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Preface

Aims and Scope of the Conference

The 4th International Conference on Strategic Innovative Marketing 2015 took place
in Mykonos, Greece, during September 24-27, 2015. IC-SIM is an international
interdisciplinary conference focusing on the theoretical approach to the contempo-
rary issues involved in strategic marketing and the integration of theory and practice.

More than 267 pre-registered authors submitted their works in the conference.
IC-SIM 2015 finally accepted and hosted 90 original research papers, after a
double-blinded peer-review process. During the conference, 11 workshops were
held in order to advance and contribute to specific research areas in the field of
innovative marketing.

The conference created a forum for further discussion on strategic innovative
marketing field incorporating a series of issues and/or related to organizations that
manage marketing in their everyday operations. Therefore, the call for papers was
addressed to scholars and/or professionals from different fields such as social media
and marketing innovation, e-marketing and new technologies, strategic marketing,
services and cultural marketing, international and cross-cultural marketing, mar-
keting research and analytics, marketing communications, B2B, and B2C market-
ing. Furthermore, papers focused on the issues of consumer behavior and
advertising and promotion were also welcomed. IC-SIM provides a common
ground for the exchange of insights on strategic issues in science of innovation
marketing, ensuring significant contributions to this field.

The primary objective of IC-SIM was the theoretical approach of contempo-
raryissues evolved in strategic marketing and the integration of theory and practice.The
conference provides a common ground for the exchange of insights on strategic issues
in the science of innovation marketing, ensuring significant contributions to this field.

Grouping the emerging technologies in the marketing field together in a close
examination of practices, problems, and trends, IC-SIM emphasizes integration and
marketing, presenting the state of the art in the field. This annual event is addressed
jointly to academics and practitioners and provides a forum for a number of



vi Preface

perspectives, based on either theoretical analyses or empirical case studies that
foster dialogue and exchange of ideas.

Topics

Marketing of Innovation, Social Media Marketing, Innovations in Online
Marketing, Marketing Technological Innovation, Facebook Marketing Strategies,
Mobile Marketing, Blogging, Network Analysis, e-branding & Brand Experience
Management, Digital Marketing, Marketing and Electronic Commerce, Marketing
Analytics, Marketing Research, Marketing Information Systems, Marketing of
Emerging Technologies, Sustainable Marketing, Distribution Channel
Management, Integrated Marketing Communications, Strategic Marketing Services,
Marketing Services, Branding/Online Brands, Benchmarking Strategies, Customer
Satisfaction, Emerging Markets, Marketing Management, New Product Design and
Development, Creativity Marketing, Sports Marketing, B2B and B2C Marketing,
Pricing Strategies in Marketing, Marketing Theory and Applications, Art &
Cultural Marketing, Cross-cultural Marketing, Tourism & Destination Marketing,
Transport Industry Marketing, Experiential and Sensory Marketing, Customer
Relationship Management and Social CRM, Collaborative Marketing, Safety
Marketing, Business Economics, Economics of Business Strategy, Accounting
Marketing, Global Business Marketing Finance, Healthcare Management,
Accounting Education Skills & Competences Higher Education.

Paper Peer Review

More than 215 original papers had been submitted for consideration in IC-SIM
2015. All papers submitted to the conference were reviewed using a double-blind
peer-review process. The scientific committee decided about whether or not to
accept the submitted papers, with the contribution from competent and expert
reviewers.

Thanks

We would like to thank all members that participated in any way in the IC-SIM
2015 Conference and especially:

e The famous publication house Springer for their communication sponsorship.
e The co-organizing universities and institutes for their support and development
of a high-quality conference at scientific level and profile.
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e The members of the scientific committee that honored the conference with their
presence and provided a significant contribution to the review of papers as well
as for their indications for the improvement of the conference.

e All members of the organizing committee for their help, support, and spirited
participation before, during, and after the conference.

e The session organizers for their willing to organize sessions of high importance
and for their editorial work, contributing in the development of valued services
to the conference.

e Ms. Antonia Veltsista, editorial assistant.

e Dr. Dimitrios K. Nasiopoulos, editorial assistant.
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Part 1
2nd Symposium on Transportation
Marketing: Trends and Future Directions

Organized by: Efstathios Kefallonitis
State University of New York at Oswego, School of Business, United States

Description:

The symposium will reflect on the marketing trends and outlook of all
transportation industry segments: Aviation and air carriers, rail, motor carriers,
shipping and ocean liners, pedestrians and bicyclists, public transportation. Scope:
To address, but not limited to, the following areas: Air transport marketing trends,
rail and high-speed travel campaigns, air and rail partnerships, marketing cruises
and sea travel, transportation and vacation marketing, medical transportation
promotions, mobility marketing, transportation branding, passenger satisfaction,
public transportation, environmental and sustainable transportation, transportation
logistics, safety administration and transportation. Who Should Attend: Academics
and business executives involved in the transportation field particularly in the areas
of marketing, communications, media relations, advertising, planning, research,
service development, and customer service.



Ambient Media in the View of the General
Public and Their Relation to this
Communication Form

Tomas$ Sula and Milan Banyar

Abstract The chapter presents detailed results of a broadband research on the topic
of the general public perception of the ambient media in the context of the com-
munication efficiency carried out by means of a mobile platform in more than 70
countries. Commercional and non-commercional entities are forced to search for
new opportunities when communicating to their target group and rights of the
opportunities may be perceived as the use of the ambient media. In the chapter, the
author concludes from the responses of the respondents and demonstrates the value
of the ambient media use as well as shows the opportunity for enhancing com-
petitiveness of companies/brands or products by means of the ambient media.

Keywords Ambient media - Out-of-home advertising - Innovative marketing and
communications - Global research

Introduction of the Issue and the Problem Solved

Ambient marketing (the media—author’s note) represents an alternative adver-
tisement medium, usually indoor or outdoor in nature, which differs from traditional
campaigns with their originality, usage of other than standard formats or sizes, as
well as with their occurence in unusual, unconventional places. The aim of the
study is to verify the positive perception of the recipients and the efficiency on the
conversion from the customer’s point of view of the basic recipient preferences on
perceiving the ambient media or its installments.
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What Literature Says and the Current State of Things

The traditional literature does not comment the ambient media very often, the first
mentions, which are often not official, appear at the end of 1990s in England. If we
search for official definitions and unified classifications of the ambient media, Jay
Conrad Levinson is often referred to and who regards the ambient media as guerilla
marketing and says that: “Unconventional marketing campaign whose aim is to
reach the maximum effect with the minimum sources.” (Levinson 2005) or Keswani
and Ghatawat: advertisements focus on the use of anunconventional media ortactics
(Keswani and Ghatawat 2010). There is no definition of the ambient media, these
are often understood as put for instance by Ptikrylov4 and Jahodova: “The ambient
media. They represent unconventional ways of how to get to the centre of con-
sumers’ attention. It is very often untraditional advertising media such as e.g. virtual
postcards, shopping cart handles, checkout conveyor belts in shopping centres,
seats or escalators in subways, as well as unusual advertising methods using a
temporary and variable effect (laser projected logo on a world-known building
or landscape places, using the well-known fragrance in theatres and shopping
centres)” (Prikrylova and Jahodova 2010). As given above, they are thus most often
generally perceived as “untraditional, unusual, new, etc.” The authors agree in the
frame of one study in the statement that the ambient media belong to the category of
“out-of-home” advertising media. Exceptionally an opinion may appear that they
are outdoor media, however, this is a mere exception when outdoor is confused
with out-of-home media (outdoor media are one component of the out-of-home
media). The ambient media are characterized as 4 Is: Innovation, Intelligence,
Interest, Intimation (Keswani and Ghatawat 2010).

Globally we speak of an innovative, effective, and strikingly imaginative real-
ization of a commercional as well as non-commercional character evoking a so
called “Wow” effect (Starchoii 2009). Likewise an ambient medium is constructed
so that the message it carries is presented in an intelligent form with the assumption
that the recipient of the message understands it and is “drawn into” the events. As
well as the consequent curiosity and further interest in the brand, product, or service
which are being communicated by means of an ambient medium. The ambient
media are not a frequent subject of researches, whereas they may become a rather
effective channel for commercial as well as non-commercial communication. This
may be proved by the research from 2006 carried out by Daniela Krautsack
(founder of Cows in Jackets) for the ESOMAR organisation. She says that: Using
new forms of media allows the creation of a relationship and emotional interaction
with the consumer. And adds that “Consumers like the way and well-placed cre-
ative campaign improves their urban environment” (Krautsack and Aust 2006),
which fully corresponds to the use of the ambient media. The research conducted in
20 towns and cities worldwide in the form of conducted street interviews and expert
interviews by city shows that it is ideal to form simple messages directly linked to
the product or brand that would have amusing/witty overlap and its aim is to
become competitive in the given environment. The research showed that it is better
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to bring the recipient to interaction with the brand or product and thus restrict mere
“bothering” the recipients with traditional messages, and on the other hand to
involve them into active interaction and into positive perception of the brand in
communication.

Research

In May 2014, a worldwide research was conducted aimed at the general public
perception of the ambient media in order to determine attitudes and perceptions of
the ambient media in commercial and non-commercial marketing communication
environments and their relations to the traditional media. The objective of the
research from the respondents’ point of view involves as wide the range of recip-
ients from various geographic, psychographic, sociographic groups as possible so
that the resulting spectrum of opinions contains as wide representation as possible.
The research was preceded by a pre-test showing potential discrepancies in the
interpretation of the questions in English. A method of back translation was used in
the pre-test and the relevancy of questions was confirmed in the research.

Objectives and Methods

The primary objective was to determine the awareness of the ambient media, its
general perception, perception of products/services/brands which use the ambient
media and the impact of such usage on the image and sales conversion, the com-
parison with the traditional media and finally own opinions and attitudes. An
important part of the research were findings on the naming of the ambient media and
the overall knowledge of such naming among the wide target group. Quantitative
research was used in the form of a traditional questionnaire with closed questions
with scalable answers, primarily expressing the level of agreement or disagreement.
Marginally, an open question was used, which, however, becomes problematic to
evaluate from the perspective of the questionnaire evaluation. The given research
was carried out by means of a mobile platform with the only condition for a par-
ticipation in the research which was to own a smartphone and to install a ques-
tionnaire platform. This selection was required for the fact that at least the minimum
purchasing power may be assumed in the recipients equipped in this manner. The
estimated number of respondents was 2000-2500 and the respondents were
motivated with a financial reward of $0.1. The reason for remunerated interviewing
was the fact that if the respondent answers with a countervalue for their responses
(ideally financially as in this case), the responses become more relevant. 2501 re-
sponses were collected in total with the fact that after excluding outliers within the
sample, 2394 respondents and their answers were used for the research.
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Statistical Methods

In the course of evaluating the research, several statistical methods were used based
on which the research results were obtained. The principal method was a
chi-quadrat and its division according to probability whereas the questionnaire
research was set up so that the chi-quadrat could be used for all questions except for
the open questions. The answers to the individual questions except for the open
ones were recorded on a Likert scale of 1-5, or when recording an answer which the
respondent could not respond to, the scale of 1-6.

The average value indicator was used for the evaluation as well as the variance for
the summary statistics, namely the ordinal variance—dorvar, or a discrete ordinal
variance with its complementary standardized form (NOR). Likewise, the modus as
the most frequent value the respondents recorded for each question was used.

Although the sample of the respondents was rather large, for the reason of
insufficient representation some above-standard measures had to be taken in certain
categories; these being the Monte Carlo method simulation of the dependence test
repeated for several times (particularly it was 500X consecutively). Visual material,
which was created on the basis of principles of simplicity and clarity, was used in
the questionnaire in the survey of ideological stances, whereas the essential element
for the selection of visual material was the fact that the user unambiguously
identifies the “principle” of the given ambient medium and the relation of the
execution to the commercial message. Due to the method of questioning by means
of mobile phones, the before-mentioned examples were presented within a visual
collage (Fig. 1).

Fig. 1 Visual material for research
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Partial Results

Knowledge of ambient media: Based on the results of the data collected in the test,
the following was found (Table 1).

The table above shows the relationships between the demographic, geographic
and socioeconomic indicators in relation to the investigated questions. Furthermore,
the indicator of “brandness” is added indicating in what extent the respondents
incline to purchase branded products. The parameters in which the dependence is
not confirmed are marked in green and thus the indicator is not important. Overall,
the survey results in the fact that age does not have any impact on whether the users
had known or had not known the term of the ambient media before they participated
in the questionnaire survey (q.1), likewise it does not affect the content of the
communicated message and its visual processing (q.8, q.9), as well as no depen-
dence demonstrated in relation to the fact whether they have ever seen any ambient
media in the real life. Furthermore, the dependence is manifested in the relation of
the annual income and the wish to see ambient media more often, as well as it
manifested in the case of appreciation of the creative approach while creating the
ambient media (q.2, q.3). However, in most surveyed areas the aspect of incomes
(9.2, .3, q.7—15) manifests. Furthermore, it can be said that the general public
perception of the uniqueness and memorability of the traditional mediatype—
television, depends on gender. (q.12, g.14). The dependence of mediatype may be

Table 1 The overall overview of dependences of the surveyed areas to the demographic,
geographic, and socioeconomic indicators and to the relation to branded products

Continent Gender Age Income Brand (Q.5)
q.1 2.2E-16 2.457E-10 0.2076 0.03526 4.988E-10
q.2 0.0002 0.007833 0.0016 0.08078 2.944E-12
q.3 0.0124 0.00006898 0.0003999 0.5843 0.000001203
q.4 0.0002 0.00009645 0.0014 0.007399 2.2E-16
q.5 5.424E-11 1.231E-12 0.001343 0.02237
q.6 0.001816 0.000008999 0.02619 0.008598 2.2E-16
q.7 5.189E-07 0.00004534 0.005999 0.6842 2.2E-16
q.8 0.002599 0.0002218 0.08898 0.07179 4.594E-11
q.9 0.0024 0.0002395 0.3657 0.5757 0.000005236
q.10 0.000004354 0.001214 0.0003999 0.06299 2.2E-16
q.11 0.03166 0.008039 0.0002 0.07958 2.2E-16
q.12 0.00608 0.1441 0.04579 0.1994 2.2E-16
q.13 0.0016 0.004076 0.008198 0.5727 0.000001267
q.14 0.2685 0.8064 0.0007998 0.1383 2.2E-16
q.15 0.000005492 0.00005868 0.1584 0.1065 0.02457
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observed also by the geographic distribution of the respondents. In all surveyed
areas, the dependence of the relation to branded products and services was
ascertained.

Discussion

The recipients and the overloaded message build in an individual a clear blockade
for receiving and accepting the message from the traditional media. And even
though the traditional media are still more or less effective, in the future it will be
necessary to use nonstandard media carriers. The pioneer of this philosophy may be
the electronic media, particularly the Internet and the Internet marketing where the
variability of the media or the carrier formats is extraordinarily large and functional.
Unfortunately, in the case of offline tools and especially the ambient media, it is
troublesome to ensure the variability and this actually for several reasons. Primarily
we talk about the fact that the contractors are not used to invest into the ambient
installments, brands are not experienced in this field, and neither are some of
advertising agencies; furthermore there are problems with the production of the
ambient media as the production is often financially demanding and may be
unfeasible at the same time.

Conclusion

Based on the conducted research, a positive relation of the recipients to the ambient
media was confirmed as well as their usage in the marketing communications
system. At the same time it was proved that across cultures, the opinions are similar
and the overall perception may be generalized except for the annual income aspect
where the amount of financial incomes affects the opinion moods.
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Generation Y Marketing—The Path
to Achievement of Successful Marketing
Results Among the Young Generation

Viliam Lendel, Eva Siantova, Anna Zavodska and Veronika Sramova

Abstract Nowadays, there are discussions about crisis which the entire advertising
sector is experiencing due to upcoming new trends in marketing communication in
which there are new forms and means of communication constantly arising, whose
charm and efficiency has been decreasing due to their mass use. Another problem is
the gradual generation change, respectively, emergence of generation Y.
Companies that want to reach this group of potential customers by their marketing
activities have to find other ways than traditional advertising. Young people are
growing up in the digital culture, which is characterized by rapid change of
information technology. They are not limited only by the possibilities of their
workplace but they are discovering new ones through social networks in the online
environment and they are creating communities. These are the main features of the
environment in which the generation Y is developing and operating. These all
explains why it is now important to talk about generation Y marketing. Based on
detailed analysis of the literary sources and results of conducted research the aim of
this paper is to develop a model of effective implementation of the generation Y
marketing in a company. To solve the problem of unfavourable marketing results
among the generation Y there was proposed detailed process for effective use of
generation Y marketing in company. The recommendations for successful reaching
of young generation by marketing manager of the company were described. Areas
of potential problems on which marketing managers must focus to achieve effective
marketing communication of their company were pointed out.

Keywords Generation Y marketing - Generation Y - Research - Marketing
communication
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Introduction

Young people are growing up in the digital culture, which is characterized by
information technology. Daily they are surrounded by the current and latest tech-
nology and inventions. They can carry out their work at any place by using Internet
in their laptops or mobile phones. They are not limited by their workplace. For
members of this generation, price is not a problem. Generation Y is employing
social media and information and communication technologies to a higher degree
than other generations which also applies in different sectors (Kavoura and
Stavrianeas 2015). Marketers and human resource managers are therefore looking
for new ways as how to attract the youngest generation.

Based on detailed analysis of the literary sources and results of conducted
research the aim of this paper is to develop a model of effective implementation of
the generation Y marketing in a company. To solve problems of conducted research
different methods were used: content analysis—the study of documents, synthesis,
comparative analysis, process analysis, statistical analysis, modelling, program-
ming, empirical research methods and others. Elaborated draft of the process for
efficient use of generation Y marketing in the company can be considered as the
main finding and result. The approach of the generation Y to marketing and
management was mapped while solving the research problem (authors conducted
empirical research on a sample of 479 respondents). Recommendations for suc-
cessful reaching of young generation by marketing manager of the company can be
considered as valuable result of this paper. The authors also pointed out areas of
potential problems on which marketing managers have to focus to achieve effective
marketing communication.

Generation Y Marketing

The term generation Y was originally used in the USA and relates to consumer
behaviour and lifestyle of the generation entering the labour market (Mucka 2007).
The term generation Y marketing describes techniques that are used to build and
promote product brands among the group of consumers usually born between 1977
and 1995. Generation Y is also described as echo boomers, net generation, web
generation, or millennium generation. People belonging to this group are primarily
characterized by their positive attitude towards information technology and Internet
which provides them a lot of information about products and services. Another
interesting feature of the generation Y is a sense of practicality (Lendel and Kubina
2009) due to the fact that most of the young people has been raised in families with
only one parent, so they acquired the ability to manage money. Generation Y is
characterized by these features (Mucka 2007): they are born between 1977 and
1995, they do not believe in traditional means of advertising in traditional media,
they are processing much more information than Generation X, they postpone
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marriages and have high expectations of life, they like services, information tech-
nology, financial services, they rely on themselves, they are ambitious,
self-confident and independent, they are competitive and eager for success, they
like new challenges and hate stereotypes, they are losing brand loyalty and loyalty
to employers, they take their career advancement and rapid wage growth for
granted, they require more free time and flexible working hours, they have higher
self-esteem, they see their future optimistic and they quickly get into debt, their
lifestyle is about networking and creating communities.

Generation Y with its characteristics is significantly different from previous
generations. Young people strive for success. They are ambitious and know that
social institutions will not take care of their future. Key factors of success are
education, appearance, financial proficiency and knowledge of information tech-
nology (Zelnik 1999). These characteristics make them outstanding and interesting
for advertising and personnel market.

To be able to attract generation Y by manufacturers they have to increase their
interest and present their job vacancy as an opportunity for a stable and financially
attractive career (Lendel 2009). Only this way companies can attract young people
who meet their requirements.

Employee belonging to the generation Y can be characterized as strong and
flexible personality with skills of team problem solving, with strong technological
expertise and ability to process tasks on multiple levels (Generation Y is changing
the appearance of production 2007).

Generation Y has grown up in the world of advertising and expensive brands.
The result is a lack of trust in brand and advertising. They do not trust personalities,
on contrary they are looking for a product with which they can identify and which
will communicate towards external environment and express their status and
feelings.

Results of the Empirical Research

The research was conducted from October 2014 to January 2015. Main objective of
this research was to identify the view of generation Y on the marketing and
management. The research included 479 respondents born from 1977 until 1995.

Research was aimed to identify forms of marketing communication that have
largest and least impact on this generation. Forms of marketing communication
with the largest impact are recommendations from friends within their communities
(up 83.9 %), advertising on the Internet (51.6 %), advertising on TV (39.7 %),
advertising on social networks (37 %), and guerilla marketing (26.1 %).
Conversely, forms of marketing communication with the least impact are telephone
advertising (85.4 %), teleshopping (73.9 %), personal sales (68.3 %), promotional
material sent by post to the name (41.5 %) and delivering promotional materials
into the postal boxes (40.3 %), advertising on TV (41.5 %), and advertising on the
radio (39.9 %).
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Respondents on a scale of 1 (unimportant) to 6 (extremely important) evaluate
elements that should be fulfilled to achieve successful advertising. Very important
is humorous story, professional design (focus on details), practical information,
simplicity, interesting story, focus on the lifestyle, focus on the product design.
Conversely, less important is the presentation of products through successful peers,
presentation through personalities, and a lot of information.

Respondents had the opportunity to express the range, in which all kind of
industry take account of the expectations and needs of Generation Y on a scale of 1
(non-applied) to 6 (fully implemented). According to the representatives of gen-
eration Y are their expectations and needs mainly applied in the automotive, tex-
tiles/ clothing, telecommunications (mobile telephones), IT industry and banking,
marketing, and tourism. On the contrary, they feel that their expectations and needs
are neglected in the area of education and training, health, public administration,
construction, legal sector, furniture industry, and transport.

The research was also aimed to characteristics of generation Y on the basis of
their expression with the offered statements. Representatives of the generation Y,
rather than supervisors prefer coaches and mentors. They are used to that their ideas
are not ignored. Generation Y valued human conversation and reject the directive
management. They have high expectations on the work. They are not intending to
work all life in one company, and they can only work on meaningful projects.

Ways to Successful Addressing Young Generation

Generation Y hears and sees advertisements from birth, therefore it is not possible
to “fool” them at all. Advertising does not play a major role in deciding on the
purchase of goods or services. Most of this generation make parodies to advertising
and shares the view that what is advertised, it is the worst product (Volos¢ukova
2003).

Ads designed for generation Y, which aim to successfully reach this segment of
customers, must meet the following characteristics: humorous story, practical
information, clear information, emphasis on design, common building brand, and
product is a communication resource, focus on lifestyle, good preparation of
advertisements and focus on details.

Conversely, in an advertisement aimed to the generation Y do not work fol-
lowing marketing initiatives: presentation of products through celebrities, simplicity
and rudeness, branding without involving generation Y.

Product design is the basis for attracting teenagers. For example, in mobile
phone the design plays a special role. Young people use the mobile phone as a
means of rapid communication, but it is also a fashion accessory and the thing that
conveys social status (Voloscukova 2003). In addition an emphasis is on individual
functions of the device.

Another sector that began to react flexibly to the needs and expectations of
generation Y is the automotive industry. Young people often visit design centres
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where they comment on the latest car models. Car manufacturers are well aware
that their style and aesthetic criteria are in the fact quite different than style and
criteria of parents. Information and communication technologies greatly affect their
lives, so they would like to see that even in the car.

In the 2007 the company Hyundai Motor Co. introduced three completely new
models. The leader is the Hyundai Veloster, sports coupe meeting the unique
requirements of generation Y. The panoramic glass roof and other futuristic styling
elements create the image of advanced technology. Orientation to generation Y is
confirmed by words of Vice President of Hyundai for design Oh Suk-Geun: “With
Veloster, we wanted to try something completely new. We are aware that gener-
ation Y, for which the model was designed as a priority area, looking for a radically
different new products” (3 news on Hyundai Motor Show in Seoul 2007).

When creating the ad itself marketing agencies must take into account the fact
that young people are able to verify everything in a very short time. Through the
Internet, they can very quickly find all relevant information on products and ser-
vices. As part of the community, in which they act, they can also quickly find
someone with experiences with a product.

Unlike other generations, generation Y is characterized by different ways of
processing the communication. Young generation is accustomed and loves graphics
and video installation, sound compositions, light and sound effects, machine
rhythms, etc. Image—sound—music. This is a key triangle for successful commu-
nication with the young generation.

Many marketing managers considered generation Y as children. The situation
changes dramatically. Even the most famous clothing brands responded to this
situation after they had started to lose their customers. Generation Y marketing is
specific in that it is directly subordinate to the incoming generation. Marketing
agencies and companies realize that this generation in the short term leaves school
and begins to buy their first homes, cars, establish their accounts.

Currently the entire advertising sector focuses mainly on people of working age
who have the money to spend. In recent years, the numbers of young people who
love brands have rapidly increased. They have become a huge market force.

Fashion has become probably the fastest growing clothing sector in the world.
Since 1995, specialty stores dedicated exclusively to youth have been occurring. In
this industry it revolves annually $70 billion. (Volo§¢ukova 2003)

To reach successful marketing campaign it is necessary to cooperate on the side
of young people and marketing managers. The snowboard ramps, clubs and music
festivals are becoming suitable advertising spaces and surfaces.

Marketing strategy must be based on those groups of young people and take
account of its characteristics and its lifestyle. Products must be interesting, practical
and above all to be a trend. Producers have to deal with this reality and prepare for
the fact that the product, which is currently a trend among young people, could be
replaced by something new that increases the interest of teenagers any time.

The way to success is to understand the thinking of members of generation Y. As
an example, an advertising of the chocolate Forte can be introduced. The company
wanted to break into the territory in which the Czech producer of chocolate—
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Studentska pe&at’ had built a strong position. After several months it was found that
the sale of the Czech product did not decrease, though Forte came to the same
market share. Advertisement “This is meat”, which offended many people, awaken
an interest in generation Y (Zelnik 1999).

It is also necessary to realize that this generation does not form a homogenous
group. Therefore, marketing professionals are forced to seek ways to address them
as a group. The variation of groups is formed under the conditions of environment
in which they grew up. As a useful marketing tool the Internet advertising shows to
be. On the Internet, there is a two-way communication. The most commonly used
communication between companies and customers (one-to-one), by individual
offers and promotions, or between multiple companies and customers
(many-to-many) using chat or discussion forums. In other media, this communi-
cation takes place only towards the recipient (one-to-many), so advertising on the
Internet is becoming more interesting and more relevant not only to the generation
Y but especially for companies.

Conclusion

In conclusion, despite the fact that in Slovakia young people usually belong to the
generation Y, they sometimes make decision through other patterns (Zelnik 1999).
Marketing communications to generation Y is to mediate live and famous figures
(best from the world of popular music or professional sports). They themselves are
Unique Selling Proposition (USP), since they are the epitome of individual style
and ideal generational style, combination of exclusivity and general availability.
The product, which is supported, thereby gains status of generational symbol.
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Blueprinting an Event and Tourist Service
Marketing Strategy: The Case of the SMF
Greek Tourism Small-Scale Sport Event

Gkarane Sofia and Vassiliadis Chris

Abstract The research presented in this article is an attempt to define, through
mapping, the important Supply-Demand Service(s) Contact-Points, and to discuss
the development of a suitable Service Blueprint design system that could be applied
to sport events and other relevant events. After a description of the relevant liter-
ature of Blueprint Analysis in Services, SBA, the paper presents an application of
SBA to a real sporting event (the SMF in 2013). After the results of the SBA
analysis the emphasis was given to the discussion and the practical applications or
else the useful managerial applications from the use of SBA in Sport and other
related events.

Keywords Service blueprinting - Service experience - Contact-points
Small-scale sport events

Introduction

Sport tourism appears to be a rising field, one form of special interest tourism
having attracted particular attention (Gibson et al. 2003; Gibson 2003; Getz 2008),
having “become the subject of an increasing level of both academic and govern-
ment interest” (Deery et al. 2004) and “one of the fastest growing segments of the
tourism industry” (Gibson 1998). Sporting occasions may attract domestic, regional
and international tourists but it is not the sporting mega events but the less sig-
nificant ones, those that are more likely to generate more tourism and economic
development opportunities (Higham 1999, p. 87). Through their two-part study,
Gibson et al. (2003) reason that small-scale events may hold “some untapped
potential for tourism development in the communities hosting them” leading to
more benefits for a community than mega events. Indeed, many scholars agree that
small-scale sport events may be a helpful tool for building tourism sustainability in
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communities (Higham 1999; Skinner et al. 2008; Gibson et al. 2012). Besides, sport
events may be a “chance to showcase a community” (Gibson 2003), “increase city
revenue and community spirit, while increasing traveler’s awareness of the local
community” (Gibson et al. 2003), “a useful tool for building social capital, fostering
community development” (Skinner et al. 2008) and they “can provide people and
groups with a sense of togetherness, belonging and support during interaction”
(Schulenkorf 2012). However, while the studies over the mega or hallmark events
are numerous and great emphasis is placed on them, the academic research
regarding small-scale sport events tourism potential is little and scattered (Higham
1999; Gibson et al. 2003). This paper will examine the blueprinting of a small-scale
sport event, the Sfendami Mountain Festival, SMF, a research based on a priori
explorative study of the service activities/processes in the service environment. The
primary purpose of the paper is to define the Important Service Quality episodes
that can affect the quality level on the a priori explored and mapped important
Supply-Demand “Service(s) Contact-Points”. Another object of this paper is to
discuss ad hoc based on the development of a suitable Service Blueprint design
system and also the related Service Quality problematic that can affect the final
tourism service strategy of the Small-Scale Sport event.

Exploratory Case Study of a Real Sporting Event,
the Sfendami Mountain Festival; SMF, in 2013

The SMF Sfendami Mountain Festival is a two day event organized every year
during April at Sfendami, Pieria. In 2013, the event was held for the seventh year.
The aim of the event is to offer athletes, runners and mountain bikers, children,
parents and spectators, with a love of athletics and nature, an experience of this
area. The organizer is SFENDAMOS, a company which has its basis in Sfendami.
Sfendami village: Sfendami is a small community of Pieria, built at an altitude of
160 m. It is situated at the North of Greece, in the Pidna-Kolindros municipality. It
is 25 km from Katerini, the capital city of Pieria and 40 km away from Olympus,
the mountain of Gods. It has 935 inhabitants (2011 census). Agriculture such as
tobacco, olives, and cereals is their main occupation and livestock, secondarily.
SMF small-scale event: Sfendami Mountain Festival, SMF, was founded in 2007
when the first annual outdoor festivals were organized in the region by the orga-
nization committee SFENDAMOS A.M.K.E. (a local and non-profit company) at
Prophet Elias’ hill. The festival is named by the Sfendamos tree that grows in the
area. The product SMF includes a mixture of athletic, cultural, informative and
entertainment services data. The capacity of the festival by maximum number of
participants in sports is 600 people, around 300 runners and 300 mountain bikers.
The festival is organized every spring and lasts for two days. Sports events: Two
major sporting event activities are included. The mountain running route and the
mountain biking route take place on the first and the second day, accordingly.
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Cultural events: Demonstrations of local products along with traditions and musical
events with local significance are included. Informative events: A series of athletic
seminars, exhibitions of various sports products as well as cultural elements and
area’s traditions are held. Entertainment events: They involve virtuosity demon-
stration, events and competitions for the children, for families and for the elderly,
and sportswear bazaar for the athletes (Vassiliadis 2014). Design and method of the
study: Bitner et al. (2008) draw the conclusion that blueprint technique is “versatile
and flexible” and can be used “in many different ways” (p. 10). The paper is an
empirical analysis of Blueprint Analysis in Services (based on the aforementioned
research) and its appliance to a real sporting event, the Sfendami Mountain
Festival; SMF, in 2013. SMF was selected for research because it is a small-scale
sport event being “operated within existing infrastructure and within the capacity
thresholds of the host cities” (Higham 1999, p. 84). According to Gibson et al.
(2012), such events may be “a viable form of sustainable tourism development”
(p. 160) since they “promote a consistent flow of visitors, use existing facilities, and
are of a size that is compatible with the host community” (p. 169). The technique
employed here is based on the “five components of a typical service blueprint”
(Bitner et al. 2008), on a priori explorative study of the service activities/processes
in the service environment. Specifically, 10 different areas, which all together
constitute the place where SMF was held were observed for their material elements,
the activities of the guests, the visually and non-visually detectable activities related
to the staff and the support processes. Bitner et al. (2008) underline that this
blueprinting differs from other flowcharting approaches because the actions of the
customer are central to the creation of the blueprint (p. 24), therefore, the
researchers of SMF charted the clients’ activities and a satisfaction questionnaire
was used in order to find out the clients’ opinions for the product characteristics that
created satisfaction or dissatisfaction, the strengths and the weaknesses of the event
and the visitors’ proposals for any possible improvements as regards the procedures
of the athletic event.

Findings

The study resulted in the identification of the Contact-Points of the SMF. These are
13 Service Supply-Demand Contact-Points that define a better approach for Service
Quality Analysis and Design managerial approaches (Fig. 1).

The 7Ps framework as service design element: “Services have certain basic
characteristics, which in turn have marketing implications” and the 7P marketing
mix model is meant to “meet the marketing challenges posed by the characteristics
of services” (Shanker 2002). Through the chart of the clients’ activities, we set the
appropriate strategies for the improvement of the provided services; services that
concern both onstage and backstage services actions, using the 7Ps as service
design elements. Product: The SMF itself is a totality of tangible and intangible
elements. It is a brand existing through 2007, constantly evolving and becoming
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Fig. 1 Service Blueprinting Components of the SMF 2013 sport event. The segment of athletes;
area of analysis the central place of the SMF 2013 basic sport event; are of analysis the central
place of the SMF 2013 basic sport event; Day of the running competition: 20th April, 2013

known to the wide audience. During the event, many guests expressed their sat-
isfaction concerning the service. On the other hand, there were several grievances
due to some deficiencies. Its development could be achieved through a more effi-
cient customer service and better customer support during the event. Price:
Although no special points relating to the price were spotted, SMF could be further
developed based on the number of clients that participate every year in a row.
Several discounts or different payment terms could be applied to loyal customers
who take part in every SMF or bring their friends for registration. Place: The
location is easily accessible either by the local train or by car. There are several
distribution options to experience the product SMF, such as the stage, the com-
petition area or the exhibition area. The point is that SMF should remain the place
where customers would be eager to travel the distance to receive its services, as it is
for the time being. More frequent routes of the train, better organization of the
parking space and cleanliness of all the spaces could be some movements towards a
positive customer experience of SMF. Promotion: The promotion of SMF is made
mainly by its official website, leaflets distribution, poster covering, social media and
the word of mouth. The website could be amplified by SEO and the social media by
sponsored advertisements. However, it is the generic word of mouth from satisfied
customers that drives the brand (Moorthi 2002), therefore, the SMF should hold fast
to the proper organization of the event, paying attention to service improvement.
People: The human resources and the selective process of capable partners are the
points on which the SMF organizer was based. More emphasis should be placed on
volunteerism since they themselves are part of the SMF image. The organizers
should recognize who their people are and which their skills are, to reinforce their
role, to inspire them and to highlight the importance of the punctuality and of their
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role for the success of the event both before and during SMF. Processes: The role
of the staff and the volunteers at some cases should be better clarified by the
organizers. The majority of the processes problems occurred when there was
overcrowding, that is in the secretariat, the leisure area, the parking, the bathroom
and the competition area. A larger space for the secretariat, a more efficient
numeration of the material in accordance with the registrants, investment on online
services, the settlement of the stands before the beginning of the event and a better
organization of the parking and the bathroom are important elements to which
should be paid heed to better organize the SMF processes. Besides, a better control
of the electronic recording along with e-information and technology can help the
sport tourists to be just in time informed in their smart mobile services. Physical
Evidence: Some facilities could be better organized in order to serve the customers
more efficiently and reassure them about SMF. The webpage, the brochures, the
material in the bathroom and the athlete’s bag are some examples of which the
organizers should take more care. Local delicacies and local products gathered
positive remarks therefore emphasis could be given to their advancement.

Discussion and Conclusion

The blueprints in this case may become a valuable tool for SMF managers and other
relative event managers in that they may provide them with potential they had not
realized before. Through the blueprinting process and the chart of the clients’
activities, the event managers are able during the planning process and the priori-
tization of the marketing mix actions (7p’s proposals) to focus more on customers’
needs and to identify some new paths for future innovations with the scope to
understand the significant role of the volunteers, and generally, to set new service
practices standards. More emphasis should be given in future to the improvement of
the providing services so as the event becomes better year in year out. In our case,
the more effective function of the secretariat, the signage, valid and timely results, a
proper preparation and coordination of the volunteers, a better organization of the
exhibition area, the frequency of the routes of the train, the cleanliness of the area,
parking infrastructure, malfunctions and shortages at the healthcare space are some
weaknesses that could be earlier faced. On the other hand, based on the positive
comments relating to the service on the stand, the local food, the music event and
the beautiful route from the village to the event area, we realize that the manage-
ment of SMF event and other relative events should emphasize on points like the
aforementioned. This paper describes in detail the customers’ (athletes) activities at
a practical level and may act as a useful design tool for the blueprint of services in a
small-scale sport event. The resulting information from the data analysis of the
research may lead to the improvement, design and implementation of the provided
services using the 7Ps (Product, Price, Place, Promotion, Processes, Physical
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Evidence, and People) as service design elements. It may also lead to the new
services design and to the confrontation of possible weaknesses that were noticed
during the organization as well as to the execution of the procedures as a useful data
basis for future service staff and skill development. Few studies regarding
small-scale events and few applications on the level of sport event tourism are
generally noticed. Therefore, we recommend that more future research be con-
ducted so as to be able to use more advanced blueprint approaches that can enforce
and improve the marketing planning process, like the customer driven processes of
understanding better the product characteristics of small-scale events, which may
cause pleasure or dissatisfaction to the clients.
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The Role of Gender in the Construction
of Self Through Fashion Brands

Sonyel Oflazoglu

Abstract The relation between consumption and identity continues to be an
important field in marketing literature. In recent years, because of its symbolic
features postmodern consumer culture has been integrated with consumption and
products used. Consumers do not buy products only for their benefits but also for
their symbolic features, therefore symbolic power in consumption must not be
denied. In this context, constructing identity by consumed products and/or con-
sumption processes and symbolic consumption are considered to be interrelated.
The aim of this study is to help understanding the role of fashion brands in con-
struction of the identity of the adults. In this study it is analyzed how people
construct their social identity by fashion brands, especially in intragroup and
non-group social environment, in accordance with Consumer Culture Theory.
Focus group work has been selected for research method; focus group discussion
has been made with female and male participants resident in Turkey—aged
between 20 and 35. The results of the study showed that consumption of fashion
brands have an important role in the construction of the identity of the adults. An
important result among the outcomes of the research is the difference between men
and women in terms of the construction of self through brands. The work reveals
that some factors effective for women participants are not effective for men. In
addition, the reasonably high level of expression of their self by fashion brands is
among the results.
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Introduction

The deep personal relations of today’s postmodern consumers with brands provided
a basis for brands’ proximity to consumption (Power and Hauge 2008). The role of
brands in modern societies shows a variety and symbolic resources play an
important role especially in the construction of the social identity. Thus, the con-
sumers’ deciding between brands through their identity processes and the interac-
tions between these became important in terms of forming the socio-economic
processes of consumption. In our day, the role of consumption in the structuring of
identity is on the increase (Ersoy 2014). Postmodern society is a society of the
spectacle and consumers attempt to express themselves and to be a part of the
spectacle. The definition of the consumer of our day may well include individuals
constructing their meanings. Consumption is a discourse of today’s society on itself
or the way the society talks with itself. Yet, the complexified structure of the
societal relations together with the effort of being a part of the society of spectacle
and constructing a narration gradually create difficulties for the consumer (Binay
2010). Accordingly, the postmodern consumer is not evaluated in the present
society solely as a consumer but she/he is considered as a product of his/her
consumption choices and consumption patterns (Firat 1991). Therefore, individuals
chose “not only products and brands but their life styles and identities” (Perez et al.
2010).

Theoretical Framework

The present work bases on the Consumer Culture Theory (CCT). According to this
theory, identity is approached as a concept both constructed by the personal dis-
courses of consumers and both influenced by the societal factors (Shankar et al.
2001). At this point, the CCT offers an important infrastructure for the present
work. The basic assumption of the theory is that it does not evaluate the culture as a
system of values and meanings shared by all the individuals in a society (Askegaard
and Linnet 2011; Hokkanen 2014).

By this way, consumption can be approached as a vehicle of belonging to the
desired groups and being noticed by the members of that particular group as well as
isolation from undesired groups (Sabah 2013). In this way it is expressed that due to
the symbolic meanings of the products, consumers using and buying them enhance
their self and that self can be a capsule composed of symbols and through the
consumption rituals the symbolic meanings of the consumed products are
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transferred to the self. Escalas and Bettman (2003) by creating a bond between self
and brand, claim that consumers use products and brands to create an image of the
self or to present this image to others, because for a consumer social groups are
important, the individual compares himself/herself with others and the accordance
between the self and the brand becomes effective in the group as well. Kleine et al.
expresses that individuals can also develop a social identity through the products
they possess. Fournier (1998) reveals that some individuals use brands in a clas-
sification related with “who they are”. Therefore individuals are engaged in con-
suming activities those support their representations and selves in the society. In our
day, not products but meanings are consumed (Odabag1 1999).

The products purchased by consumers can function as a vehicle enabling the
manifestation of their identities. Escalas (2004) states that in case of the use of
meanings inherent in brands in the construction of consumers’ selves and in case of
their use in communication with others, there is to be a strong bond between the
brand and the consumers’ definition of their self. The construction of a strong and
meaningful self-brand relation would come true depending on the bond between
the personal experiences of consumers with the image of the brand and brand’s
satisfying a psychological need.

Methodology

For this research focus group interview was applied due to its accordance with the
subject. In the interviews and focus group meetings the collected data was analyzed
through “taking notes”, “information form” and “recorder”. In the focus group data
analysis the “depictive summary” data analysis by Krueger (1994) was selected as a
guide (Tables 1 and 2). Utilizing this categorization, the subjects which are most
concentrated on the participants in the interviews and focus group activities aimed
to be analyzed according to the “frequency of words and sentences.” In the
selection of the participants, purposive sampling approach was used. In the end of
the process, focus group was realized with eight people and to collect data during
the process of discussion semi-structured interview method was used. The partic-
ipants were from the age group 25-35. Eight of the participants were women and
four of them were men. To be able to ease comparison, two different summary
tables were used according to the gender of the participants. Letters, instead of
actual names of participants, were used. The meetings were recorded depending on
the assurance of confidentiality given by the moderator who also did the deci-
phering of the records (Kavoura and Tomaras 2014).
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Findings and Discussion

In the discussion, the role of the fashion brands in the construction of self was
emphasized primarily. Therefore, it can be said that the fashion brands are in a
central position in the construction of an ideal self as well as an actual and social
self. This data explains the role of possessions defined by Belk (1988) in the
construction of self. Both the stories can be explained by the claim of destruction of
self by Belk (1988) related with the involuntary losses of possessions. Another fact
seen in narrations is that after these losses in the past, individuals were directed to
similar fashion brands and that there are traces of brand loyalty. The second part
focuses on how participators define their selves through consumption in the
group. The expressions overlapping with the influence of family members of par-
ticipators and friends take place in this part. Belk (1988) claims that individuals
define, learn, and remember who they are through possessions. During the process
of socialization, individuals may attach and add deep, different meanings to brands.
In Table 2, the summary of the interviews done with male participants takes place.
According to this, the role of families and parents in the construction of self for man
has been emphasized much more when compared with that of women. Similarly,
showing a major difference from women'’s cases, the sense of jealousy does not take
much place in the expressions of men. The issue of self-brand congruence took
more emphasis from men which create a difference from the case of women. In the
part of the research related with the involuntary loss, men highly differ again from
women. While men experience the feeling of losing all their life experience together
with the involuntary loss or damage of their products; women experience a
destruction of the self with the material loss of their possessions.

That the participators use fashion brands as showcases of their identity and self
and that their symbolic meanings are very important in the construction of the ideal
self are among the conclusions of his work. Fashion brands are central to the
entrance to intra-groups and outer groups and these brands categorize the members.
This categorization helps marketers to define their target consumers right. By this
way, marketers will be able to strengthen the belonging of certain groups and
communicate with social identities to control the brand. The works in the future can
obtain different results by using a different qualitative method.
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Bologna Efforts to Promote Skills
and Competences in Higher Education
and the Greek Context

Sofia Asonitou and Harris Tromaridis

Abstract The words “skills” and “competences” have appeared intensely in the
academic life of the European Higher Education Institutions (HEISs) as in other parts
of the world in the past decades. The present study reviews the endorsement of
skills and competences under the EU and the Bologna Agreement and attends their
evolution through the steering documents that aim to achieve the integration of
European Higher Education (HE) systems as well as the enhancement of European
graduates’ employability.

Keywords Higher education - Skills - Competences - Bologna process - Steering
documents

Introduction

As technology has progressed in recent decades, society and working conditions
have been transformed. Manufacturing has given more space to service industries
and white-collar workers outnumber blue-collar workers (Bell 1974; Hammer 1996;
Herbert and Rothwell 2005). Above all, power is no longer derived from property
and position but from knowledge, particularly theoretical knowledge. Globalisation
has intensified the international competition and the pace that work processes are
changing (Keep 2000). Skilled jobs require “perceptual and conceptual skills” that
need to be renewed if workers wish to remain employed. Knowledge and learning
are the means to continuous upskilling and consequently the “learning force” is
already greater than the “workforce” (Trist 1974; Frank and Meyer 2007).
Employability is defined as the ability to gain initial meaningful employment or to
maintain employment and to be able to move around within the labour marker
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(Working Group on Employability 2009). Education is playing a crucial role as the
means of attaining the required knowledge, skills and competences that will ensure
people have more opportunities to become employed (ILO 2008). Employment
prospects depend on additional factors than the possession of the required skills and
competences. These factors are mainly the general state of the economy on the one
hand and job  candidates’ individual characteristics  (European
Commission/EACEA/Eurydice 2014).

Increased attention to the development of certain skills may help to reduce
drop-out rates in first-year students. Research reveals that drop-out rates are the
highest at the end of the first academic year. First-year students are particularly
vulnerable to dropping out of HE, since their expectations might be very different
from what they actually expected from their studies or they may have a feeling of
helplessness and failure at the start of HE studies. Hence, paying attention to newly
admitted students’ experiences and skills development is of particular importance
(EHEA 2015).

Establishment of European Higher Education Area (EHEA), modernisation of
education, mobility and integration of learning systems and quality assurance
systems are among the means to promote the employability of European citizens
and the international competitiveness of European HE. Bologna Process and EU
work in parallel to introduce the concepts that lead to successful implementation
and attend thoroughly the evolution of this endeavour through specific tools and
steering documents like the ECTS, the European Qualifications Framework, the
Diploma Supplement, Quality Assurance, the three-cycle system and the evaluation
of learning outcomes.

EU and the Bologna Process

Higher Education (HE) has been in constant reform the past decades due to factors
affecting the economic and social environment. In the U.S., the employers have
initiated the reforms in higher education in order to keep pace with the changes in
the economic environment and the development of graduate’s skills and compe-
tences. In Europe the changes in Higher Education Institutions (HEIs) were initiated
by the Bologna Agreement (1999) and the European Union. Their efforts resulted to
the introduction of new concepts for HEIs such as the learning outcomes, the
ECTS, the European Qualifications Framework (EQF) which have been gradually
introduced into the Greek HE System in the past decade. All these new concepts
aim, among other, to reform education away from its rule-driven textbook by
incorporating skills and competences into the curriculum. European countries have
been heavily influenced by the Bologna Declaration of 1999, which was based on
the Sorbonne Declaration of the previous year (1998). In fact, it was the Bologna
Agreement that sparked the large-scale educational reforms in Europe, as it states
that universities should accept the challenge to construct the European Higher
Education Area (EHEA 2015). By 2010, 47 countries were involved in the Bologna
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Process. By 2015 nine Bologna conferences were held (including the Sorbonne
Declaration) and corresponding communiqués have been issued to describe the
achievements and the targets of participating nations for the future.

At the European level, two types of cooperation exist that work towards the
development of Higher Education (HE) to achieve high employment and growth
rates: the European Commission and the Bologna Process. The support of European
governments and universities has been sought in order to meet the targets of the
next decade. In 2010, the Lisbon strategy evolved into the EU Commission’s
‘Europe 2020’ strategy. The scope of this report was to overcome some of the
failings of the previous initiatives and reshape the objectives in the light of the
economic crisis (Beerkens and Vossensteyn 2011). The Bologna Declaration of
1999 followed a series of meetings, working groups, seminars, conferences and
reports within the European area in order to investigate and explore a range of
objectives and promote the integration of the educational systems. The focus of
these seminars and working groups included issues of comparability, quality
assurance, accreditation, the credit transfer system, learning outcomes and the
development of European students’ skills and competences.

European Credit Transfer and Accumulation System
(ECTS)

European Commission and the Bologna Working groups, over the past 15 years,
have issued many reports in order to disseminate their objectives, recommenda-
tions, or the results of studies of employability and the skills regime of European
countries and in relation to non-European nations (EC 2003; Vukasovic 2004; EU
2006, 2008; Tuning 2010). In several Bologna seminars (Bologna 2002, 2003), the
credit system was discussed in depth. The Bologna seminar in Edinburgh on
learning outcomes endorsed the proposition that learning outcomes are the basic
building blocks of the Bologna package of educational reforms and that this
methodological approach is at the heart of the paradigm shift from teacher to
student-centred learning (Bologna 2008a). During the Bologna seminar on ECTS
and student workload participants from European universities, student bodies,
national ministries and international organisations, agreed that ECTS credits are
based on learning outcomes and the appropriate workload that will allow students to
achieve the expected learning outcomes (Bologna 2008b). The seminar emphasised
the need for a cultural shift at all levels, concerted action by the authorities and
stakeholders, the involvement of students in the verification of the workload and the
regular monitoring of the whole process within the framework of an internal and
external quality review.

Progress indicators so far indicate that regarding the first-cycle learning most
countries use a combination of 180 ECTS and 240 ECTS. There is a slight trend of
more countries to move away from a workload of 180 ECTS (European
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Commission/EACEA/Eurydice 2012). Nevertheless, the 180 ECTS workload
model is still the most widespread, with 58 % of programmes following it in
comparison to the 37 % share of the 240 ECTS workload model. In the second
cycle the 120 ECTS model is by far the most widespread used by 43 HE systems.
On average, 65 % of all second cycle programmes follow the 120 ECTS model.
13 % of all second cycle programmes follow the 90 ECTS model (European
Commission/EACEA/Eurydice 2015).

Learning Outcomes

The ECTS guide defines learning outcomes as: “A dynamic combination of cog-
nitive and metacognitive skills, knowledge and understanding, interpersonal,
intellectual and practical skills, ethical values and attitudes”. Two approaches exist:
learning outcomes may be either threshold statements (showing the minimum
requirements to obtain a pass), or reference points describing the typical (expected)
level of successful learners’ achievement. In any case, statements on learning
outcomes must clarify which definition is being used. The EU report (2007a) on
NQF/EQF explicitly states that the Learning Outcomes approach is a fundamental
part of a paradigm shift in the relationship between HE and the outside world. It
emphasises that it is an approach that provides the basis of a dialogue between HE
and employers, and also provides a tool, and a language, for accountability to the
wider society. The implementation of the NQF and use of learning outcomes should
not be presented as ‘yet another reform to be tackled’. Providing academics with
substantial information about the need for an NQF and a learning outcomes-based
approach is needed to encourage commitment. The information should also include
examples of good practice in other countries/sectors/HEIs, such as the Tuning
project (Tuning 2010). This implies the need for the more structured
dissemination/availability of information. In order to promote this, efforts on the
part of the commission and the national competent bodies may be appropriate. For
instance, the Bologna experts can play an important role in this (EU 2007b, p. 27).
The Tuning project in Europe addressed the issue of skills and competences
through research projects for subject specific areas such as business, chemistry,
mathematics, history and geology. Over time Tuning has developed into a Process,
an approach to (re-)designing, developing, implementing, evaluating and enhancing
quality first, second and third cycle degree courses. 38 of all HE programmes use
ECTS (majority). In the rest nine systems, ECTS use ranges between 75-99 % of
programmes. These findings reveal that important improvement over the 30 and 7
countries respectively found in the corresponding groups in the previous report.
From this point of view, ECTS implementation can therefore be considered close to
final achievement.
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Linking ECTS to Learning Outcomes

The ECTS is closely related to the learning outcomes and the associated workload
which are intimately linked to the assessment and assessment criteria (European
Commission/EACEA/Eurydice 2015). These issues are integral to the correct
application of a credit system (ECTS 2015). Although quantitative data show that
there is progress in applying ECTS for accumulation and transfer, the implemen-
tation of linking credits with learning outcomes is still lagging behind. Greece is
among the countries that ECTS credits are allocated to all components of all HE
programmes, enabling credit transfer and accumulation. ECTS credits are demon-
strably linked with learning outcomes both through law and steering documents.
Data shows that 22 higher educational systems have linked all parts of programmes
to learning outcomes while another 19 estimate that 50-99 % of their institutions
have done so (European Commission/EACEA/Eurydice 2015). The shift to a
student-centred approach based on learning outcomes requires a consistent and
transparent way to allocate ECTS credits on learning outcomes. There are occasions
that HE systems assign ECTS to learning outcomes on the basis of teacher-students
contact hours or on a combination of student workload and teacher—student contact
hours. This is a mechanical calculation of ECTS and it is not compatible with the
spirit of competence-based education. There is a group of seven systems that use
this type of credits allocation.

The proper way is that credits are allocated on the basis of learning outcomes
achieved and on student workload. Typically 36 HE systems follow this pattern. In
Albania and Liechtenstein, credits are allocated on the basis of student workload
only while in the U.K. achieving the student learning outcomes is the only criterion
for credit allocation (European Commission/EACEA/Eurydice 2015).

European nations in order to support the implementation of learning outcomes
have stipulated their establishment through legislation (32 HE systems) or through
guidelines or recommendations (14 HE systems). Only in Albania and Hungary
there is no central support of learning outcomes at all. Greece is among the
countries that have issued the proper laws to encourage learning outcomes
(Asonitou 2014). This shows that the importance of learning outcomes in pro-
gramme development has grown within Bologna nations. European HE systems
have already put in place quality assurance procedures for monitoring the use of
learning outcomes and assessment of student achievements. In most countries there
are external quality assurance agencies for programme accreditation/approval
according to EU recommendations.
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European Qualifications Framework (EQF)

The European Qualifications Framework (EQF) is an overarching framework that
makes transparent the relationship between European national (and/or sectoral)
educational frameworks of qualifications and the qualifications they contain. It is an
articulation mechanism between national frameworks. Currently, two European
Qualifications Frameworks exist. One focuses only on HE and was initiated as part
of the Bologna Process, while the other focuses on the whole span of education and
was initiated by the European Commission. The first is called a Framework for
Qualifications for the European Higher Education Area (QF-EHEA), while the
second extends across all areas, including HE, and is called the European
Qualifications Frameworks for Lifelong Learning (EQF-LLL 2015; Tuning 2010).
At least 16 countries have made substantial progress in the implementation of NQFs
since the 2012 Implementation report. However, 10 countries still have not started
implementation at programme and institution level, and some of them show no
progress since 2012. Belgium, Denmark, Estonia, France, Germany, Ireland, Italy,
Latvia, Lithuania, Malta, the Netherlands, Norway, Poland, Spain, Sweden, and the
United Kingdom (Scotland) have fulfilled all the steps in implementation of
qualifications frameworks and have the self-certification report that can be con-
sulted on a public website. Austria, Croatia, Greece, Iceland, Lithuania and Portugal
miss only the step of providing information on qualifications frameworks on a
public website.

The Greek Context

Greece is one of the European countries which signed the Bologna Agreement in
1999. Consequently, education reform was initiated by the Government, which has
been attempting, since that time, to introduce the necessary changes in order to
harmonise the Greek education system with the Bologna requirements. The gov-
ernment has made substantive efforts to bring about change since 2003 and it
continues to issue relevant laws and presidential decrees (FEK 2015). In July 2005,
the Law on Quality Assurance in HE was passed, transferring credit points and
Diploma supplements (L. 3374/2005). Greece has also completed the process for
the National Qualification Framework (Zaheilas 2012; EOPPEP 2015). The process
of harmonisation with the Bologna Requirements started in the previous decade in
Greece, for which a series of laws have been introduced. Law 3191/FEK
258/A/2003 on the National Connection System of Vocational Education and
Training with Employment and Law 3369/FEK 171/A/2005 on Lifelong Learning
and Law 3549/FEK69/2007 prepared the frame for the introduction of laws on
Quality Assurance and ECTS. Next important law is 3374/FEK189A/2005 which
relates the Quality Assurance of HE, the establishment of ECTS and the diploma
supplement. The Ministerial Decision in FEK 1466/2007 complemented this law,



Bologna Efforts to Promote Skills and Competences ... 41

which states that the European system of transfer and accumulation of credits is
based on the workload that a student must complete in order to achieve the course
objectives, according to the learning outcomes, skills and competences required for
successful course completion. Law 4009/FEK195A/2011 is a very important Frame
Law that abolished most of the previous laws and aimed to bring a new perspective
to HE through reforming the institutions’ management and the years of study,
introducing skills and competences in HE courses, and laying down criteria for
academic teachers’ promotion and other important issues.

Other Tools Within EU Framework

Among the tools of EU devoted to the enhancement of mobility within European
frontiers and skills specification is ESCO and DISCO initiatives. The objectives of
ESCO (European Skills Competences and Occupations) is to enhance online and
skill-based job matching, to promote skills and competences in the employment
services and to describe qualifications in terms of knowledge, skills and compe-
tences. ESCO identifies and categorises skills/competences, qualifications and
occupations relevant for the EU labour market and education and training, in 22
European languages. It provides occupational profiles showing which competences
and qualifications are relevant for an occupation (ESCO 2015). DISCO is the
European Dictionary of Skills and Competences. It is an online thesaurus that
currently covers more than 104,000 skills and competence terms and approximately
36,000 example phrases. DISCO is available in eleven European languages and
offers a peer-reviewed terminology for the classification, description and translation
of skills and competences. It is compatible with European tools such as Europass,
ESCO, EQF, and ECVET (European Credit system for Vocational Education and
Training), and supports the international comparability of skills and competences in
applications such as personal CVs and e-portfolios, job advertisements and
matching, and qualification and learning outcome descriptions (DISCO 2015).

Conclusions

Recommendations of EU and Bologna communiqués are incorporated into national
HE systems and their implementation is monitored through several indicators.
Evidently, the national HE policies are becoming increasingly subject to
European-level decisions. Although the concepts of skills and competences have
been introduced in the HE systems of the participating countries in the Bologna
Agreement through the notions of ECTS and learning outcomes, the pace of
adoption varies among nations. The structural adoption of learning outcomes as
core element towards student-centred education is easier to achieve than the actual
incorporation of skills into everyday teaching and assessment. Due to rapid changes
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in the economic environment, graduates often realise that they do not have the skills
and competences they need for their professional take-off or for maintaining their
job. Therefore policy-makers, academic staff and students should work together, to
attain the goals of enriching skills and competences with the ultimate objective to
increase employability of graduates as well as the continued development and
sustainability of HE systems. Special attention should be given to the link of credits
to learning outcomes in contrast to surface and mechanical calculations of ECTS for
pure legitimising purposes.
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Core SKkills as Marketing and Management
Tools: Evidence from the Tourism Sector

Sofia Asonitou and Ourania Vitouladiti

Abstract Skills’ development is considered as one of the most important drivers of
productivity growth and competitiveness at the enterprise level. Employers, aca-
demics, and policymakers have recognized the importance of social and profes-
sional skills as valuable qualities for a successful career in all sectors of the
economy. In Greece, the tourism sector is considered as a key factor for the
development of the country and its economic progress. It is also assumed that
the human factor in tourism, in the form of service personnel, is critical for the
success of a business and conducive to the general favorable evaluation of a des-
tination. The present study combined the skills’ narrative with secondary research
data analysis from the tourism sector, and quantified the influence of skills devel-
opment on the evaluation of the destination and the vacation experience acquired.
The findings bear important implications for marketing, management, and educa-
tional issues in tourism.

Keywords Core skills « Personnel - Tourism sector - Greece

Introduction

The last decades, nations and governments across the world have focused on
improving the skills of workforce as a key strategy for improving national com-
petitiveness. Education and training are linked to economic performance and
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therefore there is an increasing demand for a multiskilled and knowledgeable
personnel (Finegold and Soskice 1998). The International Labour Office declares
that skills development is fundamental to improving productivity (ILO 2008). Other
factors that policymakers should develop in parallel to skills are an environment for
sustainable enterprise development, social dialoge and investments in education,
health, and infrastructure. The virtuous circle between productivity growth, raised
income, and poverty decrease presupposes the adoption of a strategy focused on
effective skills development system. An effective skill development system is one
which connects education to enhanced employability and to sustainable produc-
tivity growth (ILO 2008).

In the effort to establish a skilful workforce and an effective education and
training system stakeholders should not assume that the terms “skills,” “compe-
tencies,” and “skills development” are straight forward. On the contrary they bear
with them ambiguities and controversies that add to the difficulties of their smooth
growth (Keep and Payne 2004). The objectives of this paper are: (a) To present the
theory of the skills’ issue underlying their evolution and importance for the tourism
business environment and the development of the human resources (b) To use
secondary data from the tourism sector in order to emphasize the influence of
human resources skills on the overall evaluation of a tourism destination (c) To
extract reliable results that offer practical implications for marketing, management
and education, in tourism.

Theoretical Background

The meaning of “skill” has changed through the time span of the last decades (Keep
and Payne 2004). Some scholars argue that skills mean just what each user wants
them to mean (Oliver and Turton 1982). Over four decades ago skill was connected
mainly to the physical dexterity and technical “know-how” of the manual craft
worker (Keep and Mayhew 1999). In the more recent years, these terms have much
broader application and a rich vocabulary appeared to describe their nature and
content which is used interchangeably in many occasions, i.e., generic skills, core,
key, transferable, horizontal, social, professional, reasoning skills, problem solving,
personal, and interpersonal skills that may include motivation, discipline, leader-
ship, teamwork, initiative, ethics, and more. “Occupational skills” are described as
the iceberg comprising what on closer examination one would call personal char-
acteristics, attitudes, values, attributes, or behavior (Hyland 1999). Additionally,
and despite the fact that the word “skill” is an international term and trend, all
countries do not approach and do not conceptualize “skill” and “training” in the
same way (Keep and Payne 2004). This has serious implications for wages and
labor mobility especially within the European Union area. For this reason, special
effort is needed to investigate the implications of skills shortages and skills needs of
workforce in each country and within different economic sectors and fields.
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Tourism is continually expanding and has become one of the largest and
fastest-growing economic sectors in the world with new tourism destinations added.
The UNWTO forecastings indicate a continuous increase in arrivals worldwide
(UNWTO 2015). Therefore, considering this fact, it is necessary for destinations to
maintain and even increase their popularity and clientele. In this perspective,
making a destination attractive and increasing the satisfaction from the experience
acquired is really vital.

To meet the quality and demand, tourism industry requires skilled human
resources. Personnel’s skills, among other factors have been recognized to be
essential for the overall satisfaction from the destination. Surveys have proved that
apart from interpersonal, communication, problem solving skills, it is essential to
provide additional key competencies such as cross cultural sensitivity, emotional
intelligence, inquisitiveness, openness to new perspectives, and influences, cross
cultural negotiations, managing uncertainty and complexity in international busi-
ness environments, international adjustment and adaptability, and self-management
(Vance and Paik 2011). Other studies indicate that tourism sector employers put
more emphasis on interpersonal and personal skills of employees than a college
diploma (Ricci and Kaufman 2007). Another argument is that tourism employers
value high the overall intellectual ability of employees, their flexibility, good
communication skills, language skills, IT competencies, and their ability to handle
unexpected situations (Singh 2005). Important qualities include: teamwork, guest
service skills, professional appearance, and an understanding of the industry
expectations (Tesone and Ricci 2005). Researchers in the hospitality sector
(Christou and Eaton 2000; Irwin 2005; Nelson and Dopson 2001; Tas 1988) and in
a variety of other fields including accounting (Asonitou 2014; Hassall et al. 2003)
international management (Demir and Séderman 2007) and marketing (Walke et al.
2009) argue that most of the graduates after their graduation are well aware of the
job knowledge (hard skills), but they lack the necessary job skills (soft skills). In
short, these studies refer to a gap between what the market needs and what the
tourism graduates can offer. In the Greek context, previous studies have shown that
there is serious gap in business administration graduates’ soft skills possession and
the relative needs of the market (Asonitou 2015a, b; Christou 1997, 1999, 2002).
This has implications for higher education curriculum including the tourism edu-
cation and consequently all stakeholders, educators, employers, and policymakers,
should plan and act accordingly (Christou 2002; Sheldon et al. 2008; Wang 2008).

Employers in the service sector even more than other sectors, look for certain
skills, in other times and otherwise called qualities, traits, or attributes, like
politeness, respect, positive attitude, and friendliness. A tendency is being created
for organizations in the service sector to manage the way their employees feel and
look and not just the way they behave so that work becomes emotional and aes-
thetic as well as, or instead of productive (Grugulis et al. 2004). In hotels and bars,
the appearance, the behavior, the accent, and the general stylishness of the bar-
tender, waitress, or retail assistant are part of what makes the service being offered
trendy and upmarket (Nickson et al. 2001). Although there is evidence of negative
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aspects of this tendency, people who work with their emotions report higher levels
of job satisfaction and take significant pleasure in the emotional aspects of their
jobs (Korczynski 2001). Therefore, an emphasis is put in certain attributes of
the service personnel like appearance, socialization, friendliness, politeness, and
communication.

Secondary Research

In order to support the above theoretical concept of increased productivity through
increased skills development, the summary findings of a previous study (Vitouladiti
2013) are presented underneath. The study surveys the importance and dynamics of
social and professional skills, in the tourism sector, and their implications for the
overall experience for the destination. The specific study attempted to add to the
limited research on human resources in the field of tourism.

Despite the importance applied by scholars (Christou 2002; Velissariou 2012;
Vitouladiti 2013) on the skills of personnel in tourism, as a differentiating element
capable of creating a positive destination image and comparative advantage, the
researches that have been conducted focused mainly on the hospitality sector and
not on the tourism sector as a whole. Also, there have not been researches that
studied the impact of personnel on the overall assessment of a tourism destination,
(Baum 2007; Eurobank EFG 2007; Haynes and Fryer 2000; Kaye and Taylor 1997,
Lockyer and Scholarios 2004; Lucas 2004; Velissariou and Zagkotsi 2009; Wang
2006). The original study (Vitouladiti 2013) included all types of tourism enter-
prises (hotels, other accommodation types, travel agencies, tour operators, infor-
mation centers, restaurants, etc.) and focused on the measurement of the impact of
service personnel to the overall assessment of the destination and the vacation
experience acquired. The research was implemented at an insular mature Greek
destination.

Methodology

The questionnaire contained the following six skills/attributes: communication,
politeness, friendliness, quality of service, level of professional knowledge of the
personnel employed in tourism, and personal hygiene/appearance. The respondents
(foreign tourists) were asked to judge the service personnel by rating these skills on
a scale of five point choices, as follows: 5 = very good, 4 = good, 3 = neither good
nor bad, 2 = bad, and 1 = very bad. Moreover, the respondents were asked to
evaluate the overall experience acquired in the destination by using another scale of
five point choices as above.
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Findings

The study implemented descriptive statistics to obtain the visitors’ assessment on
the service personnel, factor analysis in order to group the variables and logistic
regression in order to create a logit model that would demonstrate the impact of
personnel skills on the overall evaluation of the destination and the acquired
vacation experience.

On the basis of the descriptive statistics, all the variables/skills obtained a rat-
ing >4 (meaning good). These ratings show that the evaluation can be considered
satisfactory in general.

The factor analysis (Principal Component Analysis) produced the following two
factors with the respective factor loadings: Factor 1—Social skills (quality of ser-
vice 0.61—communication skills 0.63—politeness 0.86—friendliness 0.88). Factor
2—Professional skills (level of professional knowledge of the personnel employed
in tourism 0.86—personal hygiene/appearance 0.75).

Following, the logit model was structured in order to answer the question: “does
the improvement of these two factors result in improvement of the overall expe-
rience acquired in the destination?” The formation of the overall evaluation was
defined by the above two factors.

The findings, clearly indicated that an increase to the factor “social skills” of one
unit increases the possibilities for “very good” evaluation by 2.5 times. The increase
refers to Exp(B). An increase to the factor “professional skills” of one unit increases
the possibilities for “very good” evaluation by 2.42 times. The increase refers to
Exp(B).

The findings revealed the influence, in measurable terms, of each one of the
factors to the improvement of the overall experience acquired in the destination.

Discussion

The findings of this research are important since they validate the significance and
the dynamics of service personnel’s skills to affect the overall evaluation of a tourism
destination and the vacations experience acquired. The present study’s contribution
is, among other, the provision of measurable validation of the importance of
employees’ skills. The authors interpret the findings about the social and profes-
sional skills of service personnel through the “virtue circle” narrative (ILO 2008).

These findings could lead effectively the managers and the authorities to enhance
and exploit this element in order to maximize the prospects for positive evaluation
of the destinations in general and the tourism enterprises operating in them in
particular. This element, the positive evaluation, is a necessity for mature desti-
nations that are struggling to find differentiating factors from the competition. The
positive evaluation of experience and increase in satisfaction could lead to customer
loyalty (Bosque et al. 2006).
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It seems as an undeniable conclusion that the development of human resources’
skills has become a vital issue and enterprises can rely on it to achieve competitive
advantages. Human resources’ training and skills development in order to deal with
people and provide the right service with the required standards is a must for
tourism enterprises in obtaining satisfied customers and generating profit as a result.

The development of human resources’ skills will produce customer loyalty,
positive word of mouth publicity, positive comments through the social media, and
effective advertising (Kavoura and Katsoni 2013; Kavoura and Stavrianeas 2015).
All these can lead to repeat visits and a stabilized labor market with increased
possibilities for economic and productivity growth. However, it is necessary to
point that skills development and human capital training alone cannot raise enter-
prise and national productivity. Other sets of factors are necessary and skills should
be part of larger development strategies in order to contribute to overall productivity
and employment growth (ILO 2008).

This paper can also offer guidelines for training priorities, curriculum, special
courses, etc. The importance of tourism training and education is undisputable.
Also, the need of matching the courses of tourism studies with industry require-
ments and management advances has been recognized by researchers (Raybould
and Wilkins 2006).

The European Union (EU) education strategy promotes the reform of Higher
Education systems toward to an integrated, knowledge-based economy (EC 2000).
Central to these reform strategies are issues of quality assurance, accreditation,
credit transfer system (ECTS), learning outcomes, and the development of
European students’ skills and competences. ECTS credits are based on learning
outcomes and learning outcomes consist of the knowledge, the skills and the
competences that the graduates acquire at the end of their academic life. The
inclusion of skills into the curricula of Higher Education is emphasized into the
Greek Frame Law (4009/FEK195A/2011) which specifically declares that the
mission of Higher Education Institutions (HEIs) includes the promotion of skills
and competences, by the use of new teaching methods and urges academics to help
students to develop their critical thinking skills (Asonitou 2014).

It is argued that the useful skills, offered by education, in addition to practical
experience in the industry are the sources for the high employment rate of tourism
graduates (Busby 2001). Therefore, tourism enterprises should hire graduates from
tourism schools and should provide opportunities for advancement and promotions.
It is imperative that tourism employers invest in education and in the creation of
harmonic working relationships by avoiding frequent employees’ changes, a
common practice in the tourism sector. The tourism enterprises should provide
opportunities for regular training programs to keep their personnel up to date with
the clients’ developing demands and with the constantly evolving technology.
Especially in the cases of large hotels and tour operators, these findings may
indicate ways to satisfy their clientele’s demands by developing training programs
in collaboration with tourism schools.

Satisfied and loyal clientele is the main objective of tourism marketing and of
tourism enterprises. This is especially true for the tour operators that handle a



Core Skills as Marketing and Management Tools ... 51

complex tourism product and a demanding clientele with high educational level and
high travel experience (Vitouladiti 2014).

In countries which rely on incoming tourism arrivals, education and skills
development are essential in order to obtain high service standards and deal with the
competition.

Future Research

Further research is necessary in order to indicate the context and areas of collab-
oration among educators, employers, and policymakers to further develop skills in
the tourism sector. Additionally, further field research is necessary from Higher
Education Institutions (HEIs) in order to diagnose the actual possession of core
skills and comparison to the market needs. Research findings from other field
studies in Greece like accounting (Asonitou 2015b) indicated that students lack
interpersonal skills which comprise the ability for team work, assuming leadership
positions and organizing and delegating tasks. The low level of interpersonal skills
inhibits the development of other skills like communication, research and inter-
disciplinary skills, problem solving, critical thinking, and other skills. Therefore,
future research could concentrate on the priorities for soft skills improvement
within higher education tourism courses.
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Description:

This symposium attempts to cast light on concurrent advances in the fields of
organisational behaviour, HRM, SCM, innovation and knowledge management,
strategic leadership and higher education. Diverse and modern perspectives on the
development and evolution of the relative disciplines on regional and national level
will be discussed and debated. However, does the current crisis impose threats to
survival (kills?) or yield opportunities for changes and synergies to growth (links?)?
Are the same fundamental cornerstones such as leadership, strategy, knowledge and
innovation that produce both excellence and perish? (Knowledge Innovation
Leadership Learning Strategy: KILLS? Leadership Innovation Networking
Knowledge Strategy: LINKS?) In the light of the current recession, this symposium
aims to track different views, discuss and publish research on the challenges in the
field of management, which influence societies, cultures, networks, organizations,
teams, and individuals. Furthermore, this session will put special emphasis on the
investigation of those business processes fostering innovation and facilitating
management transitions from dominant structures to more evolutionary, develop-
mental paradigms.



Knowledge Management and Employee
General Competencies in Accounting
Firms

Panagiotis Trivellas, Nikolaos Kakkos and Ilias Santouridis

Abstract This paper aims to shed light upon the impact of knowledge management
on employee general competencies in accounting firm services (accounting offices).
In this study, general competencies consist of abilities regarding (a) communication
and teamwork, (b) problem solving and prioritizing, (c) time management and cre-
ativity, (d) interpersonal relations, (e) knowledge acquisition and application, and
(f) risk taking and challenging. Knowledge management is primarily regarded the
knowledge sharing culture, which consists of values about communication and
information exchange, human relations, group decision-making and knowledge
diffusion. The stimuli of this research can be traced on the empirical inconclusiveness
in the existing literature investigating individual competencies and knowledge
management mechanisms, as well as their association. The empirical findings from a
survey of 141 employees in accounting offices in Central Greece confirm that all
types of general competencies are significantly associated with knowledge sharing
culture. As a consequence, management may invest on training in order to develop
general competencies, which in turn, will boost knowledge sharing. Thus, accounting
services firms may build a sustainable competitive advantage on knowledge
management.
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Introduction

Globalization, fierce competition, financial crisis, and advances in communication
and information technology trigger the emergence of a knowledge-driven economy
forcing organizations to depart from traditional perspectives in terms of human
resources and adopt a knowledge management approach. Knowledge management
(KM) focuses on identifying, sharing, creating, and storing of knowledge in pursuit
of organizational learning (Rowley 2000).

In the OB literature, a series of empirical studies has acknowledged the impact of
knowledge sharing (KS) on the successful implementation of KM and organiza-
tional excellence (e.g., Widen-Wulff and Ginman 2004; Yang 2007a). KS aims at
the creation of job-related tacit knowledge amongst organizational members. KS
embraces employees’ willingness to share knowledge (King 2006) and colleagues’
information exchange across the organization (Bartol and Srivastava 2002). KS
behavior can be shaped and expressed by a variety of forms and factors such as
motivation, social relationship, and organizational culture (e.g., King 2007; King
and Marks 2008; Lee and Suliman 2002; Goh 2002). Knowledge transfer and
exchange among group members of an organization facilitates the development and
sharpening of individual competencies (Hakkarainen et al. 2004; Sveiby 2001).
Competencies can be distinguished into specific, which are essential to perform
specific technical (or functional) tasks and also, general competencies including
intelligence, information-processing, key competencies, and meta-competencies.
More, the literature provides support to the influence of general competencies on
job-related attitudes such as job satisfaction and performance.

Theoretical Background

Knowledge Management and Knowledge Sharing

In the relevant literature (e.g. see Nonaka 1991; Rowley 2000; King 2007),
Knowledge Management (KM) is defined as a process of collecting and identifying
valuable information (i.e., knowledge acquisition), enabling employees to recover
organizational knowledge, exploiting, applying knowledge, and disseminating it
through the organization (i.e., Knowledge sharing) and storing knowledge in a
repository (i.e., organizational memory). A comprehensive definition of KM has
been put forth by Rowley (2000), stressing the importance of identifying, sharing,
creating, and storing knowledge in pursuit of organizational learning.

KM embraces the concepts of explicit (documented) and tacit (subjective)
knowledge (Nonaka 1991). The explicit can be traced in tangible written or oral
forms such as procedures, policies, rules, and regulations, and thus, is easily
acquired, transferred and shared; the tacit knowledge, also termed “embrained
knowledge” and “procedural knowledge” (Argyris and Schon 1978; Polanyi 1966),
is intangible and refers to mental constructs, values, beliefs, and know-how.
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Knowledge sharing (KS) has been regarded as the most crucial component of
KM (e.g., Bock and Kim 2002; Gilbert and Krause 2002; Inkpen 2000; King 2007)
and defined as employees’ willingness to share their valuable knowledge with
others (King 2006) as well as employees’ actions to diffuse and exchange infor-
mation across the organization (Bartol and Srivastava 2002). Empowering indi-
viduals to be willing to share knowledge, can be expressed by various forms (King
and Marks 2008), stemming from personal belief structures and/or institutional
structures (Szulanski 1996) such as shared values, norms, accepted practices, or
perceptions held by employees within an organization; these are usually described
as “culture” (King 2007).

A number of scholars have proved the association of specific characteristics of
organizational culture with the successful implementation of KM, such as collab-
orative (as opposed to competitive) climate and trust (e.g. Goh 2002; Sveiby and
Simons 2002; Wagner 2003), top management commitment (Hislop 2003), men-
toring (von Krogh 1998), accountability for team sharing (Bollinger and Smith
2001), innovative, problem-seeking, and problem-solving orientation (Goh 2002),
and spontaneous and voluntary sharing (Dixon 2002). Ruggles (1998) concluded
that the most important obstacle for knowledge sharing is organizational culture.

Knowledge Sharing and General Competencies

KS attempts to facilitate and develop job-related tacit knowledge amongst members
of organizations. In particular, KS may refer to individuals’ knowledge, insights,
and working experience that are related to current tasks such as daily routines,
accounting services offered, interpersonal relation techniques, communication
skills, standard operation procedures, decision-making, creativity and problem
solving skills, employee behaviors, and customer interaction skills (King 2007).
Knowledge interflows among organizational members helps advance individual
competencies and collectively create new knowledge (Sveiby 2001). Knowledge
synergies lead to enhanced social capital whose benefits are: (a) knowledge sharing
refines knowledge created by dialog amongst members who possess knowledge and
also (b) individual learning for those who receive knowledge. Empirical findings
show that firms’ culture characterized by openness and empowerment boost inte-
gration of individual competencies into organizational knowledge creation and
sharing (Gupta et al. 2000). Following an extensive review of empirical studies in
psychology, sociology and education, Hakkarainen et al. (2004) argued that social
interaction, knowledge sharing and collective problem solving, develop human
competencies related to network expertise. Thus, the following hypothesis has been
proposed:

Hypothesis 1 Knowledge sharing exerts a significant positive impact on general
competencies.
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Methodology

The instrument was a structured questionnaire based on 7-point Likert scales used
to measure knowledge sharing and general competencies. The knowledge sharing
scale adopted has been validated in similar contexts (e.g., see Yang 2007a, b;
Trivellas et al. 2015a). General competencies were measured by the well-
established Allen’s et al. (2005) scale (e.g., see also, Trivellas et al. 2015a, b). The
questionnaire was tested twice before released by five academics and ten accoun-
tants coming from different firms. To ensure translation validity, a translate/back
translate from English to Greek procedure was used by three bilingual researchers.
The field research generated 141 responses (70.5 % response rate) from employees
in accounting services firms (accounting offices). Most of them are micro-
enterprises (less than 10 employees). Regarding demographics, 49 % of the sample
is female, 26 % are front-line employees, 20 % are supervisors (at a lower hier-
archical level), and 48 % are less than 35 years old.

Statistical Analysis

Principal Component Analysis (PCA) confirmed a six-factor latent structure of the
general competencies construct and the uni-dimensionality of knowledge sharing
scale (see for in depth analysis Trivellas et al. 2015b). The resulting six groups of
general competencies were labeled as (a) communication and teamwork, (b) prob-
lem solving and prioritizing, (¢) time management and creativity, (d) interpersonal
relations, (e) knowledge acquisition and application, and (f) risk taking and chal-
lenging. Cronbach’s alpha used to test internal reliability of each sub-dimension
was found to be well over the minimum acceptable reliability level of 0.7.

To investigate the link between general competencies and KS, multiple
regression analysis was performed. Seven control variables were included (i.e.,
gender, age, educational level, working experience, hierarchical level, firm’s size,
and monthly income). The effect of general competencies on KS (see H1) is shown
in Table 1. The model is significant (p < 0.001) while 63.9 % of the total variance
of knowledge sharing is explained by the independent variables. Also, there are no
serious multicollinearity problems among the independent variables as the VIF is
far below the three points limit suggested in the literature. The data were examined
for outliers, skewness, kurtosis, and multivariate normality too.

Findings reveal that four out of the six clusters of general competencies are
significantly and positively related with KS, namely, knowledge acquisition and
application (std. beta = 0.220, p < 0.05), communication and teamwork (std.
beta = 0.234, p < 0.05), interpersonal relations (std. beta = 0.214, p < 0.05), and
risk taking and challenging (std. beta = 0.203, p < 0.05). In contrast, such general
competencies as problem solving, prioritizing, time management, and creativity do
not promote KS culture values. Regarding control variables, only gender
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Tablfe 1 Regression resulttc, Std. beta ‘ Sig.
pertaining to the relationship
between general

Demographics (nonsignificant except from gender and age)

competencies and knowledge ~ Gender —0.153 0.007
sharing, controlling for seven  Age 0.302 0.007
variables Knowledge acquisition and application 0.220 0.014
Problem solving and prioritizing 0.015 0.905
Time management and creativity 0.026 0.830
Communication and teamwork 0.234 0.030
Interpersonal relations 0.214 0.011
Risk taking and challenging 0.203 0.012

Dependent variable: Knowledge sharing culture, Adjusted—R
square = 0.639, p < 0.001 (N = 144)

(std. beta = —0.153, p < 0.01) and age (std. beta = 0.302, p < 0.01) are signifi-
cantly related to KS, meaning that male and older employees exhibit higher level of
KS behavior.

Discussion and Conclusions

This study investigates the link between general competencies and knowledge
sharing (KS) in accounting services firms. Drawing from a sample of 144
employees of accounting offices, four clusters of general competencies are found to
be strongly related to knowledge sharing culture. In particular, extrovert compe-
tencies promoting knowledge acquisition and application, risk taking and chal-
lenging, communication and teamwork, and interpersonal relations are followed by
attitudes facilitating knowledge sharing at the workplace; introvert general com-
petencies such as problem solving and prioritizing, time management and creativity,
exert no effect on knowledge sharing culture.

KS lies at the core of KM. Building on shared values, norms, accepted practices,
or perceptions held by employees within an organization, KS evolves into a
knowledge-centerd culture which molds individual behavior (e.g. see King 2007;
King and Marks 2008; Lee and Suliman 2002; Goh 2002). Then, KS culture
facilitates the development of new general competencies or sharpen existing ones,
such as inventing new ideas, communicating, interpersonal relationships, priori-
tizing, creativity, planning, problem solving, and team working. Still, the
advancement of general competencies drives individual effectiveness expressed by
job satisfaction. Competent employees are one of the utmost important resources in
the pursuit of a sustainable competitive advantage. Hence, managers in accounting
services firms should adopt KM practices and techniques and nurture a KS culture
to improve employees’ competency profiles.
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Satisfaction of Greek Banking Employees

D. Belias, D. Kyriakou, Athanasios Koustelios, K. Varsanis
and G. Aspridis

Abstract The purpose of the study was to explore the levels of job satisfaction of
Greek employees and to examine the effects that specific personal characteristics
have on these levels of job satisfaction. The sample consisted of 252 (51.7 %)
males and 235 (48.3 %) females of different bank organizations. The results of the
present study suggest that in general Greek bank employees are enough satisfied
with their job in general. Moreover, MANOVA and post-ANOVA analysis have
concluded that specific personal characteristics of the bank employees affect dif-
ferent aspects of their job satisfaction and their levels of job satisfaction in total
such as gender, age, marital status, educational level, and the position that they hold
in the bank. Also, the years of their general experience as bank employees, the years
that they have been working in the specific institution and the years that they have
been working in the same position affect their job satisfaction in a statistically
significant way.
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Introduction

Job satisfaction has been under the scientific scope for several decades, yet in the
respective literature there is not available one single definition globally accepted
(Koustelios and Kousteliou 1998). Various surveys have approached the term of job
satisfaction in different ways, yet the researchers agree on the fact that job satis-
faction is a multidimensional notional construct, composed by many individual
elements (Perie et al. 1997).

Job satisfaction is one of the most extensively studied issues of administrative
and organizational and it is considered to be extremely important both from an
economic and a humanitarian and ethical point of view (Chelladurai 1999). The aim
of the present study is to examine the levels of job satisfaction and personal
characteristics of Greek banking employees.

Literature Review

According to Allport (1933; 1954), job satisfaction is defined by the individual’s
“attitude toward the specific job,” while Herzberg et al. (1957) interpret job sat-
isfaction as a motive for the employees. Additionally, Schultz and Schultz (1994)
stress that job satisfaction is not stable, meaning that it should not be expected for
people to feel a complete satisfaction for their jobs.

Later on, Granny et al. (1992) considered that job satisfaction is related with the
individual’s attitude toward his or her job. Also, job satisfaction has an effect on the
individual’s behavior in the working environment, his/her levels of productivity and
efficiency, levels of job absenteeism, and personnel’s motivation (Jewell and Siegall
1990; Balzer et al.1997). Respective research findings conclude that the satisfaction
of intrinsic needs lead to job satisfaction which in turn leads to higher levels of
productivity (Robbins 2001). In addition, it has been found that the positive cor-
relation between job satisfaction and productivity is predominant in people who
work in administrative positions, self-employed individuals, and those whose job is
characterized by complexity (Schultz and Schultz 1994).

Other scientific data suggest that low levels of job satisfaction are related with
increased levels of job absenteeism and the employees’ tendency to quit their jobs
(Krumm 2001). Moreover, respective findings underline the fact that the employees
who are more optimistic about life would leave more easily a job when their levels
of job satisfaction are low than others (McKenna 2000).

Last but not least, as far as job characteristics are concerned, it has been found that
the number of different skills that are required for their job, the job identity, the
degree to which their job has an effect on other people’s lives, the autonomy degree
and working feedback, have an impact on the levels of job satisfaction. Other
variables concern working hours, the working circumstances, financial benefits,
security, type of leadership that is applied in the working environment, type of
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supervision and interpersonal relationships with colleagues and individuals who are
higher in the hierarchy (Antoniou 2009). In terms of gender differences, it is
important for the women’s job satisfaction, their motive of entrance in the labor
market, if this was their option for the development of a career or if they work as a
result of the necessity to contribute in the family income (Schultz and Schultz 1994).

Furthermore, a number of organizational factors in the Greek context have been
considered as crucial antecedents of job satisfaction, such as organizational com-
mitment (Trivellas 2011; Trivellas et al. 2010), emotional intelligence (Trivellas
et al. 2011, 2013a), job stress (Trivellas et al. 2013b), organizational learning
(Dekoulou and Trivellas 2015), strategic HRM (Trivellas 2009), leadership
(Antoniadis and Ananikas 2005), innovation (Trivellas and Santouridis 2009),
psychological contract (Antonaki and Trivellas 2014), and service quality (Trivellas
and Dargenidou 2009; Trivellas and Santouridis 2014).

Research Methodology

The sample of the present study included 487 Greek bank employees. The sample
consisted of 252 (51.7 %) males and 235 (48.3 %) females. With respect to the age
of the employees, 66 (13.5 %) employees were 30 years and younger, the age of
235 (48.2 %) employees ranged between 31 and 40 years, the age of 124 (25.4 %)
employees ranged between 41 and 50 years, and 62 (12.9 %) employees were
51 years and older. Of these, 4 (0.1 %) employees finished elementary school, 27
(5.5 %) finished the secondary school, 319 (65.5 %) employees studied at the
higher education, and 137 (28.9 %) employees obtained master’s. With regard to
participants’ job positions, 19 (3.9 %) were principals, 25 (5.1 %) were deputy
directors, 58 (11.9 %) were chief A (signature), 177 (36.3 %) were chief B (sig-
nature), and 208 (42.8 %) were without an accountability position (officers). With
regard to the years of experience, 247 (50.7 %) employees have less than 10 years
of experience, 151 (31 %) employees had between 11 and 20 years of experience,
and 89 (18.3 %) employees have over 21 years of experience.

In order to measure job satisfaction of bank employees there was used the
Employee Satisfaction Inventory (Koustelios and Bagiatis 1997; Koustelios 2004).
The questionnaire comprises of 24 questions which evaluate the six dimensions of
satisfaction as these are presented at Table 1, whose answers are given on the basis
of a five-point scale ranging from totally disagree (1) to totally agree (5) (Zournatzi
et al. 2006). Questions from 1 to 5 respond to working circumstances, questions 6—
9 are related to the respondents’ salary, 10-12 to development opportunities, 13—16
to the nature of the job, 17-20 concern direct chief, and 21-24 respond to the levels
of satisfaction for the organization as a total.

For the analysis of ESI questionnaire Cronbach’s o was used for the scale in total
and for each factor separately in order to evaluate the questionnaire’s reliability.
Next, descriptive statistics were used such as the mean and standard deviation so as
to determine the levels of job satisfaction that bank employees have.
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Table 1 Statistical tests for ESI variable Crobach’s o

the estimation of reliability on - -

the basis of Cronbach’s o Working circumstances 0.692
Salary 0.741
Development opportunities 0.749
Nature of job 0.802
Direct chief 0.880
Organization in total 0.801

During the statistical analysis of the questionnaires the variables such as gender,
age, marital status, etc., were used as independent variables in order to detect if
there is statistically significant differences between the levels of satisfaction on the
basis of these specific independent variables. On the basis of the evidence given
above the initial hypotheses of the study are the following:

e HO: The independent variables do not differentiate the levels of satisfaction that
bank employees experience and consequently there are no statistically signifi-
cant differences observed in levels of job satisfaction for each one of them.

e HI: Independent variables differentiate the levels of job satisfaction that bank
employees experience and consequently there are statistically significant dif-
ferences in levels of job satisfaction on the basis of each one of them.

The statistical package (SPSS) for the social sciences was used to analyze the
data that were acquired through the distribution of the questionnaires. Descriptive
statistics were applied in order to gain information about levels of satisfaction and
demographic variables.

For the statistical analysis of the data and the examination of the initial
hypotheses there was applied Multivariate Analysis of Variance (MANOVA) for
the total of dependent ESI dependent variables (profession, salary, opportunities for
development, nature of job, direct chief and organization in total). In the cases
where there was detected statistical significance in Multivariate Analysis of
Variance there were conducted Univariate Analysis of Variance—ANOVA) for
each dependent variable.

Results

For the control of reliability of the results and the ESI questionnaire Cronbach’s a
was estimated. Cronbach’s a for scores over 0.7 suggests that the questionnaire and
the results are reliable whose grade of reliability is higher as higher Cronbach’s a is.

As presented in Table 1 analysis has shown that there is high reliability in the
results based on the questionnaire given as Cronbach’s a is higher of 0.7 for each
variable separately and for the questionnaire in total, except for the case of the
variable “Working Circumstances” which tends to 0.7.
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Tal.)le. 2 Descriptive . ESI variable Mean Standard deviation
statistics for variables of job - -
- . Working circumstances 3.47 0.84
satisfaction
Salary 3.07 0.83
Development opportunities 2.90 0.8
Nature of job 3.46 0.84
Direct chief 3.97 0.79
Organization in total 3.41 0.5

More analytically, descriptive statistics for each one of the ESI questionnaire
variables are presented in Table 2.

Discussion—Conclusions

Taking into consideration the findings of the described analysis, it is apparent that
the participants of the study could be characterized as enough satisfied from their
job as bank employees. Also, there have arisen a series of statistically significant
differences in terms of the demographic and personal characteristics of the
respondents and levels of their satisfaction from their job.

In congruence with the respective literature, men are more satisfied from the
nature of their job and the working circumstances in comparison with the women
participants, whereas women are significantly more satisfied from their direct chief.
So, it is affirmed that men and women mainly differ in the sources of job satisfaction
and the different dimensions of jobs that affect these levels (Schultz and Schultz
1994).

Also, marital status plays an important role as married bank employees are found
to be more satisfied from the development opportunities they are offered, from their
direct chief, and the nature of the job which is also found in the bank employees of
higher age, except for the dimension of development opportunities. As far as age,
experience and years in the same position are concerned, literature also stresses that
employees that are more experienced, have been stable in terms of their working
environment and in the same profession present higher levels of job satisfaction,
especially from the nature of the job and their salary (Spector 2000).

The factor of responsibility that has been underlined for its importance by
Vroom (1964) in terms of job satisfaction has also had an effect in this study, as
deputy directors are found to be more satisfied than officers, Chiefs A’ Signature
and Chiefs B’ signature. On the other hand, it could also be claimed that for
directors of the sample the responsibility that they have is not mirrored in their
salary.

Last but not least, the high level of education seems that it offers to employees
higher levels of satisfaction on the basis of the development opportunities given and
their relationship with their direct chief.
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Social Networking Sites’ Usage in a Period
of Crisis. A Segmentation Analysis
of Greek College Students

I. Antoniadis, I. Koukoulis and P. Serdaris

Abstract Social Networking Sites possess a dominant position in the agenda of
marketers and academics around the world. Despite the penetration, social media
and SNSs have in all demographic categories, young persons and students still
remain the main users. This paper examines the usage patterns of social media and
social networking sites by college students. 512 students of TEI of Western
Macedonia have participated in our research, answering questions regarding 18
different usages of SNSs. Four main categories of SNSs usage patterns were
identified, that were used along with six more variables to identify segments of SNS
users, following the typology proposed by Brandtzaeg and Heim (2011). Our
findings indicate the existence of four segments of SNSs users. Results are dis-
cussed under the prism of the Greek economic crisis, and the implications they have
for marketers in planning and implementing social media marketing strategies.

Keywords Social networking sites - Social media marketing - Segmentation -
Greece

Introduction

Social Media (SM) and Social Networking Sites (SNSs) have gained immense
attention during the last decade as their widespread adoption have made them a part
of everyday life for individuals, businesses, and organizations. The importance of
SNSs and SM for business communication with customers and marketing are
outlined by Constantinides et al. (2013), and Kavoura (2014). Most of research is
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focused on US (Boyd and Ellison, 2007) and only recently there has been some
empirical work on researching and analyzing consumer behavior types in social
networking sites for other countries.

In Greece, usage of SNSs and social media has risen during the last years, as a
way for people to communicate, to express or entertain themselves, with no sub-
stantial cost. Despite the high levels of penetration of SNSs in Greece, little research
has been conducted on their usage. In this paper, the patterns of usage of SNSs in
Greece are examined using the typology developed by Brandtzeg and Heim (2011)
by investigating the attitudes of college students in the TEI of Western Macedonia.
535 students were asked to answer on 18 questions regarding the ways they are
using SNS, revealing four major ways they are using social media and SNSs, and
identifying four main usage profiles.

The rest of the paper is structured as follows. Section 2 reviews the literature on
the usage of SNSs and the typologies used to identify users’ segments. Section 3
analyses the characteristics of the sample surveyed and the methodology used. In
Sect. 4 the results of the factor and cluster analysis are presented and discussed.
Finally, Sect. 5 concludes the paper offering suggestions for further research.

Literature Review

The importance of social media and SNSs has been widely recognized in the last
10 years (Kaplan and Haenlin 2010; Constantinides et al. 2010) as their exponential
development, along with increased Internet access capabilities affect more people
around the world, than ever before.

A number of studies and statistics prove that students and young persons are the
ones who use internet and SNSs more (ComScore 2013). This is also true about
Greece. Internet access and usage has risen to almost 71.4 % while 98.5 % of
young people of 18-24 years old use internet (Focus Bari Greece 2015). According
to the latest data provided by ELTRUN (2014) in Greece the most famous SNSs is
YouTube (93 %) followed by Facebook (82 %) and LinkedIn (58 %).

Identifying and using a typology based on the reasons and the ways that people
use SNSs is important for our research. Kozinets (1999) in one of the first attempts
to describe usage patterns of early SNSs suggested an online user typology
describing virtual community members based on the degree of consumption activity
and the intensity of relationships with other members of the virtual community. Lin
and Lu (2011) found that enjoyment and entertainment is the most important reason
for the continued use of SNSs, followed by the number of friends using SNSs, and
their usefulness in terms of communicating and acquiring information. According
to Cheung et al. (2011) students use SNSs, and especially Facebook, in order to
communicate, entertain, and interact, strengthening in this way their social pres-
ence. Giannakos et al. (2013) surveying 222 Facebook users in Greece, identified
four main reasons that drive people using Facebook namely: Social Connection,
Social Network Surfing, Wasting Time and Using Applications.
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The identification of patterns of SNSs usage also facilitates the recognition of
segments of users. Constantinides et al. (2010) identified four different user profiles
and proposed a segmentation framework based on the experience gained and the
usage of each user. The four segments derived by their analysis are: beginners,
habitual Users, outstanding users, and experts. Lorenzo-Romero et al. (2012)
identified three major categories of users: Introvert, Versatile, and Expert
Communicators.

Using SNSs can be categorized using two criteria according to Brandtzaeg and
Heim (2011), participation and frequency of use (low-high), and purpose (infor-
mational or recreational). After applying these two criteria for the users of four
Norwegian SNSs, five segments of users appeared, namely sporadics, lurkers,
socialisers, debaters, and finally actives.

Research Methodology

For this study, questionnaires were distributed among on 535 undergraduate stu-
dents, and 512 valid questionnaires were received. The respondents had to answer
in questions regarding to the SNSs they use, the time spent and the devices they use
to access SNSs. The main section of the questions had to do with a series of 18
questions concerning activities in SNSs with a 7-point Likert scale. A number of
socio-demographic data were also collected.

The sample consisted of 274 (53.5 %) male respondents, and 238 (46.5 %)
female respondents. The most popular and the most frequently used SNS across the
sample is Facebook as 94.7 % (and it is the first choice for the 82 % of the
respondents) and in the second place is YouTube (52 %). Contrary to our expec-
tations, a LinkedIn account was owned by only 12.1 %, as college students despite
the crisis do not seem to be engaged in SNSs that would help them find a job and
promote their resume to potential employers (Trivellas and Kakkos 2015).

Two more issues concerning the characteristics of the sample are that 38.7 %
spends 1-3 h in SNSs, 25.2 % 3-5 h, and 18.0 % more than 5 h. Another extre-
mely interesting finding, that should raise the attention of marketers concerning
social media marketing and advertising, is that 82.4 % of college students use
primarily mobile devices (smartphones 40.4 %, Laptop computer 35.5 %, and
Tablet 6.4 %) to connect to SNSs.

Results

The reliability of the scales used to evaluate the internal consistency of the con-
structs was evaluated with the use of the Crombach’s alpha and the value is
0.785 > 0.70, which is considered to be a good and acceptable value. Principal
Components Analysis was used and the factors were rotated to ease interpretation
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with the Varimax rotation method, that is the most frequently used with survey data,
as it results in more interpretable and relevant factors (Field 2005; p. 630). In order
to assess the homogeneity of variables, and the appropriateness of factor analysis
the Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) was calculated,
and is equal to 0.829. Also the Bartlett’s Test of Sphericity was highly significant,
and therefore our factor analysis finding are appropriate. According to the initial
eigenvalue using the Principal Component Analysis and the Varimax Rotation
Method with Kaiser Normalization, the following four factors appeared:

e Debating are activities related to participating in polls, forums, discussions, and
wikis, write reviews on products and services, reading blogs and posting
comments, and update Twitter status.

e Socializing are activities concerning, adding labels and tagging photos, com-
menting on friends’ profiles, updating Facebook profile, looking for new friends,
and contacting friends.

e Expression includes activities concerning writing blog posts, uploading videos
in specialized SNSs, and looking for a job and finally,

e Entertainment seeking consists of video watching activities and playing online
games.

In order to identify the segments of usage of SNSs by the respondents of our
sample, the Two Step Clustering method has been performed as we are using mixed
variables measured on different scales (Mooi and Starsted 2011; p. 269). Along
with the four main factors revealed by the principal component analysis, six more
variables were included in the segmentation procedure. These variables examined
among others, the devices students use mostly to connect to SNSs and the existence
of an account in the main five SNSs (Facebook, Twitter, YouTube, Google + , and
Instagram) etc.

Four clusters were identified after 10 inputs. The ratio of sizes between the
largest cluster (Cluster 2) and the smallest Cluster (Clusterl) is 1.68 < 3.00. In
Table 1 the characteristics of each segment are shown in detail. The values for the
six additional variables are reported in Panel A, while the mean values of the
Factors derived by the principal component analysis, are demonstrated in Panel B.

The first formed cluster includes 18.9 % of the total respondents who usually
prefer to connect to SNSs from their laptop computer. Also, they have accounts to
all the major social and they are engaged in almost all kinds of participation
activities. For these reasons they can be labeled as “Actives”.

The second cluster (31.8 %), represents the largest segment. They mostly use
their mobile device in social media and can be characterized as ‘“Recreationalists”
since they are mainly engaged in activities that related to recreation, and enjoy to
follow an online discussion without participating.

The third cluster (24.6 %) is comprised by the respondents who are mostly
connected in SNSs using their Mobile Device. They have Facebook and usually
Twitter account and Instagram. They can be described as “Socializes” since they
prefer to get in touch and contact with others. However, they can also be
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Table 1 Characteristics of identified clusters

Variables Cluster 1: Cluster 2: Cluster 3: Cluster 4:
actives recreationalists socializers— sporadics
debaters
Panel A
Respondents 97 (18.94 %) 163 (31.84 %) 126 (24.61 %) 126
(24.61 %)
Device of Laptop Mobile phone Mobile phone Laptop
connection computer 41.1 %) (46.8 %) computer
(44.3 %) (38.1 %)
Facebook account 99.0 % 90.2 % 96.0 % 96.0 %
Twitter account 100.0 % 0.0 % 62.7 % 0.0 %
YouTube account 100.0 % 81.0 % 1.6 % 27.8 %
Google + account 76.3 % 86.5 % 24.6 % 0.0 %
Instagram 56.7 % 38.0 % 58.7 % 0.0 %
account
Panel B (mean values)
Debating 0.23 —-0.06 0.33 -0.44
Socializing 0.05 -0.15 0.44 -0.28
Expression 0.07 0.08 —-0.16 0.00
Entertainment 0.26 0.34 -0.50 -0.14
seeking

characterized as “Debaters”, since they are highly involved in discussions, reading,
and writing contributions in general. Despite the fact that the study of Brandtzaeg
and Heim (2011) classifies them in two separate categories, in our research it
appeared as a single cluster that we name as “Socializers and Debaters”.

Finally, respondents forming the fourth segment (24.6 %) are not using so much
social media, and they have account only in Facebook. They prefer to connect via
their laptop computer and use SNSs sporadically, and therefore can be described as
“Sporadics”.

Conclusions

In this paper, the usage of SNSs by Greek college students was examined. The rapid
development of SNSs, the easiness of access through mobile devices, and their high
level of penetration in young users (18—24 years old), makes them an indispensable
part of marketing mix, that no marketer can ignore them.

Our findings contribute in shedding light to this direction, by providing evidence
for the behavior of young consumers in an environment of extreme financial and
economic crisis. The identification of four segments of users is in accordance with
the relevant literature, (Brandtzaeg and Heim 2011) and provides useful insights for
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marketers to tailor more efficient social media marketing campaigns by targeting
specific consumers, in order to increase brand awareness and their engagement. For
example, “Recreationalists” can be attracted with entertaining content, such as
funny images and videos, or with online games, through advergaming and gami-
fication (Vlachopoulou and Dimitriadis 2014; p. 227). Another important finding is
the penetration of SNSs in mobile devices and mostly smartphones, as two out of
the four segments primarily use smartphones to connect in SNSs. These results also
create new opportunities for marketers, especially during periods of crisis, where
marketing budgets are reduced and high levels of ROI, like the ones achieved by
social media marketing programs will be required (Santouridis et al. 2012).

Further research should focus on the interactions between segments and their
members, and the way they affect their behavior and their patterns of usage of SNSs
and the social capital accumulated for both users and brands within segments.
Additionally, more variables can be included in our analysis, such as attitudes
towards advertising in social media and social media marketing, the effect social
media have on purchase decisions, etc., extending the scope of our present research.
This survey should also be expanded to include other socio-demographic groups
apart from students, in order to extend our understanding of SNSs usage to the
entire population, and can also be conducted comparatively for longer periods of
time, depicting the changes in technology, economy, and consumer behavior in a
period of crisis.
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Abstract The purpose of the study is to examine the Greek bank employees’
attitudes about the present organizational culture of the bank where they work and
about their desired organizational cultures after 5 years. The sample consisted of
252 (51.7 %) males and 235 (48.3 %) females of different bank organizations. The
results of the present study suggest that bank employees think present organiza-
tional culture as controlling while at the same time they would prefer more clan and
adaptive types of culture in the organization. Also, ANOVA has shown that in
terms of the attitudes about the present organizational culture only the variable of
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Introduction

During 1980s the notion of organizational culture first appeared in the respective
field, when marketing defined first the term of organizational culture, a total of
beliefs and values which place clients in the center of the organization’s thinking,
policy and strategy (Tayeb 1996).

The aim of the specific study lies on the exploration of the bank employees’
attitudes toward the current organizational culture in the bank in which they have
been working and their attitudes toward the desired organizational culture. Also,
there are also being examined the effects of personal characteristics of bank
employees toward organizational culture.

Literature Review

On the basis of the respective literature review there arise four types of organiza-
tional culture which are going to be presented more analytically. First, there is the
clan culture which has as central elements participation, agreement, social and
friendly relationships, support and interest toward the employees, mutual trust,
freedom of expression, team cohesion, interpersonal harmony, and promotion of
employees’ development (Desphande and Webster 1989; Beer et al. 2011).

Another type of organizational culture is the hierarchy culture. The main features
of hierarchy culture are internal formality, hierarchy, rules and procedures, with the
upper aim of controlling and predicting the behaviors of both individuals and teams
(Ouchi and Price 1993; Damanpour et al. 2009).

Also, there is the type of adhocracy culture which has as an upper target the
increase of its adaptation through the constant exploration and information about
the external environment, changes, and the organization’s adaptation to them, the
freedom of initiatives, risk taking, creativity, success, competition, experimentation,
and the creation of unique and new products (Richard et al. 2009; Kaur 2015).

Furthermore, there is market culture, which places the emphasis toward the
accomplishment of specific targets with main characteristics (Richard et al. 2009).

However, in reality every organization has different elements from each type of
culture, some of which functions in a complementary way, while others are more
contradictory in a total that aims at the maintenance stability and control without
losing innovativeness and flexibility and the equilibrium between internal and
external organization.
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Research Methodology

The sample of the present study included 487 Greek bank employees. The ques-
tionnaire used here is the OCAI questionnaire (Organizational Culture Assessment
Instrument) (Cameron and Quinn 2006) which examines four possible organiza-
tional cultures: Clan culture (A) which is based on cooperation, Adhocracy culture
(B) which is based on creation, Market culture (C) which is orientated to compe-
tition, Hierarchy culture (D) which is based on control.

In total, the questionnaire comprised six questions, each one of which has four
answers, one for each type of culture. The participants of the study are asked to give
points for every question in all of four possible answers. More specifically, each
question is sum accumulates 100 points, which should be distributed in the four
possible answers that correspond to each type of culture. The following table
presents the ways through which the questionnaire was processed (see Table 1).

For the statistical analysis of the questionnaire Cronbach’s o was initially used
for the total of the scale and for every factor separately in order to evaluate the
reliability of the questionnaire. Next there were used the descriptive statistics of the
analysis such as the mean and the standard deviation in order to define not only the
present but also the future predominant culture in the banking organization.

Also, in the statistical analysis gender, age, marital status, educational level, the
position that the employee holds in the organization, the years of general experience
as a bank employee, the years of working experience in the specific bank and the
years of experience in the specific position in the specific organization were used as
independent variables, in order to detect if there are statistically significant differ-
ences among the bank employees’ attitudes for the organizational culture on the
basis of these variables. On the basis of the evidence given above there are intro-
duced the following research hypotheses:

HO: The independent variables do not differentiate the attitudes that the bank
employees hold about the bank’s organizational culture, thus there are no statisti-
cally significant differences observed in the organization culture for each one of
them.

Table 1 Ways of processing questionnaire

Variables Questions

A Present (IApresent + 2A present 3A present T 4A present A present + 0A present)/6
B Present (IB present + 2B present 3B present + 4B present 3B present + 6B presen)/6
C Present (1C present + 2C present 73C present + 4C present +3C present + 6C presen)/6
D Present (ID present + 2D present 3D present + 4D present 3D present + 6D present)/6
A After (TAafier + 2A afier +3A afier + 4A atier A afier + 60A 411er)/6

B After (IB afier + 2B afier +3B ater + 4B after 5B afier + 6B afier)/6

C After (1C 4ier + 2C afier +3C atter + 4C after +5C afier + 6C afier)/6

D After (ID after + 2D after +3D after + 4D after +5D after + 6D afier)/6
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H1: Independent variables differentiate the attitudes that bank employees hold
about organizational culture, thus there are statistically significant differences
observed in the organization culture for each one of them

The statistical package (SPSS) for the social sciences was used to analyze the
data that were acquired through the distribution of the questionnaires. Descriptive
statistics were applied in order to gain information about the employees’ attitudes
for organizational culture and demographic variables. For further statistical analysis
of the data and the examination of the hypotheses introduced above there were
conducted various ANOVA dispersion analyses in terms of the total of the
dependent variables of the questionnaire (Apresent; Bpresents Cpresents Dpresent, Aafters
Butters Cafters Dafier) and independent sample T tests.

Results

For the control of reliability of the results and the OCAI questionnaire Cronbach’s a
was estimated. Cronbach’s a for scores over .7 suggests that the questionnaire and
the results are reliable whose grade of reliability is higher as higher Cronbach’s a is
(see Table 2).

On the basis of the high reliability that derived from the analysis above, arose 8
variables (4 for the present types of cultures and four the desired future types of
culture after 5 years) in order to conduct further statistical examinations in order to
find the predominant types of culture. In terms of the data presented above it
becomes obvious that for the vast majority of the participants the predominant
culture in the bank that is under examination is characterized by control. On the
contrary, on the basis of the measures that concern the future, the majority of the
employees prefer Adhocracy Culture and Clan Culture. Also, T-tests have shown
that there are statistically significant differences between the present organizational
culture in relation with the future desired culture (Table 3).

In an attempt to sum up the findings of the table above, it is evident that bank
employees desire for the clan culture to be encouraged in the future so that in the
future there will be greater levels of participation in the organization in comparison
with the current situation. Similarly, participants express their desire for adhocracy
culture to be also encouraged in the future. On the other hand, on the basis of the
participants’ own attitudes there is a desire for market culture to be discouraged, so
that levels of competitiveness are increased. Similarly, their desire for the future is
also to reduce hierarchy culture within the organization. Also, it seems that there are
no gender differences in the type of culture men and women choose or their atti-
tudes about the presence of organizational culture of the bank.

Similarly to the findings for the current organizational culture, the years of
employment in the specific position does not have a significant effect on the future
desired type of culture. On the other hand, there are statistically significant differ-
entiations in terms of the future desired types of culture on the basis of the years of
employment in the specific organization.
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Table 2 Statistical tests for Cronbach’s a

Type of organizational Cronbach’s alpha for the Cronbach’s alpha for the
culture present future
A Clan culture 0.808 0.702
B Adhocracy culture 0.759 0.723
C Market culture 0.855 0.855
D Hierarchy culture 0.953 0.810

Table 3 Differentiation in Mean Standard deviation | P
cultures between present 4 “pair 1 | A Present | 19.5773 | 7.41509 0.000
A Desired |25.4004 |5.09562
Pair 2 | B Present | 17.7361 |6.33373 0.000
B Desired |25.7478 |4.69504
Pair 3 | C Present |23.4873 |7.76246 0.003
C Desired |24.2231 |7.37345
Pair 4 |D Present |39.1923 |20.47659 0.000
D Desired |24.7091 |8.48866

Discussion—Conclusions

The main aim of the study presented here was to examine and analyze the attitudes
of Greek bank employees about the present prevailing organizational culture in
their organization and at the same time their desire for the future predominant
culture after 5 years. It is evident that the main characteristic of the predominant
present culture of the bank organization is control while at the same time the intense
desire of the majority of the participants is to have more clan and adhocracy culture
in the future (Cameron and Quinn 2006).

Also, although there are no significant differences in terms of the effect that
gender (Belias and Koustelios 2013a, b), age, educational level, position that they
hold and their experience of employment in the same bank. This finding is different
from those seen in Hofstede (1991). As far as desired culture for the future is
concerned it seems that in the first position of preferences women place clan culture
while men place adhocracy culture, in the second position women place hierarchy
while men place clan culture. In this way, it could be supported that women express
a higher need for hierarchy and stable procedures than men who place the same
type of culture in the last position. Moreover, while men in their third preference
place market orientated culture which is characterized by competitiveness.

Taking all the above findings into consideration, it becomes apparent there are
no significant differences in terms of the attitudes that bank employees hold about
the present organizational culture of the organization in which they work. No
independent variables seem to affect these attitudes except for the total years of their
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general experience as bank employees as it is characterized as more controlling for
those that are relatively new in the field of employment.

However, further studies are needed to elucidate other factors that may influence
an individual’s perceptions of organizational culture at the organizational level such
as business strategy (Antoniadis et al. 2013; Trivellas et al. 2007), innovation
(Trivellas and Santouridis 2009; Trivellas and Dargenidou 2009), learning
(Dekoulou and Trivellas 2015), IS (Trivellas et al. 2006), quality, (Trivellas and
Santouridis 2014), knowledge sharing (Trivellas et al. 2015), and at the individual
level of analysis, e.g., marital status, psychological contract (Antonaki and Trivellas
2014), motivation, emotional intelligence, and job-related stress (Kakkos et al.
2010; Trivellas et al. 2013a, b). Such studies should take place both at local and
national level, so that the bank field in Greece is improved, becomes more prof-
itable, and ensures the prevention of turnover.
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Sustainability, Social Marketing and Host
Attitudes About Tourism in the City
of Larissa

Panagiotis Trivellas, Nikolaos Kakkos, Labros Vasiliadis
and Dimitrios Belias

Abstract This paper builds on the Social Norm Approach (SNA) which emphasises
the role of norms in shaping attitudes, intentions and behaviour, in order to ground a
socially desired behaviour change favouring, for example sustainability. Indeed,
environmental sustainability may be regarded as a collective challenge that can only
be achieved if a sufficient number of residents cooperate. Hence, the community
plays a crucial role to effect lasting changes towards a more ecocentric behaviour.
However, higher levels of awareness and knowledge of environmental issues among
the general public have not led to the implementation of actual sustainable practices.
This study aims to investigate the association of ecocentric attitude with the costs
and benefits of urban tourism development. Drawing from a sample of residents in
the city of Larissa (Thessaly region), ecocentric attitude shapes the profile of tourism
development, recognising higher economic and social benefits, as well as higher
costs on natural and cultural environment.

Keywords Sustainability - Social marketing - Green marketing - Social
normalisation - Greece

Introduction

Several authors have argued that green marketing could play an important role in
encouraging more sustainable behaviour and consumption (Peattie and Peattie
2009). Yet, Peattie and Crane (2005, p. 357) note the disappointing performance of
green marketing due to ‘misconceived’ and often ineffective practices leading to
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consumer criticism and cynicism. These practices, may explain Grant’s (2007,
p- 200) ‘greenophobia’, where green products are seen as more expensive, less
effective and for ‘weird’ people.

Marketing studies on green consumers’ behaviour and consumption have been
influenced by theories from psychology. The Theory of Reasoned Action (Fishbein
and Ajzen 1975) links attitudes to beliefs about behaviour and evaluation of out-
comes. Attitudes are the antecedents of intentions, which are, in turn, seen as
determining behaviour. The Theory of Planned Behaviour (TPB) builds on the
previous theory by adding ‘behavioural control’ as a driver of intention and action
(Ajzen 1991); it explains behaviour in terms of knowledge, attitudes, perceptions of
norms and intentions. The Theory of Interpersonal Behaviour is based on beliefs
about behaviour and outcomes where four more drivers are added namely, social
factors, affect (emotion), facilitating conditions and habits (Triandis 1977).

While compelling in some ways, the above models are belied by the ‘attitude—
behaviour’ and ‘intention—behaviour’ gap or ‘green gap’ suggesting that pro-
environmental attitudes are not always reflected in sustainable behaviour. For
example, although 30 % of consumers claim to be very environmentally concerned,
this does not necessarily translate into green purchases (Young et al. 2010). In
Bamberg and Moser’s (2007) meta-analysis, intentions accounted for only 27 % of
the variance in the pro-environmental behaviour reflecting so, an intention—be-
haviour gap. Similarly, numerous studies report only modest correlations between
environmental values, attitudes, intentions and actual behaviour (e.g. Jansson et al.
2011). Even very ethically conscious consumers were found to be inconsistent in
their purchases (Szmigin et al. 2009). By implication, Triandis’ (1977) model
would be of limited use, due to being difficult to accomplish behaviour changes by
intervening and changing social factors and habits; thus, social policy resorts to the
provision of information to be able to shape attitudes and then, change behaviour.

Consumer adoption of sustainable behaviours is influenced by perceptions of
what is normal (or not); some sustainable behaviours are not adopted because they
are seen as not normal (i.e. relevant only to a niche group of ‘green consumers’),
while less sustainable ones are difficult to change, due to being seen as normal.
Nevertheless, findings show that social views of what is normal (or not) change
over time (Rettie et al. 2014). Rettie et al. (2014) use the term ‘social normalisation’
to describe a social process in which activities and products gradually become
accepted as mainstream and normal, while other activities may be ‘denormalised’.
For example, taking shopping baskets or bags to the shops had been normal in the
1960s. Later, it became less normal as shops provided plastic bags. Recently, in
some places, to take one’s own bags has become normal again. This forms a cycle
in which a practice went through a process of denormalisation, followed by a more
recent period of social normalisation. Also, recycling has become normal nowa-
days. Importantly, such processes are culturally specific; in Canada, waste recycling
underwent social normalisation earlier than in the UK and it is yet to be normalised
in Mexico.
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The paper builds upon Rettie et al.’s (2014) qualitative research where con-
sumers are found to assess green marketing initiatives, products or behaviours in
terms of what they consider as normal, everyday and mainstream. It shares the
emphasis on norms found in the TPB and the emphasis on social systems employed
by the social ecological perspective; yet, it uses these concepts within the socio-
logical context of practice theory (Shove 2003) and social normalisation. In line
with Rettie et al. (2014), this study aims to advance a new role for sustainability
marketing (see discussion). By doing so, it contributes to Peattie and Peattie’s
(2009) agenda too, where green marketing has been seen ineffective while making
meaningful progress towards sustainability, requires solutions other than just the
development of new products and product substitutions.

Theoretical Background

Reviewing various studies in social psychology emphasising the role of norms in
shaping attitudes, intentions and behaviour, two distinctive types of norms:
descriptive norms, describing simply the behaviour of the majority and also,
injunctive norms referring to what is the right thing to do or what people ought to
do (Berkowitz 2004) can be identified. Thus, there are two senses of ‘norm’: norm
as average (i.e. what most people do) and norm as normative (i.e. what people
ought to do). The social norms approach (SNA) combines both descriptive and
injunctive norms and attempts to influence behaviour by communicating informa-
tion about what most people do or think that people should do (for reviews see
Berkowitz 2004; Burchell et al. 2013). The influence of descriptive social norms is
increased by the use of the appropriate reference group (Berkowitz 2004), those one
most identifies. SNA studies have targeted green behaviours including recycling,
conservation, hotel towel reuse, food waste and energy consumption.

The term ‘normalisation’ has been applied to social change and the increased
prevalence of attitudes and practices. For instance, it has been used to describe the
way in which behaviours previously understood to be deviant such as say, drug use
becomes more widespread. Initially, ‘normalisation’ used to describe the process
and principle of social inclusion for previously excluded groups, and later, the
emergence and adoption of new technologies and work practices in health care. In
practice theory (Shove 2003), socially shared practices are seen as stabilising and
shaping individual actions, whereas social change is understood in terms of the
evolution of practices rather than one’s individual choices. Jensen and Wagoner
(2012) described a cyclical model of social change and normalisation where new
ideas, say, new norms, go through the communication, implementation, public
engagement and deliberative phases; they may be also rejected and reformulated,
leading to further cycles.



92 P. Trivellas et al.

Research Design and Statistical Analysis

The sample consisted of residents in Larissa (Central Greece), and although a
convenience sampling approach was adopted, it was verified for the representation
of demographic variables such as age groups in alignment with the total population.
A self-administered structured questionnaire was developed to measure ecocentric
behaviour, costs and benefits of tourism development on 7-point Likert type scales,
based on established and validated constructs on the relevant literature (Liu et al.
1987; Akis et al. 1996; Teye et al. 2002; Gursoy et al. 2002; Gursoy and Rutherford
2004). A total of 102 valid questionnaires were collected with a response rate of
about 68 %.

Principal Component Analysis (PCA) was performed to test the latent structure
of ecocentric attitude scale, as well as the costs and benefits constructs. The
uni-dimensionality of ecocentric tool was confirmed, while three components
emerged for perceived benefits (economic, social and cultural benefits), and two
factors for perceived costs (natural environment and cultural, economic and social)
of tourism development. Cronbach’s coefficient alpha was calculated to test internal
reliability of each sub-dimension, and all scales exhibited well over the minimum
acceptable reliability level of 0.7.

To investigate the association between ecocentric attitude and tourism devel-
opment costs and benefits, correlation analysis was conducted. Findings reveal that
ecocentric attitude is strongly and significantly related to economic (r = 0.352,
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Fig. 1 Tourism development profiles of perceived costs and benefits, by high and low ecocentric
residents
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p < 0.001) and social (r = 0.372, p < 0.001) perceived benefits of tourism devel-
opment as well as costs (r = 0.253, p < 0.01), for natural environment and local
culture.

Besides, t-test analysis was used to assess the statistical significance of the
differences between residents’ perceptions with high and low ecocentric attitude.
Figure 1 illustrates that an identical pattern with this revealed by correlation anal-
ysis emerged. Statistical significant differences were detected between the group of
residents with high and low ecocentric attitude, for economic benefits, social
benefits and costs associated with natural environment and culture.

Discussion and Conclusions

This study aims to investigate the association between ecocentric attitude and the
perceived costs and benefits of tourism development in the city of Larissa. Drawing
from a sample of 102 residents, ecocentric attitude proved to be strongly related to
higher economic and social benefits of tourism development, as well as with higher
cost for the natural environment and cultural context.

Gursoy et al. (2002) and Gursoy and Rutherford (2004) concluded that locals
with higher ecocentric attitude are mainly concerned about social costs and benefits
in addition to economic benefits, while not so about cultural costs and benefits. In
particular, Gursoy and Rutherford (2004) verified a positive effect of ecocentric
attitude on social costs, and a negative impact on both economic and social benefits.
Our findings are in line with the foregoing two studies’ conclusions, that residents
with high ecocentric values highlight the economic and social benefits of tourism
development. This suggests that locals perceive tourism development as a positive
facilitator for sustainability in the economic and social context by providing the
necessary financial resources, and raising public awareness. Yet, the relationship
between ecocentric attitude and costs stemming from tourism’s impact on natural
environment and culture in this region and recognises the current environmental
footprint of past strategies and policies for tourism development. The research
finding that conceptions of normality constrain behaviour is consistent with the
theories of conformity and particularly with the SNA (Berkowitz 2004; Burchell
et al. 2013), which uses marketing techniques to communicate descriptive state-
ments of what most people do to influence behaviour. Recognition of the role of
conceptions of normality creates the opportunity for marketing to deliberately shape
these ideas in ways that promote sustainable behaviours as normal rather than as
green. Having acknowledged the above, note that the role of marketing has tradi-
tionally been among other things, to change consumer conceptions, to position and
reposition brands and to build brand values and images (Antoniadis et al. 2014).
Specifically, marketing could, first, encourage consumer adoption of sustainable
behaviours and practices by positioning them as normal; second, encourage con-
sumer abandonment of unsustainable activities by repositioning them as no longer
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normal. In fact, marketing could help to gradually change consumer views until a
point where the ecocentric behaviour is seen to be, normal and mainstream.

However, a key reason for the disappointing performance of green marketing is
that many green products are positioned as different from the norm; marketing has
tended to emphasise green credentials, inadvertently positioning green products and
behaviours as relevant to a niche group of green consumers only, rather than
mainstream consumers. It is tempting to launch green products and brands on a
platform of differentiation that enables premium pricing (cf. green harvesting
Peattie and Crane 2005). Yet, this strategy is short-sighted and may damage brand
values in the long run as evidenced by the high consumer cynicism found.
Positioning a product as the ‘new normal’, rather than as a green alternative, may
forestall consumer cynicism and secure a larger market share. Manufacturers who
supply mainstream (Serdaris et al. 2014) less sustainable products as well as more
sustainable ‘green’ alternatives can be seen as lacking in commitment to the green
goals they espouse. To accelerate the adoption and normalisation of new green
products, they should consider removing less green alternatives.

In a similar vein, green marketing should also consider internal marketing and
HRM to facilitate employee ecocentric behaviour (Polychroniou 2008, 2009).
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Led to Change or Change to Lead?

Dimitrios Mitroulis and Fotis Kitsios

Abstract Economic crisis has enhanced firms with uncertainty and suffocation
causing lack of innovation and negative organizational performance. Moreover, it
has caused environmental dynamism, involving continuous changes in the market,
affecting organizations’ performance negatively. On the other hand, firms try to
innovate and ensure their survival. However, organizations have to change their
strategy and implement innovation so that they gain competitive advantage and
achieve better performance and sustainability. Could leadership be a critical factor
of success for this achievement? The purpose of this study is to show the impor-
tance of leadership in a constantly changing environment and how it could help the
organizations to change, successfully, towards a sustainable performance. The
evaluation of the theoretical framework has been measured by a questionnaire,
following a 5-point Likert type scale.

Keywords Innovation management -  Organizational performance
Transformational leadership - Environmental dynamism - Sustainability

Introduction

Evolution is considered to be of great importance for the organization’s success and
growth. The external environment dynamism offers opportunities and threats which
could affect the organizational performance either positively or negatively. In order
to be successful, firms should create dynamic and innovation capabilities utilizing
their resources and managerial implications. In this manner, organizations should
achieve a constant routine of adapting to the changes that arise. Change is an
ongoing process. For a successful organization, a change is implemented, leader-
ship plays a crucial role. It is a leader’s duty to manage the human resources and
make their efforts meet their best, possible, results, in favor of change. Furthermore,
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change management correlated the importance of healthy growth and sustainability
for the firm’s performance. In today’s business world, successful change, in any
organization, is impossible without the active participation of management and the
functional impact of leadership. Changes are affected by both external and internal
factors. The internal factors are, in fact, the management style and leadership that
influence the process of change. On the other hand, the human resources of orga-
nizations are at the same time an essential factor in organizational change and, the
biggest obstacles to achieve change. Therefore, the important element for a suc-
cessful change in any organization is “Leadership”. Leaders and top management
are those who keep the process of change going on and maintaining the operational
reliability of the organization (Wang and Poutziouris 2010). Change has become a
way of life for the organizations, their employees, and managers at the same time.
With organizational change at this high rate, the ability to identify, cope with, and
overcome difficulties on organizational change is, at this time, considered to be a
requirement of an effective manager (Northouse 2007).

The paper is organized as follows. The “Theoretical Background Methodology”
section includes the methodology used for the creation of the literature review of
the corresponding research. The “Literature Review” section includes the literature
review. The “Measurement and Questionnaire” section includes the measurement
and questionnaire of the survey. Finally, in the “Conclusions” section conclusions
are derived and future research is proposed.

Theoretical Background Methodology

According to Webster and Watson (2002), a complete review covers relevant lit-
erature on the topic and is not confined to one research methodology, one set of
journals, or one geographic region. For the purposes of this paper, we systemati-
cally reviewed a lot of empirical articles, creating a useful literature review.
Providing a well-based literature foundation to the topic of this research, the fol-
lowing three steps were adopted. The proposed literature review process consists of
(1) Inputs, (2) Processing, and (3) Outputs (livari et al. 2004).

Identification and Selection of Publications

In order to recognize the published work concerning the relationship among market
dynamism, transformational leadership, innovativeness, and organizational perfor-
mance, a list of articles has been selected starting from the year 1993, until 2014,
using three databases “Scopus,” “Web of Science,” and “Google scholar” searching
via several combinations of the selected keywords. The keywords were “innovation
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management,” “organizational performance,” “transformational leadership,” “en-
vironmental dynamism,” “sustainability.” A list of publications has been made and
the summaries of them were read. Some of the studies have been rejected due to
their irrelevance of the topic. Other articles, which contained relevant abstracts,
were discarded because the full text of the paper was not available from the pub-
lishers. Furthermore, some more articles were rejected due to not having relevant
context with the research. The rest publications were listed and read, and the final
selection of the articles used in this literature review was done using the following
criteria:

e The article had to be published in English.
e The publications should be in recognized peer-reviewed journals, conference
proceedings, articles published in books, book chapters.

Finally, 58 articles were fulfilling all the above-mentioned criteria, while the rest
were rejected. These papers were studied, summarized, and categorized as pre-
sented below.

Literature Review

Transformational Leadership and Innovation Management

Researches about leadership examine it in a variety of organizational settings and
environments. Concerning this literature review, there has been identified that
leadership affects followers’ development and engagement in organizational culture
and firm’s innovativeness (Duygulu and Ozeren 2009), employees’ satisfaction
(Casimir and Ng 2012; Papalexandris and Galanaki 2009) and motivation
(Papalexandris and Galanaki 2009). It is a widely accepted that leadership has a key
role in fostering innovation and creativity in organizations. The leadership style is
an important capability that influences innovation (Sarros et al. 2008; Aragon-
Correa et al. 2007). More specifically, transformational leadership is a preferred
style for inducing creativity and innovation by developing and inspiring followers
towards the improvement of the organizational success (Sarros et al. 2008; Howell
and Avolio 1993). Transformational leadership is closely related to innovative
leadership styles including: innovation championing (Howell et al. 2005) and
change-oriented leadership (Yukl 1999). Innovation champions can make a great
contribution to innovation in most of the organizational stages (Howell et al. 2005).
Change-oriented leaders influence culture, structure, and management systems in
a manner that organizations could create capabilities and intelligence to adapt
in a changing environment by creating an innovative organizational context
(Yukl 1999).
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Transformational Leadership and Organizational
Performance

Transformational leaders are capable of influencing their followers to make extra
effort, due to their commitment to the leader, their intrinsic motivation, the level of
their development, and the importance of having a clear sense of purpose or mission
that drives them to do extremely well, further than a standard performance (Oncer
2013; Odumeru and Ogbonna 2013; Yukl 2010; Bass et al. 2003; Howell and
Avolio 1993). Additionally, followers are also prepared to take on leadership roles
(Bass and Avolio 1993). Transformational leaders inform their followers about the
existing problems of the organization and present a clear vision of how better the
organization could be. Transformational leadership might have a positive impact on
followers’ ideals and values, for instance liberty, justice, peace, and equality. There
are four factors of transformational leadership: idealized influence, inspirational
motivation, intellectual stimulation, and individualized consideration (Oncer
2013; Odumeru and Ogbonna 2013; Bass and Riggio 2012; Bass et al. 2003; Bass
and Avolio 1993). Moreover, attempts have been made to analyze the effects of
transformational leadership theory on a variety of either financial or quality mea-
sures for the organizational performance, among different organizational sectors.
For instance, financial institutions and banks (Xenikou and Simosi 2006; Geyer and
Steyer 1998; Howell and Avolio 1993), the hotel industry (Chiang and Wang 2012;
Patiar and Mia 2009), large corporations (Agle et al. 2006; Ensley et al. 2006),
education sector organizations (Paracha et al. 2012; Arnold et al. 2001), nonprofit
organizations (Chung and Lo 2007; Langley and Kahnweiler 2003), and SMEs
(Wang and Poutziouris 2010; Lo et al. 2009; Yang 2008; Hood 2003; O’Regan
et al. 2005; Ogbanna and Harris 2000). Additionally, Valdiserri and Wilson (2010)
examining the relationship of transformational leadership with organizational per-
formance, organizational success and profitability, and employees performance
presented a positive relationship. Behery (2008) support the positive relationship
between transformational leadership and organizational performance, confirming a
better communication and knowledge distribution among the employees, when
transformational leadership style was used, increasing employees effectiveness,
satisfaction and general firm's effectiveness and productivity.

Environmental Dynamism and Organizational Performance

Environmental dynamism describes the rate of uncertainty and unpredictability of
the changes in the business’ external environment. When an organization faces a
high-environmental dynamism, top managers and leaders are obliged to make rapid
decisions. Firms should be able to create new or utilize their dynamic capabilities,
formulating a flexible management strategy. Environmental dynamism is well boned
with the speed of product changes, the changing frequency of customer’s preference
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and the organizational environment. Additionally, it is related to the degree of
instability and turbulence of crucial market, and organizational conditions and
generally technological, economic, social, and political forces. Many authors agree
that organizational performance is sensitive in turbulent and unpredictable envi-
ronments (Akgiin et al. 2008; Nadkarni and Narayanan 2007). Changes in the
external environment enhance firm performance. In this manner, competitive strat-
egy and competitive environment are closely related to environmental dynamism
(Yu 2012; Lechner and Gudmundsson 2012; Awang et al. 2010). Organizational
strategies such as product differentiation and customer orientation are also consid-
ered as factors influencing performance and offer a competitive advantage, operating
in a dynamic environment, creating opportunities that have an impact on organi-
zation strategy which affects organizational performance and competitive advantage
(Verdu-Jover et al. 2006). Managers dealing with strategic implementations should
always have in mind the environmental threats and opportunities, connecting them
with internal strengths and weaknesses of the organization in order to enhance its
capabilities. Finally, firms should introduce a decision process leading to a sus-
tainable performance and adaptability to the changing demands of the new envi-
ronment (Yu 2012; Sirmon et al. 2007; Teece 2007).

Innovation Management and Organizational Performance

Innovativeness is defined as the process of identifying creative, unusual, or novel
solutions to problems and certain needs (Morris et al. 2007). These solutions are
new processes, new products, or new services. Innovativeness has been acknowl-
edged as a factor of significantly increasing organizational performance (Avlonitis
and Salavou 2007; Hult et al. 2011). Management of innovation is the core means
to provide differentiation and develop superior competitive strategies (Yang 2011;
Jimenez et al. 2008; Salavou et al. 2004; Tidd 2001; Avlonitis and Gounaris 1999;
Han et al. 1998). Organizational innovation is positively boned with market share
growth and overall business performance with a significant relationship (Kumar
et al. 2011; Jimenez and Sanz-Valle 2011; Hilmi and Ramayah 2008; Rauch et al.
2009; Tajeddini 2010; Cepeda and Vera 2007; Avlonitis et al. 2001).

Measurement and Questionnaire

A mixed method approach is employed with the use of both qualitative (i.e., per-
sonal interviews with CEOs) and quantitative techniques (i.e., survey instrument)
following a structured questionnaire. The mixed method strategy by combining the
use of qualitative and quantitative techniques was selected to enrich the rising data.

The population for this study consists of Greek SMEs from the sector of tech-
nology and IT service. The study focuses on this sector because technology has a
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great impact on innovation and growth of Greece. In order to evaluate the theo-
retical research, a questionnaire has been created. Based on the findings of the
literature review, the questionnaire consists of 29 items which use a 5-point Likert
scale. The questions used, correspond to the scales used by various authors in other
studies, namely

The questions to measure the “Environmental Dynamism” are those of the scale
developed in the literature and appropriately modified, consisting of four questions.

The questions to measure the “Transformational Leadership” are those of the
scale developed in the literature and appropriately modified, consisting of three
questions.

The questions to measure the “Innovation management” are those of the scale
developed in the literature and appropriately modified. The total number of ques-
tions is 9.

To measure the “Organizational Performance”, 13 questions were included in
the questionnaire.

The questionnaire has been examined by a group of experts. It is addressed to
general managers or marketing directors. However, this is an ongoing research
which until now does not have enough evidence to prove its hypotheses and the
wanted results.

Conclusions

In this paper, we tried to conceptualize the relationship between the environmental
dynamism, innovation management, transformational leadership, and organiza-
tional performance. This study aims at generating empirical evidence for the rela-
tionships among market dynamism, leadership, innovation management, and the
influence of these factors on organizational performance. The findings will sig-
nificantly assist leaders of SMEs to become more effective, creating an innovative
adaptability mechanism in their firms which could finally improve organizational
performance. Thus, the findings of this study could help organizations to develop
more effective leaders. As a result, it could help leaders to create a prosperous
environment, considering the dynamism of the external environment, in order to
help the organization to change and adapt. As for the internal environment, leaders
have to connect, coach, mentor, and develop the human resources. Productively
challenge their thinking, strategy, and behavior through the lens of innovation.
Broaden the unique human capability to create, innovate, and envisage alternative
futures, fostering an optimal creativity and innovation context, internally, and
consider competitive, global, and futuristic dynamics in an integrated manner.
Innovation stands at the transformative crossroads of internal, collaborative cre-
ativity and external, customer-focused needs, creating a culture of innovation for a
sustainable performance.
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An Innovative Promotional Tactic
to Enhance TV Viewership Using Social
Media

Konstantinos Danias, Angelika Kyrimi and George Marmarokopos

Abstract Nowadays, the use of mobile devices in tandem with television is a
common place for media consumers. The main motive behind this behavior is the
never-ending human desire for connection, interaction, and communication. They
alternate between different media “broadcasting” devices to enhance their content
viewing experiences and enrich their social interactions. Social media and video
viewing media are some of the main platforms users employ for sharing and
expressing, stating their opinion and posting. The purpose of this essay is to shed
light to the needs that lead users to be always connected to social media and explain
how the theory of planned behavior applies to our expectation for their actions.
Moreover, as surveys bear out that internet users multitask, we are giving from our
working experience an innovative path for using media in a creative way and of
course vent for further research.

Keywords Digital media - Multi tasking - Marketing innovation - Media
strategy - Theory of planned behavior

Media Reality Today

What mentioned above, describes not only a, global, everyday reality. It also
describes what takes place in the daily life of Greek users. People tend to spend
more and more time on the web and as surveys bear out the daily average time
spend is almost 138 min. More specifically, the average daily time spent for people
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between the ages of 18-24 (inclusive) increases by almost an hour more (189 min),
something that indicates more clearly that a large portion of the digital consumption
occurs through “portable” devices. 39.8 % of users use laptops to connect, 36.8 %
use a Smartphone to be constantly online, 13.2 % are connected via tablets and just
0.8 % via Smart TVs (Focus Bari Web ID survey, 2nd Wave 2015).

Literature Review

Social media came in our lives a few years ago and they are here to stay! Why? The
main reason behind that lasting new guest is explained by Maslow’s theory (A
Theory of Human Motivation, Maslow 1943). People have needs, the hierarchy of
which is predefined. The third most important category of needs, after the two
groups of basic needs and psychological ones, is described as our “social needs.”

e Our need for friendship, family, sexual intimacy, connection, and belonging as
well as our need to love and to feel loved.

e The need to receive attention, feel confidence, the need to feel a sense of
achievement as well as gain respect of others.

e The need to feel unique, to be heard as an individual, and to share things with
others; things that make us feel proud.

In other words, (considering also the fact that digital safety, security, and web
privacy conditions today have radically improved) users feel comfortable to share
information. Social media are also capable of covering and overcoming issues of
virtual self-esteem. Bearing in mind the above, it would not be an arbitrary con-
clusion to state that the success of social media platforms, such as Facebook, is
largely based on the fact that they cover at least three out of five of the most
important human needs, as described by Maslow’s Hierarchy of Needs (A Theory
of Human Motivation, Maslow 1943).

Moreover, social media allow us to take stats and insights in order to measure
users’ attention levels. The level of user attention, as measured by agencies, goes
beyond any expectation; Social media platforms after all, have the power to nurture
the ego in either concealing or revealing ways (Why Social Media Attention
Seeking Drives Traffic, Jeff Bullas 2012). It is an addictive and compelling loop,
which constantly drives users to write and share texts or images, to like posts,
brands, and to consume audio and video content. This digital behavior and inter-
action requires a high level of attention and engagement.

We should continue asking ourselves what else makes us spend so much time on
social media. Adrian Chan’s description, from Gravity 7, of the Three Mediums’
Model (Gravity7: Social Interaction Design By Adrian Chan 2013) will give us a
great perspective on the behavioral spectrum on the digital social environment.

1. Mirror Mode:
Watching oneself from a distance. A user follows his or her own profile that
reflects what he/she is
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2. Surface Mode:
Consuming content of any kind from any available screen. A user is devoted to
the screen; the medium that serves us that content

3. Window Mode:
Chating, texting with friends, we communicate through social media. Social
media are a window of interactions and social possibilities

People hold behavioral beliefs that lead them to expressed behaviors. Those
beliefs connect given behaviors to outcomes. As Icek Ajzen’s Theory of Reasoned
Action (Ajzen 1980) has declared, each and every one of those outcomes follows
subjective norms. Now, we can quite well predict consumer intentions and
behaviors and have a clearer view of our consumer target’s behavioral change
attempts. (The Theory of Reasoned Action: A Meta-Analysis of Past Research with
Recommendations for Modifications and Future Research, Blair H. Sheppard, Jon
Hartwick and Paul R. Warshaw, Journal of Consumer Research, Vol. 15,
No. 3 1988).

Icek Ajzen’s Theory of Reasoned Action, can predict the performance of any
voluntary act, unless one’s intent changes prior to one’s performance or unless the
one’s intention measure does not correspond to the behavioral criterion in terms of
action, target, context, time frame, and/or specificity.

Consequently, a lot of behaviors under volitional control could potentially set
serious problems of campaign execution, user targeting, etc. But, in order to
accommodate social media users’ behaviors we have to go after a theory that has a
low or even limited volitional control (From intentions to actions: A theory of
planned behavior 1985).

First and foremost, behavior control is one of the most important things to
mention. As a result of having all the necessary information, skills and abilities,
externalizing some internal factors can definitely affect the performance of a
behavior. In our case people can easily act the way they intent to perfectly perform
the indented behavior.

Second, our case perfectly matches the perceived behavioral control Theory of
TPB as well as Albert Bandura’s work on self-efficacy. People in social media
believe that they have control over all aspects of themselves and thus are capable of
performing a given behavior.

We are now in the digital era where internet users constantly and rapidly increase
their penetration in social media. The number of social media platforms emerged
and launched over the last years and since 2005 have educated the majority of
internet users. So, especially in countries with heavy social media users, who spend
more than 2 h a day in those platforms, their digital skills, abilities, and gained
experience, have turned them over time in digital/social media natives. Therefore,
and always in accordance to the TPB, intentions can be predicted from attitudes,
subjective norms and perceptions of behavioral control (From intentions to actions:
A theory of planned behavior 1985).
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Social Media in Number

Speaking of Social Media arises the need of analyzing users’ behavior on those
platforms. In Greece, Facebook is not only the platform that attracts the majority of
internet users showing a very high penetration in that target audience. It is also the
platform that dominates, in those virtual communities, the country 1 out of 2.

Greek users have an active account on Facebook while that percentage is even
higher for younger target groups—68.8 % for the 18-44 age group. As a result,
people eagerly spend more than 77.7 min per day on Social Media platforms and
Facebook can definitely be very proud for its success in the Greek market as it has
gain more than 50.10 % of the internet Greek users (Focus Bari Web ID survey,
2nd Wave 2015).

Furthermore, that survey also highlights very important statistics for future
consumers—15.1 % of children between the ages of 7-10 years old own a
Smartphone which points us out that the future of digital marketing is ahead and it
is brighter that we have ever imagined. Taking into account the moral and ethical
aspects of digital advertising we believe that we have the opportunity to serve even
better search results and digital advertisements on Laptops, Smartphones, Tablets,
Smart TVs, and desktops in the future (Focus Bari Web ID survey, 2nd Wave
2015).

Given the fact that the marketing and media environment is constantly “on the
move” and it is rapidly changing we will try to reveal how can we get the most out
of our communication strategy by using more than one devices and platforms
together, as a dynamic duo!

What Kind of Media Users Consume with Mobile

We know people multitask with mobile devices and there are plenty of surveys
bearing that out. IAB’s Mobile & the Media Day Study (IAB’s Mobile & the Media
Day Study, Jan 2011) has revealed what other media, if any, did users use/view at
the same time they are using mobile media. From 6-9 am 18 % of people in a week
listen to the radio or use the PC/Laptop while using a mobile device. At the same
time almost 3540 % of the people watch TV and 20 % reading
Newspaper/magazine. So, during the day radio declines while newspaper/magazine
remains almost at the same levels and PC/laptop from time to time (e.g. 9am-3am)
doubles its penetration levels. On the other hand it is very interesting to notice that
from 6 pm and on, more than 80 % of people utilize simultaneously media chan-
nels. TV consumption starts its exponential increase from 30 to 60 % from 6 pm—
12am. So, it more than clear that users during the “TV’s prime time” are turning
their attention to their mobile devices while watching TV, or to put it more accurate
while TV is just on.
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More specifically, in accordance to IAB (IAB’s Three Device Lives: Tablets in
context survey 2012), users interactions on Tablets and Mobile Devices like
Smartphones increases from early evening to 12 pm in a normal weekday. So, what
interested us the most from the survey’s outcome is that more than 45 % of mobile
devices usage is regularly made after 7 pm.

Additionally to what mentioned above, Sparkler and IAB UK have given us stats
about what people do via their devices and what time during the day. First and
foremost, it is important to state that 60 % of the people using smartphone and
51 % of tablet users replied “Social Networks” to the question: “What I’ll do with
my device today?”. The survey also revealed the role that each device plays. 53 %
of smartphone users and 49 % of tablet users replied that it is the “easiest for me to
pick up”, while 46 % said that smartphones are the fastest devices, 37 % of tablet
users declared that its screen interface is much easier to be used than in other
devices.

In consequence, in the three devices ecosystem the smartphone and the tablet
take the lion’s share. But, what do people do during the day with their mobile
devices? Late in the morning (10am—12 pm) social networks are at the top of the
lists as well as early in the evening from 7 pm—9 pm users log in their account and
become part of their virtual community.

Case Study

Most of the times when advertising and media agencies are trying to determine a
brand’s communication strategy for social media they are thinking of driving users
from TV to those virtual communities. They create an advertisement pushed on TV
that literally tries to invite users to visit/like/follow a brands social media page in
order to attract users, interactions and drive to engagement. The problem is that
brands spend huge amounts of money to push those advertisements on TV without
considering how many GRPs are real/actual. So, in other words and in terms of
digital advertising terminology we could ask ourselves how many GRPs are viewed
and then counted by actual “Viewability Rates”. The problem here is that we don
not have the tools and the intelligence to count them so regardless what mentioned
above we can step aside and bypass that barrier.

Our suggestion which describes our creative and out of the box use of both
online and offline media is to move “against the norm”. That innovation can
potentially be very effective. We suggest to urge users to pay their highest level of
attention on a TV screen the exact moment were we have planned to push our
message/advertisement on. The main communication channel of that strategy, is a
popular social media platform; Facebook. The concept is a “socially driven call to
view” idea (e.g., “Eyes on the Screen, 9 pm”). We aim to drive TV views on
designated moments by triggering users to take participate in simple contests. What
can possibly be the new status? What else, but a new truly socially driven TV
engaged audience!
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The whole concept described is not just a way of integrating multiple devices
and media together but also giving a different point of view and a different way of
understanding users’ behaviors, digital interaction paths, and media consumption
across platforms.

The main concept behind that example is that we use 1 of the 4 marketing P’s in
a very innovative and integrated way. That could also apply to a brand’s annual
Marketing Plans as it has to be determined from the early stages of the strategy
outline.
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Branding in the New Museum Era

Zoe-Charis Belenioti and Chris A. Vassiliadis

Abstract Undoubtedly, museums play a vital role in the economy and tourism
constituting of a significant unit of cultural tourism. However, facing either rival
competition within the leisure industry or funding cutbacks museums are now
adopting for-profit strategies aligned with marketing principles. Today museums
have redefined their role and activities to conclude newer and more active expe-
riences and entertainment, shifting to experiential notions of “edutainment” and
“artertainment”. This paper extends the current knowledge by drawing on a review
of 40 papers. This study presents the fundamental components of brand concept
within the museum industry. Precisely, essential elements of branding such as brand
equity, brand loyalty, and brand resonance are discussed and set to museum sector.
This study makes an important contribution to the field of tourist and cultural
marketing by advancing our understanding of museum branding and by proposing
both new research topics and valuable managerial implications to museums prac-
titioners and scholars.

Keywords Museum marketing - Museum branding - Cultural marketing
Cultural tourism - Tourism & destination marketing

Introduction

Recent developments at socioeconomic and technological level exhort museums
and Non-Profit Organizations’ (henceforth NPOs) to the application of for-profit
strategies aligned with marketing principles. Specifically, economic downturn and
funding reduction (Mclean 1994; Cole 2008), fierce competition with other leisure
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proxies (Cole 2008) along with the technological advances—such as the rise of
Internet—(Kolb 2013; Cole 2008; Griffin 2008) and rapid change of behavioural
patterns (Kolb 2013; Kawashima 1998; McLean 1995a) have heightened the need
of branding within museums as a tool of museums’ sustainability (McLean 1995a,
b; Kotler et al. 2008; Rentschler and Osborne 2008).

According to Griffin (2008) and Kolb (2013) the new era of museums began in
1970, when museums had to strive for their financial viability due to funding
cutbacks. Indeed, today museums brands are ubiquitous. For instance, Tate Modern
or Victoria Albert have become such a successful brand that London has been
associated as the epitome of museum sector. Thus, to build strong, vivid and
memorable brands with high brand equity is the next big thing for any NPOs
employee. Especially regarding museums’ sector vast researchers acknowledge and
call for the need to brand the culture (Rentschler and Osborne 2008; Griffin 2008;
Kotler et al. 2008; Bradburne 2001). In the same vein, Vassiliadis and Fotiadis
(2008) confirm the contribution of segmentation to the successful museum branding
and marketing. Despite its efficacy, little discussion exists about branding and more
specifically brand equity models. Thus far, however, scholars have paid far too little
attention to brand equity models and customer based equity models (Camarero et al.
2010, 2012; Liu et al. 2015). This is the first paper that attempts to remedy this
problem by categorizing the recent literature on museum brand equity.

Review of Museum Branding

Museum Branding; A Diachronic Term in Infancy

Museum is defined as a “non-profit making, permanent institution, in the service of
society and of its development, and open to the public, which acquires, conserves,
researches and communicates, and exhibits for the purpose of study, education and
enjoyment, material evidence of people and their environment” (ICOM 2007).
Today museums face several challenges deriving both from economic downturn
and from social and technological variables (Sargeant 2008). The literature has
emphasized the importance of marketing and branding application (Hudson 2007;
Padanyi 2007; Kavoura 2014).

Previous studies within museum branding have linked branding with identity
and psychological associations between the cultural products (artefacts/collection)
and its audience (Scheff 2007; Rentschler and Gilmore 2002). Pragmatically, to
Rentschler and Osborne (2008) a museum brand has functional and emotional
attributes. Venkatesh and Meamber (2006) and Mclean (1994) also articulate the
central role of identity for cultural products. Likewise, King (2015) confirms that
through brand identity a museum boosts the familiarity, loyalty, and it encourages
partnerships.
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Moreover, studies remark that museum branding is now becoming more than
necessary (Williams 2011). Almost every scholar—called as brand advocate—
argues for the benefits of branding application such as boost of income, boost of
stakeholders’ engagement, boost of the museum experience, viability, and values
(Rentschler and Gilmore 2002; Rentschler and Osborne 2008; Ames 1988; McLean
1995b; Kotler and Kotler 2012; Kolb 2013; King 2015; Williams 2011). In the
same vein, Vassiliadis and Fotiadis (2008) confirm the contribution of segmentation
to the successful museum branding and marketing. Vast researchers call for the
need cultural branding (Rentschler and Osborne 2008; Griffin 2008; Kotler et al.
2008; Bradburne 2001) while O’Reilly (2005) accentuates the paucity of research.
However, brand sceptics expressed many ethical concerns about the branding
application (Kylander and Stone 2012; Byrnes 2001; Resnick 2004).

Building Brand Equity in Museums

Turning the brand equity in cultural organizations (arts exhibitions and museums),
Camarero et al. (2010) define brand equity as “the social and economic repercus-
sions originating from the brand, in other words the intention to return for a future
visit and therefore an increase in the number of visitors, and individuals’ willing-
ness to pay” (2010:8). As noted by Liu et al. (2015), brand equity in museums is
treated by managers mainly as a means of publicity and fundraising. Caldwell and
Coshall (2002) report that the Aaker’s model (1992) is definitely reshaped. In
addition, due to the intangibility and special attributes of NPOs, Camarero et al.
(2010) confirm four dimensions as components of brand equity for arts and cultural
exhibitions: brand loyalty, perceived quality, brand image, and brand values. We
mention the ground models in (Fig. 1).

Table 1 illustrates how traditional branding concepts apply to cultural organi-
zation on the basis of Camarero et al. (2010) conceptualization.

Loyalty (Past Loyalty)
Perceived Quality | s
= Cultural
__________-----"': v Brand Equity
e //.

Brand Image — -

.//

/./
/./
-~
/./

Brand Values |

Fig. 1 Museum brand equity model adapted by Camarero et al. (2010)
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Table 1 Explaining the museum brand equity assets

Brand loyalty Rational addiction model links the positive experience of cultural
consumption with the present consumption (Stigler and Becker 1977;
Levy-Garboua and Montmarquette 1996)

Perceived Perceived quality in cultural organization refers to difference between the
quality expected and delivered services
Brand image Museums strive for establishment of positive experiences, benefits, and

expectation according to Caldwell and Coshall (2002)

Brand values Museums are vehicles or knowledge and values simultaneously. Museum
brand values are their lens of museums. Thus, brand values should be in line
with the values of donors and stakeholders and their different type of values
within museum context: identity values (collectivism, individualism) and
ethnocentric values. Values reflect their brand personality and identity as well.

Moreover, Camarero et al. (2012) acknowledge that different drivers of brand
equity emerge for each category of visitor. For instance, only external visitors or in
other words cultural tourists are driven by image whereas only internal visitors are
driven by the event’s brand value. Moreover, the variable of perceived quality also
differentiates. Two years later, Camarero et al. (2012) report as determinants of
brand equity the following variables: Brand value, brand recognition, brand quality,
and brand uniqueness.

In terms of customer based-brand equity in museums, Liu et al. (2015) con-
firmed that brand values are a mediator in terms of a customer based-brand equity.
They also found that perceived quality influences brand image. Finally, no study so
far has examined the concepts of brand resonance and knowledge suggested by
Keller (1993, 1999, 2001, 2002) in museums.

Discussion, Conclusions and Further Research

The main goal of the current study was to discuss how principal branding concepts
applied in the context museum’s sector. First, we found that although branding
offers vast benefits to museums at financial and societal level, museum branding is
still a controversial and neglected and issue (only three studies were carried out on
brand equity of museums’ sector). This may be explained by the infancy of
branding adoption in museums. Second, we found that the Aaker’s model (1992)
cannot be fully applied to museum context. Instead, the cultural brand equity assets
are loyalty, which is defined as a positive association toward museum than intention
for revisit, perceived quality, brand image, and brand values. Table 2 juxtaposes the
traditional and cultural branding models. One possible explanation for this reshape
is the instinct nature of museums (Vassiliadis and Fotiadis 2008). Surprisingly, the
notion of brand resonance remains still undiscovered.

This research enhances our understanding about the state of museum branding
literature. Moreover, this is the first study that depicts the difference between
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Table 2 Differences between brand equity in traditional cultural branding

Aakers’ brand equity model (1992) Cultural brand equity model (Camarero et al. 2010)

Brand loyalty Loyalty (past loyalty)
Brand awareness Brand image
Perceived quality Perceived quality
Brand associations Brand values

Brand assets

traditional brand equity and museums’ brand equity models. Overall, this study
strengthens the necessity of branding application in museums. Thus, this research
provides valuable theoretical and practical implications. First, given the infancy of
museum branding, the present study calls for further research. Second, we urge
museum practitioners to view branding as a vital strategic tool. What is now needed
is definitely the empirical investigation of brand resonance model in museums.
Moreover, given the important influence of integrated marketing communication
(Belch and Belch 2008; Keller 2009) and the emerging role of social media
(Buhalis and Foerste 2015; Zaglia 2013; Chi 2011) further studies need to estimate
this influence in museum branding.
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e-Marketing in the Hotel Industry:
Marketing Mix Strategies

M. Siakalli, A. Masouras and C. Papademetriou

Abstract Does the hotel industry fully exploit the e-marketing capabilities? The
purpose of this study is to investigate the Internet marketing strategies and practices
that are used in the hotel industry. Namely, it examines the level at which the
traditional marketing mix model which comprises five dimensions i.e., the tradi-
tional 4P’s (Product, Place, Price, Promotion) and the Customer Relations (C) is
used as an e-marketing strategy. Quantitative analysis will be conducted in order to
examine the above with a random sample of hotels located in Cyprus. This area of
study is of vital importance since it explores whether hotels implement compre-
hensive effective marketing strategies and if they fully exploit Internet potentials in
order to innovate their products.

Keywords e-Marketing - Hotel industry - Marketing mix - Strategy

Introduction

One of the most important promotional activities used by the tourism market is the
promotion of the tourism product on the Internet, what is namely called as
e-marketing. This process, i.e., the design and implementation of e-marketing, is
not an easy process but it encompasses all those elements also included in tradi-
tional marketing starting from understanding customer/consumer behavior and
ending with advertising distribution.

This becomes even more complex in the field of tourism industry since, in this
particular case, the customer acts within a complicated network that is difficult to
understand its entirety. Apart from the factors that are related to the product (e.g.,
the price) there are also other factors involved, such as emotional and psychological
factors, that play a significant role in the decision-making process of the tourist
regarding the destination, the transport means, and the services that the tourist will
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use. One of the fundamental advantages of e-marketing is that it can easily segment
the market and use the customer’s web experience to record the characteristics of
the tourist online behavior (Constantinides 2004).

The Use of Social Media as a Promotional Tool in Tourism
Industry

Social media are one of the most important promotional tools for tourism industry.
If properly used (on the basis of a specific strategy and marketing plan), it can fulfill
the customers’ needs online and thus transform them into potential customers. In
addition, social media are linked with the concept of innovation since they can be
used to promote companies’ innovative suggestions and activities (Danias and
Kavoura 2013).

Kavoura (2014) describes digital advertising as a fast and low cost way for a
business to reach its public either for the promotion of brands or the promotion of
products and services. What is interesting about digital advertising is the element of
interactivity, the online relationship that is built with the customers, and the possi-
bilities provided to the customers to participate in online advertising campaigns in
various ways such as online special offers, competitions, etc. Interactivity is also
linked to online customer services using various applications/tools such as
online/live chat that support customers relationship, that is the relationship marketing
(Gronroos 1994).

From Traditional Marketing Mix to e-Marketing Mix

This study focuses on the extent at which marketing mix is used to plan the
promotion of the hotel industry online. More specifically, the study is based on the
traditional marketing mix, i.e., the 4P’s (Product, Place, Price, Promotion), and C
(Customer relations) and whether this can be implemented on the digital marketing
of the hotel industry.

The four traditional parameters (4Ps) are the result of transformations of the
definition of marketing that gradually led to these parameters as the basic com-
ponents of the strategy planning process. Butler’s definition (1911) describes the
concept of marketing as all the things done by the promoter for a product before the
product is promoted for sale or advertisement. Even though this is not a recent
definition, the fact that refers to a product indicates that the process of marketing
was based primarily on the product features. Shaw’s conceptual approach (1916) is
also important since it adds the issue of price, referring specifically to price policies.
Culliton (1948) describes marketing as a mixer of ingredients while Frey (1956)
refers to product supply and the methods and tools for the promotion of supply and
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the product in general. The development of the definition and its relation to the
marketing mix approach is established by Kenyon (1958) who refers to a mixing
process and later McCarthy (1960) who clearly refers to the 4P’s, namely these four
dimensions that constitute this approach.

Marketing mix has been widely amended and transformed such as for example,
the 7P’s that are comprised of the following elements: Product, Price, Place,
Promotion, Personnel, Procedure management, Physical assets (Yasanallah and
Vahid 2012). The 4C’s approach is of particular interest, since its fundamental
difference from the traditional 4P’s is that it is more people-oriented as it mainly
emphasizes on customer services and satisfaction and not just the direct business
profitability (Shahhosseini and Ardahaey 2011).

One of the most important applications of the traditional marketing mix is its use
for online promotion, i.e., when marketing mix is transformed into e-marketing. In
the tourism industry, online promotion is widely used either for the direct pro-
motion of the tourism product or the identification of tourism groups with specific
features, or for market research on the needs and requirements of tourists or
potential tourists. Apart from the promotional tactics, internet applications in
tourism often reduce operational cost leading to the return of benefits to tourists and
increasing reservations for tourism businesses (Buhalis 2003).

Methodology

The study used a cross-sectional survey. The questionnaire included two parts. The
first part consist demographic information and other related information i.e., cate-
gory of the hotel (stars), gross revenue expenditure on e-marketing, average full
occupancy level per year, existence of a specialist on e-marketing. The second part
included 13 questions that correspond to the five variables of marketing mix
(product, place, promotion, price, and customer relations). Statements of the
questionnaire were developed based on previous research of Sigala (2002) and
Luck et al. (2003). Product component was represented with three questions, price
with two, place with other two, promotion with three, and customer relations with
three. The participants responded on five-point Likert scale where 1 indicates a very
low rate of use and 5 very high rate of use. Product included statements such as
“The availability of product related information on-line,” Price included statements
such as “The availability of pricing information online,” Place included statements
like “The availability of booking on-line with the use of credit cards,” for promotion
“The use of on-line advertising” and regarding the customer relations statements
such as “The provision of online customer service.” The five components of the
marketing mix were created by calculating the mean of the corresponding questions
that refer to the respective variables.

The questionnaires were distributed via email. Due to the very low response rate,
personal interviews were held. The sample included 30 hotels of all categories—
three stars and above—i.e., 23 % 5 stars, 50 % 4 stars, and 27 % 3 stars that are
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located in Pafos, where in each hotel the marketing manager was requested to
complete the survey. The questionnaire was written in Greek, the native language of
the participants.

Means, standard deviations, and Cronbach alphas, respectively, for each variable
were for Product M = 4.66, SD = 0.27, a = 0.61, for Price M = 4.57, SD = 0.44,
o =0.54, for Place M =5, SD =0.00, o =0.77, for Promotion M =4.71,
SD = 0.3, a = 0.7, and Customer Relations M = 4.33, SD = 0.72, a = 0.74. All
variables demonstrated adequate internal consistency.

Analysis

Hotel category differences in the five components of the marketing mix were tested
using  MANOVA. The multivariate effect was statistically significant
(Wilks’A = 0.25, F(10,48) = 4.61, p < 0.05). Follow-up univariate ANOVAs were
conducted for each of the marketing mix component. There was a significant main
effect of the category on the Product (F(2,27) = 4.51, p < 0.05), on the Price
(F(2,27) = 21.7, p < 0.05), on the Place (F(2,27) = 5.7, p < 0.05), the Promotion
(F(2,27) =12.2, p<0.05), and on Customer Relations (F(2,27)= 20.17,
p < 0.05). Tukey’s post hoc results showed significant differences between five
stars and three stars hotels for all the five components. For the use of Product, Price,
Place, Promotion, and Customer relations components five stars hotels had higher
mean scores than three stars and four stars hotels had higher mean scores than three
stars. No statistical significant differences exist between five and four stars hotels
for all the components of the marketing mix. Descriptive statistics results are
reported on Table 1.

Full occupancy level of rooms on average per year was described with a binary
variable. Results revealed that a marketing specialist has a positive association with
the full occupancy level. The phi coefficient has shown a statistical significant
positive correlation between the two (phi = 0.535, p < 0.05).

Calculating the correlations between the hotel e-marketing strategies and the
occupancy level of rooms there was no statistical significant correlation between the

Table 1 Means (SD) for each marketing mix component according to hotel category

5 stars hotels 4 stars hotels 3 stars hotels

Mean (SD) Mean (SD) Mean (SD)
Product® 4.66 (0.27) 4.44 (0.76) 3.75 (0.58)
Price® 4.57 (0.44) 4.66 (0.36) 3.43 (0.56)
Place® 5 (0.00) 4.86 (0.22) 4.37 (0.69)
Promotion® 4.71 (0.3) 4.48 (0.6) 3.5 (0.53)
Customer Relations® 4.33 (0.72) 3.95 (0.79) 2.29 (0.37)

“Note p < 0.05
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two variables (r = 0.22, p = 0.23). Hence, fully booked hotels do not necessarily
associate with their e-marketing strategy.

Independent sample t-tests showed that there are no statistically significant
differences between hotels with specific and no specific marketing strategies
regarding the use of their marketing component of product (#(28) = 1.76, p = 0.09)
and place (#(28) = 2.15, p = 0.12). However, there are statistical significant dif-
ferences between hotels with specific e-marketing strategies and no specific
strategies on the use of price (#(28) = 4.161, p < 0.05), promotion (#(28) = 3.78,
p < 0.05), and customer relations (#(28) = 2.89, p < 0.05) component. In all the
significant results, hotels with a specific strategy have higher mean scores than the
ones that do not have.

Differences on the gross revenue expenditure for Internet marketing and the use
of the marketing mix were obtained using independent sample t-tests. In the current
sample, only hotels that spent 0-1.9 % and 2-2.9 % of their gross revenue were
represented. No statistical significant differences exist for the use of the product and
the price component (all p > 0.05). Analysis suggested that statistical significant
differences occur between hotels that spent 0-1.9 % and 2-2.9 % of their gross
revenue on place, promotion, and customer relations components. Hotels with
higher percentage expenditure on e-marketing strategies have higher mean scores
on the use of all the aforementioned components. Hotels with higher expenditure
consider of great significance the place component and less important the use of
customer relations.

Logistic regression was used to explore the relationship between full occupancy
level and the hotel category, the traditional 4Ps along with customer relations. No
statistical significant results were obtained.

Discussion

Marketing mix is characterized by four different but equally important variables.
The results illustrated in this paper remark that the hotel industry uses the traditional
4Ps and C on their e-marketing strategies. However, not all components are equally
weighted. For the e-marketing strategy to outperform, it will be required for the
hotel industry to reassess their strategies. If one component out weights the other,
this does not necessarily imply that the strategy is not effective. It can be effective,
but probably does not have superior performance or the business does not consider
that each component is of equal importance on their strategy.

Due to the low response rate, the results in some cases were not as expected.
Further research should be done with a more representative sample in order to
extract more appropriate results. It was expected that the five components of
marketing mix will have a significant impact on the average full occupancy level.
However, this was not shown on the results. This can be attributed to the fact that
occupancy level possibly depends on other factors that were not included in the
model. In addition, the average full occupancy level as presented on the
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questionnaire was reported as a binary variable. Instead, further research should
include the annual average occupancy rate in order to confirm that none of the
components have a significant impact. In addition, research with financial and
competitive market measures will be valuable in order to understand the effec-
tiveness of the e-marketing strategy in the hotel industry.

Hotel category has an impact on the use of each e-marketing component. Overall
the results suggested that five and four stars hotels exist in the marketplace under
the same e-marketing mix components. However, three star hotels have significant
differences with luxury hotels. This can be justified as their target groups may differ.

As the market is very competitive, it is of vital importance for specialists to take
over the e-marketing strategies and have specific strategies in order to have the
ultimate profitability.

The e-marketing mix as illustrated from the results is a multidimensional process
and not a linear one. Belch and Belch (2003) support that a successful marketing
mix strategy is a multidimensional process; that is each of the components of the
marketing mix involves a number of decision areas that should be taken in account.
Furthermore, the applications of the traditional and e-marketing mix totally differ.
This is mainly due to the different type and wide range of audiences that each of the
approach is addressed to (Belch and Belch 2003). In addition, traditional marketing
mix and e-marketing mix have differences on the tactics that products/services are
promoted. These differences that appear on the use of each of the e-marketing mix
component can be attributed to the different business goals.

The marketing mix either in the traditional or online form (e-marketing mix) is a
powerful tool in designing the products of the tourism industry. Small and big
players of the market should explore further Internet potentials in order to unlock
missed opportunities, innovate their products, and reach ultimate profitability.
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IMC Strategies of Festivals in Destination
Branding

Goke¢e Ozdemir and Duygu Tiirkmenoglu

Abstract Festivals are considered as short-term but major attractions by destina-
tion marketers. Integrated marketing communications of festivals will be assessed in
this study based on the nature of festivals in terms of destination branding. Since
destination branding is a common practice to promote the destination’s history,
lifestyle, and culture; festivals are used to create such a reputation by destination
marketers. Destination branding is a strategic instrument to publicize a destination’s
competitive advantages. Therefore, in this paper, integrated marketing communi-
cation strategies of festivals are evaluated that reinforce the branding of destinations
through multimethod analysis.

Keywords Integrated marketing communications (IMC) - Destination branding -
Festivals

Introduction

Integrated Marketing Communications (IMC) is a new phenomenon for destina-
tions and became more important with the emergence of social media. IMC
referring to the integration of marketing communication tools through a single
message for consistency to build a brand is also applied to destinations. Destination
marketers, trying to highlight arts and culture by festivals for various reasons,
disseminate the relevant message through IMC but without neglecting the desti-
nation branding concept. In this regard, the harmony between the brand’s focus as a
destination and the festival theme should exist in order to create a favorable effect in
the end. Today, a tourist attraction has gained a broader meaning and thus events
too are considered as attractions (Gartner 1996). On the contrary to other attrac-
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tions, a festival is evaluated by its organizational features. In addition to the des-
tination’s main elements that support an event, the success of a festival depends on
the experience that participants have in such a short time.

Accordingly, Yuan et al. (2008) stresses that the choice of destinations and visits
to attractions or attending festivals is affected by previous experiences and the
degree of enjoyment with these experiences. Thus, festivals as short duration
attractions should be appealing in theme and context, well organized, and promoted
effectively to gain attention. Promoting festivals in fact has proved to be an effective
way to boost tourism at the destination and thereby to enhance the destination
image. On the contrary to other attractions or mega events, festivals’ promotion
should be more focused to a specific group of people with the same motivation to
attend such a festival. Therefore, festivals are promoted heavily starting from
months before the actual event with the exception of periodical events. The fanatic
followers of periodical festivals follow the media in advance to put it in their
schedule looking forward to experiencing it once again.

Since destination branding is a common practice to promote the destination’s
history, lifestyle, and culture; festivals are used to create such a reputation by
destination marketers. In this context, integrated marketing communication strate-
gies of a well-known international festival are assessed in terms of branding of
destination izmir, Turkey. The organizer of the International izmir Festival is the
Izmir Foundation for Culture, Arts and Education (IKSEV). IKSEV was founded
by a group of people in the mid-1980s with a priority to organize a high quality of
arts and culture festival to make {zmir a capital of arts and culture once again, since
it was a multicultural capital of arts and culture in the history. IKSEV plays and
important role in promoting the city of Izmir internationally with the events they
organize. The International izmir Festival is a prestigious event with high artistic
standards hosting musicians, artists, and performers from around the world every
year at the unique and historic venues of Izmir. The Festival hosts about 8-15
events every year and has been taking place for 29 years in the summer months.

Literature Review

In general, the potential for tourists to attend an event is dependent on what they are
interested in, what kind of an experience, and the benefits derived from that
experience they are expecting (Ozdemir Bayrak 2011). Yet, the motivation of a
festival attendee is studied by many scholars (Yuan et al. 2005; Ozdemir Bayrak
2011; Lee et al. 2004). Thereby, tourists travel to destinations with numerous
motivations which one of them is the composition of social and cultural experiences
along with the destination offering for a period of time. Garcia (2004) has already
identified a lack of coordination between event organizers, tourism bodies, city
planners, and the arts community as a key difficulty. Thus, the reason can be these
actors being competing on a different platform with each other or lack of com-
munication and focus in terms of common objective among the actors. Larson
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(2002) also points out that the marketing of a festival is diverse and aimed at
serving a number of interests.

Crompton and McKay (1997) indicate that tourists do not exclusively buy the
product or service, but rather the expectation of benefits that satisfy a need.
Felsenstein and Fleischer (2003) explains the benefits of the festival as being
instrumental in presenting local cultural traditions and customs to visitors, thereby
preserving and diffusing the heritage. The importance of benefits in tourism service
in addition to its costs is also studied by Sirgy et al. (2011). Results of Gursoy et al.
(2004)’s study support the festival and special event organizers’ belief that festivals
and special events create more social benefits than the social costs. Festivals
organized by several entities independently or cooperatively do not only provide
benefits to tourists like enhancing their quality of life (Kruger et al. 2013) but also
the community itself. In fact, many studies in the tourism research have focused on
the effects of festivals (Delamere and Hinch 1994; Blichfeldt and Halkier 2014;
Huang et al. 2010; Warnick et al. 2015).

Nevertheless, events occurring regularly in the same location may gradually
become so closely associated with the identity of the place in which they are held
that they become a driver for place branding (Della Lucia 2013). In addition,
Blichfeldt and Halkier (2014) define signature events like local food festivals to be
well suited to contribute to the branding of a particular locality. Authors also
emphasize that the challenges signature events face are the same with the
place-branding challenges in general. They also focus on festivals as manifestations
of a place-branding strategy which is mostly measured by the number of tourists it
pulls in, the money spent by these tourists, the actual experience or satisfaction that
these tourists have, etc. According to Rizzi and Dioli (2010), branding is intended
to make a place attractive and recognizable through a particular and targeted image,
but not limited to mere tools of communication. This leads the branding concept in
general to be broader than the communication process but in this paper, IMC of
festivals and destination branding link will be studied.

Methodology and Findings

Festivals are not only attractive to visitors but also to media that covers a substantial
space. Custodio and Gouveia (2007) define the media as a vehicle for destination
promotion, whereas events are also a form of image formation and projection. Yet,
the media’s influence is more like local or national since cultural festivals lacks the
appeal as attractions for international tourists. To assess the IMC of events on
destination branding, the International Izmir Festival organized every year by
IKSEYV is chosen to be examined in this study. IKSEV’s Press and Public Relations
Adpvisor is interviewed on the subject. According to Walle (1997), a variety of
qualitative techniques have gained prestige both in marketing and tourism research.
A semi-structured in-depth interview was conducted due to the nature of this study
face-to-face with the advisor. The interview took place at the IKSEV office on



134 G. Ozdemir and D. Tiirkmenoglu

August 27, 2015 and lasted for 90 min. The interview was tape-recorded and notes
were taken during the interview by the interviewer to assure nothing was missed
while decoding the interview.

In addition to the interview, IKSEV’s Facebook and Twitter accounts were
examined to support the interview in relation with the IMC strategies in terms of
social media. IKSEV uses social media in addition to the more traditional channels.
Even though it may be criticized by some marketers, IKSEV considers their
standpoint in social media being more appropriate due to their philosophy and the
audience they target. Its been observed that IKSEV shares the same posts both on
Facebook and Twitter to create consistency among the communication channels. In
total, its been observed that IKSEV has shared 86 posts on both Facebook and
Twitter during the event which many people shared, liked, commented, and
retweeted the posts.

IKSEV’s Press and Public Relations Advisor believe that the festival programs
and the performers who participated in the festival over the years are the main
reason for the International Izmir Festival to be known internationally. IKSEV’s
large network of artists and performers created within the past years also promote
the festival on their own because of the positive impressions they had during the
time they spent in the city of Izmir. On the other hand, the key to please the
performers is mentioned as communication, informing them about conditions of the
facilities since historic sites limit the organizers in providing the performers’ needs
and expectations.

For the promotion of International Izmir Festival, a variety of communication
channels are used by IKSEV in order to reach a wide range of audience. However, a
great part of their audience is already aware of the annual festival, but communi-
cation channels are considered as a reminder for the start of the festival. The
announcements about the festival on billboards of the city start a week before the
festival starts along with the start of the ticket sales. Brochures, posters, and an
introductory movie are used to promote the festival billboards around the city are
also used heavily to increase awareness about the festival and its performers that
year. In addition, local newspapers, TV, and radio channels announce the festival as
news in Izmir. The performers and artists who participate in the festival also
announce their performances and concerts on their own websites in addition to
Izmir Metropolitan Municipality and tourism establishments in izmir.
Municipalities support IKSEV by providing their boards around the city free of
charge. Due to the regulations that IKSEV follows, it is not allowed to hang posters
around the city except for the designated boards and spots since they do not want to
be associated with any kind of visual or environmental pollution.

In order to create buzz about the festival, IKSEV organize competitions like the
best photography related to the festival on social media platforms. Knowing that
young festival goers are only a small portion of the International Izmir Festival,
social media addresses mainly the younger audience. The International Izmir
Festival also has fans all around the world who attend the events every year. For
instance, the advisor of IKSEV mentioned about a group of people from the UK
calling IKSEV every year before the festival to ask about the program as to
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schedule their holiday in Izmir just to attend the events. IKSEV also allows people
who are interested in the festival to sign up for the newsletter on IKSEV’s website
to be informed about upcoming events other than by following the media.

The media’s interest in the International Izmir Festival was extensive as the 29th
International Izmir Festival in 2015 had appeared in the press over three thousand
times. The festival was mentioned in the newspapers, art magazines, and news
portals several times. Furthermore, reporters, photographers, and camera crews
from almost every media outlet in Izmir attended to IKSEV’s press conferences and
followed the events from the beginning. IKSEV works with a group of columnists,
writers, and bloggers who are interested in the International Izmir Festival and arts
in general. IKSEV’s advisor mentioned that some members of the press followed
the whole festival and all the events.

Conclusion

According to the advisor of IKSEV, the vision of IKSEV influenced the Izmir brand
in making it a capital of arts as it is used to be. The founders of IKSEV were sure
that arts should be a part of the brand even though most of the prominent people
who participated in the process of destination branding were not sure how to
promote the city of Izmir. The artistic tastes of the residents and the standards of the
local artistic establishments are elevated due to the level of the International Izmir
Festival events. IKSEV’s advisor thinks that the opening of four different faculties
of music in the Izmir universities over the years shows the importance of music for
Izmir. The International Izmir Festival has an influence on how people perceive
Izmir. Although Izmir has become a brand and is known internationally, IKSEV’s
advisor as a resident in Izmir for over 50 years believes that Izmir was more of a
brand city in the past, the immigration issue affected Izmir in a negative way, and
the city is damaged socially and architecturally. She also thinks that the discussions
about what should be done to make Izmir a brand city continues; however the
institutions are not taking action to make it happen.

Branding is a mode of communication and communication is always a two-way
process (Kavaratzis and Ashworth 2005). Festival goers’ decision-making process
with the intention to satisfy a particular social or cultural need may be influenced by
the branding of the city. In fact, festivals that enhance the branding concept are part
of the local culture, bring dynamism and liveliness to the city and acts as a key to
differentiation. If DMOs are to determine what kind of festivals would be efficient to
facilitate the branding of destinations and enhance the competitive advantage, the
outcomes would be more meaningful for destination marketing. Culture of a
community is very closely linked to the destination image and the theme of a
festival is determined accordingly by the festival organizers either public or private
that will enhance the existing image. It is apparent that, although destination
branding is a continuous process, festivals are organized and promoted only for a
period of time which still has a tremendous influence on branding of a destination.



136 G. Ozdemir and D. Tiirkmenoglu

Thus, festivals lasting for many years should never lose its focus to be associated
with the destination brand and should always apply IMC. IMC of festivals with a
consistent message reaching different groups of people also adds value to the
destination brand.
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Tourism Innovation: Theoretical
and Empirical Review

Ruben Molina, Melissa Ochoa and Jorge Victor Alcaraz

Abstract Tourism has become one of the principal service sectors of the countries.
The economic and social importance that it has achieved has been the result of a
series of innovations, such as in transportation, in the technologies information and
communications and in the services they offer, among others, which have an
important role in this sector and benefiting destinations and visitors. Currently, the
new segment, known as millennials tourists, are more informed and demand new
experiences and higher quality in its stays, forcing businesses, and destinations to
find new mechanisms to boost further innovation and new offerings products and
services that are differentiated and highly competitive. This article presents a review
of theoretical and empirical studies published by experts in international refereed
journals and books on topics related to tourism innovation, in which it discussed the
importance of this approach to the study of tourism development.

Keywords Marketing - Innovation - Tourism - Theoretical and empirical works

Introduction

During the last decades, tourism has experienced a continued expansion and
diversification, becoming one of the fastest growing economic sectors in the world.
Currently, there is a new segment of tourists known as Millennials, who are more
informed, demand new and higher quality experiences on their trips, forcing
businesses, and tourist destinations to make innovations to offer new products and
services, for example the transport and communication systems such as the train,
automobile, aircraft, the Internet and social networks. This new market segment
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often consults websites for reviews and feedback, as well as web pages with
information about the destination before embarking on the journey; they use social
networks as a system of communication to meet the destination and know what is
happening at all times.

Although the study of tourism innovation is an important issue, research in this
field is recent. The few studies available have examined innovation in tourism from
different areas, whether relating to the level of destination (Stamboulis and
Skayannis 2003; Volo 2005; Hjalager 2006), hotel companies (Camisén 2000; Law
and Jogaratnam 2005; Orfila-Sintes et al. 2005; Martinez-Ros and Orfila-Sintes
2009; Orfila-Sintes and Mattsson 2009) or small and medium tourism enterprises
(Weiermair et al. 2005; Pikkemaat and Peters 2006; Hjalager 2010).

The process of innovation in the service sector has not yet been studied enough
because it is considered that tourism businesses are not developers of innovations
because they purchased from external suppliers and for that reason they are not
considered as triggers of a series of innovations (Lopes et al. 2014). Moreover, it is
not common for tourism companies to have departments or resources dedicated to
research and development (R & D) to create or enhance innovation. Therefore, this
article aims to identify the literature on tourism innovation, highlight the theoretical
evidence, and present empirical evidence. This review concludes by making a call
to the scientific community to continue to conduct research to make a tourism
innovation theory and show its importance.

Innovation in Services

This section begins with the definition of the word service and then we continue
with the rise of innovation in services. A service is an act that gives one part to
another; it is an economic activity that creates value and provides benefits to
customers in specific times and places (Lovelock et al. 2004).

There are different approaches in manufacturing that were adopted to innovation
in services (Gallouj and Savona 2009; Gallouj and Windrum 2009; Tether 2005):
the technical approach (or assimilation) compared innovation in services with the
adoption and use of technologies in the context of the manufacturing industry
(Barras 1986, 1990; Evangelista 2000). The integration approach (or synthesis) is
based on the trend toward convergence between manufactured goods and services
to develop a common conceptual framework (Gallouj and Savona 2009; Gallouj
and Weinstein 1997). This approach overcomes the materiality and technology bias
in the services sector (Gallouj and Savona 2009).



Tourism Innovation: Theoretical and Empirical Review 141

Tourism Innovation

Tourism is a service sector that is in constant process of innovation, because it is a
service that sells products, it has to provide new emotions for tourists, if not
innovate; therefore, stops providing emotions, and decreases the number of tourists
(Plog 1974, 1987), so, tourism requires the companies to innovate in order to keep
up with the competition (Hall and Williams 2008). In addition, due to the nature of
tourism, tourism enterprises and destinations have more difficulty in protecting their
innovations because competition can easily see what others are doing and new ideas
can rarely be protected by patents or other mechanisms (Hjalager 2002).

OECD (2005) described innovation as the renovation and expansion of the range
of products and services markets; the establishment of new methods of production,
supply, and distribution; the introduction of changes in management, work orga-
nization, working conditions, and skills of the workforce.

Hall and Williams (2008) point out that innovation is the process of bringing a
new idea to solve a problem: ideas reorganization, reduce costs, propose new
budget systems, improve communication, or assemble products. Therefore, inno-
vation is the generation and implementation of new ideas, processes, products or
services and also the ability to change and adapt to obtain at the end a competitive
advantage.

There are different categories of innovation: Hall study’s (2009) is made up of
the four categories of the OECD in innovation: (1) product innovation: involve new
goods and services and significant improvements in them; (2) process innovation:
significant changes in production and delivery methods; (3) marketing innovation:
referring to changes in product design and packaging, product promotion and
methods for pricing goods and services; (4) and organizational innovation: referring
to the implementation of a new organizational method in business practices of the
company, labor organization, or external relations.

Hjalager provides a basic categorization close to Schumpeter: product innova-
tions, process, organizational/business, and marketing constitute the main body of
the categories of innovation.

Damanpour et al. (2009) classified innovation in services according to the fol-
lowing: Service: new services to existing and new customers and offer new services
to new customers. Process: (a) Technology: new elements introduced into pro-
duction systems or service operations to generate products or services to customers.
(b) Administrative: new approaches and practices to motivate and reward
employees, to design new strategies and change management processes of the
organization.

Therefore, the types of innovation in the services area and in the hotel sector
could be summarized as follows:

1. Service innovation: create new goods or services or improve existing ones for
consumers.

2. Process innovation: changes in the form and sequence of doing things, with
greater efficiency and productivity, relying on various tools such as ICTs.
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3. Organizational innovation: changes in the ways of carrying out the adminis-
tration of the organization; search for new structures of cooperation between the
public and private or seek to improve the regulatory framework in which
tourism areas are based on.

4. Marketing innovation: new forms or changes in the forms of communication to
publicize the services or goods to the target market and potential customers,
making use of ICT.

It is also important to point what Nieves et al. (2014) suggest: if firms wish to
evolve and adapt to their environment through the development of innovations, they
are required to have at least three major resources based on knowledge: first,
knowledge, skills, and abilities employee (human capital); second, collective
knowledge (organizational knowledge); and third, the willingness and ability of
managers to access a knowledge beyond organizational boundaries (external social
relations).

Knowledge is one of the most important resources in service businesses and is
particularly significant due to the performance of activities that require interaction,
collaboration, and communication with customers (Sirmon and Hitt 2009). In the
tourism industry, improving human capital has become a priority, especially when
you consider that most of the workers in this sector are semi-skilled (Hjalager 2002;
Walsh et al. 2008).

Empirical Evidence

In terms of empirical evidence, some studies analyze the effects of innovation on
competitiveness, on productivity, on knowledge or market attractiveness. Hall and
Williams (2008) link innovation to the propensity to survive as a company in a
highly competitive market, it is tourism.

Victorino et al. (2005) evaluated the impact of innovation in different hotels
categories in North America, and their empirical evidence suggests that innovative
companies gain a competitive advantage and a subsequent customer preference to
return to that place. Companies that differentiate their products are more successful
than those that do not, but this effect is enhanced if there is a development of the
human capital, as shown by Walsh et al. (2008).

Blake et al. (2006) conducted some surveys on the impacts of different types of
innovations in productivity, they found that the accommodation and the attrac-
tiveness of the companies are related to marketing innovations and products that are
important for the company and productivity, while managerial and organizational
innovations affect less to increased productivity.

Nieves et al. (2014) analyzed the innovation by combining knowledge-based
view and relational view. The results of this study showed that in the tourism sector,
knowledge is important: high levels of knowledge about the business environment
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(competition) and relationships with persons or entities outside the organization
contribute significantly to achieving innovation in the sector.

The most comprehensive study that has been conducted to date is based on the
National Innovation Statistics of Australia and New Zealand (Hall 2009). The study
shows that accommodation and restaurants are innovative at a level which is quite
comparable with other economic sectors.

Conclusions

Nowadays, companies from all economics sectors are facing a global increasingly
demanding and highly competitive environment. This is why innovation is a fun-
damental activity for success, even for the survival of the tourism. Tourism is
generally ignored as a target sector in innovation because it is characterized by
public goods, free riding, and weak barriers to imitation. Yet difficulties, innovation
in tourism must be encouraged.

From a conceptual point of view, innovation has been defined in terms of
different approaches taken by different authors, being that there is no consensus on
the definition of innovation. Of the theoretical and empirical studies reviewed in
this article, we can determine the principal variables according to the categories of
innovation that influence in tourism

Product innovation: additional services, creating new ideas, hotel category, hotel
groups, nature of service, occupancy rate, seasonally, hotel size, quality hotel, and
products.

Process innovation: coordination between departments, ICT’s and social net-
works, ways of introducing technology and innovation, process management,
technology, and equipment.

Organizational innovation: chain of command, collaboration with customers,
employee behavior and training, empowerment, governance, incentives for the
development of new skills, organizational performance, knowledge, and staff skills.

Marketing innovation: communication, customer orientation and satisfaction,
marketing, media, public relations, market responsiveness, and target market.

This article analyzed studies in which some attempts have been made to explore
theoretically and empirically the key concepts of the literature on innovation in
tourism. This research concludes that there is a hole between the theoretical and the
empirical studies because they still need to bring to the practice what the theory
says and applies to the practice to make improvements to the tourism sector, at all
the levels: from a macro level (destinations) to the micro level (hotels, restaurants,
travel agencies). With the combination of the variables that have an effect on
tourism innovation, the tourism sector could improve and innovate to stay in the
market and have competitive advantages.
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The Communication Role of the ‘Imagined
Communities’ in the Promotion
of International Events

Androniki Kavoura and Damianos P. Sakas

Abstract This paper examines the role of the constitutive elements of identity
creation for communicating a sense of community in academic conference events.
Event organizers utilise mass email campaigns and social media networks to
advertise and promote conference events. The demand side, the engaged partici-
pant, becomes involved in the process of finding information about these events
also basing his/her decisions on specific reasons. The paper argues for the role of
the creation of an online community and its constituent elements for identity
building of a community of special interest, that of a conference. The research is
exploratory in nature and explores whether these constituent elements are signifi-
cant capable to create and preserve an academic conference community. Creating
brand communities with people who are engaged and follow conferences and
events can be a strategic innovative communication tool for event organizers. It is a
successful decision tool to academic conference organizers that may offer an
effective communication plan for the creation of communities of special interest.

Keywords Conference events + Imagined communities + Online engagement

Introduction

Research associated with conference events has mainly focused on the supply side,
the way conference can be purchased and how decisions are made for site selection
(Mair 2014). Limited research has focused on conferences’ delegates decisions to
attend a conference (Oppermann and Chon 1997; Severt et al. 2007; Zhang et al.
2007; Mair and Thompson 2009; Mair 2014) based on personal reasons and
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well-being, cost, the conference venue and location but also networking opportu-
nities and cooperation among attendees.

Very limited studies have taken place in regard to the interactivity between the
demand and supply side—conference organizers’ communication strategies and
attendees’ involvement as key elements in the creation of a community of like
minded people who share a sense of belonging.

Gruzd et al. (2011) argued that although people get together and exchange
messages on the physical and virtual environment; this does not mean that they feel
they belong to a community.

We contend that people may engage and attach to different settings and envi-
ronments and that in turn this will impact membership and socialisation.

Gender differences also do not provide explanatory satisfaction in regard to
information seeking online and being pat of a community (Grimes et al. 2007;
Manierre 2015).

We would like to examine the significance people attach to conference groups
based on the constitutive elements employed in social sciences for identity creation.

An extensive review with findings concerning conferences’ attendees published
in academic journals in the last years by Mair (2014) has not mentioned any study
in regard to the concept of sense of community belonging and identity creation in
the events’ and conferences’ sector which allows us to argue the significance of
incorporating these concepts to the communication of conference events.

Different communities exist online and offline and interact with one another.
These communities share common characteristics whether they are small-group
brand communities, virtual communities and people identify with such groups and
smaller ones within these communities; they create interconnected relationships
based on the sense of belonging; members are included, outsiders are excluded,
setting in that way, boundaries, and promoting cohesion.

Definitions and Conceptual Framework

The concept of the sense of community was developed in the 80s (McMillan and
Chavis 1986) and has been employed to account for the creation of nations and
identity with Anderson and “the imagined communities” to be among the main
advocates (Anderson 1983, 1991).

The identification of the sense of community in both online and traditional
community groups is found to be quite similar (Casal6 et al. 2011; Lee et al. 2014).

The sense, feeling, or spirit of belonging to one group and membership, may
explain the participation in online communities, to a similar extent that this has
taken place for identity creation and a concept that is still underresearched (Abfalter
et al. 2012; Malinen 2015; Keng et al. 2015).
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Imagined communities is a term initially used in regard to elements of nation-
ality and the creation of identity of a population from Benedict Anderson who
argued that even if people have never met, they may feel that they belong to the
same group based on specific elements further discussed (Anderson 1991). In
the creation of identity and nations “the nation is imagined as limited because even
the largest of them... has finite, if elastic boundaries beyond which lie other
nations” (Anderson 1991, p. 7). Members of the imagined communities even if they
have never met, they feel part of the community (Anderson 1991).

Determining concepts in the creation of identity are

the use of language and the association of ideas, the role of high centers and
experts,

the presence of the significant other,

the homogeneous empty time and space.

We argue that the aforementioned need to pre-exist and further maintained so
that a network or community is created. These are concepts that create the sense of
community which are necessary for bringing people together as used for the cre-
ation of the identity of nations.

Language and symbols provide identity builders. Indeed, recent research on
whether Chinese language on cyberspace influences the identity construction of
migrant netizens in New Zealand, illustrated that this language that is not associated
with a specific territory, actually reinforces a sense of belonging to a virtual space
and community (Yin 2015).

The sense of community is a relatively new research field in regard to cyberspace
and the relation with a community’s online members; a virtual group bases its
communication on the one to many approach and can be transformed to a com-
munity if the sense of community is cultivated (Keng et al. 2015). Nonetheless,
Keng et al. (2015) do not further examine how these concepts, that is sense of
community and cultivation can be combined.

It is thus interesting to explore ways that people can feel members of these
communities who engage and bind with each other.

That is, we argue, the emphasis on the sense of community is necessary and the
mechanisms at work that contribute so that community identity is created and thus,
a community takes place.

Conferences are incorporated under conventions that belong to the meetings,
incentives, and exhibitions industry bringing together like minded people that join
together because of the same common purpose (Mair 2014). These people have
similar interests. Associations meetings are related with academic institutions.

Do these like-minded people actually form a community? How do they connect
with other event participants? Can such communication lead to a community cre-
ation? Do they share the characteristics of identity formation?



148 A. Kavoura and D.P. Sakas

Methodological Considerations

Different services and software have been employed to capture people’s behavior
online via cursor’s tracking associated with web analytics (Huang and Leiva 2015;
Kent et al. 2015). Analytics can be used so that the effectiveness of a web can be
examined (Rhode et al. 2015).

Big data refers to the datasets whose storage capacity is beyond the ability of
traditional database software tools for capturing, storing, managing, and analyzing
the unstructured data. Big data has become revolutionary technologies that help in
enhancing organization’s bottom line through converting data into knowledge
(Bhadani and Kotkar 2015). The process of how web analytics work is as follows: a
computer code is pasted on the conference’s websites and then, metric data is used
to determine trends. There is no personally identifiable information (Kent et al.
2015) and thus, there is not an ethical issue in question.

Web analytics are usually associated with descriptive statistics that inform us on
the number of pages the visitor visited, how much time s/he spent on them, how did
they come to those pages—the paths they followed (Kent et al. 2015). Although this
research is useful, it does not determine the framework under which existing users
visit a web page.

Based on the identity creation constituent elements such as

e Use of symbols and association of ideas
e The role of high centers and experts

e The significant other

e The homogeneous time and space

described in the creation of nations (Anderson 1991), this research aims to examine
the abovementioned elements to allow for inferences to be made on their signifi-
cance to conference attendees’ search. The methodological approach of the research
should satisfy specific aims. The objective set in the present project is the exami-
nation of the holistic adoption of the variables presented above that creates identity.
This synergy and the creation of community may be justified with the delegate’s
intention to participate in the conference. The existence of those elements may
allow for the sense of community to take place.

Data are based on visits to the conferences’ websites that are organized from the
Institute for the dissemination of arts and sciences (I-DAS), an experienced and
expertised non-profit organization in scientific event planning. Conferences’ data
were collected for a three year period since 2013. Conferences were held in dif-
ferent places each year (I-DAS 2013a, b; I-DAS 2014; I-DAS 2015) with a traffic of
more than 700 people visiting the sites.

Behavior flow of visitors on the websites of the conferences is examined with
Google analytics. The further aim of the scientific orientation is the examination
of the model of identity creation for conference participants. The final decision of
participation may be determined with the traffic to the registration section of
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conference’s website. This may determine that the participant follows the team
influenced by the five axes with his/her final registration to the conference.

Lewis-Beck et al. (2007) argued that in structured observation in regard to data
collection, predefined rules determine what is examined. In the specific research,
the rules on what was searched were defined by the theory ‘imagined communities’.
Herring (2004) notes that in computer mediated discourse analysis, sampling is
rarely done randomly, since random sampling sacrifices context. In that way, tex-
tual analysis can take into consideration ongoing participant observation of online
communication.

Discussion

In the above-mentioned problematic of the model, the axes are analysed and pre-
sented with the provision of examples based on Google analytics that the
researchers examined. The exploratory research presents a snapshot of the way
identity may be further created within a conference community that needs to be
further examined. In regard to the comparison of existing and new conference
attendees’ use of language when conference searching, it was found that strategies
for driving traffic to the website influenced five times more the new users than the
existing users of the conference site while the Google search by the name of the
initials of the conference was the case for existing users rather than new users who
did not know well enough the abbreviation (see Table 1).

In regard to experts, the announcement of the speakers’ names on the conference
brought significant results, the week of the speakers’ announcement. It is typical to
note that the conference’s invited speakers have substantially contributed to their
science and have received more than 6000 citations based on google scholar (see
conferences’ related websites).

The physical or virtual presence of the people who belong in the imagined
community is a relative concept, it is the person who organizes the session that is
significant and this can be seen by the number of online visits to the same con-
ference session (physical and virtual) in a 3 year period (2013-2015) (see Table 2).

Table 1 Comparison of existing and new conference attendees in regard to special language used
to reach the conference community

Category Existing users (%) | New users (%)
Google search (by the name of conference) 41.30 32.64

Direct search (conference website) 37.43 37.35

Search by the institute of the conference organization 2.82 0.00

(I-das)

Strategies for driving traffic to the website 4.16 10.82

Source www.icsim.net Google analytics


http://www.icsim.net

150 A. Kavoura and D.P. Sakas

Tabl(; 2 Numbe.r Of(VihSitS. tOl Year |No of visits | Session page views | Type of session
a conference session (physica 5
and virtual) in a 3 year period 2013 | 597 VISITS | 1057 Physical
(2013-2015) 2014 | 475 VISITS | 1022 Physical

2015 | 967 VISITS | 1932 Virtual

Source www.icsim.net Google analytics

This person (significant other) belongs to the conference community and at the
same, sets boundaries with his/her session.

At the same time, and based on results of Table 2 we may argue for the
homogeneous time and space as is described by the model in the creation of identity
(Anderson 1991) since the virtual presence of the conference community is rep-
resented by the so called Anderson’s phrase “they feel they belong to a community
even if they have never met” (Anderson 1991). At times, the conference partici-
pants have a physical presence based on the conference’s location and their
availability to go to this place and at times, the location becomes the virtual sense of
the community and conference’s participants do not have to be physically there.

There is huge potential in the creation of online and physical communities with
engaged people who share common interests. Like minded people can be part of
many different environments and these environments do not necessarily have to do
with one’s physical location with the contribution of emerging technologies
(Kavoura 2016; Sylaiou et al. 2008). Simulation models may be further strategically
implemented to examine which of the abovementioned variables play a more sig-
nificant role than the others for the development of competitive advantage of firms
and organizations in different sectors (Marinagi et al. 2014; Sakas et al. 2014).

Conclusion

The reputation of the community can play an important role in the process of
building loyalty, since it and can improve feelings and trust, leading to loyalty. The
sense of belonging to a community may reinforce emotional links, create strong
bonds and attachment.

Creating brand communities with people who are engaged and follow confer-
ences and events can be a strategic innovative communication tool for event
organizers but also academics. The results offer initial suggestions to conference
organizers for an alternative communication of events creating a sense of the
community.

Future research focused at the brand level is recommended to explore the
relationships tested in the current study. Future research is recommended to link
survey data capturing intentions with actual participation.
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e-services Development
in the Collaborative World

George Bithas and Damianos P. Sakas

Abstract The survival of modern enterprises will depend on the ability to
understand their own role within the physical and social environment. As enter-
prises try to react to these challenges, they realize that they need to collaborate with
other enterprises. Enterprises need to transform in order to participate successfully
in a collaborative network. The participation in a collaborative network based on
service system framework can change the enterprise’s: (a) understanding of value
(value-in-use); (b) customer’s relationship (cocreator of value); (c) operational
boundaries (customer can become a codesigner). In order to enable this transfor-
mation, we propose e3-value ontology to assist enterprises in developing collabo-
rative value propositions, e-business scenarios, and operations requirements.

Keywords Collaborative networks - Service systems - Business transformation -
Value flows - e3-value

Introduction

In today’s global economy, business partnerships and outsourcing agreements are
swiftly becoming dominant practices. This trend has led to new economic activities,
new business models, and new value propositions. More specifically, modern
enterprises do no longer compete against single entities but against networks of
organizations. As a result, there are fundamental shifts in the way businesses per-
ceive competitive strategies and how competitive advantages can be created. Over
the last two hundred years, and accelerating in recent decades, we have witnessed a
rise and fall in resources allocated and interactions dedicated to local production of
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goods, with more reliance on increasingly complex interactions with others (Bell
1973; Clark 1940/1957; Fuchs 1968; Levitt 1976; Pine and Gilmore 1999).

As enterprises try to react to these challenges, they realize that they need to
transform in order to survive. The problem is that transformations are complex
undertakings.

Service Science is a fairly young discipline that combines organizational and
human understanding with business and technological understanding, to explain
service systems, including how they interact and evolve to cocreate value. Our goal
is to apply a scientific approach to advance design and innovation in service sys-
tems for achieving business transformation. (Spohrer and Maglio 2009) believe that
the need to understand-manage and design-imagine better service systems and
networks is thus a necessity.

In this chapter, we present a new view on value proposition design, using
e3-value ontology as organizational simulation tool, in the context of complex
service systems. We believe that e3-value ontology can act as an organizational
simulation, because it is capable to provide a graphical representation of service
ecosystems and value propositions choices. Through these choices, enterprises can
decide the appropriate strategy in order to react to the continuous changes of
today’s dynamic global economy.

Literature Review

Enterprise Interoperability

The recent global economic crisis has demonstrated that are required new ways of
doing business. The survival of traditional enterprises within the global economy
relies on their ability to adapt to several changes, create new ideas and new
approaches to collaborating in dynamic networked environments.

Collaborative networks are environments where resources are exchanged within
and across organizational boundaries (Standing and Sims 2009). In order to succeed
in a collaborative environment, enterprises need to be interoperable, thus being able
to share information with other organizations, and must be adaptable to different
network environments (Goncalves et al. 2007). Nevertheless, due to different
models and information structures, the exchange of important information is not an
easy task.

In the past decade, the concept of Enterprise Interoperability has received con-
siderable attention in the research community (Chen et al. 2008; Charalabidis et al.
2010). As enterprises cannot survive solely through their own individual efforts,
success depends on the activities and performance of others with whom they do
business. In this context, Enterprise Interoperability is defined as the capability of
an organization to interact and exchange information and other resources, both
internally and with external partners, in order to achieve a certain business goal
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(Li et al. 2008). Sustainable interoperability aims at accommodating disturbances in
a network of organizations, without compromising the overall network interoper-
ability state (Agostinho et al. 2011; Goncalves et al. 2012; Kutsikos and Mentzas
2012; Sakas and Kutsikos 2014).

Service Science—Value Cocreation

Our approach is based on Service Science, which is the study of service systems
and value cocreation. Service Science combines organization and human with
business and technological understanding in order to categorize and explain service
systems, including how service systems are able to interact and evolve to cocreate
value (Maglio and Spohrer 2013). Value and value creation are critical to under-
stand the dynamics of service systems (Vargo et al. 2008). Service Science adopts
the service-dominant logic foundational premises. As a result, for service science,
service is the application of competences (knowledge and skills) by one entity for
the benefit of another (Vargo and Lusch 2004, 2006). This definition helps us to
understand better what service means, by implying that value is created collabo-
ratively in interactive configurations of mutual exchange, which are the service
systems. There are two categories for the value that is generated. The first is
good-dominant logic, which is based on the value-in-exchange meaning of value
and is created by the firm and distributed in the market, usually through exchange of
goods and money. The second, service-dominant logic is tied to the value-in-use
meaning of value (Vargo and Lusch 2008). From the S-D logic viewpoint, value is
not created until the recipient of the service offering has actually integrated the
newly acquired resources with its own, for a positive, beneficial outcome (Vargo
et al. 2008).

Service science emphasizes collaboration and adaptation in value cocreation, and
creates an interdependent framework for systems of reciprocal service provision.
These systems can be individuals or groups of individuals that survive, adapt, and
evolve through exchange and application of operant resources, (those that act upon
other resources), such as knowledge and skills, with other systems. In other words,
service systems engage in exchange with other service systems in order to enhance
adaptability and survivability for themselves and other service systems (Vargo et al.
2008).

Measuring Value in Collaborative Networks

In the connected business environments described above, where value is generated
through cocreation activities, a key challenge is how to describe value flows and
define value distribution among collaborating entities.
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e3-value is an approach to design e-business models. Furthermore e3-value
ontology contributes to a better and shared understanding of the value in an
enterprise, specifically with the respect to its profit drivers. Using e3-value ontol-
ogy, we can model networked constellations of enterprises and end-consumers, who
create, distribute, and consume things of economic value.

Over the past few years, many innovative e-business ideas have been considered.
Most of these ideas were unsuccessful (Shama 2001). With the aid of internet, many
firms are able to create new revenue streams from e-business ideas. Today enter-
prises need to develop new value propositions if they are to survive. Following that,
contemporary enterprises increasingly participate in networked value constellations
(Gordijn et al. 2009). By doing so, enterprises can jointly satisfy more complex
consumer needs, which would have difficulty manage alone (Gordijn 2002).

e3-value has two main characteristics. First, it is a methodology that recognizes
the importance of economic value. Consequently, e3-value analyses the creation,
exchange, and consumption of economically valuable objects in a business net-
work. Second, e3-value is founded on principles of multi-viewpoint requirements
engineering and semiformal conceptual modeling. An e3-value model represents a
business network that creates, distributes, and consumes value objects (Gordijn and
Akkermans 2003).

Organizational Simulation Tool

As we mentioned above, e3-value is an ontology, which can model value con-
stellations of enterprises through the design of multi-enterprise relationships,
e-business scenarios, and operations requirements in both qualitative and quanti-
tative ways.

Through the usage of e3-value ontology, we seek to answer what it means for an
enterprise to participate in a collaborative network, which is a very difficult
undertaking. Enterprises need to transform in order to participate successfully in a
collaborative network. The participation in a collaborative network based on service
system framework can change the enterprise’s: (a) understanding of value
(value-in-use); (b) customer’s relationship (cocreator of value); (c) operational
boundaries (customer can become a codesigner). Rouse (2005) indicates that the
study of enterprise transformation focuses on understanding the challenges of
change and determining what practices help most to address change and success-
fully transform. We believe that e3-value can model all these changes of this
transformation and offer the appropriate channel to the collaborative world.

In addition, utilizing e3-value as organizational simulation tool, we strive to
obtain knowledge about the transformation results and to contribute to the
improvement of the transformation process and means. Our research objective
entails the implementation of the organizational simulation tool based on e3-value
ontology, which will help firms engage in collaborative activities while controlling
the potential transformation activities needed along the way. e3-value ontology can
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represent a service systems constellation with graphically depicted value flows. Our
tool can offer interactive glimpses of the collaborative network, which an enterprise
decides to participate in order to survive. Our organizational simulation tool can
enable the value estimation of the transformation process in parallel with the service
systems design, and provide a rich training environment once the network is
deployed in a language that all the participants can understand.

Further Research

Modern organizations are required to adapt more than ever to an increasingly
dynamic environment. Mastering change is of the utmost importance (Malhotra and
Hinings 2013). As a first step toward realizing this potential, we are currently
working on a business transformation framework, which can give to enterprises the
appropriate guideline to choose the right transformation path. Our framework will
have stages with attributes in order to help an enterprise to understand: (a) in which
stage it belongs, (b) in which stage it wants to go, and (c) how this transformation
can be achieved.

Connecting e3-value with a business transformation framework, we can have a
tool to give enterprises paths to find the best option for the appropriate transfor-
mation based on their capabilities and targets.
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Business Transformation Through Service
Science: A Path for Business Continuity

George Bithas, Damianos P. Sakas and Konstadinos Kutsikos

Abstract Globalization, technological change, economic crisis, and an increasing
demand for specialization have led to new economic activities, new business
models, and new value propositions. As enterprises try to react to these challenges,
they realize that they need to transform through collaboration with other enterprises
in business networks, in order to: (a) develop new value propositions, (b) reduce
operating costs, and (c) engage in value innovation activities. In order to enable this
transformation, we propose a Service Science approach to assist enterprises in
developing collaborative value propositions.

Keywords Service science - Business transformation - Service Systems
Business continuity

Introduction

The rise of globe-spanning, service-based business models has transformed the way
the world works. This transformation has been enabled by new information and
communications technologies, specialization of businesses, global regulations, and
increased use of external services by entities at multiple scales (Wirtz and Ehret
2012).

Enterprise networking is becoming a reality for any kind of organizations,
because none can operate in isolation anymore. Due to globalization, it is necessary
for an enterprise to be a member of a large supply chain and to have strong
partnerships with other nodes of a collaborative network. Digital revolution has
created new strategic models based on the closer relationship with customers and

G. Bithas () - K. Kutsikos
Business School, University of the Aegean, Chios, Greece
e-mail: g.bithas@ba.aegean.gr

D.P. Sakas
Department of Informatics and Telecommunications, University of Peloponnese,
Tripoli, Greece

© Springer International Publishing Switzerland 2017 159
A. Kavoura et al. (eds.), Strategic Innovative Marketing, Springer Proceedings
in Business and Economics, DOI 10.1007/978-3-319-33865-1_20



160 G. Bithas et al.

other partners in order to offer total solutions. Such a collaborative reality creates a
new business environment, whereby its complexity and scale pose significant
challenges. Today an increasing number of enterprises are looking into the question
of “What” to do in order to transform. There is a need for modern enterprises to
seamlessly interoperate poses significant challenges on their capabilities for
engaging in multiple business networks. Today’s enterprises can transform through
their participation in business networks, in order to: (a) develop new value
propositions; (b) reduce operating costs; (¢) engage in value innovation to satisfy
more demanding customers; (d) participate in alliances that can help them become
more sustainable.

This paper considers a particular type of business networks, namely, “service
systems,” and proposes this architecture for enabling business transformation. Our
approach is based on Service Science, which is the study of service systems and
value cocreation. We believe that our approach can give a great impetus to enter-
prises that want to thrive in today’s highly competitive and complex business
environment.

Literature Review

Business Transformation

The past few years have been characterized by significant developments that came
along with fundamental changes in the way modern enterprises operate and are
structured. Many organizations faced the challenge to question their operations,
products, and business models and are forced to adapt to new conditions in a short
period of time. Today’s enterprises need to be transformed by a combination of
predicting better, learning and acting faster, as long as the market expect that a
transformation will improve the value an enterprise can provide to the market
(Rouse 2005). Irrespective of their size, organizations are required to adapt to a
progressively dynamic environment. Mastering change is of the greatest importance
for contemporary enterprises (Malhotra and Hinings 2013).

According to (Rouse 2005; Rouse and Baba 2006), business transformation is
driven by value deficiencies that require significantly redesigned and/or new work
processes. Transformation has proven to be a vital strategic element in business
strategy. It does not involve merely fine tuning a few areas but requires radical
changes in critical business factors. As reinvention of the entire business philosophy
is the central idea, profound consideration is given to reinvention that will lead
organizations to succeed and not die away due to stagnation. This process can give
to organizations complex challenges but at the same time can offer new opportu-
nities (Cowan-Sahadath 2010).

It is obvious that business transformation is highly complex process and that
the results are influencing enterprise’s future. Currently the ability to manage a
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transformation is crucial for enterprises to create advantage against competitors.
Organizations need to create transformation capabilities in order to be capable to
offer innovative value propositions, which are developed by innovative internal
business processes (Stiles and Uhl 2012).

Business transformation management needs to be business-driven, value-oriented
in order to be effective (Stiles and Uhl 2012). Business Transformation Management
Methodology (BTM2) is a holistic methodology for managing business transfor-
mation. BTM2 is developed by Business Transformation Academy and is an
approach that helps manage transformation initiatives.

BTM2 incorporates eight disciplines and are of two types: (a) the direction layer
that refers to management of strategy, value, and risk of a business transformation
and (b) the enablement layer that refers to business process management, program
management, IT transformation management, organizational change management,
and competence and training management.

Based on (Rouse 2005), research in enterprise transformation is progressing
along six key areas: (a) Transformation Methods & Tools, (b) Emerging Enterprise
Technologies, (c) Organizational Simulation, (d) Investment Valuation
(e) Organizational Culture & Change and (f) Best Practices Research.

Collaborative Networks

A key concern for business transformation activities is how to control risks and
ensure the firm’s sustainability, post-transformation. Today’s competitive markets
are becoming even more complex and dynamic, with unable enterprises to pros-
pering solely through their own individual resources (Friedman 2005). Each
enterprise’s success depends on the activities and performance of others to whom
they do business with (Wilkinson and Young 2002).

It is very important for enterprises to understand the new possibilities and shifts
that are able to affect global economy and use these shifts as asset for the future.
Based on (Santucci et al. 2012), our digital society is redefining the individual
enterprise in a context where the collaborative network is the business. These
networks are the foundation of future enterprise systems (Chen et al. 2008).

The survival of traditional enterprises within the global economy relies on their
ability to adapt to several changes, create new ideas, and new approaches to col-
laborating in dynamic networked environments. Collaborative networks are envi-
ronments where resources are exchanged within and across organizational
boundaries (Standing and Sims 2009). In order to succeed in a collaborative
environment, enterprises need to be interoperable, thus being able to share infor-
mation with other organizations, and must be adaptable to different network
environments (Goncalves et al. 2007). Nevertheless, due to different models and
information structures, the exchange of important information is not an easy task.

A very popular form of business cooperation that has attracted attention is virtual
enterprises. A virtual enterprise is a coalition of business entities, selected from a
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larger community of available business entities that collaborate on a joint project.
The collaboration is often ad hoc, for a specific outcome only, after which the
virtual enterprise may dismantle. The members of a virtual enterprise often possess
complementary skills and technologies whose combination is deemed necessary
(D’Atri and Motro 2007). It is also supported by extensive use of information
technology. The main objective of a Virtual Enterprise is to allow a number of
organizations to rapidly develop a common working environment, in which are
capable to manage a pool of resources provided by all the nodes in order to achieve
a common goal.

In this approach, a client is an entity outside the virtual enterprise, which
approaches the virtual enterprise to acquire a product or a service. This means that a
virtual enterprise does not cocreate value with a customer. The cocreation of value
among customer and provider is very important for high-level service design.

Service Value Cocreation

Business transformation can be defined as the orchestrated redesign of the genetic
architecture of the entire enterprise (Morgan and Page 2008). Transformations are
complex undertakings. Many business transformations are highly susceptible to
failure. Today an increasing number of enterprises are looking into the question of
“What” to do in order to transform. Our approach is based on Service Science,
which is the study of service systems and value cocreation. Service Science com-
bines organization and human with business and technological understanding in
order to categorize and explain service systems, including how service systems are
able to interact and evolve to co-create value (Maglio and Spohrer 2013).

Value and value creation are critical to understand the dynamics of service
systems (Vargo et al. 2008). Service Science adopts the service-dominant logic
foundational premises. As a result, for service science, service is the application of
competences (knowledge and skills) by one entity for the benefit of another (Vargo
and Lusch 2004, 2006). This definition helps us to understand better what service
means, by implying that value is created collaboratively in interactive configura-
tions of mutual exchange, which are the service systems. The value that is generated
may fall in one of two categories. The first is good-dominant (G-D) logic, which is
based on the value-in-exchange meaning of value, created by the firm and dis-
tributed in the market, usually through exchange of goods and money. The alter-
native view, service-dominant (S-D) logic, is tied to the value-in-use meaning of
value (Vargo and Lusch 2008). In S-D logic, the roles of producers and consumers
are not distinct, meaning that value is always cocreated, in interactions among
providers and beneficiaries through the integration of resources and application of
competences (Vargo et al. 2008).

From the S-D logic viewpoint, value is not created until the recipient of a service
offering has actually integrated the newly acquired resources with its own, for a
positive, beneficial outcome. In other words, the recipient service system’s overall
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circumstances must somehow improve, implying that service value has been
cocreated. To that extent, each service system engages in three main activities that
make up a service interaction: (a) proposing a value cocreation interaction to
another service system, (b) agreeing to a proposal, and (c) realizing the proposal
(Maglio et al. 2009).

Service science emphasizes collaboration and adaptation in value cocreation, and
creates an interdependent framework for systems of reciprocal service provision.
Service systems survive, adapt, and evolve through exchange and application of
operant resources, (those that act upon other resources), such as knowledge and
skills, with other systems. In other words, service systems engage in exchange with
other service systems in order to enhance adaptability and survivability for them-
selves and other service systems (Vargo et al. 2008).

Conclusions

In this paper, we argued that the service systems as a business transformation path
is an important are of interest, both for academics and professionals. By adopting a
Service Science viewpoint, we assume that service ecosystems are comprised of
service systems collaborating for value cocreation. We believe that such an envi-
ronment can provide new business opportunities to its participants in order to
achieve sustainability and business continuity.
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The Concept of Corporate Reputation
Assessment Model—The Stock Market
Investors Perspective

Tomasz L. Nawrocki and Danuta Szwajca

Abstract The growing importance of reputation in building enterprise value and
achieving long-term competitive advantage creates the need for its measurement
and evaluation for the management purposes. The paper presents a proposal for
corporate reputation assessment model. Due to the complexity and multifaceted
category of corporate reputation, we first have focused on the assessment from the
view point of stock market investors, which, because of its range, can be considered
as a good basis for further research and improvements. In the proposed concept
three aspects have been considered—informational, financial, and development, as
well as social ones. It was also assumed, that the individual sub-criteria will be
based on public sources of information, and as the calculation engine, capable of
obtaining synthetic final assessment, there will be used fuzzy logic. The main
reason for developing this model was to fulfill the gap in the scope of synthetic
measure of corporate reputation, that would provide the higher degree of objectivity
by relying on “hard” (not from surveys) and easily available data.

Keywords Corporate reputation - Assessment/measurement of reputation - Stock
market investors - Fuzzy logic

Introduction

In the current information era, dominated by a very dynamic technical and tech-
nological progress and the increasing globalization processes, the sources of suc-
cess and competitive advantage of the enterprises shift from tangible to intangible
resources, related to knowledge and modern information technologies. Corporate
reputation is considered as the most valuable intangible asset of strategic character.
Good reputation builds and strengthens customers loyalty, allows to acquire the
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best employees, attracts attractive investors, helps establish cooperation with the
best suppliers and contractors. These benefits translate into measurable results in the
form of increased sales, lower marketing and capital costs, as well as higher profits
and higher potential growth (Roberts and Dowling 2002; Fombrun and van Riel
2004). This is also reflected in the company’s market value (Dowling 2006; Smith
et al. 2010), where it is estimated, that reputation makes up to 60 % (Lev 2001). It
can be concluded, that for some time we are dealing with the transition to build
enterprise value based on reputation capital.

The variety of presently used methods for assessing and measuring the reputa-
tion makes, that results are not quite reliable and cannot be used for inter- and
cross-sectorial, as well as time, comparisons. In addition, the lack of generally
accepted universal method of measuring reputation makes it difficult, or even
impossible, to examine the relevant relationship between reputation and financial
performance, or the market value of the different entities. Therefore, the main
purpose of this paper is to indicate the proposal of a new procedure for measuring
the corporate reputation, taking into account the use of quantitative and qualitative
(descriptive) criteria coming from public sources.

Conditions for Model Development

Due to the methodology of obtaining the final result reputation assessment or
measurement methods used nowadays (Overall Reputation Score—Fortune
Magazine, Reputation Quotient—Fombrun 1996; Reputation Index—Cravens et al.
2003; SPIRIT—McMillan et al. 2004; Reputation Index—Schwaiger 2004) are
characterized by a high level of subjectivity and are subjected to potential errors,
which are characteristic for the survey measurement. In addition, due to the
selection of assessment criteria and the respondents, they do not really evaluate
corporate reputation or in general, taking into account the views of all stakeholders,
and either in narrowed terms, to the viewpoint of a particular stakeholders
group. Moreover, the criteria used for assessing reputation are often not sufficiently
clear, duplicated, overlap each other and are dominated by the financial aspects. All
this makes that not only these methods are difficult for general use and expensive,
but at the same time generated results may not be accurate and reliable.
Developed, using the methodology of fuzzy sets, model of corporate reputation
assessment has the following characteristics, which allow to partially minimize the
imperfections of presented earlier methods: (i) combination of analytical and syn-
thetic reputation assessment, achieved through the use of sub-criteria, then aggre-
gated to more general assessments; (ii) combination of quantitative and qualitative
approach to reputation assessment, manifested in quantitative dimension of repu-
tation indicators and qualitative method to determine its diversity (descriptive
characteristics of individual criteria: low, medium, high); (iii) the use in assessment
process data contained in public sources of information, in particular enterprises
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interim reports; (iv) ensuring reliability and flexibility simultaneously, through the
use of qualitative and quantitative data; (v) the ability to carry out the assessment by
external and internal stakeholders without the use of advanced techniques.

Basic Assumptions, Assessment Criteria, and Model
Structure

Based on the community interview among the stock market investors on the polish
capital market and analyzes of Lev (2013) on investors’ expectations, in the pro-
posed solution for the needs of corporate reputation assessment there have been
taken into account three main aspects, which are relevant from the viewpoint of
capital market participants: (i) information aspects, regarding listed companies
reporting; (ii) financial and development aspects, regarding listed companies cur-
rent and future financial benefits for shareholders; (iii) social aspects, taking into
account relations between company’s shareholders, as well as company’s relations
with the surrounding. General structure of proposed corporate reputation assess-
ment model consistent with presented above approach is shown in Fig. 1.

In the proposed model, first it is assumed to obtain partial assessments within the
basic criteria of reputation assessment. These assessments will result from the
calculated ratios based on data from financial statements or, in case of failing to
perform such calculations, the qualitative assessment (descriptive) resulting from
the description/characteristics of the given criterion in the interim report of the
surveyed subject (such situation might apply in partial criteria within information
and social dimension). Then, on this basis, using fuzzy logic, it is assumed to obtain
increasingly aggregated assessments until reporting quality, results forecasts, cur-
rent financial situation and development perspectives, dividend policy, sharehold-
ing and relations with surrounding. These assessments are the basis for the
calculation of the overall reputation measurements, regarding information, financial
and development, as well as social dimensions, in order to obtain in the final stage
an overall reputation assessment of the entity from the viewpoint of stock market
investors.

Application of fuzzy sets for detailed calculations of companies reputation
assessment entails the construction of the so-called fuzzy model, based on expert
knowledge. Information necessary to achieve this goal should be acquired through
the interview questionnaire, which should be addressed to stock market investors, in
particular those specializing in enterprises fundamental analysis (if model developer
has a good knowledge in the scope of the analyzed category he may develop his
own original model).

As the basic source of information in assessing companies reputation there were
assumed publicly disclosed information presented by listed companies in their peri-
odic reports, mainly annual reports and CSR reports (if published), issue prospectuses,
and corporate websites. Such choice of information sources is dictated in particular,
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Fig. 1 General structure of corporate reputation assessment model from the viewpoint of stock
market investors

the perspective of reputation assessment (stock market investors) in the presented
method. However, regardless of above, it allows the use of large amount various
concrete criteria for reputation assessment, relating to the actual situation of enter-
prises, without the need to support the research with surveys.

Specific criteria for reputation assessment in the developed model were separated
taking into account opinions obtained during the community interview with stock
market investors, several years of experience of the author in the field of enterprises
fundamental analysis and investments in the capital market, as well as the capacity
of information in interim reports published by listed companies.

The Main Guidelines for Fuzzy Model Construction

In proposed solution it was assumed, that fuzzy model will be developed along with
Mamdani approach (Piegat 2003) which in general form presents Fig. 2.
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Fig. 2 General scheme of fuzzy model

As the input values of the fuzzy model x; are introduced, which in the
FUZZIFICATION module are subjected to the fuzzification process—here, the
membership degree of input values u(x;) to the particular fuzzy sets is calculated.
Next, in the INFERENCE module, based on the received input membership
degrees, fuzzy reasoning takes place, the end result of which is a resultant mem-
bership function u(y) of the model output. The basis for the fuzzy reasoning is
so-called rule base in the form of “IF-THEN” and an inference mechanism which
determines the way of activating rules in the base, as a result of which membership
functions of the particular rules conclusions with the given values of fuzzy model
inputs x; are received, as well as the way for their aggregation into one resultant
membership function of the entire base conclusion wu(y). Because this function most
often has a fuzzy form, which makes the interpretation of the final result much more
difficult, in many cases, there is a need to transform it into a precise value. This is
done in the DEFUZZIFICATION module, whereby the use of the chosen method a
sharp (nonfuzzy) value of the model output y” is calculated.

Therefore, based on the experiences from developing other fuzzy models
(Nawrocki and Jonek-Kowalska 2013, 2014), following procedure of reputation
assessment fuzzy model building process is proposed:

Step 1: Gathering input data for the model (company’s interim reports).

Step 2: Determination for the needs of “fuzzification” module the form of fuzzy
sets for respective input variables, determination for these variables
so-called basic terms set and the division of their values space (expert
knowledge is needed; if constructor of the model is not an expert, some
consultations with stock market investors should be performed).

Step 3: Creating for the needs of “inference module relevant rules bases, deter-
mining the mechanism of inference and defining output membership
function of the model. (again, regarding rules bases creation expert
knowledge is needed).

Step 4: Determining for the needs of “defuzzification” module a method of con-
verting model outputs from fuzzy form into accurate (nonfuzzy) figures.

After the quantization of input and output variables values space, the develop-
ment of knowledge (rules) bases and the definition of fuzzy inference mechanism
and defuzzification method, we receive ready to use fuzzy model of corporate
reputation assessment from the viewpoint of stock market investors.
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Summary

Used so far methods and concepts of corporate reputation, measurement and
assessment have some weaknesses that affect the credibility and reliability of the
research results. The proposed methodology for reputation assessment gives a
chance to eliminate several key shortcomings of these methods: (i) proposed model
focuses on one point of view of this category (investor’s) but in a more accurate
way, providing greater reliability of the final results; (ii) the use of criteria based on
“hard” data derived from companies reports and other documents should translate
into greater objectivity of obtained reputation assessment (in most of existing
methodologies mainly a survey methods are used, based on subjective opinions of
selected respondents groups); (iii) the choice of evaluation criteria, taking into
account different aspects of companies activities and a careful selection of assess-
ment parameters, may reduce the risk of duplication (overlapping) assessed areas;
(iv) taking into account information and social aspects reduces the risk of domi-
nation final assessment by financial issues.

At the same time, however, it must be emphasized, that presented concept of
reputation assessment has theoretical character and requires further considerations,
verification of adopted criteria and detailed empirical research, including the
development of knowledge (rules) bases needed to perform fuzzy inference.

In conclusion, it should be noted, that proposed method of corporate reputation
assessment is not so much an alternative as it is a complement and enrichment of
already existing methodology. Therefore, beyond the capabilities of various internal
and interbranch comparisons, and analysis of corporate reputation impact an
interesting direction of research could also be comparisons of companies’ reputa-
tion level assessed with survey methods and proposed method.
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How Nonprofit Organizations in Greece
Are Using Facebook as a Public Relations
Tool

Iordanis Kotzaivazoglou, Dimitrios Pascaloudis, Stella Sylaiou,
Dafni-Maria Nerantzaki and Eleni Mantzirtzi

Abstract In recent years, a growing number of organizations worldwide have been
using the social media systematically. Social networking sites such as Facebook
offer organizations many opportunities for communication and relationship devel-
opment with their publics. The object of this paper is to describe to what extent and
in what way Greek NPOs are using Facebook as a PR tool. The method used is
content analysis in a sample of 100 Facebook pages. The analysis is based on
Waters et al. (Public Relations Review 35(2):102-106, 2009) and Haigh et al.
(Corporate Communications: An International Journal 18(1):52—-69, 2013) coding.
The research findings show that the majority of Greek NPOs use Facebook as a PR
tool for promotional and communicational purposes, but do not utilize its full
potential to develop relationships with their publics.

Keywords Facebook - Public relations - Nonprofit organizations - Greece

Introduction

Public relations (PR) aim at building and developing long-term relationships
between an organization and its publics, which ought to be based on sincere,
continuous, and two-way communication (Kent and Taylor 2002; Broom et al.
2009). Nowadays internet and social media provide organizations with many more
opportunities to achieve such relationships than they had in the past (Kaplan and
Haenlein 2010).
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Facebook is the most popular social networking site, with 1.49 billion monthly
active users (http://newsroom.fb.com/company-info/), and organizations could
benefit from its potential to promote their corporate image and establish relation-
ships with their publics. Its popularity has already attracted the interest of the
scientific community in communication. Waters et al. (2009) and Haigh et al.
(2013) carried out studies on how organizations use Facebook for PR and com-
munication purposes. They called, however, for further research in organizations in
different countries, pointing out not only its popularity and potential as a PR tool
but also the lack of related theory in the field.

The objective of this paper is to describe to what extent and in what way Greek
nonprofit organizations (NPOs) are using Facebook for PR purposes as a means of
promoting themselves, engaging their publics and developing relationships with
them. This research aims to answer the following questions: (a) how Greek NPOs
are using their Facebook page as a means of communication and relationship
development with their publics, and (b) what differences exist in how Greek NPOs
use Facebook applications compared to other organizations worldwide.

Review of Literature

In recent years, an organization’s opportunities for building relationships with its
public in the framework of a PR strategy have expanded with the extensive use of
internet and the emergence of the social media (Kent and Taylor 1998; Cho and
Huh 2010). The online media are a hybrid of one- and two-way communication and
combine the characteristics of both interpersonal and mass communication (Cho
and Huh 2010). They allow organizations to communicate directly, frequently,
reciprocally, and inexpensively with their publics, bypassing the traditional media
(Kent and Taylor 1998; Haigh et al. 2013). They can, therefore, be used effectively
by small as well as large organizations (Kaplan and Haenlein 2010).

Facebook is the most popular social networking site not only globally but also in
Greece, where the more than 6.7 million active accounts (http://monitor.sidebar.gr/)
equate to more than half the country’s population. Research has shown that in
recent years, users worldwide are visiting Facebook pages more frequently than
corporate websites (Haigh et al. 2013). As with all the social networking sites,
Facebook is based on two-way communication, and relationships are at the core of
its philosophy (Waters et al. 2009). Its applications allow users to create personal
profiles, provide information through text, photos, video files and blogs, and let
others access those profiles and exchange messages with them (Kaplan and
Haenlein 2010). Its popularity and opportunities therefore can make Facebook an
effective PR tool for any organization.
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Methodology

The method used in this study is that of content analysis in a sample of 100
legitimate Greek NPOs with a Facebook page. The coding instrument is based on
the codebook created by Waters et al. (2009) and modified by Haigh et al. (2013) in
order to study the Facebook pages of international nonprofit and US for-profit
organizations, respectively. The codebook has been tested for validity and relia-
bility by the previous researchers and comprises four main coding categories, each
with its own variables.

The first three categories, developed by Waters et al. (2009), study organiza-
tional disclosure, information dissemination, and involvement. The first concerns
the information that refers to the organization’s presentation; the three final vari-
ables were added by the authors of this paper and refer to the link to other social
media, namely, Instagram, YouTube, and Pinterest. The second category includes
information about the organization’s activities. Involvement concerns the different
ways offered to the user to communicate with the organization and engage in its
activities. The fourth category appears only in the Haigh et al. study and refers to
the presence of tabs for videos, photos, notes, or a discussion forum. The authors of
this paper have added one more variable, for user reviews of the organization.

Two coders conducted the content analysis independently in a sample of 15
randomly selected organizations. Intercoder reliability was assessed using Holsti’s
formula (1969). Category agreement was 90 %, a percentage that is considered
high. The coders continued to code the rest of the sample independently. The
two-proportion z-test was used to identify statistically significant differences
(McClave et al. 2008) between the findings of this study and those of Waters et al.
(2009) and Haigh et al. (2013). The results of the z-test are statistically significant at
a significance level of o = 0.01.

Research Findings

The research findings are presented in Table 1. Concerning the first research
question, they show that Greek NPOs use their Facebook page for disclosure.
Almost all (98 %) outline their object, 96 % mention or provide a link to their
website address, 94 % include the organization’s logo, and 88 % describe its
mission. Only 47 %, however, presents their history, and very few have links to
YouTube (10 %), Twitter (8 %), Instagram (4 %), a blog (3 %), or Pinterest (3 %).

Greek NPOs also use their Facebook pages for information dissemination. All of
them (100 %) provide news links and post photos of the organization and its
activities, 79 % post video files, but very few (3 %) have audio files. 57 % have
information about their campaigns, but only 17 % publish press releases, and 12 %
information about their achievements or awards.
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Table 1 The research findings and comparison with the results of the Waters et al. (2009) and
Haigh et al. (2013) studies

(a) Our (b) Significant (c) Haigh | Significant
study In Waters differences et al. differences
% et al. between (2013) In | between
(n =100) |(2009) In | (a) and (b) % (a) and (c)
% (n=114)
(n = 275)
Disclosure
Description 98 96 No 68 Yes
History 47 22 Yes 43 No
Mission Statement 88 43 Yes 44 Yes
Link or website 96 81 Yes 95 No
address
Logo 94 71 Yes 91 No
Administrators listed | 8 97 Yes - -
Link to Twitter feed |8 - - 38 Yes
Link to blog 3 - - 24 Yes
Instagram 4 - - - -
YouTube account 10 - - - -
Pinterest 3 - - - -
Information dissemination
News links 100 54 Yes 43 Yes
Photo posted 100 56 Yes 91 No
Video files 79 24 Yes 61 Yes
Audio files 3 1 No 0 No
Discussion walls 52 74 Yes
Press releases 17 5 Yes 45 Yes
Campaign 57 20 Yes 46 No
summaries
Info about 12 - - 74 Yes
achievements/awards
Involvement
E-mail to 84 71 No 3 Yes
organization
Phone number 87 9 Yes 10 Yes
Message board used |7 44 Yes 4 No
Calendar of events 70 8 Yes 40 Yes
Volunteer 20 13 No 11 No
opportunities
Donate 24 13 No - -
Store 5 1 No - -
Tabs - - - - -
Video 81 - - 53 Yes

(continued)
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Table 1 (continued)

(a) Our (b) Significant (c) Haigh | Significant
study In Waters differences et al. differences
% et al. between (2013) In | between
(n=100) |(2009) In |(a) and (b) % (a) and (c)
% (n=114)
(n = 275)
Photo 100 - - 91 No
Note 37 - - 35 No
Discussion forum 0 - - 60 Yes
Reviews 42 - - - -

Most of the Greek NPOs appear to some degree to be seeking the involvement of
the public. More specifically, 87 % of organizations provide their phone number,
84 % their e-mail, and 70 % a calendar of events. But relatively few of them
provide information or a means of making direct donations or volunteering (20 %),
and just 5 % have an e-store. Only 7 % use a message board. Also, while all the
organizations examined have video tabs, fewer than half have tabs for user reviews
(42 %), or notes (37 %). No organization had a discussion forum tab.

Turning to the second research question, many statistically important differences
were found in the way that Greek NPOs make use of Facebook applications
compared to the international nonprofit and US for-profit organizations presented in
the Waters et al. (2009) and Haigh et al. (2013) studies, respectively.

As Table 1 shows, far more Greek NPOs than their international counterparts
mention their history, mission statement, webmail address, logo and phone number,
provide news links and a calendar of events, and post photos and videos, press
releases, and campaign summaries on their Facebook page. They lag behind only in
the categories of administration listed, discussion walls, and message board use.

Compared to the US for-profit organizations, the Greek NPOs more frequently
provide a description, mission statement, e-mail address, and phone number. More
of them have news links, video files, a calendar of events and video tab, and post
press releases. Fewer have links to Twitter or a blog, information about their
achievements or awards, and a discussion forum tab.

Discussion

The study shows that the majority of Greek NPOs are using many of the Facebook
applications available to them primarily for disclosure and information dissemi-
nation, and to a lesser degree for involvement.

Comparing the findings of this study with those of Waters et al. (2009) and
Haigh et al. (2013), it seems that the Greek NPOs make more effective use of
Facebook for their promotion and communication. This difference could be
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described as unexpected, since most Greek NPOs have neither the degree of pro-
fessionalism nor the staff or the budgets of the international and US organizations,
especially the for-profit ones. It could be partially accounted for by the fact that the
Waters et al. study was published 6 years ago, at a time when the relevant theory
and practice were far less developed. The Haigh et al. study, however, was pub-
lished just two years ago.

It seems, then, that Greek NPOs have realized the importance of Facebook’s
potential as a PR tool and are making use of it. This does not mean that they have
exhausted the opportunities offered by Facebook applications. They could, first of
all, provide links to other social media, such as Twitter, YouTube, Pinterest,
Instagram, or blogs. As Kaplan and Haenlein (2010) pointed out, the combined use
of different social media which characterized by activity alignment helps an
organization shape a better organizational image, reach more publics and strengthen
its relationship with them.

It was also found that relatively few organizations post press releases or infor-
mation about achievements and awards on their Facebook page. Systematic pro-
vision of this sort of information would probably lead to a more fully public and
help better to promote the organization (Waters et al. 2009).

The greatest weakness in the case of the Greek NPOs, however, appears to be
their failure to make full use of the interactive nature of Facebook, which permits
greater user involvement with the organization. It could be argued that their
Facebook pages are mainly used as a one-way medium of communication. Most of
them simply provide their e-mail address and/or phone number to let the public
communicate with the organization, and almost half of them allow users to post
reviews. They do not provide opportunities for donations or information about
volunteering with the organization, and they do not have e-stores or discussion
forums.

NPO’s action, however, relies largely on contributions, volunteerism, and
fundraising. A more effective use of Facebook could increase user involvement,
contribute to relationship development between an organization and its publics, and
foster active support of the organization in a variety of ways (Cho and Huh 2010).
Many NPOs, however, lack the resources or the time that would allow them to
maintain a constant, two-way communication with their publics via Facebook
(Waters et al. 2009).

Conclusions and Suggestions for Further Research

The study shows that the majority of Greek NPOs use Facebook as a PR tool for
promotional and communicational purposes. They could, however, place more
emphasis on engagement and aim to get users more involved in their activities. The
social media generally lend themselves to this type of communication. It would,
therefore, be in their interest for NPOs to invest in an integrated online
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communication strategy (Kaplan and Haenlein 2010) that would include a pro-
fessional Facebook page.

Facebook is a new, very popular and effective means of communication
worldwide. As such, it lends itself to further research. It would be interesting to
study how other organizations in different countries are using Facebook and to
examine qualitative aspects of Facebook pages, such as their level of profession-
alism, update frequency, how well they project news items and press releases about
the organization, the quality of their posts, and other such data, to help organiza-
tions promote themselves and communicate with their publics effectively. These
aspects were not studied in this research, or in the work of Waters et al. (2009) and
Haigh et al. (2013). It would also be very interesting to study the impact a highly
professional Facebook page would have on an organization’s recognizability, user
engagement, and the achievement of its objectives.
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Specifics of Marketing in the Process
of Reintegration of Slovak Researchers

Viliam Lendel, Anna Zavodska and Veronika Sramova

Abstract The topic of mobility, return, and subsequent reintegration of Slovak
researchers is very important and timely. The Ministry of Education is currently
preparing new grants for Slovak scientists and experts abroad who are considering
return. Reintegration of experienced researchers, however, is a complex process that
requires mainly the application of relationship marketing. When establishing rela-
tions and cooperation with foreign research organizations, it is necessary to choose
the appropriate communication channel and the proper way of addressing these
organizations. Based on the detailed analysis of literary sources and conducted
research, the aim of this paper is to point out the specifics of marketing in the
process of reintegration of Slovak researchers and create successful recommenda-
tions for reaching this target group. Different methods were used to solve defined
research problems. In particular, these were content analysis (studying of docu-
ments), synthesis, comparative analysis, process analysis, statistical analysis,
modeling, methods of empirical research, and others. To arouse interest, increase
willingness to return and subsequently manage actual return of researchers there
was proposed detailed process for successful addressing of Slovak researchers
working abroad. To successfully develop the process, it was crucial to map the
cooperation of enterprises with foreign research organizations and motivational
factors of Slovak researchers to remain in foreign research organization as well as to
return to Slovakia. The recommendations for successful marketing activities in the
process of reintegration of Slovak researchers were described and areas of potential
problems that may arise as a result of specifics of marketing were pointed out.
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Introduction

To maintain advanced researchers at the university is crucial in order to remain
innovative and progressive. This can be only achieved by motivating these
researchers to stay at their home universities and continue in their innovative
research. Unfortunately, we witnessed significant brain drain and Slovak univer-
sities that are continuously losing skilled researchers. Reintegration of high-skilled
Slovak researchers working abroad is a real problem that we perceive more
intensively these days (Sramovi et al. 2015). Young researchers move abroad due
to several reasons, usually to have better conditions for their work and life. Most of
the best students apply for Ph.D. studies at prestige universities and therefore we are
losing top researchers. Once they move abroad and find a job, it is very hard to get
them back. There are many factors which have impact on decision-making of
researchers working abroad thinking about returning to their home country.

Based on the detailed analysis of literary sources and conducted research, the
aim of this paper is to point out the specifics of marketing in the process of
reintegration of Slovak researchers and create successful recommendations for
reaching this target group.

The Current State of Dealing with the Issue

Researchers are large group of people which are responsible for the development of
the country, innovation, revolutionary changes, economic development, creating
new knowledge, its sharing, etc. One way how to develop this knowledge and
increase its value is to support the research mobility through different countries.
Knowledge sharing among researchers can significantly contribute to the devel-
opment of several countries by increasing “gross domestic product (GDP), gross
national product (GNP), the per capita income, level of industrialization, amount of
widespread infrastructure and general standard of living” (Investopedia 2015).

Research mobility is associated with the famous problem of the brain drain.
A number of factors cause that lots of valuable and clever researchers are moving to
another country, e.g., an oppressive political system, lack of job opportunities and
social problems such as crime, insufficient health care, and low quality education
(Thorn and Holm-Nielsen 2006; Bhagwati and Hamada 1974), better economic
conditions in the field of research and education, scientific and academic envi-
ronment, research institutes, prestige, access to knowledge, personal relationships,
personal and family problems, gaining knowledge and recognition necessary for
career advancement in the country of origin, etc. (Baruffaldi and Landoni 2012;
Jonkers and Cruz-Castro 2013).

Baruffaldi and Landoni (2012) suggest that researchers working abroad should
maintain and develop ties with their home country in the field of research,
awareness about the current state of the economy, jobs, etc. Ackers (2005)
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highlights the importance of these links which he considers as crucial for tracking
opportunities and the necessary information for the return of the researcher. Gill
(2005) considers these ties as necessary for reintegration of the researcher in the
national labor market. Thorn and Holm-Nielsen (2006), however, point out that the
creation of such bonds may not be easy. Research and other relevant institutions
operating in the home country play an important role in this process.

Many authors were examining the motivational factors of researchers moving
abroad—yet the clear answer on this problematic remain a mystery. We can say that
there are various factors which influence researchers to move abroad (political,
economic, personal, etc.) (Sramova et al. 2014).

Results of the Empirical Research

Research was conducted by the Netmarketer Company for the needs of the project
in which the authors act as principal investigators. Research lasted 4 months from
September to December 2013 and 92 respondents participated in it (Slovak
researchers working abroad).

Researchers working abroad were asked to express their views in terms of the
importance they give to each factor affecting their decision to move their research
activities from abroad to Slovakia. Pareto analysis was used for results processing.
Subsequently, on the basis of the acquired data it was possible to divide factors into
three groups. The first group consisted of so-called key factors (very important),
which have a major impact on the decisions of researchers on the issue of transfer of
their research activities from abroad to Slovakia. Considering that the following key
factors were: salary, sufficiently large financial grant to conduct their research,
experts who can collaborate with them on their research.

On the basis of these factors it can be concluded that the main motivators of
researchers to move their research from abroad to Slovakia are financial and per-
sonnel. The financial side should be divided into two main groups, namely,
financing research through sufficient funding and financing research fellow itself.
Personal page includes in particular the existence of a quality research team, i.e.,
experts who could participate in the research of the researcher.

Second group includes important factors that researchers definitely took into
account when considering the transfer of their research from abroad to Slovakia.
Considering that the following key factors were:

family or other personal reasons,

high-quality technological equipment for realization of their research,
long-term job security,

pleasant working environment,

change in the management of the school system by the country,
international prestige of the research institute,
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interest in participating in the development of science/research in Slovakia,
social security,
e prestigious perception of researchers (and teachers) by public.

On the basis of these factors it can be concluded that the important motivators
for researchers to move their research from abroad to Slovakia are individual and
institutional. Personal side includes in particular family, personal reasons, social
security including long-term job security. It also includes a personal interest of
researcher’s contribution to the development of science and research in Slovakia.
Institutional side means demands on research institution where researchers should
conduct their research activities. In particular, researchers highlighted the question
of institutional technological equipment, ensuring a pleasant working environment
and the issue of international prestige of research institutions.

The third group consists of least important (almost irrelevant) factors that are
least affecting the decision-making process of the researcher in the issue of transfer
of its research activities from abroad to Slovakia. Considering that the least
important factors were

high professional prestige of a person with experience from abroad,
high social prestige of the workplace in Slovakia,

possibility of success on the labor market in the field they studied,
maintaining contact with the home institution,

opportunity to use their native language,

pride of Slovak origin.

Based on these factors it can be concluded that the least important motivators of
researchers to move their research from abroad to Slovakia are national factors,
mainly the question of pride in Slovak origin, keeping in touch with home insti-
tution, prestige workplace in Slovakia, and the possibility of success on the labor
market in the former studied field.

By y° test, we test the correlation between attitude of researchers to return to
Slovakia and their satisfaction with established conditions in foreign research
institutions. The result of this hypothesis is important in identifying attitude of
researchers in dependency on their satisfaction with the conditions created in a
foreign research institution. Since there is no relationship between the examined
variables, it can be assumed that researchers will be willing to move their research
activities abroad back to Slovakia if they have created favorable conditions for them
(financial, personnel, and research).

Attracting Slovak Researchers Working Abroad

For the purpose of active attracting and reaching of Slovak researchers working
abroad there can be used social media such as Facebook, Twitter, LinkedIn, and
Google+. In the context of addressing Slovak scientists, it is necessary to focus on
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Facebook pages and groups whose members are Slovak scientists working abroad.
Facebook group ERANET-MUNDUS can be used as an example. Currently, there
is lack of such communities therefore it could be interesting to create specific group
and subsequently achieve receiving of membership requests by responding on
invitation of current members. Targeted marketing communication can also be used
for virality. Interesting can be cooperation with organizations that are dealing with
the reintegration question which can approach Slovak researchers via their existing
networks, e.g., EURAXESS.

In case that domestic research institution has contacts on Slovak researchers
working abroad, they can be reached by regular newsletter. Its content should be
focused on information supporting change of their attitude toward their return. For
example it can include current job vacancies offered by domestic research institu-
tion, information concerning possibilities of getting financial grants, funding of
science in Slovakia, examples of good practice based on interviews with Slovak
scientists who decided to go back to Slovakia.

Due to the specific target group (in case of active addressing of Slovak scientists
working abroad) it is not possible to use mass promotion. The costs of addressing
such mass of people would be ineffectively incurred and the result of such approach
will have minimal success in terms of addressing just a few individuals. It is
therefore important to focus on the targeted direct marketing. This means to actively
seek Slovak scientists working abroad and approach them individually. In this case,
it is important that domestic research institution has contact on these scientists.

Another effective mean of active addressing of scientists is the ability to use
word of mouth marketing approach. Particularly in the case of group A, i.e., young
scientists with short research stay, it is possible to redirect communication to Slovak
scientists who have returned from abroad and are working in the domestic research
institutions. Those on the basis of their own experience can help to change the
attitude of Slovak scientists operating abroad and getting them to think on their
return to Slovakia.

Within the creation of favorable conditions for active addressing of Slovak
scientists working abroad it is necessary to make appropriate use of the possibility
of working with the public, i.e., public relations (PR). Such indirect promotional
action can help to spread the word to Slovak scientists working abroad on the basis
of which they create positive opinion on the reintegration issue. PR can help to
generate the desired attitudes necessary for a successful (short-term or long-term)
return to Slovakia. To achieve the success of PR, it is crucial to cooperate with the
self-governing regions and regional media that would help to spread the message
and to create awareness of the possibilities for the return of Slovak scientists back to
Slovakia.

Another option is to create a space for personal meetings and delivering the
message directly within an organized event to which the Slovak scientists working
abroad are invited. Space for communication is also created within the scientific
conferences, symposia, and workshops, where the target group is participating. An
interesting idea of how to approach and then achieve a change of attitude, especially
of Slovak scientists who are abroad for long time, is offering them the possibility of
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trying out to partially work at domestic research institutions, such as visiting pro-
fessor or mentor within an existing research team, with specified conditions for
continuing in their research field.

As an indirect form of addressing, Slovak scientists working abroad can be
considered webpage of domestic research institution, as well as its pages on social
networks. Here it is necessary that these pages are providing up to date and relevant
information interesting to Slovak scientists working abroad. Such information can
be about current research projects in which they can participate, about the research
environment which provides researchers opportunities to conduct their research, or
interviews with Slovak scientists who returned back to Slovakia and operate in the
domestic research institutions.

Within the social networks, the domestic research institution can gradually build
its community on their, e.g., Facebook page and keep them informed about all
current events and news. In particular, social networks have the opportunity to
interact with existing researchers and exchange their opinions and experiences. For
interaction, it is usually necessary to be member of such page (e.g., Facebook).

Conclusion

Every researcher has different values therefore to find his right motives and bringing
him back remains challenging for universities. Our analysis resulted that if we
improve conditions in our country we might attract these researchers to come back,
however, it is not always the case. We might also improve the communication
between our university and foreign university where our researchers are currently
working so we might better prepare conditions for their easier return. To com-
municate with researchers, universities have to keep statistics about researchers
moving abroad. However, universities still consider creating databases as unnec-
essary and they do not care about their students when they move abroad and apply
for Ph.D. studies.
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Eye Tracking Measuring of Visual
Perception of Erotic Appeals

in the Content of Printed Advertising
Communications and Analysis of Their
Impact on Consumers

Tomas Sula, Milan Banyar and Martina Juiikova

Abstract This article focuses on an analysis of printed advertising communica-
tions. The focus of the research is based on measuring the reactions of chosen
samples of respondents on static advertisement, whose goal is to determine the
prediction of the impact of erotic appeal on a consumer. The theoretical results are
then complemented with a description of the implementation of the research,
interpretation of results of eye-camera measuring, and formulation of final recom-
mendations concerning efficiency of the application of erotic appeal in advertising.

Keywords Advertisement - Visual perception - Erotic appeals - Sex in advertis-
ing - Eye camera

Erotic Appeals and Their Impact on the Consumer

Erotic appeal belongs among the most commonly used, yet at the same time the
most controversial emotional appeals. “As erotica, we understand here mostly
sexual love, summary of sexual displays and sensuality. On the contrary, porn is
more of a sign for something which is not chaste, indecent and immoral; it is a
display of a usually naked human body, erotic scenes and also coitus. As it is
obvious from the short characteristics mentioned above, erotica, sex and porn are
often related and their use in advertisement mingles in many cases (Horiidk 2014).”
The use of erotic appeals in advertising communications is influenced by several
factors (cultural, social, ethical, legislative, etc.) that are necessary to take into
consideration even during the drafting of the advertising campaign and before
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releasing it. “When using erotic elements, marketers have to take into account
gender points of view, rate of erotica, threatening of moral upbringing of children,
etc. This kind of advert is restricted by legislative and ethical code, but most
importantly, it is necessary to consider how appropriate it is relating to the product,
brand and target group. It also depends on accepting of sexuality in society
(Vysekalova et al. 2014).”

For instance, in his book, P. de Pelsmacker points out the following: erotica
lowers remembering the brand and the advertising message, and the stronger the
erotic drive—or, more precisely, the more sexuality in many forms of naked or
suggestive sexual entries that are used in the advertisement—the more negative the
reaction to the advertisement. The stronger the erotic appeal in connection with the
product, the more positive the feedback can be; that is, the erotic appeal is more
effective if it is connected to the products being promoted and not used in general or
as an end in itself (e.g., with products such as underwear, shaving cream, alcoholic
drinks, cosmetics, perfumes, etc., it is not only appropriate to use erotic appeal, but
in many cases also inevitable). Men react to erotic motives much more positively
than women (Pelsmacker et al. 2003). Based on the above-mentioned facts, it is
possible to add that different kinds of erotic appeals are judged differently by
targeted groups of customers, and to a different extent lead to different commu-
nicative effects, such as lightly hinted-at erotic appeal or erotic appeal combined
with humor, which is perceived a lot more positively than apparent and contro-
versial sex symbols, which do not have to be accepted by every consumer.

Method of Measuring with Eye Camera and Its Application
in Marketing Research

“Eye tracking is used in optimization of advertisement since 60s of the last century.
The system comes from the findings of the eye medicine about the visual acuity in
field of the sight of a human and focuses on identification and following of mostly
foveae vision. The eye camera is positioned in a particular way, on the head of the
participant (for example as special glasses, hard hat, etc.). The alternative is the eye
camera built in a device which the respondent is watching (Jurdskova et al. 2012).”

In general, within the framework of the research and with the help of the eye
camera, two basic types of eye cameras are used: the static eye camera, or the
mobile eye camera.

The static eye camera is positioned on the computer in such a way that it is able
to record the eye movements of the respondent. Currently, the recording panel is
removable in most of them, so it is possible to implement the research on different
types and sizes of displays according to current needs (Constat.cz [online]).

The mobile eye camera is built-in, non-dioptric glasses that record not only eye
movement but also the scene that the respondent is watching. Some types also have
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an integrated microphone, recording the remarks of the respondent during mea-
suring (Constat.cz [online]).

In the framework of this research, a static eye camera with the following
parameters was used: 60 Hz sampling rate, 1° accuracy, <20 ms latency, calibra-
tion at 12 points with a 40 X 30 cm tracking area, using a 21 monitor with an RGB
space of a 1920 X 1080 resolution and 1280 X 1080 of screen. On output, there are
heat maps in a few styles (burntroughs, maxheat, scanpath, gaze plot, gaze opacity,
etc.) and in table using excel output format with single fixations and its parameters.

On the basis of measuring done with an eye camera, it is possible to conse-
quently create the following types of outputs, used for evaluating the research and
interpreting the results: heat map, gaze plot, and gaze opacity map. The heat map
illustrates the movements of respondents in an examined area, no matter whether it
is, for instance, moving with a mouse pointer on a Web site, or eye movement. The
more intensive the activities and fixations on particular places, the “warmer” the
place. From the blue color, the temperature scale intensifies to red, which represents
the highest activity of the vision field. The outcome is then an intersection of the
measuring of all tested respondents together or, for example, dividing the respon-
dents into groups of men and women, as in our test case (Eyetracking.com
[online]).

The gaze plot is focused on the display of a areas, order, and duration of a visual
fixation. It is used mainly for static visual perception and it shows the results of
each respondent individually. The display of order and duration of fixation can
show the cumulative results of respondents, which can be displayed simultaneously.
The diameter of the circle equals the length of fixation, and it grows with time
(Eyetracking.com [online]).

A gaze opacity map is a type of outcome that depicts the areas in which the
visual fixations of the respondent took place. It is often called a “reverse heat map,”
because although the outcome is similar to a heat map, the areas the respondent
focuses on are not covered by a temperature map, but the areas that the respondents
missed are darker. The results displayed are more precise because in a gaze opacity
map, the ignored areas are darker and therefore only the parts of the advertisements
that attracted the eye of the respondent appear brighter (The Digital Marketing
Glossary [online]).

Current State of the Research Topic

Within the framework of research on the influence of sexism in advertising on a
recipient’s attention, research thus far focuses only on conscious reaction, which is
the personal attitude of the recipient to a question—accepting erotic and sexual
motives in advertising. From the results of continuous research on Czech people
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and advertising,' we can see that in general, Czechs are more and more accepting of
controversial issues. In sensitive topics, we can include not only sexual motives but
also attitudes to cigarettes, alcohol, drugs, and food supplements.

In light of the current discussions in society this year, opinions on religious
topics were also included in the advertising. At the same time, these topics were
also rated as among the most commonly refused. Research on the perception and
acceptance of erotic and sexual motives in the advertisements was, until last year, in
an individual category, whereas the percentage of people who refuse this kind of
advertising completely (because it stimulates them) and asked for a complete ban,
varied between 6 and 10 %. This year, this borderline category was not mentioned
and a ban was requested by almost 25 % of the population. If the shifting of the
attitudes in this field is accomplished by a change of methodology, or if people
really reject these topics more often, it will be evident only in follow-up research.
An international comparison of the perception of sexual motives can possibly be
done on the basis of research results of the 2003 TNS Factum. Generally, erotica in
advertisements were liked in this display by approximately 17 % of the Czech
people, whereas in Poland, for example, only about 8 % of the people liked it. If the
erotic motive is appropriate for promoting a particular product, the advertisement
was favored even by 34 % of Czech people.

Methodology

Davis points out that eye tracking research monitors the manner in which a visual
stimulus is processed. The six key measures obtained from eye tracking research
are: first fixation; time to first fixation; most fixation; individual gaze time; total
gaze time; and movement between elements. Eye tracking data can be presented as
gaze path charts, heat maps, and opacity charts. Many researchers note that insights
from eye tracking research can be increased if additional data is obtained through
facial coding or retrospective interviews.

A complex research project was therefore dealt with as a two-phase project with
the goal of examining the perception of erotic motives and sexist stimulus as
subconscious (by means of eye tracking) and conscious (by means of individual
dialogue); it points out the differences between what participants of the survey say
and what they really gave long-term eye contact to—that is, what impulses they
really focused on, in what order, and whether they came back and spent time on
individual “spots.”

'Continuous research on the attitude of Czech society to advertising has been taking place in the
Czech Republic since 1993 and is currently done by agency ppm factum Perhaps this should be
capitalized research (previously Marktest, a.s.) on a representative sampling of people. The sub-
mitters of this research are the Czech Marketing Association (CMA), POPAI, and the Czech
Association for Brand Products (CABP).
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The research was carried out as a case study of a qualitative character, which
means that it is not possible to generalize the results of the survey, given its extent.
It has been designed as some kind of pre-test, the results of which—combined with
the results of dialogue—can outline the perception of sexist advertisements by
respondents and therefore show the necessity or uselessness of further in-depth and
extensive surveys. For this survey, visuals of static ads for products of competing
brands were always chosen with and without sexist motives. A researched sample,
in which there will be ads with sex motives and also without, were tested on eight
participants. Testing with an eye camera took place before the dialogues, so the
respondents were not influenced by previous questions regarding the perception of
the advertisements, sexual motives, etc., and also by the dialogue about each of the
researched ads. The ads containing sexual motives were obtained from the archives
of the competition (“sexist little pig”) and their pre-choice was made by indepen-
dent association (“nesehnuti—not bent down”’), which has a long-term focus on the
issue of sexism and gender stereotypes. Considering the aim of the research, it was
not necessary to have a more extensive sampling; therefore, five ads were chosen,
mostly from different years of competition. Additionally, competing ads were
chosen from companies in the same field. Participants of this research were
addressed in person, and in the final sample there was an equal number of men and
women. All the respondents were university-educated and under 25 years of age.
The same group of respondents took part in both surveys (dialogues and user
testing), so that the continuity between surveys is preserved. The subject matter of
this article is (considering its extent) analysis and discussion of the first part of the
research, i.e., qualitative eye camera testing.

The study was funded by the “System Change in Discriminatory Display of
Women and Men in Advertising” project, which was carried out by
“NESEHNUTI” Brno. The project was also funded by “Open Society Fund” in
Prague from the “Let’s Give Women (Us) the Chance,” which is financed by
Nordic funds.

Interpretation

In the basic findings concluded from the testing, we take into account the fact that
men were much more sensitive than women in cases when there are texts on tested
visual materials that have a direct connection to erotic motives. These texts are used
in a way to describe, explain, or, more precisely, introduce the functionality of the
product or services offered, but at the same time they carry the erotic motive
(Fig. 1). The above-mentioned facts are obviously valid only in cases where tested
visual materials contained such information. In the case of visual elements, where
there were no erotic motives, and used for qualitative testing, the outcomes from the
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Fig. 1 a Fixation MAN on erotic motive expressed by text (slim girl with a big filling hole),
b Burnthrough map

eye camera differed less between the sexes. Regarding visual erotic elements, we
can claim that men fix their gaze on intimate parts of a body in general, when the
testing photo is a woman. When these motives were measured among women, the
results were similar women did not pay as intensive attention to these particular
spots as men but were able to track the other parts of visual testing also. Therefore
we can draw the conclusion that women from the chosen group were able to
perceive more claims time-wise, but with a shorter fix on the object with the erotic
motive.

Secondary findings regarding comparison of advertising visuals: In the case of
women, the measuring proved that within the framework of wide and narrow
scanning of visual content, they are more sensitive to visual-text elements that we
can regard as so-called CTA (call-to-action) areas, where communication encour-
agements are shown to elicit the action. In the case of commercial claims, the action
can be understood; for example, the sale of a product, free transport, or uncommon
characteristics of a given product, or generally within the framework of a given
group of respondents, there are identical characteristics that are a fixation on
photography showing a person. Considering the fact that the group that was tested
is strictly limited socio-economically, demographically, and geographically, the
results can be generalized only for this group. It is also necessary to mention the
fact that in advertising claims that were given for testing, in the case of portraying a
person, the display was always authentic due to the use of photography; in other
words, there was never a person showed conventionalized only in realistic looks on
the tested materials.
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Discussion and Conclusions

In the long run, erotic appeals are an essential part of a communication. However,
the question remains about whether these appeals are perceived differently and
therefore it is not possible to specify how they influence the recipients. If we wanted
a definite answer, it would be necessary to conduct research on the complete
process of purchasing and customer behavior from the emotional and also physi-
ological points of view, so we can explain emotional behavior in relation to body
behavior, and, based on these results, clearly specify the influence of the commu-
nication on the recipient. On the basis of the qualitative testing performed, we can
state that the perception of advertising claims is different for men and for women,
and it is possible to make use of this when creating advertising communications.

References

Constat.cz. Moderni vyzkum trhu. [online]. [cit. 2015-05-30]. Retrieved from http://www.constat.
cz/constat-digital/.

Eyetracking.com [online]. [cit. 2015-05-30]. Retrieved from http://eyetracking.com.ua/eng/
visualization/6.html.

Hornak, P. (2014). Kreativita v reklamé. Zlin, VeRBuM, 296 p. ISBN 978-80-87500-49-1.

Juraskova, O., Hornak, P., et al. (2012). Velky slovnik marketingovych komunikaci. Praha: Grada
Publishing, 271 p. ISBN 978-80-247-4354-7.

Pelsmacker, D. P., Guenes, M., Bergh, V. D. J. (2003). Marketingova komunikace. Praha: Grada
Publishing, 584 p. ISBN 80-247-0254-1.

The Digital Marketing Glossary [online]. [cit. 2015-05-30]. Retrieved from http://digitalmarketing-
glossary.com/What-is-Gaze-opacity-map-definition.

Vysekalova, J., et al. (2014). Emoce v marketingu: Jak oslovit srdce zakaznika. Praha: Grada
Publishing, 296 p. ISBN 978-80-247-4843-6.


http://www.constat.cz/constat-digital/
http://www.constat.cz/constat-digital/
http://eyetracking.com.ua/eng/visualization/6.html
http://eyetracking.com.ua/eng/visualization/6.html
http://digitalmarketing-glossary.com/What-is-Gaze-opacity-map-definition
http://digitalmarketing-glossary.com/What-is-Gaze-opacity-map-definition

Perceived Behavioural Control

in the Theory of Planned Behaviour:
Variability of Conceptualization

and Operationalization and Implications
for Measurement

Stavros Kiriakidis

Abstract Ajzen (Organizational Behavior and Human Decision Processes
50:179-211, 1991, Annual Review of Psychology 52:27-58, 2001) argued that
according to the Theory of Planned Behavior (TPB), a model widely applied in
consumer behaviour research, people act in accordance with their intentions and
perceptions of control over the behavior. Intentions are determined by attitude
towards the behavior, a personal factor, and a social factor, subjective norm, per-
ceived social pressures from significant referents to perform the behavior and the
actors’ motivation to comply with the referents. Attitude and subjective norm are in
turn determined by the salient beliefs people hold about the behavior. The TPB
extends the Theory of Reasoned Action (TRA) by including a third determinant of
intention and behavior, perceived behavioral control (PBC). PBC is assumed to
reflect past experience with the performance of the behavior and anticipated
obstacles that could inhibit behavior. It seems that the concept of PBC is not defined
in a way that is acceptable by every researcher. There has been a variety of
operationalisations among researchers and different labeling of the measures used in
the literature. It is proposed that factors internal to the individual could be phrased
and assessed in terms of ability and factors external to the individual in terms of
control. This clarification of the dimensions of PBC would be helpful in consumer
behaviour research, as it is expected to enhance the reliability and validity of the
definition of the concept of PBC and accordingly enhance the predictive accuracy
of both the variable of PBC and the model of the TPB.
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Perceived Behavioural Control (PBC): Variability
of Conceptualisation and Operationalisation

Terry and O’Leary (1995) recognised the necessity of the inclusion of PBC in the
TRA, which is generally supported in the literature. However, they raised questions
about the conceptualisation of the construct and noted that the meaning of the
construct had not been clarified. Based on the initial conceptualisation of PBC by
Ajzen (1985), Ajzen and Madden (1986) who claimed that PBC and self-efficacy
were similar, they argued that the two variables were separate and independent, and
both the conceptualisation and operationalisation of PBC have been confounded by
measuring them interchangeably.

Terry and O’Leary (1995) argued that behavioural control could be distin-
guished according to an external-internal dimension. Self-efficacy, reflecting
internal factors of control, while PBC reflecting external factors. They further
explored the compatibility of that distinction with the two versions of the TPB
proposed by Ajzen (1985). Perceived control, to the extent that it is an accurate
estimation of the factors interfering with the behaviour, can directly influence
behaviour, as actual behavioural performance depends on external factors, while
exerting a motivational influence on behaviour mediated by intentions, as perceived
controllability of a behaviour could strengthen one’s motivation. On the other hand,
self-efficacy beliefs are supposed to influence behaviour only indirectly, exerting a
motivational influence on behaviour through the mediation of intentions. The
results of the study supported the distinction of the two variables. A combined
measure of self-efficacy and perceived control did not fit adequately to the data,
suggesting the independence of the two measures. Yet, at the same time, the two
measures correlated significantly, making obvious the need for further research to
establish the dicriminant validity of measures of self-efficacy and PBC. Perceived
control exerted a direct effect on actual behaviour, supporting the theoretical
propositions of the TPB, and making obvious the role of control on external factors
for successful behavioural attainment.

Terry and O’Leary (1995) further reported that there was a significant interaction
effect of perceived control and intentions on behaviour. This finding, although in
line with the original propositions of Ajzen (1985) of an interactive effect of
motivation and opportunities on behaviour, is not in accord with previous research
that has either, revealed no interaction effects of intentions and control on beha-
viour, or has marginally supported it. Terry and O’Leary (1995) noted that, the
failure of previous research to support this proposition might have been due to the
confoundment of the operationalisation of perceived control, where self-efficacy
and perceived control were measured in an unidimensional way, thus masking the
proposed interaction effects of intentions and control on behaviour. On the other
hand, perceived control did not influence intentions and its influence on behaviour
was fully mediated by intentions. This finding was neither in line with previous
research nor with the propositions of Ajzen (1985). The authors attributed that to
the behaviour under study, regular exercise, was a behaviour mainly under control.
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Moreover, self-efficacy predicted intentions as expected, and the authors suggested
that previous influences of perceived control on intentions reported in the literature,
might have been due to the fact that the construct of control was measured by items
tapping both efficacy expectancies and perceived control over external factors.
Overall, the study suggested that a distinction of the notion of control, within the
TPB, is a fruitful way to expand the predictive performance of the model, while at
the same time clarifying its conceptual basis.

Sparks, Guthrie and Shepherd (1997), recognised the need for the clarification of
the issue of control. They agreed that control might not be a unidimensional con-
struct and proposed a distinction in the operationalisation of PBC in terms of
difficulty and control. They do not agree with Terry and O’Leary (1995) who
equated PBC (referring to external control factors) with outcome expectancies.
Sparks et al. (1997) argued that outcome expectancies are similar to the behavioural
beliefs within the TPB, which determine attitudes, by linking a behaviour to an
outcome or an attribute. They, also, raised questions about the argument of Terry
and O’Leary (1995) that “there may not be a correspondence between the person’s
perception of the extent to which external barriers may impede the performance of
the behaviour and his or her judgment that the behaviour will be easy to perform”
(Terry and O’Leary 1995: 202) by stating that there is no reason to reject the
incorporation of different factors within the same construct, even if these factors
exert a different influence on behaviour, as e.g. some factors facilitating behaviour
and others inhibiting it. They, nonetheless, agreed that PBC might be a multidi-
mensional variable, yet they provide a different base for their argument, the
“conceptual distinctions between control and difficulty issues that are embodied in
PBC” (Sparks et al. 1997: 431). Perceived difficulty emerged as a significant pre-
dictor of intentions in their second study, (in the first study perceived difficulty had
a marginal effect on intentions), whereas perceived control did not predict inten-
tions in both studies. The results, as the authors noted, are similar to those obtained
by Terry and O’Leary (1995), yet the theoretical arguments provided by the
researchers differ. Sparks et al. (1997) attributed the similarities of the studies in the
same operationalisation of the constructs.'

Manstead and van Eekelen (1998) noted that the results of the aforementioned
studies might not depart conceptually. As the same wording is used for the oper-
ationalisation of self-efficacy in the former and perceived difficulty in the second,
there is a possibility that perceived difficulty was actually interpreted by the subjects
as referring more to internal factors of control rather than external factors. This
possibility of the subjects’ interpretation make the findings of the studies quite
compatible.

Manstead and van Eekelen (1998), accepting the possible multidimensional
structure of the concept of control, further explored this issue in the domain of

!Terry and O’Leary (1995) operationalised self-efficacy in terms of ease or difficulty of performing
the behaviour, and perceived behavioural control in terms of control. Sparks et al. (1997)
employed the same dual operationalisation as two dimensions within the perceived behavioural
control variable, yet obviously, they did not share the same meaning.
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academic achievement, for the extension of the results in a different domain from
those where the issue of control was examined before and because academic
achievement is regarded as a behaviour under the influence of both internal and
external to the individual factors. A sample of 171 high school students completed a
questionnaire assessing the main components of the TRA, past behaviour, as the
grades the students had achieved, and six items used in the literature to assess PBC.
As a measurement of actual behaviour, the actual grades achieved in the exams for
three subjects were considered. The six control items were factor analysed and two
factors emerged accounting from 75 to 82 % of the variance in each subject. The
authors interpreted the first factor (How confident are you?, I am certain that I can,
Difficult-easy) as reflecting “confidence in one’s ability to achieve the behavioural
outcome” (ibid: 1381) and the second factor (There is a lot that I can do,
Completely up to me, How much control do you have?) as appearing “to reflect an
assessment of the degree to which one can influence the behavioural outcome.”
(ibid: 1381). Self-efficacy was found to be a significant and independent predictor
of behavioural intentions in the three subjects while perceived control was not. This
finding was, according to the authors, consistent with previous research (e.g. Terry
and O’Leary 1995).

In addition, self-efficacy predicted actual behaviour, yet perceived control failed
to do so. This result was not consistent with previous research and the authors
recognise the variability in the operationalisation of the constructs and the beha-
vioural domains examined across the studies and they attribute to that, the incon-
sistencies observed, suggesting a “more coordinated approach to future research
efforts” (Manstead and van Eekelen 1998: 1389). It is clear from the interpretation
given to the second factor, PBC, that emerged from the factor analysis of the study,
“a belief that the outcome can be influenced by one’s efforts” (Manstead and van
Eekelen 1998: 1387), that the authors relate it very closely to the notion of locus of
control proposed by Rotter (1966 cf Bandura 1997), “behaviour is influenced by
generalised expectancies that outcomes are determined either by one’s actions or by
external forces beyond one’s control” (Bandura 1997: 19). Yet while the construct
of locus of control was conceptualised as “a generalised expectancy that remains
stable across situations” (Ajzen 1991: 183), Manstead and van Eekelen (1998), in
line with the fact that “an emphasis on factors that are directly linked to a particular
behaviour” (Ajzen 1991: 183) is characteristic of the operationalisation of the
constructs in the TPB, featuring a methodological and theoretical advance in the
prediction of behaviour, operationalised the construct of PBC accordingly. That is
to reflect the meaning of locus of control as proposed by Rotter (1966 cf Bandura
1997), yet to assess it for the specific behaviour and not as a generalised expectancy
about every kind of behaviour. While this was an attempt to identify specific
dimensions in the variable of PBC, it was not consistent with what Ajzen (1991)
had defined as PBC. That is “PBC refers to people’s perception of the ease or
difficulty of performing the behaviour of interest” (Ajzen 1991: 183).

It could still be argued that, as the main difference between the two constructs, as
identified by Ajzen (1991), is that locus of control is stable and generalised, while
PBC varies across situations and actions, and based on the findings in the literature
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that prediction of behaviour is better when the antecedent variables are opera-
tionalised in the same level of specificity in terms of context, time, action and target,
the operationalisation of locus of control accordingly could provide a fruitful way in
examining the multidimensionality of control. Regarding this issue, Bandura (1997)
argued that the two concepts, that is self-efficacy and locus of control, are con-
ceptually different. “Perceived self-efficacy and locus of control are sometimes
mistakenly viewed as essentially the same phenomenon measured at different levels
of generality. In point of fact they represent entirely different phenomena. Beliefs
about whether one can produce certain actions (perceived self-efficacy) cannot be
considered the same as beliefs about whether actions affect outcomes (locus of
control) (Bandura 1997: 20). Bandura (1997), also argues that the predictive per-
formance of the traditional locus of control concept, has not received much support
from the literature, and the same is true when locus of control is operationalised to
measure specific behaviours (e.g. health locus of control).

The results of Manstead and van Eekelen (1998), who operationalised PBC very
closely to the notion of locus of control, tailored for academic achievement, are
consistent with the above statement about the predictive performance of the con-
struct of locus of control. Still, whether locus of control, either generalised or tailored
to specific behaviours, can provide a way for further exploring the dimensionality of
PBC, has to be empirically established in other behavioural domains.

It seems that the concept of PBC, is not defined in a way that is acceptable by
every researcher. There has been a variety of operationalisations among researchers
and different labeling of the measures used in the literature. It has been related
closely to the notion of self-efficacy (Ajzen 1991), divided in reflecting internal and
external to the individual factors of control (Terry and O’Leary 1995), perceived
difficulty and perceived control (Sparks et al. 1997) and reflecting self-efficacy and
locus of control (Manstead and van Eekelen 1998). The diversity of the internal
consistency of the measures used in studies further suggests that PBC might be a
multidimensional construct (Conner and Armitage 1998; Manstead and Parker
1995). Peterson (1990: 243, cited in Sparks et al. 1997: 433) concluded that “I think
it is fair to say that the measurement of personal control has lagged behind other
aspects of its study, giving us a line of research with poor reliability but spectacular
validity”.

Although Ajzen (1991) has noted the similarities of PBC with self-efficacy
(Bandura 1997), the instructions provided by the two scholars for the opera-
tionalisation of the constructs differ. Attempts at the refinement of the measurement
of the construct, as well as conceptual consensus of its meaning and the factors that
might compose it, in addition to “the predictive effects of different PBC measures
for different samples and in diverse behavioural domains” (Sparks et al. 1997: 434)
provide useful guidelines for the study of PBC.

In line with Terry and O’Leary (1995), who argued that self-efficacy refers to
internal factors and perceived control to external to the individual factors, and
Sparks et al. (1997) who argued that PBC can be assessed in terms of difficulty and
control, factors internal to the individual could be phrased and assessed in terms of
ability and factors external to the individual in terms of control.
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The Cultural Organizations’ Revival Lies
in the Use of Business Management
Strategy. The Case Study of Greek Local
Cultural Organizations

Lamprini Trivella, Dimitrios K. Nasiopoulos and Panagiotis Trivellas

Abstract Business Management Strategy (BMS) helps the cultural organizations
to become active and entangled with the multicultural society, the global scene of
culture and the political scene. The BMS leads the cultural organizations’ economic
status to a successful level, improves their relationship with the multicultural
society and advances mainly their service provision. Under these circumstances,
business’ management strategy (BMS) becomes a managerial tool for the cultural
organizations’ entrance in the constantly changing, competitive environment, as it is
flexible and adaptable to the demands, desires and expectations of the public. In this
framework, the use of a simulation model can be a tool for the effective business’
management strategy and also can highlight the need of its development so as the
cultural organizations can meet the imminent global competitiveness. Our study can
be a reference point, which tends to provide useful information for the forthcoming
effective operation of cultural organizations of Greece that can be related to the
business’ management strategy. This model is based on the cultural organizations of
municipalities of Greece, which on one hand they follow the strong conservative
policies of the government’s sector of public services, existing in a state of rest, and
on the other hand they are forced to change, to be more innovative and active in
accordance with the European Council’s policy for transnational cooperation and
cohesion in the field of culture.
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Cultural Organizations

The cultural organizations are plenty and varied, according to the kind of art they
are servicing such as art galleries, museums, bands of municipalities, operas, the-
aters, libraries, cultural centers of the municipalities and others. They are classified
according to their economic status (public, private non-profit, private for profit)
(Kovach 1989). They constitute systems of management that operate on the basis of
public interest and provide, manage and boost cultural goods both tangible and
services (intangible) (Gantzias 2008). Also, they form a part of the constantly
changing society, so they have to adapt to this environment (Griffin 2009).

They differ from other business organizations in services, funding and objec-
tives. Specifically, all the cultural organizations are not functioning in an entirely
economic level because of their services that are aiming at the public interest. Also,
they are supported partly or entirely by the Ministry of Culture, even if they are
financed by the private sector. As for their objectives, they are consisted by ultimate
values such as entertainment, education and preservation of cultural goods such as
folklore dances. (Kovach 1989; Griffin 2009; Hatton 2012).

Management and Management Strategy Within Cultural
Organizations

Management is the way in which the cultural organizations operate. It forms the
basis on which the structure of the system is developed. It coordinates and orga-
nizes the staff’s work towards a common goal. Usually, it is characterized as
hierarchical and centralized because all the actions are gathered in the authority of
the cultural manager (Koutouzis 1999).

Management strategy is a term borrowed from the world of business for its
successful implementation, which boosts the organizations’ efficiency. It is an
amount of carefully designed actions, which aim at a specific goal and the subse-
quent decisions that have to be taken (Williamson et al. 2004). So, if cultural
organizations are to survive, they must adopt realistic plans (designed actions) and
an awareness of external market forces to attract the public (Middleton 1990).

Some strong incentives that urge the cultural organizations to change are the
global exposure, strategy alliances, environmentalism and interlocking directorship
(Mc Kiernan 1997).
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Business’ Management Strategy Revives the Cultural
Organizations

The global economic, social and political evolutions affect the cultural organiza-
tions, which struggle to survive in the field of culture, facing the cultural and the
economic crisis of our times. The traditional bureaucratic public sector-funded
cultural organizations have shown around the world their inefficiency and their
costly and ineffective management (Middleton 1990). Under these circumstances,
the obsolete system of management fails to be aligned with the changing envi-
ronment and either the cultural organizations end up doing things in the same way,
providing the same services or they are oriented to the business’ management
strategy to overcome their state of inertia, to do things differently to remain com-
petitive and responsible, improving the quality of their services (Mc Kiernan 1997).
Furthermore, the cultural organizations that use business’ management strategy
have overcome their difficulties and have improved the quality of their services to
attract the public, such as the Milwaukee Art Museum (Wisconsin) in the USA
(Zounis 2008). However, the large proportion of the small-scale cultural organi-
zations (mainly the cultural centers of the municipalities in Greece) are currently
oriented in the adoption of the business’ management strategy for their survival.

Initiating Business’ Management Strategy Within Greek
Cultural Organizations

As it is mentioned above, in Greece mostly the small-scale cultural organizations
are starting to use business’ management strategy to solve their survival problems,
to improve the quality of their services and to keep up with each other both in
national and international level.

This situation arouses a variety of questions but for reasons of space and time we
will focus on some basic questions according to our point of view.

e Do cultural organizations need business management strategy?
e What elements are essential for business management strategy operation?
e (Can business management strategy be implemented in cultural organizations?

Do Cultural Organizations Need Business Management
Strategy?

Considering the current situation mentioned above, the most important reasons for
the necessity of the adoption of business management strategy, according to
Middleton (1990), are:
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e The change of the demands, desires and expectations of the public, who have
become more sophisticated due to abundant information, knowledge and offer of
cultural goods (tangible and intangible). So, they changed their attitude towards
cultural services and products.

e The cut down on the government’s funding, due to the economic crisis that urges
for other priorities. So, they focused on other financial resources (fees, etc.).

e The criteria or the characteristics that cultural organizations must fulfill to enter
in funding programs of Unesco, E.U. and E.C. (HEREIN project 1999) (Kyrkos
2008).

e The competitiveness of service provision, which is increasing because of the
globalization and the constant evolution of the information and communication
technologies (ICT).

e The recognition of the inefficient traditional management system and the
recognition of the need for greater efficiency, effectiveness and added value both
in public and in private sector (Chabouri-Hioanidou 2003).

What Elements Are Essential for Business Management
Strategy Operation?

Taking into account all the above, business management strategy needs three ele-
ments to operate, the cultural manager who designs, organizes, coordinates and
makes decisions, the staff who work, following the procedures to offer profes-
sionalized service and the processes of a detailed plan, which lead the cultural
organization to success.

The cultural manager is usually an expert in the field of culture, but he must
also have the knowledge and the skills of a business manager to lead the organi-
zation successfully to a better level socially, culturally, economically. The staff
must know exactly what are their duties and they must collaborate with each other
and they must be willing to evolve their knowledge and skills in relation with their
work. The processes are having to do with the way in which the cultural organi-
zations function and this situation involves a business management strategy
accepted by the staff, the cultural manager, the staff and the processes interwoven
and related to each other in such a way that emerges the need of governance,
strategy objectives and the cultural goods (tangible and intangible services).

Can Business Management Strategy Be Achieved in Cultural
Organizations?

Although the implementation of business management strategy is in question by the
traditional regime of directorship, because it is thought of as a mechanism that
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commercializes the cultural organizations, it is crucial for their sustainability and
competitiveness. So, business management strategy can be achieved mostly by:

Governance: it involves the cultural manager and the staff who are delivering
the processes and the necessary policies for the successful provision of services for
the public interest. Thus, the cultural manager must have the essential scientific
knowledge of culture and the skills of business management to revive the organi-
zation and attract the public.

e Ensure a consistent variety of high quality services, which are provided in a
friendlier environment

e Ensure a consistent plan which is aligned to the management objectives and is
coordinated with the public needs

e Cultural manager who makes well-defined decisions according to the business
management strategy plan, allocate and define the roles and responsibilities of
the staff

e Ensure the quality of business management by implementing standards of
evaluation

Strategic objectives: they have to do with the general purpose and the mission
of the cultural organizations and they are aligned with the public interest.

e Boost cooperation with other cultural organizations in national and international
level and other institutes such as schools

¢ Provide incentives for the cultural manager and the staff to participate actively,
having specific roles and responsibilities

e Improve the quality of the services provided for the public interest and facilitate
services’ provision

Services: they have to do with the promotion and preservation of cultural goods
(tangible and intangible cultural products) and they involve the manager and the
staff.

e Ensure the cultural organizations’ new or modified identity is projected through
the actions of both the manager and the staff and its aligned with the mission, the
general purpose and the strategic objectives

e Ensure the existence of professionalism and seriousness of the cultural orga-
nizations (Weil 1994)

e Are orientated to the public needs, desires, expectations and demands, and
always aim at the public interest

Dynamic Simulation Model

There is an interactive relation amongst the cultural manager, the staff and the
services or the cultural goods. Furthermore, the cultural organizations’ policies, the
leadership and employee satisfaction are the most crucial factors formulating the



208 L. Trivella et al.

development of BMS, which in turn determine the overall service and product
quality provided in cultural organizations.

Therefore, a quantitative research was conducted, concerning 350 of the 423
cultural organizations located in the center and in Attiki, Greece. The research was
restricted to the local cultural organizations of the municipalities of the region of
Attica for reasons of time, facilitation. It started in October in 2014 (Figs. 1 and 2).

The cultural managers (about 90 %) had not the skills and the knowledge of
business management to lead the organization to efficiency, effectiveness and
sustainability. The staff (about 86 %) were unwilling to evolve and update their
knowledge and skills due to their low income, but the rest, the younger ones were
willing to do it. The services provided by the local cultural organizations were of
low quality, restricted to Folkdances, piano lessons and music lessons (295 local
cultural organizations). The rest 55 ones, which belonged to the “richer” munici-
palities, were having a variety of more than 5 services to provide.
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As for their policies, it was followed a centralized traditional “west” type
management, following the governmental system of public services’. This means
that these local cultural organizations were financially depended on the local
authorities, which according to their financial status were either active and inno-
vative or at a state of rest and homogeneity as far as it concerns the infrastructure
and the service provision of the local cultural organizations.

Conclusion

In this paper, it was attempted to consider the business management strategy and its
importance in local cultural organizations, although its implementation is difficult.
Business management strategy is coming from the field of market but it can make
the local cultural organizations operate with efficiency and effectiveness, enabling
them to enter the world of competitiveness, improving the quality of their services.
The findings of the survey, concerning the cultural manager, the staff, the service
and the policies, showed that the younger staff and the rich municipalities were
facilitating the task of business management strategy but the policies and the cul-
tural manager were inhibiting it. Then we tried to use the findings to a dynamic
simulation model to find the best possible relations among them in order to have the
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best possible results with the minimum effort. It shows the strong points and
the weaknesses of developing a management strategy based on business within
the local cultural organizations to improve the quality of their services, to attract the
public and to adapt to the new circumstances entering the world of competition and
global market. In this way, there can be satisfaction of the staff, of the cultural
manager and of the public (consumers of cultural tangible and intangible goods)
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Priming Effects on Cross-Cultural
Business Ethical Perceptions

Petros Tomaras and John Tsalikis

Abstract This research study examines the effect of cross-cultural priming on
business ethical perceptions. Priming is based on the idea that our perceptions,
actions, and emotions are affected by unconscious environmental cues. Subjects
were primed by being exposed to a series of pictures depicting either a northern
European culture or a native Latin American culture. Consequently, the subjects
answered a series of ethical scenarios. The results indicate that, for some scenarios,
respondents primed with the Latin America culture were more tolerant of unethical
business practices than the subjects primed with the northern European culture.

Keywords Cross-cultural business ethics - Priming - Europe - Latin America

Introduction

In the past 15 years, the wide use of FMRI (Functional Magnetic Resonance
Imaging) has led to a revolution in our understanding of the human brain and its
functions. In the forefront of this revolution, the social psychologist Bargh intro-
duced the concept of priming by arguing that: “processes and behaviors thought to
be under our control and caused by intentional volition are actually the result of the
constant and automatic interpretation of and reaction to stimuli in our environment.
These perceptions influence our thoughts and behavior, often without our aware-
ness” (Bargh 1982).

According to Bargh our perception, actions, and emotions are distorted via
stimuli in our social environment through a process called “priming.” Priming is the
idea that various stimuli (subliminal, supraliminal, semantic, and visual) can
influence mental representations, decision making, and ultimately the behavior of

P. Tomaras (D<)
Technological Educational Institute (TEI) of Athens, Athens, Greece
e-mail: ptomaras @teiath.gr

J. Tsalikis
Florida International University, Miami, FL, USA

© Springer International Publishing Switzerland 2017 211
A. Kavoura et al. (eds.), Strategic Innovative Marketing, Springer Proceedings
in Business and Economics, DOI 10.1007/978-3-319-33865-1_27



212 P. Tomaras and J. Tsalikis

individuals (Bargh 2006; Higgins 1996; Bargh and Chartrand 2000; Dijksterhuis
et al. 2007). Similarly, Harris et al. (2009) argues that priming demonstrates that a
variety of complex social and physical behaviors can be activated by relevant
external stimuli without a person’s intent to behave that way or awareness of the
influence.

The present study will prime individuals with images from two divergent cul-
tures (a northern European and a native Latin American one) in order to measure
the effects of cultural priming on business ethical perceptions and decision making.

Literature Review
Priming

Studies demonstrate that the effects of priming can be ongoing and reappear long
after the stimulus has been absent. In a William and Bargh (2008) study, individuals
who were primed with the touch of a hot drink judged target people as more caring
and generous, while the opposite was true for the subjects that were primed with a
cold drink. Levesque and Pelletier (2003) found that subjects that were primed with
intrinsic motivation words (challenge, mastery) enjoyed the consequent task (puzzle
solving) more than subjects primed with extrinsic motivation words (forced,
expected). In another priming experiment, individuals who were primed with the
picture of a library proceeded with speaking more quietly and softly (Aarts and
Dijksterhuis 2003).

Uses of Priming in Other Fields

In addition to social psychology, research on priming has been conducted in many
fields including business. In advertising, the media is a main influential source due
to unconscious, subtle, and unobtrusive priming cues carried in both ads and
program content (Bargh and Morsella 2008). Research by Harris et al. (2009) tested
whether exposure to televised commercials leads to the consumption of products
high in fat and sugar which has fueled obesity through automatic binging effects. As
Harris et al. put it, “... these effects were not related to reported hunger or other
conscious influences.” (emphasis added by author).

In marketing, several studies established that consumers are influenced by
marketing tactics (slogans, pricing, brand names) in subconscious ways (Wyer
2008; Laran 2010). Laran et al. (2011) found that brand names had positive priming
effects while slogans seem to have negative priming effects.
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Hypotheses

Based on the previous research in the priming field, the following hypotheses are
proposed:

H1: Respondents primed with the European culture will evaluate each of the five
ethical scenarios as more unethical than respondents primed with the native
Latin America stimuli.

The Experiment
Priming

Priming was achieved by showing the respondents a series of pictures and asked to
identify where the pictures are from. One group was exposed to pictures from
northern European countries while the second group was exposed to pictures
depicting a native Latin American culture.

Scenarios

A plethora of research in business ethics utilizes the scenario/vignette approach.
This approach presents the respondent with a short story describing an ethically
questionable issue and then asks the respondent to evaluate this situation on an
ethical scale. Representative studies utilizing this approach include: Schminke
(1997), and Stevenson and Bodkin (1998), along with many others.

An array of business-related scenarios we considered and pretested. The five
scenarios were chosen because of clarity and relevancy to the respondents.

Procedure

The data were gathered at a basic marketing class with mostly business students in
the Dominican Republic. The respondents were shown a set of pictures either from
several northern European countries or from several Latin American countries and
asked to identify the country. Consequently, the respondents were asked to com-
plete the five ethical scenarios presented.

In order to average out any “order effect” the order of presentation of the ten
ethical scenarios was varied.
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Pretesting Checks

The priming methodology was pretested using business students. Respondents
reported no clear understanding, or prior knowledge, of the priming method whilst
they exhibited a clear understanding of all five ethical scenarios, and the word task
to be performed.

Sample

The convenience sample was gathered at a university in Santo Domingo,
Dominican Republic. The percentage of males was 57.4 % and the age ranged from
18 to 81 with 54 % of the sample being between 18 and 22 years old.

Results

Priming Effect

To test for the hypothesis that priming had a significant effect on the respondents
ethical perceptions, a series of T-test were performed with PRIMING as the
independent variable and the ethical reactions as the dependent variable. The results
are presented in Table 1.

As seen in Table 1, respondents primed with the northern European culture
perceived four of the five scenarios as more unethical (lower negative score) than
respondents primed with the Latin American culture. This result did not hold true
for the Advertising scenario. So, hypothesis H1 is confirmed for four of the five
ethical scenarios. A possible explanation for the nonsignificance of the Advertising
scenario is that the majority of the respondents evaluated the situation in this
scenario as ethical.

Table 1 T-test comparisons between the mean scores for the two primings

Scenario MEANS P-VALUE
European Latin American

1. Bribe —4.25 —2.55 0.00

2. Guarantee —4.55 —3.24 0.00

3. Union -4.20 —-1.64 0.00

4. Hire -3.51 -1.95 0.00

5. Advertising 1.16 0.74 0.12
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Table 2 T-test comparisons Scenario MEANS P-VALUE
between the mean scores for
. Male Female
gender—European prime
1. Bribe —4.44 —4.12 0.17
2. Guarantee -4.59 —4.52 0.68
3. Union —4.13 —4.25 0.57
4. Hire -3.32 -3.64 0.20
5. Advertising 1.70 0.81 0.04
Table 3 T-test comparisons Scenario MEANS P-VALUE
between the mean scores for
. R . Male Female
gender—Latin America prime
1. Bribe —2.85 -2.25 0.04
2. Guarantee —2.88 -3.60 0.00
3. Union -1.53 -1.75 0.42
4. Hire —1.58 -2.31 0.01
5. Advertising 0.43 1.06 0.04

Demographic Influences

The effects of gender on priming are presented in Tables 2 and 3. Among the
respondents primed by the European culture, only the Advertising scenario shows a
significant difference, with the males perceiving it as more ethical.

Among the respondents primed by the Latin American culture, only the Union
scenario did not show any significant difference. The other four scenarios show
mixed results with the Bribe and the Advertising scenarios being perceived as more
unethical by the males, while the Guarantee and Hire scenarios being perceived as
more unethical by the females.

Overall, these findings do not present a clear relationship between gender and
ethical evaluations.

A correlation analysis between the ethical evaluations and the age of the
respondents did not show any consistent significant results also.

Conclusion

According to Bargh and Williams (2006), priming could lead to negative outcomes
“without the person’s awareness and despite his or her good intentions.” The
present study reinforces this concern that our ethical decision making is not guided
solely by our moral fiber but is readily influenced by environmental cues such as the
cultural environment we operate in.
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The present study emphasizes the unconscious nature of business ethical deci-
sion making. Unethical behavior by business can lead to a loss of business, image
deterioration, and ultimately decreased profitability. This research could make
business people more aware of the cultural influences of their ethical behavior.
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Strategy of marketing and marketing communication is not the privilege of big
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Understanding Journalists on Twitter:
The Czech Case

David Klimes§

Abstract This article aims to show that journalists in different countries have
different approaches to the use of Twitter. After looking at American and German
research, it is fair to say that journalists generally perceive their posts on Twitter in
relation to their profession. They do not consider Twitter only to be the private
sphere. It is therefore important to understand them not only in the public sphere as
a whole, but in large companies as well as in small and medium-sized enterprises
(SMEs) too. The article examines six of the most popular Czech journalists’ Twitter
accounts. The following content analysis supports the conclusions of surveys from
elsewhere. The article seeks to demonstrate that Czech journalists perceive Twitter
more as a medium to support private conversations with other users than as a
medium to promote the content of his or her publisher.

Keywords Media - Twitter - Marketing

Introduction

The basic characteristic of Twitter, a microblogging network founded in 2006, is
posts comprising between 140 and 160 characters, of which 20 characters are
reserved for the user’s name (Weller et al. 2014: x). Research about the service and
its impact on society has already become an established field of academic research
(for example, Van Dijck 2011; Parmelee and Bichard 2014; Gulyas 2013; Murthy
2013; Hermida 2013; Weller et al. 2014). In commercial, governmental, public, or
nongovernmental organizations, understanding the social media is more and more
essential to decision-making and communication planning. The development of
communication on social media is important for small and medium-sized enter-
prises (SMEs) as well. Moreover, “small and medium-sized enterprises, especially
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in the Czech Republic, have big shortcomings in strategy making and planning”
(Koudelkova and Orban 2013). Richard Rogers has usefully divided the growth of
Twitter and its position in society into several periods. From its inception in 2006 to
November 2009, we can talk about the period of adaptation to users and the
building of the basic features of the service. In 2009, the question in the status of the
field has changed from “What are you doing?” to “What’s happening?” which
demonstrates that the medium for the reporting of personal things has become more
a medium with a wider scope (Weller et al. 2014: xvi). The growing importance of
Twitter in societies can mainly be seen in various revolts around the world, where
participants can communicate their messages by means of SMS to Twitter (Weller
et al. 2014: xvii).

Twitter has not, however, been studied only in emergency situations.

We should understand it in the broadest sense of social media (Standage 2013)
and the other new media of mass communication (Lister 2009). Theorizing accu-
rately about the relationship between the 288 million Twitter users worldwide
(Twitter 2015) and about the 200,000 users in the Czech Republic and the public
sphere is not easy. Are published tweets private or public? Communications on
Twitter have features of both. Jak-Hinrik Schmidt has therefore proposed specific
communicative spaces, that he calls “private publics” (Weller et al. 2014: 4). The
information in private publics are characterized by three elements: (1) being
selected and displayed according to criteria of personal relevance; (2) being
addressed to an audience which consists of network ties made explicit; and
(3) being conducted mainly in a conversational mode (Weller et al. 2014: 4). All
these characteristics are inconsistent with those associated with ““traditional” mass
media.

Twitter use has also been researched by Christoph Neuberger, Hanna Jo vom
Hofe, and Christian Nuernbergk in German newsrooms (Weller et al. 2014: 345-57).
Most journalists said that they had developed appropriate Twitter use by “learning
by doing” and in informal conversations with colleagues (Weller et al. 2014: 354).
The researchers defined five basic areas in which journalists can profitably use
Twitter:

(1) When journalists promote their own websites. Tweets refer to website content
and provide links to them.

(2) When journalists conduct real-time coverage from the scene of current news
events. They provide live reports via Twitter, directly from where the events
are taking place.

(3) When journalist interact with members of the public on Twitter.

(4) When journalists monitor audience reactions and follow-up communication to
their reports.

(5) Finally, when they investigate stories and conduct research using Twitter
(Weller et al. 2014: 357).
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In the private—public environment on Twitter journalists often express personal
opinions more freely and deviate from the norm of objectivity (Murthy 2013:
54-55, Lasorsa et al. 2012: 19). Moreover, personality differences can affect
journalists’ writing on Twitter. Journalists can usefully be classified as “skeptical
shunners,” “pragmatic conformists,” and ‘“enthusiastic activists” (Hedman,
Djerf-Pierre 2013: 365). The regulatory bodies for the mass media, or the mass
media themselves, are therefore trying to regulate journalists by providing written
or unwritten rules for the use of social networks. The Agence France-Presse (AFP),
for example, has sophisticated written rules on how to use social-networking sites
(AFP 2013). By contrast, The New York Times relies partly on experienced col-
leagues to influence its younger journalists. A second approach used by that
newspaper is explained in its leaked “Innovation Report”: “The Times made a
smart decision when it decided not to establish rules for using social media, pre-
ferring instead to trust reporters and editors to exercise their judgment. We gave
people the room to experiment and adapt to developing mediums. There are no
rules, but no real guidance, either” (Mashable 2014).

Czech journalists’ behavior on Twitter (or generally on social networks), though
not widely researched, has been considered by some scholars (for example,
Peterova 2014). A distinctive feature of the behavior of Czech journalists on the
Internet is attacking rival media by means of posts on social networks. Moreover,
many journalists admit that personal attacks made on social networks have also
been transferred into real relationships in the Czech media.

Research Methodology

The aim of research in this article is to show what most Czech journalists use
Twitter for. The research was inspired by the categories of journalists’ activity on
Twitter as described by the researchers Neuberger, vom Hofe, and Nuernbergk.
Chosen method of research is quantitative content analysis. The period of the
research was Imonth, because a pilot survey revealed that such a period is sufficient
to show how users’ access to Twitter varies. The investigated period was from
February 1, 2015 to Feburary 28, 2015..

In a sample, I analyzed the content of Twitter users who met the following
requirements:

1. They have more than 50,000 followers.
2. The regular creation of media content is their main job.

My aim was to limit the sample to popular accounts of Czech journalists. The
researched accounts appeal to more than quarter of the users of Czech Twitter.
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It also aimed to exclude from the list people who do journalism only as a secondary
activity (for example, public figures who occasionally debate on radio or
television).

After these limitations, it was possible to assemble a group of six Twitter
accounts':

Jaromir Bosék, a sports commentator on Czech Television. https://twitter.com/
jaromirbosak, with 93,800 followers. Introduction: ‘As Vancura wrote: Time gives
dignity even to the monsters. It’s all about hope for my future tweeting. Tweets do
not reflect the opinions of CT.’

Robert Zaruba. Sports commentator on Czech Television.: https://twitter.com/
robertzaruba. Followers: 90,800.

Milo§ Cermék. Journalist, Editor-in-Chief of the website ihned.cz. Twitter
account at https://twitter.com/cermak, with 75,700 followers.

Martin Veselovsky. Moderator of the website TV DVTV.cz. Twitter account:
https://twitter.com/veselovskyma, with 74,300 followers.

Jindfich Sidlo. Journalist, chief of domestic politics and opinion sections in
Hospodarské noviny. Twitter account: https://twitter.com/jindrichsidlo, with 70,500
followers.

Erik Tabery. Journalist, Editor-in-Chief of the Respekt weekly. Twitter account:
https://twitter.com/etabery, with 64,700 followers.

My research questions are based on the examples of Czech journalists’ behavior
on the Internet we have just been looking at:

RQ1: Do Czech journalists use Twitter to promote their texts or their media texts
primarily?

RQ2: Do Czech journalists react mainly to posts from other users or to their own
on Twitter?

The research consists of the codebook, where I set categories based on the
activities defined by Neuberger, vom Hofe, and Nuernbergk.

1. Posts to promote their own media with a link to the media or with clear iden-
tification of the media, or it is a retweet promoting the media by their own media
staff.

2. Informing on newsworthy events from a real place and in real time.

3. Interaction with audiences on Twitter (a retweet, a reply to a communication
begun by another person).

4. Monitoring reactions and the developing of communication (response to a

communication begun by the journalist).

Using Twitter for researching and other work purposes.

6. Other.

|9,

"Data from 21 March 2015.
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Research Results

Different approaches to the Twitter are reflected in the coding of posts (Fig. 1).

RQ1: Do Czech journalists use Twitter to promote their texts or their media texts
primarily?

The most popular Czech journalists on Twitter do not use the service primarily
to promote their media. In all the accounts I investigated, audience interaction is the
prevailing feature. Most journalists, especially Tabery, use Twitter as a promotional
medium. In this category, I counted 71 posts—promotional articles by the author or
his or her own media with a web link or a clear description of the medium, but I
counted retweets by media staff were as well.

To promote his media, Tabery retweets posts about the Respekt weekly written
by other users, but they are ranked in the category of interaction with audience
members on Twitter to differentiate acts of media staff and conversations with a
wider audience on Twitter.

None of the other journalists promote their medium so massively. Veselovsky
has fourteen promotional messages with links or a clear description of the medium.
Sidlo has eleven posts,2 Milo$ Cermdak has nine posts, Robert Zaruba three, and
Jaromir Bosak two posts.

It is reasonable to conclude that Czech journalists do not use Twitter primarily to
promote their articles and their other media content.

RQ2: Do Czech journalists react mainly to posts from other users or to their own
posts on Twitter?

Journalists use Twitter mainly to converse with their readers or audience. This
may be in the form of retweet or reply to an initial communication from another
person. The second possibility is monitoring reactions and the developing of
communication begun by the journalist.

2Including links to Aktualne.cz, the sister website of Thned.cz.
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Bosak, Cermak, Sidlo, and Tabery mainly react to the activity of other Twitter
users, Zaruba and Veselovsky develop communication begun by themselves.

In the category of reporting on newsworthy events from a real place in real time,
we can count only two posts in our researched sample. One was written by the
sports commentator Zaruba from training sessions of the Czech national hockey
team.

In the category using Twitter for researching and work purposes, we also count
only two posts. One is by Tabery, written when he asked for a printed version of an
American newspaper. The second one is by Cermédk, who asks his audience to
participate in a Hospodatské noviny survey.

In the sample, we see a larger proportion of the interacting category (with 410
posts) than of the monitoring category (with 304 posts). But, it is reasonable to
conclude that both approaches are used when journalists want to get the attention of
their private public.

Discussion

This exchange demonstrates that the behavior norms of Czech journalists on
Twitter are still being developed. One source of new standards is the debate about
editorial codes of conduct on social sites. After a few controversial cases, it is
evident that it will be hard to find possible consensus. The second source of
standards of conduct on Twitter is journalists’ own behavior when using the ser-
vice, together with voluntarily imposed limits on themselves and the cultivation of
their rhetoric. For this article, I observed six popular accounts of journalists who
have the potential to reach more than a quarter of all Czech Twitter users. After
examining their posts in the course of 1 month, I have come to the following
conclusions: selected journalists in the Czech Republic did not primarily perceive
Twitter as a promotional tool for presenting their own media content or that of
others. They focused more on conversation with other Twitter users. Twitter as a
tool for live coverage of an event or as a search tool was almost completely omitted.

Journalists on Twitter tended to use it for personal, nonwork-related relation-
ships, and conversations.

My research can only open the debate on standards observed by Czech jour-
nalists on Twitter. Based only on six accounts, the research does not offer a large
enough sample to assess the behavior of the hundreds of other Czech journalists on
Twitter. The relationships between journalists and their private publics needs to be
the subject of further research, because without this information it is impossible to
determine whether editorial codes of conduct are required for Czech journalists on
social networks or not. The results should be important not only for media, but for
communication departments in commercial, governmental, public, or nongovern-
mental organizations as well.
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The Relation of Knowledge Management
and Marketing Communication of Small
and Medium-Sized Producers

in the Segment of Outdoor Clothing

in the Czech Republic

Pavel Mracek and Martin Mucha

Abstract The article is involved in the relation between knowledge management
and marketing communication of small and medium-sized producers of outdoor
clothing in the Czech Republic. Correct management of knowledge is the key factor
with regard to high concentration of the Czech outdoor producers. The objective is
an optimal communication with customers within the framework of the use of
outdoor brand. Small and medium-sized producers, within the competitive struggle,
are forced to find savings and to transfer their manufacturing plants outside the
territory of the Czech Republic. Awareness of these Czech outdoor brands is fre-
quently rather poor in the Czech market. Consequently, the application of knowl-
edge management, respectively change in style of management towards the
complex use of knowledge can be strength for such producers. The article works
with the outputs from own research in the field of knowledge management and area
of marketing communication of outdoor clothing producers. The subject has
focused on organized use of knowledge in marketing activities of producers, where
the authors highlight key factors of knowledge management.

Keywords Knowledge - Knowledge management - Marketing communication -
Outdoor clothing - SMEs

Introduction

Nowadays the customers are more demanding and thanks to the huge offer of
products they have a big possibility of comparison. The offer comparison of indi-
vidual producers comes after only when the customers learn about the product.
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This is realized by almost all the producers and sellers and that is why the customers
are (marketing communication receivers) surfeited by marketing communication.
The receiver is ‘bombed’ from all sides by advertisements, both the classic form
and by contemporary marketing communication tools. For a successful addressing,
the advertising producers try by an original and fresh way to ‘get out of the row’
and use the knowledge of aimed segment for its correct striking (or more precisely,
that anyone could learn about the concrete marks and producers). At a high number
of customers the demands are high and except the product quality itself they also
want to hear, who, where, and from which material is the product made from.

Experimental

For information finding, a questionnaire survey took place. The aim of this survey
was, beside other things, to find out which information the respondents perceive
and are important for them at outdoor clothing shopping. The aim also was the
finding out if the respondents are influenced by the knowledge of the country of the
clothing origin. At the survey was also verified the reaction on the question of the
mark remembering, which is recalled in the mind of a Czech respondent in the case
of saying ‘outdoor clothing’.

The questionnaire took place by e-form. The questionnaire spreading was
ensured by releasing on websites of some sellers, by a special outdoor portal and on
Facebook profiles of participating outdoor equipment sellers. The questionnaire
contained 20 questions, where some of them were dividend into subquestions.
335 respondents filled the questionnaire totally. After ensuring sample represen-
tativeness, 41 questionnaires were cancelled, which were filled by respondents
under 20 and over 34 years. This range was set on the basis of secondary infor-
mation. Utilizable questionnaire were from 294 respondents—136 women (46.3 %)
and 158 men (53.7 %). The average age of respondents was 23, 2 years old and the
median then 22 years.

For the questionnaire survey was set the hypothesis H1: The customers perceive
the country origin as a quality supposition.

Hypothesis HI Verification

Hypothesis H1 sounds: The customers perceive the country origin as a quality
supposition.
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Hypothesis HI Was Confirmed Below

Has been conveyed a supposition, that the customers perceive the country origin of
outdoor clothing as a quality guarantee. For the verification of this supposition, data
from questionnaire were used, on its basis were gained information/counts about
noticing the brand of used material by customers.

Regarding gained counts was possible to formulate the conveyed supposition so
that, if there were no significant difference among the found counts, the customers
do not perceive the country origin of outdoor clothing as a quality guarantee. On the
contrary, if there were a significant difference among counts, the outdoor clothes
shopping customers perceive the country origin as a quality guarantee. Whereas, at
this part of research was emitted from the selected customer files, we performed the
verification of the supposition by the help of statistic test. Regarding the fact that it
was necessary to verify the significancy of differences among the found counts x>
test was used. Zero hypothesis said that there does not exist statistical significant
difference (the customers do not notice the brand of used materials as a supposition
of their quality). Against this hypothesis we pose an alternative hypothesis, which
says, that the difference among counts is statistically significant (the customers
notice the brand of used materials as a supposition of their quality). Information
gained from the questionnaire inquiries and the theoretical counts (counts at which
do not exist any significant differences among particular sorts), are visible in the
following table (Table 1).

Consequently, the test criteria was counted 87, which was counted as a differ-
ence among the counts found on the basis of questionnaire inquiries and theoretical
counts (the same counts for every type of shop). For the prestige level, 0.05 as a
critical value was defined (fractile of Pearson dividing) 7,815. By the reason that the
test criteria value is higher than the critical value, the zero hypothesis is rejected and
the alternative hypothesis accepted, whereas you can mistake in 5 % of cases. So it
is confirmed, that there exists statistically significant difference among the counts
(i.e. the customers perceive the country origin as a quality guarantee).

From the large number of answers is apparent that in the most cases (174, i.e.
59.2 %) the respondents perceive the mark of used materials as a guarantee of their
quality. It can be claimed, that the material knowledge is very important.

Table 1 Theoretical and gained counts for hypothesis H1 verification source: own processing
from questionnaire inquiry

Certainly yes Rather yes Rather not Certainly not
Practical counts 39 135 83 37
Theoretical counts 73.5 73.5 73.5 73.5

Test criteria 87
Critical value 7,815
Prestige level 0.05




230 P. Mracek and M. Mucha

The other part of the survey had to clear the question, if and how are the
respondents influenced, from which part of their ‘world’ the outdoor clothing
comes from. The producer countries of outdoor clothing which were chosen are the
following: The Czech Republic, Scandinavian countries, Alpine countries, East
Europe, Asia.

In the case, that the producer is from the Czech Republic, 217 respondents were
influenced positively (73.8 %). 12 respondents perceive rather negatively, the
producers from the Czech Republic (4.1 %). At Scandinavia, producers dominate
the positive influence of respondents. 240 respondents (81.6 %) expressed the
influence by a fact, that the producer is a Scandinavian origin. Only at 2 respon-
dents (0.7 %) was shown the negative influence. The most expressive influence of
respondents is really obvious in the case, when the producer is from an Alpine
country. This positive influence marked 252 respondents (85.8 %). At Asian pro-
ducers the positive influence was recorded at four respondents (1.4 %). The fact
that the producer from Asia does not influence at all 103 respondents (35 %) and
185 respondents influences negatively (62.9 %).

The above-mentioned results obviously confirm also that the customers perceive
the country of origin as a condition of quality. The most advantageous for the
producer himself can be, if they are from an Alpine or Scandinavian country, this
fact influences the customers positively.

At the survey and research of marketing, communication of some Czech outdoor
clothing producers was found out that these producers in their communication show
the statements, from which country they are, or, if they use Swiss or German
technology/material, or that their products are tested by mountains or by a rough
Scandinavian nature. They try to transmit this information to their customers, so the
knowledge of producer, material origin locality and technology or only the places
and the use of testing, know how to bring the customer to this product and its
purchase.

Theory

Knowledge Management

The knowledge management could be described as a collective organization
knowledge. It includes the knowledge, which is set in the company, also as the
knowledge, which are selected and gained from an external source. Knowledge
management is more than only information gathering and putting in computer
databases or websites. The correct knowledge control ensures that the persons of all
organization levels have the approach to the information, which they need to fulfil
their tasks, and at the same time helps to fulfil the aims of all the organization
(Shockley 2000).
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Knowledge

Special literature features some possible author’s sights for knowledge delimitation.
Trunecek (2003) defines the knowledge as a set of created experience, values,
belief, related information, and expert sights providing the frame for evaluation and
integrating the new experience and information appearing applied in the people’s
mind. According to Wiig (1993), the knowledge contains the truth and conviction,
perspective and conception, judgement and expectations, methodology and known
how. The knowledge is a set of aspects, experience and procedures which were
considered right and true and which govern the thoughts, behaviour, and the
communication among people (Wiig et al. 1997). Verhaegen (2005) adds that the
knowledge supports informatively the decision authority and innovate the con-
trollability of risk.

The knowledge is classified according to different criteria and by individual
authors understood from some sights. It is about a complete definition, which is
attractive to many scientists from different branches (Greiner et al. 2007).

Marketing Communication

Marketing communication is one of the parts of marketing mix (4P) and also of
conception 4C, where the communication is instead of publicity (Kotler and Keller
2012). It is a part, which wholly focuses on communication, thanks to which the
wide surrounding including the customers can get to know about the company,
product, services, etc. According to Jakubikova (2008) the knowledge marketing is
a component of business communication, which concentrates on sale stimulation
and which must be in harmony with the business communication aims in interest of
the unified image creation.

According to Bearden et al. (1995), the main aims of knowledge management is
to inform, persuade and remind. The knowledge management’s task is to ensure the
communication of producer, seller or product provider with the customers and with
the other key markets, to increase the product significancy, to help the customers to
orient on the market and evaluate the total offer of the products (Vidovéa and Vida
2007; Bearden et al. 1995).

Results and Discussion

The results refer end to the fact, that the customers perceive the product knowledge
as the details for their next decision. Every customer has a sort of knowledge about
the product itself even before meeting the producer communication. This knowl-
edge can be transferred from the surrounding (from friends, from different reviews,
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previous experience, etc.). The previous experience can be big so that it exceeds
any marketing knowledge of producers. It also happens that if the customer does
not meet the marketing knowledge of producer, he does not know anything about
the product. In the case that the producer uses the knowledge of what the customers
want to hear, it helps to readjust the perception of separate factors of customer
influence.

The influence size on the basis of used knowledge is depending on many factors,
which are not always directly influenced by a producer. That is why it is necessary
all the time to deepen the knowledge about the customers and to apply this
knowledge into offer and marketing knowledge.

If the producer knows, that the knowledge of some facts is necessary for the
customer it is needed to put it in the communication for the better customer
influence.

Conclusions

The article has dealt with a relation of knowledge management and marketing
communication of small-sized and medium producers of outdoor clothing in the
Czech Republic. The article used outputs of own researches in the area of
knowledge management and the area of marketing communication. It is necessary
to get the transfer and receiving of knowledge communication of separate factors
influence the perception and behaviour of customers. The article shows the right
choice of communication mission built on the knowledge of perception of the final
customer.
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Reverse Logistics in Marketing
Campaigns

FrantiSek Milichovsky

Abstract Reverse logistics has become more important than ever before because
of the requirement for nature protection from all over the world. Adequate activities
of reverse logistics should be the basis for SMEs to be competitive and successful.
The paper provides an overview of current trends of using reverse logistics activ-
ities in marketing communication especially in large enterprises and their influence
for SMEs. Theoretical background from the area of reverse logistics supports this
approach with data from primary research collected by the author. Adequate
marketing campaigns could create acceptable background for effective marketing.
The objective of this research is to verify intensity dependence of reverse logistics
activities in connection with gender of the customer and identify possible trend of
marketing campaigns. The research was aimed at random chosen group of young
people in the Czech Republic. The result of the research can be used for the
companies that operate in the Czech or Central European market.

Keywords Marketing communication - Reverse logistics « Pearson chi-square test

Introduction

At present, technology production (as part of supply chains) needs to get into new
markets or catch business trend in current locations as response to several today’s
approaches, such globalization, using outsourcing instead of own sources or lean
philosophy application (Cardoso et al. 2015). Many customers choose possible
products according to additional services within purchased product. Unfortunately,
customers usually do not look for addition services such packaging taking-back,
recycling, or rechange products. Because of the market globalization, companies
have to improve all processes, entering into production, as the way of creating
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competitiveness. Globalization process brings necessity of logistics activities,
especially for old products and packaging material (Altuntas and Tuna 2013).
According to Zich (2010), it is important to define which stakeholder group must be
satisfied on the way to reach market success.

Theoretical Background

Logistics itself has become a process by which a product is distributed from pro-
ducer to final customer. From point of view of used material, this process started
within raw material. That could be called as typical logistics chain (or supply
chain). Main problem in logistics chains is, what to do with waste in production
process, used packaging of new products and old products (Govindan et al. 2015).
According to Ferrer and Whybark (2000), there is a necessity to use garbage as the
way of gaining material sources instead of their stocking or burning (impact on
nature environment). Waste problems could be solved by reverse logistics
(RL) which requires adequate skills, capabilities, market awareness, and staff with
experiences (Giuntini and Gaudette 2003). Reverse logistics (RL) has become
important part of marketing activities from logistic point of view. It is usually
located in the end of whole marketing loop where after-sale phase is defined. RL
itself is difficult to describe because of applying individual activities in all phases.
RL is a process of moving products from place of typical usage for recapturing
value or any other disposal (Genchev 2009; Daugherty et al. 2005).

It is difficult to define exact list of RL activities. Abdulah and Yaakub (2014)
mention main groups of activities which are considered in RL. These groups are:
(1) product returns, (2) disposition, (3) green manufacturing, (4) recycle, (5) refur-
bishing, (6) landfill, (7) salvage, (8) remanufacturing. Similar groups of RL
activities are described by Nikolaidis (2013). However, he defines only seven
groups in different way: (1) landfilling, (2) recycling, (3) cannibalization, (4) re-
manufacturing, (5) refurbishing, (6) repairing, (7) direct reuse or resale. Appropriate
connection of logistics and marketing should be crucial for company.

Final consumers begin to look forward, the products with correct production
such as bioproduction or green labeling (Tomek and Vavrova 2011). According to
requirements of green supply-chain management, Hervani et al. (2005) define as the
most significant RL activities (1) reuse, (2) remanufacturing, (3) recycling. Green
corporate activities (e.g., production, marketing) are very important from the point
of view of sustainability. Green marketing as part of RL is focused on bioproducts,
low-operational costs, and products of biodegradable waste (Holanda and Francisco
2013).

Using information of technology development in marketing campaigns, sellers
want to increase own income (especially for electronic products). These products
have high influence of innovation cycle (Lebreton and Tuma 2006; Hsueh 2011).
Customers still require new products to replace old ones, and they are more
interesting in alternative of landfilling. Almost all products need more natural
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resources and energy to make new ones. Electronic devices have become distin-
guished because of the low life cycle and non-friendly wastes (Gan et al. 2015).

RL itself has become part of sustainable industrial marketing because of the
necessity of destroying of packaging and the rest of used materials. Main problem
could be how these materials would be collected from the customers to applying RL
activities. Therefore both economic and ecological aspects of possible processing
are compared (EI Korchi and Miller 2011; Lee and Lam 2012).

As way of building competitiveness, companies must focus on long-time period
from marketing perspective. Complex manufacturing process need to be innovated
in various ways—improving or changing technology of production, changing used
material and others. They need to do production strategy in cooperation marketing
strategy (O’Leary-Kelly and Flores 2002). Present trend for consumer products is in
Eco-friendly categorization, which means that the products are dissoluble in nature
by common ways. Perception of marketing campaigns includes many differences,
especially from demographic point of view. The reason for this difference could
come out mainly from demographic variables (Toppinen et al. 2013): (1) female
consumers are more interested in both expressive and functional aspects than males;
(2) people with higher income pay more attention to functionalities, ease of use, and
quality); (3) people with higher education put less significance to symbolic aspects
in purchasing. One of the most important perspectives is gender on which many
campaigns focus on (Costa et al. 2001; Rahmani and Lavasani 2012; He and Wong
2011; Dolinska and Ambrozova 2015). All demographic factors impact corporate
marketing activities, mainly in connection with launching new products, for which
have become defined basic market segments with possible high income.

Methodology

The main objective of the paper is to identify which activities of reverse logistics
are accepted by final customers in Czech market with connection to gender. Main
hypothesis is that there is dependence in perception of reverse logistics activities in
connection to gender. Gender differences are received as kind of social signals on
base of comprehension of content. Effects of gender have been ignored. Nowadays,
there are approaches to observe perception in social and mental fields to find out
possible impacts on communication (Barkley and Gabriel 2007; Pavlova 2009).
The first part of the paper presents main secondary information, which was
processed by many scientific articles and literature. The main part of the paper
introduces research data that was obtained from the primary research focused on
perception of RL activities of Czech customers. The data were processed using the
statistical program IBM SPSS Statistics 22, which subsequently analyzed the
dependency between the two nominal variables by of contingency tables and
Pearson’s chi-squared test. The sample population was created by 183 respondents
that were chosen from university students of Brno University of Technology. Basic



238 F. Milichovsky

population was designed by the students who attended various logistic courses,
provided by author in spring 2015. Total amount of basic population was 273
students.

Results

Results of the questionnaire survey used basic types of descriptive statistics on the
selected data set. Descriptive statistics of reverse logistics activities (Table 1) show
that customers use product until its “dead”. On the other hand, they do not use
collecting yard. Individual respondent had p