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The Lacuna Model
Introduction
The concept of Lacuna is a branch of the Russian national psycholinguistic school (Olaf. J, 2006). In the previous research it mainly focused on the problem of text understanding in different countries, while lacuna theory can solve the problem of communication between different cultures. Some ethnologists have suggested that understanding between cultures is possible in principle. However, there has never been a unified and clear language code in the human cultural environment, on which to understand superficial cross-culture (Schröder. H, 1997). The lacuna model has been developed as a specific tool for studying different cultures, through the model to detect "gap" between cultures and cultures. Lacuna occurs when the understanding of a "single two specific object or event and a specific process and situation" (Grodzki. E, 2003) in another culture is contrary to the usual understanding (Dellinger, 1995b) . Therefore, the lacuna theory is called "cultural glasses" to help researchers use when encountering cross-cultural situations (Grodzki. E, 2003). Ertelt-Vieth argues that lacuna's "cultural glasses" could help researchers filter reality. This can determine how readers view different cultures and take responsibility for the reader's experience. Lacunas are flawed knowledge, insufficient experience and niche (Ertelt. V, 1999). The lacuna model is a model evolved from the concept of lacuna, mainly established by J.A. Sorokin and E. Tarasov and I. Markovina. The model serves as a theoretical framework for systematically operationalizing, classifying, and characterizing differences in communication across cultures (Schröder, 1995a).

Different Perspectives
Lacuna is a formal culture. According to the second axiological dimension proposed by Astrid Ertelt-Vieth in 1990, the lacuna model is used as a method to study cultural differences in the system. Grodzki used the lacuna model to study cultural and perceptual differences in German and American car advertising. The results show that there are some gaps in advertising perception between German and American consumers (Grodzki. E, 2006). The model categorizes the differences that occur in subcultures and noncultures. In the study, lacunas were divided into three categories: lacunas of communicative activity, lacunas related to cultural space, and subjective lacunas.
lacunas of communicative activity: oral text and moving picture lacuna in intercultural communication.
lacunas related to cultural space: lacuna when a particular cultural group accepts different customs, and the idea of "other people" who do not belong to their group is also cultural lacunas related to lacuna (Antipov, 1989).
Subjective lacunas: Another name is preference lacuna. People with different cultural backgrounds feel subjective when they encounter other cultures, and accepting a common culture is also subjective. These include colour, hearing, taste, touch, shape, smell. These preferences lacunas are related to one's senses (Grodzki. E, 2006).

However, Ertelt-Vieth has a different perspective when studying the lacuna theoretical model. He stored the lacuna model in categories, enabling the scientific registration, classification and analysis of the enormous diversity of cultural identities. And in 2003, I used this model to study from the perspective of German exchange students in Russia. There is a big gap between the results of Ertelt-Vieth's study and the results of Grodzki's study. Ertelt-Vieth's research divided the lacuna theoretical model into four advanced types: mental lacunas, lacunas of activity, lacunas of objects and axiological lacunas (Ertelt-Vieth. A, 2003).
Mental Lacunas are cognitive or emotional differences in knowledge, including subconscious, common sense and reflection, empirical or moral rules, expectations and fears.
Lacunas of Activity are the different processes of talking, thinking and other physical activities that represent the population.
Lacunas of Objects is the difference between the object and the surrounding environment, such as public environment, private environment, recorded text or pictures, and the appearance of buildings that can be seen.
Axiological Lacunas is a special dimension that expresses the evaluation of specific phenomena and connotations.

conclusion
The Lacuna model is a tool mainly used by researchers from Russian-speaking countries or academic scholars (Markovina & Sorokin, 2010). This model was originally used in related disciplines related to linguistics (Panasiuk, 2005, 2010, 2016). However, it is used by scholars in other fields because it can provide a unique perspective in cross-cultural research. Often used in social research, including analysis of normal life of German and Russian students (Ertelt-Vieth. A, 2003). And some progress has been made in the comparison between cross-cultural management research and Hofstede's multicultural dimension research (Denisova-Schmidt. E, 2020). The lacuna model encompasses most areas of optimizing intercultural communication, including intercultural management.
















The E-Tailing 

Introduction
With the increasing number of Internet users around the world, according to statistics, there were more than 3.4 billion Internet users in the world by 2015 (Max Roser el at, 2015). Coupled with the sudden outbreak of the epidemic, governments all over the world closed public places and controlled social distancing (Halan. D, 2021). As a result, the physical retail industry has been hit hard (Forbes and Wilson, 2018). In this case, most people choose to shop online. This also brings development opportunities to the e-retail industry. According to Lipsman(2019), e-retail sales alone reached nearly $3 trillion in 2018. The purpose of this study is to provide a different perspective on the concept of "e-retailing" and to summarize the understanding and perception of the concept in different companies and countries.

Definition and Different Perspectives 
Definition
The proposal of e-retailing is based on a concept in the field of e-commerce. Different scholars have slightly different understandings of the concept of e-retailing. As early as 1996 Hoffman et al. argued that online retail stores were transacted directly via electronic devices through electronic catalogs or other or other forms of format. Wang (2002) proposed that e-retailing is to sell goods or services to consumers through the Internet. However, the definition of e-retailing provided by Turban et al. (2006, p. 83):
"Retail online through the Internet."
Is considered the most classic definition. Many researchers have given similar interpretations (Doolin, 2005; Rao, 1999; Turban el at, 2004; White, 2001).

Different Perspectives
The profit problem faced by e-retailing has long been a focus of debate among researchers. Compared with traditional retail, e-retailing does have some advantages, such as low rent, cheap equipment and low labor cost due to the decrease in the number of employees required (La, 2002). However, some researchers argue that the profits from e-retailing have not really fallen, and that other costs have risen. According to Willoughby (2000), most retailers are unable to balance sales volume with inventory, which leads to inventory overhang and affects e-retailers' profits. Although the investment in sales personnel is reduced in e-retail, however, e-retail stores require additional personnel to work continuously online to provide customer response (Smith, 2000). In addition, e-retailers need to do a lot of advertising and promotion activities, and at the same time, the decoration of e-retailers needs to be more elaborate and invest more to cope with the competition of e-retailers (Khairi. M & Rahman. A, 2022).
E-retailing has different views on consumers' willingness to consume. As early as 1987, Brown believed that the cost of retail industry is the cost considered by consumers, including consumers' consideration of time, effort, psychological and monetary costs. An unconventional non-store model that can save many costs will attract more consumers. The uniqueness conveyed by some aesthetic elements of web design will increase consumers' interest in online purchase (Zhang& von. Dran, 2000; Lavie & Tractinsky, 2004). Namita Bhandari and Preeti Kaushal (2013) found that trust in information about products and services is an important reason for consumers to buy goods online. However, in the global e-retailing, the understanding of return service is different among enterprises and people in two different countries, which also leads to the inconsistency of international return policies and thus leads to more consumers unwilling to use e-retailing channels to buy goods from other countries (Gathke el at 2022).
According to the different business models and distribution channels in different countries, there are also different understandings on the operation model of e-retail. China and India are two countries with the best development of electronic retail industry (Ziaullah el at, 2014; Ruby. M, 2016). Typical e-retailing models can be divided into three types: direct marketing, pure game retailers, and point-and-click physical retailers (Turban & King, 2003, p. 7). Based on China's unique business environment, e-retailing models in China can be divided into self-operated model, third-party platform model and manufacturer/distributor self-built platform (Shi & Yang & Yan & Tian, 2017; Analysys, 2017). In the self-run model, retailers establish an online shopping platform and customers purchase directly on the platform (Shi et al, 2017). In the third-party platform model, enterprises use large-scale Internet platforms for sales, and meanwhile, merchants can publish advertisements and decorate stores on the platforms themselves (Shi et al, 2017). The last model is derived from the "physical" business model, in which manufacturers use Internet technology to build their own online sales platforms to distribute products (Analysys, 2017). The model for e-retailing in India, however, is relatively simple. According to Ruby's (2017) research, e-retail models are divided into Click, Click and BricK. Click is to sell only through online channels and Click and Brick is to sell offline and online simultaneously (Ruby.M, 2017).

conclusion
In modern times, e-retailing has become a part of consumer consumption. This chapter gives an overview of the definition of e-retailing, and then discusses the advantages and disadvantages of e-retailing compared with traditional retail, the impact on consumers' willingness to consume, and the different perspectives of retail models. This study will help readers to better understand the formation of e-retail concept and the development of the industry and provide a strong literature reference for subsequent research.








The Service-Dominant Logic

Introduction
Commodity dominant logic in the 19th century is at the core of the theoretical framework of neoclassical economics, and it is also the core theory of many business-related disciplines, such as management and marketing. The logic theory of commodity dominance will be fully considered in the formulation of marketing strategies (Smith, P. 2000). Based on the increasingly enhanced competitive environment, Vargo and Lusch(2004) formally put forward the service-dominant logic (S-D logic), hoping to replace the mainstream commodity logic. Once the service-oriented logic was put forward, it triggered a comprehensive discussion among economists all over the world. After more than ten years of improvement and supplement, it has produced abundant academic achievements.

Different Perspectives
According to Vargo and Lusch(2004), the original theoretical framework of S-D logic has been constructed, and its basic proposition has been repeatedly improved and perfected, providing a good idea for the study of innovation management. S-D logic confirms the role of customers in value co-creation. Enterprises are no longer the sole creators of value but put forward value propositions based on the market and customer needs. Value creation is the value network jointly created by enterprises and customers and realizes the use value creation of services through resource integration and resource sharing in transactions and interactions. At present, S-D logic is widely used to explain the formation process of economy, marketing and society, and has been applied to various industries and fields.
On the division of S-D logic dimension, there are few specific research results, but its dimension can be better summed up from the rich research results in this field. First, S-D logic regulates the position and role of customers in value creation, so the position of customers must be the most core position. This theory emphasizes that service is the basis of all transactions, all economies are service economies, value comes from the use of operational resources, is generated in the interaction of different participants, and constitutes a spontaneous and sustainable value creation ecosystem. The above views have been unanimously recognized by scholars at home and abroad and provide a direct basis for us to divide the dimensions of S-D logic.
Among them, Vargo and Lusch (2008) analyzed the process of customer status and participation in value co-creation in S-D logic, and the relevant measurement scale is relatively mature. Aarikka-Stenroo (2012) analyzes the interaction in value co-creation, Zhijun, Liu (2014) and Zhaoquan Jian (2016) affirm the role of operational resources in value co-creation, and their related research results also provide a reference for measurement of this dimension. The research results of Fei liu(2014) and Yingliang et al. (2016) analyzed the Internet financial ecosphere, better explained the formation and value creation process of the Internet financial ecosphere in the sharing era, and provided references for the measurement of this dimension.
According to the research of Vargo and Lusch in 2017, five basic propositions were added to S-D logic, and S-D logic was divided into five dimensions: customer role, interaction, operational resources, service and service ecosystem. Customer role: Customer is a value creator, as shown in Figure 1:
· Customer role: customer is the creator of value.
· Interaction: refers to the process in which different value creation subjects can coordinate their behaviors and relationships in the process of value creation and realize the goal of value creation.
· Operational resources: refer to invisible and intangible resources such as knowledge and technology used for processing by operational resources (and other operational resources) (Adams & Richey, 2014).
· Service: Service is the use of resources for the benefit of oneself or others.
· Service ecosystem: A relatively independent and self-regulating system in which participants of resource integration are linked together through shared institutional logic for service exchange and value co-creation (Vargo & Lusch, 2016).

Figure 1
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Case study of Cross-Border E-Commerce Supply Chain


Introduction:
With the progress of Internet-related technologies and the increase in the number of online shoppers, traditional international trade is gradually replaced by cross-border e-commerce, which brings rapid development to cross-border e-commerce business (Balakrishnan. A & Geunes. J, 2004). Cross-border e-commerce refers to the business process in which goods are exchanged between different countries or regions with the Internet as the intermediary platform, and the two sides of the transaction communicate through E-mail. Goods are transported to customers' homes through international express delivery or logistics to achieve the purpose of trading (Anderson el at, 2003). Therefore, cross-border e-commerce supply chain (CBECSC) has become the development direction and focus of many e-commerce enterprises. By the end of 2021, the total import and export volume of China's cross-border e-commerce is about 14.6 trillion yuan, with nearly 160 million users (Alibaba, 2021). At the same time, the popularity of "Internet" thinking has changed the company's mode of operation and production. Cross-border e-commerce supply chain uses Internet-related information technologies such as wireless transmission sensors, cloud computing, smart mobile devices and big data technology to continuously improve the visibility of the entire supply chain. , & Zhang, 2021). By coordinating resource allocation, measuring supply and demand, coordinating production and operation, and sharing enterprise profits, it brings new opportunities for cross-border e-commerce business (Yu., Huo., & Zhang, 2021; Huo et al, 2015;  Z. Liu 2020). It becomes one of the important platforms for cooperation within companies and between supply chain members (Huo et al., 2015). Cross-border e-commerce supply chain has become an indispensable core competitiveness of cross-border e-commerce.
In recent years, there have been more and more uncertain events, such as the China-Us trade war, the global spread of COVID-19 pandemic, the Suez Canal blockage, and the Russia-Ukraine military conflict. (Quang. H., & Huu. T, 2019;  J. Lu, 2020). In the case of external uncertainties, CBECSC also has many risks, such as tariff issues, trade barriers and other factors, making CBECSC more complex than the traditional supply chain (F. Zhou, 2018). Therefore, an efficient and highly risk-resistant CBECSC model is expected by all cross-border e-commerce industries, which has important theoretical and practical value for the operation of cross-border e-commerce. At present, most studies on CBECSC models are based on quantitative analysis. For example, Gao, Jia et al. (Nazifa. T & Ramachandran. T, 2018) conducted a quantitative study on 169 cross-border e-commerce enterprises based on structural equation model. This paper makes a case study of two supply chain models of Alibaba and Zongteng Group in cross-border e-commerce. Through case analysis, the differences and impacts of cross-border e-commerce supply chain models of the two companies are discussed, providing theoretical guidance for the management and application of cross-border e-commerce supply chain models in the future.
The organizational structure of this article is as follows. The second part summarizes the cross-border e-commerce supply chain model. The third part respectively introduces the structure of the cross-border e-commerce supply chain of Alibaba and Zongteng. The fourth part is discussion and summary.


CBECSC Model 

Vertical Integration Management Mode
The vertically integrated management mode is a governance mode for companies to optimize and improve supply chain efficiency for development or survival (Hobbs, 1996). In this mode, e-commerce enterprises need to control all links of the entire supply chain, including procurement, production, processing, storage, transportation, marketing, product research and development and other production and manufacturing links, while providing logistics, information flow, capital flow and other businesses corresponding to each link (Dongxue. T, 2019). This mode will greatly improve the efficiency of enterprises, thus reducing the operation cost of enterprises.


Transit Logistics Management Mode
The operation process of transit logistics management Mode is that product suppliers deliver products or goods to the distribution center of e-commerce enterprises in the customer's home country, and then the local warehouse conducts unified management and distribution. When consumers buy goods on e-commerce platforms, distribution centers are responsible for distribution (Arasteh. One,2016). This model has two advantages. First, e-commerce companies can devote resources and energy to their core business by delivering logistics to destination countries. Secondly, e-commerce enterprises should avoid investing a lot of money in the destination countries to build their own logistics system, such as building warehousing centers, distribution centers, establishing logistics information systems, recruiting local employees, etc. (Dongxue. T, 2019).

Collaborative Supply Chain Management Model
Collaborative supply chain management model refers to the management model in which two or more enterprises in the supply chain conduct business alliance to strengthen in-depth cooperation, consult together, coordinate with each other and operate together (Ascencio el at, 2014). This mode can only be successfully operated when the reputation and ability requirements between enterprises are met. There are usually three levels of synergy in enterprise supply chain, namely organizational level, tactical level and operational level. Only when the three levels of synergy are realized, can the enterprise reduce costs, improve profits and make a more sensitive response to market changes (Dongxue. T, 2019).







Case Study of CBECSC
This paper adopts the case study method. Exploratory case studies are an appropriate research strategy to analyze phenomena through collected evidence (Yin. R., 2009). By using two case studies, we analyzed the business models and frameworks of Alibaba and Zonteng in CBECSC by reviewing secondary data (open source and company official information).

Alibaba's CBECSC
Alibaba is a Chinese company founded in September 1999. Its business was initially focused on providing a website platform for global wholesale trading companies and e-tailers (Kwak el at, 2019; Schmuck. R & Benke. M, 2020). In 2010, Alibaba Group set its sights on the international market by launching AliExpress, which enables e-tailers across the globe to communicate and trade directly with the rest of the world. In 2017, the total annual turnover of Alibaba reached 33.4 billion US dollars, and the annual net profit could reach 9.52 billion US dollars (Dongxue.T, 2019). For Alibaba Group, the earliest cross-border e-commerce business can be traced back to 2015.
Alibaba CBECSC model is divided into two kinds. The first is the vertically integrated CBECSC management model, which has been running for nearly 4 years from 2015 to 2019 (Dongxue.T, 2019). At first, Alibaba Group wanted to set up a CBECSC wholly owned by itself. First, Alibaba Group created Tmall International. In order to control every link in the cross-border supply chain, Alibaba Group has acquired established companies such as Ele. me. ELEME Takeout, Flying Pig, NetEase Kaola, Lazada and other enterprises (Xinnan. G, 2022; Li, L, 2021; Yanlin el at, 2020). Meanwhile, At the same time, Alibaba Group set up its own logistics company, Cainiao Express(Falcone el at, 2019). Through the company's self-established logistics system, it can get through the business of all links in the cross-border e-commerce chain except the manufacturers and realize the vertical integration of Alibaba Group's internal cross-border e-commerce management. At this stage, CBECSC mainly focuses on logistics and overseas direct mail. Users place online orders for logistics directly from Alibaba Group's e-commerce company to the destination. However, such a vertically integrated business model costs a lot of money, and Cainiao Express sometimes cannot deliver goods to the destination country in the international logistics process, and delivery takes a lot of time.

In 2020, Alibaba Group adjusted the business and mode of CBECSC from vertical integration mode to Semi-collaborative supply chain management model. This model is a hybrid Semi-collaborative supply chain management model, in which branch companies are responsible for each link of the supply chain, and big data information services are provided, and small and medium-sized enterprises join in (Alibaba, 2021). In the whole model, Alibaba Group takes information service as the main business development direction and launches services that are beneficial to the small, medium and micro enterprises joining in CBECSC. There are mainly five types as shown in Figure 2: order service, settlement service, contract performance service, logistics clearance, service ecology and value-added service (Alibaba, 2021) ：



Figure 2: Alibaba Cross-Border E-commerce Supply ChainOrder Service
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· Order Service: Responsible for enterprise business collection and enterprise credit evaluation in supply chain.
· Settlement service：Responsible for global payment, inter-bank transfer, cash withdrawal and other businesses of enterprises in the supply chain. 
· Logistics Customs：Responsible for cross-border logistics transportation and customs clearance services in destination countries.
· Performance service：Responsible for cross-border procurement and customs clearance after purchase.
· Service ecology：Build a CBECSC platform where businesses can communicate with each other. At the same time, help enterprises to match the local logistics enterprises in the destination country.
· Value-added service：Provide security of funds and goods.

By the end of 2021, the cross-border trade volume of Alibaba Group has exceeded 100 billion US dollars, and the registered service merchants of cross-border e-commerce supply chain have exceeded 10 million (Alibaba, 2022).

Although Alibaba Group model CBECSC offers a new business model. However, there are bottlenecks in the development of this model. First, the companies cooperating with Alibaba in this mode are all small and medium-sized enterprises, and the logistics infrastructure and personnel of the countries where the cross-border companies are located are not owned by Alibaba. Alibaba's CBECSC only provides information services, so few large enterprises choose to cooperate with Alibaba. Second, the information statistics, system maintenance, data and fund management of the entire supply chain all require a large amount of investment in maintenance and research and development, while the cooperative enterprises have less investment, and the gains are not proportional to the investment (Dongxue.T, 2019). Third, the CBECSC business of Alibaba Group is only information service, while the problem that the partners need to solve is demand and product.

Zongteng's CBECSC
Zongteng, established in 2007, is a well-known cross-border e-commerce company in China. By the end of 2021, Zongteng has more than 6,000 employees, 18,000 cross-border e-commerce customers and over 1.4 million international parcels per day, covering more than 220 countries (Zongteng, 2023). Zhuanteng Group and Alibaba Group have their own internal supply chain platform. Different from Alibaba, CBECSC of Zandeng adopts transit logistics management mode, which can improve distribution efficiency by transferring part of logistics business to more professional logistics companies. Zaoteng is mainly responsible for five core businesses: import, export, overseas warehousing, freight forwarding and bonded warehouses. These five core businesses together form the CBECSC model of longitudinal expansion (Wang el at, 2018).

The export products of Zunteng include 15 categories of products such as digital goods, clothing items, auto parts, beauty products and toys. Zunteng initially sold products through ebay and Amazon, and cooperated with fedex or used Amazon logistics (Wang el at, 2018). In terms of imports, Zaoteng chooses to use Alibaba Group's Tmall International to build a B2C platform for purchasing business.

Cargo agency business is the main business of Zentel: The cargo agency of Zentel mainly carries out in-depth cooperation with the world's major postal companies (such as fedex, Belgium Post, China Post, Royal Mail, Japan Post and Australia Post) and express companies (Wang el at, 2018). Most of the customers are from small and medium-sized e-commerce companies. In 2016, the goods agency business can reach 10 million orders per month. Zendeng will choose different sales platforms or logistics companies according to the problems encountered by different enterprises in the supply chain, so as to help enterprises solve the problems encountered in the cross-border supply chain and ensure the delivery of goods (Wang el at, 2018).

Zaoteng Group has mature experience in establishing overseas warehousing and logistics centers. Zongteng's cross-border e-commerce strategy is divided into four lines: China-Europe line, China-U.S. line, China-Austria line and China -Europe-Canada line (Zongteng, 2023):
· China-Europe line: From Dongguan, via Paris, Germany, Birmingham.
· China-U.S. line: From Guangzhou to Los Angeles and Atlanta.
· China-Austria line: From Guangzhou to Melbourne via Sydney.
· China -Europe-Canada line: From Guangzhou to Toronto via Birmingham.
Each line is equipped with storage centers established by Zunteng, including 5 in the United States, 3 in the United Kingdom, 2 in Germany and 2 in Australia. Zunteng is responsible for the storage business, while the transfer and distribution services are provided by a third-party company (Zongteng, 2023).
In terms of bonded warehouse business, Zongteng has long established bonded warehouses for major developed countries (Zongteng, 2023). According to the laws of each country, different bonded warehouses have different policies. For example, the policy of the United States on the bonded warehouse is that goods do not need to pay tariffs within five years from the date of import, provided that the products must be stored in the bonded warehouse (Wang el at, 2018). Hence, Zongheng Group established its own CBECSC based on the five main businesses.

Discussion and Conclusion 
Firstly, in terms of platform building, Alibaba Group and Zongteng Group have established their own supply chain platforms in CBECSC, with Alibaba Group being larger than Zongteng Group. At the same time, both companies are engaged in deep cooperation with third-party logistics enterprises, with Alibaba Group's CBECSC partners being mostly micro, medium and small enterprises and Zongteng partnering with some of the world's largest postal companies. Secondly, in terms of development direction, Alibaba Group chooses to develop into an information-based service platform to help e-retailers gain more support. Zongteng prefers logistics development to help e-retailers in the supply chain to deliver goods on time.












Cross-Cultural Management

Introduction
Cross-cultural management (CCM) is a relatively young interdisciplinary and cross-cultural research field. The core of CCM is to study the association of individuals of different cultures, countries and nationalities in the same environment in society (Barmeyer el at, 2019). With the increasing globalization, the status and role of transnational corporations are becoming more and more important today, and the influence of culture on transnational corporations and pluralistic society is profound (Chen. Y & Wang. F, 2019). Different cultures influence people's outlook on life, values and world views. For multinational companies, employees come from different countries and are affected by different educational and cultural backgrounds, so there is a significant cultural conflict between the company's leadership and employees (H. Wang & Y. Bi, 2006). How to rationally and objectively recognize the cultural differences among countries, regions and nations, explore and judge the forms of cross-cultural conflicts, explore effective methods of cross-cultural management, and carry out the cultural integration of enterprises and diverse societies through cross-cultural management are important issues that both the business community and the management community need to think about systematically. At the same time, it has important theoretical significance to the operation and integration of transnational corporations. 
This article is divided into four parts. The first part gives the concept origin and framework of CCM domain. The second part describes the main theoretical framework and research paradigm of CCM. The third part introduces the development direction of CCM field. Finally, some suggestions for further research are provided through the summary.

CCM Conceptional Background
CCM theory is a relatively new management theory gradually formed and developed in the late 1970s. From 1950s to 1970s, various concepts similar to cross-cultural management were put forward, but no scientific and systematic theories were formed (Barmeyer el at, 2019). Prior to the formation of relevant theories, activities related to cross-cultural management mainly depend on the personal experience of managers engaged in the management of transnational enterprises. Multinational enterprises have also noticed the impact of regional cultural differences on their transnational operations. However, due to the lack of systematic theoretical framework support, few enterprises can develop a suitable CCM strategy. In general, Nancy Adler was a pioneer in the field of CCM research, defining the study of CCM and the role of the field in the behaviour and culture of managing organisations (Holden, 2002). According to Nancy Adler:

“Cross Cultural Management studies the behavior of people in organizations around the world and trains people to work in organizations with employees and client populations from several cultures. It describes organizational behavior within countries and cultures; compares organizational behavior across countries and cultures; and, perhaps most importantly, seeks to understand and improve the interaction of co-workers, clients, suppliers, and alliance partners from different countries and cultures (Adler. NJ, 1987).”

Although the concept of CCM has been determined, many scholars have different views on the origin of the concept. According to Harris (2011), the core of CCM was developed from the concept of International Business (IB) that emerged in the United States in the late 1970s. Due to the rapid development of the global trade network, the business of multinational enterprises is spread across different countries and the personnel mobility is expanded globally. Various countries and international organizations have called on IB to establish a systematic management structure for communicating with trading partners (Pudelko el at, 2015). At that time, the research in the field of CCM will help to deal with the cultural conflicts caused by commercial activities, including international trade, joint ventures and cross-border mergers and acquisitions (Oesterle. M & Wolf. J, 2011).
Therefore, some researchers believe that CCM is a concept gradually developed from IB, International management (IM), comparative management (CM) and other concepts, as shown in Figure 3 (Phillips. M & Sackmann. Time,2015; Pudelko el, 2015). CCM is fundamentally different from all three. IB is the study of all the functions of the enterprise, and its scope is the impact of the interrelationship at the macro and meso levels, while CM's scope is the comparison of the particularities and differences of different systems at the macro and meso levels. The research scope of CCM is the influence of employee behavior at the micro level of enterprise organization (Adler & Gunderson, 2008; Barmeyer & Mayrhofer, 2008; Bjerregaard el at, 2009; Usunier, 1998).
CMM has contributed to a wide range of disciplines including economics, business studies, psychology and sociology (Barmeyer & Franklin, 2016; Chanlat el at, 2016). Hofstede's multicultural dimension theory is a milestone in the research of CCM (Beugelsdijk el at, 2017; Kirkman el at, 2006). Research theories that have had a significant impact on CCM are discussed in the next section.
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Theoretical Framework and Paradigm

In the research field of CCM, most scholars' research is usually based on Hofstede's cross-cultural dimension Theory, while some scholars use Schwartz Values Theory.

Hofstede's Cultural Dimensions Theory
In the 1980s, Geert Hofstede, a Dutch management scholar, published Culture's Consequences (1980), an academic work in the field of cross-cultural management. Then in the 1990s, he published Culture and Organization: Software of the Mind (1991), in which the author summarized the theory of cross-cultural management into five dimensions: Power distance, collectivism and individualism, uncertainty avoidance, masculinity and femininity, short-term and long-term orientation (H. Geert, 2001).
Power distance represents the degree of inequality in social, bilateral and multilateral relations. It can also be defined as the degree of acceptance and tolerance of disadvantaged individuals for the unequal distribution of people with greater power in the institutions of a country or region. When power distance is applied to the work environment, it is easier for a culture with low power distance to handle the relationship with subordinates, while a culture with high power distance has a relatively strong sense of discipline and will arrange higher tasks (Chen. Y & Wang. F, 2019). In collectivism and individualism, collectivism and individualism can be studied as one dimension when researchers study countries or regions. On the contrary, if the research object is the individual research object as the unit, collectivism and individualism will be two separate dimensions. The essence of Uncertainty avoidance is personal subjective feelings, and risks need to be evaluated according to the environment, no matter the environment is specific or abstract (Beugelsdijk el at, 2017). In countries and regions with high uncertainty index, local enterprises tend to specify clear working rules to ensure job stability. On the contrary, in countries and regions with low uncertainty index, people's motivation to work comes from the need of work itself rather than the compulsion (Taras el at, 2010).
In a femininity society, more attention is paid to the experience process than to the result. masculinity is called masculinity in a society if it is very different from femininity. Masculinity men in the British society are more self-centered, strong and concerned about material success, followed by process (Taras el at, 2010). short-term orientation is committed to the current efforts in order to pursue future reports. It is a kind of citrus that needs persistence to be satisfied. Individuals or groups are willing to give up their current personal emotions for a huge goal. long-term orientation on the contrary, individuals are willing to see results directly after making efforts to emphasize their position in efforts. In the whole process of dealing with a transaction, those with a short-term-oriented culture pay more attention to the results obtained while those with a long-term oriented culture pay more attention to whether more possibilities can be shown before the results are obtained. The results themselves are not the only criteria to be considered (Beugelsdijk el at, 2017).
Schwartz Values Theory
Over the past few decades, there has been a strong interest in the study of both individual and national values in CCMS. Values have been recognized as one of the most important parts of understanding culture. Schwartz values theory is a theory developed from Hofstede's cross-cultural dimension theory. Schwartz values theory will analyze values in cross-cultural management from the perspectives of national value and individual value (Knafo el at, 2011).
At the national level, values are the symbol of the group. Values at the national level are the main "direction indicator" of people's values, and it is extremely important for a country to know what good values are, bad values and right and wrong in a national society (Williams, 1970). Members of a society are encouraged by this value to pursue goals they consider worthy and to take actions in pursuit of those goals (Schwartz, 1999). Values at the national level are a kind of group values developed by a country to cope with social challenges ((Hofstede, 1991; Inkeles & Levinson, 1963; Schwartz, 1999).
At the individual level, personal values in Schwartz values theory are an ideal goal, which guides people's actions and evaluates people's behaviors and judgments on things (Rohan, 2000; Rokeach, 1973). Values will influence the behavior of individuals and their attitudes, choices and behaviors when doing things (de Dreu & Boles, 1998; Bardi & Schwartz, 2003). Schwartz (1992) also put forward the main theory of understanding personal value and conducted empirical test from the cross-cultural perspective and obtained 10 kinds of personal values from the basic motivations of individuals in the society (Schwartz, 1992).

Research paradigm
CCM is a research method with different research traditions from other social sciences. The research of CCM itself is based on the research of other disciplines. And there are huge links between the various subject areas. The original methodology of CCM is derived from the tradition of the IB positivist research paradigm, and CCM uses quantitative methods (Boyacigiller et al., 2004). With the gradual entry of the humanities and social sciences into the field of business research (), the research paradigm of positivism is commonly used to study problems (Geertz, 1973).
Thus, a research paradigm is defined as a model of the way in which researchers primarily process and interpret knowledge. According to Burrell and Morgan (1979) define the meaning of a social science paradigm as "the philosophical assumptions that support different approaches to the social sciences" (p. 1). These "hypotheses" relate to research methodologies about the nature of the world and human society including ontology, epistemology, methodology and human nature (Burrell and Morgan, 1979:1).
 
The functionalist paradigm, also known as the positivism paradigm, is a research method placed in the objective perspective. At the same time, in the natural and social sciences, the law is found to explain the causal relationship, to predict what may happen in the world and society (Burrell and Morgan, 1979). This pattern is translated into predictable models, such as cultural universals and dimensions that can be compared objectively between cultures and behavioral patterns (Romani, 2008). Examples of positivist paradigm models in CCM-related fields are social value systems and rankings, using their different dimensions to compare current societies, e.g., Hofstede, Schwartz, GLOBE (House et al., 2004). Based on this grouping and examining paradigms in the organization, research shows that four paradigms contribute to the study of CCM, while positivism contributes far more than the other three (Kogut and Singh, 1988). For example, in the cultural dimension and cultural distance model, positivism is the main paradigm (Brannen and Doz, 2010).
In the research methods of social sciences, sociologists use qualitative research, quantitative research or mixed methods (Opp, 2014). All three methods fit into the above paradigm. In most cases, quantitative research methods and functionalist paradigms are closely related, and the two are often combined for research (Deetz, 1996). They are characterized by making hypotheses about research objectives, and by conducting research with quantitative tools (such as surveys, data collection, and related statistics) under the premise of hypotheses, which are verified or refuted from research results (Neuman, 2014). The purpose of these methods is to make a set of quantifiable data of complex social phenomena and obtain variables after statistical analysis of independent and dependent variables (Creswell, 2003). Qualitative methods are different from quantitative methods. Qualitative methods collect data based on the current situation, mainly relevant to the research objective, and analyze such data and content using tools such as interviews, documents and images (Neuman, 2014). A hybrid approach uses both qualitative and quantitative studies, in proportion to the researchers' study subjects (Neuman, 2014). In CCM, the hybrid approach is the most frequent.

Social science scholars use qualitative, quantitative or hybrid methods (Opp, 2014:111). These can fit into the above paradigm. In most cases, quantitative research methods are associated with the functionalist paradigm (Deetz, 1996:193; Romani et al., 2014:23-24). They are characterized by the verification or refutation of a hypothesis based on statistical evaluation of empirical data collected through quantitative tools such as surveys, demographics, economy-related data, or experiments (Neuman, 2014:176). These methods aim to reduce the complexity of social phenomena to a quantifiable and statistically verifiable set of variables (Bortz, 2006:138; Creswell, 2003: 18). Unlike quantitative methods, qualitative methods often draw on interpretive paradigms to gather data from reality in the form of words and images. They consider research data relevant to their social background and derive the implications of the phenomena studied (Flick, 2014a; Neuman, 2014). The main goals of qualitative research are to discover relationships, connections, relationships (Kleining, 1982:229), and to apply tools such as interviews, audiovisual recordings, documents, transcripts, images, and content analysis (Neuman, 2014:176). Therefore, most research paradigms used by CCM are positivism, and mixed research methods occupy the majority.

Recent Five Years of Research on CCM
Denisova-Schmidt et al. (2020) introduced lacuna model into cross-cultural studies. Lacuna model is a research model from Russia to study cross-cultural differences. This model can help researchers explain the understanding gap in the interaction between different members in cross-cultural management. Different from Hofstede's dimensional approach, lacuna model mainly analyzes cross-cultural interaction in CCM at the micro level. Subcultural characteristics are incorporated to explain specific cultural phenomena. The strict classification system of Lacuna model can help researchers conduct qualitative research ina structured manner (Markovina & Lenart, 2016). At the same time, this model can also verify the results from another perspective through empirical research, which provides a new idea for CCM research.
In contrast, lacuna model is not perfect either. This model comes from the research of Russian scholars. Before using this model, it is necessary to read and accurately learn the technology of this model. This model needs to be studied in combination with Western methods, which is beneficial to the research of CCM with analytical level.

Yu Chen et al. (2019) elaborated the research in the field of CCM in China. With China's "One Belt, One Road" strategy, the Chinese government is encouraging Chinese enterprises to expand overseas business. CCM has also become one of the fields that Chinese enterprises and Chinese academia must study. This paper summarizes the research on CCM management by Chinese scholars and points out the shortcomings of the research on CCM in the Chinese academic circle. First, Chinese enterprise-related cross-cultural research focuses on practical research, often preferring to propose a practical problem to provide a solution, and rarely studying problems from a deep theoretical perspective. Second, if China's CCM research wants to be recognized by world scholars, it needs to use the same research methods as western scholars to acquire large amounts of data and conduct field investigations. It is not enough for China's domestic research to take an enterprise as an example to support the theory. Hence, the research methods need to be further perfected.

Article in which the researcher explains the behavior by narrating the story of a group or an individual. Research describes, explain, reproduce and imitate the activities of subjects through narration (Ewick & Silbey, 1995).  According to Jackson (2021), narrative research itself is a relatively realistic narrative theory. Most international management scholars are familiar with this research paradigm. The in-depth study of a group can jump out of Hofstede's multi-dimensional cultural theory and provide a new direction for the study of CCM. Through critical academic research in the process of narrative research, the research starts from the top of the research, and focuses the content on "what" and "how" through questions such as "why". The final study will have different results. The method used in CCM research can be applied to multinational companies or societies in western developed countries. However, for relatively poor countries such as Africa, researchers can only give different results through narration. It provides new ideas for scientific research.

Conclusion
In this paper, different concepts and theories are studied in three parts. In the first part, lacuna model, E-tailing and S-D logic are discussed from different perspectives. In the second part, the model of Alibaba Group and Zongteng Group in cross-border e-commerce supply chain is analyzed respectively, and the similarities and differences of the two cases are analyzed. Finally, the main concept, research paradigm and research methods of CCM are analyzed from Hofstede's multicultural dimension Theory, Schwartz Values Theory, lacuna model, narrative research and other theories. It provides references for the research of CCM.
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