
FUTURE WORKSCAPES



INTERNATIONAL PERSPECTIVES 
ON EQUALITY, DIVERSITY AND 
INCLUSION

Series Editor: Mustafa F. Özbilgin

Recent Volumes:

Volume 1:	� Practical and Theoretical Implications of Successfully Doing 
Difference in Organizations, Edited by Donnalyn Pompper

Volume 2:	� Gender, Careers and Inequalities in Medicine and Medical Education: 
International Perspectives, Edited by Maria Tsouroufli

Volume 3:	� Management and Diversity: Perspectives from Different National 
Contexts, Edited by Mustafa F. Özbilgin and Jean-François Chanlat

Volume 4:	� Management and Diversity: Thematic Approaches, Edited by 
Mustafa F. Özbilgin and Jean-François Chanlat

Volume 5:	� The Strength of Difference: Itineraries of Atypical Bosses, Edited by 
Norbert Alter

Volume 6:	� Race Discrimination and Management of Ethnic Diversity and 
Migration at Work: European Countries’ Perspectives, Edited by 
Joana Vassilopoulou, Julienne Brabet and Victoria Showunmi

Volume 7:	� Lived Experiences of Exclusion in the Workplace: Psychological 
& Behavioural Effects, Edited by Kurt April, Babar Dharani and 
Amanda Ronita April

Volume 8:	� Management and Organizational Studies on Blue & Grey Collar 
Workers: Diversity of Collars, Edited by Joanna Paliszkiewicz and 
Demet Varoğlu

Volume 9:	� Contemporary Approaches in Equality, Diversity and Inclusion: 
Strategic and Technological Perspectives, Edited by Berk Kucukaltan

Volume 10:	� Care and Compassion in Capitalism, Edited by Cagri Yalkin and 
Mustafa F. Özbilgin

Volume 11A:	� Future Workscapes: Strategic Insights and Innovations in Human 
Resources and Organizational Development, Edited by Joanna 
Paliszkiewicz, Demet Varoğlu and Olena Kulykovets



INTERNATIONAL PERSPECTIVES ON EQUALITY, 
DIVERSITY AND INCLUSION  VOLUME 11B

FUTURE WORKSCAPES: 
EMERGING BUSINESS 

TRENDS AND INNOVATIONS

EDITED BY

JOANNA PALISZKIEWICZ
Warsaw University of Life Sciences, Poland

DEMET VAROĞLU
TOBB University of Economics and Technology, Türkiye

AND

OLENA KULYKOVETS
Warsaw University of Life Sciences, Poland

United Kingdom – North America – Japan  
India – Malaysia – China



Emerald Publishing Limited
Emerald Publishing, Floor 5, Northspring, 21-23 Wellington Street, Leeds LS1 4DL.

First edition 2025

Editorial matter and selection © 2025 Joanna Paliszkiewicz, Demet Varoğlu,  
and Olena Kulykovets.
Individual chapters © 2025 The authors.
Published under exclusive licence by Emerald Publishing Limited.

Reprints and permissions service
Contact: www.copyright.com

No part of this book may be reproduced, stored in a retrieval system, transmitted in 
any form or by any means electronic, mechanical, photocopying, recording or otherwise 
without either the prior written permission of the publisher or a licence permitting 
restricted copying issued in the UK by The Copyright Licensing Agency and in the USA 
by The Copyright Clearance Center. Any opinions expressed in the chapters are those 
of the authors. Whilst Emerald makes every effort to ensure the quality and accuracy of 
its content, Emerald makes no representation implied or otherwise, as to the chapters’ 
suitability and application and disclaims any warranties, express or implied, to their use.

British Library Cataloguing in Publication Data
A catalogue record for this book is available from the British Library

ISBN: 978-1-83662-177-5 (Print)
ISBN: 978-1-83662-176-8 (Online)
ISBN: 978-1-83662-178-2 (Epub)

ISSN: 2051-2333 (Series)



To my friends: Magda, Marzena, Kasia, Dominika, Lucy, Beata
Thank you for always being there, for your endless inspiration,  

and for believing in me — J. P.

To my parents Zerrin and Kadri Bacacı – D. V.

For my sister Veronika, for her support and peace of mind – O. K.



This page intentionally left blank



vii

CONTENTS

List of Figures and Tables� ix

About the Editors� xi

About the Contributors� xiii

Foreword by Ireneusz Dąbrowski� xix

Foreword by Fatih Çetin� xxi

Preface� xxiii

SECTION I 
EMERGING BUSINESS TRENDS

Chapter 1  Spiritual Branding Attributes and Consumer  
Buying Intention: The Proposal of Conceptual Model
Ngoc Bich Do, Y Nhu Nguyen Luu,  
Vi Thai Huyen Kim and Viet Chi Duong� 3

Chapter 2  Factors Affecting Career Commitment of Public 
Servants in Vietnam: Perspectives of Investment Model and 
Moderation Effects of Perceived Economic Conditions
Quang-An Ha� 13

Chapter 3  Effects of Working Motivation on Efficiency and 
Work Satisfaction: Case of Employees at the Software Company
Pham Duc Chính, Yen Nguyen Thi and Ma Thi Ngan� 27

Chapter 4  Rethinking Organizational Hierarchy: A Critical 
Analysis of Strategic Management Schools
Mehmet Barca and Semih Ceyhan� 45

Chapter 5  Placing Non-managerial Employees in the 
Management Theories: Toward a Theoretical Advancement
Mehmet Barca� 59



SECTION II 
INNOVATIONS AND BUSINESS PRACTICES

Chapter 6  A Study on Environment, Social and Governance 
Disclosure in the Case of the Packaging Sector in Romania
Anca Draghici, Gabriela Banaduc,  
Roxana Mihaela Sirbu and Tamas-Szora Attila� 91

Chapter 7  Is Digitalization Bad for Trade Union Density in 
OECD Countries in the Age of Globalization?
Orhan Cengiz and Ömer Demir� 113

Chapter 8  The Role of Internal Communication and Employee 
Participation in Creating Health and Safety Climate:  
A Monographic Study
Elif Sungur, Nevin Kılıç and Çiğdem Vatansever� 129

Chapter 9  Importance of Corporate Social Responsibility 
(CSR) in the Global Food Processing Industry
Małgorzata Wiktoria Paprocka� 143

Index� 155

viii	 CONTENTS



ix

LIST OF FIGURES AND TABLES

FIGURES
Fig. 1.1.	� Proposed Conceptual Model. � 7
Fig. 2.1.	� A Conceptual Model Proposed Main Factors Affecting  

Career Commitment of Public Servants in Vietnam  
Public Organizations.� 20

Fig. 3.1.	� Proposed Research Model. � 32
Fig. 3.2.	� CFA (Modification) Model Outcomes.� 35
Fig. 3.3.	� Results of SEM Model Research (Modified).� 37
Fig. 6.1.	� The Theoretical Framework of the IVC Process.� 96
Fig. 6.2.	� Study Stages.� 98
Fig. 6.3.	� The Conceptual Model Design of the Study.� 99
Fig. 7.1.	� Digital Competitiveness Ranking 2023. � 116
Fig. 7.2.	� Trade Union Density: Percentage of Employees in  

OECD Countries. � 117
Fig. 7.3.	� Estimation Techniques. � 120
Fig. 8.1.	� Hierarchical Code–Subcode of Communication Map.� 139
Fig. 8.2.	� Safety Climate Model as Grounded Theory.� 139
Fig. 9.1.	� Documents by Year. � 146
Fig. 9.2.	� Documents by Subject Area.� 147

TABLES
Table 3.1.	� Assessment Criteria and CFA Results.� 36
Table 3.2.	� Testing the Discrimination Between Concepts From the  

Critical Model.� 36
Table 3.3.	� Relationships Between Concepts in the Research Model.� 38
Table 3.4.	� Bootstrap.� 39
Table 6.1.	� Synthesis of the Data on ESG and/or Sustainability  

Reports of the Packaging Companies Considered in  
the Research.� 99

Table 6.2.	� Total Code Units Over the Data Set (Code System).� 102
Table 6.3.	� Total Code Units in the Data Set Sorted by Descending  

Frequency Per Each Company.� 104
Table 6.4.	� Synthesis of the Research Findings From the Content  

Analysis.� 107
Table 6.5.	� Synthesis of the Research Findings From the Validation  

Stage.� 107



Table 7.1.	� Summary of Literature Review.� 118
Table 7.2.	� Data Description.� 119
Table 7.3.	� Descriptive Statistics.� 122
Table 7.4.	� The CSD and Slope Heterogeneity Tests Results.� 123
Table 7.5.	� The CIPS Unit Root Test Results.� 123
Table 7.6.	� Generalized Panel Quantile Regression Results.� 124
Table 7.7.	� The D–H Panel Causality Test Results.� 124
Table 8.1.	� Code Frequency Matrix of FG Interviews.� 137

x	 LIST OF FIGURES AND TABLES



xi

ABOUT THE EDITORS

Joanna Paliszkiewicz works as a Full Professor at the Warsaw University of Life 
Sciences (WULS–SGGW). She is the Director of the Management Institute. She 
is also an Adjunct Professor at the University of Vaasa in Finland. She obtained 
the academic title Full Professor from the International School for Social and 
Business Studies in Slovenia. She is well recognized in Poland and abroad for her 
expertise in management issues: knowledge management and trust management. 
She has published over 250 papers/manuscripts and is the author/co-author/
editor of 21 books. Currently, she serves as the Deputy Editor-in-Chief of the 
Management and Production Engineering Review. She is an Associate Editor for 
the Journal of Computer Information Systems, Expert System With Applications, 
Issues in Information Systems, Przegląd Organizacji, and Intelligent Systems With 
Applications. She serves as the President of the International Association for 
Computer Information Systems in the United States.

Demet Varoğlu received her B.Sc. (1983) and MBA (1986) degrees from Middle 
East Technical University (METU), Department of  Business Administration. 
She completed her Ph.D. (1993) at Ankara University, Department of  Business 
Administration and earned her Associate Professor degree in the field of 
Organizational Behavior in 2000.    Starting from the position of  Research 
Assistantship (1984), she was among the academic staff  of  METU Department 
of  Business Administration for more than 20 years. Between 2004 and 2006, 
she served as the Chairperson of  the Gender and Women Studies Program at 
METU. Since 2006, she has been working at TOBB University of  Economics 
and Technology, Department of  Business Administration. She is the first female 
academician who received the full professor title (March 2018) in her depart-
ment and is currently a member of  the university senate. Besides introductory 
and/or must courses on business administration, management, organizational 
behavior, and human resource management, she has taught and continues to 
teach undergraduate and graduate level courses on power and politics in organ-
izations, gender issues in organizations and negotiation. She has national and 
international publications on power and politics, gender, conflict management, 
information sharing, leadership, and employee selection decisions. Her current 
research interests are diversity and discrimination at the workplace, counter-
productive work behaviors, and emotions in organizations. Together with two 
colleagues, she received the Turkish Education Association’s 1999 National 
Award on Education Research.

Olena Kulykovets is an Assistant Professor at the Management Institute at 
the Warsaw University of Life Sciences. She obtained her PhD in 2022 in the 



discipline of Management and Quality Sciences at the University of Warsaw, 
Faculty of Management. Her scientific interests focus on topics related to non-
standard marketing tools, as well as the use of modern technologies in the field of 
scientific research, and the use of artificial intelligence to support the marketing 
activities of enterprises.

xii	 ABOUT THE EDITORS



xiii

ABOUT THE CONTRIBUTORS

Tamas-Szora Attila is a Full Professor at “1 Decembrie 1918” University of 
Alba Iulia, Romania, where he also serves as President of the University Senate. 
He specializes in finance and accounting, with expertise in consultancy, audit-
ing, evaluation, and financing programs. He has been a faculty member since 
1993 and is currently an Associate Lecturer at UBB Cluj-Napoca and the West 
University of Timisoara. He is a member of several professional organizations, 
including the Body of Expert and Licensed Accountants of Romania, where he 
served as President of the Alba Branch from 2013 to 2015, and the Chamber of 
Tax Consultants of Romania. He is also affiliated with ANEVAR, the Chamber 
of Financial Auditors, and the National Union of Insolvency Practitioners.

Gabriela Banaduc is PhD student at the Politehnica University of Timisoara 
under the supervision of Professor Anca Draghici. Her research field of interest is 
sustainability management in the case of designing, planning, and implementing 
great investment projects (financed by structural funds) for local development. 
She is also a public servant in charge of the Projects and Planning Department at 
the Caransebes City Hall, in Romania.

Mehmet Barca is a Professor of Management and Organization at the Social 
Sciences University of Ankara, Turkey. He earned his MBA and PhD from 
Leicester University, UK. His research areas include strategic management, 
human resource management (HRM), knowledge management, and change man-
agement, with publications in prestigious journals such as Strategic Organization 
and the Journal of Strategy and Management. He authored Economic Foundations 
of Strategic Management (Ashgate, 2003; Routledge, 2017). With nearly 30 years 
of academic experience and over 20 years in professional consultancy, he has 
developed strategic plans and HRM functions for public, private, and nonprofit 
organizations. He has also held leadership roles as dean, vice rector, and rec-
tor and currently serves as an independent board member for several companies, 
including those listed on the stock market.

Orhan Cengiz is an Associate Professor at Çukurova University, Pozanti 
Vocational School, Department of Accounting and Taxation, Adana/Türkiye. He 
received his Bachelor’s, Master’s, and PhD degrees in Economics from Çukurova 
University. His research focuses on globalization, the role of the state, the inter-
national political economy, and economic development.

Semih Ceyhan works as Associate Professor at the Management Department of 
Ankara Yildirim Beyazit University Business School. He completed his PhD in 



xiv	 ABOUT THE CONTRIBUTORS

2019 on the subject of “Dominant Management Logics in Siyasetnamas.” His 
interest areas include management, spirituality and religion, Islamic manage-
ment, strategic management, and entrepreneurship. Some of his work appeared 
in high-ranked journals such as The International Journal of Human Resource 
Management, International Journal of Emerging Markets, Kybernetes, and Journal 
of Business and Industrial Marketing.

Ömer Demir is an Assistant Professor at Şırnak University, Silopi Vocational 
School, Department of Management and Organization, Sirnak, Türkiye. He 
studied engineering for two years at Çukurova University, Adana, Türkiye, and 
received an associate degree in Law from Anadolu University, Eskişehir, Türkiye. 
He earned his Bachelor’s, Master’s, and Doctorate degrees in Economics from 
Çukurova University. During his undergraduate studies in Economics, he spent 
a semester as a visiting student at the Europa-Flensburg University in Flensburg, 
Germany, and its partner, the University of Southern Denmark in Odense, 
Denmark. His research in international economics focuses on international polit-
ical economy with a special emphasis on globalization, digitalization, interna-
tional trade, capital flows, geopolitical risk, and economic development.

Ngoc Bich Do is a Lecturer at the School of International Business and Marketing, 
Ho Chi Minh City. Her research interests include brand crisis management, con-
sumer behavior, sustainability, and innovation.

Anca Draghici has a MSc degree in Machine Tool Design (1989, Transilvania 
University of Brasov, Romania), a BSc degree in Business Management (2001, 
Babes-Bolyai University of Cluj-Napoca, Romania), and a PhD degree in the 
Research Field of Machine Tool Ergonomics (2001, Transilvania University of 
Brasov, Romania). She is a Full Professor and PhD Supervisor at Politehnica 
University Timisoara, Romania. Her teaching subjects are related to human 
resources management, ergonomics, occupational health and safety, leadership 
and sustainability, and knowledge management. Her research field of interest is 
related to organizational dynamics. She has a great international experience in 
different Erasmus+ projects (developing innovative learning resources for higher 
education and vocational training), and she is General Chair of the ErgoWork 
conferences series (being President of the Romanian Ergonomics and Workplace 
Management Society, ErgoWork) and Program Co-chair of the International 
Symposium in Management conferences series. Also, she is a prestigious member 
of the Romanian Academic Society of Management.

Pham Duc Chính is a Lecturer at the University of Economics and Law of 
Vietnam National University. His major and main research interests are human 
resources management.

Viet Chi Duong is an undergraduate student at University of Economics Ho 
Chi Minh City, Vietnam. He has achieved two prizes in research competition 
namely “UEH Youth Researcher 2023” and KQM-AR 2023, respectively, at his 



About the Contributors	 xv

university and an accepted paper in Second International Congress on Blue and 
Gray Collar Workers hosted by Warsaw University of Life Sciences, Management 
Institute Warsaw, Poland. His main research field focuses on marketing manage-
ment, international business, and technology innovation.

Quang-An Ha is currently a Full-time Lecturer at the University of Economics Ho 
Chi Minh City. He received a PhD in Business Administration from the College 
of Management, National Cheng Kung University, Taiwan. His researches 
are published in Behaviour and Information Technology, Computers in Human 
Behaviour, International Journal of Human–Computer Interaction, Journal of 
Global Information Technology Management, International Journal of Mobile 
Communications, and several outstanding international conference proceedings 
such as Decision Science Institute (DSI), Pacific Asia Conference on Information 
Systems (PACIS). His research interests include knowledge management, organi-
zational performance, social commerce, and human–computer interaction.

Nevin Kılıç is an Assistant Professor of the Department of Psychology at Fatih 
Sultan Mehmet Foundation University. After graduating from Middle East 
Technical University, Psychology, she completed her Master’s degree at the same 
university at Social Psychology Graduate Program and Doctorate degree at 
Marmara University, Department of Organizational Behavior. She has worked as 
a Psychologist at Traffic Foundation and specialized in the traffic psychology area. 
She specialized in driver selection and evaluation. At the same time, she carried out 
training and awareness programs on traffic safety and the development of safe driver 
attitudes and behaviors in the traffic and transportation sector. She works as Vice 
President and Lecturer in the Department of Psychology at Fatih Sultan Mehmet 
Foundation University and gives Social Psychology, Social Gender, Environmental 
Psychology, and Industrial-Organizational Psychology courses. Employee well-
being, employee health and safety, environmental sustainability, behavioral safety, 
and attitudes and behaviors related to traffic are her main interests.

Vi Thai Huyen Kim is a student majoring in International Business at University 
of Economics Ho Chi Minh City, Vietnam. With main research interest in inter-
national business management and marketing strategies, she has a research paper 
that won an award in the KQM-AR 2023 competition at her university and an 
accepted paper at the Second International Congress of Blue and Gray Collar 
Workers organized by Warsaw University of Life Sciences, Management Institute 
Warsaw, Poland.

Y Nhu Nguyen Luu is a student majoring in Marketing at Ho Chi Minh City 
University of Economics (UEH), Vietnam. She has participated in many research 
articles related to consumer behavior and marketing strategies for businesses. 
Among them, one research paper won an award in the KQM-AR 2023 competi-
tion at UEH and one accepted paper at the Second International Congress of 
Blue and Gray Collar Workers organized by Warsaw University of Life Sciences, 
Management Institute Warsaw, Poland.



xvi	 ABOUT THE CONTRIBUTORS

Ma Thi Ngan is a Lecturer at the Thai Nguyen University of Economic and 
Technology, Vietnam. Her major and main research interests are research meth-
ods in educational studies.

Małgorzata Wiktoria Paprocka graduated in Philosophy and Finance and 
Banking. Currently, she is continuing her studies at the Doctoral School of 
WULS in Warsaw in the discipline of Economics and Finance. She is profes-
sionally involved in banking since 2019, in the area of Environmental, Social and  
Governance (ESG) risk and sustainable finance. She is interested in business eth-
ics, sustainable development, sustainable finances, and new technologies. She is 
privately fascinated by wildlife and photography and documentary film.

Roxana Mihaela Sirbu is PhD Assistant at Politehnica University of Timisoara, 
Romania, and Manager of the Structural Fund Projects Office. She has a PhD 
in the field of green investments from the same university (2021). She recently 
finalized a postdoc program at the “1 Decembrie 1918” University, Alba Iulia, 
Romania, developing studies on the sustainability of companies based on the 
analysis of environmental aspects presented in nonfinancial statements under the 
supervision of Prof. Attila Tamas-Szora.

Elif Sungur is an Assistant Professor of the Department of Public Relations and 
Publicity at İstanbul Maltepe University, also Vice Dean of Communication 
Faculty. Graduated from the Department of Journalism and Public Relations 
Faculty of Communication at Istanbul University (BA), she completed the MBA 
program of Istanbul University, Institute of Business Administration. She com-
pleted her Doctorate degree at Maltepe University, Department of Business 
Administration. She has worked as training manager in the hotel and consultancy 
sectors. Her academic and professional scope of interest consists of corporate 
social responsibility, organizational communication, and health and safety cul-
ture in organizations. She conducted and participated in several projects and also 
designed and developed training contents in the area of health and safety cul-
ture communication, behavioral-based safety for companies, nongovernmental 
organizations, and government. She is giving lectures on corporate communica-
tion, management and organization, human resources management, etc. She is a 
member of TAOM-Turkish Academy of Management Association.

Yen Nguyen Thi is a Lecturer at the University of Economics and Law of Vietnam 
National University. Her major is International Business, and her main research 
interests are human resources management, corporate social responsibility, and 
consumer behavior.

Çiğdem Vatansever after graduating from Boğaziçi University, Department of 
Psychology, she completed her Master’s and Doctorate degrees at Marmara 
University, Department of Organizational Behavior. She has worked as HR 
manager and specialized in recruitment, training development, and internal 



About the Contributors	 xvii

communication in the banking, food, and consultancy sectors. She works as a 
Professor at the Labor Economics and Industrial Relations Department in Namık 
Kemal University of Türkiye. She serves as Coordinator for FEAS University–
Industry Collaboration and also develops social innovation projects through the 
university’s R&D and technology development zone. People and culture manage-
ment, employee health and safety, work and non-work life balance, social sustain-
ability, and leadership development are her main interest areas.



This page intentionally left blank



xix

FOREWORD BY IRENEUSZ DĄBROWSKI

In an era of unprecedented technological advances and rapidly changing eco-
nomic landscapes, organizations face many challenges and opportunities. In this 
dynamic context, Future Workscapes: Emerging Business Trends and Innovations 
provides a timely and insightful exploration of the trends shaping the future of 
business. This volume is a testament to the collaborative efforts of leading schol-
ars and practitioners who delve deeply into the nuances of contemporary busi-
ness practices and strategies.

The first section, “Emerging Business Trends,” sets the stage with a compelling 
examination of the latest developments in the business world. It begins with an 
insightful analysis of spiritual brand attributes and their influence on consumer 
purchase intentions. Subsequent chapters offer a detailed study of the factors 
influencing career commitment among civil servants in Vietnam and an explora-
tion of the impact of work motivation on efficiency and satisfaction in the soft-
ware industry. In addition, a critical analysis of strategic management schools 
argues for a more inclusive approach by integrating non-managerial employees 
into management theories.

The second section, “Innovations and Business Practices,” shifts the focus 
to practical strategies and innovative approaches that companies can adopt to 
maintain their competitive edge. This section includes an in-depth examination 
of environmental, social, and governance disclosures in the Romanian packaging 
sector, highlighting the importance of transparency and accountability. It also 
addresses the controversial issue of the impact of digitalization on trade union 
density in Organisation for Economic Co-operation and Development (OECD) 
countries, providing critical insights into how technology and globalization are 
reshaping labor dynamics. In addition, this book presents a monographic study 
on the role of internal communication and worker participation in fostering a 
health and safety climate in organizations. The final chapter highlights the impor-
tance of corporate social responsibility in the global food processing industry, 
emphasizing the need for sustainable and ethical business practices.

This book provides a comprehensive overview of emerging trends and innova-
tive practices, making it a valuable resource for anyone seeking to understand and 
navigate the future of business. Future Workscapes: Emerging Business Trends and 
Innovations is not just a collection of academic insights; it is a guide for business 
leaders, policymakers, and academics who want to understand the evolving busi-
ness landscape. The rigorous research and diverse perspectives presented in this 
book make it essential reading for those seeking to stay ahead in an increasingly 
complex and competitive global marketplace.



xx	 FOREWORD BY IRENEUSZ DĄBROWSKI

This book provides forward-looking knowledge based on practical realities.  
I hope that readers will find it enlightening and inspiring, and that it will serve as 
a catalyst for continued innovation and strategic growth in their respective fields.

Associate Professor, Dr Ireneusz Dąbrowski
SGH Warsaw School of Economics



xxi

FOREWORD BY FATIH ÇETIN

In today’s era of rapid digital transformation in the workplace, the book Future 
Workscapes: Emerging Business Trends and Innovations provides valuable views 
into the future of work, exploring significant changes in a timely manner. This 
book is a joint effort, leveraging the knowledge of experts from various disci-
plines and regions. It is divided into two primary sections, each carefully designed 
to explore essential elements of the business trends and innovative business 
practices.

The first section investigates current business trends, including spiritual brand-
ing, career development, motivation of information technology (IT) professionals, 
organizational hierarchy, and the dynamics of non-managerial employees. These 
topics are crucial for understanding how modern businesses operate and thrive in 
a competitive environment. The discussions in this section offer a nuanced view 
of the challenges and opportunities that businesses face today. The second section 
focuses on innovative business practices. It addresses environmental sustainabil-
ity, social responsibility, digitalization, effective communication, and corporate 
social responsibility. These practices are increasingly becoming the cornerstone 
of successful business strategies, as companies recognize the importance of inte-
grating these elements into their core operations. This section not only highlights 
best practices but also provides practical guidance for implementation.

As the business world continues to evolve, the insights and strategies presented 
in this book will serve as a valuable resource for scholars, practitioners, and any-
one interested in staying ahead in the ever-changing business landscape. The col-
laborative nature of this work, combined with the expertise of its contributors, 
ensures that readers will gain a comprehensive understanding of both the current 
trends and the innovative practices shaping the future of business.

Prof. Dr Fatih Çetin
Baskent University
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PREFACE

The world of business is evolving, driven by technological advancements, glo-
balization, and shifting societal expectations. Organizations must stay ahead of 
emerging trends to thrive in this dynamic environment and continually inno-
vate their practices. With this objective in mind, we present Future Workscapes: 
Emerging Business Trends and Innovations.

This book is a collaborative effort of scholars and experts from diverse fields, 
offering a comprehensive examination of contemporary business trends and the 
innovative practices that are shaping the future. The contributors have provided 
valuable insights into the challenges and opportunities that modern businesses 
face and how they can strategically navigate this complex landscape.

The first section, “Emerging Business Trends,” explores the latest developments 
and theoretical advancements in the business world. It begins with an in-depth 
analysis of spiritual branding attributes and their impact on consumer buying 
intentions. It presents a conceptual model that sets the stage for understanding 
the nuanced ways consumer behavior evolves. This is followed by a detailed study 
of the factors affecting the career commitment of public servants in Vietnam, 
highlighting the perspectives of investment models and the moderation effects of 
perceived economic conditions. Complementing these discussions is an examina-
tion of working motivation and its effects on efficiency and work satisfaction in 
the software industry. Additionally, there is a critical analysis of strategic man-
agement schools, advocating for the inclusion of non-managerial employees in 
management theories. These discussions provide a robust foundation for rethink-
ing traditional organizational hierarchies and fostering more inclusive manage-
ment practices.

The second section, “Innovations and Business Practices,” focuses on practi-
cal strategies and innovative approaches that businesses can adopt to stay com-
petitive. This includes an exploration of environmental, social, and governance 
disclosure in the packaging sector in Romania, underscoring the growing impor-
tance of transparency and accountability. The contentious issue of digitalization’s 
impact on trade union density in OECD countries is tackled, offering critical 
insights into how globalization and technological advancements are reshaping 
labor dynamics. This is followed by a monographic study on the role of internal 
communication and employee participation in creating a health and safety cli-
mate within organizations. Finally, the significance of corporate social responsi-
bility in the global food processing industry is discussed, emphasizing the need 
for businesses to integrate sustainable and ethical practices into their operations.

Immense gratitude is extended to all the contributors for their rigorous 
research and thought-provoking analyses, which have made this book a valuable 
resource for academics, practitioners, and policymakers alike. Deep appreciation 
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is also extended to the readers, whose engagement and interest drive the continu-
ous exploration of business innovation and trends.

As you delve into the chapters of Future Workscapes: Emerging Business 
Trends and Innovations, it is hoped that you find inspiration, practical knowledge, 
and strategic insights to navigate in the rapidly evolving business landscape.

Joanna Paliszkiewicz, Demet Varoğlu, and Olena Kulykovets
Editors
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CHAPTER 1

SPIRITUAL BRANDING 
ATTRIBUTES AND CONSUMER 
BUYING INTENTION: THE 
PROPOSAL OF CONCEPTUAL 
MODEL

Ngoc Bich Do, Y Nhu Nguyen Luu,  
Vi Thai Huyen Kim and Viet Chi Duong

School of International Business and Marketing, University of Economics Ho Chi Minh City, Vietnam

ABSTRACT

Spirituality serves as an ethical benchmark for shaping human and brand 
identity. Only a few studies have recently attempted to examine the impact 
of spiritual attributes on customer behavior. This study extends the current 
literature and aims to develop a research model to investigate spiritual brand 
attributes toward customers’ behavior. The study employs the stimulus– 
organism–response (SOR) model as a theoretical signpost to construct the 
research model. Driven by this chapter, future research opportunities are 
presented, and the opportunity for empirical research is also illustrated.

Keywords: Spiritual brand attributes; spirituality; SOR theory; purchase 
intention; brand love
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1. INTRODUCTION
Spirituality has been receiving a lot of attention from researchers. Many studies 
have proven that spirituality has an impact on businesses and markets all over the 
world (Brownstein, 2008; Fernando & Jackson, 2006; Heintzman, 2003); several 
studies have been conducted in areas such as tourism (Andriotis, 2009; Cochrane, 
2009), cosmetics (Aoun & Tournois, 2015), and banking (Ab Hamid et al., 2019; 
Setiawan & Sahara, 2022). Notably, the current study highlights the growing pop-
ularity of spirituality adoption in branding (Sardana et al., 2018).

The spiritual attribute is closely related to religion, but it is more than just a 
ritual, as it is deeply ingrained in the faith and belief  system (Ab Hamid et al., 
2019; Setiawan & Sahara, 2022). The spiritual brand attributes are jointly linked 
to religion and are embedded in faith and belief  systems (Ab Hamid et al., 2019; 
Setiawan & Sahara, 2022). It indicates that businesses that invest in spirituality 
can develop a distinctive value proposition and set themselves apart from com-
petitors (Mohamad et al., 2023). Additionally, Pirnazarov (2020) stated that busi-
nesses may attract their customers’ spiritual ideals to raise community engagement  
perception or consolidate brand prestige.

Previous studies revealed the core elements of spiritual brand attributes, 
including ethics, beliefs, and corporate social responsibility (CSR) (Ab Hamid 
et al., 2019; Aoun & Tournois, 2015). Those factors were positively associated 
with brand image and behavioral response single-religion focused (Ab Hamid 
et al., 2023). Yet little attention is drawn to countries in which different cultures 
coexist. In addition, prior literature suggested that brand love and trust are vital 
determinants of the purchase behavior of consumers (Aydin et al., 2014; Eagly & 
Chaiken, 1993; Grewal et al., 1998; Sanny et al., 2020). However, the relationship 
between spiritual brand attributes and those affective states of brand love and 
trust still needs further examination.

Therefore, to close the aforementioned gaps, this research aims to suggest a 
model that investigates the influence of spiritual brand attributes on brand love, 
trust, and purchase intention. The rest of this chapter is organized into three 
parts as follows: First, the theoretical background is presented. Second, the litera-
ture review and research model are elaborated. Finally, the conclusion and future 
research are shown.

2. THEORETICAL BACKGROUND
2.1. Spiritual Brands

Deepak Sardana (2018) defined spiritual brands as brands promoted by spiritual 
leaders, emphasizing the role of spiritual leaders in promoting brands. For exam-
ple, in Indian culture, spiritual leaders have played an impeccable role and play 
a vital role in bridging the gap between consumers and spiritualism (Bhatia & 
Rathore, 2020). Meanwhile, in the study of Gnanakumar (2020), spiritual brands 
are referred to as brands inspired by faith, assuming that spiritual foundations 
give rise to these brands. In the realm of Islamic culture, research has proposed 
the concept of spiritual brand attributes (Aoun & Tournois, 2015; Mourad &  
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El Karanshawy, 2013), which can be interpreted as the connection of the brand 
with an individual’s system of beliefs or religion (Aoun & Tournois, 2015). In the 
study of Gad and Nicholas (2003), brand’s spiritual dimension suggests the per-
ception of the social responsibility of the higher education institute and its role in 
upgrading and enhancing the society.

Overall, it can be inferred that spiritual brands encompass a spectrum of 
meanings, ranging from those associated with spiritual leaders to brands inspired 
by faith and aligned with personal beliefs or social responsibility. In the scope 
of this research, since we focus on the integration of spiritual attributes into the 
branding approach, thus spiritual brands could be understood as brands whose 
attributes go beyond the functional and emotional, offering insights into a spir-
itual dimension, reflecting the holistic attributes and the brand’s worldview stem-
ming from a belief  system (Aoun & Tournois, 2015).

2.2. Impact of Spiritual Brands

Previous literature has validated that spirituality and religion contribute to estab-
lishing trust and impact consumer purchasing decisions. In marketing academia, 
brands created by spiritual foundations that are faith based are given immense 
significance and appreciation (Einstein, 2007). In India, spiritual brands focus 
on CSR activities like building schools, donations and charity, blood donation 
camps, etc. to create a better public image. Through these actions, they have estab-
lished themselves in the market as dependable, trusted, secure, eco-friendly, ayur-
vedic, and economical. Consequently, consumers previously dedicated to foreign 
brands are shifting toward spiritual brands like Patanjali, Sri Tattva, Isha Shoppe, 
etc., as they feel a stronger connection to their culture and nation. The marketing 
of products through spiritual leaders and their connection with consumers makes 
it easy for them to tap the market (Kumar et al., 2016). Some luxury brands have 
incorporated spirituality into their brand identity by using spiritual symbols in 
their designs. Vetements released a range of star sign tees and raincoats, catering 
to the growing interest in astrology and spiritual practices, while Christian Dior 
showed zodiac motifs in their design to appeal to youngsters.

Consumers regard spiritual brands or faith-marketed products as a means 
to articulate their beliefs, while sellers regard these products, along with their 
religious practices, as a vehicle for promoting their religion (Rathore & Bhatia, 
2020). The more spiritual an individual consumer is, the more likely that con-
sumer is to be ethically predisposed (Vitell et al., 2016). Adoption of spiritual 
marketing activities can elevate the emotional engagement of customers. This, in 
turn, fosters the relationship between the company and its customers, creating a 
deep connection that can lead to brand love (Al-Hadrawi et al., 2022).

2.3. Previous Studies of Spiritual Brands

Many researchers have enriched the field of spirituality in consumerism. For 
example, Sardana et al. (2018) explored consumer preference for spiritual brands 
by discovering that spirituality does not impact purchasing spiritual brands. 
Still, intrinsic and extrinsic religiosities are what lead to the buying decision.  
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Moreover, when choosing such products/services, consumers consider the product’s 
functional aspect, price, and social, cognitive, and affective factors (Ladhari & 
Tchetgna, 2017). However, Sardana et al.’s (2018) study can only be interpreted 
and understood in the social context of India, where spiritual leaders (such as 
Baba Ramdev and Sri Ravishankar) promoting their self-branded products 
have essentially called themselves “spiritual gurus” yet their primary disposition 
is religious. Another study in this field stated that normative community pres-
sure is another vital purchase driver (Sardana et al., 2021); aligning with societal 
norms often influences an individual’s choices and behavior (Ajzen, 2005). When 
it comes to Islamic banks, which are differentiated from conventional banks in 
terms of spiritual dimensions, ethics, CSR, and beliefs, they are variables that 
define corporate brand image in customers’ perceptions, leading to brand loyalty. 
In tourism, spiritual experiences enhance the positive effect of religious travel 
benefits through the brand image (Shirmohammadi & Abyaran, 2019).

While previous research has primarily examined spirituality from a religious 
perspective, marketing scholars are now exploring how individuals interact with 
spiritual products, services, and locations. Yet, only a few studies have been found 
to incorporate the spiritual dimension into branding strategies (El-Amir & Burt, 
2010). Moreover, a comprehensive review of the literature indicates that despite 
several studies on the SOR model in branding approach, its application in the 
context of spiritual branding, in particular, is limited. We propose to fill this gap 
by applying the SOR theory model and reading the spirituality aspect applied to 
branding, with a comprehensive outlook of integrating spiritual attributes into 
Fast Moving Consumer Goods (FMCG) brands and how they interact with cus-
tomers’ attitudes and behavioral intentions.

3. SOR THEORY
The SOR theory, suggested by Mehrabian and Russell (1974), provides a theo-
retical framework for understanding consumer behavior responses. According to 
the theory, the external environment and factors act as stimuli that will evoke 
cognitive or emotional states in the individual, which, in turn, ultimately lead 
to specific behavioral outcomes (Wang et al., 2023). Specifically, the first part of 
the SOR framework, stimulus (S), derives from outer variables, including sense 
modality variables and information rate or load (Mehrabian & Russell, 1974). In 
the second part of the SOR model, the organism component represents individu-
als’ emotional reactions to an environmental stimulus. These emotions change 
with different intensities, degrees of pleasure, or activation (Russell & Pratt, 1980) 
or even in specific cases (Russell & Barrett, 1999).

Researchers have started to employ the SOR framework to explain consumer 
behavior. In advertising, Moon et  al. (2017) used the SOR model to elucidate 
the mediation role of eco-labeling as an environmental stimulus that leads to 
confusion and results in customers’ negative Word of mouth (WOM). Regarding 
branding, drawing on the SOR model, Kamboj et al. (2018) examined branding 
co-creation in brand communities on social media. In their study, Anisimova et al. 
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(2019) applied the SOR model to investigate the mediating effects of controlled 
and uncontrolled communications of corporate brand perceptions on consumer 
satisfaction and loyalty.

A thorough examination of existing literature reveals that despite numerous 
studies on the SOR model in the context of branding, its application in the realm 
of spiritual branding is limited. Based on the assessment of prior research, we 
assert that the SOR model serves as the most suitable theoretical framework 
for our investigation for two primary reasons. First, it presents a conceptual 
framework for exploring the consumer decision-making process when it comes 
to purchasing spiritual brands. Second, by employing the model, what external 
attributes trigger those spiritual brands’ buying decisions can be defined.

4. RESEARCH MODEL PROPOSAL
The proposed research model inherits from previous theoretical models and 
research, including the SOR theory model of Mehrabian and Russel (1974). The 
SOR theory demonstrates that external environmental cues act as a stimulus (S)  
that can trigger individuals’ internal cognitive and emotional organism (O), 
thereby inspiring their behavioral responses (R) (Mehrabian & Russell, 1974).

This study identifies spiritual brand attributes as an innovative and emerg-
ing form of corporate brand image (Ab Hamid et al., 2019). Hence, three fac-
tors, including ethics, belief, and CSR, belong to Block S. These elements remain 
within the brand and constitute components of the consumer’s external environ-
ment. It comes from the internal core values of the brand and reflects the busi-
ness’s image before customers; thus, these elements belong to stimuli.

Brand love and trust express users’ affective outcomes toward the brand; 
therefore, they will be categorized in the organism cluster. Finally, the intention 
is the sign showing the customer’s response, which will be in the response cluster. 
Fig. 1.1 illustrates the proposed research model.

Spiritual brand attributes

Ethics

CSR

Beliefs

Brand trust

Brand love

Purchase intention

Fig. 1.1.  Proposed Conceptual Model. Source: Research team’s proposal.
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4.1. Cluster 1: Spiritual Brand Attributes

Three factors included in spiritual brand attributes are beliefs, ethics, and CSR.
First, theoretically, the characteristics of institutions’ religious beliefs are said 

to illustrate the corporate brand image (Aoun & Tournois, 2015). Hence, beliefs 
refer to the business practices or product lines that align with the religious beliefs 
of the target customer, making them religiously correct (Aoun & Tournois, 2015). 
Beliefs can also be linked to a sense of presence or connectedness with the creator’ 
norms and rules, influencing customers’ perceptions of the brand (Dasti & Sitwat, 
2014; Yousef et al., 2021). In other words, it could be argued that religiously cor-
rect products and services that align with an individual’s well-being in the world 
and the hereafter contribute significantly to the brand’s image (Moberg, 1984).

Second, ethics is one of the critical determinants of corporate brand image, 
sometimes related to God-consciousness (Osman-Gani et al., 2010). Ethics refers 
to “the science of conduct,” which deals with two opposing moral questions such 
as good or bad, right or wrong, and virtues or vice. It involves moral practices and 
is defined as ethical values and moral ailments or ills (Dasti & Sitwat, 2014). This 
study defines ethics as a brand’s conduct or actions consistent with societal moral 
values. As a result, any decision regarding financing, operation, production, or 
investment must consider the impact on society (Mansour et  al., 2015). From 
that point of view, to reflect brand ethical virtues such as justice, transparency, 
and honesty, their products are also expected to reflect through the quality of the 
product, the way they produce, and the consequences afterward.

Finally, the concept of CSR was first introduced in the 1950s by an American 
economist concerned with a corporation’s goodwill producing a positive and 
productive impact on stakeholders (Jusoh & Ibrahim, 2018). In the context of 
FMCG, we evaluate CSR’s brand based on four responsibilities toward the soci-
ety that corporations could fulfill, including economic, legal, ethical, and dis-
cretionary or philanthropic (Carroll, 2000). CSR generally requires businesses 
to go beyond profit maximization by incorporating corporate activities such as 
sound environmental practices, philanthropic contributions, socially responsible 
programs, and occupational safety (Dusuki, 2008).

4.2. Cluster 2: Organism – Brand Love and Brand Trust

Brand love is defined as a satisfied customer’s enthusiasm and emotional attach-
ment to a specific brand name (Carroll & Ahuvia, 2006). Brand love is more than 
just fondness or liking; it is the brand a customer chooses for a specific reason 
(Maxian et al., 2013). It is clear that brand love is more intense than simple liking 
and results from a strong emotional connection (Ahuvia, 2005; Bazi et al., 2023). 
In a seminal article on brand love, Batra et al. (2012) defined the following com-
ponents: self-brand integration, attitude valence and strength, positive emotional 
connection, anticipated separation distress, long-term relationship, and passion-
driven behavior.

According to Arjun and Holbrook (2001), brand trust is a consumer’s will-
ingness to trust their initiative and the product that the brand provides. Trust 


	Halftitle Page
	Series Page
	Title Page
	Copyright Page
	Dedication Page
	Contents
	List of Figures and Tables
	About the Editors
	About the Contributors
	Foreword by Ireneusz Dąbrowski
	Foreword by Fatih Çetin
	Preface
	Section I: Emerging Business Trends
	Chapter 1: Spiritual Branding Attributes and Consumer Buying Intention: The Proposal of Conceptual Model
	1. Introduction
	2. Theoretical Background
	2.1. Spiritual Brands
	2.2. Impact of Spiritual Brands
	2.3. Previous Studies of Spiritual Brands

	3. SOR Theory
	4. Research Model Proposal
	4.1. Cluster 1: Spiritual Brand Attributes
	4.2. Cluster 2: Organism – Brand Love and Brand Trust






