processes in Industry 4.0 complicate the challenges associated with the supply and demand of
skills. Acquisition of soft skills may be affected by cultural specifics, thus we aim to explore the
opportunities in cross-cultural education within contemporary, internationalized higher
education. We aim to explore various methods that are evolving and currently being tried in
Europe and the United States, and to understand their advantages and limitations. We briefly
examine virtual learning environments (VLEs), virtual reality and immersive VLEs, and COIL;
we then provide an example of each. As preparation for the research phase, we intend to identify
concepts applicable for marketing education to be followed-up in discussion with industry
representatives.

Purpose of the Study: The goal of our exploration is to investigate the current trends and
opportunities facing higher education in relation to the adoption of new digital technologies, in
particular, within the context of cross-cultural, international education.

Method/Design and Sample: Our initial examination will be exploratory in nature and will
involve a survey of current practices and review of secondary resources.

Results: Yet to be determined as the preliminary review is in its initial stages.

Value to Marketing Education: A review of best practices across education within the
international context may provide an insight into the possibilities for application within the
marketing context.

Keywords: Industry 4.0, digital technologies, virtual learning environments, immersive VLE,
virtual mobility, COIL
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This study examines the impact of new knowledge creation capability of students on their
satisfaction with a professional enrichment program and their career-related help-seeking
behavior with the professionals engaged in this program. We are proposing and model and a
method to examine the model. We will also offer implications for both theory and practice.
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This paper reports on a new pedagogical approach in a three-year bachelor program in retail
management to meet the business school’s new educational mission. Faculty decided to create a
tutorial program to help students move towards the objectives set in the educational mission. The
paper describes and discusses how the educational mission has been transformed into practical



work in the program. The start of the program was in August 2018. The educational mission
FREE comprise of four pillars: (1) fact and science minded, (2) reflective and self-aware, (3)
empathetic and culturally literate, and (4) entrepreneurial and responsible. The tutorial program
runs in all three years and is based on individual and small group meetings between students and
faculty. In the paper, we show how the meetings aim to link the pillars of the educational mission
to the tutorial meetings.
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This study applies pre-purchase decision making model for services to higher education context
in order to better understand the effects of motivators behind the international students’ post
acquisition engagement. The research fills a literature void to build and test a theoretical model
in order to connect the pre-purchase decision making factors with post consumption marketing
engagement among international students. The findings provide valuable insights on
international student recruitment and service marketing engagement management.
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In this classroom project, we bring together transformative learning and service learning using
the Burns sustainability model to address projects in Principles to Marketing courses. The
sustainability movement found in such companies as Patagonia, Toms Shoes, and Rareform, is
providing a new marketing strategies for future leaders. Our project begins to uncover the
benefits of these movements and shape student thinking. A guide on how to implement these
projects is provided including classroom resources, time allotted and future student outcomes.
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Internships are becoming an important component in college programs to enhance student
learning and employability of graduates. Many marketing internships appear to be administrative
support or salesforce positions that mainly focus on soft-skills (e.g., verbal and oral
communication and teamwork skills for entry level positions) and in which students have limited
on-the-spot training and prospects of professional development. Given low requirements and
expectations, it is difficult for sponsoring firms to assess interns’ potential to deliver in real or
more challenging tasks and what new knowledge or perspectives the interns has brought into the
organization. Finally, implementation of marketing internships varies across campuses. Most
programs are mainly supervised either by employers, a faculty coordinator, or a university
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