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A Literature Review of the Qualifications of SPA Managers of Luxury
Hotels and Resorts

Costas Assimakopoulos & loanna Leontaridou

Abstract

A huge part of the Greece GDP is contributed by Tourism industry. Hence, a great attention has been
paid by companies to offer high quality services and in this framework personnel’s special
competencies are under investigation. The differentiation that Wellness and Spa offers for a hotel
or a resort is prominent. Quality services can attract customers of high expenditure capabilities and
this is the nest of the market that has to be gained. Skills and competencies of the therapists and
managers of a SPA center assure quality. This paper is part of a research project that has been
granted by the research Committee of International Hellenic University as a joint effort of the
department of Business Administration, Marketing and Tourism and the former Department of
Aesthetics and Cosmetology in order to determine the competencies that should be entailed by a
Post Graduate Program in SPA management.

The Authors have performed a great campaign of both a qualitative and quantitative research that
includes interviews of Spa managers in big Greek Resorts and employees. However, before that, an
extensive literature review has been carried out so that trends and elements in this scientific area
would be investigated and give the theoretical background of the research. In this paper the results
of this extensive literature review are presented and analyzed. The aim of the paper is to investigate
any specific characteristics or qualifications that a SPA manager should have so that he/she manages
effectively a SPA/wellness center. The impressive outcome is that a Spa Manager should have an
interdisciplinary profile that includes not only the knowledge of the therapist subjects, but also
marketing, sales and financial management as well as health and safety issues. Based on those
findings, the Authors propose the outline of an MSc program.

Keywords: Spa managers. Qualifications. Competencies.

Introduction

Greece is a global touristic destination. Tourism breaks successive records regarding the arrivals. In
2019 the arrivals estimated to be greater than 30M for a population of a country equal to 10M. Then
the covid-19 has imposed internationally restrictions to travelling and after those restrictions were
raised (last summer) the records are repeated. However, lack of specialized personnel has been
noted and labour of many specialties is missing. It is estimated that Greece lack more than 800K
labour power, that is well trained. On the other hand trained and specialised personnel can be a
differentiated factor for services providing enterprises. International literature has shown that a
company should employ higly specialized employments as the latter is a key factor for success
particularly when the company provides customized and personalized services.

Hotels are differentiated by the variety of services they provide to their customers. Among the
services that attracts customers of higher spending wallets are the spa and wellness services.
Wellness and spa centers can exist as integrated modules insight a resort having a vertical
organization (manager, employees, supply chain etc.) and autonomous places. The visitors are
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proved to be demanding customers and hence an individualized approach must be implicated. Spa
manager plays a very important role in this direction.

The spa manager’s important role was initially detected by the International Hellenic University and
that is why an MSc program in Spa Management was established in 2015. Now since the economic
crisis passed and Greece is in a development track again the spa management is once more in the
epicenter of a company’s pursuit. Spa manager’s profile should be once again determined and this
is the aim of the paper. Particular objectives are the axes of the qualifications that a spa manager
should have in order to deliver his/her duties in a highly qualitative manner.

The rest of the paper is organized as follows: In the next section a literature review is presented.
Then, the efforts of our team to determine spa manager’s characteristics are depicted, and finally,
the profile of a spa manager is described. The paper finishes with the conclusions and the reference
list.

Literature review

Generally speaking, leadership requires some skills that depend on the culture of the region, the
subject of the company and the business that are running. The most important of all is the
knowledge that has to do with the object of the business itself. Additionally, leadership and support
are equally important features of the manager (Ladkin & Weber, 2011). Moreover, the capable
leader is the one that adopts and implies innovations in the business procedures (Smith et al., 2016)
and the necessary technology that can adequately support the innovation which can be considered
as a philosophy, a way of thinking or a procedures succession (Ladkin & Weber, 2011). Particularly
in tourism in accordance with (Sinclair & Lips-Wiersma, 2008) the manager acquires his/her
capabilities by pursuing tasks under social impact and competition pressure.

Nevertheless, in spa management, the manager has to figure out the profile of the customers along
with their passions and motivations, lifestyle and hence, customer segmentation is feasible and
adjust spa services to customer’s individualized needs (Pine & Gilmore, 2013; Rawlinson & Heap,
2017). Obviously, marketing studies are requisite.

Additionally, spa manager should be aware of the touristic package and contribute to its design,
(Cohen, 2008). Moving a step further the whole environment of a spa center —aesthetics,
atmosphere, design should be part of the manager’s job (Ferrari et al., 2014). Even the décor should
be originated by the local cultural influence or the spaces should be organized depending to
preferences of social outreach (Hindley & Smith, 2017). Spa managers should work on service
enhancement (Tussyadiah, 2014).

The health and safety issues that arise in a spa /wellness center according to the literature is a
subject of a spa manager. The manager should know the guidelines of World Health Organization
and introducing new technologies should take care and re-assure water hygiene and sanitation
(Giampaoli & Spica, 2014). Health, hygiene and sustainability issues are strongly connected
(Margarucci et al., 2019) and along with the usage of high edge technologies (Valeriani et al., 2018),
impose somehow the knowledge and skills background of a modern spa manager.

Based on the above literature and the opinion leaders there exists a basic research area for the
gualitative approach that is the main objective of this study. The literature scrutiny deduced to a
gualitative research tools, i.e. the semi-structured questionnaire which was the main research tool
for this phase of the project.

Data and Methods

The aim of the paper is to investigate any specific characteristics or qualifications that a SPA
manager should have so that he/she manages effectively a SPA/wellness center. The authors have
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conducted a survey that was divided into two parts, a qualitative part and a quantitative part. The
qualitative part followed a literature review was carried out using a semi structured questionnaire.
The qualitative research aimed to approach experienced distinguished administration members of
wellness and spa centers with clear view of the subject. The outcome of the qualitative survey was
then used for the quantitative survey. Based on the results of the first campaign of interviews, a
structured questionnaire was prepared for quantitative measurements so that robust results are
obtained with deductive analysis. The qualitative research took place from May to Sept of 2020.
Qualitative research included 12 interviews with spa managers having more than 20 years of
experience and faced a lot of experiences. The time consumed by the researchers per interview was
about 1,5 hours. The purpose was that they would guide the successive quantitative research by
giving characteristics of the profile of a manager or by excluding characteristics of the profile of the
manager. After the interviews had finished, the recorded material was passed through N-vivo
software to distinguish nodes and grouping terms. The nodes and the terms helped construct the
instrument for the second part the quantitative campaign.

Figure 1: Frequencies per term
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Source: Own elaboration.

The quantitative campaign entailed a sample of 72 people either having managerial positions or
being staff of spa centers in luxurious resorts in Greece. The team approached by in-vivo interviews
throughout high season periods 102 members of the population of interest. There were specific
meeting where the response rate finally reached 70%. For that purpose team members travelled in
a wide geographical spread the country meeting important resorts in Chania, Heraklion, Rethymnon
(Crete island), Rhodes, Peloponnese, Athens, Komotini, Chalkidiki, covering almost 70% of the most
important touristic regions of Greece. This campaign was undertaken just during two covid-19
summers (2020-2021) when the protocols for face to face meetings were severe. However, the data
set was adequate.

Results and discussion

Data processing resulted in a manager’s profile that consisted of 4 axes: Management, Marketing,
Therapist technical soft skills, Information communication and technology. Each axis has three
specialization sub-axes that elaborate the special chapters of the axis. The specialization features of
an axis were discovered after exploring the needs of a spa manager as recorded by the field survey
campaigns (Busseto et al., 2020). The specialized features are as follows:
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Spa Marketing issues: The field research revealed that data regarding customers should be
systematically gathered by spa administrative members and therapists and using modern
technology it should be stored and processed. The need that has to be covered is the customer
profile building which in turn will help for market segmentation and adapt offers of spa centers
accordingly.

Table 1: Axes and Sub-axes of a SPA manager’s profile

Axes Sub-Axes
Management 1. Human Resources management

2. Total quality management

3. Styles of management
Marketing 1. Market segmentation techniques

2. Personal sales techniques

3. Customer relationships management (CRM)
Therapist technical soft 1. New therapies, massage techniques and exercises
skills 2. Hygiene and safety issues

3. Cosmetology products and nutrition
Information 1. Information and Communication Technologies (ICT)
communication and 2. CRM software
technology 3. Social media and social networking

Source: Own elaboration.

Moreover, a remarkable finding is that when applying a therapy the customer is sometimes in
dialogue with the therapist who can suggest a range of alternative products to the customer and
give him/her the opportunity to choose new therapies additionally to the therapies applied. This
gives the chance for the therapist to make product/services sales simultaneously with the
application of therapies, and increase the revenue for the wellness /spa centre. Hence, personal
sales techniques should be one hot feature that spa manager has to be familiar with. In a
competitive environment defensive marketing is quite a priority against offensive marketing.
Preserving customers is much easier and money saving strategy rather than gaining new customers
which in many cases can cost 5-10 times more money. The spa manager/staff has to focus on most
valuable customers (distinguish them, give them customized services and offers) so that to retain
them. This is the subject of the Customer relationships management (CRM) as a philosophy, system
applied in a company. The spa workers should be trained for CRM philosophy.

The qualitative and the quantitative research revealed how important is the human relationship
management in modern companies and in spa centers even more important. Employees working in
such a place are spending many hours a day in a technically created warm and moisture
environment continuously over several months (touristic seasons) when breaks and leisure time for
the workers are limited. Conflicts and inter-personal problems arise, and thus, the manager usually
comes to solve or counterbalance those disputes. HR management is a key feature for a Spa
manager (Bielanski et al., 2011). Competition and the need for differentiation impose to offer
flawless services of high quality, do the correct things from the beginning, follow protocols and offer
services, continuous self-improvement, design of the services so the problems prevented, etc. All
these notions are primary principals of total quality management. Hence, total quality features
should be parts of the knowledge profile and train a spa manager should has. Nevertheless, the
variety of personalities of customers/staff, the variety of services and environments /needs that a
spa/wellness center comes to cover imposes that the manager has the knowledge and skills to adapt
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him/her self to dynamic administrative conditions. In other words, spa manager should be aware of
different management styles existing in the literature and this should be part of a spa manager
feature (Smith and Wallace, 2019).

In the name of continuous improvement, spa therapist and spa managers should never be isolated
or estranged from the actual duties and professional skills. New therapies, massage techniques and
exercises should be top priority. Even, techniques that are applied being old fashion should be
taught in depth so that their working mechanism would be really and in depth known. These should
be part of a spa manager figure. Wellness and spa centers are warm environments with high levels
of moisture. The environment is friendly to germs and microbes (funguses). Measures of hygiene
and safety should be applied. The dangers regarding germs must be explicit to the workers and
administration should elaborate to the measures taken to prevent contaminations and their
application must be strict. Hygiene and safety issues should be part of a training program for spa
managers so that the respective qualifications be also part of the profile of a spa manager.
Moreover, therapeutic techniques should be accompanied by appropriate cosmetology products
and nutrition. Skin and body must be treated with all products that are important for its health.
Thus, therapists and managers in wellness centers should have specialized training regarding
cosmetology and nutrition. In this direction qualitative research depicted that cosmetology and
nutrition knowledge should be part of a spa manager profile.

Information and Communication Technologies (ICT) and the evolutions and tools included for data
gathering and customer profiling as well as customer relationship management (CRM) philosophy
needs software support and well-trained employees for data entering and analyzing. Data gathering
requires ICT for customers’ wills and passions capturing. Social media and social networking is a
modern tool for supplying data to the spa/wellness centre servers for CRM and profile
segmentation. Moreover, the latter can assist sales and promote offers and get feedback from
potential customers. Finally, ICT can play an important role for intra-company communication and
extra-company communication. Spa manager and staff should be trained to that also.

Conclusion

After a long investigation that took place from March 2020 until October 2022 the authors
succeeded in investigating by both qualitative and quantitative means the special knowledge, skills
and competencies that a spa manager should have for a contemporary competitive environment in
the tourism sector where spa/wellness centers are embedded into luxurious resorts and
differentiation along with high quality services are an imperative need. In this framework the
qualitative research provided the seeds for quantitative research and a complete package of the
profile of a spa manager figure is provided. The profile includes four basic axes that are also
presented. The paper aspires to be a useful tool for universities and organizations that want to train
spa managers successfully.
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Green Practices in Contemporary Hotels in Greece

Costas Assimakopoulos & Panagiotis Tsalis

Abstract

The aim of this paper is to examine the perceptions of travelers regarding the environmental
sustainability of a hotel. Hospitality literature review depicts that few studies have investigated
Green practices that result in hotels sustainability, from the traveler’s point of view. In a competitive
market, managers realize that implementing green strategies to reduce energy, water consumption
and waste disposal, is important to withstand economic crisis. On the other hand, it is interesting to
investigate whether this green policy has an effect on the increase of the intention of guests, who
share environmental concerns, to visit such a hotel.

The Authors perform a field study using a sample of tourists visited Halkidiki, in Greece, and gather
data regarding their knowledge and attitude toward the adoption of environmentally friendly
policies and at the same time to investigate if their intention to visit hotels that implement such
policies is also affected positively.

The results are quite positive and pinpoint that ethical and green policies may result in reducing
costs on the one hand and attract an existing dynamic market nest on the other, so that finally green
policy can be a strategic decision of the hotels’ management.

Keywords: Green hotel. Hotel sustainability. Intention to visit.

Introduction

The need for sustainable energy development is growing rapidly in the world. Widespread use of
green energy sources and technologies is important to achieve sustainability in the energy sector in
both developing and industrialized countries.

A few years ago, the service sector began to consider the importance of sustainability. Companies
in this sector focused on environmental practices such as reducing energy, waste and water costs
that are geared towards customer concerns about environmental issues. This means that companies
should focus only on the economic dimension in their operations and activities to achieve
sustainability but also on the social and environmental dimension (Jabbour, et al. 2013).

There are five dimensions of sustainability in the hospitality sector (employee, customer, society,
supplier and shareholders) and sustainable development in this sector can be achieved through
stakeholder relationship management. In the literature, several papers have explored a range of
sustainable practices in the hospitality sector. These practices mainly focus on how organizational
practices can demonstrate environmentally friendly behavior and actions in a responsible manner
(Ahmed et al., 2021).

Many organizations worldwide engage in codified sustainable tourism practices using Global
Sustainable Tourism Council (GSTC) criteria to assess their sustainable management practices. The
GSTC criteria are organized into four pillars, which focus on social, environmental responsibility,
economic impact and cultural impact of tourism (Andzenge, 2016). Another example of sustainable
tourism criteria is Green Globe International's standards for sustainable tourism, which are
recognized by GSTC. Green Globe International is an affiliate member of the World Tourism

17



Organization, which provides a structured assessment of the sustainability performance of travel
and tourism businesses and their supply chain partners.

The question that arises is if the so called Green policy or Green character of a hotel compromises
hotels’ services and successively the latter moderates the intention of a client to visit a hotel. This
is examined in this paper. So, in an attempt to give a definition of a green hotel that our research is
focused we can say that a Green hotel is the one that applies the Green Globe International's
standards for sustainable tourism, no matter if the company has achieved to get the accreditation
from the department of the ministry of tourism in Greece, as the latter is a procedure that needs
time so that the “Green paper” is given to a hotel.

The paper is organised as follows: In the next section a literature review is presented giving the
background of the study. Then, the methodology section follows giving the methodological steps
followed to achive the aim and objectives of the research. Next, the results of the field research
data are presented and a conclusions section ends the paper, discussing the oucomes and give some
limitations and future work directions.

Literature review

According to Ajzen (1991) intention is predicted by three factors: attitude toward the behavior,
perception of social pressure to perform the behavior (subjective norms-social influence), and
control over the performance of the behavior (perceived behavioral control). Consumer behavior
when staying in a green hotel differs from others in terms of their attitude, subjective norm,
perceived behavioral control, and intention.

Attitude relates to a person's overall evaluation of a particular behavior. Nevertheless, a person with
an environmentally positive attitude is ready to adopt actions of environmental protection.
Customers have a positive attitude toward environmental protection by default. Moreover, tourists'
green attitude is prejudiced by hotels green practices. Consumers' decision to return to a hotel is
geared by the positive emotion they experience and the instant indulgence of doing something good
for the environment. Literature has shown that environmentally responsible attitude of a hotel
affects positively customer’s intention to visit. Additionally, they are ready to tolerate an increased
cost for hotels that are engaged in green practices, and even more write down positive comments
on the web. Attitudes toward a hotel's environmental concern affect tourists' future intentions (Han
& Yoon, 2015).

Social influence relates to the awareness of social pressure that influences a person's behavioral
intention and attitude. It is a person's beliefs that are influenced by other people such as family
members and friends who believe that a person should or should not perform a specific behavior.
Ryu et. al. (2012) found that social influence is positively associated with an individual's attitude
toward specific types of behavior. Empirically, there is a relationship between social influence and
tourists' attitudes towards a green hotel. Indeed, subjective norms play an important role in an
individual's decision to stay in a green hotel and positively influence their intention to revisit a green
hotel.

Perceived behavioral control reflects beliefs about access to resources and opportunities needed to
perform behavior which includes: the availability of resources needed to engage in the behavior
which includes access to money, time and other resources. Perceived behavioral control also refers
to the individual's ability to control various factors that influence actual behavior. Previous research
has depicted that perceived behavioral control predicts one's behavioral intention. Lee et al. (2010)
claim that strong intention is likely to encourage performance. The behavior of guests in green
hotels is determined by the resources they are willing to spend on staying in a green hotel. Perceived
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behavioral control was found to significantly influence consumers' behavioral intention to stay in a
green hotel.

Positive intention relates to the relative strength of one's intention to perform a behavior.
Consumer behavior refers to how individuals make decisions to spend their available resources
(time, money, and effort) on consumption-related items and additionally intentions to spread
positive or negative word of mouth of the green hotel, willingness to pay an expensive price for the
green hotel room. Indeed, Chen & Tung (2014) reported that consumers' attitude towards green
behavior was a significant predictor of their intention to make positive recommendations and their
intention to revisit a green hotel or even more tolerate any extra costs related to green practices.
Green hotel practices that protect the environment have an impact on consumers' stay behavior
and intention to revisit the hotel. Returning tourists' intention to revisit a green hotel is due to the
positive emotion they experienced and the instant gratification of doing something good for the
environment. Lee et al. (2010) noted that the overall image of a green hotel affects consumers'
intention to revisit the hotel.

Environmental values may have a strong relationship with an individual's perceived value of green
hotels. In the literature, there are various definitions of the concept of perceived value and the
definition of Zeithaml (1988) is the most universally accepted. It defines perceived value as a
person's personal assessment of the usefulness of a product/service based on what is received and
what is given. In the hospitality and marketing literature, this concept is widely used to measure
consumers' perceived value in terms of "value for money" or functional value. However, as
perceived value is not limited to this functional value alone, many researchers have also empirically
identified other value perceptions, such as emotional and social value, to explore the
multidimensional and context-dependent nature of customer-perceived value. This concept is also
applied in many marketing and hospitality studies. Similarly, green hotels, designed to reduce
negative impacts on the environment and help conserve natural resources, could create desirable
values for consumers who view environmental protection as favorable and necessary. That is, a
person with a stronger environmental value should perceive green hotels as having a higher value
and thus, has an increased intention to visit.

Many studies in the literature have shown that environmental concern has a favorable effect on
people's positive attitudes toward various environmental issues. The well-known knowledge-
attitude-behavior model results in environmental awareness and concern (environmental
attitudes), which in turn leads to pro-environmental behavior. Environmental knowledge acquired
from the outside is expected to lead to positive perceptions of environmental concerns and
practices.

Data and Methods

In this section, reference will be made to the methodological research hypotheses of the present
study and it will describe the research sample. The purpose of the research is to investigate tourists'
intention to stay in a hotel that implements green practices, or otherwise in a green hotel. The
questionnaire was available from 22/11/2022 to 29/11/2022. The research population was people
visiting Halkidiki, a high touristic region in Northern Greece.

With the aim of collecting the largest possible sample, in the shortest possible time, the avalanche
sampling method was chosen. The avalanche method initiates in a non-probabilistic way and
continuous giving an increased probability to a larger part of the targeted population to take partin
the survey. This way the lack of a sampling framework is somehow surpassed. With this method we
managed to collect a total of 179 fully completed questionnaires. The GoogleForms tool was used
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to spread the electronic questionnaire. The questionnaire link was shared on social media platforms
such as Messenger, Viber, Instagram, Facebook and Telegram.

The questionnaire consists of a total of eleven groups of questions. The "structural variables", that
are multi-item variables, are named like Environmentally Concern, Environmental Attitude,
Environmental Commitment, Trust, Green Hotel knowledge, Attitude, Green hotel practices, Green
personal practices, Cost acceptance, Intention to visit a hotel are built into the groups of questions.
There are also questions about respondent demographics and other filtering questions.

Hypotheses formulation

In the first part of the research analysis, statistically significant relationships between respondents'
demographic characteristics and their intention to stay in a green hotel will be examined. Therefore,
it is examined whether Gender, Age, Occupation and Income moderates the intention to stay in a
green hotel.

In the second part of the research analysis, the statistically significant relationships between the
independent multi-item variables (moderators) and the dependent multi-item variable (intention to
visit a green hotel) will be examined. Therefore, the resulting research hypotheses examines
whether the independent variables "Environmental concern", "Environmental views",
"Environmental commitment”, "Trust", "Opinion of green hotels", "Attitudes", "Green hotel
practices", "Personal green practices", "Cost Incurrence" affects the "Intention to Stay" in a green
hotel. The problem is considered to be multi-factorial and thus, multinomial regression is necessary
for modeling the solution approach.

Results and discussion

This part is for the extraction of the results, detail analysis of them and discussions. The multi-item
variables are checked for their inherent capability to consist measures as a whole. In order to check
them for consistency, Cronbach’s Alpha has been used. The results have depicted that all of them
obtained an Alpha value that is greater than 0,65 which is an adequate threshold for proving
reliability of the multi-item measure. All measures present inherent consistency so they can be used
to calculate new construct variables. On the other hand all of them present face validity and context
validity so they are robust tools to be used in this paper.

Some demographics of our sample are presented in Table 1. As it can be seen there has been a
stratified sample regarding four main demographic characteristics. To obtain random samples
without a sampling framework is quite difficult. However, efforts have been made to have a
population profile representation in our sample. The majority of our sample is aged between 40-49
years old, half men half women. All main classes of occupation exist in the sample and the annual
income of the overwhelmed majority is ranged from 10.000€ to 30.000€ (more than 67% of the
sample.

Hypotheses testing

Regarding hypotheses testing and particularly the existence of a relationship between
demographics and the intention for someone to stay in a green hotel, it has been found that only
age affects the intention to stay, at a significance level of 0.05 (p-value 0.044).

Nevertheless, intention to stay in a green hotel has been found to be positively affected by all
construct variables (see Table 2) (p-value <0.05). The correlation coefficient in all cases is positive
and statistically significant. Thus, visitors” attitude, trust, individual responsibility, environmental
awareness, environmental concern, green practices by green hotels and green practices by
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consumers are all factors affecting their intention to stay in a green hotel. Thus, all hypotheses are
sustained. In Table 2 the results of bivariate correlation are depicted.

Table 1: Demographics of the sample

Valid Cumulative
Gender | Frequency Percent Percent Percent
Male 103 57.5 57.5 57.5
Female 76 42.5 42.5 100.0
Valid Cumulative
Age Frequency Percent Percent Percent
18-29 59 33.0 33.0 33.0
30-39 44 24.6 246 57.5
40-49 35 19.6 19.6 77.1
50-59 27 15.1 15.1 92.2
>=60 14 7.8 7.8 100.0
Valid Cumulative
Occupation Frequency Percent Percent Percent
Unemployed 24 13.4 13.4 13.4
Student 39 21.8 21.8 35.2
Private sector
client 80 447 447 79.9
Public servant 8 45 45 84.4
Free lancer 16 8.9 8.9 93.3
pensioner 12 6.7 6.7 100.0
Valid Cumulative
Annual income | Frequency Percent Percent Percent
0€-10.000€ 58 324 324 324
10.001€-20.000€ 82 45.8 45.8 78.2
20.001€-30.000€ 32 17.9 17.9 96.1
>=30.001€ 7 3.9 3.9 100.0
Total 179 100.0 100.0

Source: Own elaboration.
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Table 2: Correlations among all construct variables of our survey

Green Green
Env. Env. Green Hotel hotel personal Cost Intention
Attitude Commitment Trust knowledge Attitude practices practices | acceptance to visit
EnV. Pearson * % * %k * %k * % %k * %k * % * % * %
Concern Correl. .504(**) A49(**) .324(**) .332(**) .308(**) LA05(**) .335(**) .313(**) 272(*%)
Slg.' (2- .000 .000 .000 .000 .000 .000 .000 .000 .000
tailed)
N 179 179 179 179 177 179 179 179 179
EnV. Pearson * %k * %k * % %k * %k * % * % * %
Attitude Correl .660(**) | .325(**) 333(%*) | .336(**) | .381(**) | .385(*%) 372(*%) | .222(*%)
Sig. (2-
> .000 .000 .000 .000 .000 .000 .000 .003
tailed)
N 179 179 179 177 179 179 179 179
Env. Pearson
Commitm | Correl. .356(*¥) 314(**) | .425(**) | .357(**) | .366(*%) 271(*%) | .256(**)
ent
Sig. (2-
> .000 .000 .000 .000 .000 .000 .001
tailed)
N 179 179 177 179 179 179 179
Trust Pearson 628(**) | .606(**) | 557(**) | .349(**) 333(*%) | .427(*¥)
Correl.
Sig. (2-
> .000 .000 .000 .000 .000 .000
tailed)
N 179 177 179 179 179 179
Green Pearson
Hotel Correl. - - . ok ok
knowledg .541(**) .524(**) .298(**) .339(**) .363(**)
e
Sig. (2- .000 .000 .000 .000 .000
tailed)
N 177 179 179 179 179
Attitude Pearson - o o o
Correl. 755(*%) .582(**) A87(**) 574(**)
Sig. (2- .000 .000 .000 .000
tailed)
N 177 177 177 177
Green Pearson
hotel Correl. .666(**) 571(**) .615(**)
practices
Sig. (2-
tailed) .000 .000 .000
N 179 179 179
Green Pearson
personal Correl. .528(**) 458(**)
practices
Sig. (2-
tailed) .000 .000
N 179 179
Cost Pearson
acceptanc Correl. .626(**)
e
Sig. (2-
tailed) 000
N 179

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).

Source: Own elaboration.

It is also important to reveal approximated relationships that connect the independent variables to
the intention to stay so that the latter’s degree (low/high) can be predicted. It is used multinomial
regression, and all structural variables have entered the stepwise procedure. Stepwise is a
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procedure where after some calculating cycles, SPSS decides which is the most well fitting linear
multivariable model. As can be seen in Table 3, although 9 variables are bond with the intention to
stay, linearly there are only 3 of them (cost acceptance, Hotel’s green practices, Attitude), that
adequately describe 50.8% of the variance of the dependent variable (intention to visit). Those 3
structured variables have statistically significant F change coefficient (less than 0.05).

Table 3: Model Summary(d)

R Adjusted R | Std. Error of Durbin-
Model R Square Square the Estimate Change Statistics Watson
R Square F Sig. F
Change Change df1 df2 Change
1 .625(a) .390 .387 1.19105 390 | 111.945 1 175 .000
2 .700(b) 491 485 1.09169 .100 34.306 1 174 .000
3 .713(c) .508 .500 1.07584 .018 6.165 1 173 .014 1.686

a Predictors: (Constant), cost acceptance

b Predictors: (Constant), cost acceptance, Hotel’s green practices

¢ Predictors: (Constant), cost acceptance, Hotel’s green practices, Attitude
d Dependent Variable: Intention to visit

Source: Own elaboration.

Table 4: Coefficients(a)

Unstandardize | Standardized 95% Confidence Collinearity
Model d Coefficients Coefficients t Sig. Interval for B Correlations Statistics
Std. Lower | Upper Zero-
B Error Beta Bound | Bound order Partial Part | Tolerance VIF
3 (Constant) | 158 .808 1953 | .052 | -017 | 3.174
Cost
acceptanc | .291 .049 .385 5.882 | .000 193 .389 .625 408 | .314 662 | 1.51
e
Green
hotel 126 .045 244 2.793 | .006 .037 .216 .619 208 | .149 373 | 2.68
practices
Attitude 128 .052 203 | 2483 | .014 .026 230 574 186 | .132 426 | 2.35

a Dependent Variable: Intention to visit
Source: Own elaboration.

Table 4 presents the standardized and unstandardized coefficients of the linear regression model.
The resulted model presents Intention to visit as a function of “cost acceptance”, “green hotel
practices”, “attitude”, as the approximated linear equation shows:

Intention to Visit

= 0.291 X Cost Acceptance + 0.126 X Green Practices + 0.128 X Attitude
+ 1.58

The other 6 construct variables remain important independent moderators of intention to visit but
their effect is not described well with a linear approximation.

Conclusions

Contemporary tourism industry is quite competitive. In order to withstand competition,
sustainability factors are studied. Some of them have to do with environment and particularly the
adoption of environmentally responsible management. Hence, environmental sensitivity gains more
and more interest to the consumers/hotel customers and hotel visitors. They act environmentally
and are aware of green strategies (Nisar et al., 2021). This paper has examined the modern notion
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of green hotels in the framework of environmental sustainability. It has been proven that peoples
intention to stay in a so called green hotel is affected by a demographic (age) and some other
characteristics described above like trust, attitude, individual responsibility, environmental
awareness, environmental concerns, green practices by hotels and by the consumer himself.
Moreover, when it comes to additional costs the customer seems to be ready to accept it.

Some limitation of this work is that there is no sampling framework so that it is not easy to create
random samples in a more strict way. However, the study, has clarified some first important factors
that hoteliers should take under consideration. A further research should overcome this limitation
for results verification.
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Spokojenost s online turistickymi sluzbami v Jihomoravském kraji

Satisfaction with Online Tourist Services in South Moravian Region

Simon Balga & Ida Ra%ovska

Abstrakt

Digitalizace cestovniho ruchu v synergii s destinaCnim managementem, je v aktualni dobé velice
vyznamnym tématem, kterému je tfeba vénovat vice pozornosti. Existuje mnoho informacnich
online kanal( nabizejicich rlizné urovné kvality obsahu. Zasadnim problémem je vsak jejich validita
a dostupnost. Cilem studie je zhodnotit spokojenost navstévnik( Jihomoravského kraje
s elektronickymi sluzbami, respektive internetovymi zdroji turistickych informaci, v kontextu jejich
demografického profilu. Hlavnim zdrojem informaci pro vyzkum jsou primdrni data z dotaznikového
Setfeni, které probihalo face to face od Cervna do zafi roku 2022 ve vybranych jihomoravskych
turistickych oblastech. Z téchto dat se analyzuje vztah mezi cilovou skupinou a druhy elektronickych
sluzeb. Vysledkem studie je zpracovani prehledu vyuzivanych elektronickych sluzeb navstévniky
destinace, jejich kategorizace a zhodnoceni, jestli sluzby nebo webové stranky odpovidaji aktudlnim
trendlim, tedy jednoduchosti, stru¢nosti, rychlé orientaci a presnym informacim.

Klicovd slova: Aktudlni trendy. Destinacni management. Digitalizace. Dotaznikové Setreni.
Jihomoravsky kraj. Online komunikace. Spokojenost navstévnikd.

Abstract

The digitalization of tourism in synergy with destination management is a very important topic that
needs more attention at the moment. There are many online information channels offering
different levels of content quality. However, their validity and accessibility is a major issue. The aim
of the study is to evaluate the satisfaction of visitors to the South Moravian Region with electronic
services, or internet resources of the tourist data, in the context of their demographic profile. The
main source of information for the research is primary data from a face-to-face questionnaire survey
conducted from June to September 2022 in selected South Moravian tourist areas.From this data,
the relationship between the target groupand the types of electronic services is analysed. As a result
of the study, an overview of the electronic services used by visitors to the destination, their
categorisation and an assessment of whether the services or websites correspond to current trends,
i.e. simplicity, brevity, quick orientation and accurate information.

Keywords: Current trends. Destination management. Digitalization. Online communication.
Questionnaire survey. South Moravia. Visitor satisfaction.

Uvod

Kazdy navstévnik vyuzivd v néjaké fazi cestovani elektronicky zdroj informaci, ktery je zdkladnim
cerpacim kandlem dat pro pripravu nebo realizaci vyletu, respektive dovolené. Na jedné strané se
objevuje Siroka skala rdznych, ale neovérenych internetovych zdroja s riznou urovni presnosti a
aktudlnosti informaci o destinaci a atraktivitdch. Na strané druhé lezi ovérené a spolehlivé zdroje.
Rozdil spociva predevsim v dostupnosti a rozsifeni téchto online komunikacnich kanald. Snahou
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destinacnich spolecnosti, respektive fidicich organizaci cestovniho ruchu, by mélo byt vytvaret
jednotné virtualni platformy, které shrnuji dllezité informace pro orientaci navstévnika v dané
destinaci.

V ramci univerzitniho vyzkumu byl v letni turistické sezéné roku 2022 proveden face-to-face vyzkum
ve vybranych destinacich Jihomoravského kraje, jehoz soucasti byly i otdzky ohledné spokojenosti
s online komunika¢nimi zdroji destinace, jako jsou dostupné mobilni aplikace, destina¢ni webové
stranky, profily socialnich siti a jiné.

Doba digitalizace je jiz nedilnou realitou kazdodenniho Zivota a je nutné okamzité pfizplsobit trh
destinacnich produktl, propagace a komunikace s navstévniky oblasti modernim trendiim a
uzZivatelsky privétivym rozhranim s presnymi informacemi. Na zakladé primdrnich dat ziskanych
z terénniho zjistovani vysledkll vyhodnotime vazbu mezi demografickym profilem dotazovanych a
jejich hodnocenim v dané destinaci Jihomoravského kraje.

Prehled literatury

Mazanec fika, Ze spokojenost s produktem cestovniho ruchu je povazovdana za zakladni cil a ukazatel
Uspésnosti destinaéniho managementu (Mazanec a kol., 2007). Uroveri spokojenosti navitévnikd s
pobytem v destinaci se obvykle méfi jako celkova spokojenost s pobytem, ale také jako vliv
jednotlivych sloZzek (Albayrak a kol., 2013). Spokojenost navstévnik( je obvykle hodnocena podle
miry naplnéni jejich ocekdvani ve vztahu k prijaté sluzbé, produktu a hodnoté. (Kozak & Kozak,
2019). Jednim z klicovych faktorld uspéchu pfi poskytovani sluzeb je porozuméni zdkaznikovi. Z
tohoto dlivodu se poskytovatelé, vyzkumnici i mistni samospravy zajimaji o chovani navstévnikd,
jejich motivace a postoje k cestovani a v neposledni Fadé o spokojenost (Stumpf a kol., 2022).
vyhleddvani a nasledného zpracovani informaci. Vyzkumnici v oblasti psychologie a spotfebitelského
chovani naznacuji, Ze je image abstraktni, komplexni a dynamicky koncept. Trend digitalizace ale v
poslednich dvou desetiletich sméfuje tam, kde byla vyvinuta online média a platformy pro
Hickersona a kol. (2021) si turisté mohou vychutnat Zivy virtualni zazitek z turistické destinace a
zaroven zUstat na stdlém pevném misté. Morosan a kol. (2008) zase povazuji proces vyhledavani
informaci o cestovani online jako prinosny, bezpecny a prizplsobitelny, pficemz jejich respondenti
byli spokojeni s mnozstvim i kvalitou informaci o cestovani dostupnych na internetu. Jak vnimané
vyhody, tak spokojenost s informacemi na internetu byly ze strany respondentl silnymi
determinanty vyuzivani internetovych stranek s informacemi o cestovani. Diky snadnému pfistupu,
nizSim nakladlim, moznostem globalniho rozsiteni a produktiim a sluzbam na miru, vyhledava stéle
vice cestovatelll individudlni zazitky. Socialni média hraji velkou roli v online strategii organizaci
cestovniho ruchu (Popescua a kol., 2015), nicméné pravé socidlni média se daji zobrazit
v komunikaénim mixu destinaci v souladu se zménami prostfedi. Destinace vyuzivaji méné
tradicnich zplsobl komunikace a posiluji svoji pfitomnost na socialnich sitich a internetu. Buduji tak
propracovanéjsi systémy CRM nebo se daleko vice neZ dfive zaméruji na takzvana Product
placements ve filmové tvorbé, videohrach apod., a to za predem dohodnutou cenu nebo spisSe
barter (Palatkova, 2011). Aby byla digitalni marketingova strategie Uspésnd, je tfeba ji Casto
revidovat. U&elnost vyuZivani digitdlniho marketingu se ukazala diky narGstu poctu uZivateld
internetu a mobilnich zatizeni (Morzhyna a kol., 2019).

Data a metody

Cilem pfrispévku je ovéfit vztah mezi vékem a pohlavim ndavstévnikl vybranych jihomoravskych
destinaci a ovéfrit vyuzitelnost a relevanci elektronickych zdroji na zakladé hodnoceni spokojenosti
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navstévnika. Zaroven je dil¢im cilem vytyceni aktualnich modernich trend( v digitalnim marketingu,
respektive vytyCeni trendl pfi tvorbé destinacnich online komunikacnich kanall. Podstatné je
zanalyzovat vysledek primarnich dat z loriského vyzkumu ve spojitosti s pohlavim a vékem, nebot je
ocekdvano, ze mladi lidé budou k online informacénim zdrojam kriti¢téjsi a s nar(stajicim vékem by
se mél tento trend snizZovat.

Pro naplnéni cile prace se provadélo dotaznikové Setreni, jehoz cilem bylo shromazdit primarni data.
Sbér dat probihal metodou face-to-face s vyuzitim metody TAPI/CAPI v mésicich Cerven az zari 2022
ve vSech péti turistickych oblastech jizni Moravy. V kazidé oblasti bylo provedeno pfiblizné 350
rozhovor(. Odpovédi byly sbirdny ve vybranych lokalitdch, kde byla odlUvodnénad dostatecna
frekvence navstévnikd. Konecny soubor dat obsahuje 1 915 odpovédi. Diky jeho velikosti bylo mozné
statisticky analyzovat a porovnat nékolik ukazatelll spokojenosti navstévnik(i v jednotlivych
turistickych oblastech jizni Moravy. Jednalo se o tyto oblasti: Slovacko, Brno a okoli, Pdlava a
Lednicko-valticky areal (LVA), Moravsky kras, Znojmo a Podyji.

Sbér primarnich dat probihal v mésicich ¢erven, ¢ervenec, srpen a zari 2022. Konkrétné zvolené
Casové obdobi bylo stanoveno na zakladé poctu pfenocovani v ubytovacich zafizenich v
Jihomoravském kraji, jak byla evidovdna v predchozim roce (2021).

Dotaznik se skladal z celkem 32 otazek, a to otevienych, polouzavienych a uzavrenych. Zjistovani
spokojenosti bylo zaloZzeno na hodnoceni jednotlivych faktor(, které byly rozdéleny do nasledujicich
skupin:

- Spokojenost se sluzbami: stravovani, ubytovani, elektronické sluzby, turisticka informacni mista,
muzea a skanzeny, sportovni aktivity, spolecenské akce, mistni turisticti privodci, doplrikové sluzby,
- Spokojenost s dopravou: kvalita mistni verejné dopravy, infrastruktura, systém turistického
znaceni/orientacniho systému, parkovani a dostupnost,

- Spokojenost s turistickou nabidkou: ptirodni prosttedi, kulturni pamatky,

- Spokojenost s ostatnimi: Cistota destinace, jedinecnost destinace, pocet turistl, privétivost
obyvatel, bezpecnost,

- Pocasi,

- Celkova spokojenost.

Pro hodnoceni spokojenosti byla pouzZita stupnice od 1 do 5, kde 1 = nejlepsi, 5 = nejhorsi a
"nevim/nemohu posoudit". Pro ucely tohoto pfispévku byly zpracovany informace o spokojenosti
s elektronickymi sluzbami, které poskytlo 985 respondentll. Data byla zpracovana pomoci tfidéni
v kontingencni tabulce a dale zpracovana pomoci kontingencnich grafi v programu MS Excel, a to
aZz do finalni podoby pro prezentaci vysledkd uvedenych nize.

Vysledky a diskuse

Mladi jsou shovivavéjsimi uZivateli

Z nize uvedené tabulky obsahujici srovnani jednotlivého hodnoceni spokojenosti na Skale znamek 1
ve stfednim véku. Jedna se tedy o dvé nejpocetnéjsi skupiny respondentll ve véku 27-55 let, kdy se
oproti mladym lidem dokazali vyjadrit i kritickym postojem vici dostupnym online informacnim
kanaldm. Ocekavanim bylo, Ze vysledky ukazou spiSe opacny trend. Mladi lidé, zejména pak nezletili,
povazuji za naprostou samoziejmost a nedilnou soucast jejich bézného Zivota pripojeni k internetu.
Na druhou stranu je dobrym protiargumentem, Ze pravé tyto nezletilé osoby jesté vyznamné
nefiguruji v rozhodovani pfi vybéru destinaci a pfi ziskadvani informaci pro pldnovani jejich vyletu.
Toto chovani je podobné spotfebitelskému rozhodovani nezletilych (Vavra a kol., 2019).
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Z analyzované podskupiny, tedy z respondent( v kategoriich 27-40 let a 41-55 let, se da vycist, Ze
nejkriti¢téjsi postoje a nazory k dostupnym online destina¢nim zdrojim v Jihomoravském kraji maji
Zzeny do 40 let. Paradoxné maji zaroven nejpozitivnéjsi hodnoceni. Data jsou vyhodnocena v poméru
obou pohlavi respondentt dané zndmky a vékové kategorie ku dané zndmce u konkrétniho pohlavi.

Tabulka 1: Kategorizace jednotlivého hodnoceni podle vékové kategorie a pohlavi

Zn. 1 Zn. 2 Zn.3 Zn. 4 Zn.5

18 a méné 16 10 4 1 1 32

Muz 7 1 1 0 0 9
Zena 9 9 3 1 1 23
19-26 97 59 15 7 3 181
Muz 30 28 8 2 2 70
Zena 67 31 7 5 1 111
27-40 184 90 27 9 4 314
Muz 71 47 14 5 0 137
Zena 113 43 13 4 4 177
41-55 213 69 26 7 1 316
Muz 93 34 18 3 1 149
Zena 120 35 8 4 0 167
56-65 70 25 9 1 1 106
Muz 28 12 5 1 0 46
Zena 42 13 4 0 1 60

66 a vice 16 10 6 2 2 36
Muz 6 4 1 1 1 13
Zena 10 6 5 1 1 23
Celkem 596 263 87 27 12 985

Zdroj: Vlastni zpracovani.

Odpovédi byly soucasti komplexnéjsSiho dotazniku na vicero oblasti profilu navstévnika
Jihomoravského kraje, a proto nelze definovat konkrétni divody a pficiny tohoto rozhodovani.
Jedna se ale o dlslednou statistiku, ktera jasné dava najevo, Ze je potreba uZivatelsky prizpUsobit
online turistické portaly a jiné zdroje pravé témto cilovym skupinam.

Jiny kraj, jiny mrav
S lehkou nadsazkou se daji podle lidového réeni oznacdit rozdily mezi vybranymi dotazovanymi

destinacemi Jihomoravského kraje. V nize uvedeném sloupcovém grafu je zobrazen prehled
spokojenosti respondentd v jednotlivych destinacich.
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Graf 1: Celkova spokojenost navstévnikd Jihomoravského kraje s elektronickymi zdroji
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Zdroj: Vlastni zpracovani.

V této fazi se potvrzuje ocekavani, ze vybrand mista v samotném mésté Brné poskytuji turistim
vyborné zdroje informaci, které jsou presné, dostupné a odpovidaji uzivatelskym pozadavkim
dnedni doby. Brno — Spilberk, Brno — Tugendhat a Brno — Stara radnice jsou tedy oznageny
s nejlepsim pridmérnym hodnocenim.

Nizké hodnoty vykazuji oblasti Blanenska a Boskovic, tedy severni ¢ast kraje, ktera neni tak turisticky
exponovana (na zakladé Tourdata.cz). Velkd cast dat byla vyjmuta kvuli obsazeni odpovédi
,hevim/nemohu posoudit”. Ztohoto jevu vyplyva, Ze je ve zminénych oblastech problém
s dostupnosti a povédomim o online zdrojich pro turisty. Oproti tomu Punkevni jeskyné vykazuji
mnoho odpovédi zhruba s primérnym vysledkem hodnoceni. Je to dano predevsim velkou
navstévnosti propasti Macocha a konkrétnimi vyhledavacimi dotazy spojenymi pravé s uvedenou
prirodni atraktivitou.

Ve vysledcich primarniho vyzkumu, tedy face-to-face dotazovani, se objevila fada profilll na
socialnich sitich nebo online portald, viz prehled nize:

9x UZasna mista

4x Profil CCRIM

2x Gastromapa Lukase Hejlika

2x | love Jizni Morava

A dale aplikace Discover LVA, Go To Brno, Kam v Brné, Kam ve Znojmé a Kudy z nudy.

Zavér

Prispévek se zaméruje na vyhodnoceni vyzkumu Spokojenosti navstévnika z hlavni turistické sezény
na jizni Moravé v roce 2022. Vyhodnotili jsme, Ze nejkriti¢téjsi postoje vici online komunika¢nim
zdrojam destinaci maji Zeny ve stfednim véku, respektive 26—40 let. Je vhodnym doporucenim, aby
se webové stranky a obsahy socialnich siti zrevidovaly a upravily tak, aby Iépe nabidly obsah této
cilové skupiné.

Pro odlehlejsi a méné frekventované oblasti je prilezitosti vytvofit jednotny turisticky informacni
systém, ktery je vyvinuty na miru a poskytne potencialnim navstévnikdm perfektni orientacni portal
a dostupnost potrebnych turistickych dat. Existuje vysoka Sance, Ze s vySe popisovanym narustem
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trendu digitalniho cestovniho ruchu se muaze zvysit navstévnost téchto méné navstévovanych
destinaci.

Jako doporuceni pro krajskou centralu cestovniho ruchu lze navrhnout zahajeni spoluprace
s opakované zminénymi profily na socialnich sitich, aby vznikla koordinovana ¢innost sdileni obsahu
vedouci k uleveni nékterych pfeexponovanych mist a atraktivit.

Pro hlubsi analyzu této problematiky by bylo vhodné vytvorit dalSi dotaznik zaméreny na
podrobnéjsi a konkrétnéjsi oblasti a otazky smérujici k trendu digitdlniho turismu a k online
komunikacnim kanalim destinaci, které musi reflektovat pozadavky uzivatell tohoto stoleti.

Podékovadni
Vysledky prezentované v této studii jsou soucasti projektu Kvalita destinace realizovaného s
podporou Interni grantové agentury pod Cislem IGA-PEF-TP-22-005.
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Cultural history as Part of Stereotypes of Selected Beer Brands
in the Czech Republic, Germany and Poland

Hanne-Lore Bobakova & Janusz Karpeta

Abstract

The article deals with the communication of advertisements of three international beer brands,
Czech, Polish, and German. The article aims to describe the ways of advertising communication of
the selected brands and to outline the creation of cultural stereotypes. In the introduction of the
article, the topic of communication is set in a broader framework of time and content, and the
brands are historically introduced and placed in a broader context. This is followed by a review of
the literature selection on the topic, a description of the theoretical grasp of the research
investigation, an explanation of terminological concepts and a list of the methods used. The verbal
investigation examines how advertising messages and stereotyping are approached in Germany, the
Czech Republic and Poland, and, both verbal and non-verbal, i.e., which aspects in the creation of
cultural stereotypes are common and which are different.

Keywords: Advertising. History. Persuasion. Stereotypes.

Introduction

Working with cultural stereotypes has long been a hot topic that connects cultures by sharing
historical experiences, and therefore stereotyping encourages their engagement in persuasive
action. Stereotypes focusing on cultural history become part of a given cultural or national identity
and are used, for example, in media and marketing communication, in advertising campaigns for
products in various sectors, not excluding tourism. In this context, we consider our selected beer
brands as a suitable tool to demonstrate their potential for restaurants in the tourism industry,
where they can be used appropriately to promote the brand but also to attract potential clients.
The stereotypes contained in the beer advert show the passage of time, the changeability of epochs,
human behaviour, and habits. The selected spots suggest that the only thing that has remained
constant throughout human existence is the national brand of beer, which has accompanied
Germans, Czechs, and Poles through good and bad historical moments.

In our article, we focus on the international aspect of stereotyping, considering the German Czech,
and Polish environments. We investigate stereotyping of the three most famous beer brands in
Germany, the Czech Republic and Poland. Using a selected sample of commercials, we aim to
develop a classification of the strategic objectives of the commercials, including an explanation of
the relevant stereotypes. We pay special attention to their potential in persuasive communication
for tourism.

Literature review

Stereotypes have a big impact on how people perceive the world. Greek is where the word
stereotype first appeared. It has two components: stereos, which in Greek means solid and hard,
and typos, which is translated as imprint or pattern. The stereotype is described as a mental
construction based on a schematic and simplified perception of reality, coloured in an evaluative
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way, frequently based on prejudices and incomplete knowledge, in the Sociological Dictionary
(Olechnicki, Zatecki, 2002).

A stereotype works when a person adopts an oversimplified, judgmental view of a phenomenon in
the world in advance without giving the legitimacy of the view, which is determined by other
common views present in the environment, any serious thought.

He/she then develops his/her understanding of the rules that govern the world based on specific
cognitive patterns, such as the idea that people are arranged in hierarchies based on some real or
imagined trait in common (Walas, 1995, p. 25).

Bartminski (1998, p.11), referring to Lippmann's concept of a stereotype (1922) understood as an
"image in the head", emphasizes that under the influence of sociologists, stereotypes are commonly
combined with ideas of people of different nationalities (German, Jew, Ukrainian), profession
(official, peasant), origin (from Warsaw) and so two features of these images come to the fore: the
emotional colouring of the image and the tendency to be a false generalization.

Stereotyping is the practice of developing the applicable stereotype. Historical and cultural contexts
influence this process. In our article, we will build on the idea of a stereotype as a firm perception
produced by historical events, the accumulation of experiences, and their processing within the
community.

In line with Bartminski (1998, p.12) and Varikova (2004) this processing includes, among other
things, stereotyping, i.e., selection of characteristics, hierarchization of characters, elimination of
dominant and, of course, hiding unpleasant "embarrassing" characters.

Stereotypes change gradually as a result of shifting socio-political and cultural conditions, making
them relatively persistent. The so-called new media, whose primary characteristic is interactivity, is
one of the most important tools used today to create stereotypes. A number of authors have
addressed the roles of men and women in the media, for example, Collins (2011), found that women
are underrepresented in a variety of settings and media, and also it's common for women to be
portrayed in a limited way. An and Kim, (2007) and many other researchers such as Eisend (2019),
Ellemers (2018), and Fowler and Thomas describe that one of the key segmentation factors in
marketing activities is gender has drawn the attention of marketing researchers.

Messages that compete for the attention of potential recipients must be founded on tried-and-true
techniques of persuasion and manipulation of communication, and they must present a largely
skewed view of reality. Senders frequently employ stereotypes and, among other things, produce
the images that the recipient most closely identifies with to communicate with them.

The image of "ours," or the