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CAMILLA VALBAK-ANDERSEN, LARS FUNCK KRISTENSEN

CO-CREATING SALES MANAGEMENT
CURRICULA WITH PRACTITIONERS -
INSIGHTS ON COMPETENCIES

FOR FUTURE SALES MANAGERS. earru.

The dynamic field of sales is experiencing a transformation, necessitating a nu-
anced approach to sales management education. Sales managers must adeptly nav-
igate operational and leadership challenges in a landscape marked by advanced
technology, evolving generational expectations, and seismic geopolitical shifts.
This research employs an exploratory workshop methodology to identify the core
competencies required of future sales managers, aiming to bridge the gap between
academic rigor and industry relevance. Through the engagement of 20 industry
professionals, the study delves into comprehending the multifaceted role of sales
managers, who are often catapulted from successful sales roles into managerial
positions without pertinent leadership training. The findings underscore the neces-
sity for a curriculum that harmonizes practical skill sets with theoretical ground-
work while prioritizing personal traits such as ethical conduct and resilience. The
study recognizes the challenges posed by globalization, compliance demands, and
generational diversity in the workforce, revealing that while market understand-
ing and customer insights remain vital, the effective management of internal and
external environmental changes is crucial for future-oriented sales leadership. The
proposed curriculum, derived from workshop insights, reflects a synthesized per-
spective tailored to contemporary sales management exigencies with direct im-
plications for the industry. Limitations due to the focus group size and geographic
scope signal the need for more extensive research, including diverse stakeholder
viewpoints, to enrich the education paradigm for aspiring sales leaders.

6 Results
sales managers were uncovered.

Based on the workshop, several insights about future demands for

Future sales manager characteristics The workshop determined that the
most crucial characteristic of a sales manager for the future, from a practitioner
perspective, can be summed up by four themes: 1) Leadership and wellbeing, 2), 3)
and 4)

The first theme centers around the leader-

Leadership style and wellbeing
ship style and well-being of the employees. Among the characteristics mentioned
for future sales managers, there was a great emphasis on Empathy and emotional
intelligence, especially the ability to create a psychologically safe and trusting en-
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vironment in which there is room for the empowerment of the employees and sig-
nificant autonomy for the sales team. Also, according to the practitioners, creating
purpose and meaning in the team is vital. Finally, creating room for work-life bal-
ance is essential. This indicates that the role of the sales manager is evolving to-
wards a different role, in which the focus is not only on achieving sales targets but
also on creating a positive work environment and supporting the well-being of the
sales team, which is in alignment with a current stream in selling and sales man-
agement literature focusing on wellbeing and stress or burnout in sales organiza-
tions Dugan et al. (2023), Hartman et al. (2023), Hartman and Lussier (2020). This
is a significant change in focus in sales management and will require sales man-
agers to develop these skills. These sales managers will need to shift their focus
away from simply driving sales targets and towards creating a positive work envi-
ronment, supporting the wellbeing of their salespeople. They must be empathetic,
emotionally intelligent, and capable of creating a psychologically safe and trusting
environment.

Shifting focus from KPIs, targets, and commissions to meaning, purpose, and
empowerment The second theme identified is centered around shifting the
focus of sales managers from key performance indicators, targets, and commis-
sions to meaning, purpose, and empowerment. This means that future sales man-
agers should prioritize creating a sense of meaning and purpose in the work of
their sales team members rather than solely focusing on hitting financial targets.
They should empower their sales team by giving them autonomy and the freedom
to make decisions, fostering a sense of ownership and accountability. Additional-
ly, this shift in focus requires sales managers to develop a new set of skills, such as
active listening and effective communication, to understand better and meet their
sales team members' individual needs and aspirations. The practitioners highlight
the importance of courage in leadership and the ability of the sales manager to cre-
ate a vision, inspire their team towards that vision, and make the necessary deci-
sions, even when it is complex and controversial. (Longenecker et al. 2014). Finally,
ensuring that all team members are onboard and included in the team is an essen-
tial task for the sales manager.

Facilitating teamwork and learning The third theme that emerged is the
importance of facilitating teamwork and fostering a culture of continuous learn-
ing within the sales organization (Rangarajan et al. 2021). Sales managers must
prioritize creating a collaborative and supportive team environment where indi-
viduals can learn from each other and grow together (Longenecker et al. 2014). The
practitioners mentioned this as an essential component in sales management. Spe-
cifically, the practitioners emphasized the need for sales managers to encourage
knowledge sharing and that the sales management should become a trusted spar-
ring partner to their salespeople, working alongside them as partners in achieving
their goals. On an individual level, the sales manager must support dedicated sales-
people and make sure there is room for failure, learning from mistakes, and per-
sonal development. Finally, the sales manager must secure room for innovation and
initiative from salespeople.
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Clear, concise communication skills and transparency The fourth theme
is clear communication. The practitioners emphasized transparency and chose to
inform and include salespeople by sharing information. This includes providing
clear expectations, objectives, and feedback, as well as keeping sales team mem-
bers informed about changes in the organization or industry that may impact their
jobs.

Contemporary sales management challenges The co-creation session in-
cluded questions on the current significant challenges in sales management. These
challenges focus primarily on leader competencies and prioritization of time and
resources. While this has always been a significant focus for sales managers, the
practitioners highlighted three specific challenges that are particularly relevant in

the current business environment.

Leader prioritization and competences A significant concern for the par-
ticipants in the workshop is that sales managers need to effectively prioritize their
time and resources to address the evolving needs and challenges of the sales organ-
ization (Rangarajan et al. 2021). Practitioners claim that sales managers often have
multiple responsibilities and tasks competing for their attention, such as manag-
ing sales performance, coaching and developing the sales team, and aligning with
strategy. Moreover, while all tasks are essential, the practical everyday operations
of selling, such as budgeting, managing, and having meetings, seem more domi-
nant than leadership tasks, such as creating and managing the work environment
and supporting the individual salesperson. This is, according to the participants,
probably due to the fact that great salespeople are typically promoted to sales man-
agers. While they might be excellent and competent salespeople, there are no guar-
antees that the most excellent salespeople are great sales managers and leaders. In
short, there seems to be a great deal of lacking competencies in the leadership as-
pects of the job. So, while these managers understand the sales process and how to
become great salespeople, they might be unable to lead others. This creates a situa-
tion in which some sales managers might choose to focus on what they are already
good at, and this creates an uneven focus on selling operations instead of leading
the organization. Also, the constantly increasing load of tasks and responsibilities,
as the tasks are accumulative, means that the new and future sales managers must
comply with the abovementioned tasks and traditional tasks. This creates a situa-
tion in which it becomes complex and difficult to prioritize. While becoming a true
leader is more necessary than ever, there seem to be difficulties.

Changes in society and environment Another very contemporary and pre-
vailing issue is that of new generations entering the job market. Generation Z has
new and different priorities and expectations for their sales manager, which cre-
ates friction between managers and their employees.

Geopolitical issues are also a significant concern. At the same time, the glob-
al covid-19 pandemic has already been heavily researched regarding its influence
on selling and sales management, e.g., the rapid acceleration of technology that fol-
lowed, along with a fundamental change in buying preferences. Other geopolitical
issues, such as the 2008 economic crisis and the current war in Ukraine, have signif-
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icantly impacted sales and sales management practices. Likewise, the 2023 supply-
chain crisis has been a significant factor. These changes significantly challenge and
shock sales organizations.

Compliance and Internal issues in the sales organization Internally, sales
organizations are facing an increasing demand for compliance with regulations on
data protection, sustainability, and risk management, which also creates challeng-
es in sales operations.

Market and customer understanding It is understanding the market and
customers. Including the buying journey and purchasing decision-making is a crit-
ical factor in successful selling and sales management, and while this is not new by
any standards, in further research or practice, it continues to be an issue for many
companies.

Traits of the future sales manager As part of the workshop, the practitioners
were able to pinpoint critical personal traits in future sales managers. These includ-
ed being engaged, structured, action-oriented, and having good values. Specifically,
the practitioners emphasized ethical and moral behavior and being able to do the
right thing in challenging circumstances. While these are essential traits, they are
also potentially complex to ,teach” and put in a curriculum.

7 Conclusion Bridging the rigor vs. relevance gap in developing the curricu-
lum. The above insights offer a range of relevant topics to consider when developing
a sales manager curriculum. Translating the results into the curriculum requires
bridging the rigor and relevance gap. Not all the identified themes and traits desir-
able for the future sales manager are equally teachable. There is a need to balance
the inclusion of rigorous academic content with practical and applicable knowledge
to meet the demands of the sales industry. This includes a sharp prioritization and
further development from education in translating insights into curricula. In this
case, we have developed a range of courses based on the insights. These courses and
the program include the aspects warranted by the workshop.

8 Discussion and future research

This study is a single case study with one
co-creative workshop in one country with 20 participants. This means that the re-
sults are indicative of those 20 people's opinions. Also, the framing for the work-
shop was to determine what competencies and abilities future sales managers
should possess in order to develop a new solid curriculum for part-time education.
The participants all signed up based on an invitation, suggesting that they were al-
ready interested in and aware of the need for a change in sales management teach-
ings moving forward. The limitations of this study include its small sample size,
limited geographical scope, and potential bias in participant selection. Future re-
search could expand the sample size and geographical scope to include a more di-
verse range of participants from different industries and countries. Furthermore,
conducting follow-up studies to assess the effectiveness of implementing the sug-
gested changes in sales management education would provide valuable insights for
further improvements.
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Additionally, the study focused on the perspective of sales managers and did not
include input from other stakeholders such as salespeople, students, customers, or
industry experts. Future research could benefit from including the perspectives of
these stakeholders to provide a more comprehensive understanding of the competen-
cies and abilities needed for sales managers in the future.

END OF PART II.

Literatdra | List of References [1] Alavi, S. and Habel, J., 2021. The human side of digital transformation in
sales: Review & future paths. In: Journal of Personal Selling and Sales Management. 2021, 41(2), 83-86. ISSN 0885-3134.
Available at: <https://doi.org/10.1080/08853134.2021.1920969> | [2] Antonovsky, A., 1987. Unraveling the mystery of
health: How people manage stress and stay well. San Francisco: Jossey-Bass, 1987.ISBN 1555420281. | [3] Bages-Amat,
A., Harrison, L., Spillane, D. and Stanley, J., 2020. These eight charts show how COVID-19 has changed B2B sales forever.
McKinsey, 2020. [online]. [cit. 2024-01-30]. Available at: <https://www.mckinsey.com/~/media/McKinsey/Business%20
Functions/Marketing%20and%20Sales/Our%20Insights/These%20eight%20charts%20show%20how%20C0OVID%20
19%20has%20changed%20B2B%20sales%20forever/These-eight-charts-show-how-COVID-19-has-changed-B2B-
sales-forever.pdf?shouldindex=false%20%20%20%20%20%20Why> | [4] Barrett, F. J,, 2012. Yes to the mess: Surpris-
ing leadership lessons from jazz. Boston MA: Harvard Business Review Press, 2012. ISBN 9781422161104. | [5] Bar-
rett, F. J., Peplowski, K., 1998. Minimal structures within a song: An analysis of ,All of me”. In: Organizational Science.
1998, 9(5), 558-560. ISSN 1526-5455. | [6] Boluk, K. A., Muldoon, M. L. and Johnson, C. W., 2019. Bringing a politics of
hope to the tourism classroom: Exploring an integrated curriculum design through a creative and reflexive method-
ology. In: Journal of Teaching in Travel & Tourism. 2019, 19(1), 63-78. ISSN 1531-3239. Available at: <https://doi.org/10.10
80/15313220.2018:1560532> | [7] Bongers, F. M., Schumann, J. H. and Schmitz, C., 2021. How digital sales channels af-
fect salespeoplein business-to-business contexts: A qualitative inquiry. In: Journal of Personal Selling & Sales Manage-
ment. 2021, 41(2), 150-166. ISSN 0885-3134. Available at: <https://doi.org/10.1080/08853134.2021.1906260> | [8] Bovill,
C. and Woolmer, C., 2019. How conceptualizations of the curriculum in higher education influence student-staff co-
creation in and of the curriculum. In: Higher Education. 2019, 78(3), 407-422. ISSN 1573-174X. Available at: <https://doi.
0rg/10.1007/s10734-018-0349-8> | [9] Brown, B., 2018. Dare to lead - brave work. Tough conversations. Whole hearts.
Random House Publishing Group, 2018. ISBN 9780399592522. | [10] Cravens, D. W., 2012. Achieving sales organization
effectiveness. In: The Oxford handbook of strategic sales and sales management. Oxford University Press, 2012, 77-121.
ISBN 9780191724886. | [11] Dreyfus, H. L., 1992. What computers still cannot do: A critique of artificial reason. Cam-
bridge M: MIT Press, 1992. ISBN 0262041340. | [12] Janis, I, 1971. Groupthink. In: Psychology today magazine. Ziff-Davis
Publishing Company. | [13]Johnston, M. W., 2012. Training and rewards. In: The Oxford handbook of strategic sales and
sales management. Oxford University Press, 2012, 224-252. ISBN 9780191724886. | [14] Johnston, M. W. and Marshall,
G.W., 2022. Sales force management: Leadership, innovation, technology. New York, NY: Routledge, 2022. ISBN 978-0-
367-68206-4. | [15] Miller, M. C., Boluk, K. and Johnson, C. W., 2019. ‘Lift off!": Employing an integrated curriculum de-
signtoincrease student, faculty, and community engagement. In: Journal of Hospitality, Leisure, Sport & Tourism Edu-
cation. 2019, 25,100203. ISSN 1473-8376. Available at: <https://doi.org/10.1016/j.jhIste.2019.100203> | [16] Nielson, B.,
Barberi-Weil, M. and Border, T., 2021. Sales education and philanthropy: The U.S. sales curriculum transcends bound-

aries and elevates employability and income levels in Latin America. In: Journal of Education for Business. 2021, 96(2),
120-126. ISSN 0883-2323. Available at: <https://doi.org/10.1080/08832323.2020.1751024> | [17] Schifer, B., Caemmer-
er, B. and Fuchs, L. C., 2023. Crisis initiated changes in the business model of small and medium enterprises: An ab-
stract. In: Developments in Marketing Science: Proceedings of the Academy of Marketing Science, Springer, 2023, 217-
218. ISBN 978-3-031-24687-6. Available at: <https://doi.org/10:1007/978-3-031-24687-6_85> | [18] Spiller, L. D., Kim,
D.-H. and Aitken, T., 2020. Sales education in the United States: Perspectives on curriculum and teaching practices.

6

VYSKUMNE PRACE | RESEARCH PAPERS

In: Journal of Marketing Education. 2020, 42(3), 217-232. ISSN 1552-6550. Available at: <https://doi.org/10.1177/027347
5319852756> | [19] Taylor, C. A. and Bovill, C., 2018. Towards an ecology of participation: Process philosophy and co-
creation of higher education curricula. In: European Educational Research Journal. 2018, 17(1), 112-128. ISSN 1474-9041.
Available at: <https://doi.org/101177/1474904117704102> | [20] The Future of sales in 2025: A gartner trend insight re-
port. 2020. [online]. [cit. 2024-01-30]. Available at: <https://www.gartner.com/en> | [21] Weick, K. E., 1995. Sensemak-
ing in organizations. Thousand Oaks: Sage Publications, 1995. ISBN 9780803971769. | [22] Weick, K. E., 1998. Introduc-
tory essay: Improvisation as a mindset for organizational analysis. In: Organization Science. 1998, 9(5), 543-555. ISSN
1526-5455. | [23] Zoltners, A. A, Sinha, P. and Lorimer, S. E., 2012a. Sizing the sales force and designing sales territo-
ries for results. In: The Oxford handbook of strategic sales and sales management. Oxford University Press, 2012. ISBN
9780191724886. | [24] Zoltners, A. A, Sinha, P. and Lorimet, S. E., 2012b. We are structuring the sales force for custom-
er and company success. In: The Oxford handbook of strategic sales and sales management. Oxford University Press,
2012,131-173. ISBN 9780191724886.

Kli€ové slova | Key Words sales management, competencies, management education, curriculum | ria-

denie predaja, kompetencie, vzdeldvanie manaZérov, ucebné osnovy

JEL klasifikdcia | JEL Classification M12, M31

Résumé

Spoluvytvdranie uéebngch osnov riadenia predaja s odbornikmi z praxe - poznatky o kompetencidch
budiicich manazérov predaja. Cast II.

Dynamickd oblast predaja prechddza transformdciou, ktord si vyZaduje diferencovang pristup k vzdeldvaniu v oblasti riadenia pre-
daja. ManaZéri predaja sa musia obratne orientovat v prevddzkovych a riadiacich vizvach v prostredi poznacenom pokrocilgmi
technoldgiami, vyvijajticimi sa generacngmi ocakdvaniami a seizmickymi geopolitickgmi zmenami. Tento vgskum vyuZiva metodi-
ku prieskumného workshopu na identifikdciu klticovijch kompetencii poZadovangch od budticich manaZérov predaja s cielom pre-
klendt priepast medzi akademickgm opodstatnenim a relevantnostou pre priemysel. Prostrednictvom zapojenia 20 odbornikov
z odvetvia sa stidia zaoberd pochopenim mnohostrannej tilohy manaZérov predaja, ktori sd casto katapultovaniz dspesngch pozi-
cii predajcov do manaZérskych pozicii bez relevantného vodcovského vzdelania. Zistenia zddrazriujii potrebu ucebnich osnov, kto-
ré zostladuiju praktické zrucnosti s teoretickgmi zdkladmi a zdroven uprednostriuji osobnostné vlastnosti, ako je etické sprdvanie
a odolnost. Stiidia pracuje s vijzvami, ktoré predstavuje globalizdcia, poZiadavky na dodrZiavanie predpisov a generaénd rozma-
nitost pracovnej sily, a odhaluje, Ze hoci pochopenie trhu a prehlad o zdkaznikoch zostdvaji Zivotne déleZité, pre vedenie predaja
orientovaného na buddcnost, je rozhodujtice efektivne riadenie zmien vnitorného a vonkajSieho prostredia. Navrhovany ucebny
pldn, odvodeny z poznatkov z workshopov, odrdZa syntetickd perspektivu prispésobend sic¢asngm poZiadavkdm riadenia predaja
s priamymi ddsledkami pre toto odvetvie. Obmedzenia vyplivajice z velkosti cielovej skupiny a geografického rozsahu signalizu-
ju potrebu rozsiahlejSieho viskumu, vrdtane réznych pohladov zainteresovanych strdn, s cielom obohatit paradigmu vzdeldvania
pre zacinajticich vedtcich pracovnikov v oblasti predaja.
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ONLINE MASTER'S DEGREE:
ANALYZING THE ACCESSIBILITY
OF INTERNATIONAL EDUCATION
IN THE PHILIPPINES - A GLOBAL
MARKETING PERSPECTIVE. PART I.

This systematic review investigates the accessibility of online master's degree
programs in the Philippines through a global marketing lens. Despite the grow-

ing prevalence of digital education in international higher education, significant
gaps remain in understanding accessibility challenges in developing economies.
Through a structured analysis of 40 elusive peer-reviewed articles (2015-2023), this
study evaluates five key accessibility factors: technological infrastructure, afford-
ability, institutional reputation, cultural relevance, and marketing strategies. The
research integrates Technology Acceptance Model, Diffusion of Innovation, and
Community of Inquiry frameworks to develop a multidimensional understanding

of accessibility barriers. Findings reveal persistent digital divides, particularly in
rural areas (where connectivity reaches only 30-45% of urban levels), and demon-
strate how targeted marketing strategies can address these barriers. The COVID-19
pandemic has accelerated digital transformation while exposing infrastructure
limitations and readiness gaps. This research contributes a multi-dimensional ac-
cessibility framework integrating technological, economic, cultural, and marketing
dimensions, providing actionable insights for higher education institutions, policy-
makers, and global education marketers seeking to enhance accessibility in devel-
oping economies like the Philippines.

1 Introduction Digital transformation has fundamentally reshaped global
higher education, establishing online learning as a significant alternative to tradi-
tional instruction. Online master's programs have gained prominence by offering
flexible, accessible educational pathways across geographical boundaries. These pro-
grams present unique opportunities and challenges in developing economies like
the Philippines. This systematic review examines the accessibility of online master's
programs in the Philippines through a global marketing lens, analyzing how inter-
national institutions design and market their offerings to Filipino learners.

Higher education institutions (HEIs) increasingly expand their reach through
digital platforms to serve students from diverse socioeconomic backgrounds (Alt-
bach et al. 2019; Mok 2016). In the Philippines, online education addresses barriers of
cost, location, and inflexible schedules (Malbas et al. 2023). However, challenges, in-
cluding digital inequality, infrastructure limitations, and cultural misalignment,
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necessitate an analysis of how marketing strategies influence accessibility in this
context.

This paper synthesizes existing literature to identify key factors affecting the
accessibility of online master's programs in the Philippines. By examining the in-
terplay between global marketing approaches, institutional offerings, and Filipino
learners' unique characteristics, this research develops a multidimensional frame-
work for stakeholders. The findings contribute to creating inclusive and effective
marketing practices for HEIs, policymakers, and others in the online education
ecosystem.

1.1 Research gap and problem statement Despite the increasing global adop-
tion of online education, a significant gap remains in understanding how these pro-
grams address learners' unique challenges and needs in developing countries like
the Philippines. While global marketing strategies are instrumental in expanding
the reach of online master's degree programs, limited research explores how these
strategies are tailored to align with the socioeconomic, cultural, and technological
context of Filipino learners (Ortiga 2018; Symaco and Tee 2019). Furthermore, most
existing studies focus on the broader impact of online education without delving into
the specific barriers and opportunities in accessing international programs from a
localized perspective (Zuhairi et al. 2020; Reyes and Gopinathan 2015).

The COVID-19 pandemic has expedited the proliferation of online learning, en-
abling higher education institutions (HEIs) to rapidly adopt digital transformation
(Toquero 2020; Jeong et al. 2024). However, this shift also exposed significant dis-
parities in digital infrastructure, internet accessibility, and digital literacy in the
Philippines, further highlighting learners' challenges in accessing quality online ed-
ucation (Aristovnik et al. 2020; Alipio 2020). While technological advancements such
as learning management systems (LMS) and digital platforms like Canvas and Zoom
have been widely adopted, their effectiveness in bridging educational inequalities re-
mains underexplored (Joaquin et al. 2020; Cuaton, 2020).

Another critical gap lies in the transition from massive open online courses
(MOOCs) to full-fledged online degree programs offered by traditional universities,
particularly in the Philippine context (Hayashi et al. 2020). Although MOOCs have
paved the way for online education, the increasing prevalence of structured, univer-
sity driven programs raises questions about scalability, sustainability, and inclusiv-
ity in meeting the needs of diverse learners (Kanwar and Carr 2020; Fung et al. 2022).
This paper seeks to address these gaps by systematically reviewing the current state
of online master's degree programs in the Philippines. Specifically, it examines the
following:

| 1. The extent to which global marketing strategies consider the Philippines'

unique cultural, economic, and technological landscape.

| 2. The challenges and opportunities associated with the digital transforma-

tion of Philippine HEIs, particularly in offering internationally recognized on-
line programs.

| 3. The role of policy, technological infrastructure, and marketing in enhancing

the accessibility of online master's degree programs.
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By addressing these gaps, this research attempts to offer actionable insights for
higher education institutions, legislators, and marketers seeking to boost the acces-
sibility and effectiveness of online education in the Philippines.

2 Literature review 2.1 The rise of online education Online education
has revolutionized the delivery of higher education, enabling learners to transcend
geographical and temporal boundaries (Castro and Tumibay 2021; Kanwar and Carr
2020). Studies highlight the significant role of technology in creating new education-
al opportunities, particularly in countries with limited access to quality education
(Choudaha and Van Rest 2018). For developing nations like the Philippines, online ed-
ucation represents a means to bridge educational gaps and align with global stand-
ards (Ortiga 2018; Reyes and Gopinathan 2015).

2.2 Status quo of higher education in the Philippines Higher education in
the Philippines has traditionally relied on face-to-face instruction, with a limited fo-
cus on digital transformation until recent years. The integration of online learning
into mainstream education accelerated dramatically during the COVID-19 pandem-
ic, exposing the vulnerabilities and potential of the country's educational infrastruc-
ture (Toquero 2020). Learning management systems (LMS) like Canvas, Zoom, and
Google Classroom became pivotal in ensuring continuity, while HEIs adapted quick-
ly to offer online degrees, including traditional MBA programs, to cater to the chang-
ing needs of learners (Joaquin et al. 2020).

2.3 Shift from MOOCs to university-driven online programs Initially, mas-
sive open online courses (MOOCs) dominated the online education landscape, offer-
ing learners globally accessible yet often non-credit-bearing courses. However, the
pandemic catalyzed a shift toward traditional universities offering full-fledged on-
line degree programs. In the Philippines, this trend is evident in the growing number
of HEIs that have developed online MBA and master's programs to attract both local
and international students (Hayashi et al. 2020; Fung et al. 2022). These programs
emphasize personalized learning experiences and institutional credibility, marking
a departure from the open-access nature of MOOCs.

2.4 Accessibility challenges in the Philippine context For this study, ,acces-
sibility” in online education encompasses multiple dimensions beyond mere techni-
cal access. The researcher conceptualizes accessibility as a multifaceted construct
comprising: (1) technological accessibility - the ability to connect to and navigate dig-
itallearning environments; (2) economic accessibility - affordability relative to local
economic conditions; (3) pedagogical accessibility - alignment with learners' educa-
tional backgrounds and learning styles; and (4) cultural accessibility - compatibility
with local values, norms, and expectations. This comprehensive conceptualization
allows for a more nuanced analysis of how global marketing strategies address or
overlook specific accessibility barriers in the Philippine context.

Various factors, including technological infrastructure, affordability, and reg-
ulatory frameworks, influence the accessibility of online master's degree programs
in the Philippines. The country's digital divide, defined as variances in internet ac-
cess and digital proficiency, creates substantial challenges to participation in online
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education (Aristovnik et al. 2020; Carbonilla Gorra and Bhati 2016). Furthermore, the
affordability of online programs remains a concern for many Filipino learners, as
economic inequalities continue to affect access to education (Marginson 2018; Tri et
al. 2021). Regulatory frameworks, such as the Universal Access to Quality Tertiary Ed-
ucation Act, have aimed to enhance accessibility but require further refinement to
address the nuances of online learning (Ortiz et al. 2019).

2.5 Global marketing strategies and international education Global market-
ing strategies play a pivotal role in promoting online master's programs as higher ed-
ucation institutions (HEIs) compete internationally in an evolving digital landscape.
These strategies comprise three interconnected dimensions: digital marketing tech-
niques, strategic partnerships, and culturally-responsive approaches (Kanwar and
Carr 2020; Symaco and Tee 2019). When effectively integrated, these strategies en-
able HEIs to establish multinational presence, overcome geographical limitations,
and position their programs competitively in the global higher education market. In
the context of accessibility, global marketing functions not merely as promotion but
as a strategic bridge connecting international educational opportunities with local
learner needs.

2.5.1 Digital marketing and branding The utilization of digital marketing
tools including social media platforms, search engine optimization (SEO), and cus-
tomized adverts is an important part of the global marketing strategies.

These approaches allow HEIs to reach prospective students across borders while
tailoring their outreach to specific demographics. For instance, well-crafted con-
tent campaigns highlighting program flexibility, affordability, and employability
outcomes have been shown to resonate with global learners. Furthermore, HEIs em-
ploy data analytics to understand online behavior better, enabling them to create
personalized marketing messages that appeal to different cultural and education-
al expectations.

2.5.2 Partnerships and international collaboration HEIs increasingly rely
on partnerships with international institutions, governmental organizations, and
private entities to enhance their marketing reach. Collaborative efforts, such as dual-
degree programs, study-abroad pathways, and exchange initiatives, bolster credibili-
ty and attract students who seek global exposure in their academic journey (Kanwar
and Carr 2020). These collaborations often include co-branding efforts, enabling in-
stitutions to share resources and access previously untapped markets.

2.5.3 Localized approaches and cultural sensitivity In contexts such as the
Philippines, cultural relevance and alignment with local needs are critical factors in
the success of marketing strategies for online education (Toquero 2020; Fung et al.
2022). Filipino learners, characterized by diverse socioeconomic backgrounds and
strong family-oriented values, often prioritize affordability, program flexibility, and
alignment with career opportunities. Thus, localized approaches - such as integrat-
ing culturally relevant imagery, language, and case studies into promotional ma-
terials - help HEIs connect meaningfully with their target audience. For example,
highlighting alumni success stories in industries important to the Philippines, such
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as education, healthcare, or business process outsourcing (BPO), can create a sense of
relatability and aspirational appeal.

2.5.4 Tailored messaging and program design Studies underscore the signif-
icance of tailoring both messaging and program design to meet the diverse profiles
of Filipino learners. Ortiga (2017) emphasizes that online learners in the Philippines
often balance academic pursuits with work and family obligations. As such, market-
ing messages that highlight program flexibility, asynchronous learning options, and
opportunities for professional advancement resonate strongly with this demograph-
ic. Similarly, the design of online master's programs must consider the local context,
incorporating modules that address regional challenges, such as disaster manage-
ment, environmental sustainability, or technology integration in rural education.

2.5.5 Challenges and opportunities Despite these strategies, HEIs face chal-
lenges such as fostering trust in online learning, overcoming perceptions of lower
quality than traditional education, and ensuring technological accessibility for un-
derserved populations. However, the rise of internet connectivity and digital litera-
cy in the Philippines presents a unique opportunity for HEIs to expand their reach.
Innovative marketing tactics, such as leveraging influencers, hosting virtual open
houses, and creating interactive program previews, can further enhance engage-
ment and drive enrollment.

2.6 Socioeconomic and cultural factors Socioeconomic and cultural factors
significantly influence the accessibility of online education in the Philippines. The
economic landscape, characterized by a growing middle class and a high demand for
skills development, creates a fertile ground for online programs (Ortiga 2018; Reyes and
Gopinathan 2015). However, cultural perceptions of online education, including con-
cerns about quality and recognition, affect learner preferences and choices (Carbonilla
Gorra and Bhati 2016; Marginson 2018). Addressing these concerns through transpar-

ent marketing and robust support systems is essential for increasing adoption.

2.7 Technological innovations in online education Technological advance-
ments, such as artificial intelligence (AI), augmented reality (AR), and data analytics,
have the potential to enhance the accessibility and quality of online master's degree
programs (Popenici and Kerr 2017; Becker et al. 2017). In the Philippines, leveraging
these innovations to create engaging and adaptive learning environments can miti-
gate existing challenges and foster greater inclusion (Hayashi et al. 2020; Cuaton 2020).
The integration of these technologies into global marketing strategies can further
strengthen the appeal of online programs to Filipino learners (Joaquin et al. 2020).

2.8 Opportunities and challenges amid COVID-19 pandemic The COVID-19
pandemic has accelerated the adoption of online education globally, presenting
unique opportunities and challenges for the Philippine higher education sector (To-
quero 2020; Aristovnik et al. 2020). While the pandemic highlighted the potential
of online programs to ensure continuity of learning, it also exposed gaps in digital
infrastructure and readiness among Filipino learners (Alipio 2020; Rashid and Ya-
dav 2020). Lessons learned during this period underscore the need for resilience and
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adaptability in educational policies and marketing strategies (Joaquin et al. 2020;
Lytras et al. 2022).

The accessibility of online master's degree programs in the Philippines is shaped
by a complex interplay of factors, including technological, economic, cultural, and
institutional dynamics. While global marketing strategies have successfully expand-
ed the reach of international education, addressing the unique challenges faced by
Filipino learners requires alocalized and inclusive approach. Future research should
focus on evaluating the long-term impact of these strategies and identifying best
practices for creating equitable and sustainable online education ecosystems.

2.8.1 International comparative analysis of marketing approaches Mar-
keting strategies for online master’s programs differ widely across global regions,

offering valuable lessons for the Philippine context. In Southeast Asia, Singapore's
success as an education hub stems from government-institution partnerships and
rigorous quality assurance frameworks (Tan 2017), while Malaysia employs dual-lan-
guage campaigns that balance global appeal with local accessibility. Western models
highlight institutional prestige, career outcomes, and student support. North Amer-
ican institutions leverage alumni success and employer recognition (Choudaha and
Van Rest 2018), whereas European models emphasize financial transparency and
robust student services (Huang 2018). Australia offers targeted campaigns for Fili-
pino students, emphasizing cultural affinity, timezone alignment, and flexible de-
livery models, resulting in a 30 - 45% enrollment increase between 2018-2021 (Dumpit
and Fernandez 2017). Meanwhile, scalable Asian models, such as China’s tech-uni-
versity partnerships (Tri et al. 2021) and South Korea's use of influencer marketing,
show how digital engagement and platform optimization can overcome infrastruc-
ture constraints and appeal to younger audiences. Comparative analysis suggests
that effective strategies are those that respond to regional needs. For the Philippines,
this means marketing should directly address technological and financial barriers,
strengthen program credibility, and leverage the country’s high social media usage
and strong career-oriented motivations.

2.9 Theoretical relevance This study draws on three complementary theoret-
ical frameworks to explore the relationship between global marketing strategies and
the accessibility of online master’s programs in the Philippines. The Technology Ac-
ceptance Model (TAM) (Davis 1989), including its extended form (Venkatesh and Da-
vis 2000), explains how perceived usefulness, ease of use, and social influences shape
the adoption of online learning platforms. In the Philippine context, TAM highlights
how both technological and attitudinal barriers impact student decisions.

Diffusion of Innovation Theory (Rogers 2003) provides insights into varying
adoption rates across Filipino societal segments. Its core attributes - relative advan-
tage, compatibility, complexity, trialability, and observability - align with market-
ing strategies aimed at promoting online education. The Community of Inquiry (CoI)
framework (Garrison et al. 2000) addresses the pedagogical dimension by emphasiz-
ing teaching, social, and cognitive presence in online learning environments. In a
culture where interpersonal connections are vital, effectively marketing the social
presence of online programs can help overcome quality-related concerns and psy-
chological resistance.
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Diffusion of Innovation Technology Acceptance Model
Theory (Davis, 1989; Venkatesh & Davis, Community of Inquiry
{Rogers, 2003) 2000) (Garrison, Anderson, &
Archer, 2000)

+Relative Advantage + Perceived Usefulness
+Compatibility + Perceived Ease of Use + Social Presence
+Complexty + Attitudes towards Use + Cognitive Presence
+Trialability + Behavioral Intention + Teaching Presence
+Observability + Actual System Use

FIGURE 1: THEORETICAL RELEVANCE (ROGERS 2003; DAVIS 1989; VENKATESH AND DAVIS 2000; GARRISON,

ANDERSON AND ARCHER 2000)
SOURCE: AUTHOR

3 Methodology This qualitative study utilizes a systematic literature review
methodology to achieve four specific research goals:
| 1. To comprehensively map the current state of knowledge regarding accessibil-
ity factors affecting online master's programs in the Philippines.
| 2. To evaluate the effectiveness of global marketing strategies in addressing
these accessibility challenges.
| 3. To identify gaps between international marketing approaches and local Fil-
ipino learner needs.
| 4. To recommend a multidimensional framework that can guide stakeholders
in enhancing accessibility.

A systematic literature review was selected as the optimal methodology because it
enables rigorous synthesis of diverse research findings, facilitates identification of
knowledge gaps, and supports theory development through systematic analysis of
existing evidence (Guillen 2023). This approach is particularly appropriate for exam-
ining multidisciplinary topics that span educational technology, marketing, and in-
ternational higher education domains.

Among the systematic review approaches, this study employs domain-focused
reviews. The domain-focused reviews consolidate and build upon knowledge with-
in a specific area, while theoretical reviews assess how certain theories apply within
fields, and methodological reviews use specific analytical approaches to reach con-
clusions (Guillen 2023; Guillen 2022). This domain-based approach directly supports
the primary goal of developing at least a baseline framework that can inform both
theory and practice.
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3.1 Selection of studies 3.1.1Initial search and inclusion criteria An
extensive search was conducted using Google Scholar and Scopus databases. The
following keywords were used: ,online master's degree”, ,Philippines”,  jhigher ed-
ucation”, ,accessibility”, and ,global marketing”. The initial search yielded 147 jour-
nal articles. After applying inclusion and exclusion criteria, only 40 articles were
deemed relevant to the research topic.

3.1.2 Inclusion criteria
| 1. Articles published between 2015 and 2023.
| 2. Peer-reviewed journals and credible academic sources.
| 3. Focus on online education, global marketing strategies, and accessibility in
higher education.
| 4. Studies directly or indirectly related to the Philippine context.

The search employed Boolean combinations of primary and secondary keywords:
| 1. Primary keywords: ,online master's degree”, ,digital higher education”, ,e-
learning master's”
| 2. Secondary keywords: ,Philippines”, ,Southeast Asia“, ,developing countries”
| 3. Tertiary keywords: ,accessibility”, ,barriers”, ,challenges”, ,global market-
ing” ,international education”

A two-stage screening process followed:
| 1. First-level screening: Title and abstract review against inclusion criteria
| 2. Second-level screening: Full-text assessment for relevance and quality

3.1.3 Exclusion criteria
| 1. Non-peer-reviewed articles or grey literature.
| 2. Studies focusing on primary or secondary education.
| 3. Articles unrelated to accessibility or marketing of online education.
This rigorous process again identified 40 articles meeting all criteria, with distribu-
tion spanning educational technology journals (40%), international higher education
publications (35%), and marketing/business journals (25%).

3.2 Relevance of selected articles

Out of the 40 selected articles, the majori-
ty (60%) focused on the accessibility and barriers to online education, particularly in
developing economies. Approximately 25% explored global marketing strategies, and
the remaining 15% analyzed the impact of technological and socioeconomic factors
on online learning. This distribution highlights the multifaceted nature of accessi-
bility challenges in the Philippine context.

END OF PART I.
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Résumé

Online magistersky titul: Analyza dostupnosti medzindrodného vzdeldvania na Filipinach - perspek-
tiva globdlneho marketingu. Cast I.

Tdto systematickd sStudia skima dostupnost online magisterskgch programov na Filipinach z pohladu globdlneho marketingu. Na-
priek rastticej pritomnosti digitdlneho vzdeldvania v medzindrodnom vysokoskolskom vzdeldvani zostdvaji vgznamné medzery
v pochopeni vyziev dostupnosti tohto vzdeldvania v rozvojovijch ekonomikdch. Pomocou Struktirovanej analyzy 40 tazko dostup-
nijch recenzovangch ¢ldnkov (2015-2023) tdto Stidia hodnoti pdt klticovych faktorov pristupnosti: technologickd infrastruktiru,
cenovi dostupnost, reputdciu institdcie, kultdrnu relevantnost a marketingové stratégie. Viskum integruje model prijatia techno-
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Iégie, difizie inovdcii a oblast skdmania komunity, aby vyvinul multidimenziondlne porozumenie prekdzkam v oblasti dostupnosti
vzdelania. Zistenia odhaluji pretrvdvajlice digitdlne rozdiely, predovSetkgm v oblastiach mimo mesta (kde pripojenie na internet
dosahuje iba 30-45% tirovne miest). Zistenia ukazujt, ako méZu cielené marketingové stratégie tieto prekdzky prekonat. Pandé-
mia COVID-19 urgchlila digitdlnu transformdciu a zdroven odhalila obmedzenia infrastruktiry a medzery v pripravenosti. Tento
vijskum prispieva k viacrozmernému rdmcu dostupnosti, ktory integruje technologické, ekonomické, kultirne a marketingové di-
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EFFECTIVE MARKETING MIX OF

A MANUFACTURING COMPANY IN
THE CONTEXT OF SUSTAINABILITY
AND COMPETITIVENESS

Marketing is an essential part of every company, and a properly designed marketing
mix ensures its success, efficiency and competitiveness in the market. The marketing
mix is a key tool that allows managers to remain competitive in a global competitive
environment. This paper provides a comprehensive view on marketing mix of Faber-
Castell and focuses on analyzing the strengths and weaknesses. The main methodol-
ogy applied is structural analyses, benchmarking, SWOT analysis, IFE and EFE Matrix
and marketing mix analysis. The results indicate that Faber-Castell monitors and
adapts to the marketing strategies and activities to remain competitive and to re-
spond to customer needs. Furthermore, it focuses on quality, innovation and sustain-
ability, in order to maintain its market position and gain a competitive advantage.
Additionally, it also gains a competitive advantage thanks to sustainable products,
which are a trendy today.

1 Introduction Marketing is an essential part of every company, and a prop-
erly designed marketing mix ensures its success, efficiency and competitiveness in
the market (Wichmann et al. 2021). The marketing mix is a key tool that allows man-
agers to maintain competitiveness in a global competitive environment (Ravangard,
Khodadad and Bastani 2020). In today's modern marketing world, the marketing
mix is one of the key concepts and strategies that help support customer loyalty,
increase purchase intention and thus sales. In an era of constant development of
the global market and increasing competition, the business environment is becom-
ing increasingly demanding. Manufacturing companies are trying to improve their
competitiveness through innovation and transformation of their services and prod-
ucts. These innovations are the key to standing out in the market, but they often face
many challenges. Traditional approaches to service transformation and product in-
novation can encounter complex challenges, such as the diversity of customer needs
and intense competition. This makes it difficult for companies to identify market op-
portunities, provide personalized solutions, and respond quickly to changes. Prod-
uct quality control and manufacturing efficiency are other challenges that many
companies face, which can undermine their competitiveness (Zhang et al. 2024).

The trend shows an importance of automation and digitalization to ensure the
resilience and adaptability of manufacturing companies to unforeseen situations
(Lim 2021). This statement is confirmed by Simoes et al. (2021) and adds that with the
increasing labor shortage due to the spread of COVID-19 and restrictions on the move-
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ment of people, many manufacturing companies have implemented digital technol-
ogies with the clear goal of improving efficiency, process flexibility and increasing
connectivity between business partners. In order to maintain the competitiveness
resulting from efficient management of corporate resources, it is necessary to mod-
ify the usual procedures of e-marketing communication (Pollak et al. 2021). E-mar-
keting communication mix may be an effective tool for targeted and personalized
communication (Dor¢ék et al. 2015).

The study is focusing on a company called Faber-Castell which was founded in
1761 in Germany, in the town of Stein near Nuremberg. Faber-Castell is one of the
world's leading and oldest companies in the field of writing and art supplies. It was
founded by Kaspar Faber, who made pencils in a small workshop. Shortly, he was
famous and successful and founded his own company. It is a company with a rich
tradition and is responsible for a unique brand and approximately 6,500 employ-
ees worldwide. The company is one of the leading companies in the production of
high-quality writing, drawing, painting and creative writing materials worldwide.
Faber-Castell produces over 2 billion wooden pencils and crayons annually, which
the company distributes worldwide. The company also focuses on the environment
and holds ISO 9001-2000, ISO 14001, FSC®-FM, FSC®-CoC, PEFC™, NATRUE and IFS HPC
certificates. For consumers, FSC certification is a guarantee that the wood products
they buy come from forests that have been managed in accordance with the highest
sustainability standards.

2 Literature review Nowadays, manufacturing companies face significant
pressure due to intense market competition. For this reason, it is crucial for these
companies to emphasize on improving and increasing the quality of their products,
minimizing waste, achieving higher customer satisfaction, and increasing produc-
tivity (Chauhan 2019). Therefore, companies are trying to implement the most effi-
cient processes that would help them remain competitive in the market and achieve
growth (Kljaji¢-Dervié 2019).

Marketing is defined as a social and managerial process through which individ-
uals and groups satisfy their needs through the production and exchange of products
and values (Kotler and Keller 2013). To have a successful marketing it is necessary to
develop a marketing strategy. A marketing strategy is a set of long-term decisions
about individual ways to satisfy the needs of an enterprise's current and potential
customers using its internal resources and external capabilities. Depending on the
industry, market situation, and the prevailing features of the organization's manage-
ment, a marketing strategy can be developed for a period of 1to 25 years (Laburtse-
va 2021). The main area of focus is at analysis and evaluation of value streams data,
which may lead to difficulties that prevent efficient and customer-oriented coopera-
tion in globalized manufacturing, trade or services (Strakova et al., 2021).

Adopting effective marketing strategies is a challenging task in a competitive
market, which involves comprehensive marketing planning, techniques and mech-
anisms to identify the best course of action. The basic element in using a marketing
strategy is the 4P marketing mix, which has gradually evolved from the original 4Ps
and include product, price, promotion and place (Altay et al. 2022). Pricing is one of
the most important part of the 4Ps, as the pricing strategy is a key tool for guiding
price decisions in companies. The choice of pricing strategies is influenced by the na-
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ture of the products offered, their uniqueness, scope of production, location but also
the way they are presented to the customer and also the company'’s idea of profit: vol-
ume, speed, distribution over time (Kmety Bartekova 2021).

SWOT analysis plays a key role in the marketing strategy development process. It
helps to identify the strengths, weaknesses, opportunities, and threats of an organ-
ization in relation to both external and internal factors (Ferrell and Hartline 2019).
Marketing analysis is a key tool for understanding the market and formulating suc-
cessful marketing strategies. The most commonly used analysis is SWOT analysis,
which is used as a useful method for analyzing the environment surrounding a com-
pany or organization. Additionally, it could be stated that consumers have time-in-
consistent preferences that are being restricted by self-structured regularities that
arise from social and self-interest considerations (Tarnanidis 2023).

Marketing mix (MM) according to Kotler and Armstrong (2018) is a comprehen-
sive set of tools that organizations use to achieve their marketing objectives in a spe-
cific market. This mix includes strategies related to product, price, distribution and
communication, which are necessary to be thoroughly analyzed and adapted for suc-
cessful operation in the market. It is a key element of the business process that deals
with planning, promotion, pricing and distribution of products or services with an
emphasis on customer needs and preferences. MM is a key part of the overall mar-
keting strategy of the company, which acts as a link between the company and the
market.

3 Methodology This paper uses primary and secondary data. Primary data
include information obtained directly from the selected company Faber-Castell
through internal documents, a questionnaire survey and interviews with managers.
This data will provide a direct view of the selected company in the manufacturing in-
dustry. Secondary data sources include information from publicly available sources
such as websites, social networks and other online sources. To achieve the set objec-
tives and answer the research questions, the following methods and procedures are
used in this paper.

The main method used for the purposes of this study is structural analysis. Ac-
cording to that, Faber-Castell as a company is presented based on relevant infor-
mation from the official company website: www.faber-castell.com and also social
networks, personal experiences, annual book, company training or internal compa-
ny materials. Subsequently, individual tools of the company's marketing mix are an-
alyzed. The observation method and experience with the company’s products is also
be reflected here.

To assess the status, expert panel was created to identify strengths, weakness-
es, opportunities and threats thus, to conduct SWOT analysis. This analysis provides
a basic structure for understanding internal and external factors affecting the com-
petitive position. For the quantitative assessment of internal and external factors
influencing the competitive position of the selected company, the Internal Factor
Evaluation (IFE) and External Factor Evaluation (EFE) matrices are implemented.
These matrices are as well conducted on the basis of expert panel and is aimed to en-
able a weighted assessment of strengths and weaknesses, opportunities and threats,
and the results are presented in the research. Afterwards, three similar companies
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from the same industry are presented and compared by the use of benchmarking
method. The results are processed into graphs and tables.

The aim of this paper is to understand the market position of Faber-Castell with-
in the competitive environment of selected companies from the sector of high-quali-
ty products for writing, drawing, painting and creative work and to develop a base of
knowledge to be able to formulate recommendations for companies in the manufac-
turing sector on the Czech market. To achieve the objective, there are two research
questions set:

Q1: What marketing mix tools are actively used in the model company?
Q2: Does the model company offer sufficient scope to maintain its position in the
market and competitive advantages compared to direct competitors?

4 Results In this part of the paper the results are presented according to the
research methodologies applied and thus are presented in subsections.

4.1 SWOT analysis at Faber-Castell In this part of the research, we introduce
the background to the SWOT analysis in Faber-Castell. Having performed the anal-
ysis, we will gather an overview of the internal and external environment of Faber-
Castell. This analysis focuses on strengths, weaknesses, opportunities and threats
and is used to evaluate the market position and determine competitiveness.

Faber-Castell

Strengths Weaknesses

Wide range of products

Strong competition

Family-owned, traditional company

Innovation and differentiation

Quality products

High product price

Global presence

Limited availability

Social and environmental responsibility

Portfolio diversity

Opportunities Threats

New technologies, digitalization Competition

Innovation and creativity

Changes in customer preferences

Personalization, custom design

Technological progress

Online sales Economic factors

Growing demand

Changes in the business environment

TABLE 1: SWOT ANALYSIS AT FABER-CASTELL
SOURCE: AUTHORS

22

4.1.1 Strengths Faber-Castell's strengths include its wide range of products,
from pencils and crayons to luxury pens, which allows it to cater to a variety of tar-
get groups. As a family-owned company that is present in the industry for 260 years,
it maintains high standards of production and design, which allows it to provide
customers with very high-quality products. With a global reach and a well-devel-
oped distribution network, Faber-Castell is able to cater to customers all over the
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world. The company also actively promotes social and environmental responsibility
through sustainable products and support for community projects. Other strengths
of the company include its flexibility in production and effective management.
These strengths allow Faber-Castell to remain a leader in the writing and art sup-
plies market.

4.1.2 Weaknesses Faber-Castell's weaknesses include the strong competition
in the writing and art supplies industry, which requires constant innovation and
product differentiation to maintain its market share. With the rapid pace of techno-
logical change, it can be difficult to keep up with innovation and adapt to new trends
in the writing and art supplies industry. The high price of products may limit their
availability for certain customer segments, which may limit their availability for a
wider customer base. Lack of innovation leads to a loss of customer interest. Limited
product availability is a weakness, as there are only 135 stores in the Czech Republic
where Faber-Castell products can be purchased. Another weakness of Faber-Castell,
which can be considered also a strength, is the wide range of products, as it can lead
to a dispersion of resources and attention.

4.1.3 Opportunities Faber-Castell has a wide range of opportunities ahead of
it that could strengthen its growth and competitive position. One of them is the use
of new technologies and digitalization. The company can invest in the development
of modern digital tools for artists and creative individuals, which would allow them
even greater freedom in expressing their ideas and creative visions. Innovation and
creativity are also important factors that can strengthen Faber-Castell's competitive
advantage. The company has the opportunity to continuously create new products
that appeal to a diverse range of customers, from professional artists to amateurs.
Investments in research and development can bring innovative materials and tech-
nologies that improve the user experience with Faber-Castell products. Personaliza-
tion and custom design are other options that the company can explore. Offering
product personalization options can attract customers looking for unique and in-
dividual products. Online sales are also an area with huge potential for growth. The
company can invest in developing its e-commerce environment and provide custom-
ers with a convenient and clear way to purchase its products directly online. The
growing demand for educational and creative products provides Faber-Castell with
another opportunity to expand its market share. The company can create special edi-
tions of products and courses that help customers develop their skills and abilities,
enhance their creativity. With these opportunities and the right strategy, Faber-Cas-
tell can achieve further success and maintain its position in the market.

4.1.4 Threats Faber-Castell faces various threats that can affect its market
presence and the success of the business. These threats include, in particular, com-
petition in the writing instruments sector. Competitive pressure may cause the
company to lose market share if it is unable to maintain its position in the market.
Changes in customer preferences are another challenge that Faber-Castell faces. It is
essential for Faber-Castell to monitor market trends and respond flexibly to custom-
er needs in order to maintain its competitive position and remain relevant to its tar-
get group. Technological advances pose another threat, as the growing popularity of
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digital drawing and writing tools may reduce the demand for traditional writing in-
struments. Economic factors and exchange rate developments are also important
threats for Faber-Castell. Adverse changes in the macroeconomic environment, such
as recession or inflation, may affect customers’ purchasing power and reduce their
willingness to spend on luxury products such as writing instruments. Political un-
certainties, trade restrictions or changes in legislation may have a negative impact
on the business environment in which Faber-Castell operates.

4.2 IFE and EFE matrix at Faber-Castell The assessment of internal and exter-
nal factors of Faber-Castell was carried out based on the output data from the SWOT
analysis. The IFE (Internal Factor Evaluation) and EFE (External Factor Evaluation)
matrices are strategic analysis tools that are used to assess internal and external

factors affecting the company's performance. The weights are determined based on
the importance of each factor for success. The rating (1-4) is the quality or strength of
each factor, where 4 is the best and 11is the worst. The overall rating is the sum of the
weighted values of the individual factors.

Based on the company's strengths and weaknesses, the IFE matrix was compiled,
which is used to evaluate the company's internal environment. An overall rating of
3.23 means that the company has a predominance of strengths over weaknesses.

Internal factors Weight Rating Total rating
(01 (1-4)

Wide range of products 0.0 4 0.40
" Family-owned, traditional company 012 4 0.48
3:;0 Quality products 014 4 0.56
§ Global presence 0.10 4 0.40
o Social and ecological responsibility 0.12 3 0.36

Total score strengths 0.58 2.2

Strong competition 0.08 2 0.16
§ Innovation and differentiation 0.10 3 0.30
§ High product price 0.08 2 0.6
® | Limited availability 0.07 2 014
s Portfolio diversity 0.09 3 0.27

Total score weaknesses 0.42 1.03

Overall weighted decision 1.0 3.23

TABLE 2: IFE MATRIX AT FABER-CASTELL
SOURCE: AUTHORS
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The IFE matrix assesses internal factors, while the subsequent EFE matrix assess-
es external factors, i.e. opportunities and threats. An overall score of 3.48 indicates
that the company is able to respond effectively to external factors and take advan-
tage of opportunities offered by the environment while addressing threats that may
affect its performance.
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External factors Weight Rating Total rating
(0-) (1-4)
" New technologies, digitalization 0.10 4 0.40
:é Innovation and creativity 0.12 4 0.48
..3 Personalization, custom design 0.10 3 0.30
& | Online sales 0.08 4 0.32
= Growing demand 0.10 4 0.40
Total score opportunities 0.5 1.9
Competition 0.12 3 0.36
Changesin customer preferences 0.10 3 0.30
" Technological progress 0.08 4 0.32
§ Economic factors 0.10 3 0.30
= Changes in the business environment | 0.10 3 0.30
Total score threats 0.5 1.58
Overall weighted decision 1.0 3.48

TABLE 3: EFE MATRIX AT FABER-CASTELL
SOURCE: AUTHORS

The company adopts an offensive strategy, because strengths prevail over weakness-
es and opportunities prevail over threats. With the help of strengths, the company is
ready to take advantage of opportunities.

The overall SWOT analysis and the IFE and EFE matrices show that the company
has strengths that it uses to maximize market opportunities. This means that it has
high potential for growth. Faber-Castell's strengths allow it to respond effectively to
market threats. However, there are also areas where the company has weaknesses,
and external areas can weaken these weaknesses even further.

4.3 Marketing mix at Faber-Castell 4.3.1 Product As part of the mar-
keting mix, it is important to ensure that the products are of high quality, innova-
tive and meet the needs of customers. This includes not only the product itself, but
also the packaging, design and the added value that the product brings. The company
has its product portfolio, which is divided into several lines, so-called product lines.
Products are divided into these product lines according to their purpose and target
consumer group. These product lines are: (a) Playing & Learning; (b) Art & Graphic,
Creative Studio; (c) General Writing, Technical Drawing; (d) Marking; (¢) Generation Z;
(f) Fine Writing and (g) Premium. The products are characterized primarily by their
high quality and many product innovations. Graf von Faber-Castell is a luxury brand
of writing instruments and accessories, which is known for its high quality, exclusive
design and first-class materials.

The first product line of Faber-Castell Playing & Learning is designed to sup-
ports children's development and natural creativity and to support the development
of children's imagination, creativity, fine and gross motor skills, social skills and
other important skills. The target group is children from 3 to 12 years old. The pig-
ment is based on a natural, ecological basis, so it is safe for children. Furthermore,
the Grip Crayon is a signature product from this line and is known for its innovative
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designs and ergonomic features. The Grip Crayon is a wooden pencil that has a spe-
cially shaped body with ridges and grooves that provide a comfortable and firm grip.
The Art & Graphic and Creative Studio ranges between two main product lines from
Faber-Castell, designed for artists, draftsmen and anyone interested in art supplies.
Art & Graphic includes professional art supplies that meet the demanding require-
ments of artists and illustrators. The products in this range include high-quality
pencils, crayons, markers, watercolors, oil paints, acrylic paints, charcoal, inks and
more. These products offer a wide range of colors, a total of 120 colors, different de-
grees of hardness and textures, to give artists maximum possibilities for expressing
their creativity. World-famous artists and designers such as Vincent van Gogh, Paul
Klee, Karl Lagerfeld and Neo Rauch appreciated the wide spectrum of color shades
and, above all, the first-class quality of the colors, which has remained at the same
high level to this day. High-quality pigments guarantee excellent quality and bril-
liant colors that last for centuries and help artists create timeless works of art and
guarantee resistance to fading.

General Writing by Faber-Castell is a writing instrument line that offers a wide
selection of products suitable for everyday writing and drawing. This line is afford-
able and includes products that meet the basic writing and drawing needs of a wide
range of users. The products in this line are valued for their quality, comfort and af-
fordability. The most famous item in this line is the Grip 2001 triangular pencil, for
which Count Anton received an international innovation award. Other products in
this line are graphite pencils, erasers, mechanical pencils, pens and ballpoint pens.
Within technical drawing, the range includes products designed for technical draw-
ings, such as drawing instruments, drawing boards, compasses, rulers, mechanical
pencils, graphite pencils, refills, erasers, multi-function templates, technical pens,
rulers.

The Marking line includes highlighters, dry highlighters, markers, whiteboard
markers, crayons, glues, correctors and permanent markers, which are suitable for
writing on glass, plastic, metal, wood, paper and cardboard, CDs and more. Gener-
ation Z is a young and innovative generation that is influencing many aspects of
the market, including preferences in writing and art supplies. Faber-Castell is re-
sponding to the needs and preferences of this generation by offering products and
marketing strategies that appeal to young consumers. These include modern and
stylish pens and ballpoint pens, erasers, mechanical pencils, graphite pencils, mark-
ers, notebooks, pencil cases and correction tape, and many others.

The Fine Writing line is designed for those who appreciate quality writing and
luxury writing instruments. This line offers elegant and sophisticated writing in-
struments that are made of premium materials and equipped with excellent writ-
ing mechanisms. The products of this line mainly include various types of ballpoint
pens, refills and inks.

Faber-Castell is known for its first-class and luxurious writing and art supplies,
which form the Premium category on the market. These products are considered syn-
onymous with quality, elegance and innovation, which is associated with a long tra-
dition and cutting-edge technological processes, as well as an investment in quality
and luxury. Faber-Castell products are known for their elegant and sophisticated de-
sign, which combines tradition with modern aesthetics. Each product is carefully de-
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signed with an emphasis on detail and quality. Each Faber-Castell product is made
with precise craftsmanship and details.

4.3.2 Price For Faber-Castell, product development is the main priority. The
starting point for product development is first current topics (i.e. customer needs,
current trends) or materials. Only then, when a suitable product has been developed
in the optimal price range, can it be launched on the market and reach a specif-
ic target group of customers. There are many brands and different types of prod-
ucts with different uses in the writing instruments market, and therefore price is a
very crucial factor for the customer when making a purchase. Faber-Castell strongly
emphasizes the quality of its products and sets prices that correspond to the qual-
ity, craftsmanship and unique features. The company often offers tiered prices to
satisfy a wide range of customer segments. For example, it offers affordable prod-
ucts for students and higher-priced luxury products for professional artists and
collectors.

Faber-Castell often uses a skimming strategy for launching new products. This
means that it sets a high price for its luxury products as a reflection of their quality,
prestige and exclusivity. In this way, it can target market segments that are willing to
pay higher prices for premium writing and art supplies. Although this strategy may
increase short-term profits, it may also discourage customers with lower purchasing
power and slow down product adoption in the market. To motivate larger purchas-
es and strengthen customer loyalty, Faber-Castell uses sales-related and promotional
pricing strategies, monitoring market conditions and customer preferences. Faber-
Castell regularly offers discounts and promotions on its products, which may include
volume discounts, student discounts, or seasonal discounts during school supply
buyback periods. The company often creates gift sets and packages that contain com-
binations of products at attractive prices.

Faber-Castell's most expensive product is consistently the Graf von Faber-Castell
brand, which includes luxury writing pens for enthusiasts and artists. The pens are
made of various precious metals, such as gold, silver, or titanium, and may be deco-
rated with gemstones or other luxury materials. These pens are usually created as
luxury collector's items and are priced high. The price can also be influenced by fac-
tors such as limited availability and demand among collectors and writing enthusi-
asts. The most expensive products in terms of consumer price are, for example, the
,Art & Graphic Limited-Edition Cassette” from the Art & Graphic series. This is a lim-
ited-edition cassette with a purist design that contains 400 creative products from
the Faber-Castell Art & Graphic series. These limited editions allow Faber-Castell to
present highly valued artists' materials in unique packaging or in special combina-
tions and to inspire its customers.

Comparing the prices of Faber-Castell products with the competition depends
on the specific products and market segments they operate in. Faber-Castell offers
a wide range of writing and art supplies, including pencils, crayons, pens and more.
In general, Faber-Castell products fall into the mid- to high-end price range, due to
their popularity, quality, reputation and brand. In order to benchmark the prices
with the competition, the overview is displayed on the figure 1 below. According to
the available data, it can be assumed that prices are in a similar price range. Some
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Price range

Faber-Castell products are more expensive, but Faber-Castell is considered a brand of
high-quality writing supplies and prestigious status, which can also be reflected in
the prices of the products.

Price Benchmark
8,00
7,00
6,00
5,00

school crayons 12 pes markers 4 pcs ballpoint pens eraser

m Faber-Castell = Stedtler mKoh-inoor mSwmbilo = Centropen

FIGURE 1: PRICE BENCHMARK
SOURCE: AUTHORS
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4.3.3 Promotion

Faber-Castell, the oldest manufacturer of writing instru-
ments, places great emphasis on promotion, which is essential for strengthening its
position in the market. The marketing mix in the field of promotion includes strat-
egies and tools that reach customers and build awareness of the company's prod-
ucts. The company's international communication strategy is based on creativity
and aims to build relationships with customers and increase their trust and loyalty.
This strategy adapts to the individual markets and conditions in which the company
operates, thanks to its global presence.

Faber-Castell uses various forms of advertising. Television commercials run on
various channels and focus on the features and benefits of products for children,
students and artists. Print advertising in printed media such as magazines, posters,
newspapers and catalogues contains product photos, product descriptions and infor-
mation about availability. Another form of advertising used is advertising in public
spaces such as billboards and advertising spaces on public transport. The compa-
ny also invests in online advertising, such as search engine advertising and social
media advertising. These forms of advertising allow the company to reach an on-
line audience and get closer to its customers in a targeted manner. The company
also actively works with the media and the public through various PR activities, such
as press releases, media events, collaborations with influencers, sponsorships and
charity activities. This builds a positive brand image and strengthens relationships
with customers and the public. Faber-Castell organizes excursions for the public di-
rectly in the production buildings, the museum and the castle, which was created by
Lothar von Faber and Count Alexander von Faber-Castell.

4,00
3,00
2,00 I I I I
1,00 l
] Tt
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To support sales, Faber-Castell carries out various activities such as discounts
and loyalty programs. It also uses direct marketing through email campaigns, cat-
alogs and flyers, and event marketing, which includes art workshops, new prod-
uct presentations, and trade fairs where it presents its products and interacts with
customers and fans. Online platforms are used for inspiration, shopping, or enter-
tainment. Online advertising and social media play a crucial role in the image and
visibility of the brand and products. The company's main means of communication
in the online environment is its website www.faber-castell.com, which offers not
only information but also a lot of inspiration for children, teachers, artists and oth-
ers. Photos, videos with various themes, new products and competitions are pub-
lished on the website and social networks. It also provides content for campaigns to
support the launch of new products, promote existing products and seasonal occa-
sions such as back to school, which specifically boosts demand. The homepage plays
an important role as it contains the most important information about the compa-
ny, products and directs users to further information.

4.3.4 Place As a world leader in the field of writing instruments, Faber-Castell
covers practically all continents with its distribution. This is made possible by the ex-
istence of many production plants, branches and separate independent distributors.
This distribution model allows both to reach the entire market in a given area and at
the same time to provide intensive support to the given distribution entity from the
company's headquarters as well as distribution and marketing support. Of course,
this model places high demands on the expertise and qualifications of all compa-
ny employees from product development, through production to subsequent sales,
which is the result of cooperation between the sales and marketing departments. The
products are available worldwide and can be purchased in stationery stores, book-
stores, toy stores, specialized stores and supermarkets.

European stationery markets are known for their significant diversity. This di-
versity often stems from the diversity of products used in individual countries, espe-
cially within school systems. Each country has its own preferences and requirements
for stationery, which leads to a diversity of product offerings on the market. Artists’
preferences vary from country to country, and each country may prefer different
techniques or materials. Another factor contributing to the diversity of European
markets is the way in which product lines are defined and distributed. They are avail-
able in different countries in each country, which creates a diversity in the range of
stationery available in schools, offices and the market in general. This diversity pre-
sents a challenge for businesses operating in European stationery markets, which
must respond effectively to local needs and preferences of customers.

In recent years, with the rapid development of online business, it is logically
necessary to adapt sales activities to these new conditions of the present. The devel-
opment of e-commerce logically also requires new qualifications for sales and mar-
keting staff. The standard distribution model will of course continue to exist, but the
rapid development of e-business has dramatically changed the possibilities of pur-
chasing a product by the end user, especially after the COVID-19 pandemic, now in
terms of time and convenience. This is not specific to Faber-Castell, the rapid devel-
opment of sales platforms, a typical example of which is Amazon, affects all sectors
of customer needs.
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5 Discussion This part of the paper answers the research questions and sug-
gests recommendations and possible changes for Faber-Castell as well as other com-
panies operating in the manufacturing sector and focusing on the production of
writing and art supplies.

At this stage, we can proceed to answer first research question: What marketing
mix tools are actively used in the model company?

Faber-Castell uses a wide range of marketing mix tools to reach its customers,
increase awareness of its products and drive sales. The company constantly mon-
itors market trends and adapts its marketing strategies and activities to remain
competitive and responsive to the needs of its customers. Faber-Castell offers a wide
range of products, which are divided into different lines such as Playing & Learning,
Art & Graphic, General Writing, Technical Drawing, Marking, Generation Z, FineWrit-
ing and Premium and boasts the luxury brand Graf von Faber-Castell. In this way, the
company tries to address different market segments and satisfy different custom-
er needs. Faber-Castell is characterized by a high level of innovation, which includes
not only the products themselves, but also their design and functionality. Faber-Cas-
tell has a wide range of products at different price points and employs a price differ-
entiation strategy, which allows it to reach a wide range of customers. It emphasizes
the quality of its products and sets prices that reflect this quality, craftsmanship and
unique features.

The second research question states: Does the model company offer sufficient
scope to maintain its market position and competitive advantages compared to di-
rect competitors?

Based on the information obtained from the research, it emerges that Faber-Cas-
tell is able to effectively use its marketing mix and, thanks to its emphasis on quality,
innovation and sustainability, maintain its market position and gain a competitive ad-
vantage. It also gains a competitive advantage thanks to sustainable products, which
are a trend today, as stated by Maksudunov et al. (2020). A complete marketing strate-
gy, which includes various elements of promotion, distribution and product portfolio,
can address different market segments and build a strong brand based on the breadth
of the portfolio, tradition, popularity, satisfaction and thanks to the emphasis on the
quality of its products and innovation. In addition, the company is ready to respond
to new challenges and opportunities brought by the rapidly changing writing instru-
ments market and thus maintain its leading position in the market. The use of new
technologies and digitalization is another element that the company actively inte-
grates into its business processes and customer communication and achieves its com-
petitiveness. This is also proven by research conducted by Sui (2024). In this way, it is
able to better respond to new trends and remain relevant to its target groups. Thanks
to its global presence and wide product range, Faber-Castell has a wide customer base
around the world. The company also actively uses social media and online sales to
reach customers and build brand awareness. Overall, it can be said that Faber-Castell
effectively uses its marketing mix to maintain its position in the market and gain a
competitive advantage through a combination of high-quality products, an innovative
approach, sustainability and effective customer communication.

6 Conclusion Based on the research there are a set of recommendations to be

applied, namely: (a) focus on product quality and innovation, (b) optimal pricing pol-
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icy for all segments, (c) development of distribution channels, (¢) emphasis on pro-
motion and communication with customers, (f) strengthening digital presence and
online sales, (g) increasing support for sustainability, (h) improving internal leader-
ship and an innovative environment, (i) developing partnerships and collaborations,
(j) strengthening global presence, (k) introducing loyalty programs.

Additionally, it is important to also mention the study limitations. These in-
clude for example the research specification which targeted to companies operating
in the manufacturing industry. Also, the analysis was mainly conducted for Faber-
Castell and a comparison was made within the industry with the main competitors.
In case of other different selection of a company operating in the manufacturing
industry, it might happen that the results would wary. This can be perceived as a
perspective for future research, and a comparison of the research outcome can be
benchmarked with other companies operating in the manufacturing industry.
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no.1/0110/24 and research grant IGMP no. 1-25-103-00.

Literatdra | List of References [1] Altay, B.C.,Okumus, A.and Mercangoz, B. A., 2022. Anintelligent approach for
analyzing the impacts of the COVID-19 pandemic on marketing mix elements (7Ps) of the on-demand grocery delivery
service. In: Complex & Intelligent Systems. 2022, 8(1), 129-140. ISSN 2199-4536. | [2] Chauhan, G. and Chauhan, V., 2019.
A phase-wise approach to implement lean manufacturing. In: International Journal of Lean Six Sigma. 2019, 10(1), 106-
122. ISSN 2040-4166. Available at: <https://doi.org/10.1108/1JLSS-09-2017-0110> | [3] Dor&ék, P, Strach, P. and Pollak,
F., 2015. Analytical view of the perception of selected innovative approaches in marketing communications. In: Quali-
ty Innovation Prosperity. 2015, 19(1), 74-84. ISSN 1335-1745. Available at: <https://doi.org/10.12776/qip.v19i1.441> | [4]
Ferrell, 0. C. and Hartline, M., 2019. Marketing strategy. Cengage Learning, 2019. ISBN 978-1-285-07304-0. | [5] Kljaji¢-
Dervic, M., Matotek, Z. and Sumar, S., 2019: Identification of problems which limit an increase of effectiveness of manu-
facturing companies. In: Interdisciplinary management research. 2019, 15, 465-491. ISSN 1804-1728. [online]. [cit. 2025-
01-30]. Available at: <https://zebrica.app.box.com/s/htxo0y204lqycuvjvbz2v9znd832whuf> | [6] Kmety Bartekova,
M., 2021. Creative industries in Slovakia and their pricing strategies as the part of their marketing mix. In: Market-
ing Science & Inspirations. 2021, 16(3), 21-30. Available at: <https://doi.org/10.46286/msi.2021.16.3.3> | [7] Kotler, P.
and Armstrong, G., 2010. Principles of marketing. Pearson, 2010. ISBN 9780132167123. | [8] Kotler, P. and Keller, K. L.,
2016. Marketing management. Pearson, 2016. ISBN 9780133856460. | [9] Kotler, P. and Keller, K. L., 2013. Marketing
management. Praha: Grada, 2013. ISBN 9788024741505. | [10] Kotler, P. and Armstrong, G., 2018. Principles of Mar-
keting. Pearson, 2018. Available at: <https://doi.org/10.1016/j.dss.2009.03.007> | [11] Kotler, P, Wong, V., Saunders, J.
and Armstrong, G., 2007. Moderni marketing: 4. evropské vydani. Praha: Grada, 2007. ISBN 978-80-247-1545-2. | [12] La-
burtseva, O. et al., 2021. Development of a marketing strategy for enterprise financial growth. In: Studies of Applied
Economics. 2021, 39(5). ISSN 1697-5731. | [13] Lim, S. C.J., 2021, Asurvey of challenges and response strategies of man-
ufacturing companies during the Covid-19 pandemic. In: IEEE International Conference on Industrial Engineering and
Engineering Management (IEEM). IEEE, 2021, 528-532. ISBN 978-1-6654-3771-4. Available at: <https://doi.org/10.1109/
IEEM50564.2021.9673003> | [14] Maksudunov, A. and Avci, M., 2020. The colour of the future in marketing is green.
In: Sekerkaya, A. (Ed.), 2020. Contemporary issues in strategic marketing,. Istanbul: Istanbul University Press, 225-
254. ISBN 978-605-07-0728-1. Available at: <http://dx.doi.org/10.26650/B/SS505.2020.002.07> | [15] Pollak, F., Vavrek,
R.Viachal, J., Markovi¢, P. and Konecny, M., 2021. Analysis of digital customer communities in terms of their interac-
tions during the first wave of the COVID-19 pandemic. In: Management & Marketing: Challenges for the Knowledge
Society. 2021, 16(2), 134-151. ISSN 2069-8887. Available at: <https://doi.org/10.2478/mmcks-2021-0009> | [16] Ravan-

31



gard, R, Khodadad, A. and Bastani, P, 2020. How marketing mix (7Ps) affect the patients’ selection of a hospital: ex-
perience of a low-income country. In: Journal of the Egyptian Public Health Association. 2020, 95(1). ISSN 2090-262X.
Available at: <https://doi.org/10.1186/s42506-020-00052-z> | [17] Simoes, A., Ferreira, F, Castro, H., Senna, P, Silva, D.
et al,, 2021. Adoption of digital technologies during the COVID-19 pandemic: Lessons learned from collaborative Aca-
demia-Industry R&D case studies. In: IEEE 19th International Conference on Industrial Informatics (INDIN). IEEE, 2021,
1-7. ISBN 978-1-7281-4395-8. Available at: <https://doi.org/10.1109/INDIN45523.2021.9557470> | [18] Strakova, J., Ko-
raus, A., Vachal, J,, Pollak, F., Cernak, F,, Tali¥, M. and Kollmann, J., 2021. Sustainable development economics of enter-
prises in the services sector based on effective management of value streams. In: Sustainability. 2021, 13, 8978. ISSN
2071-1050. Available at: <https://doi.org/10.3390/5u13168978> | [19] Sui, X, Jiao, S., Wang, Y., Wang, H., 2024. Digital
transformation and manufacturing company competitiveness. In: Finance Research Letters. 2024, 59. ISSN 1544-6123.
Available at: <https://doi.org/10.1016/j.fr1.2023:104683> | [20] Tarnanidis, T.,, 2023. Understanding reference points to
make purchase decisions: overview, phases, and time-features. In: Marketing Science & Inspirations. 2023, 18(4), 2-13.
Available at: <https://doi.org/10.46286/msi.2023.18.4.1> | [21] Wichmann, J. R. K., Uppal, A., Sharma, A., and Dekimpe,
M., G., 2022. A global perspective on the marketing mix across time and space. In: International Journal of Research
in Marketing. 2022, 39(2), 502-521. ISSN 0167-8116. Available at: <https:/doi.org/10.1016/}.ijresmar.2021.09.001> | [22]
Zhang, Y., Du, H., Piao, T., Shi, H. and Tsai, S. B. J, 2024. How manufacturing companies can improve their competi-
tiveness. In: Journal of Global Information Management. 2024, 32(1), 1-26. ISSN 1062-7375. Available at: <https://doi.
org/10.4018/JGIM.336485>

Klicové slova | Key Words marketing mix, marketing trends, marketing strategy, marketing innovation,

SWOT analysis | marketingovy mix, marketingové trendy, marketingovd stratégia, marketingové inovdcie, SWOT analijza

JEL klasifikdcia | JEL Classification M31, M39, L23

Résumé

Efektivny marketingovy mix vjrobnej spoloénostiv kontexte udrZatelnosti a konkurencieschopnosti
a konkurencieschopnost na trhu. Marketingovy mix je klticovgm ndstrojom, ktorg manaZérom umoZiiuje zostat konkurencieschop-
ngmi v globdlnom vysoko konkurencnom prostredi. Tento cldnok poskytuje komplexny pohlad na marketingovy mix spolocnosti
Faber-Castell a zameriava sa na analgzu silngch a slabych stranok. Hlavnou aplikovanou metodikou s Strukturdlne analyzy, ben-
chmarking, SWOT analyza, IFE a EFE Matrix a analjza marketingového mixu. Vysledky naznacujd, Ze podnik Faber-Castell monito-
ruje a prispdsobuje marketingové stratégie a aktivity tak, aby zostal konkurencieschopnyj a reagoval na potreby zdkaznikov. Dalej
sa zameriava na kvalitu, inovdcie a udrZatelnost, aby si udrZal svoju poziciu na trhu a ziskala konkurencnd vijhodu. Navyse ziska-
va aj konkurenc¢nd vijhodu vdaka udrZatelngm produktom, ktoré si dnes trendy.

Kontakt na autorov | Address Viktorie KovaFikova, Institute of Technology and Business in Ceské Budejo-
vice, Okruzni 517/10, 370 01 Ceské Budé&jovice, Czech Republic

Ing. Zuzana Dzilska, University of Economics in Bratislava, Faculty of Business Management, Dolnozemska cesta 1,

852 35 Bratislava, Slovakia, e-mail: zuzana.dzilska@euba.sk

doc. PhDr. Frantisek Polldk, PhD., University of Economics in Bratislava, Faculty of Business Management, Dolno-
zemska cesta 1, 852 35 Bratislava, Slovakia, e-mail:

frantisek.pollak@euba.sk

Recenzované | Reviewed 11. March 2025/ 13. March 2025

32

TEXT | ASMA BOUKHAOUA, FARES HABBACHE,
MAOUAHIB ZEROUATI

DOI: https://doi.org/10.46286/msi.2025.20.1.4

THE ADOPTION OF RELATIONSHIP
MARKETING IN RATED HOTELS:
AN IMPORTANCE-PERFORMANCE
ANALYSIS IN SETIF, ALGERIA

In today’s highly competitive hospitality market, hotels are increasingly focused on
enhancing guest satisfaction to secure repeat visits and foster long-term custom-

er loyalty. Achieving this goal requires a comprehensive strategy, and relationship
marketing has emerged as a key approach for hoteliers aiming to build lasting con-
nections with their guests. This study evaluates the adoption of relationship market-
ingin rated hotels in Setif, Algeria, with a specific focus on its three core dimensions:
service culture, communication, and complaints management. The study employs
Importance-Performance Analysis (IPA) to assess how these dimensions are imple-
mented and perceived in the local context. A total of 65 valid responses from hotels’
regular guests were analysed. The findings reveal that while relationship marketing
practices are indeed adopted in the studied hotels, there are critical areas that re-
quire improvement. The study highlights the need for enhanced attention to these di-
mensions to strengthen guest satisfaction, loyalty, and overall hotel performance.
This research contributes to the existing literature on relationship marketing in the
Algerian hospitality sector and provides practical recommendations for future im-
provements in service delivery and customer relations.

1 Introduction The hospitality industry is characterised by intense competi-
tion and a growing demand for high-quality customer experiences. In recent years,
relationship marketing has gained increasing attention in the hospitality industry
as a way for hotel establishments to differentiate themselves and to provide favour-
able experiences to their customers (Salem 2021). It is an approach to marketing that
emphasises building and maintaining long-term relationships with customers, rath-
er than simply focusing on individual transactions (Berry 1995). However, little is
known about the extent of adoption of relationship marketing by rated hotel estab-
lishments and how it is perceived by customers. Based on this, service culture en-
compasses values, beliefs, and organizational behaviours that focus on providing
exceptionally high-quality service experiences for customers (Gronroos 1990). Addi-
tionally, the use of communication techniques in hotels leads to improving guest
experiences and interactions among employees, ultimately enhancing overall opera-
tional efficiency (Narteh et al. 2013).

The crucial role played by complaints management highlights how a pro-
vider deals with customer complaints, leading to increased customer retention,
trust-building, and long-term profitability (Tax et al. 1998). Furthermore, hotel estab-
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lishments should view complaints not just as problems to be solved, but as opportu-
nities to enhance customer relationships and gain valuable insights into areas that
can be improved (Tax et al. 1998).

Given Algeria's growing interest in the hospitality sector (Ministry of Tourism
and Craft Industry 2023), it is noteworthy that there remains a significant gap in
studies exploring the application of relationship marketing within the country's ho-
tel industry (Google 2023; Algerian Scientific Journal Platform 2023). However, re-
cent studies by Zerouati and Guettaf (2019) have demonstrated how relationship
marketing strategies can be effectively applied to improve customer relationships
and enhance guest experiences in Algerian hotels. Additionally, Hamadouche (2020)
explored the relationship between relationship marketing, service quality, internal
marketing, and customer satisfaction - issues that are of critical importance for Al-
geria's hotel industry.

In this study, we bridge this gap by investigating the extent to which rated hotel
establishments in Setif, Algeria, rely on relationship marketing, as well as customer
perceptions towards this approach.

2 Literature review

2.1 Relationship marketing Relationship market-
ing, as described by several researchers, focuses on the establishment of long-term
and mutually beneficial relationships between firms and their customers (Hogberg
2015). According to (Ravald and Grénroos 1996). This strategy focuses on developing
and providing significant value to increase customer loyalty and happiness. A stra-
tegic focus on creating and maintaining long-term client connections is required
(Kotler 2003). Relationship marketing, which falls under the larger umbrella of mar-
keting, uses value-driven tactics to build long-lasting client relationships (Jobber
and Ellis-Chadwick 2019). A key component of relationship marketing is highlight-
ed by Berry (1995) in his discussion of the increased interest in providing services
that offer clients real benefits. Sheth and Parvatiyar (1995) underline how market-
ing has evolved from transactional exchanges to a more relationship-focused strat-
egy. Gronroos (1997) indicates a paradigm shift from the traditional marketing mix
to prioritizing the creation of long-term partnerships in marketing strategy. Accord-
ing to Crosby, Evans and Cowles (1990), the interpersonal influence viewpoint on re-
lationship quality in service selling includes communication, commitment, and
trust. Amoako et al. (2019) emphasize that relationship marketing in the hotel sec-
tor entails trust and commitment, which have a major impact on consumers' inten-
tions to make more purchases. Additionally, relationship marketing, particularly in
the context of medical tourism services, Sousa and Alves (2019) claim, changes be-
havioral intentions and visitor experiences. Casais, Fernandes and Sarmento (2020)
highlight relationship marketing's contribution to tourism innovation, particular-
ly through boosting value co-creation through online platforms for sharing lodging.
Hendriyani and Auliana (2018) investigate the transition from relationship market-
ing to electronic customer relationship management in the face of technological
improvements, focusing on the incorporation of technology into relationship mar-
keting techniques. Dejan, Marija and Jasmina (2022) investigate the use of informa-
tion and communication technology (ICT) in the process of CRM implementation in
the hotel business, demonstrating the changing landscape of relationship market-
ing. Boateng (2019) investigates online relationship marketing and its effect on client
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loyalty from the standpoint of signalling theory. Thaichon et al. (2019) investigate the
evolution and theoretical underpinnings of online relationship marketing, empha-
sizing its importance in the digital age. According to Gilboa, Seger-Guttmann and
Mimran (2019), relationship marketing plays a unique role in boosting customer ex-
perience, cultivating contentment, and loyalty in small firms. Furthermore, Abeza
et al. (2020) investigate the function of social media in co-creating value in relation-
ship marketing, revealing its multifaceted impact on customer interactions. Final-
ly, Khan et al. (2022) evaluates the influence of customer relationship management
and corporate reputation on customer loyalty, stressing the role of customer satis-
faction as a moderator.

2.1.1 Service culture

The iconic expression of the Ritz-Carlton’s ,We are la-
dies and gentlemen serving ladies and gentlemen” is not just a slogan; it represents
clear, decisive commitments that shape every interaction within the organization
(Rawat 2016). Fundamentally, each organization cultivates its unique culture, form-
ing an independent community defined by its own distinctive values, beliefs, and
strategic orientations (Diedrich 2017). In the hotel sector, service culture is defined
as an agreed-upon set of values, beliefs, and behaviours that serve as guiding prin-
ciples for personnel in providing great service to clients (Yusof, Rosnan and Sham-
suddin 2020). It exemplifies the idea of giving a customized and welcome experience
that is impacted by cultural norms and expectations (Choi, Oh, Choi and Kim 2021).
This requires matching organizational practices to country culture in order to pro-
vide culturally sensitive and fulfilling visitor experiences (Nazarian, Velayati, Forou-
di et al. 2021). Furthermore, service culture emphasizes the importance of marketing
in providing exceptional service and promotes an atmosphere conducive to service
excellence (Samatovich 2021). Within the hotel industry, it also plays a pivotal role
in influencing organizational commitment by creating an atmosphere that fosters
employee dedication to delivering exceptional service (Sarhan, Harb, Shrafat et al.
2020). Service excellence and customer satisfaction are prioritized in a service cul-
ture driven by overall quality management methods (Khan, Mirza and Khushnood
2020). In Ghana, customer loyalty is influenced by pleasure and joy, with an empha-
sis on giving visitors with unforgettable experiences (Anabila, Ameyibor, Allan et al.
2022). This culture is inextricably linked to national culture and ethical leadership,
supporting staff commitment to service quality and customer satisfaction (Dimi-
triou 2023). In addition, the hotel service culture includes possibilities for ongoing
enhancement in order to give improved guest experiences (Usmanova, Khusanova,
Patanov, et al. 2022). Establishing a safety culture in hotels is building an atmos-
phere where safety is prioritized, assuring the safety of both guests and employees
(Kuo, Cheng, Chang and Ying 2020). Following service recovery, the service culture in
Ghanaian hotels focuses on re-establishing customer loyalty by exceeding expecta-
tions and promoting service quality (Ampong, Abubakari, Mohammed, et al. 2021). A
service culture in the Pakistani hotel sector incorporates external knowledge, inter-
nal innovation, and open innovation to improve company performance and service
quality (Hameed, Nisar and Wu 2021). Furthermore, developing a customer-centric
corporate culture entails prioritizing customer satisfaction and delight in service
delivery (Kao, Tsaur and Huang 2020). In the hotel business, sustainable service de-
sign emphasizes the relevance of service culture in producing eco-friendly and cus-
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tomer-focused service experiences (Chen and Chen 2022). The influence of service
culture on complaint behaviour in the hotel business in the digitalization era relies
around adapting to cultural elements to successfully handle customer complaints
(Wahyuni, Wardana, Yasa et al. 2020). likewise, culture in tourism within the Nava-
jo territory highlights the unique experiences offered to travellers, underlining the
blending of traditional Navajo culture with modern tourism (Jett 1990). Finally, the
impact of culture in service recovery expectations highlights how cultural influenc-
es shape consumers' preferences and expectations in service interactions (Kanousi
2005). Marketing services via quality competition involves exceeding customer ex-
pectations and developing a service culture focused on offering greater value (Berry
and Parasuraman 2004).

2.1.2 Complaint management Complaint management is a complicated pro-
cess that involves numerous characteristics in the context of the hotel sector, as
detailed in the references given. Kumar and Kaur (2020) underline that it entails a
systematic evaluation and the collection of extra insights to improve the manage-
ment of client complaints inside hotels. Filip (2013) emphasizes its role in continu-
ous learning and development, with a particular emphasis on increasing customer
satisfaction through effective grievance resolution. Garding and Bruns (2015) dis-
cuss the significance of studying customer preferences and demands for determin-
ing the best routes for handling complaints in hotels. Tag-Eldeen (2018) underlines
the importance of measuring the impact of complaints management systems inside
hospitality firms, particularly in the setting of Egypt. likewise, Garding and Bruns
(2015) argue for practices that allow effective complaint management, with the goal
of optimizing how hotels handle customer complaints. Ferri (2018) emphasizes the
changing nature of complaint handling within the hotel industry. Stauss and Seidel
(2019) believe that customer-oriented hotels emphasize complaint handling in or-
der to effectively satisfy client expectations. Schibrowsky and Lapidus (1994) advo-
cate using complaints to obtain a competitive advantage, stressing their significance
in improving hotel services. Parikh and Dutt (2022) explore the impact of employee
demographics on complaint handling behavior in upmarket Dubai hotels. Ji (2008)
delves into the performance evaluation of complaint management within closed-loop
supply chains in hotels. Kroenke (2003) focuses on the management of patients pre-
senting with somatic complaints within the hotel sector, emphasizing epidemiolo-
gy, psychiatric co-morbidity, and appropriate care. Huang and Smith (1996) explore
the relevance of complaint management in restaurants and its significance in under-
standing customer attributions related to service disconfirmation, which extends
to the hotel industry. Bengiil (2018) strives to quantify and grasp the quality of cus-
tomer complaint handling in hotels across several aspects. Powers and Bendall-Lyon
(2002) argue for leveraging complaint behaviour to improve service quality in hotels,
emphasising its applicability. Okyere and Kumadey (2015) examine the management
of service failures and consumer complaints at Ghanaian municipal hospitals, with
implications for the hotel sector. Ergiin and Kitapci (2018) explore the influence of
cultural aspects on customer complaint behaviours in the Antalya/Manavgat tour-
ism region, with implications for the hotel business. Finally, Galicic and Ivanovic
(2008) recommend adopting the ,learn model” in tourism and hospitality manage-
ment, including hotels, to successfully answer visitor concerns. These many points
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of view combine to produce a thorough knowledge of complaint management in the
hotel business, emphasizing its importance in improving customer satisfaction and
service quality while preserving a competitive advantage.

2.1.3 Communication Communication stands as a cornerstone in the hospi-
tality sector, essential for seamless interactions. It encompasses a spectrum of be-
haviours and competencies crucial for meaningful engagements between employees
and guests (Yang, Cheung and Li 2022). Rabiul, Shamsudin, Yean, et al. (2023) under-
score the pivotal link between leadership styles and communication proficiency, em-
phasizing its direct impact on employee engagement levels. Meanwhile, Susilo and
Santos (2023) delve into sustainable hotel operations, spotlighting how Accor Group
leverages social media for marketing and customer engagement. Reza, Mubarik, Na-
ghavi, et al. (2020) meticulously dissect the complexities of relationship marketing
and communication within the hotel sector, emphasising the significance of devel-
oping and cultivating partnerships with third-party logistical providers to improve
operational efficiency. Gonzalez-Padilla and Lacarcel (2023) underline the impor-
tance of communication components in increasing awareness and sales, particu-
larly when compared to search platforms, emphasizing successful marketing and
engagement methods. Olugbemi, Ogungbayi et al. (2020) investigate the impact of
information and communication technology (ICT) use on service delivery in the ho-
tel industry, focusing on the impact on guest experiences and hotel operations. In
the hotel sector, Hadi (2023) blends marketing communication, ecological knowledge,
and value co-creation to improve guest happiness through effective value proposi-
tion conveyance. According to Fatima and Majeed (2023), exploitative leadership in
the hotel business is linked to communication, notably conspiracy ideas and for-
giving atmosphere, which might impact employee experiences. Jhaiyanuntana and
Nomnian (2020) address intercultural communication challenges and strategies
for Thai undergraduate hotel interns, addressing the difficulties and approaches to
effective communication within a multicultural context. Liu-Lastres, Guo and Liu
(2022) investigate hotel crisis communication on social media, examining how mes-
sage appeal can affect guest perceptions and responses during times of crises or
unexpected events. Santos-Jaén, Ledn-Gomez, Ruiz-Palomo and colleagues (2022) ad-
dress the influence of information and communication technologies (ICT) on perfor-
mance and corporate social responsibility in hotel SMEs, stressing the significance
of technology in hotel operations. Social media is discussed as a digital communi-
cations strategy for hotel firms in Cyprus by Papageorgiou, Marneros, et al. (2020),
with an emphasis on marketing, customer interaction, and brand promotion. Me-
nezes and Cavagnaro (2021) concentrate on communicating sustainable activities
in the hotel business, with the goal of informing guests and stakeholders about en-
vironmentally friendly practices and projects. Yekina (2020) discusses professional
communication in the hotel sector, urging for senior students to be trained in excel-
lent communication skills and procedures in the hospitality industry. Mitterfellner
(2019) investigates fashion marketing and communication methods in luxury ho-
tels, comprising techniques for promoting luxury products and experiences to hotel
guests and target markets. Borza (2018) investigates intercultural corporate commu-
nication in the luxury hotel business, focusing on successful communication tech-
niques to maintain luxury as a distinct approach.
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2.2 Importance-performance map Martilla and James (1977) first introduced
the Importance-Performance Analysis (IPA) framework, a tool in marketing for eval-

uating the significance of product or service attributes in relation to their actual
performance.

IPA is an effective method in the hotel and tourism sectors to evaluate the im-
portance of various service characteristics and their related performance levels.
This method assesses consumer views comprehensively by graphing aspects based
on their perceived relevance versus the actual performance offered by businesses
(Lai and Hitchcock 2015; Azzopardi and Nash 2013). IPA's visual depiction assists in
identifying areas of the industry that demand attention and development.
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FIGURE 1: IMPORTANCE-PERFORMANCE MAP
SOURCE: KIM ET AL. (2019)
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| Concentrate here (high importance, low performance): This quadrant repre-
sents aspects of service that customers value but are currently failing. It might
identify crucial areas for hotels and tourism, such as personalised experienc-
es and prompt reaction, that require immediate attention (Chen, Murph and
Knecht 2016).

| Keep up the good work (high importance, high performance): Factors in this
quadrant are regarded as strengths. Customers greatly value them, and they
are supplied efficiently. This may include basic facilities and beneficial staff
within the context of the hotel industry and tourism (Rahman and Islam 2018).

| Possible overkill (low importance, high performance): This quadrant involves
aspects that are deemed less critical by customers but are delivered effectively,
indicating areas where resources could potentially be reallocated to focus on
higher priority dimensions (Chu and Choi 2000; Liu and Zhang 2020).

| Low priority (low importance, low performance): Elements in this quadrant are
of low significance to customers and perform poorly. This might illustrate less
crucial aspectsin the hotel and tourist industries that use resources without pro-
viding significant value to the client experience (Fakfare and Manosuthi 2023).

In the context of hotels, it's worth mentioning some studies conducted using the IPA
framework in various countries. Given the significance of applying this tool, IPA has
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been utilised in In Switzerland, Chen, Murphy and Knecht (2016) conducted a study on
the importance-performance analysis of smartphone applications for hotel chains,
highlighting the crucial role these applications play in enhancing customer expe-
rience and overall performance in the hospitality industry. Meanwhile, Pranicevié,
Garbin and Mandié¢ (2020) carried out a similar analysis among small family-owned
hotels in Croatia, emphasizing the contribution of information and communication
technologies (ICTs) in improving hotel services. In Slovenia, Cvelbar and Dwyer (2013)
explored sustainability factors in the long-term strategic planning of Slovenian ho-
tels, underscoring the significance of sustainability in the long-term success of these
establishments. Rahman and Islam (2018) focused on the Bangladeshi hotel indus-
try, conducting an importance-performance analysis of service quality dimensions
and highlighting the role of hotel managers in enhancing service quality. For our
study, we will apply the IPA framework in hotels in Setif, Algeria, evaluating it in the
context of relationship marketing and its dimensions. It is worth noting that our
study in Setif, Algeria is unique and exclusive in its application of IPA in this specif-
ic context.

3 Methods
the importance of adopting three dimensions of relationship marketing in rated ho-
tels, specifically in the city of Setif. The study aims to understand the extent of adop-
tion, identify the main factors affecting this adoption, and determine the benefits
resulting from its implementation. Furthermore, the significance of the study lies in
its potential contribution to the existing knowledge in the field of relationship mar-
keting and hospitality, with a focus on improving customer satisfaction and loyalty.

Based on the results of the theoretical background of relationship marketing,
the following hypotheses will be tested:

| (H): The rated hotel establishments in Setif city adopt relationship marketing.

| (H1): The rated hotels in Setif city adopt service culture.

| (H2): The rated hotels in Setif city adopt communication.

| (H3): The rated hotels in Setif city adopt complaints management.

This research paper discusses a study that focuses on investigating

3.1 Measurement To achieve the study's objectives, the researchers adopted a
descriptive approach focused on data collection, classification, and subsequent in-
terpretation and analysis. Additionally, to evaluate the expected ease of use of the
IPA tool in the field, they relied on the following studies: Martilla and James (1977),
Laiand Hitchcock (2015) and Azzopardi and Nash (2013). Likewise, data were gathered
using a questionnaire. All statements were quoted from prior studies - ,Complaints
Management”, ,Service Culture” and ,Communication by Gronroos (1990), Tax et al.
(1998), Yusof, Rosnan and Shamsuddin (2020) and Hadi (2023), respectively. All scale
items were measured on a five-point Likert scale. For importance, the scale ranged
from (1) ,Not important at all” to (5) ,Very important”; for performance, it ranged
from (1) ,Strongly disagree” to (5) ,Strongly agree”.

3.2 Research sample The rated hotel establishments in Setif City were select-
ed as the research sites for data collection. An online questionnaire, created using
Google Forms and validated by marketing experts, was distributed both electronical-
ly and manually to a sample of regular customers. A total of 100 questionnaires were
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distributed, and 65 completed and valid responses were collected for analysis in the
second semester of 2024.

At the beginning of the questionnaire, participants were provided with detailed
information about the study's objectives and the nature of their participation. They
were also informed about the voluntary nature of their involvement and assured
of the confidentiality of their responses. Ethical guidelines were strictly followed
throughout the study.

3.3 Analysis methods After ensuring that the dataset was complete and devoid
of missing and duplicate entries, we then conducted a thorough statistical analysis
using SPSS (v27.01) software. Our analytical approach enabled us to extract meaning-
ful results that were then visualized using detailed importance-performance maps
using Excel 2022.

4 Results 4.11Internal consistency reliability of the study instrument
Internal consistency reliability indicates the extent of the relationship between each
dimension of the study tool and the overall mean of the questionnaire items.

Based on Table 1, we find that the correlation coefficients between the average of

each dimension of the questionnaire and its overall average are statistically signifi-
cant, where all calculated r values are statistically significant at a significance level
of 0<0.05 (Nunnally 1967). Therefore, the dimensions of the questionnaire are con-
sidered valid and reliable, and serve the intended purpose for which they were devel-
oped for measurement (Awang 2015).

analysis (Hair et al. 2010). This allows us to analyse its responses, interpret the re-

sults, and test the study hypotheses.
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CSurvey dimensions Number Cronbach's
of items alpha

Importance of hotel adoption of relationship marketing 12 0.788

Hotel performance and application of relationship 12 0.838

marketing

All questionnaire items 24 0.888

TABLE 2: CRONBACH'S ALPHA VALUES FOR EACH DIMENSION OF THE QUESTIONNAIRE

SOURCE: AUTHORS BASED ON SPSS V.27.010UTPUT

4.2 Sample characteristics

Table 3 provides a comprehensive overview of the

distribution of participating individuals according to gender, age, place of residence,
educational level, income, and occupation. Out of 65 individuals, 69.2% were male,
while 30.8% were female. The most common age group was over 50 years, constitut-
ing 43.1%, whereas the youngest age group (less than 20 years) accounted for the low-
est percentage at 6.2%. 52.3% of the participants were university graduates, and 21.5%
were pursuing postgraduate studies, with participants at the secondary level repre-
senting the lowest percentage at 12.3%. It is noteworthy that private sector employees
were the most widespread among occupations at 20.0%, followed by senior executives
at 13.8%. The income range of 30,001 to 60,000 Algerian Dinar was the most com-
mon at 35.4%, while the least common was less than 15,000 Algerian Dinar at 7.7%.
The majority of individuals resided in Setif (53.8%). These data provide valuable in-
sights into the demographics of the participant group for subsequent analyses and
decision-making.

Questionnaire domains Correlation co- Significance le- Decision
efficient (1) vel (sig)
Importance of Service culture 1 0.000 Statistically
hotel adoption significant
of relationship Communication | 0.502** 0.000 Statistically
marketing significant
Complaint 0.4471** 0.000 Statistically
management significant
Hotel perfor- Service culture 0.568** 0.000 Statistically
mance and ap- significant
pIica.tion O.f Communication | 0.472** 0.000 Statistically
relationship significant
marketing Complaint 0.498** 0.000 Statistically
management significant

TABLE 1: INTERNAL CONSISTENCY RELIABILITY RESULTS OF THE QUESTIONNAIRE
SOURCE: AUTHORS BASED ON SPSS V.27.010UTPUT
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According to Table 2, it is evident that the Cronbach's alpha values for each dimen-
sion of the questionnaire are high, exceeding 0.60 (Awang 2015). Similarly, the Cron-
bach's Alpha value for all questionnaire items is estimated at 0.888, This indicates
that the study instrument demonstrates a high level of reliability and is suitable for

Variable Description Frequency | Percentage
Total respondents 65 100%
Gender Male 45 69.2%
Female 20 30.8%
Group age Less than 20 years 4 6.2%
20 to 29 years 16 24.6%
30to 39 years 10 15.4%
40 to 50 years 7 10.8%
Over 50 years 28 431%
Education level Less than secondary 13.8%
Secondary 12.3%
University 34 52.3%
Postgraduate studies 14 21.5%

M



TEXT | ASMA BOUKHAOUA, FARES HABBACHE, MAOUAHIB ZEROUATI

Occupation Student 7.7%
Unemployed 4.6%
Self-employed 7 10.8%
Private sector 13 20.0%
Public sector 9.2%
Senior executive 13.8%

Income range Less than 15,000 DZD 7.7%
15,001 to 30,000 DZD 15 23.1%
30,001 to 60,000 DZD 23 35.4%
60,001 to 100,000 DZD 9 13.8%
Over 100,000 DZD 13 20.0%

Residence Inside Setif 35 53.8%
Outside Setif 30 46.2%

TABLE 3: DEMOGRAPHIC CHARACTERISTICS OF PARTICIPANTS (N = 65)
SOURCE: AUTHORS BASED ON SPSS V.27.010UTPUT

Table 4 provides a comprehensive overview of the researchers' perceptions regarding
the average scores and standard deviations about the importance and performance
of various aspects related to service culture, communication, and complaint man-
agement within the study's hotel environment.

VYSKUMNE PRACE | RESEARCH PAPERS

3.CI3. The importance of using the appropriate tone of voice lies in en- 4.46 0.561
suring the delivery of the message with the required quality.

4.Cl4. Contacting the hotel at any time is easy. 4.51 0.562
CP. Communication - performance 41731 0.71660
5.CP5. The hotel contacts me regularly and periodically. 3.82 1.059
6.CP6. The hotel uses modern communication methods to contact me. | 4.5 0.852
7.CP7. Using the appropriate tone of voice enables me to receive infor- 4.35 0.891
mation effectively.

8.CP8. It is easy to contact the hotel at any time. 4.37 0.858
CMI. Complaint management - importance 4.3731 0.44221
1.CMIN. The hotel provides a system that addresses customer 4.28 0.625
complaints.

2.CMI2. The skill of the employees enables them to identify customer 4.38 0.722
problems through interaction.

3.CMI3. Specialized capabilities in hotel establishments allow for a re- 4.23 0.806
duction in customer complaints.

4.CMI4. Quick response to customer complaints and efficient 4.6 0.581
processing.

CMP. Complaint management - performance 4.2045 0.60273
5.CMP5. The hotel provides a system that addresses to my complaints. 3.92 0.889
6.CMP6. The skill of the employees enables them to identify my prob- 417 0.928
lems through the specialized capabilities of the hotel.

7.CMP7. My Complaints are reduced and processed efficiently and 4.2 0.775
effectively.

8.CMP8. There is a quick response to my complaints. 448 0.752

Items Mean SD

SCI. Service culture - importance 4.385 0.40991
1.SCI1. The customer is the focal point of the hotel's operations. 4.4 0.607
2.5CI2. Employees' focus on providing excellent service to the 4.54 0.502
customer.

3.SCI3. Good performance by employees enhances the benefit from 4.42 0.727
the customer's experience.

4.5Cl4. Employee satisfaction creates a positive service for customers 4.4 0.746
and enables them to know their preferences and opinions.

SCP. Service culture - performance 4.2154 0.62793
5.SCP5. The hotel considers me as the central axis of its operations. 3.86 1144
6.SCP6. Employees focus on providing excellent service to me. 4.28 0.82
7.5CP7. Good performance by employees enhances my experience with | 4.29 0.914
the hotel.

8.SCP8. Satisfaction gives me positive service and enables them to 4.43 0.706
know my preferences and opinions.

Cl. Communication - importance 4.4115 0.46231
1.CIN. Building a personal relationship between the customer and the 4.4 0.607
establishment is of great importance to me.

2.CI2. It is necessary to communicate continuously with customers 4.28 0.761
using modern communication methods.
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TABLE 4: MEAN AND SD RATINGS OF RM DIMENSIONS IMPORTANCE AND PERFORMANCE
SOURCE: AUTHORS BASED ON SPSS V.27.010UTPUT

Respondents assign high importance scores to service culture (mean: 4.44, stand-
ard deviation: 0.41), followed by communication (mean: 4.41, SD: 0.46), and finally
complaint management (mean: 4.37, SD: 0.44). It is also noted that service culture re-
ceives the highest rating for performance (mean: 4.22, SD: 0.63), followed by commu-
nication (mean: 4.17, SD: 0.72), which receives slightly lower ratings compared to its
importance. This suggests the need for improvement in this area. However, the per-
formance of complaint management (mean: 4.20, SD: 0.60) is evaluated similarly to
its perceived importance.

Overall, respondents emphasise the importance of these dimensions, highlight-
ing the potential to enhance guest satisfaction and operational efficiency in the ho-
tel environment by improving service culture, communication, and operational
effectiveness. This is illustrated in Figures 1, 2, 3, and 4.

4.3 Hypotheses testing: Importance-performance analysis of relationship mar-
keting dimensionss To address the first sub-hypothesis, which is stated as:
Sub-hypothesis H1: The rated hotels in Setif city adopt service culture.
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Based on Table 4, Figure 2 presents a detailed analysis of the importance-perfor-
mance matrix for the service culture dimension in hotels. The analysis shows that
Statements 1 and 5 fall in the first quadrant, labelled ,focus here”, which indicates
that while customers consider these aspects highly important, their performance is
low. This discrepancy suggests that these areas, although central to hotel operations,
are perceived as weaknesses and potential threats because they directly impact cus-
tomer satisfaction.

Map Of Service Culture
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FIGURE 2: SERVICE CULTURE IMPORTANCE-PERFORMANCE MAP
SOURCE: AUTHORS BASED ON EXCEL 2022

Statements 2 and 6 are positioned between the first and second quadrants, repre-
senting the ,keep up the good work” zone. This placement indicates a relatively bal-
anced relationship between importance and performance, though there is room for
improvement to maintain or enhance this balance. Meanwhile, Statements 3 and 7
reside in the second quadrant, suggesting that effective employee performance re-
sults in positive service outcomes - a strength that should be maintained.

Statements 4 and 8 are located at the end of the second quadrant, suggesting
that employee satisfaction enhances the customer’s experience. Consequently, it be-
comes imperative to ensure ongoing investment in this quadrant and prevent any
decline in service quality. By staying attentive to these aspects, hotels can secure a
strong alignment with customer expectations, delivering top-tier service and ulti-
mately fostering enhanced customer satisfaction and loyalty.

These findings indicate that the hotels under study have successfully embraced
the service culture dimension. This result supports the first sub-hypothesis, which
states that the rated hotels in Setif adopt service culture.

To address the second sub-hypothesis, stated as follows:
Sub-hypothesis H2: The rated hotels in Setif city adopt communication.

Based on Table 4, Figure 3 presents an in-depth analysis of the importance-perfor-
mance map for the communication dimension in hotels. The analysis reveals that
Statements 1and 5 are positioned in the first quadrant, labelled as ,focus here”, indi-
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cating that while these aspects are highly significant to customers in building strong
relationships with the hotel, the hotel's efforts to maintain customer loyalty are un-
satisfactory, thereby necessitating performance improvements.

Map Of Communication
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FIGURE 3: COMMUNICATION IMPORTANCE-PERFORMANCE MAP
SOURCE: AUTHORS BASED ON EXCEL 2022

Statements 2 and 6 are situated between the first and second quadrants, labelled as
,keep up the good work”. This placement signifies that although the hotel's use of
modern communication methods is commendable in both importance and perfor-
mance, continuous monitoring is essential to ensure ongoing customer satisfaction.
Statements 3 and 7 fall within the second quadrant, indicating that performance in
these aspects meets customer expectations - a level that should be maintained and
further developed.

Finally, Statements 4 and 8, located at the end of the second quadrant, highlight
the ease of communication with the hotel, which is both highly important and well-
executed, contributing to the provision of services with a high level of professional-
ism and efficiency.

These findings demonstrate that the hotels included in the study have effective-
ly mastered the communication dimension. Therefore, we accept the second sub-hy-
pothesis: the rated hotels in Setif city adopt communication.

To address the third sub-hypothesis, stated as follows:
Sub-hypothesis H3: The rated hotels in Setif city adopt complaint management.

Through Table 4, Figure 4 presents the results of an analysis of the importance-per-
formance map for the complaint management dimension. The analysis indicates
that Statements 1 and 5 are positioned in the first quadrant, labelled as ,focus here”,
which highlights that the hotels' performance in providing a dedicated system for
customer complaints is weak relative to its importance.
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FIGURE 4: COMPLAINT MANAGEMENT IMPORTANCE-PERFORMANCE MAP
SOURCE: AUTHORS BASED ON EXCEL 2022
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Statements 2 and 6 are situated between the first and second quadrants, labelled as
,Kkeep up the good work”. This area represents a balance between performance and
importance, albeit with a slight shift toward the second quadrant, suggesting high
performance in the employees’ ability to identify customer issues.

Statements 3 and 7 are located in the second quadrant, demonstrating that
the hotels perform well in reducing complaints by leveraging their specialized
capabilities.

Lastly, Statements 4 and 8 are centralized at the end of the second quadrant, re-
inforcing that the hotels excel in promptly responding to and efficiently handling
customer complaints.

Overall, these findings confirm that the hotels included in the study have effec-
tively implemented complaint management practices. Therefore, we accept the third
sub-hypothesis: the rated hotels in Setif city adopt complaint management.

Finally, To address the main-hypothesis, stated as:
Main hypothesis H: The rated hotels in Setif city adopt relationship marketing.

Figure 5 presents the results of the importance-performance analysis for all dimen-
sions of relationship marketing (service culture, communication and complaint
management). It is important to note that all dimensions are located in the upper
quadrants. Based on the findings from Table 4 regarding their performance and im-
portance, we observe that service culture is positioned in the first quadrant, indicat-
ing high importance but low performance. In contrast, communication is situated
along the balance line between the first and second quadrants, ultimately leaning
toward the latter. Meanwhile, complaint management is positioned in the second
quadrant.

The hotels under study should strive to maintain these dimensions within the
upper quadrants. In particular, they should focus on enhancing the performance of
service culture while ensuring that communication remains a vital link between
customers and the hotel.
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Based on the results from Table 4 and the illustrations in Figures 2, 3, 4, and 5, we can
accept the main hypothesis, which posits that the rated hotels in Setif city adopt re-
lationship marketing.

Map Of Relation5hip Marketing Dimensions

SCP 4,2154 5CI; CP4,1731CK CMP 4,2045 CMI;
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FIGURE 5: RELATIONSHIP MARKETING DIMENSIONS’ IMPORTANCE-PERFORMANCE MAP
SOURCE: AUTHORS BASED ON EXCEL 2022

5 Discussion

This study makes important theoretical and practical contri-
butions by proposing a research framework focused on a single independent varia-
ble: the extent of relationship marketing adoption through its three key dimensions
- service culture, communication, and complaint management - in rated hotels in
Setif, Algeria. An IPA map was used to visualize and evaluate these dimensions.

The primary hypothesis posits that the selected hotels adopt relationship mar-
keting. Both descriptive statistics and IPA results indicate that all three dimensions
- service culture, communication, and complaint management - are significant and
exhibit above-average performance.

The three sub-hypotheses specifically address the adoption of service culture,
communication, and complaint management by the hotels under study. As shown in
Table 4 and illustrated in Figure 5 and Sub-figures 2, 3, and 4, the findings reveal that
service culture holds the highest significance among the dimensions. This is further
supported by Figure 3, which indicates notably strong performance for service culture.
In contrast, the communication dimension, while important, demonstrates relatively
lower performance, as evidenced by its placement in the high-performance quadrant
in Figures 3 and 5. Conversely, the complaint management dimension is positioned as
average in terms of both performance and importance, as depicted in Figures 4 and 5.

Overall, these results suggest that the rated hotels in Setif have achieved a high
level of relationship marketing adoption, with all dimensions valued and effectively
implemented, thereby contributing to a robust state of relationship-based marketing.

Upon reviewing the existing literature, it becomes evident that few studies in
the hotel sector have employed IPA to present their findings. While numerous stud-
ies address various aspects of relationship marketing, most have not utilized this
methodology. Notably, studies such as Pranicevié, Garbin and Mandi¢ (2020) exam-

47



TEXT | ASMA BOUKHAOUA, FARES HABBACHE, MAOUAHIB ZEROUATI

ined the role of Information and Communication Technologies (ICTs) in enhancing
customer satisfaction in small family-owned hotels by identifying crucial ICT tools
and assessing their performance in improving customer service and operational ef-
ficiency. Similarly, Rahman and Islam (2018) applied IPA to assess service quality di-
mensions in the Bangladeshi hotel industry, and Cvelbar and Dwyer (2013) used IPA
to analyze sustainability factors in Slovenian hotels for long-term strategic plan-
ning. These studies demonstrate how IPA can pinpoint strengths and weaknesses
from both managerial and customer perspectives, helping to identify gaps that re-
quire attention for long-term success.

Furthermore, studies by Lai and Hitchcock (2015) and Azzopardi and Nash (2013)
illustrate methodological consistency in IPA applications, offering robust solutions
that enhance the reliability of results in tourism research. In contrast, a comprehen-
sive review of IPA methodology in tourism management has called for standardized
applications across studies to ensure comparability and address potential biases or
limitations in future research.

6 Conclusion The primary objective of any organization - regardless of indus-
try - is to maintain a strong market presence and achieve long-term profitability. In
today's climate of intense competition and market saturation, organizations contin-
uously seek strategies to outperform their rivals. The tourism and hospitality indus-
try is no exception; it is characterized by fierce competition, rapid market evolution,
and rising customer expectations. Consequently, hotel managers are increasingly
adopting relationship marketing as a strategic tool to foster customer satisfaction
and cultivate long-term loyalty.

This study examines the extent to which rated hotels in Setif, Algeria, have em-
braced relationship marketing practices. By employing an IPA, the research uncovers
valuable insights into the key dimensions of relationship marketing. The findings
reveal that certain attributes hold greater significance for customers, thereby pin-
pointing critical areas where hotels should concentrate their efforts. Moreover, the
analysis identifies gaps between the perceived importance of specific attributes and
their actual performance, suggesting clear opportunities for improvement.

To better align their relationship marketing strategies with customer expecta-
tions, it is recommended that hotels in Setif focus on several key actions: enhancing
communication channels, implementing more effective systems for managing cus-
tomer complaints, and fostering a robust service culture among employees. These ini-
tiatives have the potential to boost customer service and drive long-term guest loyalty.

Future research should consider exploring additional dimensions of relation-
ship marketing to build upon the findings of this study. Furthermore, investigating
the relationship between relationship marketing and other organizational variables
could yield deeper insights into how these strategies contribute to the overall success
of hotels in competitive markets.
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Résumé
tif v AlZirsku
Na dnesnom vysoko konkurencnom trhu ubytovacich a stravovacich sluZieb sa hotely ¢oraz viac zameriavaji na zvySovanie spo-

Zavedenie marketingu vztahov v hodnotengch hoteloch: Analijza déleZitost-vjkonnost v meste Se-

kojnosti hosti, aby si zabezpecili opakované ndvstevy a podporili dlhodobdi lojalitu zdkaznikov. Dosiahnutie tohto ciela si vyZadu-
je komplexnd stratégiu. Marketing vztahov sa stal klidcovgm pristupom pre hotelierov, ktori sa snaZia vybudovat trvalé vztahy so
svojimi hostami. Tdto Stidia hodnoti zavddzanie marketingu vztahov v hodnotenych hoteloch v alZitskom meste Setif s osobit-
ngm zameranim na jeho tri zdkladné dimenzie: kulttru sluZieb, komunikdciu a riadenie staZnosti. Stidia vyuZiva analjzu déleZi-
tosti a vijkonnosti (IPA) na postdenie toho, ako st tieto dimenzie implementované a vnimané v miestnom kontexte. Celkovo bolo
analyzovangch 65 platngch odpovedi od stdlych hosti hotelov. Zo zistenivypliva, Ze hoci sa v skimangch hoteloch skutocne uplat-
fiujii postupy marketingu vztahov, existuju kritické oblasti, ktoré si vyZaduijt zlepSenie. Stiidia zdérazfiuje potrebu venovat tgmto
dimenzidm zvysent pozornost s cielom posilnit spokojnost hosti, ich lojalitu a celkovd vijkonnost hotelov. Tento vijskum prispieva
k existujicej literatire o marketingu vztahov v alZirskom sektore hotelierstva a poskytuje praktické odportcania pre budiice zlep-
Senia v oblasti poskytovania sluZieb a vztahov so zdkaznikmi.
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Current marketing strategies are all about capturing and holding one’s attention for
as long as possible. Whether it's a catchy Instagram ad, a TikTok product plug, or You-
Tube pre-roll content, marketers are constantly optimizing for clicks, views, and en-
gagement. The result? The consumer brain is being bombarded by rapid-fire, highly
stimulating content that has been designed to provoke and extend attention span.

Marketing taps directly into dopamine-driven behavior loops - like the ones be-
hind social media scrolling or online shopping. Every time consumers see a targeted
ad that makes them desire something, or when a sale countdown clock urges to "buy
now," the brain gets a hit of dopamine. Over time, this can lead to compulsive behav-
ior and decreased satisfaction, as harvesting additional stimuli becomes obsession.

Brands now blur the line between entertainment and advertising. Think brand-
ed TikTok videos, influencer partnerships, and sponsored memes. It is easy to lose
hours consuming content that doesn’t enrich or challenge (any) intellectual activity
- what many refer to as “junk food for the brain.” Overconsuming shallow, ad-driven
media is likely to dull the cognitive edge.

Marketing has long been using psychology to shape thoughts, desires, and deci-
sions. Techniques like FOMO (fear of missing out), urgency, emotional appeal, and so-
cial proof all nudge the behavioral intentions. Consumers are under constant threat
of being subtly manipulated to lose the ability to think independently and critically.

Following a public vote of more than 37,000 people, “brain rot” was announced
as the Oxford Word of the Year for 2024 by the Oxford University Press. Brain rot is a
phrase that, while often used in jest or exaggeration, carries with it serious implica-
tions in both medical and cultural contexts. Literally, the term refers to degenerative
neurological conditions that deteriorate brain tissue, such as Alzheimer’s disease,
Creutzfeldt-Jakob disease, and other forms of dementia. Figuratively, brain rot is in-
creasingly used to describe the perceived decline in attention span, memory, and
overall cognitive function attributed to the overconsumption of digital media, es-
pecially content that is short-form, overstimulating, and algorithmically tailored to
maximize engagement rather than enrichment.

Algorithms behind our digital experiences often feed content that reinforces al-
ready existing beliefs or preferences, limiting exposure to diverse viewpoints and re-
ducing the likelihood of meaningful cognitive challenge. In this echo chamber, the
brain is not being exercised but rather lulled into a passive hibernate state - one that
is more susceptible to misinformation and less capable of analytical thought.

Marketing tactics possibly causing brain rot prefer passive consumption over
active engagement. They promote impulsive behaviors rather than critical thinking.
They may easily cause information overload, making it harder to filter signal from
noise. Driving constant stimulation and leaving no space for boredom, reflection or
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focus could lead to unnecessary stimulation and impulsive buying behaviors, which
are unlikely to cause long-term customer satisfaction and loyalty.

Brain rot now often refers to the cognitive fog that people claim to feel after
hours of scrolling through TikTok, binge-watching television shows, or immersing
themselves in social media. While the symptoms are not as dire as a degenerative
disease, the phenomenon has raised real concerns among psychologists and educa-
tors alike.

Our increasingly digital lifestyles are reshaping the way we think, learn, and in-
teract. The average person consumes more content in a single day than previous gen-
erations might have encountered in a week or even a month. With constant influx of
information comes an overload of stimuli such as bright colors, fast cuts, sound ef-
fects, or autoplay videos. All carefully engineered to hold attention for as long as pos-
sible. But the result may be a brain that is overstimulated, fatigued, and less able to
focus. Excessive screen time can affect areas of the brain associated with emotional
regulation, decision-making, and self-control. Constant distractions can reduce pro-
ductivity, disrupt sleep, and/or contribute to anxiety and depression.

There are concrete steps individuals may take to combat social media-induced
brain rot. Cultivating healthier media habits such as limiting time spent on social
media, prioritizing long-form content like books or in-depth articles, engaging in ac-
tivities that require sustained attention (such as playing a musical instrument or
learning a new language), and creating intentional "offline" time for reflection and
real-world interaction.

Educators, too, have a role to play in helping students develop digital literacy
and critical thinking skills, so they are better equipped to navigate the modern me-
dia landscape. Governments and tech companies also bear responsibility for ensur-
ing that digital environments are not designed solely to exploit human psychology
for profit but can instead be shaped to support well-being and intellectual growth.

While the phrase “brain rot” may be dramatic, it reflects a growing awareness of
the ways our brains are under siege from the overconsumption of empty digital con-
tent. Marketers could be part of the solution instead of the problem just as well. What
if marketers start thinking of attention as a gift rather than a resource to exploit?
Brands that respect their customers' brain (or simply their basic intellectual capaci-
ty) can stand out in a marketplace populated with mental junk food.

Résumé
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MiiZe marketing zpisobit rozklad mozku?

ty obruSovdny nadmeérnou konzumaci prdzdného a plytkého digitdiniho obsahu. Moznd i kvili tomu byl anglickg vgraz “brain rot

doc. Ing. Pavel Strach, Ph.D., Ph.D., Skoda Auto University, Marketing and
Management Department, Na Karmeli 1457, 293 01 Mlada Boleslav, Czech Republic, e-mail: pavel.strach@savs.cz

I kdyZ je vyrazy jako rozklad nebo hniloba mozku znéji dramaticky, odrdZi rostouci povédomi o tom, jak jsou nase mozkové zdvi-

"

zvolen slovem roku 2024. Znacky, které respektuji zdkladni intelektudlni svébytnost svijch zdkazniki mohou vyniknout na trhu za-
plnéném mentdlinim balastem. Pokud marketéFi zacnou pfemyslet o zachycovdni a udrZovdni pozornosti zdkaznikd jako o visade,
a ne jako o (bezplatném) zdroji, mohlo by se zménit celé marketingové prostfedi a moZnd i zvysit jednotkovd dcinnost kampani.
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Porota zlozena zo 69 odbornikov na reklamu a marketingovych $pecialistov ocenila
najefektivnejsie prace reklamnych kampani minulého roka. Klub reklamnych agen-
tir Slovenskej republiky (KRAS) je organizdtorom a odbornym garantom sitaze EF-
FIE AWARDS Slovakia.

Odovzdanie cien sa uskutocnilo v piatok 31. janudra v priestoroch Edison Parku.
Do aktudlneho ro¢nika sttaze sa prihlasilo 47 prac, 28 z nich vybrala na shortlist po-
rota 1. kola pod vedenim D4se Jurikovej Brand HUB Director zo Slovenskej sporitel-
ne. Z nich napokon spolu s porotou 2. kola vybrali 15 kampani, ktoré ocenili zlatymi,
striebornymi a bronzovymi oceneniami EFFIE. Sttazilo sa v dvoch hlavnych kategé-
ridch: EFFIE for Business a EFFIE for Good.

V hlavnej kategdrii EFFIE for Business boli udelené nasledujice ocenenia: V ka-
tegérii Corporate Reputation si bronz odniesla kampan Bohovska robota v PSS od
prihlasovatelov Istropolitany Ogilvy a Prvej stavebnej sporitelne. V kategérii Instant
Impact porota ocenila zlatou trofejou kampan Legendarne slovenské osvieZenie od
This Is Locco a Heinekenu Slovensko. Striebro ziskali dve kampane: Neminiem od
Zaraguzi a Slovenskej sporitelne a kampan Rajo Laktofree - Chut beztiaze od TRIA-
Du a Raja. V kategdrii Media Strategy & Idea bronz ziskala kampan Index prosperity
- Riatame s budicnostou od Divina, Ateliéra Ptutnici a Slovenskej sporitelne. V ka-
tegérii Partnership & Sponzorship si zlato odniesla kampan Nezomri taska od This
is Locco, GROOW DIGITAL a Mr. MAX. Striebro patri kampani Jama Levova od Wave-
makera, Markizy Slovakia, Zaraguzy a Slovenskej sporitelne. V kategdrii Sustained
Success porota udelila striebro kampani Koncept Sova od MUW Saatchi & Saatchi
a CSOB. V kategérii Brand Purpose / Brand Building bolo udelené zlato kampani SWI-
PE - kampan podla mladych od MUW Saatchi & Saatchi a Slovak Telekomu. Sticasne
boli udelené dve strieborné ocenenia: Dotyky laske pristant od Wiktor Leo Burnett
a Kofoly a kampani Aj ked st na mobile, stdle sd to deti od TRIADu, ZenithMedia
a 02.

Vhlavnejkategorii EFFIE for Good boli udelené tieto ocenenia: V kategérii Brands
- ESG projekty komerénych znaciek boli udelené dve zlaté ocenenia: Influendcérky
od Made by Vaculik, Essence Mediacom Slovakia a Orange Slovensko a kampani Men-
Struacné Saty od Istropolitana Ogilvy a TESCO STORES. Bronz patri kampani Ked
Telekom vold o pomoc od MUW Saatchi & Saatchi a Slovak Telekomu. V kategérii
Non-profit - komunikacia tretieho sektora bolo udelené strieborné ocenenie kampa-
ni Destindcia domov od Respect APP, Yolka Udicov4, SKPR Strategies a Usmevu ako
dar.

efie  =KRAS
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Okrem oceneni reklamnych kampani v jednotlivych kategéridch boli vyhlasené
aj najvyznamnejsie tituly v€era. Agenttirou roka 2024 sa stala This Is Locco. Marketé-
rom roka 2024 sa stal Martin Gartner z Kauflandu.

Kampane ocenené zlatou EFFIE ziskavaji moznost dalej stitazit v nadndrodnom
forméte EFFIE BEST of the BEST a v konkurencii pric z celého sveta. Bliz§ie informa-
cie je mozné najst na: https://effie2024.sk.
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Ceskd marketingova spole¢nost vydala tlatovi spravu, ktora obsahuje vysledky pravi-
delného prieskumu zameraného na postoje ceskej verejnosti k reklame. Zadavatelom
vyskumu bola Ceskd marketingova spoleénost (CMS), POPAI CE, Ceské sdruZeni pro
znackové vyrobky (CSZV) a spoloénost DAGO. Prieskum realizovala vyskumn4 agen-
tira ppm factum research. Zber dat bol realizovany v obdob{ 17. - 23. januara 2025
na vzorke 1000 respondentov. Tento rok iSlo uz o 42. vlnu prieskumu. Tento projekt
zalozila v roku 1993 docentka PhDr. Jitka Vysekalova, PhD. Vysledky tohtoro¢ného
prieskumu boli prezentované na podujati Cie vina, ktoré sa konalo 27. marca 2025.

Prezident Ceskej marketingovej spoleénosti Tom4s David sa o projekte vyjadril:
,Hlavni pfinos tohoto projektu spocivd v dlouhodobé casové vade, kterou jednotlivd Set¥ent pred-
stavuji. NepPetrzitd kontinuita jiZz od roku 1993 je naprosto jedinecnd. Umoziiuje sledovat dlou-
hodoby vyjvoj trendii ve vnimdni reklamy.”

V dalSom texte uvadzame vybrané zistenia, ktoré ndm v podobe grafov poskyt-
la CMS.

Vyskum sa zameriava na tieto témy a pokisa sa odpovedat na tieto otazky:

| Menia sa postoje Tudi k intenzite reklamy v jednotlivych médidch? Ako vnima-
ji mnozstvo reklamy na internete a socidlnych sietach?

| Kde je edte priestor pre reklamu, kde by ju aspori éast populécie viac uvitala?

| Je reklama sicastou ndsho Zivota a je potrebnd pre ekonomiku a krajinu?

| Manipuluje reklama ludmi a podporuje zbytoény konzum?

| Akd reklamu ludia ofakdvaji, aké poziadavky na tiu klady?

| Dajt si zdkaznici od reklamy poradit pri kipe vyrobkov a priznaji to?

| Aky mé Geskd verejnost ndzor na reklamu na lieky, cigarety a alkohol? Je to rov-
naké pri pive, vine a destilatoch?

| Akd reklamu I'udia ched, aké mé mat vlastnosti? Stdle ched, aby bola pravdiva?

| A ¢o hovoria Cesi na politickd reklamu? Veria jej?

ZAUJALO NAS | SHORT COMMUNICATIONS

Pozrime sa podrobnejSie na niektoré vystupy aktudlne k janudaru 2025. ——
Kde st Iudia reklamou najviac presyteni? Kde zostdva este rezerva?
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V porovnani s minuloro¢nym zistovanim nedo$§lo k vyraznym zmendm posto-
jov respondentov. [udia uvadzaji, Ze reklamy je prili§ vela predovsetkym na tele-
viznych obrazovkach. Ndrast tohoto postoja je z 24% na 30% oproti minulému roku.
NajvyznamnejSie presytenie reklamou je zaznamenané na kandloch Nova a Prima.
Avs$ak v porovnani s minuloro¢nym vysledkom je tu pokles prilisného presytenia zo
79% na 70% v pripade Novy a zo 77% na 68% v pripade Primy. Zaujimavostou je, ze Iu-
dia by vyznamne viac uvitali reklamu vo forme ochutnavok, kedy doslo k narastu
z 24% na 30% v tomto roku. Tato forma prezentdcie je ludmi vnimana najpozitivnej-
Sie. Presytenie reklamy vnimaji respondenti aj v dopravnych prostriedkoch, kde sa
zaznamenal narast oproti minulému roku z 27% na 33% pri reklame z vonkajsej stra-
ny a z 25% na 30% z vnutornej strany dopravnych prostriedkov. Negativne je vhima-
né aj reklama v historickych centrach miest. Jej presytenost deklarativne nardastla
z 37% na 39%.
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Je reklama velkym manipuldtorom? Je siicastou nasho zZivota?

SPOLECENSKA ROLE REKLAMY
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Na otdzku ,Pokial ste si kiipili nie¢o na zdklade reklamy, kde ste tito reklamu vi-
deli?” uvadzali respondenti najcastejSie letaky (45%), televiziu (38%) a socidlne siete
(29%). Vo vseobecnosti mozno konstatovat, Ze sd vyznamné rozdiely vo viimani do-
lezitosti reklamného média podla pohlavia a veku. Aktivnejsie posobi reklama na
socidlnych sietach na Zeny (35%) oproti muzom (23%) a zasahuje podla o¢akivani pre-
dovsetkym mladsiu generaciu (55%). V letdkoch listujui a riadia sa podla odporticani
predovsetkym respondenti vo vekovej kategérii 30-44 rokov (48%). Reklamu v televizii
uvadzali predovsetkym respondenti vo vekovej kategorii 45-59 rokov (47%).

Osobni POSTOJE K NEVHODNYM TEMATOM v reldaméch
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Respondenti sa rozhodovali do akej miery stihlasia so zvolenym tvrdenim. Zistilo sa,
ze reklama manipuluje ludmi, ¢o uviedlo 83% respondentov. Ide iba o nepatrny na-
rast oproti minulému roku (82%) avsak vyhranenost Iudi, Ze s tvrdenim tplne stihlasi
poklesla zo 46% na 42%. Pri tvrdeni, Ze reklama podporuje zbyto¢nt spotrebu bol za-
znamenany narast zo 70% na 73%. Respondenti sa sticasne vyjadrili, Ze reklama pod-
poruje existenciu médif a ndzorovi pestrost v 61% odpovedi, ide ale o pokles oproti
minulému roku o 4%. 64% respondentov sa vyjadrilo, Ze reklama poméha trhovému
mechanizmu (2% narast). Pri dalsich tvrdeniach boli zaznamenané minimélne roz-
diely oproti minulému roku.
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Pri zistovani ndzoru na vyuzivanie reklamy v pripade vybranych produktovych ka-
tegérif neboli zaznamenané vyznamnej$ie rozdiely oproti minulému roku. V tohto-
rotnom zistovani vyskumnici zaradili na testovanie novd kategériu, ktorou je
reklama na energetické ndpoje. Za najvhodnejsie prijatd povazuji respondenti rekla-
mu na volne predajné lieky, ked iba 10% respondentov sa vyjadrilo, Ze by na tento
druh vyrobku bolo potrebné reklamu zakédzat. Najnegativnejsi postoj mali Ceski res-
pondenti voc¢i reklame na cigarety - 44% z nich by tito reklamu zakazalo. Nasledova-
la reklama na destilaty a tvrdy alkohol a energetické népoje.
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Aka ma byt politicka reklama? Veria jej obéania? Ako na nich posobi?
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Specifickou oblastou je politickd reklama. VaéSinovou poziadavkou (89%) je, aby poli-
tickad reklama bola slusna a eticka. Nasleduje rovnako silné presvedcenie (88%), aby
politickd reklama ne$irila dezinformadcie. Sti¢asne ale slubom z politickej reklamy
veri iba 16% respondentov, ¢o je vSak oproti minulému roku nérast o 6%. Pri hlasova-
ni priznalo 17% respondentov, Ze ich ovplyviuje, co je porovnatelny vysledok s minu-
lym rokom (15%). Zaujem o politickd reklamu prejavilo vsak stdle 26% respondentov.
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Co respondenti oéakdvaji od reklamy a ako ju charakterizuji?
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PredovSetkym je to univerzdlna poziadavka respondentov, aby bola reklama prav-
diva (66%), bez nésilia (58%), zrozumitelna (57%), déveryhodna (57%), bez vulgarnos-
ti (51%) a aby dokdzala poskytnit informdacie o produkte (49%). VSetko st to podla
respondentov velmi db6lezité ocakavania od reklamy. Pri porovnani s minuloro¢nym
prieskumom nedoslo k vyznamnym zmendm. Ako tiplne nedoleZité je pre responden-
tov vystupovanie zndmych osobnosti v reklame (27%) a potom aby bola reklama od-
viazana (15%).

Prieskum poskytuje cenné tidaje porovnatelné za relativne dlhé obdobie. Velkou pri-
danou hodnotou je moznost sledovat tendencie v postojoch obyvatelstva k reklame,
médidm, ktoré sa pri sprostredkovani posolstva vyuzivajd, alebo pri komunikaé¢nych
apeloch, ktoré maji zdkaznika presved¢it k ndkupnému rozhodnutiu. Dostupnost
novych komunikaénych kandlov a technol6gif spristupniuje reklamu ¢oraz SirSej po-
pulacii. Bude velmi zaujimavé sledovat, ktorym smerom sa bude reklama dalej ube-
rat. Je to délezité ako pre médid, ktoré reklamu predavajd, tak aj zaddvatelov, ktori
tvoria marketingové rozpocty svojich organizacii. V kone¢nom désledku v8ak roz-
hodne zdkaznik, do akej miery bude ochotny a akou formou bude chciet komuniko-
vat so zadavatelmi reklamnych kampani.
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oil | ropa Fluctuations in oil prices can affect transportation costs for busi-
nesses. | Kolisanie cien ropy méze ovplyvnit ndklady na dopravu pre firmy.

oil-exporting country | krajina vyvdZajiica ropu

Oil-exporting countries play
akey role in global energy markets. | Krajiny vyvdZajtice ropu zohrdvaji klticovd dlohu na
globdlnych energetickych trhoch.

oil industry | ropnyj priemysel The oil industry is investing heavily in renew-
able energy alternatives. | Ropny priemysel intenzivne investuje do alternativnych zdrojov
enetrgie.

oligopoly | oligopol The telecommunications sector often operates as an oli-
gopoly. | Telekomunikacny sektor casto funguje ako oligopol.

oligopsony | oligopson An oligopsony exists when a few buyers dominate the
market. | Oligopson existuje, ked niekolko kupujiicich dominuje trhu.

omnibus research | omnibusovy vijskum Omnibus research allows multiple
clients to share the cost of a survey. | Omnibusovy vijskum umoziiuje viacerym klientom

zdielat ndklady na prieskum.

Omnichannel

omnichannel | omnichannel (zachovdva sa anglicky vijraz)
strategies integrate online and offline customer experiences. | Omnichannel stratégie
integruju online a offline zdkaznicke zdZitky.

one | jeden One good campaign can elevate a brand's image. | Jedna dobrd kam-
pati méze pozdvihnit imidz znacky.

one and all | vSetci bez rozdielu Welcome gifts were given to one and all at the
product launch event. | Na sldvnostnom uvedent produktu boli daréeky rozdané vSetkym bez
rozdielu.

one and done | jednorazovd (napr. aktivita) The campaign was designed as a
one and done initiative to boost holiday sales. | Kampaii bola navrhnutd ako jednorazovd

iniciativa na podporu predaja pocas sviatkouv.

one and only | jeding a vjnimoény He is the one and only ambassador of the
brand in Europe. | Jejedingm a vynimo¢énym ambasddorom znac¢ky v Eurdpe.

one and the same | jedno atoisté For many consumers, the brand and the pro-
duct are one and the same. | Pre mnohijch spotrebitelov sii znacka a produkt jedno a to isté.

one another | navzdjom
tive marketing projects. | Clenovia timu sa musia pri kreativnych marketingovijch projek-
toch navzdjom podporovat.

Team members must support one another in crea-

one-dimensional | jednodimenziondlny, jednorozmerny The campaign was
criticized for being one-dimensional and lacking emotional appeal. | Kampaii bola

kritizovand za to, Ze je jednodimenziondlna a bez emociondlnej pritazlivosti.

one-sided | jednostranny
tor's market position. | Prezentdcia podala jednostranny pohlad na trhovd poziciu konkurenta.

The presentation gave a one-sided view of the competi-

one size | rovnakd vel'kost The company launched a one size product designed
for all demographics. | Spolo¢nost uviedla na trh produkt v rovnakej velkosti urceny pre vset-
ky demografické skupiny.

one step | jeden krok Rebranding was just one step in their long-term strate-
gy. | Rebranding bol len jednym krokom v ich dlhodobej stratégii.

one stop | vSetko na jednom mieste
digital marketers. | Webovd strdnka pontika digitdlnym marketérom riesenie typu vsetko na
jednom mieste.

The website offers a one-stop solution for

one-time order | jednorazovd objedndvka The customer placed a one-time or-
der for 500 branded mugs. | Zdkaznikzadal jednorazovi objedndvku na 500 hrnéekouv s logom.

one to one | individudlny One-to-one marketing helps build strong customer
relationships. | Individudlny marketing pomdha budovat silné vztahy so zdkaznikmi.

online | online
younger audiences. | Vdcsina spolocnosti sa dnes zameriava na online reklamu, aby oslovi-
la mladsie publikum.

Most companies now focus on online advertising to reach

open | otvoreny An open discussion about pricing strategies helped the team
align their goals. | Otvorend diskusia o cenovijch stratégidch pomohla timu zjednotit svoje ciele.

open a can of worms | otvorit Pandorinu skrinku/vyvolat neéakané problémy
Changing the return policy without warning opened a can of worms with loyal cus-
tomers. | Zmena reklamacnej politiky bez upozornenia otvorila Pandorinu skrinku u verngch
zdkaznikov.
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