument that there is a growing interest in the field that may allow critical mass to start consolidating the
field of sustainability measurement.

In the remaining part of this section, coding results are presented and explained. While the final sample
included both conceptual and empirical papers (Figure 6), there was a majority of empirical ones. Looking
into the distribution of empirical papers, there is a skew towards qualitative approaches signaling at a first
glance a potential need for quantitative approaches.

Empincal Conceptual
Id Child
Child \
@ @ : F I‘ j C h ‘L:
= Quantitative
Qualitative
/ Child
Child \
. Surve SR other Other conceptual articles:
Case study o Graph Theory Approach (1)

Theory of Social Systems (1)
Content Analysis (1)

Theory building (4)

Theory synthesis (1)

Figure 6 - Methodologies used in the papers

Source: Own elaboration

A better grasp into potential knowledge needs is given by the typology of the research questions investigated
(Table 1. Overview of research questions and methods). The confusion evoked in a prior review by one of the
authors present in this data set (Schoenmaker et al, 2023), is also encountered here. It is a confusion between
measuring corporate sustainability (CS), providing frameworks for measuring CS -and therefore its indicators-
and integrating CS into corporate practices. 3 larger clusters are present: (1) methodology development (2)
process development and strategy integration and (3) concept development or theory building. (Table 1).
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Table 1 - Overview of Research Questions & Methods

Social Indicators Assessment from CE
perspective

Process & Implementation of SBSC

BSC methodology

Sustainability KPI design & integration in
strategy

Sustainability KPIs integration

Methodology assessment for Corporate
Sustainability

Sustainability oriented innovation capacity
modeling and KPl implementation using BSC

How to assess social indicators from a
circular economy perspective? (Bianchini,
A; Guarnieri, P., Rossi, J, 2022)

How to propose a framework based on
indicators to assess social sustainability
with systematized steps? (Bianchini, A;

How to apply a framework to assess social
sustainability and provide insightful
information to decision-makers? (Bianchini,
A; Guarnieri, P., Rossi, J, 2022)

What are the challenges associated with the
process of formulating and implementing an

How can the process of formulating and
implementing an SBSC be improved
in practice? (Eifert, A; Julmi, C., 2022)

Which research gaps need to be addressed
to further improve the process of
formulating and implementing an SBSC?

In which segments can the BSC
methodology support the digital
transformation strategy, and how? (Fabac,
R., 2022)

Can a specific BSC digital model be
developed to ensure the overall success of
digital transformation initiatives, and what
are its main features? (Fabac, R., 2022)

What is the set of KPIs that best represent
all facets of sustainability dimensions?
(Hristov, I; Chirico, A., 2019)

How do we integrate sustainability
dimensions into the strategy of the
company? (Hristov, |; Chirico, A., 2019)
What are the main sustainability dimensions
considered relevant in the managerial
practices? (I Iristov, |; Chirico, A., 2023)

How can sustainability dimensions be
implemented into the corporate strategy to
pursuit SD process? (Hristov, I; Chirico, A.,
2023)

What are the strengths and weaknesses of the
existing methodologies for measuring
corporate sustainability? (Pazienza,M; de
Jong, M; Schoenmaker, D., 2023)

How do we measure and evaluate the
sustainability-oriented innovation capacity
(SOIC) and performance (SOIP) of established
organisations while adhering to the principles
of multidimensional structure,
interdependency and feedback analyses,
innovation process orientation and easy
implementation? (Rocha, W., L., Aimeida, M.,
F., CaliliR., F., 2023)

What innovation indicators should be
considered in an adapted BSC framework for
modelling the sustainability-oriented
innovation capacity (SOIC) and performance
(SOIP) measurement and evaluaticn of
established organisations, considering the
lack of a sustainability focus in the presented
literature? (Rocha, W., L., Almeida, M., F.,
CaliliR., F., 2023)

Source: Own elaboration
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These three areas of concern in investigating sustainability measurement ultimately provided the space to
surf on in search of the wave of missing links. Figure 7 summarizes the challenge identified in the knowledge
development in this field.

With progress achieved in theory building, methodological needs and strategy integration, there is still a great
deal of failure on the implementation side as Schoenmaker et al (2023) noted. Moreover, the review
performed in this analysis, lists the already identified, less explored spaces that are hypothesized to be the
root cause that is preventing fully operational, consistent and effectively integrated measurement scheme.
What it still missing is the connecting tissue between these already spotted lose ends in the knowledge.
Furthermore, the academic debate between Hasen and Schaltegger (2018), on one side, and Hahn and Figge
(2018), on the other side, born around balanced scorecard and its ability to integrate sustainability measures,
ultimately helped shaped the unexplored space.

This unexplored space became the focus in the analysis in this review having as main goal putting ‘the pieces
of foundational puzzle’ together as potential input in a future research endeavor. This topicis subject to review
in the following section.

Figure 7. Explored spaces and uncharted territory in sustainability measurement

I Social Impact Measurement I

AREAS LESS EXPLORED REVEALED WHEN
SOCIAL IMPACT MEASUREMENT & CORPORATE SUSTAINABILITY JUSTAPOSING CORPORATE SUSTAINABILTY &
BALANCED SCORECARD with impact on

operationalization of social impact measurement
/ 1 -
Construct Methodology Strategy Integration
Development Development Process

1 “where” extended body of literature is concentrated

“Unresolved” foundational Integrative view to SIM/CS
issues: linkage of WHAT and measurement
HOW to measure Hard and soft methods in
(Goertz, 2020) dialogue (Luhmann 1995,
social systems)

“where” the dialogue between hard and soft
methods reveals less explored areas

Figure 7 - Explored spaces and uncharted territory in sustainability measurement

Source: Own elaboration

Future questions (Table 2) with their territories identified cast a light on the above referenced missing links
yet also invite to further guide the integration and structure for a next research endeavor. This becomes the
focus area in the next section in which these missing links are reviewed with the goal of completing the picture
on pre-requisites in a journey towards a fully operational, consistent, integrated and standardized
measurement scheme.
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Table 1 - Overview of Future Research Questions & Themes

_

Sustainability integration and BSC “This research study suggests that the BSC is an enabling framework for integrating
sustainability reporting into the management control system given its ability to
operationalize sustainability reporting objectives and communicate these via a formal
reporting framework.

But there are also benefits that sustainability reporting provides to the BSC in “an
expanded bottom line” as well as increasing interactions with stakeholders.

Further research into the interaction between these two systems would increase the
understanding of the causal mechanisms at work. “(de Villiers, C.; Rouse, P.; Kerr, J;
2016)

SBSC KPI definition and development of cause-effect chains “Future research should therefore also look at how this semi-structured process

Fundamentals when incorporating inability es: integrative view and “The instrumental view and the integrative view represent two alternative perspectives
instrumental view on how economic, environmental and social aspects of sustainability relate to each

other, where the former focuses on alignment and the latter allows for contradictions
and tensions. The integrative view addresses some of the most relevant aspects that
the SBSC fails to meet. Below, we develop opportunities for future research to show
how the integrative view offers an alternative perspective to overcome the
shortcomings of instrumental approaches such as the SBSC.” (Hahn, T.; Figge, F.,
2018)

Fundamentals of SBSC or how does the balancing act happen “Regarding the ‘SBSC in use’, perhaps the most important avenue for further research
is to be found in studying the process of how managers make trade-offs—that is, the
actual ‘balancing’—among the various SBSC goals, also when considering the three
different hierarchies. “(Hahn, T.; Figge, F., 2018)

Design: Role of architecture of SBSC “Evolution is important for the SBSC as, according to Sundin et al. (2010), it is nota
Foundational or common understanding across stakeholders: meaning of “fixed structure”. Longitudinal studies are needed to critically reflect on and
sustainability understand the organizational learning processes triggered by the SBSC. What effects.

for example, do the visualization of strategy maps and the acceptance of trade-offs
have in practice, and subseguently, how has the SBSC architecture been modified over
time (along the two dimensions suggested in the present paper)? How does the
evolution of contextual variables like the value system and the corporate sustainability
strategy influence the SBSC architecture?

...about the role of the SBSC in developing a common understanding of what
sustainability means for the company and its stakeholder network, and of SBSC
projects for interaction about what measures and processes would best enhance
why and how are SBSCs abandoned or gradually phased out? Is it formstance dueto
managerial succession (e.g. Hansen and Spitzeck 2011)?” (Hansen, E.G; Schaltegger,
S;2016)

Sustainability KPIs for system level impact “How the integration of such sustainability indicators into a management control
system such as the SBSC could be achieved with positive impacts on a system level
and on the organization is a worthwhile area for future research”. (Hansen, E.;
St gger, S.; 2016)

Index and Methodology development in sustainability measurements “Future research should take place in empirical testing of the
feasibility aspect related to the proposed Sis based on SMEs and finding the way to
enable SMEs to achieve sustainable performance and support entrepreneurs”
decision-making processes regarding resource allocation and monitoring of the
allocation impact according to the list of proposed Sis. Proposed indicators can also
be condensed and aggregated into a single metric, commonly referred to as “index”.”
(Hoinik, J.; Biloslavo, R; Cicero, L: Cagnina, M.R.; 2020)

Executional: Role of empirical validations for implementation and diffusion of “In future research, it will be essential to test the model through a case study, by

sustainability culture where SDGs are implemented in business strategy implementing it in a real context. This will represent an important step in increasing the
implementation and diffusion of sustainability culture in companies that include SDGs
in their business strategy. “(Hristov, I; Chirico, A; 2019)

Source: Own elaboration
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3. KEY THEMES GOING FORWARD IN SOCIAL IMPACT /CORPORATE SUSTAINABILITY MEASUREMENT
3.1. LINKING “WHAT” AND “HOW” TO MEASURE

The literature review performed by Schoenmaker et al (2023) focused on strengths and weaknesses of the
existing measurements of corporate sustainability in the last 12 years by applying Gary Goertz’s guiding
principle of how to measure social science concepts, as outlined in “Social Science Concepts and Measurement,
Goertz (2020)”. In his work Goertz posits that a concept cannot be measured until it is properly constructed
and defined in its constitutive features and their relationship is established.

In their work, Schoenmaker et al (2023) also build on previous work (Pazienza et al) while referencing the
finding that corporate sustainability has three necessary and jointly sufficient constative pillars identified with
the economic, social and environmental dimensions. In summary, the work (Schoenmaker et al, 2023) states
that to be able to measure the concepts of corporate sustainability, the following guidelines should be
followed:

e The concept must be properly defined in its constitutive pillars

o The constitutive pillars are necessary conditions and imply non-substitutability

e Proposed measures must be properly linked to the identified concept and data aggregation must align
e The concept must be defined in its highest extension

Although the measurement of the sustainability/social concept itself is not in the scope of this review, the very
outcome or the essential qualities of measurement endeavor (i.e consistency, standardization, effective
operationalization) triggered it and had as consequence the need to revisit its fundamentals.

In the systematic literature review performed with this present work, the principle highlighted above is
identified as a first step or ground zero in a measurement endeavor with the needed qualities. As a result, the
extensive range of concepts already generated by the existing body of literature needs to be reassessed though
this lens.

3.2. DIALOGUE BETWEEN HARD AND SOFT METHODS AND DESIGN OF PERFORMANCE MEASUREMENT TOOLS

Another valuable foundational input has been identified with this present systematic literature review work
while analyzing the dataset, and it is rising from the conceptual debate between Hasen and Schaltegger (2018)
and Hahn and Figge (2018). In summary the central subject in this referenced academic dialogue was the
balanced scorecard as a widely used and referenced tool in both practice and academia, where one side argued
the idea that architecture or new updated versions of balanced scorecard architecture allow effective inclusion
of sustainability topics (Hasen & Schaltegger, 2018) while the other side argued on the fallacy or irrelevance
of architecture when considering sustainability topics (Hahn & Figge, 2018).

Beyond the rich argumentation created on both sides of the debate, it opened a larger and potentially deeper
avenue that leads right to the heart of social systems theory (Luhmann, 1995). “Luhmann’s theory posited that
modern society can be described as a collection of multiple systems constituting each other’s environments.
While the range of possible human actions and experiences are infinite, in the system they are limited to a
selection of actualized possibilities. This is because the individual mind, overwhelmed by human civilizational
complexity, tends to simplify reality through the process of “complexity reduction” (Valentinov 2014).

In this process, “systems compensate for their inferior complexity by becoming insensitive to the complexity of
the environment” (Valentivov 2014). In other terms, systems increase complexity by reducing complexity. This
‘complexity-reduction principle’ is doubled with the ‘critical-dependence principle’ whereby systems develop
insensitivity to environmental factors on which they critically depend, thereby undermining their own
sustainability” (Chaker et al, 2021).

One potential avenue to build on is spotted through the work done by Chaker and colleagues (2021) where
the much-referenced subject of debate, Sustainability Balanced Scorecard (SBSC) is main hero once more. The
authors state that their work demonstrates that redesigning the SBSC’s architecture according to their
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proposal leads to embracing complexity, tensions, and conflict (i.e., soft methods) all the while offering a
systematic approach for properly identifying and quantifying cause-effect relationships (i.e., hard methods).
Further building on social systems theory, the authors concluded that the integration of varied and sometimes
outwardly opposed function systems can and must be carried out to achieve larger societal impact. In this
sense they argue that the emerging dynamic SBSC offers a viable strategic planning platform whereby
managers and stakeholders can concurrently define, forecast, and adjust the societal strategy that maximizes
triple bottom-line indicators and sustainable development impact.

As a limitation, Chaker and colleagues (2021) also acknowledged that the process may demand some
adjustments as we move across various function systems which requires solid knowledge and understanding
of the underlying codes that define the systems subject integration. Essentially this construct picks up on the
tendency of reductionism salient in the literature whenever wrestling with sustainability concept and that
was also noted in the review performed by Schoemaker et al 2023. One may nonetheless argue that a
shorthand might have been applied when finding the landing in SBSC. The redesigned framework of SBSC to
reflect integration between hard and soft methods can be seen as a subject for further testing as the authors
also suggest. The richness of the case built with Chaker and colleagues (2021) contribution resides in signaling
the need for a true system thinking approach through this dialogue between hard and soft methods. Whether
the referenced and widely spread performance management tool (i.e SBSC) is indeed a viable solution, we
argue that it may be ‘a few steps ahead’ in the larger discussion. Once the underlying principle finds its home,
the next step might be fitting all foundational pieces as input variables in designing a measurement scheme.
Road testing and fine tuning might be a second step in the validation process. This final argument will be
picked it in the last section of this chapter.

3.3 INTEGRATIVE VIEW

The integrative view comes as another foundational element developed in the work produced by Hahn, Figge
(2018). Essentially, it’s a view that argues that firms need to embrace contradictions and tensions to achieve
substantial contributions to sustainability (Gao and Basal 2013; Berger et al 2007; Hahn et al. 2015).
Integrative view “refers to an approach to business sustainability that embraces the contradictions among the
financial, social and environmental dimensions (and) dies not dismiss the tension between business and
society by emphasizing one performance measure over another, nor does it downplay the incessant tension
between stakeholders” (Gao and Basal 2013).

There are two critical consequences for the firms embracing the integrative perspective, as noted next:

(1) “Under integrative view firm will not, a priori emphasize financial outcomes at the firm over social and
environmental outcomes (Hahn and Figge 2011, Gao and Basal 2013). This does not mean that firms need
to completely abandon profit orientation. However, the implementation of more transformative and
proactive sustainability strategies might well require firms to address sustainability challenges early on
when the benefits are still unclear (Rivoli and Waddock 2011) and to engage with fringe stakeholders with
little or no direct business relevance (Hart and Sharma 2004).”

(2) “Embracing tensions and contradictions in the management of corporate sustainability strategies means
that firms pursue different sustainability objectives even if they are contradictory. However, the ongoing
management of tensions where decisions makers navigate tensions and keep the contradictions between
different objectives open cannot be fully planned. Rather it requires firms to develop capabilities and
management modes that promote everyday improvisation (Fenwick 2007) and create conditions and
incentives that foster emergent sustainability strategies (Andersson and Bateman 2000; Markusson 2010;
Sharp and Zaidman 2010).”

As an overarching conclusion, the authors observe that “explicitly accepting the ambivalence and
inconsistencies around sustainability issues as with integrative vie helps overcome managerial illusions of
control” (Das and Teng 1999) and impels decision makers to depart from established business as usual
routines and to consider a wider set of responses to sustainability challenges (Plambeck and Weber 2009)”.
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This might be the most demanding so-called foundational element yet wrestling with it while road testing
viability of any measurement scheme becomes implicit. It has been noted in the literature that measuring
societal impacts is premised on commesurability or the ability to meaningfully quantify and compare
qualitatively different issues and types of behavior (Arjalie & Basal, 2018). Integrating different types of
impact also requires establishing weights that represent the relative importance of each type of effect, begging
the question of what benchmark to use for doing so. (Wijen, 2023).

In practical terms, the demanding nature of operating under this proposed integrative view, invites designing
a new type of real life testing potentially with the help from allied sciences, which becomes the subject of the
next section.

3.4 CONTRIBUTIONS FROM ALLIED SCIENCES ON METHODOLOGICAL APPROACHES

As the so-called foundational elements reviewed in the previous sections come to light, it becomes clear that
operationalizing and integrating them into an empirical research process could run into few challenges.

In this sense, learning from the theoretical approaches and empirical methods used in allied sciences might
prove revelatory. It has been already signaled that great strides have been made in such social-sciences
disciplines as development economics, environmental and ecological economics, innovation management,
social ecology, history and political science in capturing both macro-level and longitudinal societal impacts
(Wijen, 2023).

While there is a dense body of literature developed around such methodologies, the space the deals with the
examination of long-term impacts and outcomes might give access to new tools borrowed from allied sciences.
The main limitation in business research is that it tends to explore a relatively limited temporal expanse, often
using cross-sectional data, and even when longitudinal approaches are employed, they tend to examine
relatively short time frames. (Wijen, 2023). One such potential avenue refers to treatments that allow for
temporalities in which impact mature so that is avoided an approach exclusively focused on short term. To
this end, specific inter-disciplinary methods become a useful tool in this journey (i.e experimental or quasi
experimental designs including natural experiments and clinical trials; historical longitudinal analyses to
capture longer periods of impacts).

Although, the methodological aspect, the design of the research process might be viewed as not a real concern
in a broader sense, in this specific case it can be argued as critical as it that deals with factors that are either
difficult to operationalize (i.e integrative view) or might experience delays in output manifestation.

3.5 LINKING ALL FOUNDATIONAL ELEMENTS OF CORPORATE SUSTAINABILITY /SOCIAL IMPACT MEASUREMENT

The overview of the body of literature through this systematic review work has highlighted two dominant
spaces: one that deals with specific anchors in the sustainability measurement (i.e., construct development,
methodology or framework development or process integration in strategy) and a second space that deals
with specific tension areas that are referenced hereby as foundational issues or missing links.

While it has been generated a rich body of knowledge for each specific foundational case, it has not been yet
generated the connective tissue or the buildup in one integrated endeavor aiming to create a practical
framework for incorporating it in the overall measurement process. However, the essential practical aspect is
that the analysis of the future research questions though this exercise provides the needed red wire in
designing a potential future research process. The additional cluster of foundational themes provides the
anchor for each phase of a next empirical research.
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4. DISCUSSION AND CONCLUSSIONS

The results of this systematic review exercise show that the number of studies in field of sustainability
measurement increased over years. Although there is a concentration in terms of publishing journals, the
yearly number of papers is low (per author and per journal).

Top five journals (Sustainability, Journal of Cleaner Production, Journal of Business Ethics and Sustainability
Accounting Management and Policy Journal) and top 4 authors (Chirico, Hansen, Hristov and Schaltegger) are
a must read for any scholar developing the research in the sustainability measurement field and there is a
rather wide space for new scholars to enter this field and further develop it, including doctoral researchers
(as the fragmentation in terms of authors is extremely high with the first 4 authors leading with 2-3 works).

The results showed that a considerable number of studies were conceptual or qualitative, however most of
the constructs in these studies have not been conceptualized through quantitative studies. There is a limited
number of conceptual frameworks tested in empirical studies. A limited number of studies used quantitative
analysis approaches.

It is concluded that there is a need for quantitative studies, so that results may be generalized to a wider
population and their implications and benefits for practice may be registered.

One rather striking fact is that there had been limited progress in terms of integrating or building upon
previous work. In the current study, it is discussed that there is a need for integration and a buildup on the
findings to develop the much-needed connective tissue in this emerging field. We suggest that there is a need
for collaboration between scholars in the field to help each other to enhance existing literature to be able to
achieve the impact needed on operational level. Valuable knowledge has been created on distinct areas of
sustainability measures yet there is a strong need for dialogue where the missing links have been identified.

One potential future research direction has been identified: developing an integrated approach aiming to
synthesize the foundational requirements in the sustainability measurement endeavor.

As an additional point, from a methodological perspective and largely due to the complexity of the topic,
embedding contributions from allied sciences may be useful to achieve more revelatory results.

As a final note, what stands out in this specific knowledge area is the need for extensive collaboration on
multiple levels: between authors and contributors as signaled earlier and to a similar extent between various
actors participating in different degrees and forms in what ultimately results in a validation following an
empirical endeavor. This road-testing process it is an exercise transcending a specific industry and its relevant
stakeholders in isolation as it is meant to truly follow the system thinking approach.
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Resumo

Este artigo explora, com algum detalhe, os potenciais beneficios da decisdo estratégica das empresas de incorporar as plataformas
Customer Relationship Management (CRM) e Marketing Cloud, pela Salesforce. A convergéncia destas plataformas oferece uma
coeréncia notavel, potencializando a capacidade das empresas para compreender, atender e envolver, de modo mais eficaz, os seus
clientes. Como metodologia foi realizada uma revisio de literatura tendo por base recolha de artigos nas bases de dados SCOPUS e
Web of Science. Foi analisado como o Salesforce CRM oferece uma visdo 3602, dos clientes, capacitando as equipas a personalizar,
conforme necessario, todas as interagdes, antecipar necessidades e impulsionar a fidelidade dos clientes. Paralelamente, foi
explorado como o Marketing Cloud, integrado ao CRM, é capaz de potenciar campanhas de marketing omnicanal, proporcionando
uma abordagem holistica que se traduz em experiéncias personalizadas e efetivas. Uma visdo aprofundada das vantagens que cada
plataforma oferece as empresas, foi apresentada, destacando a sua capacidade de impulsionar a satisfacdo do cliente, aumentando
a eficacia operacional, fortalecendo igualmente a posigdo competitiva num ambiente dindmico de negécios.

Keywords: Customer Relationship Management, Fidelidade, Marketing Cloud, Personalizagio, Satisfacdo, Salesforce

Abstract

This article explores in some detail the potential beneficts of strategic decision made by companies to incorporate the Customer
Relationship Management (CRM) and Marketing Cloud platforms by Salesforce. The convergence of these platforms offers
remarkable coherence, enhancing companies' ability to understand, serve and involve their customers more effectively. The
methodology used was a literature review based on the collection of articles in the SCOPUS and Web of Science databases. It has
analysed how Salesforce CRM offers a 3602 view of customers, enabling teams to personalise all interactions as necessary, anticipate
needs and boost customer loyalty. At the same time, it has explored how Marketing Cloud, integrated with CRM, is capable of
boosting omnichannel marketing campaigns, providing a holistic approach that translates into personalised and effective
experiences. An in-depth overview of the advantages that each platform offers companies was presented, highlighting their ability
to boost customer satisfaction, increasing operational efficiency and strengthening their competitive position in a dynamic business
environment.

Keywords: Customer Relationship Management, Loyalty, Marketing Cloud, Personalisation, Satisfaction, Salesforce
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1. INTRODUCAO

O desafio de encontrar novos clientes sempre foi constante, e no passado, as empresas, na sua grande maioria,
depositavam todos seus esforgos e investimentos nessa missdo. No atual contexto empresarial, uma gestao
eficaz do relacionamento com o cliente (Customer Relationship Management), paralelamente ao
aproveitamento estratégico do marketing digital, torna-se imperativo para qualquer sucesso empresarial. A
adocdo de solucgoes tecnolégicas avancadas, surge como um requisito fundamental.

Neste sentido, este artigo explora, com algum detalhe, os beneficios da decisdo estratégica das empresas de
incorporar as plataformas Customer Relationship Management (CRM) e Marketing Cloud, pela Salesforce. A
convergéncia destas plataformas oferece uma coeréncia notavel, potencializando a capacidade das empresas
para compreender, atender e envolver, de modo mais eficaz, os seus clientes.

A relevancia deste tema torna-se evidente no atual ambiente empresarial, onde a personalizacdo e a
fidelizacdo do cliente sdo cruciais para a competitividade. Ambas as plataformas permitem uma gestdo
integrada e eficiente das interagées com os clientes, melhorando a sua satisfacdo e lealdade. Apesar de
escassos, alguns estudos ja demonstraram que a ado¢do destas tecnologias resulta em beneficios
significativos, nomeadamente o aumento da eficiéncia operacional e a otimizacao dos processos de marketing.

Para assegurar que a analise apresentada neste artigo fosse sustentada por uma base tedrica e empirica s6lida,
foi realizada uma revisdo abrangente e atualizada da literatura académica sobre Customer Relationship
Management e Marketing Cloud. Utilizando bases de dados académicas como Scopus e Web of Science, e
aplicando filtros especificos com palavras-chave relevantes como “Customer Relationship Management”,
“Marketing Cloud” e “Personalizacao”, garantiu-se a pertinéncia e a qualidade dos artigos selecionados. Esta
metodologia rigorosa permitiu uma compreensdo aprofundada dos intrincados mecanismos subjacentes a
construgdo de relacionamentos personalizados e duradouros com os clientes, destacando o papel das solu¢oes

da Salesforce nesse processo.

Este artigo explicita ainda exemplos concretos de empresas bem sucedidas na utilizacao destas plataformas,
tais como a LFitness, Gato Preto, Sumol+Compal, Seaside, Phive, TMG - Teatro Municipal da Guarda e Ecotravel.
Desta forma, o presente artigo contribui para compreender as vantagens estratégicas das solugdes Salesforce,
alinhando-se com a literatura existente que sublinha a importancia do CRM e das ferramentas de marketing
digital na criagdo de valor a nivel empresarial.

Apébs esta introducdo, é realizada a revisdo de literatura sobre os conceitos Customer Relationship
Management, Automacao de Marketing, Salesforce e Marketing Cloud. O artigo termina com as consideracoes
finais realcando a importancia das plataformas e apresentando alguns exemplos de empresas que obtiveram
sucesso na implementacdo destas ferramentas, comprovando o impacto positivo na satisfagdo e lealdade dos
clientes, paralelamente ao crescimento e competitividade empresarial.

2. REVISAO DE LITERATURA
2.1. CUSTOMER RELATIONSHIP MANAGEMENT (CRM)

0 desafio de encontrar novos clientes sempre foi constante, e no passado, a maioria das empresas, depositava
todos seus esforgos e investimentos nessa missdo. No entanto, os conceitos evoluiram, e no século XXI, o
pensamento posiciona-se na ideologia de que manter um cliente é muito mais eficiente e custo-efetivo do que
adquirir um novo (Kumar et al., 2023). Nesse sentido, 0o marketing relacional tornou-se crucial, impulsionando
as empresas a modernizarem-se e a procurarem ferramentas que apoiem na fidelizacao de clientes. Para
acompanhar essas mudancas, o uso de um CRM tornou-se uma solucdo essencial (Kumar et al.,, 2023).

As ferramentas de CRM representam um aliado fundamental para os profissionais de marketing (Silva et al.,
2023). Decker, (2022) afirma mesmo que o CRM e a automacao de marketing podem trabalhar em conjunto.
Uma simples atualizacdo na base de dados, pode desencadear uma série de tarefas internas, incluindo a
pontuacdo de leads e a notificacdo da equipa de vendas sobre novos potenciais clientes. A adocao desta
tecnologia (AM), permite otimizar tarefas, conferindo-lhes maior eficiéncia e personalizacao (Silva et al,,
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2023). Nesse sentido, a automatizacdo de marketing, sistematiza os processos, proporcionando organizacao,
permitindo efetuar uma avaliacao da eficacia das atividades de marketing, aprimorando, em simultaneo, os
mecanismos de controlo (Silva et al., 2023).

As ferramentas de automacdo de marketing promovem estratégias de marketing de conteido mais eficazes,
aprimorando as praticas de acompanhamento de leads e além disso, fornecem a integra¢do necessaria para
alinhar as areas de vendas e marketing, impulsionando a eficicia dos negédcios cujo foco reside no cliente
(Jarvinen & Taiminen, 2016).

Nos udltimos anos, a gestao do relacionamento com o cliente (CRM) tem sido reconhecida como uma parte
indispensavel das estratégias organizacionais, com vista na otimizacdo da intera¢do com os clientes e a
prestacdo de servicos eficazes (Kumar et al, 2023). Segundo Rahmasari et al. (2024), CRM - Customer
Relationship Management - consiste numa estratégia totalmente centrada no cliente, que gere todas
informacgdes detalhadas de cada consumidor, bem como de todos os pontos de contacto com o0 mesmo, com a
finalidade de maximizar a fidelidade do cliente, promovendo a criacao de relacdes duradouras e coesas entre
empresas e consumidores (Kotler, 2018 cit. in Rahmasari et al., 2024). A sua base assenta num processo de
combinacao de esforcos de marketing relacional, vendas e atendimento ao cliente, de forma a originar valor
para a empresa (Ramaj & Ismaili, 2015 cit. in Rahmasari et al. 2024). O desempenho do CRM é um conceito
fundamental para compreender as necessidades e intera¢cdes dos consumidores, procurando realizar ajustes
que impulsionem a inovagao nos negécios e influenciem as mudangas no comportamento do cliente (Kristinae
etal,, 2023; Mukhtar et al,, 2020; Ramaj & Ismaili, 2015 cit. in Rahmasari et al., 2024).

De acordo com Baran e Galka (2017), definir o conceito de CRM pode ser algo desafiador, devido a sua
aplicabilidade em diversos niveis de relacionamento, abrangendo fornecedores, distribuidores, parceiros e
clientes. Nao obstante, os elementos considerados essenciais do CRM e da gestao de relacionamentos, variam
de acordo com a tipologia de neg6cio em questdo - seja Business to Business (B2B) ou Business to Consumer
(B2C) - e com a dimensao das organizagdes.

Ngelyaratan et al. (2022), defendem que a implementac¢ao, nomeadamente do CRM, pelas organizac¢des, pode
facilitar uma gestao eficaz do relacionamento com os clientes, aumentando as oportunidades de upselling e
crosseling. O custo de aquisicdo de novos clientes, demonstra ser cinco vezes mais caro do que manter a
carteira de clientes atual (Ngelyaratan et al.,, 2022). Clientes fiéis, irdo transmitir a terceiros um feedback
positivo, recomendando-lhes a empresa, produto ou servico em questdo, ressaltando, deste modo, a
importancia estratégica da gestdo de relacionamento com o cliente (Ngelyaratan et al., 2022).

O CRM envolve o uso de tecnologia para entender as necessidades, preferéncias e comportamentos dos
clientes, permitindo as organizacdes oferecer um servico personalizado de qualidade. Como uma ferramenta
de tecnologia, o CRM é um sistema que regista e acompanha todas as interacdes e comunica¢des entre a
empresa e o cliente, recolhendo todo o tipo de informacdes de variadas fontes e canais de contacto,
nomeadamente através de dispositivos mdveis, emails, campanhas de marketing e redes sociais (Ngelyaratan
etal.,, 2022). Todos os dados recolhidos, sdo registados e armazenados no software, que possui a capacidade
de oferecer insights sobre os clientes e potenciais clientes. Além disso, as informagdes obtidas, permitem as
empresas uma compreensdo mais detalhada dos consumidores e respetivos segmentos de mercado,
facilitando a resposta as suas necessidades, de forma mais eficaz (Nepal, 2023).

Na qualidade de estratégia para a gestao do relacionamento com os clientes, o CRM proporciona a automagao
dos processos através de tecnologia, resultando na otimizacao dos lucros dos diversos departamentos e da
organizacdo em si (Nepal, 2023). Trata-se de um software que permite identificar e atrair novos clientes,
nutrindo-os e mantendo-os para eventuais transacdes comerciais, possibilitando, simultaneamente,
compreender de forma mais detalhada as expetativas dos consumidores, alinhadas com os objetivos e missdo
da organizacdo em causa, cujo objetivo se centra em estabelecer relagées duradouras (Ngelyaratan et al,,
2022).

Habitualmente, as ferramentas de gestao de relacionamento com o cliente, sdo utilizadas em departamentos
de marketing, vendas e servicos de apoio ao cliente, ajudando a melhorar as relacdes com os compradores
(Ngelyaratan et al., 2022). Através do seu recurso, as organizacdes, poderao aumentar significativamente as
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taxas de retencdo dos clientes atuais, repercutindo-se, positivamente, nas receitas da empresa (Ngelyaratan
et al, 2022). Ao proporcionar uma visao 3609 dos consumidores, ira auxiliar as equipas responsaveis a
garantir a satisfacdo dos clientes no momento certo, com a mensagem certa, a fim de incentivar a repeticdo
das compras (Ngelyaratan et al., 2022).

As empresas investem principalmente em tecnologia CRM para facilitar a partilha de informag¢des com seus
clientes (Soltani & Navimipour, 2016, cit. in Itani etal.,, 2020) resultando em relacdes de aprendizagem cliente-
vendedor (Zahay & Griffin, 2004 cit. in Itani et al, 2020)). Compreender as necessidades e os seus
comportamentos, torna-se fundamental para que lhes sejam direcionadas as mensagens adequadas
(Ngelyaratan et al.,, 2022). De acordo com Ngelyaratan et al. (2022), a utilizacdo de um CRM permite as
empresas obter diversas informacdes, das mais variadas fontes, permitindo-lhes conhecer bem os seus
consumidores para que lhes seja possivel oferecer aquilo que melhor se adequar, fomentando a fidelidade.

Tal como evidencia McKinsey & Company, uma cultura organizacional centrada no cliente, é considerada mais
do que apenas algo bom e vantajoso, esta a tornar-se uma questdo de sobrevivéncia (Goran et al., 2017, p. 6
cit. in Ivens et al, 2024). A orientacdo das empresas para os seus clientes, bem como a gestdo de
relacionamentos com os mesmos deve ser aplicada tanto a carteira de clientes atuais da organizagao como em
potenciais (Ivens et al., 2024).

Embora tenham sido desenvolvidas diversas definigdes para o CRM, todas elas se encontram relacionadas
entre si, identificando como componentes principais: tecnologia, pessoas, cultura empresarial e
relacionamento e processos, variando cada um consoante o nivel de implementagdo do CRM (Almotairi, 2009).

0 estudo do CRM engloba uma abordagem estratégica e tecnologias destinadas a aperfeicoar a interagdo com
os clientes, através da recolha de dados sobre eles, e posterior analise. Esta abordagem encontra-se
diretamente ligada a criacao de personas, as quais permitem as empresas segmentar e personalizar as suas
estratégias de marketing e gestdo de relacionamentos, tendo como base as necessidades e preferéncias de
cada uma, contribuindo para uma experiéncia mais satisfatéria para o consumidor.

2.2. AUTOMACAO DE MARKETING

No cenario empresarial atual, marcado por multiplas mudancas tecnolégicas, a capacidade das empresas em
criar valor e permanecer competitivas, depende cada vez mais da eficacia no processo de recolha e analise dos
dados (Silva et al, 2023). Vrontis et al. (2012) introduziram o conceito de reflexividade estratégica,
destacando a necessidade de as empresas adotarem mecanismos baseados no conhecimento, de forma a
responderem prontamente as mudang¢as no ambiente de negbcios. Essas mudangas, trouxeram uma
quantidade consideravel de dados disponiveis para as empresas (Silva et al,, 2023). Dentro do contexto de
iniciativas de marketing, tais melhorias conduziram ao aparecimento da automac¢ao de marketing (AM)
(Bucklin et al., 1998; Davenport e Philips, 2016 cit. in Silva et al., 2023).

Segundo Schoepf (2017), a automacgao de marketing surge como uma técnica que personaliza, em larga escala,
para a comunicacdo de uma marca, redes sociais e atividades de vendas, aplicando, para isso tecnologia,
diminuindo o recurso a intervencao humana. Conceito este que surgiu na década de 1960, com o avango da
tecnologia. Desta forma, a automacao de marketing integra diversas tecnologias de marketing, nomeadamente
CRM e email marketing, a fim de desenvolver e implementar processos automatizados, baseados em analise
de dados (Dornberger, 2018).

De acordo com Redding (2015), a automacdo de marketing, tem as suas raizes em softwares que se
desenvolveram a partir de sistemas de email, os quais ofereceram campanhas automatizadas com base no
comportamento dos consumidores, atendendo a determinados segmentos. Esta situacdo resulta numa
eficiéncia consideravel nos processos que, de outra forma, seriam realizados de forma manual,
potencialmente, aumentando o retorno do investimento (ROI) em marketing (Dornberger, 2018). Na sua base,
a automacdo de marketing personaliza detalhadamente as estratégias de marketing, preocupando-se em
adaptar o marketing mix, de forma individualizada, a cada cliente, através do recurso a dados de pesquisa,
contetido das redes sociais e campanhas de email marketing, de forma a rastrear novos utilizadores, os seus
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interesses e expetativas, auxiliando também no seu processo de analise e previsdo (Dornberger, 2018; Todor,
2016).

No ambiente empresarial atual, a capacidade das empresas e dos profissionais de marketing de gerir
eficazmente os dados disponiveis é um fator essencial para conquistar uma vantagem competitiva,
especialmente no contexto digital (Hajdas et al., 2020). Ao adotarem estratégias que integram analise de
marketing e TI (Tecnologia de Informacdo), as empresas conseguem discernir as necessidades dos
consumidores, prever a sua disposicao financeira, identificar os seus canais de preferéncia e os timings ideais
para interagir com eles (Siegel, 2016). A expansao do fluxo de dados impulsiona o desenvolvimento de
ferramentas que facilitam a recolha de insights com base em analises (Sarmaniotis et al., 2013). Portanto, é
essencial que as empresas invistam em tecnologia, e que os profissionais de marketing reavaliem
continuamente a sua relacao com a TI, para garantir uma vantagem competitiva sustentavel (Silva et al., 2023).

Atualmente, a automacdo de marketing, tem sido utilizada para a personalizacao de pregos, comunicagao e
acompanhamento da jornada do consumidor, destacando-se como uma solu¢do com potencial para gerar
receitas e resultados significativos (Duarte e Silva, 2020). Estas tecnologias de marketing combinam recursos
de software, redes e hardware, facilitando a entrada, processamento e saida de informacdes e conteddos
relacionados ao marketing e aos negdcios (Silva et al., 2023).

O uso de automacgdes de marketing proporciona diversas vantagens as empresas, maioritariamente uma
concec¢do mais eficiente dos processos e uma maior qualidade dos dados de contacto (Zumstein et al., 2023).
Ao automatizar processos repetitivos do departamento de marketing de uma empresa, a automacao de
marketing liberta recursos e tempo (Salesforce, 2024a). Para além disso, oferece insights valiosos para os
profissionais conhecerem melhor o seu publico-alvo, permitindo-lhes criar campanhas mais direcionadas e
personalizadas (Salesforce, 2024a).

Entre os diversos beneficios, a automag¢do de marketing pode ajudar empresas a: (1) disponibilizar tempo
para concentrar na estratégia; (2) obter uma imagem detalhada e verdadeira do comportamento de potenciais
clientes; (3) personalizar o Acompanhamento; (4) lancar campanhas de marketing mais abrangentes; (5)
priorizar leads; (6) melhorar o ROI de marketing; (7) prever investimentos futuros com mais precisdo
(Salesforce, 2024a).

2.3. SALESFORCE

Fundada em Sdo Francisco em 1999 por Marc Benioff, ex-executivo da Oracle, a Salesforce revolucionou o
mercado com o seu software de CRM baseado na cloud, projetado para simplificar e potencializar as operagdes
comerciais (Salesforce, 2023b). Com a sua abordagem baseada na cloud, as solu¢des avan¢adas de CRM da
Salesforce estdo disponiveis para qualquer tipo de empresa - grande ou pequena - independentemente da sua
dimensao, eliminando, assim, a necessidade de investimentos avultados em infraestruturas ou despesas
iniciais (Sehgal et al., 2020). A sua reputagdo no setor é notavel, devido a sua capacidade de integracdo com
diversos ecossistemas empresariais e aos seus recursos avancados de gestao de relacionamento com o cliente
(Tienken et al.,, 2023 cit. in Kaliuta, 2024). Por se tratar de uma solucdo bastante completa, transcende o facto
de se tratar de uma simples plataforma tecnolégica, uma vez que oferece automacao para uma variedade de
funcdes, desde vendas e suporte ao cliente até marketing e analise empresarial (Kaliuta, 2024).

Reconhecida como o principal sistema de gestdo de relacionamento com o cliente no mundo, a Salesforce
apresenta uma interface simplificada, ndo exigindo especialistas de TI para serem configurados todos os seus
aplicativos (Publication Sneha, 2018). Assim, basta que os utilizadores efetuem o login para se conectarem
com os clientes de forma totalmente inovadora (Publication Sneha, 2018). Quando se trata de revolucionar as
operacoes de venda, a Salesforce destaca-se das demais, de forma incomparavel (Kaliuta, 2024).

Através desta ferramenta, as empresas podem expandir a sua carteira de clientes, fechar mais negécios e
fortalecer o relacionamento com os mesmos (Salesforce, 2023b). Com a jun¢do de dados das mais variadas
fontes, a Salesforce consegue proporcionar uma visao 3602 dos clientes, permitindo que os profissionais de
vendas, marketing e servicos, consigam atuar de forma coordenada e eficiente. A integracdo da inteligéncia
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artificial em toda a plataforma, melhora a produtividade, possibilitando, ainda, a oferta de experiéncias
personalizadas aos clientes (Salesforce, 2023b).

Nos dias de hoje, as empresas dependem de solucdes avancadas de CRM para impulsionar a eficiéncia
operacional, aumentar a produtividade e potenciar o lucro (Mahlamaki et al., 2020). A plataforma Salesforce,
amplamente reconhecida, oferece uma variedade de servigos essenciais, incluindo: automacgao de marketing,
analise empresarial, atendimento ao cliente, automatizacao de vendas, entre outros (Mahlamaki et al., 2020).

Segundo Silva (2022), com a sua visdo abrangente e integrada, considerando ambos os mercados - B2C e B2B
- a Salesforce proporciona uma perspetiva completa de cada cliente, consolidando informac¢des de todo o
pipeline de vendas, atendimento, marketing, entre outras. Esta metodologia unificada permite as empresas
compreender, com mais detalhe, as necessidades e preferéncias dos seus clientes, proporcionando-lhes, numa
fase posterior, experiéncias personalizadas e eficazes (Silva, 2022).

Costa (2019) e Scalefocus (2022), destacam: Sales Cloud, Service Cloud, Marketing Cloud, IoT Cloud,
Community Cloud, Commerce Cloud e Analytics Cloud, como as sete clouds da Salesforce que impulsionam o
sucesso de qualquer empresa, procurando individualmente dar resposta a uma area especifica das operacdes
empresariais.

A Salesforce oferece ainda uma ampla gama de servigos, incluindo a App Cloud, Work.com, Data.com,
Desk.com, Configuracdes, AppExchange e Do.com, as quais proporcionam acesso a dados de qualidade,
facilitam o desenvolvimento de aplicagdes personalizadas e promovem a colaboragao entre equipas e projetos
(Publication Sneha, 2018). Tratam-se, assim, de servicos fundamentais para qualquer empresa,
independentemente da sua dimensao, permitindo uma gestao eficaz do desempenho dos funcionarios e a
personalizacdo das solugdes Salesforce para atender as necessidades especificas de cada neg6cio (Publication
Sneha, 2018)

Além disso, a Salesforce introduziu uma revolugdo nos negécios, através do Einstein, uma poderosa
ferramenta de Inteligéncia Artificial que ao integrar-se com os dados dos clientes, o Einstein permite que as
empresas recorram a esses dados para proporcionar experiéncias personalizadas e preditivas (Salesforce,
2024c). Com o Einstein, as empresas podem incorporar inteligéncia artificial em diversos fluxos de trabalho,
departamentos e setores, proporcionando assisténcia inteligente em toda a organizacao (Salesforce, 2024c).
Neste sentido, o Einstein pode auxiliar as diversas equipas, nomeadamente vendas, marketing e atendimento
ao cliente, permitindo prever o comportamento dos clientes, antecipando as suas necessidades. Esta
abordagem personalizada de IA impulsiona o sucesso das empresas, proporcionando suporte inteligente a
todos os setores da organizacao.

Assim, o Einstein, com a sua Inteligéncia Artificial generativa, ajuda as empresas a aumentar a sua
produtividade, automatizando tarefas manuais e aprimorando a personalizacdo de conteddo. Ao manter a
confianga dos clientes e garantir a seguranca dos seus dados, o Einstein constréi relacionamentos sélidos e
duradouros, fundamentais para o sucesso dos negdcios no mundo digital atual (Salesforce, 2024c).

2.4. SALES FORCE MARKETING CLOUD

Face a notoriedade que o Marketing Cloud tem demonstrado, nos ultimos anos em grandes empresas de
software empresarial, este conceito destaca-se como sendo uma plataforma digital composta por uma série
de ferramentas, de modo a auxiliar as empresas na gestdo das suas estratégias de marketing, através de
diversos canais (Salesforce, 2024d). Esta plataforma, permite que as empresas criem, automatizem e
personalizem campanhas de marketing recorrendo a diferentes meios, nomeadamente email marketing, social
media marketing, mobile marketing, publicidade online e automacgao de marketing (Salesforce, 2024d). Tal
como afirmam Gavrilovi¢ e Maksimovi¢ (2019), o Marketing Cloud permite aos profissionais de marketing
transmitir aos clientes certos, a oferta adequada no momento mais oportuno, através do canal mais
apropriado.

Entre os seus principais recursos, destaca-se a integracdo de perfis de clientes, a rapida segmentacdo de
publicos-alvo, a criagdo de contetido personalizado, a gestdo eficiente de campanhas, andlises detalhadas e a
defini¢cdo da estrutura da jornada do cliente (Salesforce, 2024d). Além disso, trata-se de uma plataforma que
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se integra perfeitamente com o Salesforce CRM, através do Data Cloud, permitindo a sincronizacdo de dados
para uma visdo completa e unificada das interagcdes com os clientes (Salesforce, 2024d). Desta forma, o
Marketing Cloud fornece as empresas todas as ferramentas que elas precisam para nutrir relacionamentos
duradouros com os seus clientes, proporcionar-lhes experiéncias personalizadas e obter resultados de
marketing mais eficazes.

3. CONSIDERACOES FINAIS

A capacidade que uma empresa tem em proporcionar valor aos seus clientes, é a base fundamental da sua
existéncia, independentemente de se tratar de bens ou servigos, produtos finais ou componentes de produgao,
e dos contextos B2B ou B2C (Kumar & Reinartz, 2016). E precisamente quando a empresa consegue agregar
valor aos clientes que pode extrair valor deles (Kumar & Reinartz, 2016). Nao é surpresa nenhuma que grande
parte das empresas, mais conceituadas, incluam na sua missdo o compromisso com a cria¢do de valor para os
clientes (Kumar & Reinartz, 2016).

Nos ultimos anos, com o constante avanco tecnoldgico, tem-se sentido uma profunda transformacdo nas
empresas e na forma como estas se relacionam com os seus clientes(Itani et al., 2020). Com a propagacado dos
dispositivos digitais e o crescimento das redes sociais, os consumidores estdo mais conectados e informados
do que nunca (Smith, 2024). Este cendrio de hiperconectividade gerou uma mudanga significativa nas
expetativas dos consumidores, que procuram experiéncias personalizadas em todos os aspetos da sua
interacdo com as marcas (Kumar & Reinartz, 2016).

As empresas estao cada vez mais cientes da importancia em adotar abordagens centradas no cliente e investir
em tecnologias que lhes permitam conhecer melhor os seus clientes, antecipar as suas necessidades e oferecer
experiéncias Unicas em todos os pontos de contacto (Udo-Imeh, 2015). A crescente concorréncia e a
diminuicao da fidelizacdo dos clientes, moldou a necessidade de implementar novas ferramentas para ajudar
as empresas a conquistar e fidelizar clientes, fornecendo-lhes os produtos/servigos adequados e
personalizados (Almotairi, 2009).

E nesse contexto que plataformas como o Salesforce CRM e o Salesforce Marketing Cloud ganham destaque,
oferecendo as empresas as ferramentas e insights necessarios para criar relacionamentos significativos e
duradouros com os seus clientes (Nepal, 2023). Ao integrar dados, analises e automacgdes, estas plataformas
capacitam as empresas a personalizar as suas interagdes com os clientes, proporcionando experiéncias
relevantes e impactantes que impulsionem de imediato a satisfacdo, a lealdade e o crescimento dos negdcios
(Almotairi, 2009). A personalizacdo tornou-se uma expetativa essencial dos consumidores na era digital, e as
empresas que ndo conseguirem dar resposta a esta questdo, correm o risco de perder clientes para a
concorréncia (Rahmasari et al., 2024).

O Salesforce CRM, reconhecido pela sua eficacia na gestdo de relacionamentos com clientes, desempenha um
papel fundamental ao reunir e organizar os dados dos clientes (Thakkar & Rajaan, 2020). Ao unificar
informacdes sobre acdes passadas, preferéncias e histérico de compras, o CRM oferece as empresas uma visao
abrangente e holistica de todo o seu leque de clientes (Thakkar & Rajaan, 2020). Esta visdo abrangente,
permite as empresas personalizar as suas intera¢des com os clientes, adaptando as suas abordagens de
vendas, de acordo com as necessidades e preferéncias individuais de cada um (Salesforce, 2024e). Além disso,
o Salesforce CRM facilita a colaboracao entre as equipas de vendas, marketing e atendimento ao cliente,
garantindo uma experiéncia integrada para os clientes em todos os pontos de contato (Buttle & Maklan, 2019).
Com recursos avang¢ados de analise de dados, o CRM também oferece insights que ajudam as empresas a
entender melhor o comportamento dos clientes e a identificar oportunidades de crescimento e melhoria
(Brown & White, 2019).

Por sua vez, o Salesforce Marketing Cloud surge como uma ferramenta indispensavel para a criacao e execu¢do
de campanhas de marketing, segmentadas e personalizadas. Através da integra¢do dos dados provenientes do
CRM, o Marketing Cloud habilita as empresas a alcancar os clientes certos, no momento certo, com a
mensagem certa (Gavrilovi¢ & Maksimovi¢, 2019). Adicionalmente, trata-se de uma das plataformas mais
conhecidas no mercado, tendo em conta que permite automatizar tarefas e processos através do Journey
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Builder (LOBA.bx, 2021). O Salesforce Marketing Cloud permite também rastrear todas as interacdes dos
clientes, desde o momento em que se inscrevem para receber newsletters até efetuar uma compra ou mesmo
0 acompanhamento de pds-compra, a fim de melhorar estratégias e campanhas, para um publico mais
especifico, para, desta forma aumentar os valores do ROI (Return of investment) (LOBA.bx, 2021).

O destaque do Salesforce CRM e do Salesforce Marketing Cloud, ultrapassa as fronteiras dos departamentos
de marketing e vendas, permeando todos os setores de uma organizacao, afetando positivamente o seu
funcionamento global. Ambas as plataformas capacitam as empresas a oferecer experiéncias tinicas aos seus
clientes e fornecem informacdes cruciais para influenciar as decisdes estratégicas em todos os niveis da
empresa. Com a exploracdo de todo o potencial dessas solucdes integradas, as empresas podem impulsionar
o crescimento dos negdcios, aumentar a eficiéncia operacional e manter uma vantagem competitiva
significativa, num mercado em constante evolugao.

Empresas como a LFitness, Gato Preto, Sumol+Compal, Seaside, Phive, TMG - Teatro Municipal da Guarda e
Ecotravel sao alguns dos exemplos concretos de sucesso na utilizacdo destas plataformas. A LFitness
personaliza recomendacgdes de treinos e ofertas com base no histérico dos clientes, aumentando a fidelidade.
A Gato Preto utiliza o CRM e o Marketing Cloud para enviar comunicacoes segmentadas que refletem os
interesses individuais dos clientes, resultando num niimero maior de conversdes de vendas. A Sumol+Compal
integra operacdes de marketing e vendas para oferecer campanhas mais alinhadas com o comportamento do
consumidor. A Seaside utiliza ambas as ferramentas para manter um contato continuo e relevante com seus
clientes, fortalecendo a marca. A Phive cria experiéncias mais envolventes para os seus membros. A Ecotravel
recorre as plataformas para oferecer pacotes de viagens personalizados, melhorando a experiéncia do cliente
e aumentando a sua satisfacdo, enquanto o TMG promove eventos culturais de forma eficaz, aumentando o
engagement do publico. A adogdo estratégica destas plataformas transforma a relacdo com o cliente,
proporcionando, igualmente, vantagens competitivas, comprovadas por alguns dos casos de sucesso
mencionados.
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Abstract

In recent years, digital technologies have significantly reshaped the economy and society, impacting all sectors of activity and the
daily lives of Europeans. The digitalization of the European economy has compelled entities across the board to adapt their internal
processes to address emerging needs. This paper explores how European SMEs can leverage recent advancements in Large
Language Models (LLMs) or Generative Pre-trained Transformers (GPT), such as ChatGPT, GEMINI, or other tools of Artificial
Intelligence (Al), to achieve this objective, considering their constraints in terms of human and financial resources compared to
larger enterprises. Our focus is on PRINTRIA, a small Portuguese company that utilized these resources to overcome internal skill
shortages and execute system migrations without external reliance. The findings highlight the practical steps taken, the benefits
realized, and the challenges faced by PRINTRIA, demonstrating the potential of Al tools in supporting SMEs. Furthermore, the study
concludes that investing in digital skills and leveraging Al technologies can significantly enhance operational resilience, efficiency,
and competitive advantage for SMEs.

Keywords: Digital transition/transformation; Small and medium-sized enterprises; Artificial intelligence; ChatGPT; PRINTRIA
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1. INTRODUCTION

In today’s rapidly evolving digital era, the integration of modern technologies into the European economy is
crucial for organizations striving to remain competitive and relevant. The pervasive impact of digitalization is
transforming all sectors, reshaping traditional business models, and necessitating changes in internal
operations to meet emerging demands. Small and Medium Enterprises (SMEs) in Europe face the dual
challenge of leveraging technology to drive growth while managing limited human and financial resources
compared to larger corporations. This paper examines how European SMEs can address these challenges
through the use of advanced technologies such as Large Language Models (LLMs) and Generative Pre-trained
Transformers (GPT), exemplified by ChatGPT and GEMINI. These tools are the result of substantial
investments that have accelerated advancements in artificial intelligence, leading to the development of
robust applications (Brown et al,, 2020; OpenAl et al., 2023). Specifically, these technologies can mitigate
resource limitations by "complementing the lack of human labor" (European Central Bank, 2023).

We focus on PRINTRIA, a small Portuguese company, to demonstrate how these technologies can compensate
for resource limitations and facilitate seamless system transitions without relying on external assistance. As
some authors have theorized, “we anticipate that LLMs will serve as virtual teaching assistants in broader
contexts” (Tu et al., 2023). By analyzing PRINTRIA’s experiences, we aim to highlight how LLM and GPT
technologies can help SMEs adapt and succeed in a digital environment. This study provides practical
strategies and insights from real-world applications, offering valuable information for policymakers, industry
stakeholders, and SME leaders about the critical role of technological innovation in fostering sustainable
growth and competitiveness among European SMEs.

This paper is structured as follows: after this introduction, a literature review of the main concepts and context
supporting the adoption of advanced Al technologies in European SMEs is presented. Next, it describes the
innovative approaches to digital transformation and system migrations in the case study of PRINTRIA,
including both the benefits and challenges encountered. The paper concludes with final considerations.

2. LITERATURE REVIEW
2.1. IMPORTANCE OF SMEs IN THE EUROPEAN ECONOMY

Small and medium-sized enterprises (SMEs) have a considerable impact on economic growth and employment
globally (Prasanna et al., 2019). Within the service sector, SMEs play a particularly critical role, as they provide
a wide range of essential services to individuals and businesses. They are also essential to ensuring both
economic growth and social cohesion in Europe. Moreover, SMEs in the service sector are critical drivers of
innovation in Europe. SMEs are often at the forefront of new developments in the service sector, developing
new products and services, and creating new business models (Cui, 2023). In Portugal, throughout 2022, SMEs
employed 78.5 percent (3,523,806) of active workers (4,487,322), generated 60.1 percent (259,056 thousand
euros of the total 430,888 thousand euros in 2021), and 57.1 percent of national turnover. They were also
responsible for 54.2 percent (84,400 thousand euros) of gross value added (GVA). Instituto Nacional de
Estatitca (INE,2023) indicates that the average size of companies in Portugal is very small: each SME employs
an average of 2.5 workers (and 631 workers in large companies). The characteristics of SMEs allow them to
supply individualized products and act as a supporting fabric for large companies since most of these larger
companies rely on subcontracting smaller firms to carry out services or operations that, if done in-house,
would result in higher costs (Estrela, 2016). With a relatively low average number of employees, it is
challenging for Portuguese SMEs, and likely for European ones as well.

2.2, DIGITAL TRANSITION/DIGITAL TRANSFORMATION

With a relatively low average number of employees, it is challenging for Portuguese SMEs, and likely for
European ones as well, to cultivate the necessary computer skills in-house to manage the digital
transition/transformation effectively. This transition often involves upgrading hardware to accommodate
the growing volume of data and the increasing complexity of computerized processes that have evolved over
the years. The European Commission (2020) stated, “Data is the lifeblood of economic development: it is the
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basis for many new products and services, driving productivity and resource efficiency gains across all
sectors of the economy, allowing for more personalized products and services and enabling better
policymaking and upgrading government services. It is an essential resource for start-ups and small and
medium-sized enterprises (SMEs) in developing products and services.” Managing large volumes of data and
transforming it into useful information, as well as detecting anomalies in digital transition processes, are
critical levers for accelerating decision-making.

However, the complexity of hardware migration and its potential to disrupt ongoing operations can be
daunting for company managers. This anxiety is particularly acute because such updates often coincide with
critical operational periods, such as year-end, a time when companies are also committed to crucial tasks
like inventory management.

Matt and colleagues (2015) stated, "Digital transformation is a continuous and complex undertaking that can
substantially shape a company and its operations. Therefore, it is important to assign adequate and clear
responsibilities for the definition and implementation of a digital transformation strategy."

3. THE PRINTRIA CASE
3.1. THE COMPANY’S PROFILE

PRINTRIA - EQUIPAMENTOS e SOLUCOES, LDA. is a commercial and services company that started its activity
on the 7th of September 2009, located in Arada-Ovar, Aveiro District, Portugal. The company operates under
the Portuguese sector of activity code, (CAE) 47781 - "Retail sale of machinery and other office material in
specialized shops", with is today head office at Av. 16 de Maio, lote 6, 3880-102 Ovar. It is a limited liability
company with a social capital of 11,250 euros and is currently composed of 3 partners and 11 employees. Its
main activity is that of an official dealer of the Xerox brand, promoting the sale and rental of copying and
printing equipment, in a Business-to-Business (B2B) environment, associating each new installation with a
service contract, which is subsequently managed periodically. Additionally, it promotes the sale of office
consumables, such as paper and other stationery. Currently, the invoicing of the services it provides results
from the management of approximately 1,000 technical assistance contracts, representing 60% of turnover.
The remaining 40% comes from direct sales of equipment and other consumables.

3.2. THE CHALLENGE: HARDWARE AND SOFTWARE UPGRADES TO MANAGE DATA GROWTH

The company's invoicing process, as outlined by the author of this study, relies on an internal infrastructure
utilizing two independent servers, each maintaining separate databases. These servers communicate with
each other to process the amounts invoiced to customers and to issue invoices. The invoicing process, which
generates the highest volume of documents, commences on the first working day of each month. However,
there is a necessity to issue documents daily, thereby requiring the system to be operational at all times.

One of the servers, containing data since 2014, was already experiencing processing difficulties as reported
by users, while the other server had reached its storage capacity. Consequently, the migration of these servers
became imperative and had to be completed in the initial working days of 2024 to avoid compromising the
company's viability.

Since the company's inception in 2009, the maintenance and updating of its internal systems have been
managed by one of the executives, who lacks formal computer training. This arrangement was necessitated
by the company's limited financial resources in its early years and in recent times, the need to maintain the
confidentiality of information, and the absence of a partnership with another organization for this purpose.

While the acquisition of hardware and installation of used software could be conducted in advance without
significant constraints, the migration of database data had to be executed only after the last business day of
the year, once operations had ceased, to ensure no information was lost. Although the billing software
remained unchanged, the version in use had been updated over the years. During the migration, it was
discovered that this version contained different tables and database fields compared to the new version. This

-125 -



ICI EMC . N.o. 5, 2024, X-XX
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36844

discrepancy necessitated direct manipulation of the database, requiring skills that were not available within
the company and would take considerable time to develop—time which the company did not have.

3.3. THE SOLUTION: USE OF Al TOOLS

Artificial Intelligence (AI) has significantly impacted organizations, societies, and individuals. It offers
systematic capabilities of reasoning based on inputs and learning from differences between expected and
actual outcomes, enabling it to predict and adapt to changes in its ecosystems and stimuli received from its
external environment (Dwivedi et al., 2023).

In the case of PRINTRIA, the detected incompatibility required IT skills that neither the manager nor any other
team member possessed. The timing of the migration, coinciding with the end and beginning of the year,
further complicated efforts to secure external support to address these issues. As a solution, the company
leveraged ChatGPT technology to articulate the specific requirements and obtain the necessary code snippets
to adapt the old database tables to the new ones. Below is an example of an instruction obtained from one of
the Al tools consulted, which provided guidance that ensured the integrity and update of all the required fields.
This example is illustrated in Figure 1. (see Figure 1).

="UPDATE customer SET TaxablePersonType = '" & C2 & "' WHERE partyid = " & A2 & ";"

Figure 1. Example of instruction to manipulate data in database.

Source: From the author's archive

Field by field, the various fields of the tables from one server were successfully adapted to the other server
using these tools alone. This approach eliminated the need for external support, enabling the migration to
proceed without delays and ensuring that the company's operations and viability remained unaffected,
“workers and workplace Al augment each other’s strengths”. The successful migration demonstrated the
potential of Al tools like ChatGPT in addressing complex technical challenges without the need for specialized
IT personnel. By providing accurate and context-specific code snippets, these Al tools can bridge the skill gap
often found in SMEs, allowing them to implement critical technological updates independently. Moreover, this
experience underscored the importance of investing in Al literacy and training within the organization.
Employees who can effectively interact with Al tools and interpret their outputs can significantly enhance the
company's ability to respond to technological demands and improve operational efficiency, but “workers still
need a combination of technical, human and conceptual skills, for example, to understand Al system outputs”
(Zirar et al,, 2023). This capability is particularly crucial for SMEs, which may lack the financial resources to
hire external consultants or dedicated IT staff.

4. CONCLUSIONS

While large companies have the resources to secure assistance and consultancy at various stages of their
digital transformation journey, the same is not true for most SMEs. From the case of PRINTRIA, we can
conclude that SMEs can utilize Al tools as reliable assistants, available 24/7, to support the digital
transformation of their internal processes and business operations (Gupta, 2024). These tools can also assist
in resolving any anomalies that arise during these processes. As Roumeliotis and Tselikas (2023) noted in
their study, ChatGPT technology can enhance customer service across various sectors by providing more
effective and personalized responses. In this context, Al serves the manager's daily needs and potentially other
management areas, as the same authors suggested.

However, despite the impressive advancements in Al tools, the presence of experienced experts remains
essential, as highlighted by Al Zaabi et al. (2023), because Al is not free from errors or limitations (Kurian et
al, 2023). In contrast to the negative aspects identified by many authors regarding business management,
plagiarism is not a concern. Instead, best practices should be emulated with appropriate adjustments to fit
each entity's specific context, facilitating decision-making, cost-effectiveness, and business expansion (Pujari
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et al,, 2024). As Szilagyi and Téth (2024) asserted, GPT and other large language models have significant
potential to promote economic growth and competitiveness.

Reflecting on PRINTRIA’s experience, the adoption of Al tools not only addressed immediate technical
challenges but also underscored the critical need for developing in-house competencies. The ability to
leverage Al technologies for system migrations without external dependency provided substantial operational
resilience and efficiency gains. This case demonstrates that investing in digital skills is paramount for SMEs to
fully realize the benefits of digital transformation, ultimately enhancing their competitive edge in the market.

The daily advances in Al technologies reaffirm, in our opinion, the perspective of Bharadwaj and colleagues
(2013): "the time is right to shift our thinking about IT, not as a functional-level response, but as a fundamental
driver of business value creation and capture.”

As emphasized by Acemoglu and Restrepo (2019), "artificial intelligence is set to influence every aspect of our
lives". However, as Brynjolfsson and McAfee (2016) point out, "artificial intelligence might bring with it some
troubles, but fundamentally, the development of thinking machines is an incredibly positive one."
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Resumo

0 uso de técnicas de marketing digital no campo de estudo da religido € um fendmeno recente. Ele reflete a mudanca na forma como
as pessoas interagem com a religido e consomem contetido religioso no ambiente digital. As instituicdes religiosas e os lideres
religiosos, adaptando-se as novas preferéncias de comunicacdo e consumo de contetido, reconhecem na internet o potencial para
transmitir a sua mensagem, usando também as redes sociais para alcangar e envolver os seus seguidores. Este trabalho tem como
objetivo analisar as estratégias de marketing religioso utilizadas pela Igreja Catdlica no Facebook para atrair e manter fiéis. A analise
recai sobre as contas oficiais do Santuario de Fatima (Portugal) e o Santuario de Lourdes (Franc¢a) na rede social Facebook. A revisdo
da literatura nesta tematica mostra que existem, ainda, poucos estudos sobre o marketing religioso no ambiente digital, e em
especifico nas redes sociais. Deste modo, este estudo pretende preencher essa lacuna e alargar o debate sobre o tema de forma
empirica. Os resultados indicam que a criacdo de contetido nas redes sociais é uma forma da Igreja se conectar com os seus publicos
e manter a tradicdo crista e catolica presente na vida e na sociedade. As redes sociais fazem o acompanhamento didrio da vida de
cada santuario, além de convidar a participacdo em celebragdes, em iniciativas de reflexdo e de formacao.

Palavras-passe: Marketing religioso; Redes sociais; Santuario de Fatima; Santuario de Lourdes; Facebook.

Abstract

The use of digital marketing techniques in the field of religious studies is a recent phenomenon. It reflects the change in the way
people interact with religion and consume religious content in the digital environment. Religious institutions and religious leaders,
adapting to new communication and content consumption preferences, recognize the potential of the internet to transmit their
message, also using social networks to reach and engage their followers. This study aims to analyze the religious marketing
strategies used by the Catholic Church on Facebook to attract and retain the faithful. The analysis focuses on the official accounts of
the Sanctuary of Fatima (Portugal) and the Sanctuary of Lourdes (France) on the Facebook social network. The literature review on
this topic shows that there are still few studies on religious marketing in the digital environment, and specifically on social networks.
In this way, this study intends to fill this gap and broaden the debate on the topic in an empirical way.

The results indicate that the creation of online content on social networks is a way for the Church to connect with its audiences and
keep the Christian and Catholic tradition present in life and society. Social networks follow the daily life of each sanctuary, in addition
to inviting participation in celebrations, reflection and training initiatives.

Keywords: Religious marketing; Social media; Sanctuary of Fatima; Sanctuary of Lourdes; Facebook.
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1. INTRODUCAO

A religido é uma dimensao intrinseca que confere significado a existéncia humana, um aspeto significativo do
quotidiano em praticamente todas as sociedades (Taylor & Chatters, 2010). A intensidade do compromisso
religioso, que se refere ao grau em que um individuo pratica e internaliza as crencas de sua religido, também
pode influenciar o comportamento do consumidor. Individuos com alto compromisso religioso podem ser
mais propensos a procurar marcas e produtos que estejam alinhados com seus valores religiosos (Alserhan et
al.,, 2014).

A religiosidade, por sua vez, refere-se ao grau em que um individuo internaliza e pratica crencas e valores
religiosos especificos. Estudos demonstram que a religiosidade pode estar associada a diversos
comportamentos e atitudes, como maior confian¢a na marca e capital reputacional (Kumar et al., 2022),
crengas emancipativas deprimidas (Welzel & Inglehart, 2009), maior sensibilidade ética (Waller & Fam, 2000)
e compromisso com a sustentabilidade (Singh et al., 2021; Zakari & Toplak, 2021).

Os santuarios emergem como polos de atracdo, designados por “hierdpolis” - locais de convergéncia de
peregrinos (Rosendahl, 2002). Sdo centros de religiosidade popular, congregadores de fé, crenca e
peregrinacdo; transformaram-se num “espaco dentro do qual desenrolam-se praticas de deslocamento e
consumo que acopladas a forma como a religido se apresenta, fabrica-se um novo tipo de arranjo social”.”
(Silveira, 2004, p.7). A perspetiva de uma “vida eterna” (e etérea) ja nao serve mais de consolo para a maioria
das pessoas, que querem encontrar respostas para suas apreensdes no aqui e agora (Bauman, 2005).

A diversidade de opg¢des religiosas impulsiona as organizacdes religiosas a dirigirem-se aos fiéis de forma mais
direta. Neste sentido, as novas religides, cristds ou nao, muitas vezes denominadas “seitas”, tém recorrido a
técnicas e estratégias de marketing para atrair fiéis insatisfeitos de outras religides (Filho, 1994; 2007).

A presenca online tornou-se acessivel a qualquer um, através de um blog, site ou conta numa rede social. Neste
contexto, as redes sociais ampliam, de algum modo, o templo. A presenca da Igreja nas redes sociais é
entendida como uma extensdo da presenca fisica. As pessoas que seguem as instituicées e tém contato com
conteudo religioso tendem a partilha-lo, numa espécie de “evangelizacdo”, disseminando esse e-contetido para
que possa alcancar outros e, quica, converté-los. Estamos diante de uma Igreja em rede - “networked church”
a que alude Spadaro (2013, p.75).

Este artigo tem como objetivo explorar as redes sociais na comunica¢do da Igreja, com foco particular nos
santudrios marianos de Fatima e Lourdes e a sua comunicacdo através da rede social Facebook.

Atendendo ao objetivo de investigacdo, o artigo esta estruturado em quatro sec¢des principais. A primeira
secdo consiste na introdu¢do. Na segunda secdo, de enquadramento teédrico, é realizada uma revisdo de
literatura. A terceira secc¢do é dedicada a analise de caso, objeto de investigacao e a quarta e ultima sec¢ao, diz
respeito a conclusao.

2. REVISAO DA LITERATURA
2.1. SECULARIZACAO, COMUNICACAO E RELAGCAOQ

A comunicacdo organizacional da Igreja é estratégica, realcando o modo como a instituicao se apresenta e se
promove online. O marketing direciona a organizagao para a sua missao: “permitir a aproximacao de pessoas
e de toda a sociedade de Deus, potenciando a satisfacdo das necessidades espirituais; o que implica uma
atencao ao bem-estar do homem e da sociedade em geral” (Abreu, 2004, p.4).

Esta necessidade de proximidade com os fiéis nas redes sociais, foi apontada por Bento XVI (2013, s.p.), a
propésito do Twitter: “Cada vez mais parte do préprio tecido da sociedade”, as redes sociais digitais geram
“uma nova agora, de uma praca publica e aberta [..] e podem ainda ganhar vida novas relacées e formas de
comunidade” (2013, s.p.). Ja para Francisco (2014, s.p), “as redes da comunicagdo humana atingiram
progressos sem precedentes. Particularmente a internet pode oferecer maiores possibilidades de encontro e
de solidariedade entre todos; e isto € uma coisa boa, ¢ um dom de Deus”.
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Embora a internet tenha se tornado um meio de evangelizacdo, ndo é suposto substituir a interacdo presencial
dos fiéis na Igreja. “O aparecimento de novas praticas, novos lugares sagrados ou redes de territorios sagrados,
favoreceu a emergéncia de novas formas de interacdo e de integracdo em comunidade, tendo as novas
tecnologias de informacdo e comunicacdo contribuido para esta mudanga, também em Portugal, de uma forma
significativa” (Franca, 2019).

No entanto, "ndo podemos ser de tal maneira apaixonados pela tecnologia que deixemos de nos comportar
como é expectavel que ainda nos comportemos, de olhos nos olhos no contacto pessoal. O Facebook ndo pode
substituir o face-to-face", adverte Campos (2012).

O risco de uma fé gnéstica, vivida em streaming e sem contatos reais, no periodo da pandemia, é notério.
“Estamos todos comunicados, mas nao juntos, espiritualmente juntos”. "Ndo é aigreja” porque falta a dimensao
da comunidade e do contacto fisico com a divindade (Francisco, 2020, s.p). Campbell (2013) cunhou o termo
“religido digital” para descrever a pratica e a expressao religiosa online. No estudo relativo aos media sociais
nos EUA, a investigadora real¢a que, no periodo da pandemia, os lideres religiosos e eclesiasticos efetuaram

transmissoes online e partilharam contetidos em maior quantidade que anteriormente.

Na “religido digital”, ha o risco de alienag¢do, de manipulacao, de perda de valores de transmissao e perpetuacao,
de esvaziamento de relacdes e de isolamento. Porventura, podera culminar na auséncia de pertenca a uma
comunidade muito concreta e fisica (Neto, 2017).

Neste campo, “a Igreja Catolica, propde a sua incorporacdo nas praticas e experiéncia de fé, balancando entre
uma perspetiva otimista da utilidade das redes virtuais e da propagacdo do territério de fluxos e das
comunidades religiosas extraterritoriais e uma perspetiva menos otimista face a primeira, da necessidade de
reforco do poder dos lugares sagrados e das relagcdes presenciais “face a face” numa comunidade fisica” (Franca
etal, 2019, p.116).

Ao contrario do que preconizava Nietzshe, no ambiente online, Deus ndo estara morto. Mas vivo nos “espacos
sagrados” existentes na Rede. O ambiente digital é uma forma de habitar o mundo, e “emergem em rede ndo
s6 as pessoas e 0s contetildos, mas também as relacdes. Mudou o proéprio significado da palavra comunicac3o:
comunicar nao significa mais transmitir, mas partilhar” (Spadaro,2013, p. 93).

Alguns académicos (Arora & Sanni, 2019) referem que as redes sociais sdo um mercado importante para a
partilha entre organizacdes e o publico-alvo e entre os membros entre si. A transmissao unidireccional dos
modelos de comunicacgao tradicionais, da lugar a uma comunicacdo bidirecional.

Estamos diante de modelos de comunicacdo nos quais as audiéncias exercem influéncia por meio de
envolvimento ativo e participacdo direta, em contraste com os tradicionais modelos de comunicacdo
unidirecionais (Santos, 2006).

As redes sociais tém um impacto significativo na experiéncia religiosa ao nivel da interatividade e expressao
de fé. A internet tornou-se uma ferramenta importante para as praticas religiosas. Em Portugal,72% utilizam
a internet para fins religiosos e, nas atividades online mais comuns, destaca-se a navegacdo em paginas de
internet religiosas, a utilizacao de redes sociais (Facebook, Twitter) e de aplicativos méveis (Franca et al,
2019). Consultar blogs religiosos e ouvir podcasts sao incluidos no conjunto de atividades tdo importantes
quanto as atividades religiosas tradicionais, como ler livros religiosos e assistir a programas de televisdo
religiosos (Franca et al, 2019).

Para evitar que as redes sociais sejam “ocasido para a distra¢do e a evasao da vida fraterna”, o Vaticano (2018,
s.p.) publicou um documento onde exorta as religiosas (vida contemplativa, feminina) a usarem as redes
sociais com “sobriedade e critério”. Em 2023, o Dicastério para a Comunicacao lancou um documento sobre a
presenca dos catolicos nas redes sociais, assumindo que “temos de reconstruir os espacos digitais, para que
se tornem ambientes mais humanos e saudaveis”.
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2.2 FE, RELIGIAO E MARCAS

O marketing tem desempenhado um papel cada vez mais significativo na relagdo da Igreja com o publico, na
satisfacdo das necessidades e desejos dos fiéis. Abreu (2004) sublinha que as trocas ndo envolvem custos
monetarios, pois a base do cristianismo é o sacrificio, o fiel que se doa em favor dos outros buscando esse
produto intangivel (salvacao). O marketing religioso assume assim um valor de troca voluntaria entre ambas
as partes, com beneficios sociais para todos: a organizacdo (Igreja Catdlica) e os “clientes” (fiéis).

Para Shawchuck et al. (1992), o objetivo das religides é transformar as pessoas e as suas vidas: as trocas
implicam relagdes transformacionais e ndo apenas transaccionais. A “recompensa” das organizacdes reside em
concretizar a sua missao (salvagdo da alma) e aumentar o nimero de fiéis, tal como a sua notoriedade.

Carvalho et al. (2015) fazem uma analogia, considerando que é possivel comparar uma empresa com a Igreja,
onde Cristianismo equivale a marca, religido ao produto e o fiel ao consumidor. No mercado do intangivel, os
santudrios disponibilizam servigos (Eucaristia, terco, confissdes), atividades (conferéncias, concertos), bens
(velas, livros, artigos religiosos, paramentos), e oferecem ideais (mensagem especifica, fé).

Os fiéis, consumidores do religioso, fazem ofertas, cumprem promessas, adquirem artigos religiosos, como
forma de satisfacao pelo produto, e em agradecimento por uma graca entregam algo (dinheiro, flores ou ouro,
por exemplo). Adotam ideais e comportamentos, isto é, estilos de vida, condizentes com a mensagem recebida.

“Os peregrinos satisfazem as suas necessidades religiosas e espirituais, obtém beneficios sociais e
psicolégicos” (Abreu, 2005, p. 77). Esta satisfacdo do consumidor traduz-se na re-compra e lealdade: o
regresso, outras vezes, ao santuario e fidelidade!(emigrantes vdo a FAtima, no més de agosto, por exemplo).

o«

Ja em relacao aos seguidores nas redes sociais, as acoes de “gostar”, “partilhar” e “comentar” no Facebook sao
formas de participacao ou até mesmo um canal de comunica¢do com o divino. A a¢do de colocar um “gosto”
representa uma forma de aprovagdo, concordancia, elogio ou admiracao pela publicagdo, sem necessariamente
implicar um grande comprometimento com o conteddo publicado. No entanto, essa expressdo revela os
interesses, opinides sobre o tema discutido, a perspetiva de mundo e as crencgas do utilizador (Recuero, 2014).

E crucial avaliar até que ponto e em que sentido os comportamentos no ambito religioso estio agora mediados
pela tela global e omnipresente, interface permanente entre o individuo e a realidade, simbolizada pela
presenca constante do smartphone (Lipovetsky & Serroy, 2010). E se o risco de maior isolamento é consistente
com o que Lipovetsky (2004) denominou como tempos hipermodernos, bem como confundir conexdo com
comunhdo e pensar que Deus e o sagrado estao “ao alcance de um clique” (Franca et al, 2019).

O papel da fé, religido, e espiritualidade na sociedade contemporanea tem sido objeto de interesse crescente,
ndo apenas nos circulos académicos, mas também no mundo dos negécios e do marketing. Lindstrom (2009,
p.89-102) apresenta uma analise sobre a relacdo entre fé, religido, marcas e espiritualidade, destacando a
profunda interconexao entre esses elementos, com base na experiéncia religiosa de 15 religiosas da Ordem
Carmelita. O autor observa que, no que diz respeito a religido e fé, varias regides do cérebro funcionam
simultaneamente de forma integrada e interligada, ressaltando a complexidade dessa relacao. A investigacdo
conclui que o sentimento de um cliente fiel de uma marca é comparavel ao envolvimento emocional de fiéis
em relacdo a religido.

Einstein (2008) descreve a transformacao da religido, introduzindo o conceito de “marcas de fé”. A fé é, cada
vez mais, vista como um produto a ser consumido, com igrejas e lideres religiosos competindo pela atencao e
fidelidade dos fiéis. Trata-se de produtos e servigos religiosos que servem para os distinguir de outros no
mercado religioso e ajudam os consumidores a estabelecer uma ligacdo pessoal com o produto. As marcas de
fé enfrentam diversos desafios, como escandalos, conflitos internos e a crescente secularizacao da sociedade.

1 Fidelidade é a disposicdo do cliente em continuar a comprar a uma empresa devido a incentivos tangiveis, como precos
baixos ou beneficios exclusivos. Lealdade é a disposicdo do cliente em continuar a fazer negécios com uma empresa
devido a uma conexdo emocional e psicoldgica com a marca.

-132-


https://www.ihu.unisinos.br/sobre-o-ihu/172-noticias/noticias-2012/515381-religiao-e-internet-microalteracoes-e-evolucoes-da-fe
https://www.ihu.unisinos.br/sobre-o-ihu/172-noticias/noticias-2012/515381-religiao-e-internet-microalteracoes-e-evolucoes-da-fe

ICIEMC No. 51 2024, 129-1.38
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36712

3. ANALISE DE CASO: SANTUARIO DE FATIMA E SANTUARIO DE LOURDES
A presente investigacdo diz respeito a analise do Facebook do Santuario de Fatima e do Santuario de Lourdes.

O estudo de caso envolve o uso do Facebook? do Santuario de Fatima (Portugal) e do Santudrio de Lourdes
(Franca) cujas apari¢des e mensagens sao mais semelhantes e préximas.

Lourdes tem semelhancas geograficas e culturais com Fatima. A génese do santuario tem relagdo com a
hierofania mariana manifestada em 1858, 59 anos antes de Fatima, tendo a aparigdo mencionada, muita
afinidade com a narrada em Fatima: os centros de peregrinacdo tiveram origem em datas relativamente
préximas e inseridos entre os principais centros catoélicos de peregrinacao do continente europeu.

O Santuario de Lourdes (Franca) atrai anualmente 3 milhdes de peregrinos por ano e o grande dia é 11 de
Fevereiro, data da primeira apari¢ao. O aparecimento de Nossa Senhora a Bernadette Soubirous, uma jovem
de 14 anos, tornou-se num icone da fé catélica3. Em Fatima, vive-se a primeira aparicao (13 de maio de 1917)
num ciclo de apari¢cdes na Cova da Iria a trés pastorinhos: Lucia, Jacinta e Francisco.

Ha aspetos em comum nestes dois acontecimentos: uma visdo sobrenatural, a apari¢do a criangas/jovens, uma
mensagem de Paz, apelo da devocdo ao Imaculado Coracdo de Maria, bem como a atracdo de grandes
multiddes.

Em Lourdes, a jovem Bernadette teve uma aparicao de Nossa Senhora, com quem conversou, assim como Lucia,
em Fatima. Em ambos os casos houve pessoas que viram episoédios que poderiamos caracterizar como
miraculosos - o sol a bailar no céu (Fatima) ou uma fonte de agua limpida a aparecer onde se supunha que
antes ndo existia nenhuma (Lourdes). A ligacdo entre ambas inclui pedidos de oracgdo e sacrificios bem como
a edificacdo de uma capela. Em Fatima é conhecido um segredo com trés partes. Em Lourdes, a vidente é uma,
mas recebeu “trés segredos”. Curiosamente, no caso de Fatima, a primeira imagem da ‘Senhora de branco’ foi
representada com semelhancas com Nossa Senhora de Lourdes.

4. METODOLOGIA

Considerando a importancia que as redes sociais apresentam e a necessidade que estas tém de aplicar as
melhores agdes, de forma a tirar o maior partido, foram analisadas publicacées de 1 a 15 de fevereiro de 2024
nas respetivas paginas das contas oficiais do Facebook.

Os resultados da pesquisa sdo apresentados em conexdo com cada uma das perguntas de pesquisa: Com que
frequéncia os santuarios publicam no Facebook? Que tipo de contetido é publicado nas redes sociais? Qual o
envolvimento dos seguidores com o conteddo publicado?

A pesquisa utiliza uma metodologia qualitativa, utilizando uma abordagem exploratéria para estabelecer uma
estrutura que analisa o envolvimento no Facebook, a partir de duas marcas religiosas: Santuario de Fatima e
Santuario de Lourdes.

O objetivo principal foi o de examinar como os utilizadores interagem com os conteddos publicados nas
respetivas contas. A selecao destas duas marcas foi motivada por se tratar de um nicho de mercado pouco
explorado no marketing: o religioso.

A estrutura utilizada neste estudo resulta da adaptacdo dos estudos de Vries et al. (2012) e engloba os
seguintes componentes: data, indicando a data de publicacdo; contetido, tipo de contetido apresentado na
publicacdo; formato, a contagem de “gostos” obtidos pela publicacdo; o nimero de comentarios bem como o
numero de partilhas. Além disso, foi analisada a taxa de envolvimento e o nivel de interagdo. Para avaliar o tipo
de conteddo de cada publicacdo, foi utilizado o indice delineado por Eriksson, Sjoberg, Rosenbroijer e
Fagerstrgm (2019).

2 0 Facebook foi criado em 4 de fevereiro de 2004. Permite aos seus utilizadores criar perfis com informacdo pessoal,
interesses, fotos, tornarem-se “amigos” de outros utilizadores, escrever nos seus “murais”, comentar partilhas, participar
em discussdes e “gostar” de marcas (Smith, Fischer, e Yongjian, 2012).
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5. DIscussAo E RESULTADOS

Na pagina de Facebook, o Santuario de Fatima possui maior nimero de seguidores (mais 200 mil que Lourdes),
mas menor nimero de gostos, de partilhas e de comentarios, comparativamente ao seu congénere em analise.
O santudrio francés coloca as transmissdes da Unica Eucaristia diaria, em francés, bem como da recita¢do do
Rosario (em francés, inglés, italiano e espanhol) no Facebook, o que granjeia elevada interagdo do mundo
catdlico.

H4 uma maior concentracdo de seguidores com idades entre 30 e 70 anos, com predominancia de mulheres.
Os seguidores sao um publico de fiéis, catélicos, uma comunidade mundial, sendo que as transmissdes em
espanhol geram maior audiéncia e interagdo (no Santudario de Lourdes).

A partir do Santuario de Fatima, as publica¢des sdo, sobretudo, informativas com link para o site, mas também
promove atividades, eventos ou cultos nas publicagdes de Facebook. E também um exemplo de santuario que
usa o canal do Facebook para promover o seu podcast e o site (publicando parte de uma noticia que linka para
o site). Como amostra, foram analisadas as publicacdes nos dois santuarios (11 fev); bem como um dia antes
em Lourdes (10 fev) e um dia depois (12 fev) em Fatima.

A taxa de engagement relativa ao Santuario de Lourdes é boa (acima dos 1% em média) enquanto a do
Santudrio de Fatima é baixa, numa das melhores interagdes, a publicacdo ficou abaixo dos 0,6% de taxa de
engagement (ver tabela 1).

Tabela 1 - Taxa de engagement dos santuarios na rede social Facebook

Taxa de engagement

Data Tipo de publicacéo Santuario de Lourdes |Santuario de Fatima |Tipo de publicacao
10/fev|transmissao da procisséo pelas ruas 0,93%
11/fev|post c/foto sobre dia grande da pergrinacéo 1,79% 0,06% post c/link de soundcloud e foto
12/fev 0,59% post c/foto a anunciar Semana dos pastorinhos

Fonte: Elaboracio prépria

Uma andlise aprofundada sugere a diversificagdo de conteido, de modo a explorar diferentes formatos de
conteuido, como videos ao vivo, stories, noticias da vida do Santuario, enriquecendo a experiéncia dos
seguidores. Por outro lado, sugere-se uma maior interagdo com o publico, em diferentes idiomas: a pagina
poderia responder mais aos comentarios e mensagens dos seguidores nos seus idiomas nativos.

Fatores como contetido, formato e nivel de interacdo, influenciam o nivel de interacdo com as publicacdes. Apds
a andlise destas publicac¢des, é possivel visualizar conteddos informativos, devocionais, promocionais. Em
termos de formato, existem publicacdes de imagem (fotografia), video e dudio (podcast).

6. CONCLUSOES

A principal descoberta é de que os santuarios ndo aproveitam extensivamente as oportunidades de
comunicacdo bidirecional oferecidas pelas plataformas, mas usam principalmente os seus canais de redes
sociais para promover atividades da igreja ou disseminar conteiido, sem, no entanto, haver didlogo
(semelhante a Hodgl, 2021, na sua analise a utilizacdo dos media sociais por parte das igrejas cristas na
Noruega).

As Igrejas deveriam interagir com os paroquianos, motivando-os a publicar imagens ou partilhar a sua opiniao
com base em perguntas como "onde vé graca no seu bairro?" ou "como pensa que Deus vé o mundo?" (Crowley,
2015).

Se uma organizac¢do ndo da relevancia a partilha, a participacdo e a comunhao nao esta a explorar o potencial
dialégico e interativo das novas plataformas de media. A selecdo da plataforma de media tem impacto na
mensagem veiculada (o meio é a mensagem - McLuhan, 2007), pelo que a Igreja deve ponderar sobre quais
meios de comunicag¢do sdo mais adequados para alcancar os seus objetivos de comunicagao.
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Ao desafio inicialmente colocado de analise, percebeu-se que os santuarios comunicam diariamente com os
seus seguidores publicando contetido diariamente (ver figura 1). O ndmero de publicacdes é variavel, tal como
a interacdo.

Facebook - 01 a 15 de fevereiro 2024

M Santudrio Fatima W Santudrio Lourdes

Gostos Comentdrios Partilhas
Santudrio Lourdes 417.517 229.515 30.405,4
Santuario Fatima 74.544 9.228 3.544

Figura 1 - Interacdo dos santuarios na rede social Facebook

Fonte: Elaboracio prépria

E pertinente debater como uma teoria de marketing, como o modelo AISAS (Attention, Interest, Search, Action,
and Share - Atencdo, Interesse, Desejo, Acdo, Partilha) pode ser relevante no contexto de comunicacdo
eclesiastica. No contexto da Igreja Catolica, este modelo pode ser adaptado para envolver e orientar os fiéis
através da sua jornada espiritual. Uma possivel interpretacao é a Igreja atrair a aten¢do das pessoas de diversas
formas, (arquitetura, musica sacra, celebracoes, concertos). O interesse é transformado em desejo através da
comunhdo com a comunidade, a participagdo na Eucaristia e a aspiracdo de viver de acordo com os
ensinamentos. O desejo é convertido em acdo quando os fiéis se comprometem a viver a fé no dia a dia,
participando nas atividades da Igreja, vivendo os sacramentos. A a¢cdo também pode tomar a forma de
evangelizacdo, onde os fiéis partilham a sua fé com outros, ndo s6 na vida, mas também na partilha de
publicacdes nas redes sociais.

7. LIMITACOES AO ESTUDO E INVESTIGACAO FUTURA

O conteudo analisado neste estudo foi limitado a publica¢des disponiveis publicamente. Isso significa que ndo
é possivel determinar com precisdo quais foram as motiva¢des por trds da escolha das estratégias de
comunicacdo utilizadas. Para um conhecimento mais aprofundado, pesquisas futuras deveriam envolver
entrevistas de modo a entender seus objetivos e estratégias de comunicacao.

No periodo analisado, os diretos de celebracdes como terco das 18h30 e das 21h30, ou Eucaristia das 11h,
transmitidas no site em direto (www.fatima.pt), e também no Facebook, ndo permanecem no histérico do feed
desta conta (https://www.facebook.com/SantuarioFatima). Na conta do Santuario de Lourdes
(https://www.facebook.com/sanctuairedelourdes), escasseiam publicagdes com informacgdes noticiosas de
visitas e celebragdes/peregrinacdes que ali acorrem.

Nao foi possivel perceber a interacao com os seguidores (em resposta aos seus comentarios) e desse modo, o
envolvimento da audiéncia especifica, ou a percecao do relacionamento mais profundo e duradouro com os
seguidores.

As conclusdes deste estudo ndo podem ser generalizadas pois a analise centrou-se num ndmero limitado de
publicacdes, pelo que pesquisas num periodo mais amplo e diversificado de santuarios seriam necessarias
para verificar se os resultados se aplicam a um contexto mais geral. A medida que novas formas de uso religioso

-135 -


https://www.facebook.com/SantuarioFatima
https://www.facebook.com/sanctuairedelourdes

ICIEMC No. 51 2024, 129-1.38
Universidade de Aveiro

. ISSN: 2184-9102
Proceedlngs 10.34624/iciemc.v0i5.36712

da internet surgem, mais estudos serdo necessarios para abordar o impacto dessas tecnologias na cultura e
crenga religiosas (Campbell, 2021).

Apesar das limitacoes, este estudo oferece uma valiosa contribuicdo para a compreensdo das estratégias de
comunicacdo utilizadas pelos santuarios de Fatima e de Lourdes nas redes sociais.
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Resumen

Evaluar el desempefio de las empresas internacionalizadas es fundamental para identificar su (in)éxito en los procesos de
internacionalizacién, mas aun en las Pequefias y Medianas Empresas (PYMES), ya que sus recursos (ya sean humanos, financieros
o tecnoldgicos) son escasos en comparacion con los de las empresas multinacionales, por lo que evaluar las inversiones se convierte
en algo fundamental para comprobar si los recursos se estan canalizando de forma correcta. La identificacion de los indicadores de
rendimiento esenciales para esta evaluacion es uno de los procesos mas complejos dada la falta de consenso en la literatura sobre
este tema. Asi, el objetivo principal de este articulo es identificar y comprender las distintas formas de medir el desempefio de las
empresas internacionalizadas, con especial atenciéon a las PYME, contribuyendo a la referenciaciéon y esquematizaciéon de los
indicadores de rendimiento mas utilizados en los estudios sobre la internacionalizacién de las empresas. A partir de la revisién de
la literatura existente y mas relevante sobre el tema, el estudio realizado comprende en su esencia un enfoque tendencialmente
descriptivo y analitico y propone un cuadro integrador de todos los indicadores de desempefio encontrados en la literatura,
haciendo una reflexion sobre su evolucion. Este estudio contribuye a clarificar la literatura de marketing internacional y facilita a
los directivos su tarea de identificar varios indicadores posibles para utilizar en la evaluacién del rendimiento de la
internacionalizacién y los que mejor se ajustan a su realidad empresarial. Este trabajo se limita tinicamente a identificar los
indicadores de rendimiento, sin asociarlos a los modos de entrada o a las etapas de los procesos de internacionalizacién.

Palabras clave: Marketing internacional, internacionalizacion, indicadores de desempefio, PYME, desempefio exportador.

Abstract

Assessing the performance of internationalized companies is essential to identify their success or failure in internationalization
processes, especially in Small and Medium Enterprises (SMEs), as their resources (whether human, financial, or technological) are
limited compared to multinational corporations. Therefore, evaluating investments becomes crucial to ensure that resources are
being allocated correctly. Identifying the essential performance indicators for this assessment is one of the most complex processes
due to the lack of consensus in the literature on this topic. The central purpose of this article is to identify and understand the
various ways of measuring the performance of internationalized companies, with special attention to SMEs, contributing to the
referencing and schematization of the most commonly used performance indicators in studies on companies' internationalization.
Based on a review of the existing literature most relevant to this topic, the study conducted comprises essentially a descriptive and
analytical approach and proposes an integrative table of all performance indicators found in the literature, reflecting on their
evolution. This study clarifies the international marketing literature and facilitates managers in identifying various indicators for
assessing internationalization performance and those that best fit their business reality. This work is limited to identifying
performance indicators without associating them with entry modes or stages of internationalization processes.

Keywords: International Marketing, Internationalization, Performance Indicators, SMEs, Export Performance.
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Resumo

Avaliar o desempenho de empresas internacionalizadas é fundamental para identificar o (in)sucesso das mesmas em processos de
internacionalizacdo, mais ainda em Pequenas e Médias empresas (PME), uma vez que os seus recursos (sejam eles humanos,
financeiros, tecnoldgicos) sdo escassos face as multinacionais, pelo que avaliar os investimentos torna-se fundamental de forma a
verificar se os recursos estdo a ser encaminhados de forma correta. Identificar os indicadores de desempenho essenciais para esta
avaliacdo é um dos processos mais complexos dada a falta de consenso existente na literatura sobre esta tematica. Desta forma, o
propoésito central deste artigo é identificar e compreender as varias formas de medicdo do desempenho das empresas
internacionalizadas, com especial atengdo das PME, contribuindo para a referenciacio e esquematiza¢io dos indicadores de
desempenho mais utilizados nos estudos sobre a internacionalizacdo das empresas. Com base na revisdo da literatura existente e
de maior relevancia nesta tematica, o estudo realizado compreende na sua esséncia uma abordagem tendencialmente descritiva e
analitica e propde uma tabela integrativa de todos os indicadores de desempenho encontrados na literatura, fazendo uma reflexdo
sobre a evolucdo dos mesmos. Este estudo contribui para uma clarificagido da literatura de marketing internacional e facilita os
gestores na sua tarefa de identificagdo de diversos indicadores possiveis de utilizacio na avaliacdo da performance de
internacionalizacio e aqueles que melhor se encaixam na sua realidade empresarial. Este trabalho limita-se apenas a identificar os
indicadores de desempenho, sem os associar a modos de entrada ou fases de processos de internacionalizagio.

Keywords: Marketing Internacional, Internacionalizagio, Indicadores de Desempenho, PME, Desempenho exportador.
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1. INTRODUCCION

La globalizacién de la economia ha conseguido que la internacionalizacién sea una de las estrategias mas
importantes para innimeras empresas que buscan una oportunidad para lograr un mayor crecimiento (Luo
etal., 2005; Sapienza et al.,, 2006; Xie et al,, 2009; Kim & Aguilera, 2015). Para muchas empresas, los cambios
que se han producido desde los afios 80 han introducido una nueva forma de ver los mercados, lo que les
obligd a acelerar la entrada en los mercados internacionales con adaptaciones de las estrategias utilizadas
hasta entonces (Verdier & Prange, 2010).

La proliferacion de tratados internacionales, la mejora de las telecomunicaciones y sistemas de informacidn,
asf como la creaciéon de comunidades econdémicas, propiciaron el desarrollo de un clima internacional que
favoreci6é el intercambio comercial entre paises. Esta aproximacion entre paises es cada vez mayor,
reduciendo el mundo a una aldea global, un nuevo paradigma que implica un cambio significativo y progresivo
en el entorno empresarial. Las barreras al comercio y a la inversiéon han desaparecido progresivamente,
abriendo nuevos mercados a las empresas, especialmente a las pequefias y medianas empresas (pymes) e
intensificando la competencia en los respectivos mercados internacionales. Ademas, la pandemia de Covid-19
y el reciente conflicto entre Rusia y Ucrania han intensificado la nocién de "aldea global”, en la que los
problemas de un pais se reflejan en la cadena de suministros de otros paises, intensificando la (in)comodidad
internacional en el intercambio de bienes de consumo.

Naturalmente, las empresas, y en particular las pymes, que no plantean participar en actividades de negocio
internacionales limitan fuertemente su potencial de crecimiento y su supervivencia econémica. De hecho, cada
vez es mas dificil para las empresas evitar la influencia de la internacionalizacién, de la globalizacién de los
mercados mundiales y del crecimiento de los nuevos mercados emergentes y, a medida que se intensifica la
competencia en los mercados mundiales, disminuye el nimero de empresas que operan Unicamente en el
mercado nacional (Cateora & Graham, 2009; Rissanen et al., 2020; Gerschewski et al., 2020). Este cambio de
paradigma econémico es especialmente importante para la economia europea, cuyo tejido empresarial esta
intensamente dominado por las pymes (99%) (Adina-Simona, 2013; Eurostat, 2022).

La internacionalizacién no puede considerarse como una parte independiente de la empresa o como una
estrategia de repliegue en tiempos de reduccién de la demanda interna. Al contrario, la estrategia de desarrollo
internacional debe estar presente plenamente en las pymes como parte fundamental de la estrategia
empresarial a largo plazo. Para un niimero creciente de empresas, estar presente internacionalmente ya no es
un lujo sino una necesidad para su supervivencia econdémica, ya que los mercados nacionales estan saturados
(Paul, 2020). Los cambios econdémicos, politicos y sociales afectan a las practicas empresariales en todo el
mundo, por lo que las empresas deben examinar constantemente su forma de hacer negocios y ser lo
suficientemente flexibles como para reaccionar rapidamente a los cambios de las tendencias mundiales para
ser competitivas (Cateora & Graham, 2009; David & Cariou, 2014; Paul & Rosado-Serrano, 2019; Gerschewski
etal., 2020; Paul, 2020; Ruzekova, Kittova, & Steinhauser, 2020).

En un contexto de globalizacién, el impacto de la internacionalizacion en el rendimiento de las empresas ha
aumentado la atencién de investigadores y profesionales (Casado-Belmonte et al., 2020; Pangarkar, 2008;
Ribau et al, 2017a, 2017b, 2018; Xie et al., 2009). Los estudios empiricos en el campo de los negocios
internacionales enlazan estrategia, finanzas y marketing (Christophe & Lee, 2005; Cort et al., 2007; Mariotti &
Piscitello, 2001; Ribau et al., 2018). Los resultados han demostrado que las empresas implantadas en las
economias mas desarrolladas obtienen ventajas de propiedad como resultado de su superioridad tecnolégica
y su tamafio (Oviatt & McDougall, 2005; Pla-Barber & Escriba-Esteve, 2006). Por otro lado, el patréon de
internacionalizacién de las empresas en las economias emergentes es diferente debido a la diferencia de los
recursos y su aprovechamiento (Casado-Belmonte et al,, 2020; Mockaitis et al., 2006; Zhou et al., 2007).
También se ha comprobado que la mayoria de los estudios sobre el rendimiento de las empresas tienden a
centrarse en la rentabilidad de las mismas, dejando de lado otros aspectos (subjetivos) relevantes (Francis &
Collins-Dodd, 2004; Pattnaik & Elango, 2009; Xie et al., 2009). Aunque existe una gran variedad de estudios
sobre la internacionalizacién en la literatura, sigue siendo necesario entender el impacto de la
internacionalizacion en el rendimiento de las empresas (Casado-Belmonte et al., 2020; Ribau et al,, 2018; Paul,
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2020). Ademas, la comprensidén de los indicadores de rendimiento se convierte en algo fundamental en los
procesos de toma de decisiones de los directivos para entender la directriz de la empresa, si esta en la senda
del logro de los objetivos, y (re)establecer decisiones estratégicas para la mejora de la competitividad y la
cuota de mercado de la empresa (Pirlog & Balint, 2016; Mahmudova & Kovacs, 2018). Entre las medidas de
rendimiento existentes, identificar qué medir es un reto para las pymes (Adina-Simona, 2013).

En este sentido, este articulo tiene como objetivo dejar visible los distintos indicadores para medir el
rendimiento de las empresas, con especial atencion las pymes internacionalizadas, a través de una revision de
la bibliografia considerada relevante. El objetivo de este estudio es identificar las distintas formas de medir el
rendimiento internacional de las pymes que estan vigentes en la literatura, haciendo un analisis de la
evolucion histérica de las medidas de rendimiento mas utilizadas. El presente trabajo es meramente analitico,
contribuyendo a una mejor comprensién del tema analizado, reforzando el vacio existente en la literatura
cuando se combina el rendimiento con la internacionalizacién de las empresas.

Con base en este objetivo, de la estructura adoptada despunta en un enfoque teérico, resultado de una revisién
de la literatura de marketing internacional y una metodologia centrada esencialmente en una revisién de la
literatura sobre la internacionalizacién y el rendimiento de las empresas, con el fin de proponer un cuadro
integrador con los indicadores de rendimiento de las exportaciones encontrados en la literatura,
identificAndolos como medidas objetivas y medidas subjetivas, haciendo una reflexiéon sobre su evolucion.
Este articulo contribuye asi a clarificar la literatura sobre este tema y facilita a los directivos su tarea de
identificar los mejores indicadores para evaluar su desempefio en materia de internacionalizacién y los que
mejor se ajustan a su realidad empresarial. Este trabajo se limita inicamente a identificar los indicadores de
desempefio en una seleccién de articulos trayendo a discusidn las diversas configuraciones teéricas que
identificamos en la literatura analizada y que ha sido utilizada para entender la relacién entre la
internacionalizacion y el desempefio de las pymes, sin asociarla a los modos de entrada o a las etapas de los
procesos de internacionalizacidn.

Este articulo se divide en cuatro partes. Después de la introduccion, hay una revision de la literatura sobre el
tema de la internacionalizacién y el rendimiento, seguida de la propuesta del cuadro integrador de los
indicadores de rendimiento de las empresas. El articulo termina con las conclusiones y las limitaciones y
futuras investigaciones.

2. REVISION DE LA LITERATURA
2.1. INTERNACIONALIZACION Y DESEMPENO

Para las empresas, la internacionalizacion es entendida como un instrumento para aumentar su rentabilidad,
una perspectiva implicita en casi todas las teorias sobre la internacionalizacién de las empresas. De hecho, es
desde la perspectiva del aumento del rendimiento que las empresas pretenden acceder a los mercados
internacionales como recurso vital a nuevos mercados (Oesterle et al., 2008). También puede considerarse
incluso como una respuesta reactiva a un desempefio menos adecuado en el mercado nacional (Jones y
Nummela, 2008), aunque todavia hay pocos estudios que demuestren una relacion positiva entre los distintos
modos de entrada en los mercados internacionales y el rendimiento de las pymes (Aspelund y Moen, 2005;
Casado-Belmonte et al., 2020; Paul, 2020).

En un estudio que incorpora el nivel de aspiracion de desempefio o la "teoria de la retroalimentacién del
rendimiento”, con origen en la teoria del comportamiento de la empresa (que contribuye a los estudios sobre
las motivaciones para la internacionalizacién, segtin Jones y Nummela (2008)), Wennberg y Holmquist (2008)
sugieren que el bajo desempefio en el mercado nacional (doméstico) puede ser un fuerte motivo para
internacionalizarse (aunque los resultados del rendimiento, cuando estdn vinculados a los negocios
internacionales, suelen ser inciertos, incluso mas que en los negocios realizados en el mercado nacional), lo
que refuerza la vision de Jones y Coviello (2005) de la internacionalizacién como un proceso flexible y reactivo
alos cambios en el mercado y en las condiciones internas de la empresa.

En este sentido, es comuinmente aceptado en la literatura de marketing internacional que la
internacionalizacion, desde una perspectiva externa, tiene un impacto positivo en el desempefio de muchas
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empresas, y esta relaciéon no es tan clara en las PYME debido principalmente a sus limitaciones internas y de
recursos para competir en los mercados internacionales (Pangarkar, 2008; Paul, 2020).

Sin embargo, Aaby y Slater (1989), Zou y Stan (1998), Ruigrok y Wagner (2003), Oesterle et al. (2008), Chen
et al. (2016) y Sousa et al. (2018) afirman que la relacién entre la internacionalizacién y el desempefio ha
desencadenado una amplia investigacion interdisciplinar, en la que los investigadores han intentado
demostrar empiricamente el argumento tedrico de que la expansién internacional representa el requisito
previo para el éxito financiero de las empresas. Para estos autores, los resultados han sido inconsistentes e
incluso contradictorios. Mas, aun hoy en dia, no hay consenso en la literatura sobre la relacién positiva entre
la internacionalizacion y el desempefio de las pymes; es mas, todavia no se ha demostrado en la literatura qué
tipo de estrategias deben definir las pymes para su éxito internacional (Paul, 2020; Ribau et al., 2018).

Papadopoulos y Martin (2010) afirman que existe la percepcién entre varios investigadores de que operar
internacionalmente es sinébnimo de importantes beneficios en el desempefio, por lo que se ha aceptado la
internacionalizacién como el principal motor de la expansién empresarial. La expansién internacional se
considera un medio para alcanzar un fin, mas que un fin en si mismo, y la relacién entre la internacionalizaciéon
y el rendimiento es una cuestién critica tanto para los gestores como para las entidades publicas,
convirtiéndose en un tema que ha conseguido una importante atencién por parte de los investigadores, que
tratan de estudiar los posibles vinculos entre la internacionalizacion y el desempefio.

A pesar de este enfoque en estos dos conceptos clave, esta area sigue siendo limitada en cuanto a
conocimientos, tanto tedricos como empiricos, y no proporciona una explicacion suficiente de los resultados
diferenciales del rendimiento internacional, en términos de crecimiento y supervivencia (Oesterle et al., 2008;
Paul, 2020; Sapienza et al., 2006; Zahra, 2005). De hecho, los profesionales que se ocupan del desarrollo
internacional de las empresas, los antecedentes de los resultados y sus dimensiones internacionales, es decir,
los resultados de las exportaciones, han tenido poca informacion (Katsikeas et al., 2000).

En la literatura de marketing internacional se identifican varias brechas de conocimiento en esta area. En la
teoria de la internacionalizacién basada en la escuela de Uppsala, a pesar de ser la mas citada en el contexto
de la internacionalizacién de las empresas (Ribau et al., 2018), la relacidn entre los principales constructos ha
recibido poca atencién empirica, siendo frecuente la verificaciéon empirica indirecta.

La internacionalizacién analizada como un proceso, que tiene lugar a lo largo del tiempo, se ha enriquecido
con varios modelos, entre los que destaca la teoria de Uppsala (Prange y Verdier, 2010), centrada en el proceso
de internacionalizacién incremental, por la que sugiere que las empresas eligen los mercados de forma
secuencial en funcién de su proximidad percibida, es decir, un bajo grado de distancia psiquica (Child et al,
2009; Prange y Verdier, 2010), lo que les ayuda a controlar los elevados riesgos de la internacionalizacién y a
acumular conocimiento experiencial como base para entrar en otros mercados (Etmad, 2004).

Sin embargo, los mercados en constante cambio exigen a las empresas una entrada estratégica mas acelerada
en los mercados internacionales, no garantizada por el modelo incremental (Prange y Verdier, 2010; Paul et
al,, 2019), asf como una mayor flexibilidad (Paul et al., 2017; Paul et al,, 2019; Paul y Rosado-Serrano, 2019).
En este sentido, las empresas han ignorado las limitaciones de las anteriores restricciones a la
internacionalizaciéon y se lanzan al mundo con una rapida capacidad de internacionalizaciéon (Knight y
Cavusgil, 1996; Rennie, 1993; Prange y Verdier, 2010; Casado-Belmonte et al., 2020).

Hasta mediados de los afios noventa, los resultados de las exportaciones solian medirse con un Unico tipo de
indicador. Sin embargo, el rendimiento es un constructo multidimensional, resultante de elementos
econdmico-financieros y componentes estratégicos, dos dimensiones con las que la mayoria de los
investigadores parecen estar de acuerdo. En este sentido, la investigacion no sé6lo debe utilizar la
conceptualizacion y operacionalizacién multidimensional, sino también investigar la interrelacién entre las
dos dimensiones del rendimiento de las exportaciones, ya que muchos investigadores reconocen que la
mayoria de los estudios en esta area son descriptivos y carecen de apoyo teoérico (Katsikeas et al., 2000;
Wheeler et al,, 2008; Ribau et al,, 2017a, 2017b; Casado-Belmonte et al., 2020). La comprensién del impacto
de la expansién internacional de las empresas en sus resultados no esta clara.
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Sin embargo, es necesario distinguir entre los resultados globales, o corporativos, y los resultados de las
exportaciones. El rendimiento global se refiere al resultado total de toda la actividad de la empresa, incluyendo
el mercado nacional y el mercado internacional, mientras que el rendimiento de exportacion se refiere al
resultado de la actividad de la empresa sdlo en los mercados de exportacion, y ambos constructos se refieren
a una dimensioén econdémica (indicadores financieros) y a una dimension estratégica (medida a través de la
consecucion de los objetivos de la empresa). Esta diferencia plantea dudas a la hora de analizar los estudios
que intentan relacionar la internacionalizacién con el desempeiio.

En cuanto al término internacionalizacion, se ha utilizado erréneamente en algunos estudios alternando entre
"nivel" (grado de vinculaciéon de la empresa con el mercado exterior en términos de intensidad de las
exportaciones, desarrollo internacional, entre otros factores, es decir, grado o intensidad de
internacionalizacién de la empresa en un periodo de tiempo determinado) y/o "etapa" (punto en el que se
puede clasificar a la empresa en el modelo de etapas) de internacionalizacién. Este término no ha sido
cuidadosamente definido, aunque conlleva matices de significado que afectan a su interpretacién. Para
garantizar una comprension coherente, este término clave debe definirse correctamente (Papadopoulos y
Martin, 2010).

2.2. DESEMPENO EXPORTADOR DE LAS EMPRESAS

El desempefio es un indicador indispensable para que cualquier empresa analice su nivel de cumplimiento de
objetivos, ya sea en el mercado nacional o en los mercados internacionales. En la literatura de marketing
internacional existen diferentes formas de definir desempefio, no sélo conceptualmente, sino también
operativamente. Como afirman Bonoma y Clark (1988), quiza ningdn otro concepto en la breve historia del
marketing se haya resistido tanto a la conceptualizacidn, la definicién y la aplicacion. Hay varios factores que
apoyan el uso del enfoque subjetivo del rendimiento, ya que su enfoque objetivo puede plantear varios
problemas (Venkatraman y Ramanujam, 1986). Como indica Styles (1998), siempre que la muestra se extraiga
de una poblaciéon heterogénea de empresas exportadoras, los investigadores y los directivos de estas
empresas son los que suelen establecer los niveles de desempefio.

Otro problema encontrado es el enfoque financiero (como los beneficios, el retorno de la inversion, el flujo de
caja), que puede plantear problemas de comparaciéon debido a las diferentes practicas contables adoptadas
por las distintas empresas, aunque la normalizacién contable parece haber intentado resolver esta cuestion.
El tercer problema practico esta relacionado con la obtencién de datos financieros fiables y reales sobre los
resultados de exportacion de la empresa, ya que los directivos de los mercados internacionales pueden no
responder abiertamente sobre los valores absolutos, lo que distorsiona los resultados y dificulta el papel del
investigador en el acceso a la informacién (Katsikeas et al., 1996; Yang et al., 1992). Por tltimo, tanto las partes
interesadas como los gestores pueden tener opiniones diferentes en cuanto a la medida operativa que se debe
utilizar para establecer los objetivos.

Por todo ello, resulta dificil aceptar una medida financiera y undnime para medir el desempefio (Madsen,
1998). Por otra parte, las diferentes caracteristicas del mercado, los niveles de competencia e incluso la
intensidad tecnolégica pueden ser considerados como indicadores comparativos con diferentes significados
por las distintas empresas (Katsikeas et al., 1996). En este sentido, es habitual que los directivos utilicen su
propia percepcion del concepto de rendimiento para tomar sus decisiones, incluso mas que el recurso
exclusivo a valores objetivos (Bourgeois, 1980).

El enfoque subjetivo del rendimiento parece ser el mas utilizado, especialmente cuando el objetivo es evaluar
el rendimiento de las exportaciones de la empresa, ya que esta asociado a las decisiones de gestion (Katsikeas
etal., 2000).

El desempeno de las exportaciones se considera como una proporcién de las ventas de exportacidn sobre las
ventas totales (Yi et al.,, 2013). En la literatura sobre el desempefio de las exportaciones se han propuesto y
evaluado diversas medidas de resultados. Una conclusién comun en la mayoria de las investigaciones es que
se necesitan multiples resultados para captar las facetas Unicas y valiosas del desempefio (Shoham, 1998; Zou
et al., 1998; Diamantopoulos, 1999; Katsikeas et al., 2000).
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En general, la literatura sobre marketing internacional considera tres aspectos para medir los resultados de
exportacion de una empresa (Zou et al., 1998): (1) los indices financieros, (2) la estrategia y (3) los resultados
de satisfaccion (Zou et al,, 1998). Segun la revisién bibliografica de la medicién de los resultados de las
exportaciones realizada por Katsikeas et al. (2000), existen algunas categorias de mediciones de los
resultados: (a) medidas econémicas basadas en las ventas, los ingresos y la cuota de mercado; (b) medidas no
econdmicas relacionadas con los mercados de exportacién (por ejemplo, el nimero de paises exportadores) y
con los productos y la variedad de articulos (incluidas las proyecciones de la cuota de exportacién); y c)
medidas subjetivas genéricas (incluida la percepcion del éxito de las exportaciones, la consecuciéon de los
objetivos de exportacion y la satisfacciéon con los indicadores de resultados de exportacion especificos y
generales). Lo que si es cierto es que la actividad internacional influye en los resultados de las empresas.

En la literatura se han utilizado tanto medidas financieras como subjetivas. Abrir la puerta a las medidas
subjetivas permite abordar una gama mas amplia de resultados (Francis y Collins-Dodd, 2004). Segiin Shoham
(1998), las medidas objetivas, como las ventas, los ingresos y el crecimiento, estdn muy relacionadas con las
medidas subjetivas, como la satisfaccién con estos resultados.

Las medidas de impacto deben definirse adecuadamente para captar la amplia gama de acciones relacionadas
con la exportacién que preceden a las ventas reales. Los investigadores han optado por utilizar medidas
tradicionales de los resultados de las exportaciones (esquema 1), como los resultados econémicos (ventas de
exportacion, intensidad de las exportaciones, crecimiento de las ventas de exportacion), la diversificaciéon de
las exportaciones (numero de paises de exportacion, porcentaje de exportaciones al vecino mas cercano), asi
como la consecucion de los objetivos de exportacidn, las competencias de exportacién y las estrategias de
expansion de las exportaciones (Francis y Collins-Dodd, 2004)

Los estudios de mercado suelen analizarse desde la perspectiva de la satisfaccion del cliente, basandose en
todas las experiencias con la empresa para explicar su rendimiento percibido (Garbarino y Johnson, 1999;
Sharma et al., 1999). Segtn la literatura de marketing relacional, la satisfaccién del cliente y la confianza son
caracteristicas determinantes del compromiso. La influencia de la satisfaccion del cliente en el compromiso
estd mediada por la confianza y el valor de la relacién (Walter et al, 2000), por lo que la confianza es
importante para llevar a cabo la negociacion, especialmente en el contexto de empresa a empresa (Lyons y
Mehta, 1997; Akrout y Akrout, 2010) y en las operaciones del mercado de exportacion, que se caracterizan
por una separacién geografica entre el fabricante exportador y el distribuidor extranjero (Spyropoulou et al.,
2010), con el fin de establecer relaciones a largo plazo (Sashi, 2009).

En las investigaciones industriales sobre las relaciones entre proveedores y clientes, los clientes y sus
proveedores tienden a creer que las relaciones a largo plazo son decisivas para sus ventajas competitivas (por
ejemplo, Kalwani y Narayandas, 1995; Ganesan, 1994). Anderson y Weitz (1992) se refieren a estas relaciones
como un compromiso, responsable de mejorar la calidad y el rendimiento, asi como de acceder a recursos y
tecnologias valiosas. Los proveedores se benefician de las relaciones a largo plazo con sus clientes a través de
compras repetidas y oportunidades de venta cruzada, asi como de las ideas para nuevos productos, la
informacidn sobre los productos y las actividades competitivas (Walter et al., 2000).

La satisfaccion del cliente, 1a confianza y el compromiso son los constructos fundamentales de la investigacion
en marketing relacional (por ejemplo, Doney y Cannon, 1997; Garbarino y Johnson, 1999; Morgan y Hunt,
1994; Moorman et al.,, 1992). La satisfaccion del cliente puede definirse como la satisfacciéon subjetiva del
cliente resultante de la observacidn del atributo de rendimiento (Oliver y DeSarbo, 1988).

En definitiva, el desempefio es un constructo multidimensional de dificil medicién, al que hay que prestar
atencién en relacion con las posibles implicaciones que la internacionalizacién conlleva en el desempefio de
las empresas. En cuanto a la metodologia para medir el rendimiento de la internacionalizacién, el mérito
reside en el uso de multiples medidas de rendimiento (Tabla 1), ya que el rendimiento de la empresa es una
cuestion compleja (Westhead y Cowling, 1997; Lu y Beamish, 2004), y mas adn en el dmbito de las
exportaciones en las PYME, en el que intervienen varias areas como el marketing, la gestidn en su version
generalista, la contabilidad y las finanzas, la economia, la sociologia e incluso la psicologia. Los investigadores
han utilizado técnicas estadisticas multivariantes para analizar el impacto de un nimero limitado de factores
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explicativos en conjunto (McDougall y Oviatt, 1996; Westhead et al., 2004), y se han centrado en un pequefio
numero de indicadores de tamafio y rendimiento. La mayoria de los estudios han seguido los resultados de las
empresas durante un corto periodo de tiempo, especialmente en los estudios de tipo transversal.

Tabla 1 - Medidas de desempeiio (de exportacion)

Medidas subjetivas
Relacionados con las decisiones de gestion y la estrategia
de expansion de las exportaciones: indicadores de
mercado (por ejemplo, las tendencias del mercado);
indicadores de competencia (por ejemplo, la agresividad
comercial del equipo y la competitividad de los precios);
intensidad tecnoldgica (por ejemplo, el nivel de innovacion
frente a las inversiones tecnoldgicas) (Zou et al., 1998;
Francis y Collins-Dodd, 2004; Katsikeas et al., 1996)
Grado de satisfaccion con los objetivos (resultados de las
exportaciones).

Medidas objetivas

Indices financieros (p.e. lucros, ROI, cash-flow).
(Zou et al.,, 1998)

Medidas econémicas (por ejemplo, ventas, ingresos,
cuota de mercado, intensidad de las exportaciones,
crecimiento de las ventas de exportacion) (Katsikeas et

Grado de satisfaccion del cliente (rendimiento percibido)
que determina el compromiso y esta mediado por la
confianza y el valor de la relacion. Importante en el

al,, 2000; Francis e Collins-Dodd, 2004) contexto B2B y en las operaciones del mercado
internacional (Zou et al.,, 1998; Garbarino y Johnson, 1999;

Sharma et al., 1999; Walter et al., 2000)

Medidas no econdmicas relacionadas con los
mercados de exportacion (por ejemplo, nimero de
paises exportadores, porcentaje de exportaciones a
cada pais), crecimiento de las exportaciones y
productos y otros elementos (por ejemplo,
proyecciones del "peso" de las exportaciones)
(Katsikeas et al., 2000; Francis y Collins-Dodd, 2004)

Fuente: Elaboracidon propia (con base en la revision de la literatura sobre la materia).

Medidas subjetivas genéricas (por ejemplo, la percepcion
del éxito de las exportaciones, la consecucién de los
objetivos de exportacion, la satisfaccion con los
indicadores de rendimiento/resultados de las
exportaciones, las competencias de exportacion.
(Katsikeas et al.,, 2000; Francis y Collins-Dodd, 2004)

Papadopoulos y Martin (2010) analizan siete estudios clave, seleccionados en funcién del impacto significativo
en esta area de investigacidn. Estés estudios utilizan la dimensién econémica (combinacién de ventas, cuota
de mercado y/o cambios temporales en uno o mas indicadores) y medidas globales de satisfaccién y/o éxito
percibido con una iniciativa internacional especifica o con la exportacion en general. La dimensién estratégica
no siempre se utiliza y, cuando lo hace, la seleccién recae en escalas ponderadas que hacen referencia a la
percepcidn de la direccién en la consecucidn de los objetivos. Ningtin estudio de esta seleccion ha utilizado el
mismo conjunto de constructos o medidas.

Lo mismo refuerzan Lages y Sousa (2010), Beleska-Spasova (2014) y Chen et al. (2016), quienes concluyen
que el rendimiento de las exportaciones se mide con medidas multiples, siendo las medidas econémicas las
mas utilizadas (como el beneficio de las exportaciones, el crecimiento de las ventas de exportacidn, las ventas
de exportacion, la intensidad de las exportaciones).

Mahmudovay Kovacs (2018) revisaron la literatura sobre indicadores de desempefio y concluyeron que, entre
las medidas objetivas, el volumen de ventas y el margen bruto son los indicadores mas utilizados por las
pymes, que les proporcionan la informacién necesaria para definir, controlar y alcanzar sus objetivos. En
cuanto a las medidas subjetivas, la satisfaccién del cliente es el indicador que mejor refleja los resultados de
las pymes. En comparacion con los indicadores objetivos, los subjetivos son mas numerosos y con diferentes
interpretaciones por parte de quienes los aplican, segin cada sector industrial, cada empresa y la perspectiva
de cada investigador. Por lo tanto, concluyen que el rendimiento es un concepto flexible, teniendo en cuenta
el enfoque y la finalidad de quien los utiliza.

De estos estudios, podemos concluir que, si se privilegiaron los indicadores objetivos en la medicién de los
resultados, a partir de los afios 90 los estudios comenzaron a reflejar el uso de escalas combinadas y complejas,
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sofisticando la forma de medir los resultados de exportacion. Las multiples escalas comienzan a incluir
indicadores mas objetivos, pero también subjetivos (como el éxito percibido de las exportaciones), asi como
otros indicadores que distinguen las medidas econ6micas de las no econémicas (estratégicas) (Tabla 1).

Ademas, la combinacion de medidas objetivas y subjetivas de los resultados de exportacion tiende a hacer mas
solido el andlisis del éxito de la internacionalizacién de las empresas (Stoian, Rialp y Rialp, 2011). [gualmente,
la nocidn de versatilidad de esta dimensién debe ser tenida en cuenta mas frecuentemente (Sadeghi, Rose, y
Madsen, 2021), por lo que es necesario un enfoque mas holistico de esta medida en la literatura.

O O O

...1980 1990 2000 ...

Medidas compuestas e complejas:
Indicadores objetivos
Indicadores subjetivos
Indicadores estratégicos

Medidas singulares y
tradicionales:
Indicadores objetivos

Figura 1 - Evolucion del uso de las medidas de desempefio

Fuente: Elaboracidon propia.

En la literatura de marketing internacional se describe el comportamiento exportador como una combinacién
de numerosas variables (Bonaccorsi, 1992; Lages y Sousa, 2010; Beleska-Spasova, 2014; Chen etal., 2016). La
medicion de los resultados de las exportaciones adolece de graves limitaciones conceptuales, metodoldgicas
y practicas. A pesar del gran nimero de medidas diferentes del rendimiento de las exportaciones, son pocas
las que se han utilizado con frecuencia, como la intensidad de las exportaciones, el crecimiento de las ventas
de exportacion, la rentabilidad de las exportaciones, la cuota de mercado de las exportaciones y la satisfacciéon
general, el rendimiento de las exportaciones y el éxito de las exportaciones (Sousa, 2004).

El desempeiio de las pymes puede medirse con indicadores financieros (u objetivos) (por ejemplo, las ventas
de exportacion y los beneficios) y con indicadores no financieros (o subjetivos), que incluyen algunos
elementos basados en la estrategia (por ejemplo, los objetivos de exportacion de las empresas, la satisfaccién
y el éxito percibido) (Zou y Stan, 1998; Ribau et al.,, 2017a, 2017b).

Desde una perspectiva mas amplia, los resultados de la exportacién pueden dividirse en factores estructurales
(tamafio, edad, sistemas de gestion, tecnologia y [+D), factores de gestién de la empresa (expectativas de
exportacion, rentabilidad, riesgo, costes y experiencia) e incentivos y obstaculos en el proceso de
internacionalizacién (Guan & Ma, 2003).

3. CONCLUSIONES

Este articulo aborda las distintas formas de medir el desempefo exportador de las empresas
internacionalizadas, especialmente en las pymes, dado que los estudios sobre la mediciéon del desempefio
exportador en la internacionalizacién de las pymes son todavia escasos, por lo que se hace necesaria la
exploracién de este tema.

Internacionalizacién y desempefio son dos conceptos relevantes en la literatura de marketing internacional,
especificamente para las pymes, ya que la inversion en internacionalizacién es una de las oportunidades para
luchar contra la tendencia al estancamiento de los mercados nacionales.

Se generalizan las medidas de incentivo a la internacionalizacion por parte de varios gobiernos, como motor
de crecimiento de las economias nacionales, que permite crear condiciones para que las empresas,
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especialmente las pymes, sean competitivas a nivel internacional, orientdndose, de forma sostenida y
estructurada, principalmente a los mercados emergentes y estratégicos, cuyas caracteristicas, dimension,
potencial de crecimiento y posicionamiento geografico se revelan prioritarios y privilegiados para el aumento
de la cuota de las exportaciones nacionales.

Emprender procesos de internacionalizacién requiere recursos y las empresas que entran en este proceso
quieren ver remunerada su inversion, por lo que es tan importante disponer de recursos, como identificar
indicadores de desempefio capaces de medir el éxito o el fracaso en la internacionalizacién.

Con este articulo se llega a una percepcion general de todos los indicadores de desempefio identificados en la
literatura y que las empresas pueden utilizar para medir su desempefio exportador, como un tema actual y
bastante pertinente a nivel del tejido organizacional internacional.

Para la literatura, este articulo identifica los indicadores de resultados de exportacién identificados en la
literatura que se consideran mas relevantes en el contexto de la internacionalizacién de las PYME.

4. LIMITACIONES E INVESTIGACIONES

La relacién entre la internacionalizacién y el desempefio es un tema controvertido, tanto en el ambito de la
gestién en general como en el del marketing internacional en particular, que demuestra necesitar mas
estudios, especialmente empiricos.

En una linea transversal entre los investigadores, es comun afirmar que la literatura existente sobre el tema
es insuficiente, por lo que este articulo, que pretende estimular la reflexion, acaba siendo delimitado dada la
complejidad del tema en andlisis. Su enriquecimiento consistiria en abordar y desarrollar estudios
exploratorios que permitan apoyar y profundizar la relacién entre internacionalizacion y desempefio.

Los trabajos realizados se han centrado Unica y exclusivamente en un tema concreto, dejando de lado, por
ejemplo, los modos de entrada y las teorias de la internacionalizaciéon que subyacen en las empresas durante
el proceso de internacionalizacion. Por lo tanto, seria interesante ampliar el alcance del analisis, y se pueden
plantear algunas cuestiones pertinentes:

e ;Son diferentes las medidas de rendimiento elegidas teniendo en cuenta los distintos modos de entrada
en los mercados extranjeros? Por ejemplo, ;serdn diferentes los indices de desempefio de una empresa
con actividad exportadora de una empresa con estrategias de internacionalizacién de inversién directa en
el extranjero?

e ;Unadeterminada teoria de la internacionalizacién inherente a una empresa condiciona diferentes grados
de rendimiento? Es decir, ;tendra diferentes indices de desempefio una empresa que haya adoptado un
proceso de internacionalizaciéon subyacente a la Teoria de Uppsala que una empresa que haya
implementado un proceso de internacionalizacién rapida? Y en este sentido, seria interesante relacionar
los diferentes indices de rendimiento con las diferentes fases de internacionalizacién de las empresas.

También seria interesante estudiar los indicadores de rendimiento superior de las empresas internacionales
haciendo hincapié, por ejemplo, en la productividad, el valor afiadido o los salarios.

Son innumerables las visiones de analisis y estudios cuando se juntan dos conceptos tan profundos y
representativos para diversos publicos, desde el segmento académico, hasta el profesional e incluso los
distintos gobiernos. Lo fundamental parece estar en entender que es un tema muy investigado, pero que
carece de estudios mas urgentes y actuales, enfocados a entender el fendmeno, que esta sufriendo mutaciones
rapidas y casi imperceptibles para quienes protagonizan el escenario de los mercados internacionales y
quieren salir ganando.
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Resumo

The increasing focus on artificial intelligence (Al) since 2023, especially due to ChatGPT, has left gaps in understanding its
application and impact in research and development, as well as innovation management. This article aims to systematically analyze
scholarly publications on Al and innovation, addressing questions about Al's use, benefits, challenges, and best practices in
innovation management. Utilizing a systematic literature review methodology, the study analyzes 858 articles from ISI Web of
Science, filtered by business economics and engineering fields. Results show a concentration of publications in top journals, with
IEEE Access leading. Content analysis highlights AI's role in various sectors, such as healthcare and aerospace, and its contribution
to operational efficiency and sustainability. The study provides insights into Al’s potential, challenges like data privacy, and future
research directions focusing on ethical considerations and integration with emerging technologies.

Keywords: Artificial Intelligence; Innovation Management; Systematic Literature Review; Al in R&D; Innovation Practices; Data
Privacy; Operational Efficiency; Sustainable Development; Al Integration; Ethical Considerations
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1. INTRODUCTION

Companies have been innovating using different strategies, and the artificial intelligence “revolution” has
pushed forward the change from a traditional business model to a digitalized business model (Chatterjee et
al,, 2022). The way of managing innovation arguably requires renovation and change (Hutchinson, 2021).

With the increase in attention over the role of Artificial Intelligence (AI), that got into focus in 2023 mainly
due to ChatGPT, there is still little knowledge over how scholars have been looking at its usage and impact in
research and development, as well as innovation and innovation management. Do innovation managers use
Alin their companies? If so, for what purpose? Are there good practices worth sharing? Are there hurdles that
come with this new tool? Are there privacy or intellectual property concerns?

So, all these questions being raised, the focus of the current submission is on the systematic analysis of
scholarly publication on the topic of Al and Innovation, aiming to analyze, integrate and seek relevant answers
to the questions posed. The research uses a systematic literature review methodology and provides a more
detailed and complex understanding of the roles, methodologies, contributions, and future directions of Al in
innovation as typically discussed in scientific literature.

We start by presenting the methodology, then we look into the results, using a quantitative and a qualitative
approach, and we finish with conclusions.

2. METHODOLOGY

Some reviews have been developed by scholars on the topic of Al (Akter et al., 2023; Cioffi et al., 2020; Kumar
etal, 2023; Pereira et al., 2023; Whittaker et al., 2023; Zirar, 2023; Zirar et al., 2023), however they approach
specific topics, e.g. the role of Al on workers, the impact on consumer - machine relationship (Pentina et al,,
2023), the usage of Al technology per se, on sustainability (Di Vaio et al., 2020) or specific industries (Ali et al.,
2023). In some cases, the sample of papers analyzed is not very high.

Systematic literature review is a methodology that has been used in several reviews (Ali et al., 2023; Ardito et
al, 2022; Lietal, 2023; Pentina et al., 2023; Pereira et al., 2023), and that is the methodology we adopt in this
research, as well. As mentioned by several scholars (e.g., Aragonez et al., 2021; de Santana Porte et al., 2015;
Saur-Amaral et al,, 2018; Tranfield et al., 2003), the systematic literature reviews are divided in three phases:
planning, execution and reporting.

After an initial planning of the research goals, a search was performed on ISI Web of Science, in the Current
Contents Content, with no time filter (from 1998 to date).

Results were filtered to include only scientific articles and reviews, and the research areas selected were
business economics and engineering, as they are two key research fields related to innovation management.

All abstracts were read by both researchers and a total of 858 valid results were obtained, which were further
exported to Endnote. VOS Viewer was used to cluster the topics before the qualitative analysis. Finally, the
results were analysed in NVivo, using a content analysis approach.
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3. RESULTS
3.1. DESCRIPTIVE STATISTICS
The final sample of articles was exported from Endnote and cleaned up for the descriptive statistical analysis.

As we may observe in Figure 1, the publication of articles on the analyzed topic was rather scarce until 2016.
In 2017, nine articles were published, and from 2018 onwards the number increased significantly, reaching a
total of 296 articles in 2023.
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There is a visible concentration of publications in the top journals. IEEE Access is the most prolific publication,
with 76 articles from 2018 to 2023, and an average of 20 papers per year in 2022 and 2023. Applied Sciences
- Basel and Journal of Business Research follow with 38 and 28 publications. Technovation is the 6th journal,
with 22 publications and Journal of Innovation and Knowledge occupies the 10th place (see Figure 2).
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Figure 2 Distribution of articles per scientific journal - Top 10

The authors with most articles published are Vinit Parida (8 articles), Alexander Brem (7 articles), Yogesh K.
Dwivedi and Francesco Schiavone (5 articles) (see Figure 3).
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Figure 3 Distribution of articles per author - Top 20

Vinit Parida’s research focuses on Al business model innovation and transformation, particularly in
manufacturing and industrial ecosystems. He emphasizes the need for aligning Al capabilities with value
creation and capture mechanisms to commercialize Al technologies successfully. His studies cover digital
servitization, the shift from traditional products to smart solutions, and the dynamics of revenue enhancement
through digital offerings. Additionally, he explores agile co-creation processes for digital service innovations
and smart factory implementation, providing frameworks for integrating Al into manufacturing to achieve
efficiency and sustainability.

Alexander Brem’s research addresses Al and digital technologies in innovation management, focusing on
retail, manufacturing, and sustainability. He examines how digital entrepreneurs and public-private
partnerships can leverage hybrid value creation to tackle showrooming in retail. His framework for Al in
innovation management highlights Al's dual role as an originator and facilitator of innovation. He also explores
digital transformation’s broader implications and the support of frugal innovation for Sustainable
Development Goals (SDGs). Additionally, his work on trust in Al-generated knowledge addresses ensuring
stakeholder trust in Al applications.

Yogesh Dwivedi’s research focuses on Al applications in healthcare, digital entrepreneurship, and innovation
research. His systematic reviews provide insights into Al's benefits, challenges, and methodologies in
healthcare. He explores touchless travel during pandemics through Al and robotics, and theorizes Al
acceptance in digital entrepreneurship, offering a conceptual framework for adoption factors. Additionally,
his research on machine autonomy for elderly rehabilitation highlights the importance of trust in Al
applications for vulnerable populations, balancing machine intelligence with consumer trust.

Francesco Schiavone’s research primarily focuses on Al's impact in the healthcare sector, examining
innovation adoption, value co-creation, and competitive positioning within healthcare networks. He explores
how Al enhances value co-creation in industrial markets and impacts human resources performance in
healthcare organizations. He also investigates Al’s role in improving the competitive positioning of healthcare
organizations and its influence on the venture creation process, providing theoretical propositions. His work
underscores Al’s critical role in driving innovation and competitiveness in healthcare.
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3.2. THEMATIC ANALYSIS WITH VOS VIEWER - KEYWORDS AND TOPIC ANALYSIS

The sample was exported from Endnote and analysed with VOS Viewer to identify major research areas and

topics. As it may be observed in Figure 4, the articles are from engineering and business and economics, which
was expectable considering the nature of the search.
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Figure 4 Major topics in the sample - VOS Viewer graphical representation

When analyzing the abstracts and keywords, four clusters can be identified (see Figure 5): machine learning
/ deep learning, Internet of Things (1oT), digital technology / blockchain, business and innovation effects.
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3.3. THEMATIC ANALYSIS WITH NVIVO
The content analysis reflects that different lenses have been used by scholars.

They often explore how Al drives advancements across various sectors, including healthcare, where it might
predict patient outcomes or improve diagnostic accuracy and patient outcomes through machine learning and
data analytics (Abbate et al., 2023; Lebovitz et al., 2022; Schmidt et al., 2022) or it might support the drug
discovery process (Liu et al., 2019; Lou & Wu, 2021); in aerospace, for optimizing design and maintenance
processes, integrated with blockchain to enhance the operational efficiency and the supply chain
(Abdulrahman et al., 2023); in nuclear sector, to predict thermal-hydraulic parameters of nuclear reactors
using deep learning algorithms (Lu et al, 2021); in environmental science, to support and monitor
environmental parameters, to promote the use of renewable energy development (Liu et al., 2024) and
sustainable development (Di Vaio et al., 2020; Ebolor et al., 2022; Jiang et al., 2021); and within business, to
automate and refine decision-making processes (Goto, 2023).

The interplay between Al and blockchain reflects the concern for enhanced security and transparency in
transactions and data management, in different industries (Abdulrahman et al., 2023; Akter et al., 2022; Chen
etal, 2022).

Al applications in R&D focus on enhancing research capabilities through data analytics, automation, and
predictive modelling (Ahmed et al., 2023; Andronie et al., 2023; Balcioglu et al., 2023; Barro & Davenport,
2019; Nezhad et al, 2024; Zhai et al,, 2023). This includes areas like healthcare, materials science, and
engineering.

Al drives innovation by enabling new product developments, improving service delivery, and creating novel
business models (Botega & Silva, 2020; Broekhuizen et al.,, 2023; Chen et al., 2021; Cioffi et al.,, 2020;
Kandampully et al., 2023; Lebovitz et al,, 2022; Payne et al., 2021; Wexler & Oberlander, 2021). This spans
various industries including digital entrepreneurship, financial services, and smart manufacturing.

Al contributes to innovation management by enhancing decision-making processes, optimizing operations,
and fostering sustainable and ethical business practices (Acquarone et al.,, 2023; Agramelal et al., 2023; Dahlke
etal, 2024; Malik et al., 2021; Schmid et al.,, 2022).

Scholarly contributions include insights into Al's potential for driving innovation, addressing challenges like
data management and regulatory compliance (Abbate et al., 2023; Ahmed et al., 2022; Rojek et al.,, 2023).

The methodologies range from quantitative analyses, employing statistical or machine learning techniques to
assess Al's impact on performance metrics (Abou-Foul et al., 2023; Baabdullah et al,, 2021; Badini et al., 2023),
to qualitative studies that explore the implementation and adoption of Al technologies within organizations
(Allal-Chérif et al., 2023; Astrom et al., 2022). Simulation models and algorithm development are also used to
address specific industry challenges, e.g., optimizing supply chains or energy consumption (Borsato & Lorentz,
2023; Jacobsen et al.,, 2023).

Future research directions point at the need to improve Al’s integration into industry practices (Amjad et al.,
2020; Baabdullah et al,, 2021; Castro et al., 2021) and to enhance its ethical and societal impacts, including its
impact on employment and privacy (Campbell et al,, 2022; Chouk & Mani, 2022; Daza & llozumba, 2022;
Galetsi et al.,, 2023). There is a strong emphasis on developing more robust, explainable Al models that
stakeholders can trust and understand. Other directions point towards the integration of Al with other
emerging technologies, like the Internet of Things (IoT), to explore new innovation paths (Buhmann &
Fieseler, 2023; Buster et al,, 2021; Robertson et al.,, 2022; Tsolakis et al., 2022; Wang & Lee, 2023; Wang et al.,
2023).

In some industries, e.g., pharma, Al is seen as a way to further enhance personalized medicine by integrating
genomic, proteomic, and other omics data to tailor treatments to individual patients, or explore the
combination of Al and nanotechnology for more efficient drug delivery systems, focusing on targeted
therapies and minimal side effects (Abbate et al., 2023; Lou & Wu, 2021). It may be also used for advance
materials discovery to unveal new materials with unique properties for applications in energy storage,
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electronics, and other high-tech industries (Lu et al., 2021; Schmid et al., 2022) or for social innovation,
addressing challenges in healthcare, education, and social services (Kumar et al., 2023)

3.4. BEST PRACTICES AND BARRIERS WHEN USING Al

The role of Al in innovation, R&D, and new product or technology development has become increasingly
important, focusing on enhancing creativity, reducing time-to-market, and improving efficiency (Abrardi et
al,, 2022; Agramelal et al,, 2023; Ameen et al., 2022; Oduro et al., 2023).

Al is a recent technology, and both practitioners and scholars are studying it to identify the best way to use it.
Several scholars argue that combining Al with traditional research methods may increase the accuracy and
efficiency, and be used to support complex decision-making processes and strategic planning in R&D (Abbate
et al, 2023; Acquarone et al,, 2023; Schmid et al,, 2022), or to encourage an organizational culture that
embraces innovation (Chatterjee et al., 2022). Al may be also used to interact with consumers, learning and
adapting to their changing needs and improving their experience (Kumar et al., 2023; Pentina et al,, 2023), to
attract and retain talent skilled in Al and innovation management (Malik et al., 2021), yet they should be
interpretable and transparent to gain trust and facilitate adoption (Liu et al., 2024; Schmid et al., 2022).

However, there are difficulties in integrating Al solutions with legacy systems (Lee et al., 2022), regulatory
challenges and difficulties in ensuring compliance and data privacy (Di Vaio et al., 2020; Whittaker et al,,
2023), organizational resistance to adopting new Al technologies and processes (Grashof & Kopka, 2023),
while maintaining high-quality, comprehensive datasets for Al training and keeping pace with the rapid
advancements in Al technology may be challenging (Dahlke et al., 2024; Lebovitz et al., 2022).

3.5. IMPLICATIONS FOR INNOVATION MANAGEMENT PRACTITIONERS

Al provides data-driven insights and predictive analytics that can significantly enhance decision-making
processes. It can streamline operations through automation of routine tasks, thus allowing practitioners to
focus on more strategic activities, including process optimization, supply chain management, and customer
relationship management. Practitioners may also leverage Al tools to analyze market trends, forecast product
success, and optimize resource allocation (Abdulrahman et al., 2023; Acquarone et al.,, 2023).

By integrating Al into the innovation process, organizations can accelerate the development and
commercialization of new products and services. Al-driven R&D can lead to faster discovery of insights and
reduction in time-to-market, allowing to personalize customer interactions and improve service delivery. This
may lead to higher customer satisfaction and loyalty (Goto, 2023; Pentina et al.,, 2023).

However, independently of the benefits, special care should be taken to ensure that Al models are free from
biases that could affect outcomes, ensure that the Al-driven processes are accurate, transparent and
accountable, and that data privacy is ensured and safe from human and cyber threats (Abdulrahman et al,,
2023; Acquarone et al., 2023; Goto, 2023; Kumar et al., 2023). Also, collaboration should be promoted in the
R&D and innovation departments, along the supply chain and in local or regional innovation ecosystems, as
well as alignment with organizational strategic goals (Broekhuizen et al., 2023; Faraj & Leonardi, 2022;
Gebhardt et al., 2022; Kolary & Mohanraj, 2023).
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4. CONCLUSIONS

We set out to systematically analyze the application and impact of Al in R&D and innovation management,
addressing questions about Al’s usage, benefits, challenges, and best practices. Utilizing a comprehensive
systematic literature review methodology, we examined 858 scholarly articles from the ISI Web of Science,
filtered by business, economics, and engineering fields. The findings offer several contributions and practical
implications for academia and industry.

The key objective of our research was to fill the knowledge gap regarding the role of Al in R&D and innovation
management. The results indicate a growing concentration of Al-related publications in top journals, with
IEEE Access leading the way, followed by Applied Sciences - Basel and the Journal of Business Research. Al has
diverse applications, e.g. in healthcare, aerospace, or sustainable development. There is an increasing
scholarly interest in Al's potential to drive innovation and operational efficiency.

Key contributions of our study include a detailed mapping of Al's role in enhancing research capabilities
through data analytics, automation, and predictive modelling. E.g., in healthcare, Al improves diagnostic
accuracy and patient outcomes, while in aerospace, it optimizes design and maintenance processes. We also
identify the integration of Al with blockchain technology to enhance transparency and security in various
industries, further illustrating Al's transformative impact.

From a theoretical perspective, our study enriches the existing body of knowledge by providing a
comprehensive overview of Al's applications and implications in R&D and innovation management. It
highlights the methodologies employed in Al research, ranging from quantitative analyses using statistical and
machine learning techniques to qualitative studies exploring Al adoption within organizations. Additionally,
the study outlines future research directions, emphasizing the need for developing robust, explainable Al
models that stakeholders can trust and understand.

There are, as well, valuable insights for innovation management practitioners. Al can significantly enhance
decision-making processes, streamline operations, and accelerate the development and commercialization of
new products and services. However, we also point out several challenges that need to be addressed to fully
realize Al's potential. These include e.g., data privacy concerns, the integration of Al solutions with legacy
systems, regulatory and compliance issues, and the need to manage organizational resistance to Al adoption.

Future research should focus on addressing these challenges by developing more robust and transparent Al
models and exploring the integration of Al with other emerging technologies such as the Internet of Things
(IoT). This integration could open new pathways for innovation, particularly in areas like smart
manufacturing, healthcare, and environmental sustainability.
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Resumo

O presente manuscrito pretende compreender o papel dos municipios integrantes do Quadrilatero Urbano: Barcelos, Braga,
Guimardes e Vila Nova de Famalicio, na integracdo de cidadados ucranianos refugiados. Assim, é nosso proposito aferir de que forma
os municipios fazem uso das ferramentas e estratégias de marketing social no processo de integracido de refugiados provenientes
da Ucrania. Concebida como um estudo de caso, esta investigacdo recorre a uma revisio de literatura sobre marketing social, a
aplicacdo de entrevistas semiestruturadas aos stakeholders municipais e a analise de contetidos existentes nas paginas web e redes
sociais dos municipios de forma a identificar ferramentas e estratégias de marketing social usadas por estas entidades municipais.
Os resultados obtidos sugerem que os municipios fazem uso de ferramentas de marketing, mas tém dificuldades em fazer delas uma
utilizagdo estratégica e sistematica. Ficou também evidenciado que a aprendizagem dos municipios com a recente experiéncia com
os refugiados ucranianos abrira caminho para a estruturagio de planos mais robustos de integracdo de refugiados. O marketing
social podera ser usado para influenciar comportamentos que ajudem a mitigar um problema social complexo, como é o das
deslocacoes forcadas.

Palavras chave: marketing social, integracdo, refugiados, municipios, Quadrilatero Urbano

Abstract

In this study, authors intend to highlight the role of the municipalities that form the Quadrilatero Urbano: Barcelos, Braga,
Guimardes and Vila Nova de Famalicdo, in the integration of Ukrainian refugee citizens. Therefore, our purpose is to assess how
municipalities use social marketing tools and strategies in the process of integrating refugees from Ukraine. Conceived as a case
study, this investigation uses a literature review on social marketing, the application of semi-structured interviews with municipal
stakeholders and the analysis of existing content on municipalities' web pages and social networks in order to identify social
marketing tools and strategies used by these municipal entities. The results obtained suggest that municipalities make use of
marketing tools but have difficulties in making strategic and systematic use of them. It was also evident that the municipalities,
learning from the recent experience with Ukrainian refugees, will pave the way for structuring more robust refugee integration
plans. Social marketing can be used to influence behaviours that help mitigate a complex social problem, such as forced
displacement.

Keywords: social marketing, integration, refugees, municipalities, Quadrilatero Urbano
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1. INTRODUCAO

No final de 2021, o niumero de pessoas vitimas de deslocacdo forcada - onde se incluem os refugiados de
guerra - devido a conflitos, violéncia, medo de perseguicdo e violagdo dos direitos humanos ascendeu a um
total de 89,3 milhdes, um valor que representa mais do dobro do verificado ha uma década e o mais elevado
desde a Il Guerra Mundial, de acordo com os dados fornecidos pela Agéncia das Na¢des Unidas para os
Refugiados (UNHCR, 2022a). Foi, alias, o cenario de barbarie da Il Guerra Mundial, que levou a que as Nagdes
Unidas (ONU) aprovassem em Assembleia Geral a Declaragdo Universal dos Direitos Humanos, em 1948.

Este documento, que proclama que todos e quaisquer seres humanos, independentemente da sua raca, cor,
sexo, lingua, origem social e nacional, religido, opinido de indole politica ou outra, tém direitos que lhes sdo
inalienaveis e que visam proteger a sua identidade e liberdade. Os artigos 13.2 e 14.2 da referida Declaragdo
frisam ainda que todos os individuos tém o direito de abandonar o pais em que se encontram,
nomeadamente o seu, e de procurar e beneficiar de asilo noutros paises em caso de perseguicdo (Declaragdo
Universal dos Direitos Humanos, 1948).

A expansdo da ideologia dos direitos humanos, articulada com a comunicagao eletrénica e as ideologias de
democracia participativa, fez com que todas as pessoas - mulheres, prisioneiros, criancas, refugiados,
incapacitados ou migrantes - passassem a ter de ser tratadas como pessoas cujo consentimento é necessario
para que se possa falar em seu nome (Appadurai, 2009, p. 26). Esta reflexdao de Appadurai (2009) sobre a
expansdo da ideologia dos direitos humanos, quando confrontada com os dados mais recentes da UNHCR,
é paradoxal e alarmante, revelando a urgéncia e pertinéncia de o tema ser debatido e estudado
profusamente.

Segundo a UNHCR (2022b), desde 24 de fevereiro de 2022, cerca de 7,4 milhdes de refugiados chegaram a
Europa, provenientes da Ucrania, o que levou a Agéncia a declarar o mais alto nivel de emergéncia
humanitaria (nivel 3). Desses 7,4 milhdes, estimava-se que 4,1 milhdes se encontravam registados em
programas de prote¢do temporaria ou semelhantes em diversos paises europeus (UNHCR, 2022c).

No caso de Portugal, até agosto de 2022, tinham sido registados para protecao temporaria cerca de 49 mil
ucranianos (UNHCR, 2022c). Ao nivel municipal, foram varios os municipios portugueses que encetaram
programas e medidas publicas com o intuito de prestar apoio a Ucrania e aos seus cidaddos, nomeadamente
através de campanhas de recolha de alimentos, medicamentos e outros bens essenciais e de primeiros
socorros para auxilio no terreno. Por outro lado, também foram varios os municipios que se mostraram
disponiveis para acolher refugiados através dos Pelouros de Ag¢do Social ou da Interculturalidade e
Integracdo, nomeadamente por via dos Centros Locais de Apoio a Integra¢do de Migrantes ou da criacdo de
planos municipais de apoio aos refugiados.

Assim, relativamente aos municipios que constituem o Quadrilatero Urbano (Barcelos, Braga, Guimaraes e
Vila Nova de Famalicdo), é nosso propdsito compreender a utilizacado do marketing social nas campanhas e
estratégias de integracdo de cidaddos provenientes do recente conflito em territério ucraniano. O marketing
social, enquanto ferramenta para a mudanga social e de comportamento dos respetivos publicos-alvo,
assume um papel preponderante em prol da prossecucdo do bem comum e dos individuos em particular,
enquanto pessoas pertencentes a uma determinada realidade social.

0 marketing social, enquanto disciplina, tem-se revelado eficaz na influéncia de uma grande variedade de
comportamentos, com um amplo espectro de publicos-alvo, podendo atuar a diversos niveis, desde o
individuo até as organizacdes e aos governos. No entanto, ndo proliferam na literatura as campanhas
vocacionadas para as questdes dos refugiados (Kheireddine et al., 2016).
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2. REVISAO DE LITERATURA

O marketing social, apesar de se guiar pelos principios do marketing de cariz comercial, difere deste. De
acordo com Weinreich (2011), a principal carateristica diferenciadora do marketing social é a mudanga de
comportamento individual e social e a consequente acumulacio de beneficios para o individuo e para a
sociedade. Ou seja, versa sobre a aplicagcdo de principios e técnicas alusivas ao marketing comercial para
influenciar um publico-alvo a aceitar, rejeitar, modificar ou abandonar determinado comportamento - de
forma voluntaria - em beneficio dos individuos, grupos, organiza¢des ou da sociedade, promovendo uma
mudanga social positiva, capaz de melhorar a qualidade de vida dos intervenientes (Serrat, 2017).

Salientamos aqui a mudanca voluntaria de comportamento; com efeito, a ideia de marketing social ndo estdo
associados os conceitos de coercdo ou imposicao (Baptista et al., 2021). Na mesma linha de pensamento,
podemos afirmar que os meios e ferramentas usados nas interven¢des ou campanhas de marketing social
devem, portanto, tornar os comportamentos recomendados atraentes, as mensagens persuasivas, faceis de
adotar pelos cidadaos e os ambientes em que se opera a transformacdo favoraveis. Uma carateristica
claramente distintiva entre o marketing comercial e o marketing social é que o segundo ndo tem como foco
o beneficio da organizacdo ou organizagdes que promovem as interveng¢des, mas sim o individuo e a
sociedade (Baptista et al.,, 2021).

Assim, podemos afirmar que o marketing social se baseia na troca voluntaria de custos e beneficios entre
duas ou mais partes, tal como o marketing tradicional ou comercial (Serrat, 2017). No entanto, Kotler e Lee
(2011), afirmam que o marketing social versa sobre: (1) influenciar comportamentos; (2) utilizar um
processo de planeamento sistematico que aplica as técnicas e os principios do marketing; (3) definir o
publico-alvo e (4) proporcionar beneficio social.

French e Russell-Bennett (2015) argumentam ainda o marketing social poder3, a longo prazo, tornar-se o
principal ramo do marketing, preocupando-se com o mercado social e procurando nao sé influenciar os
comportamentos dos cidaddos, mas também dos prestadores de servigos sociais, de decisores politicos, dos
politicos e de outros stakeholders associados a questoes sociais especificas, incluindo o setor lucrativo, o
ndo-lucrativo e os meios de comunicagdo social.

Em suma, o marketing social consiste numa abordagem interdisciplinar e transdisciplinar dindmica, que
envolve varios setores em prol do desenvolvimento social. Como tal, necessita, para se manifestar
plenamente e se revelar util na resolu¢do de problemas sociais, de uma ampla gama de disciplinas, teorias,
modelos e metodologias. Além disso, é um campo de investigacdo essencialmente pratico e aplicado que,
através de um processo de recolha de evidéncias, construcdo de teorias e andlise de dados, procura reunir
0 maior conhecimento possivel sobre como influenciar o comportamento em prol do bem-estar social, ou
seja, o seu valor acrescentado é trazer a lente do marketing aos desafios sociais (French & Russell-Bennett,
2015; Soares & Sousa, 2022).

3. METODOLOGIA

O presente estudo assenta numa investigacdo de carater exploratério e com uma metodologia para
responder a questdo de investigacdo proposta e respetivos objetivos sera de natureza qualitativa. Este tipo
de investigacdo engloba uma multiplicidade de métodos e baseia-se em duas grandes tradicdes intelectuais,
a da psicologia profunda - que pretende explorar os aspetos menos conscientes da psique humana - e a das
ciéncias sociais como a sociologia, a antropologia social e a psicologia social - cuja pretensao principal se
encontra na compreensao holistica da perspetiva das pessoas sobre o mundo que as rodeia - e tem prestado
um contributo importante na pesquisa em marketing (Malhotra & Birks, 2007, p. 153).

A metodologia qualitativa é, de acordo com Hennink et al. (2020), um termo de grande amplitude que inclui
pesquisas que lidam com fenémenos, experiéncias, comportamentos e relacées sem recurso a estatistica e
matemadtica e ao processamento de dados numéricos, ou como afirma Godoy (1995), a metodologia
qualitativa ndo pretende enumerar ou efetuar medicées dos eventos estudados através do uso de
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instrumentos estatisticos, mas parte sim de questdes mais amplas que se vao definindo a medida que a
pesquisa se desenrola.

E, assim, um tipo metodolégico que implica a obten¢io de dados descritivos sobre pessoas, lugares ou
processos através do contacto direto do investigador com a situagdo em estudo, procurando compreender
os fenémenos de acordo com a perspetiva dos participantes. A metodologia qualitativa normalmente nido
faz uso de hipdteses formalmente explicitadas pelo que segue uma légica indutiva durante a investigacao,
em que a recolha de dados pretende encontrar regularidades que fundamentem generalizagdes, ao invés de
uma recolha em fungdo de hipéteses predefinidas (Coutinho, 2011).

Considerando que o capitulo correspondente a metodologia adotada é crucial numa investigacao cientifica
pois define as linhas de orientacdo da mesma, cabe-nos, antes de mais, esclarecer que a metodologia adotada
incidird, numa primeira fase, na analise documental e exploratdria (revisdo de literatura) sobre o tema
proposto. Esta primeira abordagem pretende circunscrever, de forma mais concreta, a questdo de
investigacdo e os objetivos a alcangar, nomeadamente uma compreensdo mais aprofundada do marketing
social e das ferramentas que podem permitir a sua utilizacdo pelos municipios para contribuir para a
resolucao de um problema social, a integracdo de refugiados.

Numa segunda fase, recorremos a aplicacdo do instrumento de recolha de dados primarios definido, a
entrevista semiestruturada, que abordaremos mais pormenorizadamente adiante. Foram igualmente
analisados os conteudos divulgados nas paginas web dos municipios, assim como nas respetivas redes
sociais oficiais. Foram também analisados de forma descritiva os cartazes efetuados pelos municipios que
serviram de estratégia de comunicacdo com a comunidade de refugiados ucranianos e/ou com as
populacdes locais.

4. CONTEXTO DE ESTUDO

O Quadrilatero Urbano, cuja designacdo oficial adotada é Associagcdo de Municipios de Fins Especificos
Quadrilatero Urbano para a Competitividade, a Inovagao e a Internacionalizacdo, foi constituido em 2008
no sentido de reforcar, precisamente, a competitividade, a inovacdo e a internacionalizacdo do territério
composto pelos municipios de Barcelos, Braga, Guimaraes e Vila Nova de Famalicdo. Apresenta ainda, como
entidades parceiras, o CITEVE e a Universidade do Minho (Quadrilatero Urbano para a Competitividade, a
Inovacdo e a Internacionalizag¢ao, 2008).

Arede Quadrilatero Urbano foi financiada pela Politica de Cidades Polis XXI, adotando como visdo ser o polo
de competitividade territorial de exceléncia no nordeste da Peninsula Ibérica, tornando-se uma referéncia
como laboratoério de inovagdo urbana e empresarial, decorrente da cooperacgdo entre tecido empresarial,
cientifico-tecnolégico, administracdo local e utilizadores finais. A nivel estratégico pretende captar recursos
para projetos de cooperacdo que sejam impulsionadores da inovacao, da criatividade e da investigacdo
aplicada ao contexto empresarial e urbano. O Quadrilatero Urbano corresponde a uma massa demografica
muito relevante em Portugal que se pode assumir como a terceira concentracgao urbana e de conhecimento
do pais, inserida na regido do Cavado e do Ave e formando um continuo territorial de cerca de 600 mil
habitantes, sendo que cerca de 210 mil residem nos perimetros urbanos (Quadrildtero Urbano para a
Competitividade, a Inovacao e a Internacionalizacido, 2008).

De acordo com dados mais recentes fornecidos pelo INE (2022), a populacdo residente, em 2022, no
conjunto dos quatro municipios era de 605 247 habitantes, dos quais cerca de 198 mil residiam em Braga,
116 mil em Barcelos, 156 mil em Guimaries e 135 mil em Vila Nova de Famalicdo. Possui como elemento
diferenciador, relativamente as areas metropolitanas de Lisboa e Porto, a sua base territorial policéntrica,
com potencial de valorizagdo das interdependéncias entre os municipios que a constituem de forma a
fomentar a sua dimensdo urbana e a sua projecdo nacional e internacional (Quadrilatero Urbano para a
Competitividade, a Inovacao e a Internacionalizacido, 2008).
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Relativamente a base territorial, as cidades que o compdem distam entre si cerca de 20 km, apresentando
ligagcdes rodoviarias entre elas que incluem as autoestradas A3, A7 e A11, e ferroviarias, apesar de em menor
numero e com menos contributo para a articulagdo em rede (Fonseca & Ramos, 2009).

A estrutura em rede assume ainda, de acordo com o Programa Estratégico de Cooperacao (2008), cinco
linhas de trabalho temdticas e uma transversal que refletem as suas duas grandes preocupacgdes: o foco
numa rede urbana para a competitividade, a inovacdo e a internacionalizacdo e a criacao de fatores de
coesdo territorial. Das linhas de trabalho, destaca-se, no ambito desta investigacdo, a designada
«Qualificacao e coesdo social: o Quadrilatero Potencial Humano», por ser a que se ocupa da coesdo social,
das pessoas enquanto ativos e enquanto cidaddos e das politicas de formacao, emprego, educacao e
desenvolvimento de competéncias.

5. RESULTADOS

Nesta seccdo é apresentada a andlise descritiva, ndo exaustiva, dos contelddos existentes nas paginas web
dos municipios, nas redes sociais e cartazes realizados pelas entidades municipais em estudo.

5.1. MUNICiPIO DE BARCELOS

O municipio de Barcelos, face a eclosdo da guerra na Ucrania, procedeu a criacdo de um Plano Municipal de
Apoio aos Refugiados, cuja missao se prende com a antecipacdo de respostas aos problemas e necessidades
relacionados com a recegao, o acolhimento e a integra¢do de refugiados, e cuja intencdo é “procurar, entre
outros, assegurar residéncia temporaria, alimentacao, servicos de saude, emprego, educacao, vestuario e

medicamentos” (Municipio de Barcelos, 2022a).

Com este plano, foi constituida uma equipa, integrada no Pelouro da Agdo Social, que coordena nao sé as
acoes relacionadas com a integracao de refugiados, como as ajudas recebidas, seja de bens alimentares ou
outros. No Plano colaboraram diversas instituicdes que integram a Rede Social do concelho assim como
existe uma “articulagdo permanente com o ACES Cavado III, Servicos da Seguranca Social, IEFP, ACM e a
Associagdo S.0.S Ucrania. Neste Plano, também participam intimeras Juntas de Freguesia, bem como
voluntarios da sociedade civil” (Municipio de Barcelos, 2022b).

Foi feito um apelo a comunidade barcelense para prestar todo o apoio disponivel e foi criado um enderego
de correio eletrénico (barcelosucrania@cm-barcelos.pt) e disponibilizado um ntUmero de telefone,
especificos para esse efeito. A estratégia municipal para levar a cabo a sensibilizacdo da populagdo do
concelho passou por fazer apelos nas redes sociais Facebook e Instagram do municipio e pela criagdo de um
cartaz, que se encontra representado na Figura 1.

O cartaz foi divulgado, ndo apenas nas plataformas online, mas também foram espalhados em diversos
locais do municipio em formato fisico, o que denota preocupacdo em alcancar diversos tipos de publico e
varias faixas etarias.

A pagina web do Municipio de Barcelos faz nota de diversas noticias sobre a situa¢do dos refugiados
ucranianos acolhidos pelo municipio, nomeadamente, a chegada ao concelho de um primeiro grupo
organizado composto por 67 refugiados que foram, inicialmente, acolhidos nas instalagdes do Seminario
Silva, alugadas pelo municipio para esse efeito. Esse grupo viajou desde a Polénia até Barcelos de autocarro,
numa viagem que levou até aquele pais bens alimentares e vestudrio, e regressou a Barcelos com os
refugiados. A viagem foi coordenada pelo municipio e contou com o patrocinio de uma empresa téxtil
sediada numa freguesia do concelho. Além disso, contou com o apoio de voluntarios e dois intérpretes. O
municipio encarregou-se desta primeira fase do alojamento - antes de os refugiados serem encaminhados
para familias de acolhimento ou para residéncias de familiares ou amigos residentes em Portugal - e ainda
da alimentacdo e do apoio nas diligéncias burocraticas junto do SEF.
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Figura 1 - Cartaz da campanha «Barcelos Helps Ukraine»

Fonte: Municipio de Barcelos, 2022

De notar ainda uma iniciativa realizada em 17 de setembro de 2023, o «Encontro de Ucranianos», divulgado
na pagina web do municipio e também nas redes sociais e em alguns 6rgaos de comunicagdo social local e
regional. O Encontro foi promovido pelo Municipio de Barcelos e contou “com o financiamento do Programa
Nacional do Fundo para o Asilo, a Migracao e a Integracdo - FAMI 102 e visa fomentar a integracao da
comunidade ucraniana que chegou ao nosso pais, apds a invasdo russa do seu territério” (Municipio de
Barcelos, 2023).

A programagao foi feita em articulagdo com a Associagdo Somos Ucrania. Os principais objetivos do Encontro
eram a confraternizacio entre elementos da comunidade ucraniana espalhada um pouco por todo o pais,
assim como a promogao da cultura ucraniana junto dos cidadaos barcelenses, num ato de partilha de vivéncias
e experiéncias.

5.2. MUNICIPIO DE BRAGA

O municipio de Braga, em parceria com institui¢gdes publicas e privadas e em articulacdo com a sociedade civil,
e muito concretamente um grupo de jovens com fortes ligacoes aos cidaddos ucranianos residentes em Braga,
realizou, quatro dias ap6s o inicio do conflito armado, uma reunido com varios parceiros com o intuito de
providenciar transporte a refugiados ucranianos desde as fronteiras com a Pol6nia e a Roménia, e posterior
acolhimento na cidade. (Camara Municipal de Braga, 2022).

No inicio de marg¢o de 2022, as redes sociais oficiais do municipio “vestem-se” com as cores da Ucrania e é
disponibilizado um endereco de correio eletronico (ucrania@cm-braga.pt) para os cidadios bracarenses que
pretendam ajudar o povo ucraniano através de disponibilizacio de habitacdo, alimentagio, emprego ou outros
bens e servigos (Figura 2). Em julho de 2022 foi apresentado, em reunido do Executivo, o Plano Municipal para
a Integracdo de Migrantes, o qual é o resultado de uma candidatura ao Fundo para o Asilo, Migracdes e
Integracdo do ACM.
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unicfpio

Figura 2 - Imagem de divulgacio do e-mail do Municipio de Braga de apoio aos cidadios ucranianos

Fonte: Facebook do Municipio de Braga (2022)

Em setembro de 2023, a empresa municipal BragaHabit — que se dedica a reabilitacdo de edificios e a gestdo
dos apoios sociais a habitacdo - e 0 ACM, acordaram a criagdo de um centro de acolhimento de refugiados, que
funcionara nas antigas instalagdes de Escola Primaria de Celeirés (BragaHabit, 2023).

5.3. MUNICIiPIO DE GUIMARAES

No inicio de margo de 2022, o municipio de Guimaraes langou a campanha «Pela Paz na Ucrania», em estreita
colaboragdo com as Juntas de Freguesia do concelho, a Delegacao de Guimardes da Cruz Vermelha Portuguesa,
o Arciprestado de Guimardes e Vizela, o Lions Clube de Guimaraes, empresas e outras institui¢cdes locais. Os
principais objetivos da campanha foram recolher produtos de higiene, medicamentos e cobertores para
encaminhar para zonas de protecdo de refugiados nas zonas de fronteira.

Na mesma altura foram ainda criados uma linha de apoio telefénica e o endereco de correio eletrénico
pelapaznaucrania@cm-guimaraes.pt com o intuito de esclarecer os cidaddos do concelho sobre os
procedimentos a adotar para apoiar os cidaddos ucranianos (Municipio de Guimaries, 2022). Os contactos
foram divulgados nas redes sociais onde o municipio marca presenca (Figura 3).

Nas suas redes sociais, 0 municipio aliou-se também a outras campanhas, uma delas através do Laboratdrio
da Paisagem, que aderiu a plataforma mundial Science For Ukraine e cujo objetivo era providenciar
oportunidades de trabalho a estudantes universitarios e investigadores deslocados devido a guerra.

Desta forma, o Laboratério da Paisagem abriu uma vaga de investigador com a duragdo minima de um ano.
Outra iniciativa, intitulada Guimaraes for Peace, tinha como dois objetivos fundamentais: o fornecimento de
ajuda humanitaria ao povo ucraniano no seu pais ou zonas fronteiricas e o transporte e acolhimento de
refugiados em Guimardes, proporcionando-lhes seguranca e emprego.
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Figura 3 - Imagem de divulgacio do e-mail do Municipio de Guimaries de apoio aos cidadios ucranianos

Fonte: Facebook do Municipio de Guimaraes (2022)

No inicio de 2023, Guimaries integrou um projeto-piloto da rede Eurocities intitulado Sustainable Rebuilding
of Ukrainian Cities. A cidade foi umas trinta e seis cidades europeias escolhidas para integrar o projeto e tera
a oportunidade e missdo de partilhar o seu conhecimento técnico e cientifico nas areas da economia circular
e da gestdo de residuos, assim como do planeamento urbano integrado (Municipio de Guimaraes, 2023).

5.4. MUNICIPIO DE VILA NOVA DE FAMALICAO

O municipio de Vila Nova de Famalicdo, no dia em que se iniciou o conflito armado em territdério da Ucrania,
procedeu a alteracdo das cores do seu logétipo institucional presente nas redes sociais oficiais do municipio,
para as cores da bandeira ucraniana, num gesto simbdlico de solidariedade para com o povo do pais (Figura
4).

Figura 4 - Logétipo do Municipio de Famalicio exibindo as cores da bandeira da Ucrania

Fonte: Facebook do Municipio de Famalicio (2022)

A partir do dia 2 de marc¢o de 2022 a Camara Municipal disponibilizou uma linha direta de apoio - através de
telefone e do endereco de correio eletronico ucrania@famalicao.pt — a comunidade ucraniana ja residente no
concelho, assim como aos refugiados que fossem chegando a territério famalicense.
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Essalinha de apoio foi coordenada pelo Gabinete de Integracao de Migrantes. O municipio, em articulagdo com
as Juntas de Freguesia do concelho, IPSS, empresas, escolas e outras instituicdes, criou pontos de recolha de
bens - sinalizados por entidades representativas da Ucrania - para ajudar os cidaddos em contexto de conflito.
Foi igualmente feita uma alteragdo aos regulamentos de acesso a apoios sociais para ser proporcionada uma
resposta imediata extraordinaria aos cidaddos refugiados, apoios esses que até entdo apenas chegavam a
cidadaos famalicenses ou residentes no concelho ha mais de trés anos (Municipio de Famalicao, 2022).

Este municipio participou ainda no Projeto Welcoming Ukrainians, juntamente com os municipios de Santa
Maria da Feira e Vila Verde, promovido pela Cooperativa Rede Portuguesa de Cidades Interculturais e com o
apoio do Conselho da Europa. Este projeto pretendia partilhar praticas, desenvolver e testar ferramentas de
acolhimento para melhor integrar os cidaddos ucranianos. Deste projeto resultou um video que conta com
testemunhos de algumas das pessoas ucranianas envolvidas (Rede Portuguesa de Cidades Interculturais,
2022).

0 video foi divulgado nas redes sociais do municipio e no seu website, assim como na plataforma YouTube da
Rede Portuguesa de Cidades Interculturais. Este trabalho em rede revela-se da maior importancia por permitir
a troca de ideias e experiéncias, ndo s entre refugiados, mas também entre as pessoas das comunidades de
acolhimento. Na pagina web do municipio de Famalicao encontra-se ainda disponivel um Guia de Acolhimento
aos Ucranianos (Figura 5), redigido em lingua ucraniana, que é também resultado deste projeto de cooperacdo
e que pretende fornecer contactos e informacdes tUteis para que a integra¢do dos cidaddos ucranianos seja
mais célere, eficaz e plena.
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Figura 5 - Guia de Acolhimento aos Ucranianos

Fonte: Municipio de Famalicao (2023)

Em julho de 2023, foi inaugurado o mural no Parque de Sin¢des da cidade, numa parceria entre o Municipio e
o Centro Artistico - A Casa ao Lado, um mural realizado por perto de trinta cidaddos da Ucrania que tentaram
ilustrar a forma como o municipio tem acolhido os refugiados deste pais.
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Este mural é uma das varias iniciativas realizadas ao longo do ano de 2023, inseridas no Projeto Ser Ucrania -
Servigo Especial aos Refugiados, financiado pelo Fundo para o Asilo, Migracao e Integracdao do ACM, e em
parceria com entidades institucionais e associa¢gdes do concelho (Municipio de Famalicao, 2023).

6. CONCLUSOES

A presente investigacdo teve como objetivo geral compreender a utilizacdo do marketing social para a
integracao de refugiados ucranianos nos municipios pertencentes ao Quadrilatero Urbano: Barcelos, Braga,
Guimardes e Vila Nova de Famalicdo.

De forma mais especifica, foram delineados os seguintes objetivos:

¢ Analisar as perce¢des dos stakeholders (entidades municipais) acerca do uso do marketing social como
ferramenta para a integracao social de refugiados;

¢ Compreender, analisar e avaliar quais as estratégias de marketing social implementadas pelos municipios
de Barcelos, Braga, Guimaraes e Vila nova de Famalicdo no sentido da integracao de cidadaos ucranianos;

e Compreender se houve agdes concertadas e protocoladas entre os municipios pertencentes a rede
Quadrilatero Urbano para levar a cabo a integracao dos cidadaos ucranianos refugiados;

e Perceber e analisar de que forma os instrumentos e estratégias de marketing social contribuem para
aumentar a proximidade entre os municipios do Quadrilatero Urbano e os cidadaos refugiados, na
perspetiva dos stakeholders municipais;

e Avaliar, sob o ponto de vista dos stakeholders municipais, o contributo das estratégias adotadas nos
dominios do apoio a obtencdo de vistos de residéncia, ao emprego, a habitacdo, a educacao e a satude;

e Contribuir para o desenvolvimento da disciplina de marketing social, identificando eventuais medidas a
serem tomadas para contribuir para uma integracao de cidadaos refugiados mais plena.

O tema foi introduzido através de uma revisao de literatura que se focou na definicdo, teoria, critérios e
processo de planeamento estratégico do marketing social. Ainda na revisdo de literatura foi explanado o
contributo do marketing social para a integracdo de refugiados.

Seguidamente, foi realizado um estudo de caso que abrangeu os quatro municipios integrantes do
Quadrilatero Urbano que acolheram refugiados ucranianos na sequéncia do conflito armado que teve inicio
em fevereiro de 2022. Da analise dos depoimentos dos stakeholders municipais e dos contetidos existentes
nas paginas web e redes sociais dos municipios, pudemos constatar que o marketing social é ainda uma
disciplina praticamente desconhecida dos profissionais que trabalham no terreno na area da integracao de
refugiados.

Consideramos que os municipios teriam a ganhar com a contratagdo de técnicos especialistas em marketing
social para que estes pudessem integrar as equipas multidisciplinares com implicacées na integracdo social
de refugiados.

Vislumbra-se a utilizacao de algumas técnicas e ferramentas comuns ao marketing social, nomeadamente no
que concerne ao uso da comunicacao, a qual constitui uma das ferramentas do intervention mix. Os canais de
comunicacdo mais utilizados sao as redes sociais, as paginas web institucionais e também os eventos.

Em termos de contribuicdes tedricas, este estudo acrescenta conhecimento a relacdo entre o marketing social
e a integracdo de refugiados ao estudar, em contexto real, a forma como os municipios fazem uso de
ferramentas de marketing social no complexo processo de integracao social.

Ao nivel pratico, sdo evidenciadas as ferramentas de marketing social mais utilizadas pelos municipios e a sua
aplicacdo na satisfacdo das necessidades dos refugiados ao nivel da habita¢do, da sauide, da educagdo e do
emprego.
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Resumo

Este estudo de caso procura analisar e discutir o posicionamento da marca de retalho internacional Zara como uma marca
comprometida com a sustentabilidade, o avango tecnolégico e os objetivos de desenvolvimento sustentavel (ODS, UN 2030 Agenda),
num contexto de crescente consumismo. Com base em pesquisas tedricas e empiricas anteriores, este estudo examina e discute as
estratégias e acoes de modelo de negdcio sustentavel implementadas pela Zara, bem como as tecnologias de inteligéncia artificial
(TIA) e automacio integradas na sua cadeia de valor. Destaca-se a experiéncia omnichannel e a analise de dados através de algoritmos
de machine learning. Os resultados sugerem que, embora a marca de fast fashion mostre um compromisso com a sustentabilidade,
na pratica, a sua abordagem nio esta verdadeiramente alinhada com os objetivos definidos, existindo controvérsia entre o discurso
e a pratica no cumprimento efetivo das ag¢des, introduzindo a discussdo sobre praticas de campanhas greenwashing. O estudo tem
como limitacdes basear-se apenas num caso de uma marca internacional, que ilustra os aspetos significativos do panorama atual
do setor do retalho de moda fast fashion. Investiga¢es futuras poderido integrar outras empresas concorrentes. Como sugestdes
praticas futuras salientam-se a integracdo de tecnologias como IA, blockchain, realidade virtual e realidade aumentada na cadeia de
valor da Zara, de forma a prever tendéncias e promover a sustentabilidade, ou o uso de chatbots para promover praticas
sustentaveis, aumentando a consciencializacdo dos consumidores. Estes desafios emergentes constituem oportunidades para as
empresas implementarem estratégias inovadoras visando a resolugio dos impactos negativos da fast fashion no desenvolvimento
sustentavel.

Keywords: Tecnologias de Inteligéncia Artificial, Consumismo, Fast Fashion, Greenwashing, Objetivos de Desenvolvimento
Sustentavel.

Abstract

This case study seeks to analyze and discuss the positioning of the international retail brand Zara as a brand committed to
sustainability, technological advancement, and the Sustainable Development Goals (SDGs, UN 2030 Agenda), in a context of
increasing consumerism. Based on previous theoretical and empirical research, this study examines and discusses the strategies
and actions of the sustainable business model implemented by Zara, as well as the artificial intelligence (Al) and automation
technologies integrated into its value chain. The omnichannel experience and data analysis through machine learning algorithms
are highlighted. The results suggest that although the fast fashion brand shows a commitment to sustainability, in practice, its
approach is not truly aligned with the defined goals, and there is a discrepancy between the discourse and the actual practice in
effectively fulfilling the actions, introducing the discussion about greenwashing campaign practices. The study has limitations by
focusing on only one international brand, which illustrates the significant aspects of the current panorama of the fast fashion retail
sector. Future research could integrate other competing companies. Future practical suggestions highlight the integration of
technologies such as Al, blockchain, virtual reality, and augmented reality into Zara's value chain to predict trends and promote
sustainability, or the use of chatbots to promote sustainable practices, increasing consumer awareness. These emerging challenges
present opportunities for companies to implement innovative strategies aimed at addressing the negative impacts of fast fashion
on sustainable development.

Keywords: Artificial Intelligence Technologies; Consumerism; Fast Fashion; Greenwashing; Sustainable Development Goals.
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1. INTRODUCAO

A crescente preocupacdo com a sustentabilidade e o impacto ambiental das indudstrias tem impulsionado a
adocdo de novas tecnologias, particularmente a inteligéncia artificial (IA), para transformar os processos
produtivos e de consumo. A IA esta a revolucionar a forma como as empresas de moda operam, desde a gestdo
de inventdrios até ao desenvolvimento de novos produtos. Empresas como a Zara, sdo exemplos na utilizagdo
desta tecnologia para otimizar a cadeia de abastecimento e assim responder rapidamente as exigéncias do
mercado.

Atualmente é conhecido o impacto que a ado¢do e o uso de novas tecnologias tém na eficiéncia dos processos
produtivos e em toda a cadeia de abastecimento das empresas. A automacao, por exemplo, tem sido
amplamente implementada para melhorar a produtividade e reduzir os custos operacionais.

No setor da moda, a automacgdo de tarefas como o corte de tecidos e a montagem de pe¢as permite uma
produgao mais rapida e com menor margem de erro (Ortufio, 2011). Além disso, a utilizacdo de Tecnologia de
Identificacdo por Radiofrequéncia (RFID) pela Zara, exemplifica como a automacdo e as tecnologias da
informacado (TI) podem melhorar significativamente a gestdo de inventario e a resposta face aos picos de
procura (Li et al.,, 2024). A IA também desempenha um papel crucial na personalizacdo da experiéncia do
cliente e na antecipacao de tendéncias de moda (Almeida, 2021).

Adicionalmente, é fundamental que as empresas ndo sé procurem o seu desempenho econémico e financeiro,
como tenham objetivos estratégicos, que lhes permitam prosperar e construir uma vantagem competitiva,
com base no desenvolvimento sustentavel. Desta forma, os Objetivos de Desenvolvimento Sustentavel (ODS)
da agenda 2030 da Organizacdo das Nacgdes Unidas (AGNU, 2015), preconizam um desenvolvimento
equilibrado nos seus trés pilares: Ambiente, Economia e Sociedade (Vinuesa et al., 2020).

Este estudo explora a estratégia de marketing da marca Zara, do grupo Inditex, lider no setor da moda a nivel
global, cujo reconhecimento deriva ndo s6 das tendéncias que apresenta, mas também do seu modelo de
gestao singular e da capacidade de producdo e distribuicdo agil que a caracterizam. A marca tem
implementado inovagdes notaveis no setor, introduzindo conceitos como a fast fashion, um modelo de negécio
focado na criacao de pecas de roupa trendy, com uma rapida rotacdo de colec¢des, a precos acessiveis, com o
objetivo de incentivar compras frequentes. Este modelo rapidamente se tornou numa estratégia
mundialmente adotada por varias empresas do sector.

A andlise do caso em estudo centra-se na adaptacdo da Zara face as mudancas tecnoldgicas e sociais, bem como
na crescente importancia da sustentabilidade e responsabilidade social da empresa. Destaca-se a integracdo
de tecnologias de IA na cadeia de valor, evidenciando o seu potencial na eficiéncia das operagoes. A utilizacdo
de algoritmos de machine learning pode ajudar a otimizar o planeamento e a produc¢do, minimizando o
desperdicio de recursos e fomentando a sustentabilidade corporativa.

Além disso, a personalizacao das recomendagdes de produtos com base nos dados comportamentais dos
clientes pode elevar a satisfacdo e a fidelidade do consumidor. Adicionalmente, sdo examinados os ODS com
0s quais a Zara esta comprometida, analisando a sua implementaciao através de uma reflexdo critica e
discutindo a problematica do greenwashing e as suas consequéncias para a empresa.

Este artigo apresenta a seguinte estrutura: seguidamente, apresenta-se uma revisdo da literatura. No capitulo
3, descreve-se o método utilizado e os resultados da analise. No capitulo 4 apresenta-se a discussdo e no
capitulo 5 as conclusdes do estudo.

2. BACKGROUND

2.1. SUSTENTABILIDADE, INTELIGENCIA ARTIFICIAL E CONSUMISMO

A crescente integra¢do da IA em diversos setores estd a transformar significativamente o panorama do
consumismo e a maneira como as empresas interagem com os consumidores. A vasta quantidade de dados
produzidos pelos cidadaos é frequentemente utilizada para influenciar a opinido e o comportamento do
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consumidor em relacdo a produtos ou servigos, demonstrando o poder da IA na modelagem das preferéncias
de consumo (Vinuesa et al, 2020). Este fenémeno é especialmente evidente no setor do retalho, onde
empresas como a Zara, tém implementado estratégias de IA para aumentar a eficiéncia e impulsionar o
consumismo.

O surgimento da IA estd a moldar um ndmero crescente de setores, afetando a produtividade global, igualdade
e inclusdo, resultados ambientais e varias outras areas, a curto e longo prazo. A ampla gama de novas
tecnologias afeta significativamente a forma como os individuos vivem, moldando comportamentos e
dinamicas sociais (Vinuesa et al.,, 2020). Na industria da moda, a sustentabilidade tornou-se uma questdo
crucial. No entanto, pode ser desafiante para as empresas de moda adotarem estratégias de marketing verde
ao mesmo tempo que acompanham as inovacdes digitais (Tarnanidis et al., 2024).

A Zara, com a sua notoria capacidade de resposta rapida ao mercado, exemplifica como a integracdo da IA nos
processos operacionais pode reduzir drasticamente o tempo necessario para transformar conceitos em
produtos disponiveis nas prateleiras, ao encurtar o periodo de desenvolvimento para apenas algumas
semanas (Almeida, 2021). Esta abordagem nao s6 antecipa tendéncias de moda, como também molda a
prépria procura ao produzir o que os clientes desejam no momento exato (Ortufio, 2011). Este modelo de
negocio, que capitaliza a urgéncia do desejo do consumidor e reforga a escassez planeada, instiga um senso de
exclusividade e urgéncia, incentivando compras impulsivas (Mazaira et al., 2003). Tal estratégia, embora
eficiente, promove um circulo vicioso de consumismo onde a resposta rapida as necessidades do consumidor
perpetua a procura constante por novidades (Morais et al., 2012).

Para além das melhorias na eficiéncia operacional, a Zara também exemplifica a utilizagado de tecnologias como
a Tecnologia de Identificacdo por Radiofrequéncia (RFID) e dispositivos automatizados para melhorar a
experiéncia do cliente (Li et al., 2024). Estas tecnologias permitem uma gestdo eficiente do inventario e a
flexibilizacao da resposta aos picos de procura (Minadeo, 2014), sendo que, em simultaneo, simplificam os
processos de compra e enfatizam a importancia do servigo ao cliente.

No contexto mais amplo, a IA estd a revolucionar varios setores, impactando a produtividade, a igualdade e os
efeitos ambientais. A expectativa é que a IA contribua significativamente para a gestdo de operagdes na cadeia
de abastecimento, promovendo a manufatura inteligente e impulsionando a sustentabilidade econdmica,
ambiental e social (Torres & Beirdo, 2024). As tecnologias emergentes, como a Internet das Coisas (IoT), o
blockchain, a Realidade Aumentada (RA) e Realidade Virtual (RV), sdo particularmente relevantes para as
empresas que dependem de uma produgdo agil, para dar uma rapida resposta as tendéncias de mercado. A
aplicacao destas tecnologias pode otimizar a eficiéncia da cadeia de abastecimento e aprimorar a experiéncia
de compra dos clientes, permitindo-lhes visualizar e interagir com os produtos antes da compra (Akram et al,,
2022).

A utilizacdo de blockchain na cadeia de abastecimento pode promover a transparéncia e a rastreabilidade dos
produtos, refor¢ando a confianca dos consumidores na sustentabilidade e responsabilidade social da marca
(Akram et al,, 2022). Além disso, a integrac¢do de IA e tecnologias 3D permitem facilitar a producdo de moda
sustentavel em tempo real, oferecendo designs praticos e ecologicamente conscientes, melhorar os servigos
ao cliente, oferecer recomendacdes personalizadas com base em compras anteriores e preferéncias
individuais, aumentando a satisfagdo do consumidor e criando uma vantagem competitiva e um compromisso
com a sustentabilidade (Lee, 2021).

As ferramentas de Big Data e A desempenham um papel fundamental na compreensao e previsdo da procura
em cadeias de abastecimento interconectadas, e na adaptacdo das experiéncias de compra do consumidor.
Contudo, os sistemas de recomendacdo de IA estdo a criar padrdes de consumo decididos pelas maquinas,
pressionando a tomada de decisdo do consumidor e, consequentemente, afetando o consumo sustentavel
(Torres & Beirao, 2024).

A discussdo sobre o papel da IA na promocdo da sustentabilidade (e.g., economias circulares e cidades
inteligentes) é vastamente explorada na literatura. Vinuesa e colegas (2020) salientam que a IA tem potencial
para otimizar a utilizacdo de recursos, contribuindo significativamente para a sustentabilidade. Contudo, por
exemplo, a instalagdo de grandes centros de computacao necessarios para suportar esta tecnologia acarreta
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um elevado consumo energético e uma consideravel pegada de carbono. Para mitigar estes impactos
negativos, é crucial promulgar legislacdes que orientem o uso da IA de modo a maximizar os beneficios
ambientais e sociais, alinhando-se com os ODS (Vinuesa et al.,, 2020).

2.2. SUSTENTABILIDADE E GREENWASHING

A interacao entre marketing e consciéncia ambiental é outro tema de grande relevancia. Alonso-Calero e
colegas (2021) destacam a complexidade desta relacdo, onde a persuasdo das campanhas publicitarias
frequentemente supera a educagdo formal em sustentabilidade. Mesmo consumidores informados podem ser
influenciados por mensagens enganosas que promovem produtos como eco-friendly, um fendémeno conhecido
como greenwashing. Esta pratica baseia-se na apresentacdo de informag¢des ambientais exageradas ou falsas
para atrair consumidores preocupados com o meio ambiente, exacerbada pela falta de uma educacdo formal
abrangente que poderia capacitar os consumidores a discernir e avaliar criticamente tais alegacdes (Alonso-
Calero et al., 2021).

A necessidade de uma educacdo formal robusta é enfatizada por Alonso-Calero e colegas (2021), que
argumentam que esta é essencial para capacitar os cidaddos a avaliar criticamente as alegacdes ambientais
das empresas e para garantir a conformidade corporativa com a legislacdo. Isto é particularmente importante
numa era onde a ética ambiental é cada vez mais valorizada.

0 modelo fast fashion, exemplifica um dos desafios da sustentabilidade na industria da moda. Long e Nasiry
(2019) apontam que, embora a abordagem da Zara tenha sido inovadora ao oferecer produtos rapidos e
diversificados, ela traz um impacto ambiental significativo. A producdo em larga escala exige enormes
quantidades de recursos naturais, como agua, energia, e gera enormes emissdes de carbono e residuos
quimicos (Morais et al., 2012). Este modelo é criticado pela falta de durabilidade das pecas, o que compromete
a sustentabilidade a longo prazo (Duoyan, 2021).

Em resposta a estas criticas, a Zara tem avancado com iniciativas sustentaveis, como o uso exclusivo de
materiais reciclados ou organicos e a adogio de praticas ecolégicas em toda a sua cadeia de operagées (Epoca
Negocios Online, 2019). A linha Join Life, iniciativa sustentavel do grupo Inditex, focada em usar materiais
ecolodgicos e processos de producao que minimizam o impacto ambiental (Zara, 2024), e servigos como o Pre-
Owned, programa que promove a economia circular na moda, permitindo a compra, venda e reciclagem de
roupas usadas para prolongar o seu ciclo de vida (Zara, 2024), inspirados na economia circular, sdo exemplos
de como a empresa estd a responder as expectativas crescentes dos consumidores por opc¢des mais
sustentaveis (Bento, 2023).

7

Esta transformacdo é impulsionada pela crescente consciencializagdo dos consumidores sobre questdes
ambientais, que valorizam a sustentabilidade nas suas decisdes de compra (Braga et al., 2016). De acordo com
Pires e colegas (2024), os consumidores estao dispostos a pagar precos mais altos por roupas sustentaveis, o
que sugere que as empresas podem alinhar as suas estratégias de preco com as exigéncias dos consumidores
ambientalmente conscientes.

Torres e Beirdo (2024) analisaram um grande corpo de investigacdo que relata um impacto positivo liquido
de tecnologias de IA associadas ao aumento da produtividade, eficiéncia e modelos de negécios sustentaveis.
Adicionalmente, a digitalizacdo responsavel e a governanca transparente sdo fundamentais para que
empresas como a Zara incorporem preocupagdes ambientais nas suas operagoes.

A medida que esta indtstria evolui, é essencial que as empresas como a Zara adotem uma abordagem mais
equilibrada entre inovagdo e sustentabilidade. A combinacdo de moda em constante mudanca, com
tecnologias inovadoras sustentaveis é vista como o caminho inevitavel para a sustentabilidade a longo prazo
(Lee, 2021), procurando responder as necessidades dos seus consumidores e do planeta.

De referir que ha concorrentes a trabalhar algumas destas questdes. A H&M, tal como a ZARA, ja investe na
producao sustentavel de algodao e poliéster, que utiliza nos seus téxteis. A empresa também é membro da
Better Cotton Initiative (BCI), reforcando o seu compromisso com a sustentabilidade. Adicionalmente, a H&M
implementou um programa de recolha de roupas usadas que categoriza em trés grupos: reutilizagdo, reuso e
reciclagem, com o objetivo de diminuir os residuos téxteis e fomentar praticas sustentaveis. A concorrente
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também procura assegurar condicoes de trabalho dignas e um desempenho ambiental responsavel,
fiscalizando regularmente as fabricas. Além disso, oferece formacao a fornecedores e trabalhadores, e publica
regularmente a lista dos mesmos, promovendo a transparéncia na cadeia de valor, nomeadamente no
Bangladesh (Shen, 2014).

3. METODOLOGIA E RESULTADOS

Para fins desta pesquisa, um estudo de caso foi 0 método utilizado para estudar o impacto da adogao da
automacao e da tecnologia de IA na sustentabilidade da indistria da moda.

Segundo Yin (2003), um estudo de caso é definido como "uma investigacdo empirica que investiga um
fenbmeno contemporaneo em profundidade e dentro de seu contexto da vida real, especialmente quando as
fronteiras entre fen6meno e contexto ndo sdo claramente evidentes" (p. 18), considerando-o um método
adequado quando o pesquisador procura responder a perguntas de eventos contemporaneos na forma de
"como" ou "porqué”, sem ter qualquer controlo sobre eles.

Adicionalmente, este método de pesquisa pode permitir aos investigadores avaliarem "multiplas variaveis e
sua interacdo” e estudarem fendmenos contemporaneos quando ndo é adequado ou possivel usar
metodologias quantitativas de pesquisa (Cao et al., 2014).

0 método de pesquisa e recolha de dados baseou-se, essencialmente, em relatérios anuais da Inditex dos
ultimos anos (2016, 2021 e 2023), em artigos cientificos, em publicacdes de entidades governamentais e em
informacdes de noticias de imprensa.

As medidas e a¢des de sustentabilidade implementadas pela Zara foram registadas de acordo com a sua
correspondéncia com os 17 ODS (AGNU, 2015), e agrupadas nos seus trés pilares - sociedade, economia e
ambiente -, conforme apresentado na Tabela 1.

3.1. RESULTADOS

Ao longo dos anos, a Zara tem investido continuamente em sustentabilidade. A Tabela 1 apresenta um
conjunto de medidas implementadas que almejam evidenciar o compromisso da marca com os ODS (nos trés
pilares social, ambiental e econémico), e conjuntamente apresenta-se uma analise critica dessas iniciativas
para analisar a coeréncia entre o discurso e a pratica.

Tabela 1 - Comportamento sustentavel da Zara: Uma analise critica.

‘ oDS ‘ Medidas implementadas pela Zara Anadlise Critica

Pilar de ambito social

» Programas para ajudar os mais necessitados, | ¢ Relatos sobre condi¢Ges de trabalho preocupantes,
familias em extrema pobreza e pessoas com | incluindo longas jornadas e salarios inadequados
deficiéncia (Portugal Téxtil, 2024). (Esquerda, 2023).

¢ Investimento monetirio em programas de | ¢ Apesar dos programas de reciclagem existe uma

ajuda a acabar com a pobreza (ajuda na criagdo | alta taxa de descarte de roupas (85%) anualmente
de emprego). devido a superproducio na Zara (FasterCapital, n.d.).
o Iniciativa de arrecadacdo de roupas para
reciclagem ou doacdo a pessoas com
necessidades financeiras (Portugal Téxtil, 2017).
« Politica de Saude e Seguranca no Trabalho que | » Relatos de falta de seguranga, e tratamento

—— se compromete a garantir a qualidade do | desumano em unidades fabris que fornecem a Zara
BE-ESTAR emprego e a seguran¢a nos locais de trabalho | no Bangladesh e Camboja (Garcia & Lopez, 2020).

A /‘ (Satide e Seguranga, n.d.).
» Doacgdes para fornecer ajuda humanitaria e
suprimentos médicos para as Unidades de

Emergéncia dos Médicos Sem Fronteiras
(Redaccidn, 2018).
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oDS Medidas implementadas pela Zara Anadlise Critica
eColabora com projetos educativos da |  Na Turquia, foram descobertas criancas refugiadas

Entreculturas (ONG que promove a mudanca
social através da educagido) (Duarte, 2021).

e Programas de formagio como o “Inditex
Careers”, que visa promover a formacdo,
desenvolver habilidades e recrutar novos
talentos internamente na empresa (Inditex,
2023).

sirias a trabalhar em fabricas de roupa que fornecem
a Zara (Renascenga, 2016).

» A empresa oferece apoio as mulheres vitimas de
violéncia de género, assinando acordos com o
Ministério da Saude, Servicos Sociais e Igualdade
para conscientizacio e integracdo dessas
mulheres no mercado de trabalho (CESP, 2016).

e A maioria dos trabalhadores da Inditex, sdo
mulheres que recebem salarios inferiores em
comparacdo aos homens (Osorio, 2023).

e Compromisso em utilizar a dgua de forma
responsavel producio de
colaborando no Bangladesh Water PaCT para
reduzir o seu impacto ambiental (Duarte, 2021).
e Adesio ao CEO Water Mandate (2023),
procurando progresso em diferentes areas e
emitindo certificagdes anuais para validar esses
avangos.

» Meta de alcangar a Descarga Zero de Quimicos
Perigosos para o ambiente (Duarte, 2021).

na vestuario,

* O tingimento de roupas consome uma quantidade
enorme de dgua anualmente, sendo responsavel por
20% da poluicdo anual das aguas industriais (ECO,
2021).

» A producdo de uma calga jeans requer em média
trés mil litros de agua, enquanto o cultivo de algodado
é responsavel por cerca de 3% a 4% do uso global de
agua (Universidad Politécnica de Madrid, 2014).

» Compromisso em fontes de energia renovaveis
em todas as suas instalagcées como parte de uma
estratégia global de energia (EDP, 2023).

« Introdugdo de um Manual de Loja Eco-eficiente
em todas as lojas para otimizar o seu consumo e
as emissoes (Inditex, 2024).

e Um estudo refere que o algoddo consome, em
média, 778 litros por quilo de fibra produzida em
Espanha, 90% dos quais correspondem a agua de
irrigacdo (Universidad Politécnica de Madrid, 2014).

¢ A Zara pretende usar 80% de energia renovavel
até 2025 nas suas lojas e na comunidade onde
estd inserida de forma a garantir uma maior
sustentabilidade ambiental (Epoca Negécios,
2019).

e Foram registados danos ambientais graves,
incluindo a poluicdo da agua por residuos nio
tratados e poluigdo do ar, na China, India e Indonésia,
provocadas por unidades de produgio que fornecem
a Zara (Bantumen, 2017).

1 PAZ JUSTICA
EINSTITUIGOES
EFICAZES

« A Inditex assinou um protocolo com a federacdo
sindical global IndustriAll Global Union para
garantir melhores condi¢ées a fornecedores e
trabalhadores (De Aspuru, 2022).

* A Inditex ndo publica a lista das fabricas onde se
abastece (...) as entidades reguladoras apelam a
maior transparéncia (Reuters, 2024).

Pilar de Ambito eco

némico

TRABALHODIGNO

« Politicas para erradicar o trabalho infantil, o
trabalho forcado e qualquer forma de
discriminacdo, conforme a sua Politica de
Direitos Humanos e o seu Cédigo de Conduta para
Fabricantes e Fornecedores (Cddigo de Conduta
para Fabricantes e Fornecedores Grupo Inditex,
2015).

» Acordo com a IndustriALL Global Union para
garantir condi¢cdes dignas de trabalho, incluindo
a criacdo de uma comissio sindical para proteger
os direitos dos trabalhadores (Europapress,
2019).

» Existem dentncias de mas condi¢bes de trabalho,
baixos salarios, excesso de horas e greves (AbrilAbril,
2024).

e No Brasil,
submetidos a condi¢cdes semelhantes a escravidao, a
produzir roupas para a Zara (Diario de Noticias,
2011).

* Apresentam dependéncia por trabalhadores do
setor téxtil do Bangladesh aos quais sdo pagos
salarios muito baixos (Esquerda, 2023).

foram encontrados trabalhadores
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oDS Medidas implementadas pela Zara Anadlise Critica

» Implementagdo do Sistema de Identificacdo por | ¢ Apesar de trazer conveniéncia aos clientes, o
Radiofrequéncia (RFID) para aprimorar a gestdo | transporte rapido na industria da moda contribui
de stock, rastreando produtos desde a produgio | consideravelmente para as emissdoes de gases

()t até a venda (Portugal Téxtil, 2016). poluentes, sendo a moda responsavel por 10% das
FRAESTRUTURAS - . o~
» Programas como Lean e Ready to Manufacture | emissées globais, o que agrava a poluigdo
& (RTM) para otimizar processos e melhorar a | atmosférica (Parlamento Europeu, 2024).

conformidade com os padrdes de saude (Inditex, | » O colapso do edificio Rana Plaza em Bangladesh,
2016). que afetou varias marcas téxteis, incluindo a Inditex,
evidenciou a negligéncia na infraestrutura,
destacando a exploragdo e a falta de seguranga na
industria (Expresso, 2013).

e Iniciativas como as lojas For&From para | e Certas desigualdades permanecem,
10 s integrar pessoas com deficiéncia (Marketeer, | particularmente em termos de remuneragio e
2024). condi¢bes de trabalho para as mulheres na empresa

PN
(=)
v

e Apoio a comunidade LGBT com a iniciativa | (Osorio, 2023).
Open For Business (Brunswick Group, 2016).

» Criagdo da linha join Life focada em materiais | ¢ A linha Join Life nem sempre é feita com materiais
reciclados e algoddo organico (Portugal Téxtil, | 100% reciclados ou organicos, muitas vezes
2017). utilizando uma percentagem minima desses
e Lancamento da plataforma Zara Pre-Owned, | materiais, e ao juntarem fibras reciclaveis e fibras
permite reparar, revender e doar pecgas de | sintéticas, diminui a capacidade de reciclagem

12 F vestudrio ja usadas (Zara, 2024) (Gheorghe e Matefi, 2021).
m » Ha evidéncias de que a maior parte das roupas
doadas nio sio reutilizadas ou recicladas, mas sim,

destruidas ou deixadas em armazéns (Moser, 2023).

« Parcerias com varias institui¢des para cumprir | « Apesar de ter parcerias como, por exemplo, a
os objetivos, como CanopyStyle, Barcelona | European Committee for Standardisation (EU),
Biomedical Research Park (PRBB), Sustainable | foram descobertas criangas refugidas sirias a
Apparel Coalition (SAC), European Committee for | trabalhar em fabricas de roupa que fornecem a Zara
Standardisation (EU) e a Better Cotton Initiative | (Renascenca, 2016).

(Inditex, 2016).

Pilar de Ambito ambiental

* Compromisso em utilizar energia de fontes | e Declaracdes enganosas de “circularidade” baseadas
renovaveis nas suas sedes, centros logisticos e | em poliéster reciclado de garrafas plasticas;
13 :‘m’g‘m lojas (Portugal Téxtil, 2019). Rotulagem confusa e com alegacdes falaciosas em

o0 CuNA « Participacdo na Carta da Industria da Moda para | relagio a sustentabilidade (Abelvik-Lawson, 2023).

a Agdo Climatica, procurando reduzir as emissoes

de gases de efeito de estufa (Euronews, 2019).
e Compromisso com a Descarga Zero de | ¢ O poliéster, normalmente utilizado na producdo de
Substancias Indesejadas para reduzir a polui¢ido | roupas, produz até 3 vezes mais carbono do que

14 B em todos os seus processos de produgdo | outros materiais e ndo se decompde nos oceanos
A
=== (Portugal Téxtil, 2019). (EDP, 2024).

 Substituicdo de sacos plasticos por sacos de
papel reciclado e reutilizaveis nas lojas (Jornal i,

2019).
« Criacdo de iniciativas como a CanopyStyle para | ¢ A maior parte do tecido utilizado na fabricagio da
proteger as florestas (Zara Home, 2024). linha de roupas dedicada a materiais reciclados,

e Lancamento do projeto de reflorestacio na Asia | chamada Join Life é desperdicada, ou seja, a
que visa promover a restauracdo ambiental no | superproducdo na inddstria da moda pode ser
sul da Asia (Distribuigio Hoje, 2024). destruida através do descarte inadequado de tecidos
ndo utilizados causando efeitos negativos nos
ecossistemas terrestres (Greenpeace, 2023).
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oDS Medidas implementadas pela Zara Anadlise Critica

e A Zara lancou a cole¢do join Life como linha

sustentavel, mas foi criticada por ser “fachada” para
a continuacdo de superproducdo. Apesar de alegar
que 61% dos produtos cumprem os requisitos, como
o uso de materiais reciclados, compromissos
ambientais, praticas sociais, circularidade,
transparéncia e gestdo responsavel, a rapida
transformacdo em  residuos questiona a
sustentabilidade da marca (Anamuller, 2023).

Fonte: Elaboragao propria.

4. DISCUSSAO

A analise do cumprimento dos ODS pela Zara revela um panorama misto, com iniciativas positivas, no entanto
também sérios desafios.

No ambito social, a marca investe em programas de apoio a comunidades carenciadas e reciclagem de roupas.
Contudo, ha questdes que se levantam sobre as condi¢des de trabalho, como os baixos salarios, especialmente
em paises como o Bangladesh. A descoberta de criangas refugiadas sirias a trabalhar em fabricas na Turquia
também levanta duvidas sobre a eficacia dos seus mecanismos de monitorizagdo junto dos seus fornecedores.

No pilar econémico, a Zara adota politicas para erradicar o trabalho infantil e forcado, no entanto, persistem
dentncias de mas condi¢cdes laborais e salarios baixos. A dependéncia de trabalhadores do Bangladesh reforga
as referidas criticas de exploracao. Embora a empresa utilize tecnologias avancadas para a manufatura
eficiente, o transporte rapido para assegurar a mundialmente extensa cadeia de abastecimento contribui para
as emissdes de gases poluentes, responsavel pela pegada de carbono.

Em termos ambientais, a Zara compromete-se a utilizar energia de fontes renovaveis e a reduzir emissoes. A
linha join Life, focada em materiais reciclados, é um passo positivo. Contudo, a superproducdo e o descarte
massivo de roupas comprometem esses esforcos. O uso de poliéster, que ndo se decompde nos oceanos,
representa um dilema ambiental significativo. Iniciativas como a substituicdo de sacos plasticos por sacos de
papel reciclado sdo positivas, mas a pratica efetiva apresenta lacunas. Estas incongruéncias levantam a
questdo do greenwashing, onde as acdes da Zara podem ser vistas como estratégias de marketing ao invés de
compromissos reais com a sustentabilidade.

A integracdo da inteligéncia artificial nos processos operacionais da Zara é um avanco significativo na
eficiéncia e resposta do mercado. A IA permite que a marca transforme rapidamente conceitos em produtos,
moldando a produgdo antecipada de tendéncias e criando uma procura constante ao disponibilizar produtos
que os consumidores desejam no momento. Além disso, a escassez planeada e a sensacdo de exclusividade
promovem compras impulsivas. As tecnologias emergentes como a Internet das Coisas (IoT) e o blockchain
podem otimizar a cadeia de abastecimento e melhorar a experiéncia do cliente, mas também podem
intensificar o consumismo se nao forem geridas com uma visao de sustentabilidade.

A combinacdo de inovacdo tecnolégica com praticas ecolégicas é essencial. A Zara, como lider no sector de
moda, tem a responsabilidade de liderar pelo exemplo. A ado¢dao de tecnologias que promovam a
transparéncia e a utilizacdo de IA para praticas de produgido mais sustentaveis sio fatores imprescindiveis. E
igualmente vital uma mudanca de paradigma na abordagem ao mercado, cabendo as empresas um papel na
educacao dos consumidores sobre os impactos na sustentabilidade (e ndo s6 ambiental), promovendo uma

mudancga de mentalidade e de comportamentos, face a este tema.

Desde 2023, na Unido Europeia, os relatérios de sustentabilidade sdao essenciais para a afirmar a
responsabilidade das grandes empresas em relacdo ao meio ambiente e as suas comunidades. O objetivo é
promover praticas mais sustentaveis e responsaveis, incentivando a transparéncia em toda a cadeia de valor.
Para cumprir essas regulamentagdes, a marca deve investir em sistemas robustos de monitorizacao,
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reportando registos de indicadores, fortalecendo as praticas de gestdo ambiental e social na sua cadeia de
abastecimento. Isso inclui também estabelecer padrdes rigorosos para fornecedores, garantindo condi¢des de
trabalho justas, reduzindo o seu impacto ambiental.

Os resultados do estudo destacam a necessidade crucial de tornar obrigatéria a divulgacdo de relatérios com
indicadores de sustentabilidade a partir de 2024 para grandes empresas. O ano fiscal de 2024 sera o ano de
viragem para as empresas, em termos da aplicagdo das novas regras europeias de reporte corporativo de
sustentabilidade, associadas a diretiva CSRD ‘Corporate Sustainability Reporting Directive’ (Diretiva UE
2022/2464), que substituiu a anterior NFRD (Non-Financial Reporting Directive), transposta para a legislacao
nacional através do Decreto-Lei n.2 89/2017.

5. CONCLUSOES

O estudo permite concluir que as tecnologias de IA podem ter um impacto positivo na promoc¢do da
industrializacdo sustentavel e no fomento da inovagdo (ODS 09), que, por sua vez, tém impacto no crescimento
econdmico, no desenvolvimento social, na producdo e consumo sustentaveis e na a¢do climatica, dada a sua
forte dependéncia de investimentos em infraestruturas, desenvolvimento industrial sustentavel e avangos
tecnoloégicos.

Devido a natureza interligada dos ODS, é inegavel que a consecugao do ODS 09 est4 ligada a consecucao dos
outros objetivos e metas da Agenda 2030 (AGNU, 2015) constituindo um grande desafio para as empresas.
Indiscutivelmente, a industrializa¢do inclusiva e sustentavel impulsiona o crescimento econémico sustentado
e a criacdo de empregos e salarios decentes (ODS 08); contribui para reduzir a pobreza (ODS 01), a fome (ODS
02) e as desigualdades (ODS 05 e 10), melhorando simultaneamente a saide e o bem-estar (ODS 03),
aumentando a eficiéncia na utilizacao dos recursos e da energia (ODS 06, 07, 11 e 12) e reduzindo as emissdes
de gases com efeito de estufa e de outros poluentes, incluindo de produtos quimicos (ODS 13, 14, 15).

Adicionalmente, conclui-se que os impactos negativos do modelo fast fashion na sustentabilidade constitui um
desafio para a industria da moda. A relevancia do compromisso com o ODS 12 pode dever-se ao facto de as
empresas serem cada vez mais obrigadas a enfrentar o desafio da sustentabilidade, tentando melhorar o
ambito das inovag¢des para preservar a integridade do ecossistema e melhorar a utilizacdo dos recursos
naturais. De facto, a maioria das empresas considera o desenvolvimento de produtos sustentaveis como uma
oportunidade competitiva (Vinuesa et al., 2020).

No entanto, para alcancar um desenvolvimento sustentavel, é essencial harmonizar trés elementos
fundamentais: lucro, protecdo social e respeito pelo meio ambiente. Estes elementos sdo interdependentes
para garantir o bem-estar dos individuos e das sociedades. Portanto, o ODS 12 visa especificamente as
empresas, defendendo modelos sustentaveis de produ¢do e consumo que promovam o uso eficiente e
responsavel dos recursos naturais, para "fazer mais e melhor com menos".

7

Um aspeto critico discutido no estudo é o elevado consumo de agua mundial na producdo de algodao,
sublinhando a necessidade de praticas agricolas mais sustentaveis, criando oportunidades para as grandes
empresas estabelecerem parcerias com os seus fornecedores, cumprindo o ODS 17.

Finalmente conclui-se, sugerindo um contributo para as empresas mitigarem o fendmeno greenwashing
através da publicacdo dos relatérios dos indicadores de sustentabilidade, essenciais para afirmar a
responsabilidade das grandes empresas em relagdo ao meio ambiente e as suas comunidades, comunicando a
transparéncia em toda a cadeia de valor.

Este estudo apresenta algumas limitagdes importantes. Primeira, ao focar-se apenas num unico caso, os
resultados e conclusdes obtidos sdo limitados e podem nao ser generalizaveis a outras marcas ou setores. Em
segundo lugar, as fontes externas utilizadas, como os artigos de imprensa e publica¢cdes de entidades sem
arbitragem cientifica, levantam questdes sobre a precisao e validade dos dados.

Além disso, muitos dos dados utilizados na andlise, provenientes do relatério anual de 2016, 2021 e 2023 da
Inditex e do proprio site da empresa, devem ser considerados com cautela devido a possiveis vieses
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corporativos. Para ultrapassar estas limitagdes, sugere-se que estudos futuros considerem dados cross-
industry, coligidos nos relatérios de indicadores de sustentabilidade, doravante publicados pelas empresas.

Considera-se adequado no desenho de pesquisa futura incluir um estudo de caso multiplo, com unidades de
analise similares (e.g. ado¢do da tecnologia IA sustentavel por uma industria de moda), possibilitando fazer
uma analise cross-case que permitira olhar para os dados de maneiras divergentes e construir uma andlise
descritiva mais extensa e completa do sector da moda.
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Abstract

This article is about a course (on democracy and participation) to be administered online within the international project funded
by the European Union - VirtuEU. This project is directed at involving Western Balkan youths in online exchanges with youths from
Portugal and Greece and also youths invited by the Belgian partner EVBB. The topic of this article and course is democracy and
participation - which cannot be disassociated from leadership - hence the inclusion of the latter in the discussion. Bibliometric
analyses were done (using VOSviewer) and accompanied by a glance at the literature on leadership, democracy and participation.
The text also includes excerpts and concepts from the artificial intelligence (Al) platform perplexity.ai, followed by the author’s
perspectives on the subject, inviting the reader to reflect on certain issues and debates in democratic society today.

Keywords: Cross-cultural leadership; external environment; democracy; leadership evolution; VOSviewer.
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1. INTRODUCTION - LEADERSHIP, DEMOCRACY AND PARTICIPATION

“Leadership is one of the most complex and multidimensional phenomena. It has been studied extensively
over the years and has taken on greater importance than ever before in today’s fast-paced and increasingly
globalised world. Nonetheless, leadership continues to generate captivating and confusing debate due to the
complexity of the subject.” (Benmira & Agboola, 2021, p.3). Despite having been studied extensively,
leadership continues to be a little understood topic in the social sciences (Benmira & Agboola, 2021).
Leadership involves influencing others, a smaller or larger group of people, towards the attainment of a goal
(Stogdill, 1950). Ethical leadership involves taking followers from A to B where B is better than A (author’s
own definition).

One cannot speak of democracy and participation without speaking of leadership, in its various forms and
across cultures. Was Saladin, that great “Unifier’ of Islam... admired by followers and enemies alike” (Man,
2015, p.319), a modern democratic leader? Man (2015, p.319) writes that one key to Saladin’s “success was
that he combined two styles of leadership, exercising what modern theorists call hard and soft power”.
“Leadership has been equated with the ruthless exercise of power... Saladin might have taken the same hard-
power approach... But he didn’t. He mixed force with persuasion. Such subtletly makes him seem an exemplar
of modern leadership.” (Man, 2015, p.320). Saladin was, however, also brutal at times. So our judgement and
analysis is not so simple.

Another greatleader from the past is Genghis Khan (“founder of the world’s most extensive land empire” (Man,
2004, p.21)) who, legend has it, wished always to do things correctly (Man, 2004) - “asserting his authority
but also displaying his generosity... to his loyal generals” (Man, 2004, p.18).

Leadership theory has evolved over time (Benmira & Agboola, 2021). What interests us herein is what makes
for an effective democratic leader? In this context, leadership is seen as the art of being able to mobilise others
and to get them to want to struggle for shared aspirations (Kouzes & Posner, 1995). Leaders should have a
vision and a strategy while also being able to put in place mechanisms to manage the group - monitoring and
controlling performance (Benmira & Agboola, 2021).

Benmira and Agboola (2021) set forth four main eras as regards leadership theory: trait (focused on natural
talent and innate leader characteristics — 1840s and 1930s-1940s), behavioural (focused on leaders being
made rather than born - 1940s-1950s), situational (recognising how the environment and situation/context
are a significant influence - 1960s) and new leadership (1990s and 2000s) - “the new leadership era, moving
away from the above-mentioned traditional theories of leadership, which define leadership as a
unidirectional, top-down influencing process, drawing a distinct line between leaders and followers. Instead,
the focus became on the complex interactions among the leader, the followers, the situation and the system as
a whole, with particular attention dedicated to the latent leadership capacities of followers... success in an
organisation is more dependent on coordinative leadership practices distributed throughout the organisation
rather than the actions of a few individuals at the top.” (Benmira & Agboola, 2021, p.4). In the new leadership
era all collaborators are necessary in order to most effectively reach the goals set out. Leadership is about
mobilizing others in order for them to want to achieve the extraordinary (Kouzes & Posner, 2007).

Running a search on Scopus on 17-08-2024, using the keywords leadership AND democracy AND
participation, 469 documents were found. Figures 1-3 are the VOSviewer depictions (Overlay Visualization)
of the findings regarding cooccurrence of all keywords, full counting. Note how in figure 1 the words
cooperativism, confucianism, collective will, public opinion, and American public life appear. In figure 2 one
may read different terms, such as community leadership, distributed leadership, digital democracy, public
administration, unions, female principals, trust, authoritarianism, civic associations, employee participation,
and advisory committee. Finally, figure 3 shows some other terms including social movement, collective
action, citizen democracy, meritocracy, conflict resolution, communication, collective impact, participatory
process, citizens’ participation, and leadership selection.
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The literature on citizens' perspectives on the implementation of direct democratic methods has shown that
referendums are generally viewed positively. This is a well-known fact by now, as asserted by Anderson and
Goodyear-Grant (2010).

Additionally, according to Neblo et al. (2010), there seems to be a widespread openness to using public
discussion to arrive at decisions. According to Bengtsson's (2012) study using Finnish data, it is feasible to
identify consistent categorizations in how individuals answer political process-related inquiries. These
groupings, known as conceptions of democracy, include representation, expertise, and participation, as they
align with established notions in political theory and prior research.

The first aspect that is targeted in this context is representation, which focuses on democratic procedures that
involve the selection of representatives through elections. These elected representatives have the mandate to
govern on behalf of the citizens, and leadership selection is viewed as the primary objective of democracy.

The second aspect is referred to as expertise, which emphasizes the role of experts rather than elected
representatives. Finally, the third aspect is called participation, where democracy is viewed as a participatory
concept that requires the active involvement of citizens. This is a prevalent view in academic discourse over
the last several decades. This dimension highlights the importance of citizen participation, making it a vital
element of democracy (Bengtsson & Christensen, 2014).
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Figure 3 - a search on Scopus on 17-08-2024, using the keywords leadership AND democracy AND participation - a more
detailed view

Participatory projects aim to give citizens influence. Additionally, theories of participatory democracy,
deliberative democracy, and social capital suggest that citizen involvement has several positive democratic
effects regarding inclusion, civic skills and virtues, deliberation, and legitimacy. The role of citizens is primarily
to provide information on which the government, sometimes in collaboration with other actors, can make
decisions. Participatory policy-making thus preserves vertical government decision-making while also
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creating more room for suggestions and ideas from citizens. Citizen involvement in policy-making makes
people feel more responsible for public affairs and increases public engagement.

A second positive effect of participatory policy-making is that it encourages people to listen to a variety of
opinions and thus promotes mutual understanding, which does not necessarily imply that they are willing to
change their preferences. Thirdly, it contributes to greater decision legitimacy (Michels & Graaf, 2010).

As Dahl (1956) feared, two potential dangers should be noted here. First, there is the issue of the absence of
certain groups from active participation. The result of excluding certain groups are that some quiet voices are
never heard, which may ultimately contribute to a decrease in public trust in government and a reduction in
the quality of democracy.

A second issue concerns expectations (Dahl, 1956; Michels & Graaf, 2010). Findings indicate that most citizens
participate in participatory policy-making projects with enthusiasm, buoyed by the sense that they can
contribute to improving their neighborhood. For a healthy democracy, the most crucial feature of public
engagement is the absence of actual authority and a say in decision-making. The critical elements of
democratic citizenship are civic competence growth, public involvement increase, and the opportunity to
discuss and interact about local issues and problems (Dahl, 1956).

Table 1 shows the result of the VOSviewer analysis of all types of keywords. Gender (male and female) is an
issue, as is the political system, organization and management, decision making and social participation.

Table 1 - List of most prominent keywords - a search on Scopus on 17-08-2024, using the keywords leadership AND
democracy AND participation
ot

J*%,  Verify selected keywords

Selected Keyword Occurrences E?::L;::
V) leadership 100 1367 ©
v democracy 134 1332
] human 30 820
v article 26 693
V) humans 23 638
v political participation 56 445
& male 12 398
v female 11 369
/] health care policy 13 357
v public health 9 320
/) decision making 23 317
v governance approach 25 301
4 politics 18 285
v adult 9 246
@ government 10 234
v local participation 24 233
/) social participation 11 231
v south africa 13 221
V) united states 12 214
v election 16 189
4 political system 9 189
v organization and management 8 181

This publication continues with a methodology section, followed by the course description and desired course
results. Finally, a reflection is performed and future steps considered.
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2. METHODOLOGY

This study incorporates Bibliometric Reviews - derived from the Scopus database and using VOSviewer. “A
Bibliometric Review is a method within systematic reviews that analyzes patterns of knowledge production
and accumulation by using quantitative software tools to examine bibliographic data from a large set of
documents extracted from repositories like Scopus or Web of Science.” (International Encyclopedia of
Education (Fourth Edition), 2023).

The Bibliometric Reviews were conducted based on the criteria established using the queries: 1) Leadership
AND Democracy AND Participation (please see above); and 2) Democracy AND Participation AND “European
Union” (please see below). A Co-occurrence analysis of Author keywords (Full-counting method) was
performed and portrayed in the Overlay Visualisation perspective on VOSviewer - in both cases. Artificial
intelligence (Al) (perplexity.ai) was also used to help define the outline of the course and to define certain
concepts discussed in this article. Certain Al concepts were then discussed and debated by the author in his
own words, namely to give another perspective on the matter.

3. COURSE DESCRIPTION

Objective - Develop a two-hour online course on democracy and participation with four hours’ work offline.
We aim for a mix of theoretical knowledge, practical examples, interactive elements, and assessments, for
learners to gain a comprehensive understanding of democracy and participation.

3.1. VOSVIEWER - DEMOCRACY AND PARTICIPATION AND THE EUROPEAN UNION

Figure 4 is a VOSviewer depiction - first a search was done in the Scopus database using the terms democracy
AND participation AND “European Union” - on 29-03-2024 (365 documents found); then a Co-occurrence
analysis of Author keywords (Full-counting method) was performed and portrayed in the Overlay
Visualisation perspective on VOSviewer.
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Figure 4 - VOSviewer depiction - democracy AND participation AND “European Union” search on Scopus on 29-03-2024 -
Co-occurrence of Author keywords, Overlay Visualisation on VOSviewer
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Member involvement appears as a crucial element, in yellow (hence, a recent entry, close to or after 2020).
Good governance is a slightly older term in figure 4 (appearing in light green, from circa 2018). E-democracy
is an even slightly older term (appearing in green). Economic development, in yellow, appears to be linked to
a participatory democracy. Trust, human rights, and argumentation strategy are big words in figure 4, as we
shall see below, in the text.

Table 2 shows the most important keywords in the figure 4 search. One such term is “civil society”; yet another
is “political participation”. Other terms are “participatory democracy” and “deliberative democracy”; as is
“democratic deficit”.

Table 2 - Important keywords in the figure 1 search

Verify selected keywords

Selected Keyword Occurrences T:t)rt:LgI;Thk v
) european union 84 449 O
v democracy 62 351
/) participation 31 161
v civil society 17 95
) political participation 15 79
v participatory democracy 16 71
) deliberative democracy 12 70
v democratic deficit 11 62
V) european commission 8 62
v legitimacy 12 56

i ) electoral rights 3 50
v european neighbourhood policy 3 49
) transparency 7 48
v corruption B 46
) european parliament 6 46
v foreign policy 2 45
) accountability 5 42
v voter turnout 2 42
V) governance 8 40
v representative democracy 4 40
W) e-democracy 8 39
v abkhazia 1 38

3.2. ONLINE COURSE ON DEMOCRACY AND PARTICIPATION (2 HOURS)
3.2.1. INTRODUCTION TO DEMOCRACY AND TYPES OF DEMOCRACY

The concept of democracy is elusive as it serves to validate the current governing structures of democracy
across different levels, while also advocating for alternative decision-making processes that prioritize the
involvement of diverse perspectives and dialogue. The significance of participation concepts is growing in
importance, not only as a component of deliberative democracy's objective to acknowledge the views of
marginalized individuals, but also as a strategy to invigorate conventional representative democracy and
emphasize contemporary government's newer service delivery methods. The quality of participation can vary
significantly when various consultation mechanisms are employed. While it may be feasible to achieve
complete citizen control of public decision-making, similar to the Athenian democracy of old, it is unsure
whether such an advanced form of democracy would be workable or acceptable.
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Democracy may be defined as follows: “a system of government by the whole population or all the eligible
members of a state, typically through elected representatives” (Oxford Dictionary).

The key concepts of democracy and participation include:

- Democracy:
- Definition: Democracy means "rule by the people,” where those affected by decisions are the ones making
them.
- Types:
- Direct Democracy: Involves individuals directly making decisions, as seen in Ancient Athens.
- Representative Democracy: People elect representatives to make decisions on their behalf.

- Features:
- Effective participation before policy decisions.
- Equality in voting with all votes counted equally.
- Informed electorate having access to information.
- Citizen control of the agenda where people decide what matters are addressed.

According to perplexity.ai, an artificial intellingence (Al) platform, democracy is: “A System of government
with power vested in the people. A form of government where state power is vested in the general population
or the people.”

Personal perspective from the author: A problem with the current democratic model in Europe is that
Europeans from smaller and less powerful countries feel less represented in European Parliament - resulting
in less people voting at the European Parliament elections and less credibility given to the European
Parliament as an institution. Countries such as Portugal feel governed by more powerful countries such as
Germany and France - especially visible during the austerity years - imposed on Portugal by the powers to be
and following our bankruptcy and lack of national say in major financial decisions (circa 2011).

Key characteristics of democracy include, according to perplexity.ai:

“Features often include freedom of assembly, speech, religion, personal property, voting rights, and minority
rights.”

Types of democracy, according to perplexity.ai:

“Includes direct democracy, where people have direct authority on legislation [through voting on specific
laws], and representative democracy, where officials are elected to govern [much more common nowadays].”

Personal perspective from the author: Politics and politicians are at an all time low as regards trust in them to
lead especially more peripheral countries and economies towards the much sought-after growth and increase
in quality of life which economists overtly discuss. We hope to increase civic participation with the VirtuEU
project and to increase trust and hope in European political institutions.

The term democracy has a Greek origin. From the Greek words demos [people] and kratos [power or rule].
According to perplexity.ai:

“Principles of Democracy - Democracy is built on several key principles:

Individual Autonomy: Citizens have the right to control their own lives and make decisions within the

framework of the law.
Equality: Every individual has an equal opportunity to influence decisions that affect society .
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Legitimacy: Governments must be elected through free and fair elections, ensuring that they have a valid
mandate from the people.
Justice: All citizens are treated equally and with respect by governmental institutions.”

According to perplexity.ai:

“Challenges and Evolution - Democracy is not static; it evolves over time and faces various challenges, such as
the risk of majoritarianism, where the rights of minority groups may be overlooked. Successful democracies
require ongoing participation from citizens, including voting, advocacy, and public discourse .

While modern democracies vary widely in structure and practice, they generally aim to balance the need for
effective governance with the protection of individual rights and freedoms.”

Personal perspective from the author: A current risk (and threat) is a turn to the radical right in France,
Portugal, Amsterdam, Austria, and Italy, among other European countries. This turn may actually threaten the
existence of the European Union. One issue which is sparking considerable debate is the immigration issue
and the increase in violent crime all over Europe and in countries where immigration has increased. A wave
of opposition to immigration is setting in as crime rates soar. Long-term tourists are also seen to be a part of
the problem, meaning tourists who travel for several months or more, often running out of funds to finance
their stays abroad and seeking temporary jobs to make amends. Immigration is seen to be necessary as lower
level jobs do not find candidates outside the immigration population. On the other hand much of what is going
wrong in certain countries is attributed to these immigrants. This issue is dividing Europe and the Europeans.

3.2.2. E-DEMOCRACY THROUGH E-PARTICIPATION

E-democracy plays a crucial role in empowering citizens and ensuring their effective involvement in the
governance process. Moreover, it influences the transparency and accountability of governments and
politicians. There are two sides to e-democracy, one might suggest. The decision-making process's inputs are
comprised of the first one. The other one concerns the demeanor of leaders and the control, supervision, and
functioning of the state. The first step involves expressing individuals' interests, opinions, and proposals. E-
democracy can have both positive and negative effects, making it a significant breakthrough. E-democracy can
be proven to be a positive factor for human development and active engagement as it allows citizens to be
more aware, articulate, and involved in public issues in response to global opportunities and challenges.
Conversely, e-democracy disregards people who can't afford the necessary equipment as it relies on
computers and software for operation. E-democracy needs a cost-effective system that benefits both citizens
and governments. E-democracy through e-government is crucial for resolving local, public, and national
issues, assisting the business sector, and providing services to the public based on principles, rules, and norms
(Spirakis et al., 2010).

3.2.3. IMPORTANCE OF PARTICIPATION IN DEMOCRACY
According to perplexity.ai:

“Participation in democracy is crucial as it serves as the foundation for democratic systems and enhances their
effectiveness.”

“Overall, participation in democracy is essential for ensuring that citizens have control over political
processes, leading to more effective governance and a stronger democratic society.”

Personal perspective from the author: Participation in society by those against immigration and immigrants
has become violent at times and the general population in certain countries has been rallied to protest via
social media, in many cases. Take for example a multiple stabbing which occurred in the UK, in 2024, albeit by
an individual who was born in the UK, against small children doing a holiday activity - and which took on
extreme violent characteristics and which involved confrontations with the authorities / police. Such civic
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participation is condemned. The frustration of the local communities was visible in their cry for “We want our
country back” (fuelled on by far right politics).

Participation in democracy - some key related aspects — according to perplexity.ai:

“Enhancement of Decision-Making: Public participation enriches democracy by ensuring better decision-
making processes. It strengthens politicians' accountability to the people and helps build robust democratic
institutions, which are vital for peace, development, and respect for human rights worldwide.

Transparency and Accountability: Participation contributes to a more transparent and accountable decision-
making process. It allows citizens to be aware of management challenges, create public policies in a
collaborative environment, and develop a sense of responsibility.

Empowerment and Education: Through participation, citizens are empowered and educated about the
democratic process. It allows them to feel a sense of belonging and influence over decisions that affect their
lives.

Diverse Participation Models: Participation is not limited to voting in elections. It includes informal
involvement such as political conversations, social media engagement, and tolerance for differing views. This
broad participation is essential for a vibrant democracy.

Counter-balancing Power: Participatory democracy helps counterbalance unequal power dynamics by giving
a voice to everyday people from diverse backgrounds. This ensures that decision-making is more
representative and inclusive.

Innovation and Collective Decision-Making: By engaging a diverse group of citizens, participatory democracy
fosters innovation and collective decision-making. It allows governments to gather more information and
develop robust solutions by leveraging local knowledge and lived experiences.

Civic Engagement: Effective democracy relies on civic engagement beyond just the electoral process.
Establishing communication channels between citizens and representatives outside of election periods helps
overcome the crisis of representation in representative democracies.”

Personal perspective from the author: The extent of surveillance by certain governments, while deemed
necessary, has led to some groups feeling wary of their own liberties and freedoms. Where is the line to be
drawn? How is the freedom of most threatened in the name of freedom? Documentaries have set forth how
we are being constantly being watched, our every move registered, in the digital era, and not only by
governmental institutions but also by commercial ones (Google, Facebook, Instagram, TikTok, X, Apple, among
others).

The ladder of citizen participation:

Arnstein (1969) created a classification system consisting of eight levels of participation that describe a ladder
ranging from minimal involvement to complete citizen control (table 3).

Table 3 - The ladder of citizen participation (Arnstein, 1969)

8 Citizen Control .

7 Delegated Power Degrees of citizen
6 Partnership power

5 Placation

4 Consultation Degrees of tokenism
3 Informing

2 Therapy Non-participation
1 Manipulation

According to table 3, we can see three main levels of participation (Arnstein, 1969) (or eight rungs in the
ladder).
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The first stage of Arnstein’s classification system is cosmetic consultation, where citizens can express their
opinions but lack the resources to ensure that their views will be taken into account. The ladder then
progresses through various degrees of token consultation, where the consulted can advise but the rules still
allow those in power to make the final decision. Partnership is encouraged at stage 6, where negotiation and
trade-offs between the consulted and decision-makers are encouraged. At stages 7 and 8, citizens have
achieved full managerial control and participation is complete and genuine. It is crucial that the decision-
making process is designed to maximize its participatory nature and lead to a properly deliberative outcome.
At the very least, and in order to substantiate claims of democracy, it is necessary to develop models that
consider all possible perspectives and give full consideration to expressed views. Agreement may not always
be reached, but ideas of reciprocity require that justifications and explanations are provided for decisions that
do not align with the views of those consulted (Morison, 2007; Arnstein, 1969).

Personal perspective from the author: The levels of participation are not clear-cut, at times, and may mix
themselves — between different levels. E.g., rung 8 in the ladder (rather utopic) and rung 5 in the ladder (how
much power do citizens have, really?). Complaints arise from citizens especially when a meritocracy is not
seen to exist and when politicians are seen to be benefiiting friends and associates rather than “doing the right
thing” for society at large.

4. COURSE RESULTS
4.1. COURSE ACTIVITIES
Activities - online - 30 minutes

Each online participant is to prepare a Word Document with active citizenship ideas for themselves. Time for
preparation: 10 minutes. Examples: will vote in the next elections for government; will enter in some
competitions organized by the local authorities - please indicate which ones; will promote an environmentally
friendly / sustainability event in the local community - please indicate what event that will be; participative
budgets - your local town hall may have participative budgets - as occurs in Portugal - for example, how to
invest public money - for greater social inclusion, for better education, for more cultural events, for more data
privacy.

Each online participant is to read their solutions online after individual time given for writing the list.
Video trailer to be watched online [2 minutes]: The Great Hack (Netflix) [data privacy and data rights].
Comments (5 minutes).

Video to be watched online [8.5 minutes] - enterprise setting: ABC Nightline - IDEO shopping cart [teamwork
and participation video on YouTube]. Brainstorming. Meeting(s). Field work. No lone genius work...
Enlightened trial and error - in a group and with positive feedback [no criticism of innovative ideas...].
Encourage wild ideas as solutions to a problem.

Conclusion (2 minutes)

- Recap of key points

- Encouragement for continued engagement in democracy
Activities - offline - 4 hours or more.

Each online participant is to describe and elaborate on each idea written during the online interaction (30
minutes).

Current types of issues which may be discussed: abortion, parenting versus work, leadership and women,
unequal salaries, greater participation of women in society, international women'’s day, social inclusion, data
privacy and data rights.
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An offline forum for debates is to be created. Each participant should contribute with their perspectives. At
least two interactions each participant (30 minutes). E.g., answer a question posed by someone else. The forum
may actually be in pairs. | analyse something of yours, you analyse something of mine. With specific deadlines
for this pair-exchange of perspectives.

Video - full documentary to be watched offline: The Great Hack (Netflix) (2 hours). Surveillance, control, and
manipulation in democracy?

Homework - read the short book The Prince — By Niccol6 Machiavelli (4 hours) - a pioneer in political science.
Other ideas for activities (1 day / 8 hours):

Volunteer Activity

- Participate in a local community service project.

- Reflect on the impact of civic engagement.

Also:

- Discuss the importance of elections in democracy.

By combining online learning with offline activities, participants can gain a comprehensive understanding of
democracy and practical experience in participating actively in their communities.

4.2. LEARNING OBJECTIVES

This article is linked to the VirtuEU international project, financed by the European Commission. The project
involves ten entities, from the Western Balkans - Kosovo, Montenegro and Albania - as well as institutions
from Greece, Belgium and Portugal. The objective of this course in particular is to bring democratic values to
the Western Balkans and to increase civic participation in society in these countries. The objectives of this
course are to:

1. Clarify what democracy is.

2. Define democracy.

3. Discuss ways to involve youths in online and offline activities linked to democracy and participation.
4. Getyouths to lead civic participation efforts in their countries.

“VirtuEu is an international Virtual Exchange programme that aims to engage over 2.500 students of HEIs
(Higher Education Institutions) from EU State Members and Western Balkan Countries in activities that will
promote active citizenship and civic participation. The consortium of VirtuEu consists of 9 HEI's from Albania,
Greece, Kosovo, Montenegro, and Portugal, as well as an umbrella VET (Vocational Education and Training)
organisation EVBB which will also guarantee the participation of young students from other European
countries. Embodying the European scope of active citizenship and civic participation, Virtue has developed a
curriculum consisted of 11 courses, as well introduction and cultural activities, which will be delivered
through an existing MOOC platform of one of the partners.” (from the VirtuEU project proposal).

4.3. LEARNING OUTCOMES

The youths involved in the VirtuEU project are to become leaders and role models for their peers - at the
national and international levels.

“In particular, the VirtuEu project aims to:
e Increase the participation levels of young people in the partners’ countries.

¢ Provide young people with opportunities and means to express themselves and their opinions, become
active and contribute to the community

* Provide new teaching and learning approaches, within the framework of virtual education and training,
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Activities:

The objectives of VirtuEu will be achieved through:

WP2: Dissemination & Exploitation Activities

WP3: Development of the Active Citizenship Curriculum and establishment of a Train the Facilitators Scheme
WP4: Implementation of Virtual Exchanges

Beneficiaries:

¢ 2.500 students from Albania, Montenegro, Kosovo, and EU States (Portugal, Greece, Germany and others)
will participate in the Virtual Exchanges.

» 250 experienced facilitators will be trained on the developed and validated curriculum.
» Approximately 10.000 other students will be receivers of the key messages of the project.
* Development of a network of 50 stakeholders”

(from the VirtuEU project proposal).

5. REFLECTION AND FUTURE STEPS

The actual virtual exchanges / online sessions are projected to start in the Autumn semester / 1st semester of
2024-2025. A number of steps have to be completed first. This and other similar studies / publications,
regarding the 11 online courses which were developed, are seen to be an initial step towards the greater goal
of international online virtual exchanges between the partner entities and their youth students. A main
objective of this and other similar publications, presented at the ICIEMC 2024, is dissemination and to practice
the communication of the essential concepts involved in the VirtuEU debate (and an idea-exchange forum).
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Abstract

This article is focused on course 8 of the VirtuEU internationally funded Erasmus project. The topic is radicalization (and
extremism). One has to understand where radicalization comes from to then be able to prevent it. When feeling distrust in national
governments and when feeling excluded from decision-making processes (marginalized) violent and extremist groups may appear.
Deradicalization is an objective, especially of youths in higher education. The process will hence involve educating for critical
thinking, for deradicalization to occur. Certain political groups are gaining traction by appealing to woes felt by discontent groups
in the EU democratic system. Increasing crime rates in Europe are being attributed to increasing migration levels in the EU and
populist politicians are taking advantage of this to gain votes. Climate change, the energy crisis, and wars further undermine social
stability in free democratic countries. VOSviewer analyses are performed in this article to increase awareness of certain keywords
in the Scopus database literature. Radicalization AND “European Union”; and Deradicalization AND process; were the basis of two
Scopus searches and subsequent bibliometric analyses undertaken. Exercises are also given herein for VirtuEU (or other) students
to do and hence reflect on their daily lives and realities.

Keywords: Violence; deradicalization; democracy; European Union; prevention.
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1. INTRODUCTION — RADICALIZATION AND EXTREMISM

“Radicalization has become an important part of the twenty-first-century security and political landscape. It
is a seemingly ubiquitous term, employed by academics, policymakers, civil society actors, practitioners, and
media alike, in ever-expanding ways - describing everything from changing domestic social movements to the
growth of international terrorism... "Radicalization": the processes during which individuals or groups adopt
increasingly extreme political, social, or religious beliefs, positions, or aspirations, particularly in cases
associated with the use of violence.” (Awan & Lewis, 2024).

When democracy goes wrong, and groups feel excluded from decision-making processes, radicalization and
extremism may occur.

Co-governance, participatory governance, or participatory democracy is the first choice. Gaventa (2006)
argues that this surpasses conventional notions of representative democracy by establishing and promoting
participatory methods of citizen involvement, which are based on and reinforce more comprehensive notions
of the rights and duties of democratic citizenship. The risk of this strategy is reducing representative
democracy. While strong citizen participation can benefit those involved, it may also result in delayed
decision-making, increased policy implementation costs, and limited benefits for non-participating citizens.
When public engagement is low, participants may feel that their efforts are ineffective, which can lead to
increased pessimism, cynicism, and demoralization, further eroding representative democracy's legitimacy.
Participation can have negative effects on the demos in a representative democracy, whether strong or weak
(Somerville, 2011).

Figure 1 is a VOSviewer depiction - first a search was done in the Scopus database using the terms
Radicalization AND “European Union” - on 29-03-2024 (92 documents found); then a Co-occurrence analysis
of Author keywords (Full-counting method) was done and portrayed in the Overlay Visualisation perspective
on VOSviewer.

' cyber rapid ggsponse teams

civic e“ca(\'on

council of eur@ge convention f . )
cybercrime

. contempggary youth
digital nudging

. ) ) discr.ation
centg@l asia  anti-terrogi§k measures
globalization '@ @

2008¢risis extremism )

counterag vggnt extremism

é lon te sceierio

failel tes

radi on %anon
seQUpity

internal border work

islamiciiate (isis) .Iternatlve.germany

’Jw ann‘(ton eu& nion
@ %

Y € e futlipes SN\
8# w’ W radicalisation awarsness netwo

migrantintegration

migration
- & 5@ o france
. rgsm‘ence european parliament
e ' r
' I:x eu foreigh policy party
populism
europedgpolitics
alternative foggermany (afd) §
r@bVOSviewer _: e |

2016 2018 2020 2022

Figure 1 - VOSviewer depiction - Radicalization AND “European Union” search on Scopus on 29-03-2024 - Co-occurrence of
Author keywords, Overlay Visualisation on VOSviewer
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Note how the term populism is to be found in figure 1. Certain politicians and political parties have become
popular due to their rhetoric and to their appealing to the general public’s discontent regarding certain
matters - for example, increasing crime rates - often seen to be linked to the increase in immigration levels
(migration is a key word in figure 1). The terms EU foreign policy, European politics, pluralism, prevention,
anticipation, awareness, security and antiterrorist measures are all to be found in figure 1.

Table 1 shows the most important keywords in the figure 1 search. One such word is terrorism. Others are
counterterrorism, security, and resilience, which give us hope.

Table 1 - Showing the most important keywords in the figure 1 search using VOSviewer

Verify selected keywords

Selected Keyword Occurrences I?::Lg:}:( v
W) european union 19 106 ()
v terrorism 15 85
W) radicalization 12 78
v prevention 4 30
W) radicalisation 6 28
v counterterrorism 4 27
W) jihadism 5 25
v extremism 3 21
W) security 2 21
v europe 4 20
/) resilience 4 20
v european security 2 19
)] migration 3 17
v radicalisation awareness network 3 17
W) breeding grounds 1 16
v countering violent extremism 3 16
@ counterinsurgency 1 16
v demography 2 16
W) european cities 1 16
v european forum for urban security 1 16
W) failed states 1 16
v globalization 2 16

The issue of preventing and countering violent extremism (P/CVE) has received significant attention from
international, national, and local governments for the last two decades. In the past decade, a comprehensive
framework for prevention has been developed, which includes initiatives like the Radicalization Awareness
Network by the European Commission and organizations like the Hedayah Centre. However, for the most part,
the responsibility of prevention falls on the practitioners and professionals who are actively involved in the
daily frontline work of education, youth work, social care, and health services. Incorporating this preventive
work into existing roles has posed challenges, leading to a growing body of critical scholarship. It raises
concerns about security-related tasks encroaching upon the responsibilities of social and educational
professionals. Specifically, it highlights the importance for frontline practitioners to identify and report signs
of extremism (Stanley et al., 2017).

To move away from “security-focused methods,” there is an increasing trend in P/CVE strategies to portray
the involvement of social and educational professionals as resilience builders against radicalization (Stephens
and Sieckelinck, 2020). Bevir and Brown (2023) utilize decentred theory in their analysis of counter-terrorism
governance to highlight the significance of policy actor viewpoints. According to their argument, a variety of
governance practices arise when policies are challenged and changed by individuals who resist the intentions
and policies of the elite by incorporating their local traditions and reasoning.
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Coaffee (2023) expands its scope beyond practitioners to analyze how local communities contribute to or
resist the enforcement of counter-terrorism policies and local governance structures.

Radicalism is a prevalent indicator that can manifest in a society driven by diverse motives, such as social,
political, cultural, or religious factors. It is characterized by extreme, violent, and anarchistic actions as a
means of rejecting the prevailing symptoms. Radicalism is a perspective that seeks significant changes based
on its understanding of social reality or the ideology it adopts (Karell & Freedman, 2019).In 2016, a study was
conducted by Zainiyati that revealed that the spread of radical ideologies in educational institutions can be
attributed to certain teachers who interpret themes within the Islamic Education Curriculum using a radical
mindset. These teachers then proceed to present and teach these interpretations to their students.
Additionally, reading materials can be distributed to students, either focusing on specific themes to promote
deeper understanding or incorporated into exam questions.

Radicalization typically refers to a progression where individuals or groups become more inclined to adopt
extremist ideologies or resort to violent actions. The simplicity of this statement is complicated by the
disagreement over the definition of radicalization, the factors that contribute to it, and the criteria for
identifying extremism. The controversy surrounding the definition of extremism is exemplified by the uproar
over classifying Extinction Rebellion, a climate change organization, as an extremist group (Dodd and
Grierson, 2020). The definition of radicalization differs significantly based on whether it focuses on cognitive
or behavioral outcomes (Neumann, 2013).

Figure 2 shows another VOSviewer depiction. Note how “political violence” and “climate crisis” are present in
the figure. On the other hand, counter-radicalization, “deradicalization of students”, “civic values” and
awareness all seem to be positive aspects leading to deradicalization.
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Figure 2 - VOSviewer depiction - Deradicalization AND process search on Scopus on 19-08-2024 - Co-occurrence of Author
keywords, Overlay Visualisation on VOSviewer

Table 2 shows the main keywords involved in this second Scopus search (Deradicalization AND process search
on Scopus on 19-08-2024). Human, psychology, ideology, fanaticism and trauma are all strong words in table
2.
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Table 2 - Showing the most important keywords in the figure 2 search using VOSviewer

Verify selected keywords

Selected Keyword Occurrences -I;?::Lg?hk
W deradicalization 40 242 (0
v terrorism 26 218
W radicalization 23 171
v human 7 162
W article 6 149
v psychology 5 92
W) mental disease 3 91
v violence 5 85
W ideology 3 81
v cognition 2 67
W mental health 2 67
v female 3 65
W humans 3 65
v male 3 65
W criminal behavior 2 61
v suicide 2 55
W disengagement 11 51
v violent extremism 5 51
W fanaticism 2 49
v psychopathology 2 49
W children 3 48
v trauma 3 47

The article proceeds with a methodology section, followed by a course description section. Models of
radicalization and deradicalization are set forth. Exercises are given for students to do.

2. METHODOLOGY

The Literature Review incorporated on Radicalization was derived from the Web of Science, Scopus, and
Science Direct databases. A search by topics for the Literature Review was conducted based on the criteria
established using the query “Radicalization”. The aim was to highlight the importance of fighting against
Radicalization for a safer, and additionally a more cohesive society and democracy. Articles (including early
access) and review articles in the English language with no time restriction were additional filters adopted in
the search. VOSviewer depictions were also created, from Scopus database searches - using the terms
Radicalization AND “European Union” - on 29-03-2024 (92 documents were found); and deradicalization and
process — on 19-08-2024 (108 documents were found).

3. COURSE DESCRIPTION
Objective - Develop a one-hour online course on radicalisation and two hours offline.

We aim for a mix of theoretical knowledge, practical examples, interactive elements, and assessments, for
learners to gain a comprehensive understanding of extremism and effective strategies to prevent
radicalisation in educational environments.

One-hour online course on radicalisation - the content is structured to cover key aspects of extremism and
radicalisation, including recognizing warning signs, risk factors, protective factors, and practical steps to
prevent radicalization. The outline follows below.
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Focus on political radicalization (groups, factions, tendencies), on religious radicalization (socialization and
underlying belief process), and even on sports radicalization (certain extremes reached - even in sport - sports
fanatics, etc.), for example.

We shall:
- Explain the importance of understanding and preventing radicalisation.
- Give examples of radicalization.

- Discuss certain causes of radicalization and their prevention.

4. MODELS OF RADICALIZATION

The Attitudes-Behaviour Corrective (ABC) model (Khalil et al., 2022) and the Two-Pyramids Model (McCauley
and Moskalenko, 2017), set themselves apart from other models by distinguishing between the radicalization
of beliefs and the radicalization of actions. However, these models vary in their interpretations of what leads
to radicalization.

The ABC model is based on rational choice theory, which proposes that individuals are more likely to adopt
extreme positions when the benefits, whether they are psychological or otherwise, are greater than the
associated costs. McCauley (2022) argues that this foundation is being challenged because it does not
adequately consider the dynamics of groups and social identity. These differences highlight the broader
conversation surrounding the factors behind radicalization. Although it is widely recognized that
radicalization is a complex process influenced by various factors and not limited to one specific path
(Dzhekova et al.,, 2016), there are disagreements regarding the significance and priority assigned to different
factors that may contribute to radicalization.

While certain strategies prioritize extreme ideologies, alternative approaches center on grievances stemming
from a feeling of being marginalized by the current political system (Doosje et al., 2016). Additionally, some
individuals are drawn to groups that provide a sense of belonging and shared identity, while others seek a
sense of purpose and meaning (Kruglanski et al.,, 2014). These differences are important once again - if we
consider ideology as the main cause of radicalization, it leads to different approaches to prevention compared
to when the primary focus is on radicalization as a means of satisfying the need for belonging and shared
identity. Various viewpoints arise from different disciplines such as psychology, education, and public health
(Stephens and Sieckelinck, 2020).

Another look at radicalization:
Phase 1 of radicalization (Doosje et al., 2016):

At the micro level, factors within the individual may affect this process of sensitivity. During the sensitivity
phase, the quest for significance becomes an important driving factor at the micro level. A loss of status,
humiliation, and poor career prospects can cause feelings of insignificance. Radical organizations have the
means to cultivate or revive sentiments of importance by giving new members a sense of community,
admiration, bravery, prestige, and a purpose to fight for a sacred mission (Webber et al., 2017).

Personal uncertainty is another important driving factor at the micro level. Uncertainty drives individuals
to seek strong identification with a group that offers clear norms and values. This is especially possible for
radical groups, as they possess a distinct profile, provide a strong organization, and adhere to a simplistic
worldview. Consequently, individuals facing personal uncertainty may find orthodox groups, like Jihadi
groups, appealing due to their established behavioral guidelines.

The social environment plays a crucial role in the radicalization process at the meso level. At the meso level,
fraternal relative deprivation is a significant driving factor. It refers to the feeling of injustice when people
identify with their group and perceive unequal treatment compared to another group.

Friendships and family are another crucial factor at this meso level. People's social nature makes them
susceptible to influence from those they are close to and interact with often. Extremist groups fulfill the
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fundamental human need for in-group belongingness and establish a distinct out-group as the embodiment of
evil, resulting in a powerful inter-group dynamic.

Larger societal factors contribute to radicalization at a macro level.
Phase 2 of radicalization:

In the second phase, a person with a “cognitive opening” becomes part of a radical group. Mutual
commitment plays a central role in this process. The person feels connected to the group, and the group is
connected to the individual. At the micro level, people initially enter as marginal participants and are
incentivized to display loyalty to the group. Consequently, this individual is prone to conforming to the
group's norms and values, such as publicly criticizing an out-group. The meso level is crucial for reinforcing
ties between individuals and groups. Initiation rituals can accomplish this.

Furthermore, being physically and psychologically isolated can disconnect individuals from their former
social context. Training and coaching are crucial components of this phase. During this phase, group
members are often encouraged to sever ties with friends and family who are not part of the group. The in-
group becomes cohesive and strong. This is not necessary when people feel supported in their radical beliefs
and actions by their social environment (Doosje et al., 2016).

Phase 3 of radicalization:

In this final phase, people resort to violence against other groups. Though it may be difficult for people to
engage in violence psychologically, a common catalyst at the individual level is the experience of losing a loved
one to death (Pyszczynski et al., 2006).

Preparing for the possibility of using violence and risking death requires individuals to create a testament
through writing or videotaping at the meso level. Once people take this step, it becomes more difficult for
them to withdraw. Furthermore, individuals rationalize their acts of violence towards an out-group by
emphasizing the non-human characteristics of the out-group, often likening them to vermin such as rats or
cockroaches (Haslam, 2006). This involves portraying the out-group as a potential threat to the in-group,
thereby justifying the use of force against them. Appeals by authorities to use violence are significant at the
macro level (Doosje et al.,, 2016).

4.1. DERADICALIZATION

In his 2012 study, Azyumardi proposed six methods for de-radicalization: rehabilitation, re-education, re-
socialization, fostering national insight, moderate religious development, and entrepreneurship. The
description of this strategy is as outlined below:

Rehabilitation: There are two approaches to implementing the rehabilitation program, namely;
The development of independence to train and support former convicts in acquiring skills and expertise.

To effectively engage in dialogue with convicted terrorists, it is essential to prioritize personality development.
This will promote a better understanding of their mindset and foster acceptance of diverse perspectives.

The rehabilitation process involves collaboration with various entities, including the police, correctional
institutions, the Ministry of Religion (if it exists) and mass organizations.

Re-education: The purpose of reeducation is to deter by imparting enlightened teachings to the public, thus
preventing the neglect of developing this understanding. In the case of convicted terrorists, education aims to
provide them with knowledge and understanding about radical ideologies that promote violence, so that they
come to recognize that acts like suicide bombings are not a form of jihad but are instead synonymous with
terrorism. As regards sport and supporting a particular club president, violence to uphold the status quo is
also not the right route.

Re-socialization: is a program that helps former terrorists and convicts reintegrate into society by guiding
them in socializing and interacting with the community. Universities can promote de-radicalization through
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educational initiatives like public lectures and workshops. Students are encouraged to engage in critical
thinking and promote a strong sense of nationalism to resist harmful ideologies.

Advancing national insight fosters national unity and reduces violence acceptance.

Religious formation involves activities to foster an inclusive, peaceful, and tolerant understanding of religion.
Religious development involves promoting ideological moderation, particularly by transforming radical and
violent ideologies more towards an inclusive, peaceful, and tolerant orientation.

Entrepreneurship: By offering training and financial support, we aim to foster an entrepreneurial mindset
and prevent the development of violent tendencies. Entrepreneurship plays a significant role in the
implementation of de-radicalization. The corporate sector has the power to generate employment
opportunities, decrease unemployment rates, boost individuals' earnings, and enhance productivity.
Furthermore, the corporate sector also plays a significant role in fostering creativity and independence among
individuals.

4.1.1. EXERCISES - EXAMPLES FROM YOUR OWN LIVES

Transversal examples: there is a fine line between what is a good ideal, but which taken to the extreme loses
legitimacy.

1 - Give examples from your own lives and regarding what you may have seen - whether in real life or in film
/ the movies (for those less travelled and with less experience).

“Correio da Manha writes in its Thursday edition [Februrary, 2024] that a video found on the mobile phone of
Carlos Nunes, known as 'Jamaica’, proves that Fernando Madureira incited a climate of terror at FC Porto's
general assembly and intimidated members. 'Jamaica’ filmed the head of the Super Dragons and Vitor 'Aleixo’
circulating among the seated members, while chanting, in a clear climate of intimidation. The recording was
one of the many pieces of evidence that supported 'Macaco's' pre-trial detention.” (Record, 2024).

Radicalism in sport. People have to take off wrong club shirt which they have on. Trying to maintain the status
quo. FCP and the official supporters (Super Dragdes and their leader). Same with the No Name Boys - Benfica.
Bruno Carvalho while President of Sporting - the players given a real physical beating. What is wrong with
sport and how radical may it become?

“Sporting Lisbon's former president is charged with kidnapping and terrorism for 'ordering 50 football
hooligans to attack his own players during training'.

Bruno De Carvalho will be tried for ordering 50 hooligans to attack his players.

The attack occurred on May 15 [2018] after the hooligans entered Sporting's facilities.
Argentines Marcos Acuna and Rodrigo Battaglia 'received worst of the attacks'.

They were reportedly kicked, punched and even received death threats.

There are 43 other people to be tried but it is unknown whether a date is set”.

(Mayes, 2019)

“Former president of Sporting Lisbon Bruno De Carvalho will be tried for ordering 50 football hooligans to
attack his own players during training.

The attack occurred on 15th May 2018 as the players were training, with 50 football hooligans entering the
team's facilities.

The thugs attacked several players and staff and also wrecked the locker rooms at the club's training ground.”
(Mayes, 2019)
4.1.2. SUGGEST MOVIES TO WATCH ON THE TOPIC OF RADICALIZATION

Documentary on North Korea?
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Documentary on Gypsies? Fear of losing traditions and roots. Closed society.

Greenpeace. Environmentalists. Good base. But shocking decisions. Video on animals being killed. Foie gras in
the making. Whales being killed. Good idea but wrongly transmitted?!

Women undressing in public. Feminism.
Gay parades also exaggerate, perhaps.

Psychologists. Experiments in labs. Transforming children into what we want - Watson - behaviourism to the
extreme. CIA operatives... as with gymnasts and sportspeople...

5. COURSE SPECIFICITIES
5.1. LEARNING OBJECTIVES

A lot of information is now available to a lot of people, due to the Internet and to social media. To be able to
judge and think for oneself is essential. To be able to discern what is right and what is perhaps fake news is
paramount.

“Enhancing critical thinking and media literacy, particularly in the use of internet and social media, such as to
counter discrimination indoctrination, polarization, and violent radicalization.” (VirtuEU project proposal,

p.7).
5.2. LEARNING OUTCOMES

With this course on radicalization we aim to create awareness of what radicalization means and to build trust
in national governments and hence lower extremism. A prime means of prevention of radicalization is active
citizenship.

“According to the Organisation for Economic Co-operation and Development (OECD), in Europe on average 4
out of 10 people trust their national government while 4 out of 10 do not. Distrust in national governments,
combined with high rates of radicalization in the European and Western Balkan Countries raise an alarming
need for Europe to invest in active citizenship as a means of prevention, defending Democracy and social
cohesion.” (VirtuEU project proposal, p.4).

The belief in democracy and its positive points needs to overcome the growing Euroscepticism and
dissatisfaction with national governments.

“Reducing Distrust and Dissatisfaction rates among citizens. Distrust and Dissatisfaction with national
governments is a trend that undermines Democracy, and hinders the foundations of society. In Europe
(Central and Eastern) and Western Balkan Countries trust in Democracy is in peril. At the same time,
radicalization and extremism rise, while Euroscepticism still remains a worrying issue, quite high on the
European agenda.” (VirtuEU project proposal, p.5).

6. REFLECTION AND FUTURE STEPS

It will be a true challenge to motivate youths via online and offline activities, devised to increase their
knowledge on crucial aspects of democracy and civic participation. VirtuEU and this course on radicalization,
in particular, will assume a prominent role in the process.

VirtuEU is to invest “in increasing the knowledge of the participants in civic participation, democracy and
social initiative emphasizing the history of Democracy in Europe and the European structures. Deeper
understanding and knowledge of democratic and governmental procedures decreases the levels of distrust,
and leads to more stable societies.” (VirtuEU project proposal, p.8). VirtuEU is to foster and encourage “the
active participation of citizens. The project foresees specific non-formal educational activities that will further
motivate the participants to be more involved in civic society and contribute or start their own social
initiatives.” (VirtuEU project proposal, p.8).
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Portugal is seen to have a feminine and pacific culture, and to be “a country of gentle customs” [“Portugal é um
pais de brandos costumes”]; focused on well-being and quality of life. We aim to also share our perspectives on
different matters relevant to the European Union.

By performing another VOSviewer bibliometric analysis (co-occurrence of all keywords, full counting method)
on the Scopus database, using the terms facilitator AND democracy, 182 documents were found (search on
23-08-2024). Please see figure 3.
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Fig. 3 - AVOSviewer bibliometric analysis on the Scopus database, using the search terms facilitator AND democracy -
Overlay Visualization

Note in figure 3 the keywords knowledge management, European Union, Europe, civil society, civic
engagement, dialogical relation / dialogue, deliberation, deliberative democracy, agonistic pluralism, culture,
agreement, autonomy, and classroom dialogue. These keywords are essential to the VirtuEU project.

Deliberative democracy means the most recent paradigm of liberal democratic theory (Mouffe, 1999). “The
model of “deliberative democracy”, which is currently becoming the fastest growing trend in the field. Their
main idea: that in a democratic polity political decisions should be reached through a process of deliberation
among free and equal citizens, has accompanied democracy since its birth in fifth century Athens.” (Mouffe,
2000, p.1).

Deliberative democracy sees in agonistic pluralism its alternative - whereby “the increasing success of the
extreme right in several countries, western societies are witnessing a growing disaffection with democratic
institutions” (Mouffe, 1999, p.745).

Moulffe, in SSOAR, (2000, from the abstract) writes:

“Democratic theory needs to acknowledge the ineradicability of antagonism and the impossibility of achieving
a fully inclusive rational consensus. I argue that a model of democracy in terms of ‘agonistic pluralism’ can
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help us to better envisage the main challenge facing democratic politics today: how to create democratic forms
of identifications that will contribute to mobilize passions towards democratic designs.”

Still further, according to Mouffe (2000, p.1): “the signs of disaffection with present institutions are becoming
widespread. An increasing number of people feel that traditional parties have ceased to take their interests
into account and extreme right-wing parties are making important advances in many European countries...”

“«u

Finally, we would like to set forth that ““Agonistic pluralism” as defined here is an attempt to operate what
Richard Rorty would call a “redescription” of the basic self-understanding of the liberal democratic regime,
one which stresses the importance of acknowledging its conflictual dimension.”. (Mmouffe, 2000, p.14).

Can certain forms of conflict (in democracy) be positive? In view of the permanent presence of conflict in the
political environment, individuals would do well to channel this conflict towards positive outcomes.

Much as with VirtuEU, the role of the facilitators will be to channel doubts and queries towards positive overall
goals. Agonism emphasizes that certain forms of conflict may be positive.
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Abstract

In the digital age, the evolution of democracy has been significantly influenced by technological advancements, particularly in the
realm of voting rights and online participation. This journal delves into the historical progression of voting rights, tracing their
development from ancient practices to modern electronic systems. It also examines the impact of technology on democratic
processes, highlighting the importance of digital literacy in navigating the digital political landscape. The significance of this
research lies in its exploration of how technology has reshaped democratic practices and the implications for voting rights. By
addressing this gap in the research, the journal seeks to deepen understanding of the complexities of modern democracy. Through
case studies and interactive discussions, participants will gain insights into the challenges and opportunities presented by the digital
age. The research aims to empower individuals to engage meaningfully in democratic processes, equipped with the knowledge and
skills needed to navigate the digital political landscape responsibly. This research adopts a qualitative approach, using historical
analysis and case studies to examine the evolution of voting rights and the impact of technology on democracy. The key message of
this journal is that understanding the intersection between voting rights, technology, and democracy is crucial for informed and
responsible civic engagement in the digital age.

Keywords: democracy; voting rights; technology; digital literacy; civil engagement
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1. INTRODUCTION

Technological advancements have revolutionized how democracy functions, particularly in the realm of voting
and online participation. At the heart of democracy lies the fundamental concept of voting rights, which serve
as a cornerstone of citizen participation in shaping the governance of society. In Sloane's (1895) work, the
evolving landscape of democracy is explored, particularly in the context of the digital age. This era, marked by
rapid technological advancements and widespread digital communication, presents both challenges and
opportunities for democracy. The journal will delve into the future of voting, discussing emerging trends like
blockchain-based voting systems and their potential impact on democratic processes. Readers will participate
in an interactive discussion, engaging with experts and sharing their own perspectives. The digital revolution
has fundamentally changed how democracy operates, with social media platforms democratizing information
dissemination and empowering citizens to engage directly in political discourse and social activism on a global
scale.

The dynamic intersection of democracy and technology, with a central focus on the evolving landscape of
voting rights (Freedom House, 1941). In the digital age, safeguarding the integrity of elections demands robust
cybersecurity measures and a nuanced understanding of the ethical dimensions of technological interventions
(Freedom House, 1941). Technology, including electronic voting machines and social media platforms, has
reshaped democratic engagement, offering both opportunities for participation and challenges such as
cybersecurity threats and misinformation dissemination (Freedom House, 1941).

In today's era dominated by social media and digital news, the ability to discern and evaluate information
critically is paramount. By fostering these skills, readers can actively participate in informed political
discussions and contribute meaningfully to democratic dialogue. [Anderson.C, 2000] presented how economic
performance and political dynamics influence voter behavior. Using Eurobarometer survey data, author
shows how election outcomes and elite bargaining shape voter perceptions and support for incumbents over
time. It is analysed the pivotal role of elections in reshaping government policies and how other factors impact
democratic decision-making.

From the ancient democracies of Greece to the modern democratic systems around the world, the concept of
voting rights has evolved significantly. By understanding this evolution, we can gain insights into the
principles that underpin modern democracy and the challenges it faces in the digital age. At the same time, the
digital age has raised new challenges for democracy, particularly concerning the integrity and security of
electoral processes. The use of electronic voting machines and online voting systems has raised concerns
about the vulnerability of elections to manipulation and fraud (Gerring et al., 2011).

The research paper will also feature case studies on voting rights, highlighting the diverse experiences of
different countries and regions in expanding and protecting voting rights (Burchard, 2014). By examining
these case studies, readers will gain a deeper understanding of the challenges and opportunities associated
with voting rights in the digital age.

Acemoglu & Robinson (2000) suggested that extending voting rights in Western societies during the
nineteenth century led to significant redistributive programs. They argue that this expansion of suffrage was
a strategic move by political elites to prevent social unrest and revolution. Additionally, they propose that
democratization contributed to a decline in inequality following redistribution, offering a new perspective on
the Kuznets curve in Western economies during this period.

The year 2024 holds historic significance as elections are scheduled in over 50 countries, including the United
States, India, Mexico, and South Africa (World Economic Forum, 2023). With more than 2 billion voters
expected to participate, this global event underscores the fundamental importance of voting rights and
democratic participation on a worldwide scale.
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2. METHODOLOGY AND HISTORICAL REVOLUTION

Combining comprehensive literature review with interactive discussions and case studies to explore emerging
methods in online democracy. Participants will examine the transformation of voting rights from traditional
physical methods to electronic voting, while critically analyzing the advantages and disadvantages of new
technologies in relation to human rights. Engaging activities will be incorporated to enhance understanding
of the intersection between voting rights and the evolving role of technology in shaping democratic processes.

The exploration of voting rights' evolution and technology's impact on democracy has gained significant
attention in contemporary discourse. Tracing the historical trajectory of voting rights reveals a narrative of
societal advancement, highlighting the ongoing struggle for inclusivity and equitable representation
(Burchard, 2014). Throughout history, marginalized groups have fought for the right to vote, reflecting the
evolving nature of democratic principles.

Simultaneously, investigations into technology's influence on democratic processes emphasize its
transformative role in shaping political discourse and citizen engagement. The rise of digital platforms has
revolutionized how individuals interact with political information and participate in civic life. Social media, in
particular, has emerged as a potent tool for political mobilization, enabling people to connect and organize
across vast distances (Freedom House, 1941).

2.1. DEFINITION OF VOTING RIGHTS

Voting rights are more than just legal entitlements; they are the very foundation of a thriving and
representative democracy (Sloane, 1895). They empower individuals to participate in democratic processes,
ensuring that citizens have a voice in shaping their government and society. Without voting rights, individuals
would be excluded from political decisions that affect their lives, leading to disenfranchisement and a lack of
democratic representation.

Throughout history, the definition and scope of voting rights have evolved in response to changing societal
norms, values, and political systems. Initially, voting rights were limited to specific groups, such as free, native-
born men, in ancient civilizations like Greece and Rome (Gerring et al., 2011). This exclusivity was often tied
to citizenship, reflecting the hierarchical nature of these societies and the concentration of power in the hands
of a privileged few.

During the medieval period, voting rights became even more restricted, often requiring wealth or social status
for eligibility. This exclusivity was a reflection of the feudal system, where power was concentrated in the
hands of a small elite. However, the Enlightenment era brought about a shift in thinking, with philosophers
advocating for the rights of all individuals to participate in political life, regardless of status or wealth.

Dr. Martin Luther King Jr's (1965) assertion, "our lives begin to end the day we become silent about things that
matter" underscores a fundamental truth about civic engagement and the pursuit of equitable voting rights.
This profound statement not only encapsulates the essence of active participation in democratic processes but
also challenges individuals and societies to confront injustices with unwavering resolve.

In the realm of voting rights, Dr. King's quote serves as a rallying cry for those advocating for broader
participation in the democratic process. It reminds us that progress is not achieved through complacency but
through courageous actions that challenge the status quo. Dr. King's leadership during the Civil Rights
Movement exemplifies the transformative power of activism, demonstrating how collective action can lead to
tangible and lasting change.

Today, voting rights are considered a fundamental human right, essential for the functioning of a democratic
society. They encompass not only the right to vote in elections but also the right to stand for election and hold
public office. This evolution of voting rights highlights the ongoing struggle for equality and justice, as societies
seek to ensure that all citizens have a voice in their governance (Burchard, 2014).
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-Dr. Martin Luther King Jr

Figure 1 - Dr. Martin Luther King Jr's assertion

Source: Earthjustice Twitter account (2018)
2.2. VOTING SYSTEMS

In examining the historical evolution of voting rights, it is important to consider early voting systems and their
impact on democratic participation . Ancient voting systems were characterized by exclusivity and limited
participation, with voting rights restricted to select groups (Gerring et al., 2011). In ancient Greece and Rome,
voting rights were reserved for a select few, reflecting the hierarchical nature of society. During the medieval
period, voting became even more restricted, mirroring the feudal system's concentration of power among
elites.

The Age of Revolutions, including the American and French Revolutions, marked a turning point in the journey
of voting rights (Gerring et al., 2011). These revolutions established modern democratic principles and
expanded suffrage to include broader segments of society. Concepts like popular sovereignty, emphasizing
that political authority comes from the people, and universal rights emerged during this era, reshaping the
political landscape.

The second figure presents a captivating depiction of the early voting systems, particularly focusing on the
origins of democracy in Athens. This choice is pivotal in our journey through the Evolution of Voting Rights as
it offers a profound insight into the roots of democratic principles and their evolution over time.

Fiure 2- rly voting systems
Source: History Today "Democracy: A User's Guide" (2019), Wikimedia Commons.

Athens, known as the birthplace of democracy, provides a compelling case study for understanding the early
voting systems. By examining the Athenian democracy, we can trace the origins of voting rights back to their
earliest forms and observe how they have evolved into the democratic systems we see today. The figure
showcases the Athenian democracy, highlighting its innovative features such as the use of ostracism and direct
participation of citizens in decision-making. This not only provides a historical perspective but also serves as
a foundation for comparing and contrasting with modern democratic practices.

The American Revolution laid the foundation for democratic governance in the United States, with the
Declaration of Independence proclaiming that "all men are created equal”" and endowed with certain
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inalienable rights, including the right to "life, liberty, and the pursuit of happiness "(Sloane, 1895). This
revolutionary idea challenged traditional notions of hierarchy and privilege, emphasizing the importance of
individual rights and equality before the law.

Similarly, the French Revolution ushered in a new era of democratic ideals, with the Declaration of the Rights
of Man and of the Citizen proclaiming the equality of all citizens before the law and the right to participate in
the legislative process (Sloane, 1895). These revolutions inspired movements for democratic reform around
the world, leading to the gradual expansion of voting rights and the establishment of more inclusive political
systems.

2.3 The Civil Rights Movement and the Evolution of Voting Rights

The Civil Rights Movement brought monumental changes to the United States, particularly concerning voting
rights. The Voting Rights Act of 1965 stands as a significant achievement of this era, granting African
Americans equal voting rights and dismantling discriminatory barriers that had long suppressed their voices
in the democratic process (Sloane, 1895). This legislation was a direct response to the struggles highlighted
by events such as the March on Washington for Jobs and Freedom in 1963, a pivotal moment that exposed the
challenges faced by African Americans and spurred civil rights legislation.

Analyzing historical images from the Civil Rights Movement, such as the iconic photo of the 1963 March on
Washington, offers insight into this transformative period in American history. The image of a diverse crowd
united in the pursuit of equality and justice, with Dr. Martin Luther King Jr. leading the march, symbolizes the
leadership and vision that were central to the movement (Sloane, 1895).

The Selma to Montgomery Marches represent another watershed moment in the fight for voting rights. These
marches exemplified the determination and resilience of the movement, which was further solidified by the
passage of the Civil Rights Act of 1964. This act was instrumental in combating racial discrimination in voting
practices, such as literacy tests and poll taxes, and played a crucial role in advancing voting rights for African
Americans (Burchard, 2014).

The evolution of voting rights in the United States is marked by several pivotal milestones that have shaped
the democratic landscape. From the early days of limited enfranchisement to more recent advancements, each
step has been a significant moment in the struggle for equality and justice. The ratification of the 15th
Amendment in 1869, which granted voting rights to African American men, acknowledged their citizenship
and right to participate in the democratic process, marking a key moment in the fight against the legacy of
slavery (Burchard, 2014). The 19th Amendment, ratified in 1920, was another crucial milestone, granting
women the right to vote and recognizing their equal standing in society (Burchard, 2014).

Figure 3 - Civil Rights Movement
Source: AETN Digital Studios (2009), Civil Movements
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The 26th Amendment, ratified in 1971, lowered the voting age to 18, acknowledging the importance of
including young adults in the political process and reflecting the growing youth activism of the 1960s
(Burchard, 2014). These milestones reflect the ongoing struggle for equality and justice in democratic
societies and underscore the importance of protecting and expanding voting rights to ensure that democracy
remains inclusive and representative.

This photo serves as a poignant reminder of the hardships endured by African Americans during the period,
as well as their unwavering resolve to bring about change. It is a testament to the power of collective action
and the importance of standing up against injustice.

2.3.1 THE WOMEN’S SUFFRAGE MOVEMENT

In tracing the Evolution of Voting Rights, a crucial juncture arises with the Women's Suffrage Movement. This
transformative social and political endeavor aimed to secure voting rights for women. A pivotal moment
within this movement occurred at the Seneca Falls Convention in 1848, initiating organized efforts to advocate
for women's suffrage in the United States. The convention's outcome, the Declaration of Sentiments, echoed a
call for equal rights, notably including the right to vote.

Suffragists, the dedicated members of this movement, encountered substantial opposition and challenges as
they relentlessly campaigned for the 19th Amendment, which ultimately granted women the right to vote.
Despite encountering resistance, suffragists persevered, employing various tactics such as marches, rallies,
and activism to amplify awareness and garner support for their cause.

The ratification of the 19th Amendment in 1920 marked a significant triumph for the suffrage movement,
representing the culmination of decades of unwavering advocacy and activism. This milestone not only
bestowed upon women the right to vote but also served as a catalyst for advancing gender equality within
society (Burchard, 2014). The influence of the Women's Suffrage Movement extended beyond the United
States, inspiring and influencing similar movements worldwide. The struggle for women's suffrage was part
of a larger movement for women's rights that continues to this day, highlighting the ongoing quest for gender
equality and representation in democratic societies.

2.4 MAGNA CARTA: FOUNDATION OF MODERN LAW

Delving deeper into the Evolution of Voting Rights reveals the Magna Carta, a foundational document in the
Figure 4 depicts the Magna Carta, a pivotal document signed in 1215 that limited the power of the history of
democracy and human rights. Signed in 1215, it was a crucial step in limiting the power of the English
monarchy and establishing the principle that everyone, including the king, was subject to the law (Burchard,
2014). This principle laid the groundwork for the development of modern legal systems and the concept of
the rule of law.

Figure 4 - Magna Carta
Source: The New Yorker “The Rule of History" (2015)
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English monarchy and established the principle that everyone, including the king, is subject to the law. This
image is significant as it represents a foundational moment in the development of democratic governance. The
Magna Carta guaranteed the right to a fair trial and influenced legal systems globally, making it a symbol of
the historical evolution of democracy and the rule of law.

One of the key provisions of the Magna Carta was the guarantee of the right to a fair trial. This provision
ensured that individuals could not be arbitrarily detained or punished without due process of law, a
fundamental principle of justice that continues to be upheld today. The Magna Carta also had a profound
impact on legal systems globally. Its principles of limiting government power and guaranteeing individual
rights influenced the development of legal systems around the world, shaping the modern conception of
human rights and democracy.

The Magna Carta is a testament to the enduring importance of principles such as the rule of law, due process,
and individual rights in democratic societies. It serves as a reminder of the ongoing struggle to uphold these
principles and protect the rights of all citizens. The image of the Magna Carta serves as a visual reminder of
the document's enduring importance in shaping modern democratic principles. It highlights the significance
of limiting government power and protecting individual rights, making it a powerful symbol of the ongoing
struggle for democracy and human rights.

2.5 EXPANSION OF VOTING RIGHTS IN THE 207 CENTURY

In examining the 20th-century expansion of voting rights, notable achievements, particularly through
constitutional amendments, are evident (Burchard, 2014). The ratification of the 19th Amendment in 1920,
granting women the right to vote, stands as a monumental victory for gender equality (Burchard, 2014).
Nevertheless, it is concerning to observe that there were no substantial federal expansions of voting rights
until the passage of the 26th Amendment in 1970, which lowered the voting age to 18, reflecting the increasing
demand for youth participation in democracy.

2.6 THE GRAPH OF THE EXPANSION OF VOTING RIGHTS

The graph showing the evolution of voting rights as a growing plant, starting from the seed of the 19th
Amendment and culminating in the 26th Amendment, provides a compelling visual representation of this
progression. It also highlights the long periods between these key milestones, indicating a lack of substantial
progress in expanding voting rights for much of the 20th century.

68% 100%

2020

1970

S

Amendment) No )
: Granted significant (26th
Lon il | federal Amendm ) No
right to vote. | expansion ent): significant | significant
. of voting Lowered federal federal
1 x | expansion 1
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I ageto 18. J

rights.

Graph 1 - The graph of the expansion of voting rights

Source: Compiled by the author based on historical data from various reputable sources.
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Challenges persist, including voter suppression tactics and disenfranchisement policies. Mobilizing young
voters remains a hurdle, necessitating sustained efforts. Gerrymandering and attempts to weaken the Voting
Rights Act emphasize the importance of safeguarding voting rights. The graph not only showcases growth but
also highlights the ongoing struggle for equal access to the electoral process. It underscores the necessity of
continuous advocacy to protect and expand voting rights for future generations.

2.7 CHALLENGES TO VOTING RIGHTS

Voter suppression tactics have been a persistent challenge in American democracy, characterized by
systematic efforts to make it difficult for certain groups to vote (Sloane, 1895). These tactics include imposing
strict ID requirements, reducing polling locations, and implementing complex registration processes. These
barriers disproportionately affect marginalized communities, including minorities and ex-convicts, limiting
their access to the ballot box and undermining their fundamental right to vote (Sloane, 1895).

Disenfranchisement policies further exacerbate the issue, stripping individuals of their voting rights based on
criminal convictions. This disproportionately affects minority communities and has long-lasting effects on
their ability to participate in the democratic process even after serving their sentences (Sloane, 1895).

Engaging and mobilizing young voters presents another significant challenge. Despite efforts to increase youth
voter turnout, young people often face barriers such as lack of information, apathy, and disillusionment with
the political system. Addressing these challenges requires targeted strategies to educate and empower young
voters, ensuring their voices are heard in the electoral process (Sloane, 1895).

Gerrymandering, the manipulation of electoral boundaries to favor a particular party or class, distorts the
democratic process by diluting the voting power of certain groups. This practice undermines the principle of
fair representation and erodes trust in the electoral system (Sloane, 1895).

The ongoing legal battles and attempts to weaken the protections provided by the Voting Rights Act of 1965
pose a significant threat to voting rights. Efforts to roll back key provisions of the Act, such as preclearance
requirements, jeopardize the progress made in ensuring equal access to the ballot box for all citizens.

Language barriers also present obstacles for non-English speaking citizens in accessing voting information
and ballots. Providing language assistance and ensuring that voting materials are available in multiple
languages can help mitigate these barriers and promote inclusivity in the electoral process.

Addressing these challenges requires a concerted effort to protect and expand voting rights for all citizens. It
is essential to combat voter suppression, engage and mobilize young voters, and uphold the integrity of the
democratic process to ensure that every voice is heard in our democracy (Sloane, 1895).

2.8 COMPARATIVE ANALYSIS OF VOTING RIGHTS AROUND THE WORLD

Comparing voting rights across different countries, I am struck by the variations in protections and access to
the democratic process. The United States, with a score of 87, reflects a relatively high level of voting rights
protection. In contrast, countries like Canada, with a score of 90, demonstrate strong voting rights protections,
while the UK, Germany, and Japan show varying levels of protection, with scores of 82, 85, and 78, respectively
(Burchard, 2014).

This comparative analysis underscores the importance of vigilance in protecting and expanding voting rights
globally. While progress has been made, challenges such as voter suppression, disenfranchisement, and
gerrymandering persist, highlighting the need for ongoing advocacy and reform to ensure fair and inclusive
democratic processes worldwide (Burchard, 2014).
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Graph 2 - Comparative analysis of voting rights around the world

Source: Compiled by the author based on historical data from various reputable sources.

2.9 TECHNOLOGY’S INFLUENCE ON DEMOCRACY : A CRITICAL ANALYSIS

Technology has profoundly impacted democratic processes, reshaping how citizens engage with politics and
how governments operate (Freedom House, 1941). The rise of social media, in particular, has transformed
political communication, allowing for rapid dissemination of information and enabling citizens to connect with
each other and with political leaders. However, social media platforms have also been criticized for facilitating
the spread of misinformation and echo chambers, where individuals are only exposed to information that
aligns with their existing beliefs (Freedom House, 1941).

Furthermore, technology has raised concerns about the integrity and security of electoral processes. The use
of electronic voting machines and online voting systems has made voting more convenient but has also raised
questions about the vulnerability of elections to manipulation and hacking. Ensuring the integrity of elections
in the digital age requires robust cybersecurity measures and a thorough understanding of the ethical
implications of using technology in democratic processes (Freedom House, 1941).

Despite these challenges, technology has the potential to enhance democratic participation and transparency.
For example, online platforms can be used to crowdsource policy ideas and gather feedback from citizens,
allowing for more inclusive and responsive governance. Additionally, technology can be used to improve voter
education and engagement, making it easier for citizens to understand complex political issues and participate
meaningfully in democratic processes.

In the digital age, the ability to navigate online political discourse and critically evaluate information is
essential for effective democratic participation (Freedom House, 1941). Digital literacy encompasses a range
of skills, including the ability to assess the credibility of sources, recognize bias, and navigate complex online
environments. Developing these skills is crucial for engaging in meaningful civic dialogue and combating the
spread of misinformation.

Educational initiatives and awareness campaigns can play a key role in promoting digital literacy and
empowering citizens to participate in online political discourse responsibly. By providing individuals with the
tools and knowledge they need to navigate the digital landscape, we can foster a more informed and engaged
citizenry.

- 225 -



. ISSN: 2184-9102
Proceedi ngs VirtuEu 10.34624/iciemc.v0i5.39525

ICIEMC @ oo, S, 2024, 217226

3. CONCLUSIONS

In conclusion, this article has delved into the intricate relationship between democracy and technology in the
modern era, focusing on the evolution of voting rights and the emergence of digital platforms as influential
tools in shaping democratic processes. Through an exploration of voting rights' historical journey, we have
gained valuable insights into the foundations of democratic principles and the continuous struggle for
inclusivity and representation.

The analysis of technology's impact on democracy has highlighted both its transformative potential and its
inherent challenges. While digital platforms have democratized access to information and facilitated global
political discourse, they have also introduced new vulnerabilities, such as misinformation and cyber threats,
which necessitate a reevaluation of traditional democratic safeguards.

Moreover, this article has emphasized the importance of developing critical digital literacy skills to navigate
the complexities of online political discourse. In an era where information is abundant but often misleading,
the ability to discern truth from falsehood is paramount for meaningful democratic engagement.

Looking ahead, the future of voting and democracy will undoubtedly be shaped by technological
advancements. As we move forward, it is crucial to embrace these changes while also safeguarding the
integrity of democratic processes. By fostering a culture of digital literacy and civic engagement, we can ensure
that democracy in the digital age remains vibrant, inclusive, and resilient.
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Abstract

This study aimed to develop an educational course targeting youths to enhance their abilities in identifying and combatting fake
news and online disinformation. The research question focused on devising effective strategies to educate youths on recognizing
and addressing misinformation. Primary sources and European Union documents were utilized in a literature review, emphasizing
the societal and democratic significance of mitigating the spread of fake news. The resultant online course spans two hours and
covers fundamental topics such as the nature of fake news, its societal impact, and strategies for detection and mitigation. Learners
will engage with both local and global sources to critically evaluate examples of misinformation. Additionally, a six-hour offline
course offers practical experience in crafting awareness materials and encourages participants to disseminate their knowledge
within their communities. Through a blend of theoretical instruction, practical exercises, and interactive elements, this course aims
to furnish learners with a comprehensive understanding of fake news and equip them with the skills to combat its proliferation. By
fostering critical thinking and active participation, the course seeks to empower youths to mitigate the influence of fake news in
educational settings and beyond, contributing to a safer, more equitable, and democratic society.

Keywords: youth education ; Fake News ; Disinformation; Critical Thinking; Media Literacy
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1. INTRODUCTION

In the recent past, the emergence of social media sparked hope for its potential to democratize access to
economic and political opportunities, foster collective action, and enable diverse forms of self-expression. This
led to extensive discourse and scholarly exploration, merging established knowledge in mass media,
economics, and social movements with the capabilities of this new communication platform (Guess & Lyons
2020). However, subsequent political upheavals and elections have shifted perceptions, with Facebook and
Twitter being more commonly associated with the proliferation of "fake news" and propaganda, rather than
as tools for positive societal change (Guess & Lyons, 2020).

2. COURSE DESCRIPTION
2.1. WHAT IS FAKE NEWS?

Although numerous definitions of fake news have been proposed, a universally accepted definition remains
elusive. Some definitions adopt a narrow scope, characterizing fake news as deliberately false or misleading
information disseminated through various media channels, including broadcast and social media platforms
(Kavanagh & Rich, 2018; Zimdars & McLeod, 2020). Conversely, broader definitions encompass a spectrum of
misinformation and disinformation. Misinformation pertains to false information devoid of malicious intent,
while disinformation entails intentionally deceptive content designed to manipulate, harm, or misguide
individuals, organizations, or nations. Additionally, malinformation refers to distorted information based on
truth, often exaggerated to mislead and potentially cause harm (Frankl, n.d.).

Misinformation, unlike rumors or conspiracy theories, alters widely accepted and verifiable facts. While
falsehoods pose epistemological dilemmas, particularly concerning experiences mediated beyond direct
perception, empirical studies typically focus on claims directly verifiable or endorsed by expert consensus,
despite ongoing controversies.

In contrast to misinformation, disinformation involves the deliberate dissemination of false information with
the intention to deceive. This encompasses organized endeavors, particularly by political entities, to
disseminate misleading content, commonly referred to as "fake news." Furthermore, propaganda, defined as
information aimed at garnering support for one political faction over another, encompasses the breadth of
deceptive communication strategies.

2.1.1. CONSEQUENCES OF MISINFORMATION AND FAKE NEWS

The rapid proliferation of fake news and disinformation online yields profound and far-reaching
consequences. Primarily, it undermines trust in media institutions, fostering skepticism toward established
sources of public information and democratic processes such as elections (Baptista & Gradim, 2022). This
widespread dissemination of false information not only engenders confusion and discord among the populace
but also erodes the foundation of democratic systems, diminishing confidence in recognized institutions.

Moreover, specific societal groups, such as Muslims, migrants, and Roma, become targets of extremist
ideologies, exacerbating social tensions and inciting violent acts (Media Diversity Institute, n.d.; Szakacs &
Bognar, 2021). Beyond societal discord, these campaigns pose threats to national security and overall societal
well-being, providing fertile ground for potential criminal activities and challenging efforts to maintain public
safety (Olteanu et al., 2018).

The digital realm, in its unbridled dissemination of false narratives, facilitates the propagation of harmful
conspiracy theories and hate speech (Siegel, 2020). Individuals subjected to online targeting, particularly on
forums and social media platforms, often face attacks rooted in factors such as ethnicity, physical attributes,
sexual orientation, socioeconomic status, or gender.

In the realm of health, misinformation can have detrimental effects, influencing decision-making regarding
health-related issues such as anti-vaccination or treatment of illnesses through non-scientific methods and
unaccredited information sources, ultimately impacting public health outcomes (Guess & Lyons, 2020; Swire-
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Thompson & Lazer, 2020). This misinformation about health issues, including the spread of false information
regarding Covid-19, also fuels tendencies toward racism against vulnerable groups such as Muslims
(Birmingham City University, n.d.).

Moreover, this misinformation extends its impact to academia, compromising research quality and potentially
impairing academic performance (Plaza, 2023). Plaza's study revealed that exposure to fake news significantly
influenced students' political perspectives, often leading to polarization and the adoption of misinformed
beliefs. Additionally, fake news can disrupt critical thinking and propagate inaccurate information within
academic circles, while demographic disparities, particularly age, render younger students more susceptible
to its effects due to their increased reliance on digital media channels.

Furthermore, misinformation contributes to individual radicalization and manipulates public opinion,
influencing perceptions and decisions to achieve ideological, social, religious, or economic goals. Ultimately,
the prevalence of false information hinders individuals' ability to discern and access authentic and accurate
information, complicating the pursuit of truth.

2.1.2. THE LINK BETWEEN FAKE NEWS AND RADICALIZATION

The influence of misinformation, particularly when employing divisive rhetoric and evoking strong emotional
responses, profoundly shapes individuals' reactions, notably in the propagation of violent extremism driven
by ideological, social, religious, or economic objectives.

Moreover, individuals with specific vulnerabilities are particularly susceptible to radicalization due to the
dissemination of fake news (Roberts-Ingleson & McCann, 2023). These vulnerabilities include feelings of self-
uncertainty, limited cognitive flexibility characterized by rigid or dichotomous thinking patterns, harboring
perceived or actual grievances, and experiencing social exclusion.

Additionally, the presence of social homogeneity within online spaces, known as "echo chambers," exacerbates
susceptibility to radicalization. These echo chambers, by reinforcing similar beliefs and ideologies, particularly
on social media platforms, create an environment that amplifies the impact of misinformation and divisive
narratives, further intensifying susceptibility to radicalization among certain individuals.

Examples of real-world incidents illustrate the consequences of radicalization facilitated by online
misinformation. In both Europe and the USA, a prevailing narrative of perceived threats to "national identities"
has been linked to far-right domestic terrorism, anti-migration sentiments, and the dissemination of hate
speech and propaganda (Siegel, 2020; Roberts-Ingleson & McCann, 2023). Studies investigating the
relationship between online hate speech and physical violence have shown that areas with increased social
media usage during periods of heightened anti-refugee sentiments online experience a disproportionate rise
in anti-refugee hate crimes (Muller & Schwarz, 2017; 2019).

Furthermore, instances of propaganda and fake news targeting ethnic or religious minorities have been
documented historically, such as radio propaganda fostering anti-Semitic violence in Nazi Germany and hate
radio during the Rwandan genocide (Adena et al,, 2015; DellaVigna et al., 2014; Yanagizawa-Drott, 2014).
Numerous arguments posit a direct correlation between online hate speech and hate crimes, with
perpetrators often attributing their actions to the influence of online communities (Siegel, 2020).

Moreover, violent incidents spurred by social media are not confined to Europe and the USA but also occur in
regions like Asia, the Arab world, and Sub-Saharan Africa. For example, the use of social media by ISIS to
propagate propaganda has incited societal turbulence and violence, while disinformation campaigns against
minorities in South Asia have fueled tensions and attacks against vulnerable communities (Alava et al.,, 2017;
EFSAS, 2021). Despite these challenges, youth activism against propaganda is also facilitated and promoted
through social media platforms (Alava et al., 2017).
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2.1.3. HOW TO DEVELOP CRITICAL THINKING AND MEDIA LITERACY

The regulation of online misinformation poses significant challenges but is essential for upholding democratic
principles and protecting human rights. Various methods and approaches exist to combat misinformation,
with initiatives undertaken by societies, governments, social media platforms, and individuals, including
efforts by the European Commission (European Commission, 2017).

A fundamental approach involves empowering internet users to modify their online behaviors to reduce
susceptibility to false beliefs stemming from deceptive assertions. This includes developing critical thinking
and media literacy skills to enable users to assess information critically (Frasser Hall Library, n.d.; Babii, 2020;
University of Exeter, n.d.). Evaluating the underlying agenda of news stories, scrutinizing emotional narratives,
and interrupting the reflex to share outrage-inducing posts are essential steps in mitigating the spread of
misinformation (Babii, 2020).

Fact-checking before sharing social media posts, regardless of the source's perceived credibility, is crucial to
promote truthfulness and combat the dissemination of false information. Scrutinizing the sources of
information, especially those relying on anonymous or single sources, helps discern the credibility of
narratives presented (Brown, 2021).

However, challenges persist, including algorithmic regulations and epistemic networks perpetuating the
dissemination of fake news or dubious quality sources, as well as individuals' overconfidence and bias towards
information that aligns with their viewpoints (Brown, 2021; Pronin et al., 2002).

Social media companies can contribute by modifying their platforms to limit the exposure of misleading
content and advocating for governmental implementation of laws penalizing individuals involved in
disseminating misinformation (Brown, 2021). Ultimately, a multi-faceted approach involving collaboration
between stakeholders is necessary to effectively combat the spread of fake news and misinformation online.

3. COURSE RESULTS

In the pursuit of combating misinformation and fake news, fostering critical thinking and media literacy stands
pivotal in our democratic society. The regulation of misinformation online signifies a vital stride towards
safeguarding the tenets of democratic citizenship and collaborative efforts across societies, governments, and
digital platforms become imperative to shield people against falsehoods. Developing critical skills remains
paramount, equipping individuals with the ability to discern deceptive information and critically assess
sources. However, challenges persist as emotional narratives often sway opinions, necessitating cautious
evaluation and fact-checking to counter the manipulation tactics employed by propagandists. While hurdles
exist within our epistemic network and the digital realm, fortifying critical thinking, media literacy, and
advocating for regulatory measures form the bedrock of our collective endeavor to combat fake news and
uphold the essence of democratic citizenship and human rights.

COURSE ACTIVITIES (ONLINE AND OFFLINE)

3.1. ONLINE ACTIVITY 1: FAKE NEWS: SPOT THEM!
3.1.1. LEARNING OBJECTIVES
The learning objectives of the activity will be for the learners to:

1. Develop the skill to distinguish between credible and misleading information through quiz, focusing on
identifying characteristics of fake news articles.

2. Enhance critical thinking abilities by locating reputable websites within their countries that validate
instances of fake news and presenting one example to fellow students, demonstrating adeptness in source
evaluation.

3. Cultivate the capacity to assess the credibility of online sources by identifying markers of bias, anonymity,
or corroborative evidence in their pursuit to verify fake news claims.
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4. Develop proficient communication and presentation skills through the presentation of a selected fake news
to their fellow students.

3.1.2. LEARNING OUTCOMES
After the completion of the online activity, learners will be able to:

¢ Differentiate between credible and misleading information

¢ Use trustworthy websites in their respective countries that debunk or provide evidence of fake news.

¢ To evaluate and analyze news sources critically through the assessment of the reliability and credibility of
various online sources identifying factors such as biased information, anonymous sources, or lack of
corroborating evidence to present fake news in effective way

3.1.3. ACTIVITY DESCRIPTION

The introductory part of the online activity will be through the Slido and participants will need to answer to
the following question:

“What the fake news are?”
After the course, participants will go on with the following steps of the online activity:

The first part of activity will be for participants to answer the quiz about specific fake news and they will read
the info which debunk each fake news, provided by the Guardian: https://www.theguardian.com/guardian-
foundation/2022 /apr/14/fake-or-real-headlines-quiz.

After the completion of the quiz the participants will share their results and they will take part in an open
facilitated discussion answering the following questions:

1. Which headline did impress you more and why?
2. Canyou think of any other example of news which was proven fake?

In the second part of the activity, students will check the following fact-checking websites:
Check the following fact checking websites:

¢ Snopes.com [https://www.snopes.com/ ]

¢ The Poynter Institute [https://www.poynter.org/ |

e Politifact.com [https://www.politifact.com/ ]

e Factchecker.org [https://www.factcheck.org/]

¢ Hoax-Slayer [https://mediabiasfactcheck.com/hoax-slayer/ ]

¢ The Internet Archive Wayback Machine [https://web.archive.org/]
e https://www.channel4.com/news/factcheck

e https://fullfact.org/facts/

Source: https://www.uvic.ca/retirees/assets/docs/fake-news-ppt-presentation-updated.pdf, p.24

Participants will be divided into groups and they will check one of the aforementioned websites. Then they
can choose one of the provided debunked fake news and mention it to their fellow students.

Afterwards, the participants will be divided into national teams and they will search for national-level
websites for tackling fake news. An example from Greek context is provided below:

Greek website about fake news: https://www.ellinikahoaxes.gr/about-us/

This website is member of the following worldwide networks: International Fact-Checking Network (IFCN):

https://ifcncodeofprinciples.poynter.org/signatories; European Observatory against Disinformation:

https://www.disinfobservatory.org/the-observatory/

Participants as a sub-group will search for websites within their country and they will write them down in a
Google Doc which will be shared to them developing a list of trustworthy websites which reveal the truth for
fake news spread in their countries.
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3.2. OFFLINE ACTIVITY : THE EFFECT OF FAKE NEWS
3.2.1. LEARNING OBJECTIVES
The learning objectives of the offline activity:

e Participants will actively participate in forum discussion

¢ Participants will learn through video attendance about how the fake news works and affects us.

e Participants will learn how to discern fake news by researching credible sources and applying critical
reflection techniques, fostering an understanding of identifying and evaluating misleading information.

e Participants will learn how to find and develop diverse media (videos, stories, music, etc.) aimed at
combating hate speech and spreading awareness, fostering a proactive approach towards tackling fake
news.

e Participants will learn how to collaborate and present content about fake news.

3.2.2. LEARNING OUTCOMES
After the completion of the activities, the learning outcomes of the participants will be:

¢ Consistent participation and engagement in forum discussions and activities, showcasing comprehension
of the content covered in videos.

e Adeptness in recognizing fake news by employing critical reflection strategies, substantiating the
identification with credible sources, and presenting findings coherently.

¢ Development of multimedia material aimed at challenging hate speech, presenting explanatory notes that
contextualize the created content for effective dissemination.

e Effective teamwork for creating and delivering presentations that effectively communicate the chosen
activity's content, fostering collaboration and presentation skills.

3.2.3. ACTIVITY DESCRIPTION
The offline activity will be divided into 3 parts:

1st part: Video attendance and answer to questions in the forum of the platform or in a Google jamboard (%2
hour)

2nd part: Video attendance and answer to questions in the forum of the platform or in a Google jamboard (%2
hour)

As for the 3rd part, participants will be grouped into subgroups of max. 5 people each and they will choose
one of the 2 following activities:

3a. “Recognize fake news” in which they will need to find a source with fake news (The websites for tackling
and debunking fake news can provide the relevant information). Later, they will need to write one case of fake
news they found.

Then participants will answer to the following question:

¢ How did you recognize that fake news is fake?
e Follow the critical reflection part of the course content to find some tips!

The final step is to create a short presentation through Canva, Google slides, Powerpoint or any other tool and
share it with fellow students.

The duration of this activity will be 5 hours.

The alternative sub-activity as the 3rd part is:

3b. “Stop fake news!” in which participants will need to develop one of the following options to produce or
find material about tackling fake news:

-Video or photo creation. Videos or images which make fun of or raise awareness on phobias about
disinformation (Islamophobia, homophobia, etc.).
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-Storytelling. Social media or blog posts that tell a personal story of xenophobia or relying on stereotypes.

- Music/Movies. Share songs or movies to challenge hate speech against vulnerable groups of people
(immigrants, ethnic or religious groups, people with disabilities etc.).

Participants will need to provide their fellow students with some explanatory notes about the material they
will develop and share it with them.

The duration of this activity will be 5 hours.

3. REFLECTION AND FUTURE STEPS

In the Reflection and Future Steps section, participants will engage in a process of introspection and
prospective planning, aimed at consolidating their comprehension of fake news and delineating actionable
pathways for themselves and their communities.

They will be prompted to critically assess their pre-existing knowledge of fake news phenomena, identifying
instances encountered prior to and during the course. Leveraging the critical thinking skills and media literacy
competencies acquired, participants will scrutinize the mechanisms underlying the detection of fake news,
reflecting on the discernment of credible sources, appraisal of information for biases and inaccuracies, and
utilization of fact-checking methodologies to validate news authenticity.

Furthermore, participants will deliberate on proactive measures for mitigating fake news dissemination,
contemplating individual practices and collective endeavors within community contexts. Such considerations
may encompass the cultivation of media literacy education, cultivation of robust fact-checking habits, and
cultivation of responsible information dissemination practices.

Moreover, participants will explore avenues for advocating media literacy, fostering constructive dialogues,
and supporting others in developing critical thinking capacities. By engaging in these reflective exercises,
participants will fortify their comprehension of fake news dynamics and chart pragmatic courses of action to
foster a more informed and resilient societal fabric, thus contributing to the mitigation of misinformation
propagation.
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Abstract

This paper examines Kosovo's efforts towards European Union (EU) membership. Declaring independence in 2008, Kosovo faces a unique
path due to ongoing recognition disputes with some EU members. Despite this hurdle, Kosovo has demonstrably advanced its EU
candidacy. The signing of the Stabilization and Association Agreement (SAA) in 2016 marked a significant step, followed by visa
liberalisation in 2024. Kosovo's formal membership application in December 2022 underscores its commitment to the EU project.
However, challenges remain. Continued progress in rule of law, economic development, human rights, and dialogue with Serbia are
crucial. This paper analyses these developments and proposes strategies for navigating the complexities of Kosovo's EU integration
process. Employing a qualitative methodology focused on document review, this research will analyse official documents, policy reports,
and relevant academic literature. Understanding Kosovo's EU integration process is crucial for policymakers, scholars, and the
international community invested in the Western Balkans' stability and democratic development. This research will contribute valuable
insights into the key factors influencing Kosovo's path towards the EU, offering recommendations to navigate the challenges and
opportunities that lie ahead.

Keywords: Kosovo; EU; Accession; Progress; Challenges; Western Balkans
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1. INTRODUCTION

After declaring independence, the aim for the Republic of Kosovo remains European Union (WU) integration.
[t must be emphasised that this process is expected to be greatly impactful for the future of the country as it
will impact the country politically, economically and even socially (Tare, 2023). With this process being an
important impetus for general reform, this has led the country of Kosovo to take action in order to ensure that
the various administrative practices, legal framework and institutional mechanisms are in alignment with the
EU standards. Such changes are important as they ensure greater democratic, more awareness regarding
human rights, rule of law, and, perhaps more importantly, greater economic progress. Perhaps, one of the
primary significant steps in the road toward EU accession was achieved in 2015 when the country of Kosovo
became a signatory of the SAA (Stabilization and Association Agreement) with the European Union. This
agreement was particularly important as it clarifies the necessary steps that the Republic of Kosovo ought to
take in order to better meet the requirement toward the accession to the EU (Tare, 2023).

Nevertheless, the journey toward EU accession has had its fair share of problems for the Republic of Kosovo.
These issues have generally been related to organised crime, corruption and even issues related to governance
throughout the years (International Monetary Fund, 2022). In addition to these issues, the Republic of Kosovo
has in fact been characterised by relevant socio-economic issues that tend to bring further complication
toward the EU accession process. Particularly significant in this regard have been the dividing atmosphere
between the Kosovo Albanians and Serbs which have in fact been a major issue in many of the processes
associated with progress toward European integration. This has been mainly present in those circumstances
in which certain agreements have needed to be accepted by the population.

While there are significant hurdles related to the EU accession process, the country of Kosovo is committed to
its main aim of being a EU member state. In this regard, Kosovo has been working to address the above
mentioned issues. In fact, addressing such challenges remains the ultimate goal of the country if the aspiration
to join the EU might still be in place. This willingness to work toward the EU has been visible in the efforts
made by the country of Kosovo to be part of different regional initiatives which in fact are key requirements
for EU accession (Krasniqi 2020).

It must be noted that EU membership serves as a great incentive for the economic future of the country. More
specifically, accession to the EU provides relevant economic benefits as a result of increased trade and foreign
direct investment. Further, businesses of the Republic of Kosovo through accession are expected to greatly
benefit from a wider European market which would then positively influence job creation and economic
growth in general. In addition to this, Kosovar consumers are expected to benefit from a greater variety of
products and services and maybe lower prices as a result of the greater competition.

Political stability is also an important factor that is expected to be impacted by the EU accession. This process
is expected to bring more political stability as then the country of Kosovo would be part of the solid legal
framework of the European Union. Also, from a broader perspective, Republic of Kosovo would also benefit
from the core values and principles of the European Union which consist of human rights, rule of law and
democracy. It follows that operating within such an environment is expected to enhance the current levels of
democracy in the Republic of Kosovo.

EU membership is expected to positively influence the country of Kosovo also from a social and cultural
perspective. More specifically, this process would in fact allow the amalgamation of a variety of ideas that
derive from the contact with the EU. The process also has been deemed as beneficial to the educational
opportunities for the youth of Kosovo. As shown by the visa liberalization process enacted in January 2024,
free movement has been deemed to be a key factor toward cultural integration of Kosovo and the
legitimization process of the European Union to the population. In this regard, it can be inferred that the
process of EU integration is expected to provide a better future for the country and its citizens. While the
difficulties are visible, there are great incentives for the implementation of such processes.
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As noted, the main aim of this paper is to provide a better understanding of Kosovo’s EU accession process.
The paper will analyse the benefits, difficulties and some of the challenges that are expected to derive from
this process. More specifically, the focus will be on the road toward the EU accession process and not the
aftermath of this. Therefore, the hypothesis for this paper is that although there are clear benefits associated
with the EU accession, the impact of the process has been.

2. LITERATURE REVIEW

2.1. POTENTIAL BENEFITS OF EU INTEGRATION

There are a variety of benefits associated with the EU accession process for the country of Kosovo. A recent
study by Tare reaffirms the fact that aspirations to join the European Union tend to advance efforts in regards
to the rule of law and the health of democracy (2023). This proposition is in accordance with Krasniqi's claim
that EU membership would positively influence the process of the establishment of democratic institutions
and would also further solidify the rule of law. More importantly, the harmonisation of regulation and laws in
accordance with the EU standards serves as a beneficial factor for the strengthening of democratic institutions
which then positively affects the concept of transparency in our institutions (European Commission, 2023). In
this regard, it could be argued that this would also serve as beneficial to the current socio-economic and
political environment in general.

EU integration has also been associated with relevant economic benefits. Simply the fact of joining the
European Market which comprises at least 500 million consumers would greatly enhance the trade
possibilities for the Kosovar businesses (European Commission, 2023). As a result of this presence in this
major market, there exists the possibility for a significant rise in exports which then would also produce an
increase in foreign direct investment thus ultimately positively impacting economic growth (Tare, 2023). Of
course, this would also improve the position of consumers in the Republic of Kosovo due to the access to a
greater variety of goods and better prices (Tare, 2023). More importantly, being a state member of the
European Union means that countries tend to receive funds which then tend to positively influence the
development infrastructure, education and other relevant sectors that ultimately enhance economic growth
(Novotna, 2020).

Integration to the European Union has also been linked to significant long-term benefits for the human capital
development of Kosovo. The access to a wide range of opportunities that are associated with the integration
of the EU is expected to enhance the socio-cultural development of the Kosovar citizens (Krasniqi, 2020). This
integration is relevant as integration to such mechanisms has been deemed as important for the greater socio-
cultural development of Kosovar citizens.

2.2. CHALLENGES AND HURDLES ON THE ROAD TO ACCESSION

While there are obvious benefits to the EU accession for the Republic of Kosovo, the process itself has been
deemed rather challenging. In fact, there are significant problems that hamper the road toward the EU
accession. According to a recent report by the International Monetary Fund, there are significant problems in
areas such as corruption, possible organised crime and consistent issues dealing with inappropriate
governance that tend to present significant issues and which prove to be rather detrimental to the economic
progress of the country and which further damage the trust that people have in their institutions (IMF, 2022).
Transparency International’s 2023 Corruption Perception Index has ranked the Republic of Kosovo 99th out
of 180 countries. This itself represents a very challenging issue with which the country of Kosovo continues
to keep struggling (Transparency International Kosovo, 2023).

The accession process does also face significant challenges when it comes to the current ethnic divisions
mainly associated with the Serbian minority. There is an ongoing possibility for tensions between the Kosovo
Albanians and Kosovo Serbs which further exacerbates the environment for the greater or more fluid reform
progress which might also call for greater levels of popular legitimacy (Tare, 2023: Krasniqi, 2020). In addition
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to this, the differences between various regions in the Republic of Kosovo tend to generate problems in
achieving more coherent and perhaps more integrated approaches in regards to the efforts related to EU
accession.

Particularly problematic for the Republic of Kosovo has been the ongoing territorial dispute with Serbia. This
has been a major obstacle as in order to earn the full membership of European Union, there is a need for full
normalization of relations with Serbia. While the process has been facilitated by the European Union, there
has only been limited success for the both countries (Krasniqi, 2020). Furthermore, as it pertains to the
international community, the country of Kosovo has also been negatively affected by the limited international
recognition of its independence with this including several EU member states. This rather limited support by
the international community is another relevant obstacle on the path to EU accession.,

Another aspect of Kosovo’s accession to the European Union remains the acknowledgement of the process by
the public opinion. While, in general, there is great acceptance when it comes to the EU membership by the
Kosovar opinion, people remain rather uninformed regarding the real implications associated with being part
of the European Union (Krasniqi, 2020). It is therefore necessary for greater research in order to ensure that
the process is EU accession is backed up by the necessary popular legitimacy.

2.3. PRACTICAL EFFORTS TOWARD EU ACCESSION

As discussed throughout the paper, the process of EU accession means that the Republic of Kosovo needs to
address many of the internal issues. Meanwhile, this process also requires for the most effective strategies to
be adopted in order for greater success possibilities. The following strategies remain key in this regard.

It must be noted that European Union plays an important role in supporting Kosovo’s efforts toward EU
accession. This is accomplished through the relevant financial assistance that is expected to be directed
toward the promotion of relevant political, economic, infrastructural reforms. In addition to this the package
also covers the enhancement of current institutions (Novotna, 2020). In addition to this, European
Commission has prepared an enlargement package for the year 2023 and this significant funding package
includes Kosovo. (European Commission). Furthermore, the EU is also a key facilitator for the needs of the
dialogue between Kosovo and Serbia which is in fact one of the most crucial steps for the normalization of
relation between the two countries and ultimately for the accession process.

There is also an important incentive for the country of Kosovo to maintain stable relations with other Balkans
countries. In this regard, it is vital for the Republic of Kosovo to work with other regional partners in order to
further strengthen the cooperation, enhance economic integration, promote greater cross-border cooperation
and to ultimately have a positive impact on the greater stability of the Balkans (Lutolli & Urlj¢canovi¢, 2022).
In regards to the cooperation efforts, initiatives such as Western Balkans Common Market and Regional Youth
Cooperation Office serve as important mechanisms for the promotion of collaboration which ought to
contribute toward a more suitable environment for the EU integration efforts.

As discussed earlier, there is a need for a broader consensus when it comes to popular acceptance of the
accession process. In line with the earlier argument, there is also a need for the activation of civil society
organisations which have the potential to raise awareness among the public opinion by promoting various
discussion and thus helping mobilize support for the forthcoming reforms in relation to this process
(European Commission, 2023).

2.4. THE GAP IN LITERATURE: MEASURING THE IMPACT OF EU ACCESSION EFFORTS

While it can be stated that there is relatively enough research on the topic of Kosovo’s accession efforts toward
the European Union, it must be made clear that there is need for further research. In fact, it is very necessary
for more information as to what is the real impact of the EU accession process on the most relevant sectors
which include education, healthcare and even infrastructure development. There is also more research on
learning more regarding the public perception of Kosovo's efforts to join such mechanisms.
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As hypothesised earlier in this paper, there is a lack of research on measuring the right impact of EU accession
for the country of Kosovo. As mentioned earlier, while there is some discussion about expected benefits of EU
accession in theory, there is in fact a lack of research that provides a clear measure of what have been the
benefits for the Republic of Kosovo during this period. More specifically, there is a need for better
understanding as to what have been the effects of this process on particular policy changes, institutional
reforms and even how the process has been perceived by the public opinion.

It can therefore be concluded that while the efforts to join such mechanisms are associated with tangible
benefits and tend to promise a better future for the Republic of Kosovo, there are significant challenges. In
such circumstances, Republic of Kosovo ought to continuously adapt its strategies in order to effectively
ensure that the country is in the right path toward its EU accession efforts.

3. METHODOLOGY

This paper has employed qualitative methodology in order to conduct the research. More specifically, the
research for the needs of this paper has been carried out using the document review process. In order to come
to conclusions over the impact of the European Union accession process of Kosovo, the paper has employed a
vast number of recent sources from reputable publications mainly from European and international
organisations. Such sources provide relevant secondary information that allows us to have a more objective
view as to what has been the degree of accomplishments made by the Republic of Kosovo during this period.
Meanwhile, such sources allow us to have a better view of the limitations of this process. In addition to these
sources, the paper also employs articles that describe and evaluate Kosovo through many lenses. Finally, it
can be concluded that by employing this variety of sources, we are better able to tell the practical effectiveness
of the reforms and processes established as part of Kosovo's EU accession journey.

4. RESULTS

In accordance with the already established hypothesis, it seems that the impact of the EU accession efforts in
the context of the country of Kosovo has been rather moderate at best. While there have been obvious benefits
associated with the implementation of the process, there are also a variety of areas in which the progress of
the Republic of Kosovo is lagging behind. It is therefore necessary to present a picture that takes into
consideration several aspects of the progress made in the country of Kosovo and the relation of this progress
to the implementation of EU accession efforts.

Kosovo's aspirations for European Union (EU) membership are not without obstacles. Despite ongoing efforts,
the road to EU integration is fraught with challenges that hinder the immediate and tangible impacts of current
accession endeavours. This essay delves into recent sources to examine the limitations facing Kosovo's EU
accession process, focusing on issues of governance, regional dynamics, evolving EU policies, and
socioeconomic factors.

According to the EU Report on Kosovo 2022 which was produced by the European Commission, there are
significant problems for Kosovo as the country undergoes the process of accession. Such issues are present in
significant areas such as law, corruption and perhaps most importantly economic development (European
Commission, 2022). Of course, there has been progress in this regard but the level of progress has been rather
limited. Issues related to corruption are of major importance and tend to impact governance and economic
progress. Furthermore, the perceived inadequate rule of law tends to negatively affect current institutions
such as judicial independence and law enforcement in general.

Furthermore, territorial issues mainly related to the continued tensions with Serbia represent a major
obstacle for the Republic of Kosovo toward its path to EU accession. This situation has been exacerbated by
other internal divisions (mainly as a result of Serbian minority) which pose an important challenge in
achieving the right levels of political stability and further progress on EU accession efforts (Hoffman, 2023).

Bieber and Tocci provide an insightful analysis that explains the role of the European Union in accelerating
reforms and development in the Republic of Kosovo. The analysis demonstrates that while there has been
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both financial and political assistance in this regard, there have been various implementation challenges and
even resistance to synch reforms. This has been associated with the lack of political will due to the dispersed
interests of many parties. Such problems have in fact been detrimental to the EU efforts for positively impact
Kosovo’s governing institutions and general development (Bieber & Tocci, 2023).

Kosovo’s accession process has also been seen in the broader context of EU enlargement dynamics. As the
entire enlargement process has been affected by stagnation, this also played a role in hampering Kosovo's
accession efforts to such a mechanism. There have been various delays in accession negotiations which have
then led to uncertainties and challenges and have contributed to lower trust levels on the benefits associated
with the EU accession process.

Reports prepared by the International Monetary Fund (IMF) on Kosovo provide us with valuable insights in
regards to the social and economic effects of Kosovo's EU accession process. While as it has been seen in the
paper, there are economic benefits associated with the accession process, there are various structural
challenges that the economy currently faces and those include high levels of unemployment, poverty and high
level of remittances (IMF, n.d.) It is therefore important for the Republic of Kosovo to undertake reforms in
various areas which include education, infrastructure and development of the private sector.

Furthermore, the World Bank has also provided context over the most pressing issues in which the country of
Kosovo needs further progress. This report is in line with the previous insights from the International
Monetary Fund in regards to the major issues in areas such as education, governance and inadequate
infrastructure. If there is no further progress on such areas, Kosovo will only have a limited benefit from the
EU accession efforts particularly in the economic context.

Ultimately, the journey of Kosovo toward the European Union is characterized by significant challenges that
tend to hamper the impact of current accession efforts. There are many challenges that ought to be overcome
if the country of Kosovo is to make tangible progress in the path toward EU accession. Such problems are
generally related to socioeconomic factors, evolving EU policies and even governance issues. Only when such
issues are properly addressed, there could be progress toward the EU which in turn does also positively
impact current and future levels of prosperity.

5. DISCUSSION

However, as it has been shown throughout the paper, the EU membership process for the country of Kosovo
appears to be a rather complex process whose benefits are not always obvious. More specifically, while the
accession to the European Union serves as a tool for greater political and economic stability, the process itself
has been hampered by several obstacles that seem to slow down the progress and most importantly hinder
the positive aspects associated with the efforts toward the EU accession process. In this regard, it is necessary
to view this process from a rather diverse perspective that tends to include governance, dynamics related to
other neighbouring countries, various EU policies and other relevant socio-economic factors.

There are several sources that display a rather worrisome situation. State corruption is definitely one of such
pressing issues. While there has been progress for the country of Kosovo, there are important problems in
areas such as corruption, the rule of law and most importantly issues related to the current limited economic
development (European Commission, 2022). Corruption has been associated with weaker governance while
also negatively impacting the economic growth of the country. On the other hand, the rather unstable rule of
law has negatively impacted the credibility of Kosovo institutions thus proving to be detrimental to the current
judicial system and law enforcement in general. Furthermore, another report by the Balkan Investigative
Reporting Network (BIRN) demonstrates that EU integration is also greatly affected by the perceived
corruption within the political elites of Kosovo and other issues related with the public administration. More
importantly, there is a perceived lack of will to fight issues such as corruption which serves as another barrier
for the right progress toward the EU (BIRN, 2023).

EU prospects have also been greatly affected by the internal issues dealing with the unresolved regional
disputes. Such issues have been generally linked to the problems of Kosovo with Serbia in regards to
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significant territorial disputes and important ethnic tensions that tend to produce actual roadblocks for the
EU accession progress (Hoffman, 2023). In addition to this, various internal divisions have caused important
political instability and this as a result has limited the capacity of the country to effectively implement reforms
and thus to proceed further with the accession efforts. Recent research by Blerjana Krasniqi has in fact brought
a wide variety of issues dealing with Kosovo’s EU accession. This has been associated with problems such as:
changing priorities of the European Union, increased levels of migration, security issues and further economic
issues which tend to present new challenges for the Republic of Kosovo. The changing EU agenda is significant
as it might present a new layer of problems for countries which fail to adapt to the changing circumstances
and increasing demands (Krasniqi, 2023).

The European Policy Centre (EPC) warns that the EU's enlargement fatigue, fuelled by internal challenges and
public scepticism, could further delay Kosovo's accession process (European Policy Centre [EPC], 2023). This
stagnation creates a sense of uncertainty, diminishing the perceived benefits of EU membership for Kosovo
(EPC, 2023). Addressing these issues requires comprehensive reforms and investments in education,
infrastructure, and private sector development. Similarly, World Bank reports highlight areas where progress
is needed for Kosovo to fully benefit from EU membership. Challenges in governance, education, and
infrastructure remain significant barriers to sustainable development. Without addressing these fundamental
issues, Kosovo's ability to leverage EU accession for economic growth and prosperity will be limited (World
Bank, n.d.)

The issues related to EU enlargement are also of a very real nature. In fact, the European Policy Centre (EPC)
that this “enlargement fatigue” coupled with other internal challenges and public opinion scepticism
(European Policy Centre, 2023). This stagnation has added further insecurities over which are the real benefits
of this process. Such issues coexist with other mainly socio-economic factors that greatly affect the accession
process in the context of the Republic of Kosovo. Only when such barriers are properly addressed, the country
of Kosovo might practically benefit from the accession process both in the present and near future.

6. CONCLUSIONS

This article attempted to shed light on the journey of the Republic of Kosovo toward the EU accession. More
specifically, the aim of the paper was to present the rather complex implications of this process. While in
theory the accession process to the European Union is associated with significant expected improvements in
several areas which tend to go beyond the political aspect. In this regard, the ultimate aim of this paper was
to better understand the impact of the efforts toward the EU accession for the Republic of Kosovo. Of course,
the effects of this process are rather broad and tend to have a practical impact.

As explained earlier in this paper, the efforts toward the EU accession process are associated with the need
for many reforms that tend to include multiple aspects of a country's development. These include the need for
improved governance, lower levels of corruption, greater political stability and perhaps more importantly
further economic improvement. The efforts to improve these areas remain a prerequisite for the journey of
the Republic of Kosovo toward the European Union accession, but as it was presented in this paper, the EU
accession process did not necessarily result in a rather straightforward improvement for the country of
Kosovo.

While there are many benefits associated with the EU accession process for the country of Kosovo, there is
simultaneously enough evidence from important mechanisms such as World Bank or International Monetary
Fund that report a wide variety of issues for the Republic of Kosovo mainly in the socio-economic dimension
which tend to inhibit the current efforts towards the EU path. Equally important for the accession process
remain the issues related to internal divisions and ongoing (and rather not fruitful) dialogue with Serbia. It
must be noted that reforms and improvements in such issues serve as a prerequisite not only for the EU
accession process in general but also tend to impact the tangible benefits of the process of implementing
current EU reforms.
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The EU accession process is of vital importance for the Republic of Kosovo. In fact, this process has been
deemed vital for all the countries of the Western Balkans. This of course ought to be the case considering the
overall expected impact of this process. Nevertheless, the journey toward the EU path is definitely complex
and marked by significant difficulties. This has in fact been the case in the context of Kosovo. The journey
toward EU accession has been marked by various problems which demonstrate that, at least until now, Kosovo
has only partially benefited from the process.
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Abstract

European Union (Aims and Values) combines theoretical knowledge, practical examples, interactive learning, and assessments
to give learners a deep understanding of EU governance, environmental policy, and participatory democracy. The module is
built on a Literature Review conducted through Web of Science, Scopus, and Science Direct, using queries related to
"European Union- Member" and "Participation,” as well as "European Union" and "Aims/Values." This search was aimed at
exploring the EU's approach to engaging stakeholders in policymaking, emphasizing the importance of such participation for
democracy and sustainability. We selected articles and review articles in English, with no time restriction, to ensure a
comprehensive and relevant content base for the course.
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1. INTRODUCTION -

The EU member states have employed varying approaches, with the extent of involvement of local actors
differing significantly (Rauschmayer, van den Hove, Koetz, 2009; Blondet et.al.,, 2017). UE member states are
granted a certain level of autonomy in devising the implementation and management process for protected
sites as long as they align with the policy's overarching objectives. Member states are granted considerable
leeway in how they achieve the objectives of the European Habitats Directive, allowing for participatory
methods to be employed to implement Natura 2000.

Despite the increased involvement of stakeholders in the development of management concepts and
strategies, the selection of network sites in all participating countries has been heavily influenced by
conservation science (Bouwma, van Apeldoom, Kamphorst, 2010). The implementation of more participatory
environmental governance in the Habitats Directive is a reflection of the larger changes in environmental
governance in Europe that have been brought about by EU policies (Sotirov, Lovric, Winkel, 2015).

According to the studies (Blondet et.al,, 2017; Dimitrakopoulos et.al., 2010), participation in environmental
governance in general and Natura 2000 implementation, in particular, is a good way to make a policy more
effective and legitimate in the eyes of the local population.

2. CONTEXT REVIEW
2.1. PARTICIPATION AND THE GOVERNANCE OF NATURE CONSERVATION

According to Abram and Cowell (2004) suggest that participatory methodologies are crucial for restoring
confidence in the State, and can lead to better decision-making in conservation and development initiatives.
One reason for this is that local involvement allows for customized and inclusive local strategies for complex
environmental issues, which are not available in centralized, remote organizations.

Stakeholders' and residents' participation, due to their significant local knowledge and experience, can
enhance a policy's quality and efficacy. In addition, it is expected that decisions reached through participatory
procedures will possess greater legitimacy and acceptance, thereby facilitating their implementation (Koontz
& Thomas, 2006). Consistent engagement in decision-making will enhance trust between the public and
government officials. This will optimize decision-making in the future (Blondet et.al., 2017).

It should be noted that it does not necessarily relate to the legitimacy and efficacy of a policy. According to
Dietz and Stern (2008), participatory methods could overemphasize particular subjects or concerns. The
efficiency of policy implementation may not be enhanced by participation, especially in situations with
frequent disagreements. It's possible for polarized environmental issues to use it as a symbolic appeasement
tactic, which may be “misused” and it can worsen confrontations (Winkel & Sotirov, 2011).

This engagement needs to be taken into account concerning local practices and views of participation as well
as within a specific institutional, social, and historical context and past (Blondet et.al., 2017).

2.2. PARTICIPATION IN THE EU

In recent years, the EU has taken steps to increase citizen participation in decision-making processes. For
example, the European Citizens' Initiative (ECI) allows citizens to propose legislation and has been used
successfully to bring attention to issues such as the banning of glyphosate and the protection of bees. The EU
also conducts public consultations on policy proposals and invites stakeholders to provide input. Citizen
participation is still seen as a secondary consideration to ensuring effective and stable governance. The EU's
response to the Eurozone crisis is an example of this, as market stability and the interests of financial
institutions were given greater weight than the concerns of citizens (Monaghan, 2012).

Overall, while there have been efforts to increase citizen participation in EU decision-making, it remains a
contentious issue and there is a need for further action to balance effectiveness, stability, and democratic
legitimacy. Moreover, the prevailing method for taking part in the decision-making process does not typically
involve the active engagement of individual citizens. Instead, a preference is given to interest groups or
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"organized civil society" that focus on functional representation, which is more akin to an associative model
of democracy, rather than a participatory model (Monaghan, 2012; Marquand, 2011).

Some argue that simply making institutions and decisions more democratic is not enough to establish a
democratic EU. They believe that a European public sphere and a common identity, or demos, are necessary
to legitimize EU actions. However, there is little proof that European citizens view their relationships with
each other or with EU institutions in a way that would support the formation of demos as a viable strategy.
For this to work, there would need to be a sense of a European political community, even in its early stages,
where the majority's decisions are accepted by the minority due to a shared sense of identity, allowing for
collective self-determination and justification for EU actions.

Participatory democracy has the potential to solve these problems by empowering citizens to actively
participate in the decision-making process, which in turn can lead to greater political efficacy, awareness of
collective problems, and identification of solutions. However, the success of participatory democracy is
ultimately dependent on the willingness of citizens to engage in the process, as well as the willingness of the
EU institutions to incorporate citizen input into their decision-making process. Without active participation
from both parties, participatory democracy cannot effectively address the legitimacy problem of the EU
(Monaghan, 2012).

2.3.EU POLICY DOCUMENTS

The three advocacy groups for movements prioritize certain issues over others while aligning with the
predominantly neo-liberal policy vocabulary of European institutions. The EU's organized civil society could
benefit from institutionalized social movements, leading to a positive impact.

The neo-liberal values of the European institutions are criticized in particular, and a more interventionist role
for the state is advocated in two crucial areas: to address what they see as discrimination against outlying
areas and racial minorities, and to strengthen environmental regulations, in contrast to what they see as a
purely market-oriented approach taken by the Commission. The data suggests that despite some deviations,
there are consistent features that support the development of a model for civil society involvement in the EU.
The main emphasis on participation in this model is centered around providing information and serving in a
consultative capacity (Ruzza, 2007).

The EU's civil society model emphasizes its connection between different levels of government and interaction
with non-state actors through horizontal governance structures. Civil society can be utilized by diverse actors
to achieve various objectives. These can be classified into four categories (Pridham, 2007):

That is, civil society can be utilized by EU institutions:

e Toimprove output legitimacy;

e To address the globalization-driven relocation of ambits of power;
e To construct the ‘European citizen’;

e To construct a European public sphere;

2.4. RESPONDING TO A GLOBALIZATION-DRIVEN RELOCATION OF POWER

The creation of the EU structure acknowledges the necessity of conducting policy beyond the state. This is
observable in all the policy areas scrutinized. The Europeanization of environmental policy was prompted by
apprehensions regarding trans boundary pollution, preventing a competitive decline in environmental
standards, and the necessity to disseminate and synchronize environmental policy cross-nationally and across
policy domains, including agriculture, energy, and tourism. EU policy, already transcending state boundaries,
is progressively being executed through agreements among non-state entities (Ruzza, 2007).
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2.5. CONSTRUCTING THE ‘EUROPEAN CITIZEN’

The presence of institutional pressure is evident in the push for European democratization that goes beyond
the region's political framework and recognizes civil society as a distinct factor in promoting democracy in
everyday existence. In this regard, the concept of 'social accountability' is relevant. By utilizing the financial
resources and political power of EU institutions, civil society can participate in a process of societal
constitutionalism to democratize public life. The social scientific perspective suggests that developing a strong
community through promoting altruism, cooperation, and respect for democratic standards leads to excellent
governance and increased social capital (Ruzza, 2007).

2.6. CREATING A PUBLIC SPHERE

The focus on democratization surpasses member states. The Commission endorses the role of development
NGOs in project management, particularly their expertise in monitoring and evaluating EU-backed projects,
and appreciates their role in promoting democracy in Europe and the developing world. The Commission also
funds development NGOs. The desire for a more comprehensive democratizing function indicates a
constitutionalizing aim and a persistent concern for fundamental rights realization. In our interviews, we
discovered that the second dynamic was consistently expressed in strategic pro-European terms. Stronger
European identities weren't always the result of the first dynamic (Ruzza, 2007).

2.7.EXPLAINING POLITICAL CONDITIONALITY: A THREE-DIMENSIONAL APPROACH

A framework in three dimensions relies on three key connections: conditionality and democratization,
conditionality and enlargement, and conditionality and the EU itself. These links fluctuate when evaluating the
EU's ability to encourage democratization from the outside. Ongoing democratization and enlargement
processes, along with the EU's internal changes, which may or may not be driven by enlargement concerns,
can alter all three (Pridham, 2007):

e Emerging democracies in Central and Eastern Europe (CEE) are driven to join Europe and its successful
liberal democracies, resulting in a mutually reinforcing process with conditionality and post-communist
democracy. They are willing to accept the extensive conditions of the European Union to achieve their
objective, albeit under duress.

Nevertheless, the correspondence between EU conditionality and democratization is not absolute, as the
timeline and scope limitations imposed on EU conditionality underscore their differences. The limitation
in chronology pertains to the political milieu of the European Union during the 1990s, which disregarded
primary democratization, constitutional framing, and state-related concerns, and upheld certain types of
liberal democracy.

e The dynamic relationship between conditionality and expansion lies in the fact that the former is greatly
reliant on the probability and impetus of an accession. If absent, the motivation to comply with conditions
would be considerably lower. Conditionality has primarily resulted from external incentives, even though
a few political leaders in aspiring nations are intrinsically motivated to employ European instruments to
enhance their fledgling democratic norms and procedures.

The success of enlargement is heavily influenced by changes in prospects, both pre-negotiation and during
negotiations, as well as the probability of success increases. The EU influences these nations during the
enlargement process, but it always depends on the trade-off between compliance and the possibility of
membership in terms of conditionality.

e The correlation between conditionality and the EU holds crucial importance concerning institutional
responsibility for matters related to enlargement. As demonstrated by the discussion on "widening"
versus "deepening,” the expansion and conditionality of the EU are reliant on the system and integration
process as a whole.
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The 1990s saw significant changes in conditionality ambitions, as a result of the expanding integration agenda
from the 1980s and the altered international context brought about by the fall of communism, which the EU
(then the EC) realized it had to address. The Commission faced challenges in their enlargement responsibility
due to institutional diffusion in the EU system, involving the European Council, European Parliament, and
member states.

2.8. MAIN AND VALUE OF THE EUROPEAN COMMISSION

Prioritization is a key part of this strategy (Kislitsyna et.al., 2022):

1. Ensuring fair competition, while enhancing services, market access, and investments with third-party
countries to tap into growth markets.

2. The EU needs to plan for the future demand for air travel that will soon exceed the capacity of our skies
and airports.

3. By adopting a mindset based on risk and performance, we can uphold EU safety and security standards.

To realize the EU's priorities, specific steps should be taken by the member states of our integration
association in the following areas: (a) Promoting social progress and creating aviation jobs of high caliber, (b)
Protection of passenger rights, (c) Introducing a new era of innovation and digital technologies, and (d)
Moving forward with a sustainable Energy Union and proactive climate change policies.

The European Commission has the authority to conduct the following measures:

1. Suggestion for the EU Council to approve the establishment of all-inclusive air transport accords with
China, ASEAN, Turkey, Saudi Arabia, Bahrain, UAE, Kuwait, Qatar, Oman, Mexico, and Armenia at the EU
level.

2. Backing the policy of the EU to establish additional bilateral flight safety agreements with significant
aviation manufacturers like Japan and China.

3. Proposing the initiation of a new aviation dialogue with significant partners such as India.

4. Considering measures to eliminate unfair practices of third countries and exploiters while negotiating
effective fair competition provisions within comprehensive EU air transport agreements.

5. A proposal has been made to issue guidelines on the implementation of Regulation 1008/2008 regarding
EU airline ownership and control provisions to offer more legal clarity to investors and airlines.

o«

The perceived values of the EU measured for each of the values: “Democracy”, “Liberty”, “Fairness”, “Rule of
law (e.g., respect for independence of the judiciary, the integrity and impartiality of the electoral system)”,
“Respect for national authority”, and “Respect for tradition” (Grosfeld, Scheepers, Cuyvers, 2022).

2.9. EU’S HIGH-LEVEL AIMS

The European Commission 2020 suggests that by adhering to the HLEG’s Ethical Guidelines and Assessment
List, practitioners can align their systems with European values. The Al Act's regulatory provisions will
enhance its guidance by identifying the risk levels posed by different Al technologies and imposing
appropriate restrictions on each level once enacted. In addition to setting standards, the EU utilizes
mechanisms to steer and compensate both public and private entities. The EU provides support for Al research
and development in the private sector through financing instruments such as Invest-EU, the Digital Europe
program, the European Financing Fund, and Horizon Europe. A portion of this money is allocated to back
companies that are developing Al technologies for oncology medical imaging (European Commission, 2020).
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Efforts have been made by the EU to support and coordinate the public sector goals of Member States. As part
of its Coordinated Plan, the Commission encourages the development and distribution of national Al policies,
as well as investment and implementation plans. Biannual conferences are essential to coordinate efforts
among Member States, establish participative and monitoring organizations, and develop uniform regulatory
standards that prevent market fragmentation. The EU coordinates activities among Member States to promote
cooperation, exchange best practices, and maximize investment benefits. The aim of the HLEG's Policy and
Investment Recommendations is to guide Member States on where to focus their efforts. The European Al
Alliance and Al Watch have already accomplished significant advancements in gathering feedback from
stakeholders and tracking the progress of Al. The European Al Act is proposing the creation of a European Al
Board consisting of the national competent authorities, the European Data Protection Supervisor, and the
European Commission to ensure consistent implementation across the EU (Roberts et.al,, 2023).

2.10. IMPORTANCE OF CORE VALUES OF ETHICS, INTEGRITY AND ACCOUNTABILITY IN THE EUROPEAN
CORPORATE

Market and regulatory organizations in Europe need to acknowledge that a significantly larger group of
individuals was responsible for the financial scandals, rather than solely blaming a few large corporations
with flawed financial reporting and audit procedures. The financial crashes in Europe (and the US) prompted
apprehensions regarding corporate governance, the function of the audit committee, and the involvement of
board members in the stock market. Corporate governance and the audit committee should receive more
emphasis as an effective oversight instruments in the capital market economy.

Due to financial innovation prioritizing profit over ethics through high-risk strategies, the incorporation of
ethical considerations is imperative for corporate governance. Corporate codes of conduct can serve as an
effective instrument to convey the "tone at the top"” and establish moral principles that exceed fundamental
legal conformity. A global economic plan must prioritize business ethics. It is imperative to strongly emphasize
ethical codes such as integrity, honesty, objectivity, mutual respect, fairness, professional competence, due
care, and confidentiality. Likewise, the European Commission and the regulatory agencies in European nations
ought to enforce more explicit protocols regarding 'tone at the top' or efficient 'control environment,'
answerability measures for management, and shareholder democracy, especially the revelation of data on
shareholders’ entitlements. Corporate governance guidelines for unlisted enterprises may require
encouragement (Soltani & Maupetit, 2013).

3. FINAL CONSIDERATIONS

The Literature Review incorporated in this European Union (Aims and Values) derived from the Web of
Science Scopus, and Science Direct database. A search by topics for the Literature Review was conducted based
on the criteria established using the query “European Union- Member” AND “Participation”, “European Union”
AND “Aims/Values”. The aim was to identify investigations surrounding the fields of the participants to the
aims and core values of the European Union. Articles (including early access) and review articles in the English

language with no time restriction were additional filters adopted in the search.

Online Activity 1:
Introduction to European Values and Norms
Le?rnllng Learning Objectives:
objectives
and outcomes e Understand the Core European Values: Participants will gain an understanding of

the fundamental values that underpin the European Union and its member states.

e Explore the Diversity of European Norms: Participants will explore the diversity of
cultural norms within the European context and appreciate the richness of
traditions and perspectives.
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Online Activity 1:
Introduction to European Values and Norms

e Analyze the Importance of Shared Values: Participants will analyze how shared
values contribute to the cohesion and cooperation among European nations.

Outcomes:

e Increased awareness of the key values upheld by the European Union.
e Appreciation for the cultural diversity and norms within Europe.
e (ritical thinking about the role of shared values in fostering unity.

After the completion of the online activity, learners will be able to:

e Articulate Core European Values: Express a clear understanding of the core values
that define the European Union and recognize their significance in the European
context.

e Identify Cultural Diversity: Identify and appreciate the diverse cultural norms and
traditions present across different European nations, fostering a sense of cultural
awareness.

¢ Evaluate the Role of Shared Values: Evaluate how shared values contribute to the
overall cohesion, collaboration, and cooperation among European countries,
demonstrating a nuanced understanding of the importance of common values.

e Apply Critical Thinking: Apply critical thinking skills to analyze and discuss the
implications of European values and norms in the broader context of international
relations and global cooperation.

Duration: 1 hour

Number of The participants as one group

participants:

Description: |1.Video Presentation (10 minutes):

(steps for Partici b hing th ided video: E Parli Vid
participants) e Participants start by watching the provided video: European Parliament Video

(www.youtube.com/watch?v=Fh4uX_Grxrg&ab_channel=EuropeanParliament)
e Participants will be encouraged to be active viewers by asking them to note down
key points, questions, or any aspects that resonate with them.

2. Reflective Discussion (10 minutes):

After watching the video, we will facilitate a reflective discussion. Participants can share
their thoughts on the presented values, norms, and cultural diversity within the European
Union.

We will use open-ended questions to stimulate conversation, such as:

e "Which European values stood out to you?"
e "How does cultural diversity contribute to a unified European identity?"

3. Online Quiz: "Values and Norms Challenge"” (15 minutes):

e We will launch an interactive online quiz related to the content of the video and the
discussed values and norms.

- 249 -



ICIEMC

Proceedings

No. 6, 2024, 243-253
Universidade de Aveiro
ISSN: 2184-9102
10.34624/iciemc.v0i5.36706

£ N
&Y

VirtuEU

Online Activity 1:
Introduction to European Values and Norms

e Multiple-choice questions, true/false statements, and scenario-based questions will
be included to assess participants' understanding.

4. Interactive Scenario Analysis (15 minutes):

e Participants will be presented with a real-world scenario involving conflicting
values or cultural differences within Europe.

¢ In breakout groups, participants will discuss and propose solutions, emphasizing
the application of European values to resolve the scenario.

Reflection:
(10 minutes)

Summarize key takeaways and encourage participants to share insights from the video and
activities.
Provide information about offline activities and preparation for the next session.

Min. training

(https://quizizz.com/).

and outcomes

materials
(online (https://kahoot.com/).
connection, | (https://youtube.com/)
PC, white
board, paper/
pencils, post
its etc.):
Offline Activity
"Deepening Engagement: Exploring EU Realities and Negotiations"
Learning Learning Objectives:
objectives

1. Real-World Insight: Participants will acquire authentic insights into the functions
of the European Union through an immersive visit to the EU office in Albania.

2. Applied Learning: Participants will actively apply theoretical knowledge in a
practical context through hands-on engagement in a simulated EU negotiation.

3. Cultural and Institutional Appreciation: Participants will cultivate a profound
appreciation for EU values, norms, and cultural diversity through direct experiences
and interactions.

4. Effective Collaboration: Participants will enhance their collaboration and
negotiation skills, equipping them with practical competencies for effective
teamwork.

5. Critical Discernment: Participants will develop critical analytical abilities, allowing
them to assess challenges and opportunities encountered during the visit and
negotiation simulation, thereby fostering a nuanced comprehension of EU
processes.

Outcomes:

¢ Expanded Awareness: Participants will leave with a heightened awareness of the
EU's role, values, and cultural diversity, attained through direct engagement and
interaction.
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Offline Activity
"Deepening Engagement: Exploring EU Realities and Negotiations"

e Practical Competence: Participants will gain practical skills in negotiation,
collaboration, and critical analysis, applicable in both academic and real-world
contexts.

e Informed Perspectives: Participants will form informed perspectives on EU
realities, gaining insights into decision-making processes and the practical
application of values in negotiations.

¢ Knowledge Application: Participants will adeptly apply theoretical knowledge
acquired in online activities to real-world scenarios, bridging the gap between
academic learning and practical application.

e Sustained Engagement: Participants will foster a sustained interest and
engagement with the subject matter, transcending the course and instilling a lasting
curiosity about European values and norms.

Duration: 2 hours

Number of Participants divided in groups

participants:

Description: | Offline Activity 1: Simulation of EU Negotiations (1 hours):

steps for

1(3artri)cipants) Objective: To engage participants in a hands-on simulation of EU negotiations, providing

insights into the complexities of decision-making and collaboration.
Activities:
Introduction and Briefing (15 minutes):

e Begins with an introduction to the simulation, explaining the context and scenario.
e Brief participants on their roles and the negotiation objectives.

Simulation Exercise (30 minutes):

e Conduct the negotiation simulation, assigning participants roles related to EU
member states or other stakeholders.

e Present a scenario involving a current or hypothetical issue requiring negotiation.

e Emphasize the need for collaboration, compromise, and adherence to EU values.

Debriefing and Analysis (15 minutes):

e A debriefing session where participants discuss the outcomes of the simulation.

¢ Analyzing the negotiation process, challenges faced, and potential lessons learned.

e Conclude with a group reflection on the negotiation experience.

e Summarize key insights and relate them back to the overarching theme of European
values and norms.

Offline Activity 3: "Cultural Exploration and Comparison”
Research Assignment (60 minutes):
e Assign each participant a European country.

e Task participants with researching the cultural values, traditions, and societal
norms of their assigned country.
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Offline Activity
"Deepening Engagement: Exploring EU Realities and Negotiations"

e Encourage the use of diverse sources, including articles, books, and interviews.
Creation of Cultural Profiles (30 minutes):

e Participants create visual or written cultural profiles for their assigned countries,
summarizing key values, traditions, and norms.

e These profiles can include infographics, collages, or written summaries.
Gallery Walk and Discussion (30 minutes):

e We will organize a gallery walk where participants explore and discuss each other's
cultural profiles.

e Facilitate a group discussion on commonalities, differences, and the richness of
European cultural diversity.

Reflection:

Key Insights:

e Share one key insight gained from the EU office visit that resonated with you. How
does this insight relate to the online activities on European values?

Negotiation Experience:

e Reflect on your role during the negotiation simulation. What did you find most
challenging, and how did it enhance your understanding of EU decision-making?

Unexpected Discoveries:

e Highlight one unexpected discovery or aspect encountered during either activity.
Discuss how this element influenced your perspective on EU values.

Application to Everyday Context:

e Consider how the lessons learned from the activities can be applied to everyday
situations. Provide an example of how European values might impact decision-
making in your own context.

Personal Impact:

e Discuss how these offline activities have personally impacted your understanding of
European values. Are there specific aspects that have sparked a continued interest
in exploring EU realities?

Min. training
materials
(online
connection,
PC, white
board, paper
/ pencils, post
its etc.):

e PC
e  White board

e Presentation tool (e.g. Canva, Google slides, Powerpoint)
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