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PROCESS OF DEVELOPING

THE INTERNATIONAL

CITY BRANDING STRATEGY: CASE
STUDY CITY OF KHARKIV

The purpose of the article is to determine the sequence of stages for the development of
the city's international branding strategy. To achieve the goal, the world practice of form-
ing well-known city brands was studied and city brand models were formed. Approbation
of the procedure for developing an international brand strategy was carried out on the
example of the city of Kharkiv, one of the largest cities in Ukraine. The combination of
experiment and interview made it possible to evaluate the brand of the city of Kharkiv.
Based on the SWOT-analysis, the strengths and weaknesses of the development of the city
brand, as well as the prospects for brand positioning were revealed. Practical recommen-
dations are given to improve the strategy for the development of international branding
of the city based on the use of a spectrum of offline and online branding tools.

1 Introduction The city needs a brand and branding to support the innovative and in-
vestment capacity, to increase competitiveness, to build cohesion among citizens, to develop
and implement creative ideas, to create a positive image of the region's development, to
strengthen the desire of city residents to connect their lives with the city, to attract addi-
tional funds from other regions and from abroad, to increase the attractiveness of the city for
tourists, to stimulate the development of recreational potential, to motivate entrepreneurs to
develop business in the city, etc.

That is, the city brand is a resource that is implemented by ensuring social stability, invest-
ment inflow, tourism development, and the creation of new jobs (Soskin 2011). The city brand
is a certain capital for the future of the city, the common intellectual property of the resi-
dents. Well-known city brands are several times higher than the value of the city's real assets.
So, a city brand is understood as a certain sign that denotes the uniqueness of the city (Bilo-
vodska 2012); and city branding means planned and interconnected activities aimed at creat-
ing, maintaining and increasing the positions of a positive image of the city brand (Vlaschenko
2016).

City branding tools include logo, motto, and familiarity, respectively, which reflect the city's
history, culture, and essence. The purpose of city branding is to form positive associations
with the city among residents, tourists, investors, and entrepreneurs. It is important that the
developed brand does not form negative associations, so that during the development of the
city's branding strategy, there is no negative backlash. It is advisable to form and develop the
positive features of the brand, and to eliminate the negative ones as soon as possible. The
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presence of garbage, unsatisfactory logistics, bad roads, packs of wild animals, mice and rats
in important places of the city, destroyed and unrepaired buildings can become elements of
a negative brand of the city. These components should be paid attention to and minimized
and leveled in order to further form a positive branding of the city.

Taking into account the above, the responsibility of local authorities is the development and
formation of the city's brand. The brand will be remembered if you define the main idea of the
city, for this you should analyze the history of the city, historical cultural monuments and im-
portant historical events that are connected with the city; prominent people who were born
or lived in the city; geographical location and landscape, namely the presence of mountains,
rivers, lakes; climate features and recreational resources; regional and international events
(festivals, competitions, contests) that took place or are taking place in the city, etc.

Taking into account the current globalization trends in the development of cities, the devel-
opment of city branding involves the formation of an information environment, i.e. the crea-
tion of a modern city website, information transmission on local television. Also, for branding,
it is advisable to use posters with city symbols, various advertising materials, such as packag-
es, calendars, weekly magazines, magnets, blocks, flags, CDs with information about the city,
T-shirts and caps with images of the city, tourist reference information as maps, invitations,
flyers. These materials usually do not require large costs and are highly profitable, at the same
time they will work for the city's brand, increase reputation, form awareness and recognition.
World practice includes more than 36 types of city brands (Kotler 2005), that is, each city
should form its own direction of movement, which will reflect the essence of the city. Any
city should be positioned as one that has no analogues, that is, the only one that should be
visited. In the strategic management of branding, it is advisable to use a pool strategy aimed
at working with consumers (citizens, tourists, entrepreneurs, investors), so you should use
tools that will allow increasing the audience and improving brand recognition. In the world,
cities position themselves as tourist (Rome), gaming (Monaco), wine (Tokay), beer (Krushov-
ice), sausage (Munich), coffee (Vienna), cheese (Gouda), music (Salzburg), etc. Sometimes the
brand of a city is associated with a certain outstanding legendary or historical figure (the city
of Shakespeare, Maradona, Usain Bolt, Gaudi), then it has its own unique brand. It is important
to choose the city's brand correctly, because whatever brand you create will be perceived by
society. The success of city branding is achieved through the use of various effective tools.
Firstly, activation of the city community to create the idea of the city brand. Secondly, the
selection and understanding of the symbolism of the city, as well as ways of its popularization
at the regional, national and international levels. Thirdly, information provision and support
of brand development by, first of all, creation of the city's Internet site in common languages
of the world, as well as formation of a competitive interactive media environment. Examples
of successfully formed city brand ideas include Rome - Eternal City; Dubai — Sand to Silicon;
Paris - Paris, je t'aime!; Copenhagen - Wonderful Copenhagen; New York — Big Apple; Lublin
- ,Be free. Study in Lublin® etc.

The important element of the brand concept is its value, namely the competitive advantages of
the city. The following main categories of city brand values are distinguished as functional val-
ues (quality and availability of services: infrastructure, quality of goods and services, uniqueness
of the territory, recreational potential); social values (feeling of comfort and coziness, security
and stability); emotional values (feelings and emotions that arise in visitors and residents of the
city); cultural values (territorial subculture); spiritual and historical (historical and cultural herit-
age of the territory); innovative (development of science and the level of innovative support for
production, the presence of advanced enterprises, scientific developments).

Branding is necessary for all cities. Little-known and insufficiently attractive cities for tourists
should pursue an active policy on the formation and promotion of brands. Branding contrib-
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utes to the expansion of opportunities for development and growth of the well-being of the
city's population, the attraction of investors, and the interest of tourists. The presence of
a positive brand will increase the city's competitiveness, quality of life, attract external and
activate internal resources, and create an attractive image.

2 Literature review

Building on empirical examples and conducting extensive research on place branding, place
branding is seen as a non-political form of urban policy that can have both negative and po-
sitive impacts on a city's reputation (Lucarelli 2018). Building a brand for a product, a com-
pany offering goods or services, can be done through a marketing campaign, advertising, or
through distribution (Roszyk-Kowalska and Matz 2017).

City branding is becoming an internationally recognized field of study, characterized by
a high degree of multidisciplinary, rapid expansion (Lucarelli and Olof Berg 2011)

The significant contribution to the development of city branding is the study of the evolution
of city promotion on the example of North America, Great Britain, and European countries
(Ward 1998).

City branding is a tool that allows you to retain and attract residents, visitors and investors
(Dinnie 2011). The city brand is a chain connecting the internal and external image of the
city (Krivoshein 2014).

City development strategies should be based on the formation of the city brand, on the
example of the city of Chernivtsi as a ,Comfortable City* (Budnikevich, Shevchuk and Kru-
penna 2013).

The national brand evaluation system (Anholt Nations Brand Index) takes into account such
indicators as tourism development, export operations, government activities, human fac-
tors, cultural and historical heritage, investments and migration processes (Anholt 2007,
2009).

As many cities tend to compete globally to attract tourists, investment, or talent, brand
strategy concepts are increasingly being taken from the commercial realm and applied to
urban development, revitalization, and improving the quality of life of cities. However, city
branding helps elevate the city's status as a tourist, residential, or business hub (Jojic 2015).
The well-being and satisfaction of citizens and visitors is influenced by the image of the
city, to the formation of which monumental or iconic buildings make a great contribution.
That is, the concept of city identity and branding, with an emphasis on the image of the city,
ensures the effectiveness of branding (Riza, Doratli and Fasli 2012).

To develop new branding that can be implemented, actors need to identify and evaluate
internal and external policy factors to further shape the city development strategy (Bustomi
and Avianto 2022).

Slogans and logos are important elements of branding (Chan 2022). Social networks in-
fluence the branding of territories and encourage potential tourists to visit this city, while
simply sharing photos and videos about the beauty of the city or food is not enough to create
a memorable image for potential visitors; it should be used as a supplement to the activi-
ties of the city administration to promote the image and attractions for tourists (Ebrahimi,
Hajmohammadi and Khajeheian 2020). Meslem and Abbaci studied the impact of landing on
consumer loyalty, what to say about the weight of digitalization of brand strategy (Meslem
and Abbaci 2022).

The creation of business incubators, technology parks, infrastructure development, touri-
sm and investment promotion, implementation of cultural and sports events, international
festivals will contribute to the positive development of the city's international brand (Kri-
voshein 2014).
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3 Methodology

3.1 Global experience in the development of city brand strategies

At the international level, the city brand is determined by such components as a significant cultu-
ral and historical heritage, recreational potential and tourism opportunities, the presence of inter-
national business and export operations, the image of local authorities, the size of investments,
investment portfolio and potential, migration processes in the city, environmental and social re-
sponsibility city enterprises, public health care system, transport infrastructure, etc. Successful
international city brands are based on a balance between economic and social development. Thus,
the city brand increases the competitiveness of the city, and competitiveness shapes the brand.
The intangible component of regional development is a new toolkit that builds the social and
economic well-being of the city.

The purpose, stages and results of the development of the international strategy of the city brand
are shown in Figure 1.

The purpose of developing an | | Formation ui:.'l pusi'lir_c perception of the city and
international city brand unique associations with him
strategy

- analysis of city resources and factors affecting the
brand,

- SWOT analysis;

-+ - competitor research;

- characteristics of target groups;

- brand positioning;

- determination of strategic and operational goals
for the brand;

- development of measures to implement the

Stages of development of the
international city brand
strategy

strategy
4
The results of the || - improving the competitiveness of the city;
development of the - growth of the local budget;
international city brand - growth of the city's GDP;
strategy - contribution to achieving the goals of sustainable

development of the city;

- attraction of investments, innovations in the city;
- stimulating the inflow of labor to the city's
enterprises;

- encouraging tourists to the city's cultural and

industrial heritage sites

Figure 1: The purpose, stages and results of the development of the international city brand stra-

tegy
Source: Author
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3.2 Process of developing the city's international branding strategy

The process of developing an international city branding strategy is a process of step-by-step
management decision-making regarding the promotion of the city brand. Branding involves brand
management through the integrated use of marketing and management strategies.

The process of developing the city's international branding strategy is presented in Figure 2.

Evaluation of the existing brand of the city

Driagnosis of the situation R . :
SWOT analysis of the city’s development

Determination of the target audience

o+ Formulation'of the essence of Formation of city brand goals
the international brand of the

city

City positioning

ﬂ.&“ﬁ-— I S

Selection of intemational ity branding models

an o promate the
plan to promote the strategy

Development of a strategic - . N . ;
SYEIpIMEnt OF @ slrRega Formation of the city's international branding
intemational brand of the city

L
Implementation of a sirategic | Control over the implementation of the city's
plan for international brand I international branding strategy
Promation
' 1

Evaluation of the effectiveness
of the formed international
brand

Figure 2: The process of developing the city's international branding strategy
Source: Author according to Bilovodska and Haydabrus (2012).

Let's consider each of the stages of developing the city's international branding strategy.
Firstly, the current situation should be diagnosed in order to understand the strengths of
the city. To evaluate the attractiveness of the city brand, it is advisable to use the model of
Anholt, 2009, which is formed on the basis of a survey, and can be an evaluation base for
comparing city brands. This model is used to maximally satisfy the needs and interests of the
city's target audiences (residents, tourists, entrepreneurs, investors). The evaluation criteria
are indicators that present the city's brand. In order to assess the existing brand and apply
the Anholt index, it is suggested to take into account the attitude to the city of its residents,
visiting guests, experts of the relevant companies and statistical data. The author adapted
this technique to the characteristics of the cities of Ukraine and selected the components of
the criteria of the general index. The criteria that should be used when forming a positive city
brand are the place (quality of the natural and built environment); product (key institutions
of the city, attractions and infrastructure); culture (art, culture and entertainment in the city);
people (immigration and population diversity); welfare (employment indicators, GDP per ca-

pita, availability of corporate offices); promotion (number of scientific publications, links and
recommendations on the Internet).

At the second stage, the essence of the international brand of the city is formulated. The goal is
to define the concept of the city brand based on the results of the situation diagnosis. The impor-
tance of this stage lies in careful monitoring of the situation, diagnostics, determination of the
essence of the city's brand, goals and objectives of its development. The search for the uniqueness
of the city will allow determining the brand development strategy. The target audiences of the
city's international branding are the city's state authorities, residents, entrepreneurs, tourists, and
investors. It is appropriate for the city brand to apply to all target audiences, to stimulate the de-
velopment of all areas that enhance the image of the city. At the same time, it is also necessary
to select a priority target audience, since it is quite a difficult task to reach all those interested.

3.3 Characteristics of the city brand model and city brand promotion strategy

The main goal of the city's development is formulated on the basis of identifying its uniqueness,
defining its role for the region, the country and the world. The city development mission must
meet the following criteria as future priorities; persuasiveness; stimulation; targeting the target
audience. After developing the mission of developing the city brand, it is necessary to highlight
the goals by which it will be achieved. The success of the city's brand is achieved thanks to its
positioning as distinguishing its features from other cities for target consumers.

The next stage of the process of developing a city's international branding strategy is the choice
of a general branding strategy, which can consist of several models of city brands. We systematize
the existing models of city brands in the Table 1.

City brand model Characteristics of the city brand Examples of using the city brand model
wdentifier model
Natural objects The places that are surrounded Small settlements in the Alps,

by picturesque landscapes, have villages with thermal springs in Slovakia
beautiful landscapes, unique

natural objects as waterfalls,

thermal springs, elc
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Infrastructure building

The infrastructural construction
of a city can change and
improve ifs image

Eiffel Tower of Paris,

Berlin wall,

Big Ben of London,

CGaudi buildings in Barcelona

lconic figures,
historical events

The promotion of a histerical
figure whe lived in the city, or a
reminder of significant
historical events that took place
in the city

Part of the city of London is dedicated to
Sherlock Holmes,

excursions o the city of Waterloo on the
topic of the battle with Napoleon's army,
Hohensalzburg Fortress in Salzburg

Significant real events
of our time

The city 15 positioned as a place
for holding toumaments,
compelitions, festivals,
carnivals

Venctian Carnival in Venice,
Cannes Film Festival in Cannes,
Sorochyn fair in the village Sorochintsi

Specialization of cities

The city has a narrow

| specialization in a certain field

Table 1: City brand models
Source: Author according to Bilovodska (2012); Soskin (2011); Jojic (2018)

Flower auction in Amsterdam,
Zurich as the headgquaners of world banks
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It should be emphasized that promoting the city brand using a single model is quite difficult and
not effective; therefore it is advisable to combine and combine models with each other, which
will allow reaching a larger number of target groups and satisfying different interests in order to
expand the orientation of the city. Measures that are recommended to be used to promote the city
brand are presented in Figure 3.

Measures to promote the city brand

» creation of the corporate style of the city (logo, printing, website, souvenirs) ]

L__4f development of public transport (airporis, rmilway stations, bus stops, subway)

—-I development of a city navigation system (schemes, signs) ]

providing a unigue style to city facilities (museums, parks, other institutions)

* holding events, holidays, festivals, competitions, tourmaments in the city

+ increasing mention of the city in the mass media

construction of interesting unique buildings, or increasing interest in existing ones

Figure 3: Measures that are recommended to be used to promote the city brand
Source: Author according to Kotler (1999)

The next stage of development of the city's international branding strategy is the formation of a stra-
tegic branding plan. Strategic planning within the territory involves independent study, monitoring
and development by the local government of the goals and main directions of sustainable social
and economic development of the city in conditions of fierce competition. The international bran-
ding strategy is a tool used to form and substantiate management decisions in the field of territorial
branding. The challenge of strategic brand planning is to deliver the innovation and organizational
change the city needs.

The functions of strategic brand planning cover the allocation of resources for the formation and de-
velopment of the brand, adaptation of the brand to the external environment, internal coordination
and regulation of branding, and organizational changes in the development of the city. That is, the
strategic plan for the promotion of the international brand of the city is a set of strategies, measu-
res, rules, methods for making planning decisions and implementing the plan, which are aimed at
achieving branding goals. The strategic brand development plan is developed based on the current
state of the city, outlining its future orientation, taking into account the necessary resources. The
successful brand of the city can form a strategic vector for the development of the territory. However,
in order for the city's international branding strategy to be viable, the brand must be based on an
interesting idea that identifies the city's uniqueness in the country and the world.

The city brand promotion strategy ensures the positioning of the city, its products and resources on
the global and domestic markets of the countries, and also contributes to the strengthening of the
country's national competitiveness, therefore, in order for Ukrainian cities to enter the world ran-
kings, attention should be paid to the formation of a positive perception of cities and unique asso-

VYSKUMNE PRACE | RESEARCH PAPERS

ciations with them. It is necessary to identify the main characteristics of the competitive advantages
of the city brand and summarize the process of forming a successful strategy for the development
of the city brand.

The next stage of the development of the city's international branding strategy is the implementa-
tion of a strategic plan, which involves regular, ongoing evaluation and control of the results of the
implementation of the strategic plan, making corrections if necessary.

The last stage is the evaluation of the effectiveness of the formed international brand of the city. The
evaluation is carried out by analyzing the achievement of the set goals and determining the new
positions of the city and, if necessary, returning to the initial stages, that is, the presence of feedback.
Thus, in order to expand the possibilities of the city's development, increase the welfare of the po-
pulation, and attract investors and tourists, it is necessary to form a clear and positive international
brand of the city. To ensure sustainable development, the development of the international brand of
the city on the basis of strategy development is of particular importance.

The process of forming a city brand is quite long and labor-intensive. It is necessary to begin with
the definition of special factors of the city's development as geographical location; geopolitical
significance of the territory; natural resource potential; tourist and recreational potential; national
and cultural features. An important element of the city brand concept is the idea that is formulated
in the name.

Therefore, the development of thr international branding strategy will be facilitated based on mo-
dern strategic tools and marketing approaches, which allows to fuel the city's competitiveness
among other cities.

4 Results

4.1 Assessment of the Kharkiv city brand

Let's move on to the assessment of the Kharkiv city brand. An expert assessment was conduc-
ted. The experts were the residents of the city who could objectively assess the culture, nature,
architecture, scientific potential, infrastructure and general improvement of the city of Kharkiv.
Residents of the city were interviewed by the questionnaire method. 535 people who live in the
city, work at the city's enterprises, study in the city's institutions were interviewed. The sample is
unique, quota-based, and representative of the city's population. The permissible error is 5%. The
respondent had to score from O to 1 for each of the proposed criteria. The integral index of the
Kharkiv brand is obtained as an arithmetic average of its indicators. The results of the survey are
shown in the Table 2.

[ Avemgo value
64

Potential of e city

istered emerprises
1 catinal inslitations ]
Livimg conditsons in the Heal estmie prce i
city Level of provision of bowsing s conmesal services

Ecalagy of the city

Pegralarity of the ety

Table 2: Results of a survey of residents of the city of Kharkiv regarding the assessment of the
existing brand
Source: Author
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Thus, according to the results of the survey, it can be concluded that the compliance of the brand
with the requests of the city population is characterized by high indicators (average index 0.71).n
order to increase loyalty to the brand, it is necessary to form such a strategy, as a result of which
people would clearly identify the city of Kharkivamong others and give it preference in terms of
tourism, recreation, and investments. That is, based on the analysis of the existing associations
of people with the city, it is necessary to select the strongest of their groups and determine the
strategy of brand formation and development.

We will conduct a SWOT analysis of the city of Khariv's brand in order to rank the strengths and
opportunities of the external environment from the most promising to the least feasible, and the
weaknesses and threats from the most threatening, which will allow us to form the city's inter-
national branding strategy. The results of the SWOT analysis of the city of Kharkiv are presented
in the Table. 3.

T Favorable faclors [ Unfavorable factors

Internal Strengths 1. Significant historical legacy 1. Low level of tourist Weaknesses
factors 2. High rhythm of city life attraction

3 High average salary 2. High level of

4. The beauty of nature unemployment

5. Availability of housing 3, Insufficicnt number of

6. Benevolence and attitude of interesting architectural

residents of the city of Kharkiv to | buildings and museums

guests of the city
7. Opportunitics for business
3. High quality public services

External | Opportunitics | 1. Possibility of positioning the 1. Instability of the political | Threats
factors city of Kharkiv as interesting situation

historical city™ 2. Threat of deteriorating

2. Growing image, increasing brand perception of the city

interest in Ukraine of Kharkiv

3. Obtaining external financial 3. Inflation
[atullf i) t.l."ﬁl' the I.|'I'I]'!l|.1."|'l:ll.‘|'l:ﬂ|:1|.'h|3|

of European projects

4. Conducting competitions of

varions levels

5. Conducting seminars,

conferences, concerts

Table 3: Results of the SWOT analysis of the Kharkiv city brand
Source: Author

According to the results of the SWOT analysis of the city of Kharkiv and the results of the survey
on the correspondence of the brand to the requests of the city population, we can see that the city
has many strengths, such as historical heritage, the standard of living, which, in combination with
ecology and the beauty of nature, forms the prerequisites for the possibility of positioning the city
as ,interesting modern city".

4.2 Development of the Kharkiv city brand during the period of large-scale invasion

Despite the military situation in 2022-2023, the Kharkiv city continues to develop. In order to de-
velop and support the Kharkiv brand, in January 2023, the Kharkiv City Council decided to create
the Kharkiv Investment Agency, whose activities are aimed at attracting domestic and foreign
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investments to the economy of the Kharkiv region. The purpose of creating this institution is
aimed at the implementation of investment, innovation, advisory and other activities, as well as
promoting the investment development of the Kharkiv region by unlocking investment potential,
attracting investments, developing public and private partnerships, and establishing cooperation.
The investment potential of the Kharkiv region is enormous, although temporarily weakened by
the war. Even in such difficult conditions, the economy continues to work; there is interest from
already working and new investors in a number of sectors. After the start of the full-scale war,
the investment attractiveness of Ukraine worsened tenfold due to high riskiness and instability
in profitability. But foreign and Ukrainian companies have announced many investment projects.
Information about direct investments in Ukraine during the war period (Table 4) indicates the
interest of investors.

Year Direct foreign investments | Direct foreign investments from Balance
in Ukraine Ukraine
in million Increase, in million Increase, million USD %%
LS decrease LIS decrease
2021 ahaT =T85585 =198 -280 +HEES +824.7
2022 238 -5R49 344 +542 +494 428

Table 4: Foreign direct investment in Ukraine from 2021 to 2022, in million USD
Source: According to Ministry of Finance of Ukraine

The largest contraction of the economy occurred in the first month of the large-scale invasion.
Activities in the trade, industry, and construction and transport sectors of the Kharkiv region have
significantly decreased due to the outflow of labour and the closure of enterprises due to the
proximity to the territories of active military operations. In addition, product supply chains were
destroyed, logistics were limited, sales markets were lost, and the purchasing power of the popu-
lation decreased. Currently, the IT industry remains one of the few that has not been significantly
negatively affected. After the withdrawal of the troops of the Russian Federation from the region,
the recovery of many enterprises began. Thanks to road repairs, broken supply chains have been
restored. In addition, enterprises of mechanical engineering, food and light industry, pharmaceuti-
cal industry are resuming their work. A full-scale war created many obstacles to the development
of entrepreneurial activity in Kharkov. Many business entities have ceased their activities or moved
their business from Kharkiv. Despite the situation, new businesses continue to open in Kharkiv,
which makes it possible to restore the city's economy. So, within two months of 2023, 1,573 en-
trepreneurs opened their own business in the city, in addition, 317 entrepreneurs moved their
business to Kharkiv from other regions during the same period. Local businesses continue to fill
the budget, create jobs and engage in volunteer activities.

The advantages of investing in Ukraine and the Kharkiv region are high margins in some busi-
nesses, conditions for the cheapest entry into business, the social significance of continuing to
build a business specifically in Ukraine, and supporting the country's economy.

5 Conclusion

Thus, in the process of developing a city branding strategy, image and social advertising plays
an important role. When developing the brand of the city of Kharkiv, an important area of work
is the recognition of the city on the Internet, for example, on international tourist web resources
and in social networks. Promotion of the brand on the Internet today is becoming an innovative,
effective and relatively inexpensive means of advertising. PR technologies are becoming the most
popular means of creating a brand, while advertising is the best means of support, because public
relations activities generate more trust in the target audience than advertising. PR technologies
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include work with mass media, lobbying and event organization. The city of Kharkiv uses this
tool in the development of an international brand, involving in the dissemination of information
about the city opinion leaders who have a significant influence on public opinion and authority in
society, that is, politicians, businessmen, public figures, prominent local residents. PR technology
takes into account connections with local businesses, IT companies and tourism companies. Direct
marketing as a branding tool demonstrates high efficiency in establishing communication with
the elite. Personal communications should be effective by showing interest in certain individuals.
This brand development tool is part of the marketing communications plan provided by the mar-
keting strategy. The development of tourism and the attraction of investments in the city of Khar-
kiv require active interpersonal communication with the relevant target audiences, in the format
of meetings and meetings. This toolkit of brand development is quite affordable, but may require
some financial investments and organizational efforts. Sales promotion is aimed at obtaining an
immediate response, attracting the attention of new customers, motivating regular customers and
increasing the number of spontaneous purchases. Based on this, sales promotion from the point
of view of geobranding is not easy. The branding strategy of the city of Kharkiv provides for the
improvement of the city's infrastructure, i.e. the modernization of engineering networks, transpor-
tation, information networks, development of the city's investment portal with the aim of simpli-
fying investors' access to information about the city's investment offers. The popular and effective
means of creating a city brand is association with a person, which is, connecting the image of the
city in the minds of people with a certain famous person, historical figure, for example, a politici-
an, artist, poet, musician, composer, actor, director, athlete, scientist, artist etc. The strategy for the
development of the Kharkiv city brand involves positioning the city for tourists through famous
personalities who lived in the city, namely Hryhoriy Skovoroda (founder of Ukrainian philosophy,
poet), Vasyl Karazin (founder of Kharkiv University), Petro Hulak-Artemovskyi (writer), Leonard Hir-
shman (professor of medicine), Mykhailo Starytskyi (writer and theater actor), Ilya Repin (artist),
Ilya Mechnikov (nobel prize winner in the field of physiology and medicine), Dmytro Bagaliy (his-
torian), Oleksiy Beketov (architect), Mykola Barabashov (astronomer), Isaak Dunaevsky (composer),
Simon Kuznets (economist), Klavdia Shchulzhenko (pop singer and actress), Lev Landau (physicist),
Leonid Bykov (actor), Lyudmila Gurchenko (actresses). Therefore, the association with the persona-
lity is an effective means of forming a bright brand of the city.

Product marketing is more effective than traditional advertising. Cooperation with famous writers
and directors provides an opportunity to appeal to large target audiences, advantageously repre-
senting the brand. The informative and accessible way of building a city brand is event marketing,
which is the holding of sports and cultural events, which contributes to the growth of interest in
the city, attracts tourists, investors, promotes the spread of positive information, and establishes
emotional connections between the consumer and the brand. Event marketing in the develop-
ment of the brand strategy of the city of Kharkiv has become quite widespread. Thus, all-Ukrainian
and international competitions in various sports are held in the city of Kharkiv, in addition, a large
number of regional, all-Ukrainian and international festivals are held.

Thus, communication tools for the development of the city's international branding strategy play
the most important role in the system of marketing tools. Traditional and special communication
channels are used to develop the Kharkiv city brand. PR technologies have the greatest influence
on the development of the Kharkiv city brand, which allow you to effectively build a public relati-
ons system and create the image of the city. Associations with personalities, ,product placement®
and event marketing are also effective tools for the international branding of the city, as they are
available and not too expensive. Special attention should also be paid to advertising on social
networks and the Internet, given their strengths.

Websites are the main and popular tool of online branding of the city: it helps to increase reco-
gnition of the city, improve awareness about it and form an image. Communication on the website
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of the city of Kharkiv takes place in the form of passive transmission of information (general
information about the city, gallery of photos, brochures, projects and plans) and interactive co-
mmunication (electronic city, consultations, feedback, calendar of events, interactive maps, vir-
tual tours and reservations. The site has a detailed systematization of brand identification (logo,
slogan, coat of arms, etc.), offers of the city (lists of historical and cultural monuments, calendar
of events, photo gallery, maps, catalogs, reports, video reports), line of conduct (news, projects,
plans, strategies , reports, information about local government, press center). In the process of
developing the Kharkiv city brand, private blogs and the city blog of the city government are
used. Blogs help to establish relations with city residents, gain the support of the population, and
gain the favor of potential tourists. With the help of social networks as a city branding tool, it is
possible to track the preferences of target groups and their feelings about the brand. The most
visited social networks in the city of Kharkiv are Facebook, LinkedIn, and Instagram. An important
social network is Trip Advisor as the site where travelers give advice to future tourists based on
their own travel experiences. On the page of the city of Kharkiv on the Trip Advisor website, many
reviews of entertainment (parks, monasteries, museums, churches) that are recommended to visit
are provided; about hotels worth staying at during the trip; about cafes and restaurants where it
is possible to have breakfast during your trip. Firstly, you can see a lot of photos of interesting pla-
ces, and secondly, learn about the opinions of others about the quality of service, infrastructure of
the city and evaluate the attractiveness and uniqueness for the purpose of your own visit. The 3D
virtual environment in Kharkiv is used as part of the ,Pocket Country® project, which digitized the
city's architectural objects. In addition, there are banners and videos on YouTube about interesting
cities of Kharkiv, which is one of the tasks of developing the city's brand. Information resources
of the city of Kharkiv have links to e-mail, which allow the target audience to contact and receive
feedback. Viral marketing is also used in the positioning of the Kharkiv brand, as a measure, the
application of which provides an opportunity to ensure the active dissemination of the necessary
information within the target audience by the users themselves. Viral marketing uses viral video
and audio clips, flash applications, photos or images.

Based on this, two areas of online branding can be distinguished: first, promotion and communica-
tion of brand values; second, building online communities associated with the brand. Among the
available online branding tools, cities use: websites, blogospheres; social networks, virtual reality,
e-mail, viral marketing.

So, the process of developing a city's international branding strategy involves a sequence of steps.
To develop an effective branding strategy, it is advisable to use integrated marketing communi-
cations, that is, offline and online tools. The possibilities of the Internet expand the range of me-
thods by which a city can communicate and develop its local brand. The number of Internet users
and the time they spend online is constantly increasing.

Effective international branding of the city contributes to the attraction of tourists, the formation
of the regional sphere of industry and services, which is positively reflected in the growth of the
number of jobs, the improvement of the quality of life, the concentration of investment resources
and the recognition of the city beyond its borders. Attitudes towards a certain city are formed on
the basis of a positive or negative image.

Each city is unique, special and unique. Creating a city brand, improving infrastructure, and pro-
moting development are currently the main tasks of the city government. Creating and improving
the brand of the city should be understood that in the future the city will receive advantages
compared to other cities. The government and local authorities will support the development of
international city brands.

The international branding strategy of the city of Kharkiv is formed as a ,interesting modern city’.
The local authorities of the city of Kharkiv should apply offline and online technologies in the
process of developing the city's international branding strategy. It is worth introducing virtual
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platforms, the latest trends in digital marketing, and taking an example from foreign city brands
into the practice of Kharkiv city brand development.
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SHORT-TERM AND SEASONAL
TIME SERIES MODELS FOR ONLINE
MARKETING CAMPAIGNS

Marketing companies use the market response to price products, determine advertising
expenditures, forecast sales or prepare and test the effectiveness of various marketing
plans and campaigns. Predictions of future traffic for online marketing campaigns can be
based on data analysis and market response models. Mathematical models have become
the main tools for marketing decision-making. The main goal of this paper is to describe
and show how to use behavioral modelling of potential customers in online marketing
campaigns. In addition to the basic ARMA model for short-term website traffic forecast-
ing, we evaluate the TBATS and Prophet models. Both models comprehensively capture
seasonal and holiday fluctuations. More specifically we show how time series modelling
can be incorporated into the evaluation of online marketing campaign traffic forecasts for
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marketing agency clients.
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1 Introduction The ever-increasing internet connectivity creates global changes not
only in strategic but also in marketing thinking. New technological tools affect our lives and
thereby deepen our dependence on the Internet. Technologies have made some activities eas-
ier for us, for example ordering food or shopping. Many experts advise how to become visible
in the Internet markets by creating a suitable online marketing campaign for their clients. The
reason these experts are needed is because of the Google search engine. Google's main algo-
rithms hide and analyze data published on websites. A website builder for an online marketing
campaign creates links that must be of high quality and must link the content of the website
together with the content that the link links to. Ideally, this page should be an authority such
as Quora, LinkedIn, or other publishing platforms. Google evaluates these links and notes
the extent to which it can trust them (Monti 2021), (Park 2022), (Slawski 2012), (Chawla and
Chodak 2021), etc. If a website gains Google search engine's trust, it will more easily increase
its traffic and visibility on the Internet.

This paper aims to show how to evaluate and influence online marketing campaigns using
data evaluation with mathematical-statistical models. Using an example of two clients, we
show possible scenarios of how to achieve the client's marketing goals for its operation on
the market based on the analysis of available data and the services we provide to the client.
The paper is organized as follows. After the literature review, we introduce the used methods
to evaluate the traffic of online marketing campaigns. We then present our results and sum-
marize the paper as part of the conclusion.

2 Literature review

The effectiveness of online marketing campaigns is a topic that is important not only for entre-
preneurs and their marketers but also for researchers. Many studies apply forecasting methods to
predict the traffic and success of online marketing campaigns. Forecasting traffic of the websites
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is critical for planning, production and investment strategies. Many authors use time series mod-
els such as short-term autoregressive moving average (ARMA) models (Box and Jenkins 1976),
Exponential smoothing models, and Holt-Winters models (Cipra 2020). ARMA models represent
an important method for investigating time series while achieving a small prediction error. ARMA
models can be applied to stationary stochastic processes. Traffic time series often show system-
atic upward or downward trends and cyclical fluctuations. Such time series should be modelled
with the TBATS model (Munim 2022), (Naim et al. 2018), (De Livera et al. 2011) which generalizes
the Holt-Winters smoothing model that is used when a single seasonal pattern is present. Another
approach is offered by the Prophet model introduced by Facebook’s Core Data Science team (Guo
et al. 2021), (Zhao et al. 2018). We propose to evaluate the traffic of online marketing campaigns
using the above methods.

3 Methodology
The main contribution of this paper is to explain how we can use time series models in online
marketing campaigns. The first step to evaluating an online marketing campaign is to set cam-
paign goals and quantifiable metrics. The value of the quantifiable metrics must be determined
usually once a month. It can be either a fixed number based on data, according to the client's
request, or a percentage change compared to a certain period, usually year-on-year or month-on-
-month. Online marketing campaign goals can be different. We present here the most common
campaign goals:
« Turnover - total value of the orders that the campaign achieves (typical for e-shops)
« Conversion rate - the ratio between visits to the site and purchases, i.e. if one of the 100 people
who came to the website buys, the conversion rate is 1%
« Spent credit - for paid campaigns
¢ ROAS - return on ad spend - the ratio between turnover and credit, if the campaign earns 100
Euro and 100 Euro is spent on it, ROAS is 100% and the client is at imaginary zero
« Traffic on the site
« Micro-conversions - they are interesting mainly in the case of sites that are not e-shops

1. Number of submitted forms

2. Clicking on a contact

3.Document download
¢ Bounce rate - if a visitor comes to the site and immediately leaves without any interaction, it is
counted in the bounce rate. The bounce rate tells you what percentage of visits are bounced. If the
bounce rate is 35%, we can interpret it as 35 bounces out of 100 visits to the website.
¢ Any other calculated metric - a combination of several metrics.

Another important step is to determine which sources will fulfil the selected goals. If we want
to increase paid traffic, we can use AdWords. If the goal is to increase organic traffic, then we can
improve search engine optimization (SEO). Social media can also be a source that can help us
achieve the selected goals.

The attribution model (Kannan et al. 2016) plays a large role in paid traffic. Attribution models
determine how different channels are given credit for accomplishing goals. Consider the following
situation:

1.A customer sees a banner ad, then sees an ad on Facebook, clicks on it and learns about the product.
2.Then searches for the product and uses a paid ad to enter the site, but does not buy the product
at this stage.

3.Remembers the name of the site, writes it directly and purchases.

Which channel should be credited? Is it the banner ad because it was the first? Or Facebook
because the customer clicked on that first? Or the paid ad because it was the closest to when
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the customer bought the product? They all have merits in their ways. Google Analytics uses the
following attribution models (Slawski 2012), (Anderl et al. 2016):

« Last interaction - the whole weight is attributed to the last channel.

« Last, Non-Direct Click - the whole weight is attributed to the last channel, except for a direct
visit.

« Last AdWords Click - the whole weight is attributed to AdWords if it is in the conversion path.

« First interaction — the whole weight is attributed to the first interaction.

« Linear - the weight is distributed evenly among all channels in the conversion path.

e Time Decay - the weight is distributed among all channels, the latest channel has the most
weight, and the earliest the least.

« Position Based - the weight is distributed so that the first and last interaction have the largest
weight.

« Data-driven - based on data, but available only for relatively large amounts of data, which is not
the norm. This is supposedly the best model.

¢ Custom models - the Markov model, based on probability, is often used.

The last step is the selection of a suitable model that will allow us to predict the traffic of online
marketing campaigns. Online marketing campaign traffic estimations often use ARMA models.

ARMA model

The ARMA model relates observations about current traffic online marketing campaigns to previ-
ous traffic observations and previous shocks. AR models have infinite memory while the strength
of the contribution varies with p. Moving average models have a finite memory of order g.A critical
question is how to identify the parameters p and q of the ARMA model of a given series (Hanssens
et al. 2005). ARMA model is composed of AR and MA models.

AR model is expressed as

ARP): Xy = c+ Z_, 9iXii + &

where @192, .... @p are models parameters, ¢ is a constant term and & is an error term that
follows the Gaussian white noise process.
The MA model is expressed as

MA(q): Xy =p+ e+ X1 05
where f, fi...... . are the model parameters, p is the expected value of Xt and random variables

£r Er_1, -~ TEpresent error terms as white noise.
Finally ARMA model combines both AR and MA models:

ARMA(p,q):X; =c + & +Ef:1 @ X +Z?:1 086

ARMA models can be used to assess which conditions hold in a marketing online campaign: stationarity
(mean-reverting) behaviour or evolving (ever-changing) behaviour (Hanssens et al. 2005).

If the traffic of an online marketing campaign has a rapid surge in sales performance, the question is if
that increase is temporary (short-run) or permanent (long-run). Therefore Unit-root tests (Cipra 2020)
are used to identify the presence of a long-run or stochastic-trend component in a traffic data series. In
the absence of a unit root, all observed fluctuations in an online marketing campaign performance or
marketing support are temporary deviations from a deterministic component (such as a fixed mean or
a deterministic trend). With a unit root, the traffic time series may move widely apart from any previ-
ously held position.

Although the ARMA models are widely used, we propose to use either the TBATS models which use
exponential smoothing and incorporates multiple seasonal patterns or the Prophet model.

VYSKUMNE PRACE | RESEARCH PAPERS

TBATS model

TBATS model was introduced by De Livera et al. (2011). This model combines multiple seasonal peri-
ods, high-frequency seasonality, non-integer seasonality and dual calendar effects. In the TBATS model
(De Livera et al. 2011), (Munim 2022), (Naim et al. 2018), T means trigonometric terms for seasonality,
B stands for Box-Cox transformation to heterogeneity, A describes ARMA errors to explain short-term
dynamics, T determines the trend, and S denotes seasonal term.

TBATS model includes Box-Cox transformation:

() . M [

w = P
loglv:), w=10
seasonal periods component:
(w) _ ’ T (i)
¥ = By + by + EE:LSr—m, +
) _ iy (il
= z_l:i's_l it

the global and local trend:

ly =l + by + ad;

by = (1—¢)b+ b,y + fd,
ARMA errors:

de =20, @ide + I, 05 + &

where ;' represents Box-Cox transformation for parameter , I is the local level in time t, bt is the
short-term trend in time t, ¢ is the trend damping parameter, 5;'' denotes the i-th seasonal compo-
nent attimet, ft, s ..., iy refer to seasonal periods, dt represents an ARMA (p, g) process and gt is
a Gaussian white noise process with zero mean and constant variance 62. a, 3 are smoothing param-
etersfori=1,..., T k;denotes the required number of harmonics for the i-th seasonal component.

Fourier seasonal terms are expressed as
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Yi, Y1 and?¥z2 ~ are smoothing parameters. i m."i.t isthe stochastic level of i-th seasonal com-

ponent. ¢*[fis the change in the stochastic level of the i-th seasonal component during the analyzed
period.

The Prophet model

The Prophet model was introduced by Taylor and Letham (2018). The Prophet model should
be compared with Holt-Winters and ARIMA models, but it uses a Bayesian-based curve fit-
ting method to smoothen and forecast given time series (Zhao et al. 2018), (Guo et al. 2021).
The Prophet model was proposed to discover holidays and seasonality in time series. More-
over, this model considers large trend changes based on daily, weekly, monthly, quarterly,
and annual data and is appropriate to use for periodic time series data with many outliers.
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The Prophet model is available within an open-source library (Munim 2022) that can achieve
impressive performance with simple and intuitive parameters and can consider the influ-
ence of seasons and holidays.

The Prophet model introduced by Taylor and Letham (2018) can mathematically be ex-
pressed as

y(t) = g(t) + s(t) + h(t) +&t,

where y(t) is the forecasted value obtained by the model; g(t) is the trend function, which
determines nonperiodic changes in the time series values; s(t) is the periodical function,
influenced by weekly and yearly seasonality; and h(t) represents the effect of holidays for
various periods. The error term &t is used to represent abnormal changes that are not re-
flected by the model which follows a normal distribution.

The trend function g(t) can be either a piecewise linear function expressed as (Guo et al.
2021)

ale) =k +alt)dt + (m+al)y)
or a logistic function expressed as

9(8) = -

1+exp (—(k+al )T G rm+al 0 TF0)
where C(t) is a time-varying parameter or the non-constant carrying parameter; k is the
growth rate; 3 is the vector of rate adjustments of the growth rate; y is the vector of correc-
tion adjustments at change points or trend change point; a(t) is the vector of adjustment
parameters, and m is an offset parameter. The optimal model parameters are estimated
using the grid search with the cross-validation method.
The seasonal effects are modelled by a Fourier series:

(1) =ZN_ ia, rns[":'rl:l + by, sinl:l‘.':%l:l]

where N is the number of cycles of the model; P represents the length of the period of the
given time series; 2n is the number of parameters that must be estimated to fit seasonality;
an is the amplitude of the cosine function of the frequency doubling of n and bn is the am-
plitude of the sinusoidal frequency doubling of n. P is equal to 365.25 for annual data and
P is equal to 7 for weekly data.

Holidays or major events can cause unpredictable fluctuations in the traffic time series. To
avoid these unpredictable fluctuations, matrices containing the dates and details about
holidays are prepared.

4 Results

We show how to evaluate the traffic of online marketing campaigns for clients of an agency
providing implementation of marketing online campaigns. The client sets one or more goals
that they want to achieve with the help of an online marketing campaign.

We will evaluate the online marketing campaign based on the analysis of data obtained
from Google Analytics.

Consider a client who offers DIY materials in his e-shop. Let's assume that the e-shop is
well established and brings the owner a profit comparable to their brick-and-mortar store.
We provide PPC (Pay-per-click) services to the client and therefore focus only on campaign
results, specifically monitoring ROAS metrics and campaign traffic. An overview of the cam-
paign's metrics is presented in Table 1:
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| Target ROAS 200% | Actual ROAS | T15.49%
Target spend 1500 EUR | Actual spend 1248.22
| Target transaction revenue | 3000 EUR. | Actual transaction revenue | 8930.88

Table 1: Overview of client metrics for PPC service
Source: Kfizkova (2018)

The campaigns follow the set goals and surpass them as can be seen in Table 1. The
main reason is that the campaigns are focused on performance, which means that the
keywords are so-called ,longtails“. A longtail is a multi-word keyword and indicates
that the searcher already knows almost exactly what they need. A potential customer is
already close to making a purchase when they enter a specific keyword into the search
engine.

Moreover for this client, we monitor the traffic that we bring to the e-shop through paid
advertising. When deciding how to effectively measure traffic, we concluded that a month-
to-month comparison was not appropriate due to the seasonality of the product. A year-on-
year comparison came into consideration, but it also has limitations because it would be
enough for us to have achieved a better result than the same month a year ago. Another
possibility is to set a certain percentage of growth and try to meet it. For example, set
a goal to bring 20% more traffic to the e-shop compared to last year. However, the question
remains how to set this growth. If we set it too low, we will not use the full potential of the
campaign. If we set it too high, we will be trying for the impossible and will not meet the
goal. So we decided to use time series analysis, specifically the Prophet model. The first
advantage is already mentioned in the monthly goal setting, and the second advantage is
the ability to check in real-time whether the traffic behaves as expected. At some point the
set credit for paid ads runs out and the ads stop showing. The traffic from paid ads will then
drop to zero.

Actual short-term period daily traffic data is shown as the black line, and predicted traffic
data is shown as the blue line in Figure 1. The grey band represents the confidence inter-
vals. The decrease in the last recorded point of real traffic (in the middle of the graph) is
caused by using data only up to the morning of that day.
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Figure 1: Traffic graph and traffic prediction using the Prophet model, short-time period
Source: Kfizkova (2018)
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The long-term period for traffic data is shown in Figure 2.

Figure 2: Traffic graph and traffic prediction using the Prophet model, long-time period
Source: Kfizkova (2018)

It is advisable to recalculate the traffic forecast daily. If there were significant changes in
the campaign, the prediction would have to be adjusted. This would not be possible if we
calculated the prediction only once.

This approach is suitable for clients with a long history of online campaigns, as it can detect
seasonality and take it into account for the forecast. Figure 3 shows the decomposition of
the 3 trends. The first graph in Figure 3 shows the trend over the years. The second chart
shows the trend over the days of the week and the last chart shows the trend over the
months of the year. The last graph is interesting because it shows the client when there
is the season and when there is a slump. This information should be useful for allocating
money in advertising because it is worth investing more money in paid advertising during
the starting season compared to the off-season. We can automatically raise the maximum
price per click on days when there is a higher buying potential, specifically in this case it
would be Sunday and Monday as is seen from the second graph. The first graph is a good
indicator that the campaigns are doing well. If the trend had a downward character, it would
be a sign that the specialist working on these campaigns needs to make drastic changes to
ensure an increasing trend.

L

Figure 3: Model Prophet and the trends
Source: Kfizkova (2018)
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Another client sells parts for motor vehicles. SEO optimization is carried out for this client.
The client's goal is to increase organic/unpaid traffic to its website by 20% compared to last
year. In Table 2, we see the estimate of organic/unpaid traffic growth determined by the
Prophet model. We see the estimate and the real situation differ.

Target value +20% Yo 13939 | Actual value [ 21475
Organic sessions ) | Organic sessions |
Prophet prediction for the actual month | 21583.28 Actual value 21475

Table 2: Overview of client metrics with SEO optimization
Source: Kfizkova (2018)

Let us look at Figure 4. Figure 4 shows a graph of the organic search traffic for the monthly
frequency of the data. The black colour line shows the real daily values, the blue line is the
Prophet model prediction and the grey band is the confidence interval corresponding to the
Prophet model. We can see some spikes in traffic that fall outside of these confidence in-
tervals and therefore we look at the detailed part of this graph, which is shown in Figure 5.
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Figure 4: Traffic graph and prediction using the Prophet model, monthly (medium) period
Source: Kfizkova (2018)
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Figure 5: Traffic graph and prediction using the Prophet model, daily (short) period
Source: Kfizkova (2018)
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SV of

Figure 6: Traffic graph and prediction using the Prophet model, yearly (long) period
Source: Kfizkova (2018)

The reason for the observed traffic behaviour on the website is as follows. The client decided
to turn off paid advertising at the beginning of March, which led to an increase in visits from or-
ganic traffic and therefore falls outside the confidence interval. We will now explain why there
was a big difference in the targets created using the year-over-year comparison and using the
Prophet model. In the previous year, paid advertising was not turned off, and therefore it was
not possible to estimate the change in traffic using percentage growth. If paid advertising had
not stopped in March, the percentage growth model may have been more reliable. However, the
Prophet model has noticed this change, although it is not yet perfectly visible in the daily data
(Figure 5). The monthly forecast is getting closer to reality (Figure 4). However, when we display
the entire available data period (Figure 6), this increase is more obvious.

Now we compare the results obtained by the Prophet model with other models. Figure 7
shows the prediction of the organic search traffic for the monthly frequency of the data
using Exponential smoothing, ARIMA and TBATS models. Akaike Information Criterium AIC
(Cipra 2020) was used to select the appropriate model. It turned out that the Prophet model
was the best in being able to respond to changes in the client's online campaign settings.
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Figure 7: Traffic graph and prediction using Exponential smoothing model, ARIMA and
TBATS model
Source: Kfizkova (2018)

5 Conclusion
Online marketing traffic is very dynamic, so both researchers and marketing managers ac-
tively look for new ways to help businesses establish themselves in online markets. At
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the same time, they try to use scientific knowledge to analyze the behaviour of customers
visiting online markets. The ability to predict customer traffic using time series analysis is
highly useful for optimizing and setting the strategy of individual campaigns. Our study
contributes to the existing scientific literature by providing practical insights obtained from
two online marketing campaigns. The paper provides the reader with an insight into the
evaluation of online marketing campaign traffic using time series analysis. We suggested
using the Prophet and TBATS models to model the traffic of online campaigns. The Prophet
model has proven to be the best in responding to changes and predicting traffic for online
marketing campaigns.

5. Poznamky/Notes
The first author kindly announces the support of the KEGA 029UKF-4/2022.

Literatara / List of References [1] Anderl, E., Becker, I., von Wangenheim, F., and Schumann,
J.H., 2016. Mapping the customer journey: Lessons learned from graph-based online attribution
modelling. In: International Journal of Research in Marketing. 2016, 33(3),457-474. ISSN 0167-
8116. [online]. [cit. 2023-02-20]. Available at: <https://doi.org/10.1016/j.ijresmar.2016.03.001>

[2] Box, G. E. and Jenkins, G. M., 1976. Time series analysis. Forecasting and control. Hold-
en-Day Series in Time Series Analysis. Revised ed., San Francisco: Holden-Day, 1976. ISBN
9780816211043. [3] Cipra, T., 2020. Time series in economics and finance. Springer, 2020. ISBN
978-3-030-46347-2. [online]. [cit. 2023-02-20]. Available at: <https://doi.org/10.1007/978-3-
030-46347-2> [4] Chawla, Y. and Chodak, G., 2021. Social media marketing for businesses: Or-
ganic promotions of web links on Facebook. In:Journal of Business Research. 2021, 135(October),
49-65. [online]. [cit. 2023-02-20]. Available at: <https://doi.org/10.1016/].jbusres.2021.06.020>

[5] De Livera, A. M., Hyndman, R.J. and Snyder, R. D., 2011. Forecasting time series with complex
seasonal patterns using exponential smoothing. In: J. Am. Stat. Assoc. 2011, 106(496), 1513-
1527. ISSN 0162-1459. [6] Guo, L., Fang, W., Zhao, Q., and Wang, X., 2021. The hybrid PROPH-
ET-SVR approach for forecasting product time series demand with seasonality. In: Computers &
Industrial Engineering. 2021, 161(107598). ISSN 0360-8352. [online]. [cit. 2023-02-20]. Available
at: <https://doi.org/10.1016/j.cie.2021.107598> [7] Hanssens, D. M., Parsons, L. J. and Schultz,
R. L., 2005. Market response models. Econometric and time series analysis. New York: Kluwer
academic publishers, 2005. ISBN 978-0-306-47594-8. [8] Kannan, P. K., Reinartz, W. and Verhoef,
P. C., 2016. The path to purchase and attribution modelling: Introduction to the special sec-
tion. In: International Journal of Research in Marketing. 2016, 33(3), 449-456. ISSN 2349-0314.
[9] KFizkova, M., 2018. Online marketing campaigns, their analysis, processing and evaluation.
Master thesis, Comenius University Bratislava. Supervisor: Bohdalova, M. [10] Monti, R., 2021.
Does content or links improve trust with Google? 2021. [online]. [cit. 2023-01-20]. Available at:
<https://www.searchenginejournal.com/trust-metrics-and-google/424679/> [11] Munim, Y. H.,
2022. State-space TBATS model for container freight rate forecasting with improved accuracy.
In: Maritime Transport Research. 2022, 3(100057). ISSN 2666-822X. [online]. [cit. 2023-01-20].
Available at: <https://doi.org/10.1016/j.martra.2022.100057> [12] Naim, |., Mahara, T., and Id-
risi, A, R., 2018. Effective short-term forecasting for daily time series with complex seasonal
patterns. In: Procedia Computer Science. 2018, 132, 1832-1841. International conference on
computational intelligence and data science (ICCIDS 2018). [online]. [cit. 2023-01-20]. Available
at: <https://doi.org/10.1016/j.procs.2018.05.136> [13] Olsavsky, F., 2020. Consumer literacy and
honey fraud. Part I. In: Marketing Science & Inspirations. 2020, 15(4), 46-51. ISSN 1338-7944. [on-

25



26

line]. [cit. 2023-01-20]. Available at: <https://doi.org/10.46286/msi.2020.15.4.5> [14] Olsavsky,
F., 2021. Consumer literacy and honey fraud. Part Il. In: Marketing Science & Inspirations. 2021,
16(1), 2-10. ISSN 1338-7944. [online]. [cit. 2023-01-20]. Available at: <https://doi.org/10.46286/
msi.2021.16.1.1> [15] Park, J., 2022. Understanding how Google generates title links & what it
means for SEO. 2022. [online]. [cit. 2023-01-20]. Available at: <https://cmimediagroup.com/re-
sources/understanding-how-google-generates-title-links-what-it-means-for-seo/> [16] Slawski,
B., 2012. Google link analysis methods that might have changed? 2012. [online]. [cit. 2023-01-
20]. Available at: <https://www.seobythesea.com/2012/03/12-google-link-analysis-methods/>
[17] Taylor, S.J. and Letham, B., 2018. Forecasting at scale. In: The American Statistician. 2018,
72(1), 37-45. ISSN 0003-1305. [online]. [cit. 2023-01-20]. Available at: <https://doi.org/10.1080/
00031305.2017.1380080> [18] Vilcekova, L., 2010. Sample size design in marketing research. In:
Marketing Science & Inspirations. 2010, 5(2), 23-25. ISSN 1338-7944. [19] Zhao, N., Liu, Y., Va-
nos, J. K. and Cao, G., 2018. Day-of-week and seasonal patterns of PM2.5 concentrations over the
United States: Time-series analyses using the prophet procedure. In: Atmospheric Environment.
2018, 192, 116-127. ISSN 1878-2442.

Klucové slova / Key Words
marketing
ARMA model, Prophet model, sezénnost, sviatky, online marketing

ARMA model, Prophet model, seasonality, holidays, online

JEL klasifikacia / JEL Classification

C10, C22, M31, M37

Résumé
pane
Marketingové spolo¢nosti vyuzivaju odozvu trhu na ocenovanie produktov, urovanie vy-
davkov na reklamu, prognézovanie predaja ¢i pripravu a testovanie ucinnosti réznych mar-
ketingovych planov a kampani. Predpovede buducej navstevnosti pre online marketingové
kampane mézu byt zaloZzené na analyze Udajov a modeloch odozvy trhu. Hlavnymi nastrojmi
marketingového rozhodovania sa stali matematické modely. Hlavnym cielom tohto prispevku
je popisat a ukazat, ako vyuzit modelovanie spravania potencialnych zakaznikov v online mar-
ketingovych kampaniach. Okrem zakladného modelu ARMA pre kratkodobé predpovedanie
navstevnosti webovych stranok hodnotime modely TBATS a Prophet. Oba modely komplexne
zachytavaju sezénne vykyvy a vykyvy spOsobené sviatkami alebo dovolenkami. Konkrétne-
jSie ukazeme, ako mozno modelovanie ¢asovych radov zaclenit do vyhodnocovania prognoéz
navstevnosti online marketingovych kampani pre klientov marketingovych agentur.

Kratkodobé a sezénne modely ¢asovych radov pre online marketingové kam-

Kontakt na autorov / Address doc. RNDr. Maria Bohdalova, PhD., Comenius Universi-
ty Bratislava, Faculty of Management, Department of Quantitative Methods. Odbojarov 10,
82005 Bratislava 25, Slovak Republic, e-mail: maria.bohdalova@fm.uniba.sk

Mgr. Miriama Kfizkova, Comenius University Bratislava, Faculty of Mathematics, Physics and
Informatics, Department of Mathematical Analysis and Numerical Mathematics, Mlynska do-
lina F1, 842 48 Bratislava, Slovak Republic, e-mail: miriamakrizkova@gmail.com

Recenzované / Reviewed

10. March 2023 / 22. March 2023

TEXT | FIRUZ KURBANOV

DOI: https://doi.org/10.46286/msi.2023.18.1.3

A STUDY OF THE CONSUMER
BEHAVIOR AS THE KEY

TO EXPANDING THE MUSEUM
AUDIENCE

This article deals with the analysis of various factors that impact the consumer behavior
of museum visitors with an aim to build an effective marketing strategy that will help to
expand the museum audience. The author proposes to divide them into two main cate-
gories: socio-demographic factors and factors of value orientations that form personal
motives. The survey using questionnaire method was conducted in order to identify the
importance of each category in the decision-making process. It showed the connection
between frequency of the museum visits and family history of going to museums, as well
as the fact that visitors are coming to the museum in order to satisfy some of their per-
sonal motives. Thus, the importance of value orientations that form personal motives was

identified and its consideration when building a viable marketing strategy for museums

was proposed.

1 Introduction The growing competition in the cultural services market and the chang-
ing forms of consumer behavior necessitate the introduction and use of a marketing strategy
that will help to expand the audience for such services. Over the past years, the organizations
that provide services of a cultural and educational nature are changing; the very nature of
consumption of culture is also changing. Thus, for example, in the United States, elitist con-
sumption of culture is being replaced by the so-called ,cultural omnivorousness® (Peterson
and Kern 1996). The terms ,elitist consumption of culture® and ,cultural omnivorousness®
describe two different patterns of cultural consumption.

Elitist consumption of culture refers to a pattern of cultural consumption where individuals
or groups selectively consume highbrow or elite cultural products, such as classical music,
opera, or literary fiction, and view these cultural forms as superior to other cultural forms. In
this context, culture is seen as a marker of social status, and those who consume elite cultural
products are seen as more cultured or sophisticated than those who do not.

On the other hand, cultural omnivorousness refers to a pattern of cultural consumption where
individuals or groups consume a wide variety of cultural products, spanning highbrow, mid-
dlebrow, and lowbrow forms. In this context, culture is not seen as a marker of social status,
but rather as a way of exploring and experiencing different cultural perspectives and expres-
sions. Those who exhibit cultural omnivorousness are seen as open-minded and inclusive in
their cultural tastes. The museum, being an important element of culture, is also interested
in the right marketing policy, which will enable it the active promotion of museum services
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and the expansion of its audience, on one hand, and, the implementation of its socio-cultural
mission, on the other. In recent years, museum visitors are increasingly becoming consumers
of museum services (Rodney 2015).

It is very important in this regard, that there is a clear understanding of the current and po-
tential future museum visitors, their interests and expectations, as well as behavioral char-
acteristics. The key here is finding the right balance between a search for a new and support
from the existing museum audiences (Rentschler 2007). It is worth noting the significant shift
in the museum's focus from its exhibits to its audience (Jones and Mathé 2019). In this regard,
the study of the consumer behavior of the museum audience becomes relevant.

The traditional five-step model of analyzing the purchasing decision process according to
Kotler can be considered universal and can be used, among other things, in studying the con-
sumer behavior of a museum audience: problem recognition, information search, evaluation
of alternatives, purchase decision and post-purchase behavior (Kotler 2007). Each of the steps
is very important for a marketer in terms of understanding their audience. At the same time, it
should be noted that this model is not focused on some specific features of the consumer be-
havior of the museum audience, and is also mainly designed to study the behavioral patterns
of consumers in the short term.

2 Literature review

The earliest and most significant study of the consumer behavior of museum audiences is
Bourdieu's work (1984). According to his research, visiting cultural organizations is directly
related to the social status and level of education. At the same time, according to Falk (1998),
demographic factors can no longer be considered sufficient to determine the behavioral char-
acteristics of the museum audience. The Kotlers, on the other hand, believe that the cultur-
al background is important in determining the motives for visiting a museum (Kotler et al.
2008). Housen (1987) proposes to consider three important parameters for determining the
character of a museum visitor: demographic, specific attitude towards the museum, degree
of education, and other factors associated with intellectual development. Hooper-Greenhill
(2011) believes, that special attention should be paid to the diversified nature of the consumer
behavior, since different people visit different museums and usually do so at different times.
A substantial number of researchers also emphasize that visiting museums ceases to have
only cultural and educational character and increasingly becomes more personalized and fo-
cused on obtaining experience and knowledge (Harrison 2013), while the very idea of such an
undertaking becomes a key element in the context of communication between the museum
and its audience. In this regard the direct participation of the visitors in various museum
activities and the increase in the degree of their involvement in the museum work becomes
important. (Simon 2010). Thus, John Falk and Lynn Dierking (2016) suggested to consider
arange of factors that influence museum visitor expectations: previous experience, sources of
information and types of museums. They also proposed the study of the process of knowledge
acquisition in a museum within the following three categories:

1.Personal; 2. Social; 3. Physical. Each of these categories carries a number of motives for vis-
iting the museum, and can be used to study the consumer behavior of the museum audience
in order to expand it.

In the category of personal motives, one can add training and education, entertainment and
experience, interests and curiosity, rest and recreation. The social motives for visiting the
museum include those the end result of which is a social interaction aimed at strengthening
family relations, acquiring new friends and the possibility of social communication. The cat-
egory of physical motives includes comfort, attractiveness and uniqueness of the museum
exposition.
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John Falk (1998) singled out the main types of museum visitors, dividing them conditionally
into five categories: Explorer, Facilitator, Experience Seeker, Professional/Hobbyist and Re-
charger. But at the same time, the issue of segmentation of the museum audience still re-
mains complex and not fully resolved. It is complicated further by the change in the structure
of consumer behavior of the museum audience and, as a result, the diversity of motives for
visiting the museum.

The aim of this study is to consider a wide range of factors influencing the behavior of con-
sumers of museum services, in particular the analysis of socio-demographic factors and vari-
ous personal motives that directly impact the cultural activity of museum visitors.

3 Methodology of research

In this study, we used the method of reviewing the literature devoted to the research of the
museum audience and the characteristics of its consumer behavior. As a result, two main
groups of factors were identified: socio-demographic and value orientations that form person-
al motives, which, according to the author, form the basis of the museum audience's consumer
behavior.

In order to study the degree of influence of these two groups of factors on the consumer
behavior, the questionnaire method was used. It was conducted between October 15 and
November 15 among the visitors of the Bukhara State Museum, which is one of the most
visited museums in Uzbekistan. The questionnaire consisted of 12 questions which included:
demographic questions, closed-ended questions and Likert scale questions Another aim of
this questionnaire was the determination of the social and cultural image of the modern
museum visitor and identification of the main motives that encourage cultural activity of
museum visitors.

In general, the survey was conducted for 30 days. 180 questionnaires were distributed, 167 of
which can be considered suitable for processing and used in analysis of this study.
Descriptive statistics and correlation analysis were used to process the data obtained during
the survey.

4 Analyses and results

The transformation that has taken place in the consumption of museum services indicates
the importance of a two-way analysis of the factors influencing the consumer behavior of
a museum visitor. Transformation in consumption of museum services refers to changes in the
way that people engage with and use museum services. This could include changes in visitor
demographics, the types of exhibits or programs offered by museums, or the ways in which
visitors interact with exhibits or access museum content.

There are many factors that could contribute to transformations in museum consumption,
including changes in technology, shifts in cultural attitudes and values, or changes in the
social and economic landscape. For example, the rise of digital technologies has led to new
opportunities for museums to engage with visitors online, while changing social attitudes
may be leading to greater demand for more diverse and inclusive exhibits. To study transfor-
mations in museum consumption, researchers may use a range of methods, including surveys,
focus groups, and observational studies. Statistical techniques such as regression analysis or
time series analysis may also be used to examine trends and patterns in museum visitation
or engagement over time. Overall, understanding transformations in museum consumption
is important for museum professionals, policymakers, and researchers seeking to improve
access to and engagement with museum services.

On the one hand, it is very important to assess the socio-demographic image of the museum
visitor, and on the other hand, to assess the factors that have a direct impact on his cultural
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activity. Let's consider them separately. We can attribute a number of socio-demographic fac-
tors such as social status, gender, place of residence, age, education, etc. to the socio-cultural
image of a museum visitor. Within the framework of this study, it is important to trace the
extent to which socio-demographic factors influence the manner and nature of the consum-
er behavior of the museum audience and whether they have a direct impact on the volume
of consumption of museum services in general, as well as to form a general profile of the
museum visitor. The factors that have a direct impact on the cultural activity of a person
include value orientations — a number of personal motives and cultural characteristics of the
environment in which a person grew up, guided by which the visitor makes a choice in favor
of visiting a certain type of museum. A number of modern researchers believe that it is this
series of motives that dominates the consumer behavior of the museum audience, which in
turn means that socio-demographic factors fade into the background or do not at all impact
the consumer's choice of visiting the museum. In other words, visiting the museum today is
not done with a goal to see something, it is more an action associated with the satisfaction
of one’s personal motives.

4.1 Socio-demographic profile of a museum visitor

In the beginning, | propose to consider the socio-demographic profile of the museum visitor.
The first five questions of the questionnaire were aimed at identifying precisely these char-
acteristics (Figure 1).
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Figure 1: Socio-demographic profile of museum visitors
Source: Author

This table shows that the main visitors to the museum are people aged between 26 and 45. The
rest of the age categories are presented in relatively equal proportions. It should be noted that
among the visitors to the museum, women predominate, making up to 60% of the respondents.
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It is also noteworthy that 58% of museum visitors are employed, so any advertising and PR in
various organizations as a marketing communication tool for creating a permanent museum au-
dience and attracting new visitors will have a more positive effect compared to, for example, ad-
vertising and PR in educational institutions. It can be added that most of the surveyed visitors are
married and have a higher education. Based on these data, it can be said that the organization of
any family events or events to strengthen family values in the museum will definitely be of a great
success. Summing up, we can say that a museum visitor is a person aged between 26 and 45, is
married, mostly has already received a higher education and is employed.

4.2 Value orientations that form personal motives

Turning to value orientations, it should be noted once again that here we are considering a num-
ber of factors that form the personal motives of museum visitors t should be noted the popularity
of value-based marketing as a approach for communication with customers based on and about
personal values and ethics (Strach 2018).

It is worth noting that 70% of the respondents answered that it was customary in their families
to visit museums, which suggests that families with a tradition of visiting museums on a regular
basis, develop a close relationship with the museum and subsequent generations also get accus-
tomed to visiting such cultural organizations. Furthermore, 57% percent of visitors came to the
museum with the purpose of education and cultural enlightenment, and 40% of respondents visit
the museum because of their interest in permanent and temporary exhibitions. This is an indica-
tor that the museum is still associated by consumers of cultural services with its main function
of education and cultural awareness. In turn, such motives as just spending free time, going to
the museum to show to children, visiting the museum while sightseeing and visiting the museum
as a form of entertainment make up a small percentage. This indicates that the museum has not
yet firmly established its position in the entertainment market and is losing competition to other
places for entertainment that are more attractive from the point of view of consumers (Table 1).

Personal motives for visiting the museum permanent temporary
exhibitions exhibitions
Interest in the museum's permanent exhibition 4% 37%
Education and cultural awareness 57% 48%
Desire to spend free time 16% 3%
Show the museum to kids 11% 13%
Went sightseeing 13% 299
Entertainment 7% Q9%

Table 1: Main motives for visiting the museum
Source: Author

Furthermore, it is important to consider the frequency of the museum visits as an important factor
when analyzing the value orientations that form the personal motives of the respondents (Figure
2). About 40% of respondents answered that they visit the museum every month. This group can
be conditionally called a permanent museum audience. In this part of the audience there is not
much hesitation when it comes to the decision to visit the museum. They are also very stable in
terms of visiting the museum on a permanent basis. They seem to have already formed the habit
of visiting the museum. For the goal of our research, however, from the point of view of expanding
the museum audience, the remaining 60% percent, who visit the museum once every six months,
once a year, or very rarely, are of greater interest. This points to the need for research on the co-
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rrelation between visit frequency and museum visit motives. Although, we do not pose this issue
within the framework of the current article.
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Figure 2: Frequency of visit to the museum
Source: Author

When analyzing the behavioral characteristics of consumers of museum services, it is also important
to consider the source of information from which the they prefer to receive information about muse-
ums and all sorts of cultural events (Figure 3). It should be noted that the leading position as a tool
for communication between the museum and its audience has been assigned to social networks
these days, which indicates that the museum should not only be presented in all social networks,
but also actively promote its content through them. It is interesting to note that more than 30% of
respondents prefer to follow the activities of the museum through the official web page. The third
media is the promotion and advertising of the museum by its staff through the organization of mee-
tings, visits, round tables and other events in various organizations, which indicates that sometimes
direct personal communication with your potential audience is also beneficial.
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Figure 3: The main sources for receiving information about museum
Source: Author

Summing up the survey, the following questions were asked: how satisfied are you with your visit?
and how likely is it that you will make a repeat visit to the museum (Figure 4)?
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Figure 4: Level of satisfaction and the likelihood of repeat visit to the museum
Source: Author

This graph shows a very positive ratio of satisfaction from the visit and the desire to revisit the
museum among those surveyed. At the same time, 60% of those surveyed answered that it was
generally an interesting visit, and only 46% expressed a high desire to revisit the museum again.

5 Conclusions

Having considered a wide range of factors influencing the consumer behavior of the museum au-
dience, the author proposed a division of factors into two groups that is not universal, but greatly
simplifies the task of research: Socio-demographic factors and factors of value orientations that
form personal motives. Based on this division, a questionnaire was developed with the purpose
of identification of the degree of influence of certain factors on the consumer behavior of the
museum audience.

Based on the results of the survey, it is worth emphasizing that currently the main visitor of the
Bukhara State Museum is a person aged between 26 and 45, married, mostly with a higher educa-
tion and is employed. | would like to note that the study did not reveal a strong and close relati-
onship between socio-demographic factors and the consumer behavior of the museum audience.
It has also not been observed that a visitor with a particular socio-demographic profile tends to
visit the museum more often. On the contrary, the author believes that with a properly built and
directed marketing strategy, there is a high probability of a significant expansion of the museum
audience and attracting people from different social groups to the museum.

Unlike socio-demographic factors, the factors of value orientations that form personal motives
are of a more complex nature, which requires a deeper study of these factors and their influence
on the consumer behavior of the museum audience. It is also worth noting the limitations of the
study:

- Small sample sizes: Museum marketing research often relies on surveys, focus groups, and other
methods that involve a relatively small sample size of visitors.

- Self-selection bias: Visitors who participate in museum marketing research may not be represen-
tative of the broader population of museum-goers, as they may be more motivated or interested
in providing feedback than those who do not participate.

- Limited scope: Museum marketing research may focus on a specific aspect of the museum expe-
rience, such as exhibit design or program offerings, and may not capture the full range of factors
that influence visitor behavior.

- Limited data availability: Museum marketing research may rely on data that is difficult or expen-
sive to obtain, such as visitor traffic patterns or demographic information.
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In the course of this study, a strong relationship was determined between the frequency of the
museum visits and the existing family tradition of visiting the museums. Thus, 70% of the respon-
dents confirmed that it was customary in their families to visit museums. Moreover, the idea that
most of the museum visitors come to the museum not just to see something, but to satisfy their
personal motives,among which education and cultural enlightenment prevail, found its confirma-
tion in the survey.

In conclusion, we can say that the factors of value orientations that form personal motives have
a serious impact on the consumer behavior of the museum audience. Henceforth, it is important
for the museum to pay special attention to this factor when building a marketing strategy. Based
on the statement that factors of value orientations form personal motives that have a serious
impact on the consumer behavior of the museum audience, here are some recommendations:

- Conduct research to understand the value orientations and personal motives of the museum
audience: In order to create exhibits and programs that resonate with visitors, it is important to
first understand what drives their behavior. Conducting research through surveys, focus groups,
and other methods can help identify the key value orientations and personal motives of the target
audience.

- Tailor exhibits and programs to specific value orientations and personal motives: Once the value
orientations and personal motives of the target audience have been identified, the museum can
tailor its exhibits and programs to appeal to those specific interests. For example, if the target
audience values education and intellectual stimulation, the museum can develop more educatio-
nal exhibits and programs that provide in-depth information about historical or scientific topics.
- Communicate the value proposition of the museum: It is important for the museum to com-
municate its value proposition clearly to potential visitors. This can be done through marketing
and advertising campaigns that highlight the unique features of the museum and its exhibits. By
communicating the value proposition of the museum effectively, it can attract visitors who share
the same value orientations and personal motives.

- Provide a variety of exhibits and programs: While it is important to tailor exhibits and programs
to specific value orientations and personal motives, it is also important to provide a variety of
exhibits and programs that appeal to a wide range of visitors. This can help attract a diverse audi-
ence and provide a more engaging and inclusive experience for all visitors.

- Continuously evaluate and adapt: The museum should continuously evaluate and adapt its exhi-
bits and programs based on visitor feedback and changing value orientations and personal moti-
ves. This can help ensure that the museum remains relevant and engaging for its target audience
over time.
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APPLICATION OF MARKETING
PRINCIPLES FOR HEIS:

A PERSPECTIVE OF PAKISTANI
UNIVERSITIES

This study focuses on the application of marketing principles for higher education in-
stitutions (HEIs) in Pakistani universities. The study begins with a review of the current
marketing practices in the higher education sector and analyzes the challenges faced by
HEIls in attracting and retaining students. The research methodology includes a mix of
qualitative and quantitative data collection techniques such as surveys and interviews
with stakeholders.

Based on the findings, marketing - recommendations are proposed that includes segmen-
tation of target audiences, identification of unique selling propositions, development of
communication channels, and implementation and evaluation of the marketing plan. It
incorporates the use of digital marketing tools, such as search engine optimization and
social media marketing, to increase HEIls's visibility and brand awareness.

The final recommendations of the study suggest implementing certain marketing sug-
gestions to ensure the successful execution of the marketing plan. These suggestions
include the creation of a specialized marketing team, providing training to both staff and
faculty members, and regularly monitoring and evaluating the efficacy of the marketing
efforts. By implementing these marketing suggestions, HEIs can achieve its enrollment
and revenue targets while also improving its image as a premier educational institution
in Pakistan.

1 Introduction

36

The country's social and economic progress depends greatly on education.
Without education, the nation will unavoidably fall behind in the battle for growth. The nation
cannot achieve its goal of progress and wealth without strengthening institutional foundations
and human resource development (lvy 2004). The development of higher education in Pakistan
has been greatly influenced by various historical, social, and political factors (Isani 2005).
Marketing is a social and managerial process that involves identifying, anticipating, and satis-
fying customer needs and wants through the creation, promotion, and distribution of products
and services. Marketing is also seen as a means of creating value for customers and building
strong relationships with them (Wright 1999).

Education is currently one of the items that may be purchased, sold, and traded like other com-
modities, and this is widely acknowledged on a global scale. It is becoming a more common
item on the market every day, and some state-funded universities spend a significant portion
of their budgets on marketing and student recruitment rather than on academics. Education is
also advertised, sold, and bought (Al-Fattal 2010). Asserts that in recent years, marketing has
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become increasingly crucial to achieving organizational efficiency. This shows that marketing
plays a significant part in the educational setting, even though some people may have dismissed
it. As a result, it's necessary to educate and broaden stakeholders' perspectives rather than
avoiding or ignoring those (Abbas 2019). The intangible nature of educational services, the
importance of reputation and word-of-mouth marketing, the diverse needs and preferences of
students, and the ethical considerations make educational marketing different from other types
of marketing (Rizvi 2010).

The art of creating demand and the process of pursuing both current and potential clients are
both components of marketing. It has become commonplace for businesses to seek out com-
petitive advantages. Every industry is subject to competition; the educational services sector
is not an exception (Abbas 2022). Educational institutions must compete fiercely to survive in
the market.

Around the world, there have been significant changes in higher education’s prestige, govern-
ance, administration, and policy in recent decades. Most nations have rising competitiveness in
higher education. These modifications affect how higher education institutions function in the
present and are thought to be the main causes behind the marketization of higher education
(Maringe 2006).

Large numbers of government and private players are present in the educational sector, par-
ticularly in the professional management institutions. Competition among them, population
research, and government initiatives have made the marketing notion more prevalent in this in-
dustry than it was in earlier times. In order to remain in business, a higher education institution,
like any other business organization must please its customers.

According to (Brown 1996), most of the students usually rely on the information that has been
provided to them in the form of marketing to make decision on where to get admission. Due
to these kind of studies there has been a huge focus that marketing should be done for higher
education institutions which can positively influence young people’s decision making and pri-
marily draw students to certain institutions. The only method for the general public to learn
more about the institutions or departments within and how they have been doing over the past
few years is through marketing.

1.1 Research gap

In Pakistan, there is a research gap in higher educational institutions related to several factors,
including (Junejo 2018):

Lack of funding: The majority of universities in Pakistan receive inadequate funding for research,
which limits their ability to invest in the latest technologies and equipment.

Limited resources: Many universities in Pakistan are facing a shortage of skilled research perso-
nnel, including faculty members and support staff. This shortage is a hindrance to the develop-
ment of research activities in these institutions.

Insufficient infrastructure: The lack of proper infrastructure, including libraries, laboratories,
and computer facilities, is another major barrier to research in higher educational institutions
in Pakistan.

Lack of collaboration: Collaboration between universities, government institutions, and indu-
stry is limited, which restricts the opportunities for researchers to engage in interdisciplinary
research.

Cultural attitudes: The lack of a research culture and the lack of appreciation for research out-
puts in Pakistan are also significant gaps that need to be addressed.

Overall, the research gap in higher educational institutions in Pakistan is a complex issue that
requires a multi-pronged approach, including investment in research infrastructure, develop-
ment of research culture, and greater collaboration between institutions.
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1.2 Problem statement

Higher education institutions are facing a number of challenges in the current market, including
declining enrollment rates, increased competition, and a changing landscape of student needs
and expectations. With a shift towards online and distance learning, higher education institutions
are struggling to keep up with the demands of a rapidly changing marketplace. They are also
facing intense pressure to provide a high-quality, accessible education while keeping costs low
and staying financially sustainable. According to Shah (2019), there is a need for policy reforms
to improve the quality and relevance of education in Pakistan, with a focus on science education.
Despite these challenges, higher education institutions must still find ways to effectively market
themselves in order to attract new students and build their reputation. They must effectively
communicate their unique value proposition and differentiate themselves from the competition.
However, many higher education institutions are struggling to develop effective marketing stra-
tegies that reach the right target audiences, effectively communicate their value proposition,
and generate positive results.

This is a complex and challenging problem that requires a multi-faceted solution that considers
the needs of both students and institutions. Effective marketing strategies must be developed
that address the changing landscape of higher education, and reach the right target audiences
with the right message at the right time., the question ,What are the secrets to educational
marketing?“ needs to be studied. In this Study, we are going to derive a marketing plan for HEls
based on the research and findings.

1.3 Goal of the study

To overview the Impact of various marketing strategies on the higher education institution
by further analyzing the effectiveness of these marketing efforts and identifying areas for
improvement.

1.4 Objectives of the study

 To overview existing marketing campaign of HEls.

* To Review existing literature on marketing strategies.

« To suggest effective marketing recommendations for HEIs.

« To understand the needs and preferences of students and their families in terms of educa-
tion.

« To identify the factors that influence student enrolment decisions, such as cost, location,
program offerings, and reputation.

¢ To evaluate the effectiveness of current marketing and advertising strategies and make
recommendations for improvements.

2 Literature review

2.1 Brand management

Building a solid brand image has always been crucial to the management of products and
brands. The more brands are built, the higher the potential for both short-term and long-term
income generating (Abbas 2014). Brand management is extremely important in higher edu-
cation marketing. The higher education industry is highly competitive and the reputation of
a university or college can greatly impact enrollment and fundraising efforts. A strong, consis-
tent brand helps establish the institution’s unique identity, differentiates it from competitors,
and reinforces the institution's mission, values, and goals.

Brand management also plays a crucial role in attracting and retaining students, faculty, staff,
and donors. A strong brand creates a sense of pride and loyalty, and can help build a strong
community of supporters who are more likely to spread the word about the institution.
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In today's digital age, where information is easily accessible and comparisons are readily
made, it is more important than ever for higher education institutions to have a well-man-
aged brand. Effective brand management helps institutions establish and maintain a positive
reputation, and ensures that the institution is consistently represented in a way that supports
its goals and objectives (Abbas 2014).

2.2 Brand awareness

Building a solid brand image has always been crucial to the management of products and brands.
The more brands are built, the higher the potential for both short-term and long-term income
generating. Being aware of a brand or remembering it when a product is purchased again is
the essence of brand recognition (Abbas 2014). Brand awareness is crucial for higher education
marketing because it can greatly impact the success of a marketing campaign. It determines the
level of recognition and familiarity of the institution's brand among its target audience.

2.3 Brand loyalty

Brand loyalty in higher education refers to the attachment and commitment of students, alum-
ni, and other stakeholders to a specific university or college. Several research papers have ex-
plored this concept, and findings show that brand loyalty in higher education can be influenced
by various factors such as:

Perceived quality of education: Higher education institutions with a reputation for delivering
high-quality education are more likely to foster brand loyalty among their students and alumni.
Student satisfaction: Students who are satisfied with their educational experience are more
likely to develop brand loyalty to their university.

Alumni engagement: Universities that engage their alumni and make them feel valued can inc-
rease their brand loyalty.

Social media presence: An active and engaging social media presence can help higher education
institutions build a strong brand and foster brand loyalty.

Strong relationships with professors: Students who have strong relationships with their profes-
sors are more likely to develop brand loyalty to their university.

Location: Higher education institutions located in desirable areas may foster brand loyalty by
providing students with access to cultural and recreational opportunities.

These are some of the key factors that can influence brand loyalty in higher education, and more
research is needed to fully understand this concept and its impact on universities and colleges.
Marketing has become increasingly important in higher education institutions, particularly in Paki-
stan where competition among universities is growing. A literature review of studies on the impor-
tance of marketing in higher education institutions in Pakistan reveals the following key findings:
Brand awareness and reputation: Marketing efforts help higher education institutions to build
and maintain a positive image, enhance brand awareness, and promote the reputation of the
institution, which leads to increased enrollment.

Student recruitment and retention: Marketing strategies help universities to attract and retain
students by highlighting the unique aspects of the institution and promoting the benefits of
enrolling.

Competitive advantage: By effectively promoting their offerings, higher education institutions
can differentiate themselves from competitors and gain a competitive advantage in attracting
students, faculty, and funding.

Revenue generation: Marketing efforts help universities to increase revenue by promoting their
programs and services, securing partnerships and sponsorships, and attracting donors.
Stakeholder engagement: Marketing enables higher education institutions to engage with

39



TEXT | AYESHA ZAFAR, MUSA MAZHAR,
YAHYA SULTAN 1JAZ

40

stakeholders, including students, alumni, faculty, employers, and the wider community, and
build relationships that support the institution’s mission and goals.

In conclusion, marketing plays a crucial role in higher education institutions in Pakistan by
helping to build brand awareness, increase student enrollment, and generate revenue. Effective
marketing strategies can also help institutions to differentiate themselves from competitors
and engage with key stakeholders.

McCarthy (1975) distinguished between macro and micro levels of marketing; this study defines
marketing at the micro level because it is focused on the operations of particular firms. Accor-
ding to McCarthy (1975), this definition is as follows:

In order to please customers and achieve a company's goals, marketing was the practice of
business activities that directed the flow of goods and services from producers to consumers
or users.

From his description, it appears that he places a lot of emphasis on the marketing mix, which
includes product, price, place, and promotion, as well as a target market. These two ideas work
together to create a marketing plan.

Additionally, Kotler (1991) describes marketing as a social and management process through
which people and groups meet their needs and desires by producing, providing, and exchanging
goods of value with other people.

The definition of marketing provided by Kotler, a co-author of the book Principles of Marketing,
is similar to that given above. Due to the fact that they identify requirements, wants, exchange,
people as consumers and providers, and customer pleasure as a goal, the fundamental phrases
used to define marketing are the same.

Mclnnes (1964) for example, said that ,marketing was any action which actualized the prospective
market link between the producers and users of economic commodities and services* as one of its
definitions. The task of marketing thus begins with the identification of market potential.

2.4 Higher education marketing in Pakistan

Higher education is crucial for the development and progress of any country, including Pakistan.
The significance of higher educational institutional marketing strategies in Pakistan lies in the
following points (Pakistan - Country Commercial Guide, n.d.):

Attracting students: Marketing strategies help higher educational institutions in attracting po-
tential students by highlighting their unique selling points and the benefits of studying at their
institutions.

Competition: With the increasing number of higher education institutions in Pakistan, compe-
tition among them has become intense. Marketing strategies help institutions stand out and
differentiate themselves from the others.

Building reputation: Marketing strategies help higher educational institutions build a positive
image and reputation, which is crucial for attracting more students and gaining recognition in
the education sector.

Increasing enrollment: Effective marketing strategies can help increase enrollment by making
the institutions more visible and appealing to potential students.

Generating revenue: Higher educational institutions in Pakistan are facing financial constraints,
and marketing strategies can help them generate more revenue by attracting more students
and increasing enrollment.

2.5 7Ps of higher education marketing mix
The primary factors that universities and colleges utilize to attract and retain students are re-
ferred to as the 7Ps of higher education mix. These factors include the product, the pricing, the
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location, the advertising, the people, the process, and the physical evidence. From academic
offerings to the campus atmosphere, each of these components plays an important part in mol-
ding the entire student experience. Universities and colleges have placed an increasing focus on
the 7Ps in recent years in order to differentiate themselves from rivals and suit the changing de-
mands and preferences of students. Numerous studies have been conducted to investigate the
significance of each of these components in higher education marketing, such as the influence
of branding, tuition pricing tactics, location, social media, faculty quality, administrative effici-
ency, and campus facilities. It is important to emphasize the complicated interplay between the
7Ps and the necessity for universities and colleges to carefully analyze and balance each factor
in their marketing efforts.

The 7 P's of higher education marketing are:

Product: The program offerings, facilities, and resources available at the institution.

Price: The cost of tuition and other fees associated with attending the institution.

Place: The physical location of the institution and the accessibility of its facilities.

Promotion: The methods used to communicate the institution's value proposition to potential
students and other stakeholders.

People: The faculty, staff, and students who make up the institution and its community.
Process: The systems and processes in place to support student engagement and success.
Physical evidence: The tangible components of the institution, such as its buildings, technology,
and other resources.

What programs and services higher education institutions will provide to its students, alumni,
and supporters is the most fundamental choice they must make. The identity, status, and client
reactions of an institution are all influenced by its service product strategy (Collins 2010). The
product or service being advertised, including its attributes, standards, advantages, and scope.
It contains the degrees granted and their curricula, paper exemptions, brand name and history
of the degrees, placement facility, lateral entry, and grading (Collis 2010).

Price is a component of the marketing mix and should be taken into account while developing
the institution's strategy. The relevance of pricing in selecting institutions should be considered
by decision-makers when determining price. Cosser and Du Toit (2002) state that cost of pro-
duction, competitor prices, identification of pricing factors that are relevant to pricing decisions,
and selection of a pricing strategy that will draw in a sufficient number of students are all im-
portant considerations when choosing a higher education institution. It covers the structure of
the term and entrance costs, fee reductions and exemptions, college affiliation fees, test fees,
etc. (Ahmed 2017).

The delivery system of a higher education institution is split into three components by Kotler
(1995). The first factor is the institution's location, which includes its accessibility, ambiance,
and facilities; the second is the scheduling of service delivery that will appeal to students; and
the third is the mode of delivery, which includes the technology and instructional methods to
be applied in the delivery of the service. Institutions should also pay attention to the physical
infrastructure, such as the level of design, signage, and usability and aesthetics of the service
areas. Visitors, students, and staff are given a message about the institutions via the physical
structures and surroundings.

Promotion includes media propagation (advertising, promoting the school/college or institu-
tion's publicity through newspapers, radio, television, internet, websites, e-mails, brochures,
hoardings, and word-of-mouth publicity) and market communication, which is accomplished
through personal selling, advertising, direct marketing, job fairs, public relations, sales promo-
tion, and sponsorship. There has been various researches that say that if someone has a positive
experience about a service then it is most likely that they will spread it through word of mouth.
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In return, there is an effect on the bottom line.

In higher education, the people component of the marketing mix includes not just academics
and students, but also non-teaching personnel. Universities must carefully plan and implement
the right quantity of teaching and non-teaching employees, taking into account qualifications,
recruiting and selection methods, training, and compensation. It is also critical to undertake
research on students' and professors' needs and preferences, educate students on their duties
and responsibilities, and express cultural values. Furthermore, the number of students, their
histories, interests, and aptitude for their selected courses must be taken into account.

The ,process” component of the higher education marketing mix includes both the type of servi-
ce given, whether standardized or customized, and the number of stages involved in the service
process, which can range from basic to complicate. Other characteristics include instructional
approaches, learning opportunities, practice sessions, assessment systems, and the amount of
participation in service delivery by students, professors, and non-teaching personnel. The pro-
cess element essentially refers to the operational system utilized to handle marketing inside the
organization. Additionally, the accessibility of the service, such as faculty, office, classroom, and
study materials, as well as connection with multiple service organizations, such as admission,
assessment, hostel wardens, and student welfare, are components that accompany the funda-
mental service providing.

This Physical Infrastructure includes the architecture, aesthetics, functionality, and environ-
ment of the classrooms and buildings, lab equipment, library resources, student and faculty dre-
ss codes, college magazines, university annual reports, staff visiting cards etc. (Chawla 2013).

* How marketing has benefitted various HEIs’ across the globe

¢ The need to market educational institutions

* Most beneficial tools

¢ Brand Loyalty of HEIS’

« Emotional connections in higher education marketing

Many Universities in the world have increased the total invest they spend on their marketing
campaigns to increase their scope in the competitive market (Durkin 2011).

2.6 Marketing in private universities

Marketing in private universities in Pakistan focuses on promoting the institution and its pro-
grams to potential students, their families, and the general public. This may involve creating
and distributing materials such as brochures, posters, and videos, as well as using digital mar-
keting channels such as websites, social media, and email. The goals of marketing in private
universities in Pakistan are to increase enrollment, improve brand recognition and reputation,
and build relationships with the community. The above discussion leads to the development of
following framework visible as Figure 1.

Brand Awareness Brand Loyalty

Figure 1: Conceptual framework
Source: Authors

The Conceptual Framework tells us that how Brand Awareness eventually leads to Brand Loyal-
ty towards the organization. Building brand loyalty is crucial for the success of a company in the
modern marketing environment (Latif 2014). The relationship between brand awareness and
brand loyalty can be represented as follows:

1. Awareness: The first step in the process is brand awareness. This refers to the recognition of
a brand and its associated attributes, values, and benefits. Brand awareness is created through
marketing campaigns, advertising, and customer engagement.

2. Perceptions: After gaining awareness, customers form perceptions about the brand. These
perceptions are influenced by previous experiences, customer feedback, and other forms of
communication.

3. Attitudes: Based on their perceptions, customers develop attitudes toward the brand. Attitu-
des are made up of their beliefs, feelings, and evaluations of the brand.

4. Intentions: As customers form positive attitudes toward the brand, they are more likely to
develop intentions to purchase the brand. These intentions are influenced by the level of trust
and confidence they have in the brand.

5. Loyalty: Finally, brand loyalty is formed when customers repeatedly purchase the brand and
have a strong emotional connection to it. Brand loyalty is influenced by the quality of the pro-
duct or service, customer satisfaction, and the overall customer experience.

2.7 AIDA model

¥ N 4 ¥

AWARENESS INTEREST DESIRE ACTION

Figure 2: AIDA Model (Lewis 1900)
Source: Barry (1990)

The demand for higher education has been on the rise in recent years, and students are lo-
oking for institutions that offer a personalized and engaging learning experience. Higher
educational institutions can stand out from their competition by implementing the AIDA
model. This model stands for Attention, Interest, Desire, and Action and is commonly
used in marketing and advertising to guide customers through the purchasing journey.
By using the AIDA model, higher educational institutions can create a clear and effective
communication strategy that will attract and engage prospective students. According to
Hanlon (2022), the model can help institutions communicate their unique value proposi-
tion, create interest and desire among potential students, and ultimately drive them to
take action and enroll in the institution. Here are the steps of the AIDA model that HEIs
can follow (Kiniulis 2021):

Attention: Get the attention of potential students by using creative and attention-grabbing
marketing strategies such as:

« Social media advertising

« Video content

e Targeted email campaigns/SMS Marketing

Interest: Highlighting the unique features and benefits, such as:

e Faculty

e Curriculum

« Student Services
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« Infrastructure

e Sports

« International Collaborations and Linkages

Desire: Emphasizing the potential outcomes of enrolling in the institution, such as:
 Potential for career advancement

 Personal growth

« A higher standard of living

Action: Encourage potential students to take action by providing clear and easy-to-follow
enrollment steps, as well as personalized guidance and support throughout the process. In
conclusion, higher education institutions/universities can implement the AIDA model in their
marketing and communication strategies which can differentiate themselves from their com-
petition, attract and engage prospective students, and ultimately drive enrollment.

3 Methodology of the study

3.1 Methodology

The research is descriptive in nature, and data is gathered using a survey. Some of Pakistan's
private universities, in particular the students at higher education institutions/universities,
served as the study's population. By utilizing a convenience sampling approach, at least 5
private institutions in Pakistan are used as a sample, and the collection target was at least
130 samples. A questionnaire was be created for students at private colleges to gather data
for the study. The information was gathered from university students via a questionnaire. The
survey was carried out in-person and online.

* Primary data collection includes convenience sampling; questionnaire from university stu-
dents and interviews from experts in the field.

» Secondary data collection includes websites, published articles and journey.

3.1.1 Expert interviews

During the study, four experts were interviewed to gain insights on marketing higher education
institutions in Pakistan. One of the experts interviewed was Mr. ljaz Ahmed, who is the Head of the
School of Business. The other three were Dr. Ali Abbas, Dr. Usman Sattar and Mr. Azeem Amin from
Beaconhouse National University. All three of the interviewees have a strong background in formu-
lating marketing strategies for organizations and specialize in teaching marketing. As such, their
insights and perspectives were valuable in informing the study’'s recommendations on how higher
education institutions should be marketed in Pakistan. Their expertise in the field of marketing and
higher education institutions lends credibility to the study's findings and recommendations. The
interviews were conducted prior to formulating the recommendations so that the experts' perspecti-
ves could be incorporated into the study. The experts were asked for their opinions on whether
higher education institutions should be marketed in Pakistan and how they should be marketed.
The experts generally agreed that it is crucial for HEIs to be marketed in Pakistan. They suggested
that universities should not rely on conventional and extensive marketing methods like most univer-
sities in Pakistan. Instead, they recommended that universities should focus on providing high-qua-
lity education and services while implementing effective marketing strategies to establish a strong
brand image. Marketing can help institutions to attract students, it must be balanced with a focus
on educational quality and student outcomes (Gibbs 2002). By following this approach, the experts
believed that HEIs could successfully promote themselves and attract more students in Pakistan.
The experts believe that both the quality of education and effective marketing are crucial for crea-
ting brand awareness, building loyalty, and increasing enrollments in higher education instituti-
ons. According to Kucerova, educational institutions frequently utilize marketing methods to recruit
students while failing to effectively prepare them for the academic challenges and expectations
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of tertiary education. The difference between students’ expectations and the reality of university
life causes feelings of disappointment and frustration, which might lead to a greater dropout rate
(Kucerova 2020).

Marketing HEls is deemed essential, and recent efforts have shifted towards social media platforms
such as Instagram and Facebook, with plans to expand to other digital marketing channels like
YouTube and LinkedIn. The most effective marketing medium is social media, and universities are
advised to avoid traditional marketing methods like billboards and TV commercials. They were of
the opinion that strategies for marketing should be reviewed and updated at least once a year to
ensure their effectiveness.

3.1.1 Questionnaire

¢ The majority of Questionnaire items were adopted from from Aaker (1997), Parasureman
(2010) and Survey of customer service quality (The customer service quality survey 2018).

e There are a total of 3 Sections on the basis of which respondents were assessed. The secti-
ons were brand loyalty, brand awareness and their marketing preferences.

e It contains a total of 28 questions among which ten of them are Likert scale questions, ten
rating scales (least likely — most likely, worse than expected - better than expected, favo-
rably — unfavorably), five open ended and three multiple choice questions.

4 Findings and analysis
A total of 132 responses were recorded for the formulation of the recommendations.
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Figure 3: Education profiling
Source: Authors

131 people responded to the question related to their qualification. 76.3% sample was collec-
ted from undergraduate students, 12.2% were from intermediate and the rest 11.5% samples
were from post graduate students.
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Figure 4: Institute profiling
Source: Authors
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In response to this question, we got to know that 30.8% of the responses came from within
higher education institutions/universities whereas 69.2% responses were from other institu-
tes.
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Figure 5: Most important medium
Source: Authors

The most important medium according to students was internet research by 46.5% which
helped them determining the choice for their higher education institute. Followed by, 37.2%
word of mouth and 13.2% social media.

Figure 6: Impact of TikTok
Source: Authors

51.5% of the respondents think that it is ,least likely” for them to be influenced if they saw
the ad of a particular university on TikTok. Whereas, only 6.9% of respondents believe that it
is ,highly likely” that it influences their decisions.
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Figure 7: Impact of Instagram
Source: Authors
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12.3% of those surveyed said that they would be ,least likely” to be persuaded if they saw an
advertisement for a certain university on Instagram. Only 12.3% of the respondents, however,
thought it was ,highly likely“ to affect their choices.

Figure 8: Impact of Google Ads
Source: Authors

10% of respondents indicated that they would be ,least likely“ to change their minds if they

saw Google Ads on other websites for a certain university. However, just 18.5% of the respon-
dents said it was ,highly likely“ to influence their decisions.
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Figure 9: Perception of HEls
Source: Authors

Most of the people think of ,better social environment® when it comes to higher education

institutions/universities by 42.5%. 18.9% the respondents think that it is a ,spacious campus”
while 15.7% think that HEIs offers a ,greater variety of degree programs*.
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Figure 10: Preference for University Radio Channel
Source: Authors
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According to the study, 41.9% of respondents said they would be ,least likely“ to tune in to
a university's radio station. 4.7% of respondents said that they would be ,highly likely* inte-
rested in listening to it.
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Figure 11: Preference for billboards
Source: Authors

When it comes to billboards, 45.3% students ,never noticed“ them and had no impact on them
in deciding a university. 37.5% say that do notice and have an impact on their decisions. Whe-
reas, 17.2% students do not believe that billboards have any impact while they are choosing
universities.

Figure 12: Impact of quality of facilities
Source: Authors

12.6% of participants in the poll indicated that the quality of physical facilities is ,least likely*
to bother them but 33.9% think that it is ,moderately likely” that quality of physical facilities
is a plus.

Figure 13: Employee - student understanding
Source: Authors
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Figure 14: Motivation from faculty
Source: Authors

According to the survey, although 40.6% of respondents said they thought it was ,moderately
likely“ that staff would be able to identify with their unique requirements, 8.6% of respon-
dents felt it was ,least likely” to have an impact on them.
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Figure 15: Promised provision of services
Source: Authors

The poll found that although 32% of participants said it was ,moderately likely that promised
services are provided have an impact on them while 8.6% of participants believe it was ,least
likely“ to have an effect on them.
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Figure 16: Impact of appearance of material
Source: Authors

According to the response, 10.9% of respondents believed it was ,least likely” for the appea-
rance of material like prospectus, pamphlets and statements etc. to have an influence on
them, despite 30.2% of respondents saying they thought it was ,moderately likely“ to effect
their decision.
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Figure 17: Impact of infrastructural arrangement
Source: Authors

36.4% of respondents thought it was ,moderately likely” that the quality of infrastructural
arrangement/ equipment is a key factor in determining universities while 7% of respondents
said it was ,least likely“ to have an impact on them.
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Figure 18: Skillset of employees
Source: Authors

The skill set of employees, according to 36.4% of respondents, is ,moderately likely” to be
a significant influence in choosing institutions, while just 6.2% of respondents indicated it is
Jleast likely® to have an effect on them.
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Figure 19: Service Satisfaction
Source: Authors
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Most of the respondents are satisfied with the quality of services that they are being offered
in various university mentioned in the sample with 40.3% of ratio.
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Figure 20: Institutional Loyalty
Source: Authors

Majority of the students are positive about their experiences with 34.1% while 11.6% think
that they would not patronize their institute in the future.
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Figure 21: Top choice of university
Source: Authors

According to 127 responses to this question, 63.8% of students have chosen LUMS as a top
choice when they think of getting into a degree program. Contrary to that, 7.9% responses
chose BNU while 6.3% desired UMT as their top choice.

5 Marketing suggestions for HEIs

5.1 Internal marketing strategies

Employee engagement programmes are critical to keeping staff engaged and dedicated. This may
be accomplished through a variety of programmes, including team-building exercises, training and
development workshops, and recognition programmes (Arif Vaseer 2016). Along with that, effective
communication is critical in every organization. Institutions must maintain an open and transparent
communication channel with their staff to ensure that everyone is up to date on the most recent
developments and plans.

Inter-departmental collaboration should be conducted which aids in the development of better links
between departments. This leads to improved teamwork and a more efficient workplace.

A career development cell be established which assists employees in planning their career routes
and encourages them to thrive within the organization. This results in increased work satisfaction
and fewer staff turnover.

Employee retention is critical for organizations to retain top personnel. So such programmes must
be introduced and they may be accomplished through a variety of programmes, including health and
wellness benefits, flexible work schedules, and bonuses.

Moreover, Alumni reunions are a great method to reconnect with past students while also highligh-
ting the institution's accomplishments. This also gives a chance to get input from alumni and make
necessary improvements to the school.
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A wall of fame is a great display of the accomplishments of present and previous students. This in-
stills pride and drive in kids, encouraging them to strive harder to attain their goals.

Parking infrastructure should be improved to ensure that it is safe, secure, and convenient for eve-
ryone and adequate parking be provided as it improves the first ever impression that students and
parents have on the institution. This guarantees that students and personnel have easy access to
the institution. The class infrastructure should be updated to make it more professional and appea-
ling to potential students. This generates favorable word-of-mouth and draws in new pupils. Most
importantly, Degree presentations are a great opportunity to promote student work and attract new
students. This gives pupils the opportunity to demonstrate their work and get recognition.
Universities can better market their programs to postgraduates by understanding their decision-ma-
king process and tailoring their marketing strategies accordingly (Hesketh 1999).

5.2 External marketing strategies

Social events and activities are a fantastic method to interact with the local community and attract
prospective students.

A newsletter should be included: A newsletter allows the organization to highlight its accom-
plishments while also informing stakeholders about the most recent developments and goals.
Website optimization: The institution's website should be optimized to give potential students with
relevant and up-to-date information. This contains details about classes, teachers, and campus life.
Discounts for siblings should be included: Discounts for siblings are a great method to recruit
and keep students from the same household. This gives families an incentive to pick the insti-
tution for their children.

First and foremost, it is critical to improve the quality of the café and food options. To compete with
other institutions that have worldwide franchises such as Starbucks and Gloria Jeans, the university
must provide high-quality food and drink alternatives. Second, obtaining international accreditation
is critical to the institution's legitimacy and recruiting potential students from all over the world.
Third, making a LinkedIn page is critical to establishing the institution as a credible organization and
fostering a professional network. Fourth, placing billboards around the ring road and near the insti-
tution’s site will boost visibility and attract prospective students. Fifth, boosting CSR activities might
help to dispel the view that the institution is solely known for social events and show its dedication
to social responsibility. Sixth, adding campus walks can provide prospective students a complete
picture of the college and its services.

Other methods for attracting potential students may include:

Digital marketing: To reach a larger audience and develop brand recognition, the institution should
use digital channels such as social media, email marketing, and its website. To be effective, this me-
thod necessitates a money investment as well as a time commitment.

Create interesting and educational material like as blog articles, e-books, and webinars to attract
and engage prospective students. To generate appealing content, this strategy necessitates perso-
nal and time involvement.

Marketing using influencers: Collaboration with significant members of the education business, such
as alumni and faculty members, can assist attract prospective students. This method necessitates
a monetary commitment in influencer fees.

Organizing activities like as campus tours and open houses can provide potential students with per-
sonal knowledge of the school and its services. This strategy necessitates a financial investment as
well as a time commitment to develop and execute.

Encourage existing students, alumni, and other stakeholders to suggest friends and family members
to the school in order to enhance enrolment. Personal involvement in developing connections with
stakeholders is required for this method.

Campus visits: Personalized campus tours for potential students, including discussions with tea-
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chers, current students, and staff, can highlight the institution's dedication to offering a high-quality
education. This strategy necessitates time commitment to prepare and implement.

Student testimonies: Gathering and displaying testimonials from current students can emphasize
their experiences as well as the advantages of attending the school.

Public relations: Using conventional and new media means to position the institution positively and
reach a larger audience can help to improve the organization’s reputation. This method necessitates
a financial commitment in public relations initiatives.

Search engine optimization (SEO): By optimizing the school's website to rank higher in search engi-
nes, potential students may locate the institution more easily. This strategy necessitates a financial
commitment in SEO operations.

Digital advertising: Reaching out to potential students and increasing brand recognition through
targeted digital ads on platforms such as Google and Facebook can help attract new students. This
method necessitates a monetary commitment in advertising.

Executing these external market methods can improve the institution's exposure, reputation, and at-
tractiveness to prospective students. While some of these strategies need a financial investment, others
necessitate a personal and time commitment to be carried out successfully. By combining these tech-
niques, the school may expand enrolment while remaining competitive in the higher education market.

6 Conclusion

In conclusion, effective marketing practices are critical for the success of Pakistan's higher education
institutions. This research has highlighted a variety of internal and external marketing methods that
may be used to boost these institutions' reputation, competitiveness, and growth.

Employee engagement programs, internal communications, and alumni reunions are examples of
internal marketing tactics that may assist develop a strong organizational culture, raise employee
happiness, and improve retention rates. CRM is a strategic approach to marketing that focuses on
building and maintaining strong relationships with customers to improve organizational performan-
ce (Mukherjee 2007). Other tactics, like as investing in parking and classroom facilities, as well as
adding degree shows, can improve the whole student experience and produce favorable word of
mouth.

External marketing strategies such as creating valuable content, utilizing digital marketing cha-
nnels, partnering with influencers and organizing events can help reach a wider audience, build
brand awareness, and attract and engage prospective students. It is important to improve service
quality, optimize the website, and utilize traditional and new media outlets to reach a wider audience
and position the institution in a positive light.

In summary, higher education institutions in Pakistan must adopt a comprehensive and integrated
approach to marketing that includes both internal and external strategies. By doing so, these institu-
tions can strengthen their reputation, competitiveness and growth, and attract and retain students
in an increasingly competitive market. However, the limitations of the study are as follows:

¢ Limited sample size: The research may have only evaluated a limited number of universities or
institutions, which may not be reflective of Pakistan's entire higher education environment.

« Self-report bias: The study may have relied on data from universities that were self-reported, which
may not truly reflect the success of their marketing initiatives.

¢ Lack of longitudinal Data: The study may have only examined marketing initiatives over a short
period of time, rather than analyzing their influence over a longer length of time.

e Cultural differences: Marketing methods that work in other nations or regions may not work in
Pakistan owing to cultural variations, which may restrict the findings' generalizability.

¢ External considerations: The study may have overlooked external elements that influence the
effectiveness of higher education marketing in Pakistan, such as economic situations, political insta-
bility, or changes in government policy.
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Résumé Uplatiiovanie marketingovych principov na vysokoskolskych instittciach: Pohlad na
pakistanskeé univerzity

Tato Studia sa zameriava na uplatfiovanie marketingovych principov pre institucie vysSieho vzdelavania
na pakistanskych univerzitach. Stidia sa za¢ina prehladom su¢asnych marketingovych postupov v sek-
tore vysokoskolského vzdelavania a analyzuje vyzvy, ktorym vysokoskolské instittcie Celia pri ziskavani
a udrziavani Studentov. Metodika vyskumu zahffia kombinaciu kvalitativnych a kvantitativnych technik
zberu Udajov, ako su prieskumy a rozhovory so zainteresovanymi stranami.

Na zaklade zisteni sa navrhuju marketingové odporucania, ktoré zahffiaju segmentaciu cielovych
skupin, identifikaciu jedineCnych predajnych ponuk, rozvoj komunikacnych kanalov a implementaciu
a hodnotenie marketingového planu. Zahrnuté je aj vyuZzivanie nastrojov digitalneho marketingu, ako
je optimalizacia pre vyhladavace a marketing na socialnych sietach s cielom zvysit viditelnost a pove-
domie o znacke vysokej Skoly.

V zavere¢nych odporucaniach Studie sa navrhuje implementacia vybranych marketingovych navrhov
na zabezpeclenie Uspednej realizacie marketingového planu. Tieto navrhy zahffaju vytvorenie Spe-
cializovaného marketingového timu, zabezpecenie Skoleni pre zamestnancov aj zamestnancov fakul-
ty a pravidelné monitorovanie a vyhodnocovanie ucinnosti marketingového Usilia. Implementaciou
tychto marketingovych navrhov méze vysoka Skola dosiahnut svoje ciele v oblasti prijimania Studen-
tov a prijmov a zaroven zlepsit svoj imidz ako poprednej vzdelavacej institucie v Pakistane.
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In today's technology-driven world, it is becoming increasingly common to spend a large por-
tion of time hooked up online for all of us. Social media has become an obsession and young-
sters have been constantly swiping their screens.

The term ,screenagers” typically refers to teenagers who were born in early 2000s, whereas
the term ,generation Alpha“ refers to the youngest generation, born after 2010. Both are
digital natives due to their widespread exposure to digital technology from early childhood.
They are comfortable using electronic devices such as smartphones, computers, tablets, or
game consoles in their daily lives. This generation is believed to be more diverse and socially
aware than previous generations, with a greater awareness of issues such as climate change,
inclusion, social justice, and equality.

On the one hand, the proliferation of screens has brought to our daily lives numerous benefits.
For example, people can access a wealth of information and educational resources at their
fingertips, which can help them learn and grow their individual competences in many ways.
Additionally, social media platforms and other online communities allow people to connect
with others regardless of physical location, share their interests and spark new opportunities
for collaboration and growth of creative ideas.

However, there are a few general trends that need to be considered when thinking effective
tools for marketing focused on screenagers. Screenagers seem to be savvy consumers who
are used to being bombarded with advertising messages. Some of them have developed mar-
keting blindness and have become immune to traditional advertising messages. They have
learned a great deal of skepticism to marketing claims. Flashy commercials or celebrity en-
dorsements may not be enough. Instead, screenagers may be more likely to rely on their own
Jresearch“ and recommendations from peers.

Screenagers are heavily influenced by social media and other online communities. They often
rely on these platforms to discover new products, share recommendations with friends, and
engage with brands. Screenagers are believed to be a generation that values authenticity
and transparency. Brands must be genuine, trustworthy and consistent in communicating and
living to their (moral) values.

Take for instance the ,You Love Me® campaign by Adidas, which was launched in 2021
and featured a short film and a series of social media ads that focused on self-love and
empowerment. The campaign featured a diverse cast of young people who spoke about
their experiences with self-love and acceptance, encouraging viewers to embrace their
individuality and celebrate their unique qualities. The campaign also highlighted Adidas’
commitment to sustainability, showcasing eco-friendly products, and initiatives. The cam-
paign's message was designed for social media, with short and visually engaging videos
that were easily shareable and required only short attention spans, so typical for many
youngsters.

MARKETING BRIEFS

Besides the interest of screenagers in healthy lifestyle, they often tend to be fashion-minded
and look for products and services, which make them look good in the online world. Makeup,
skincare, hair and other care products are in demand, especially when combined with suffixes
such as organic, plant-based, or sustainable. Screenagers consume a wide range of entertain-
ment services available on platforms. They often stream content online rather than following
traditional TV or purchasing physical media. Screenagers like to try new things - such as food
and beverages with unusual flavors and ingredients.

Although screenagers (as any generation really) are a complex and diverse group with a va-
riety of attitudes toward marketing, understanding their values, motivations, and preferences
is a key to successful (marketing) communication. Screenagers skip providers without strong
online footprint. Online shopping, home delivery, and cashless transactions are no more al-
ternatives to traditional brick-and-mortar cash-based store experience.

Résumé
marketingu?

Pohled na spotiebni chovani zakaznikd optikou jednotlivych generaci je sice silné redukcio-
nisticky, segmentujici zakaznickou bazi podle véku, ale zvlasté pohled na nemladsi generaci
konzumentl na pocatku jejich plnohodnotné spotiebni drahy, mize poskytnout ucelna vo-
ditka k vytvareni kampani, které mohou byt v budoucnu Uspésné. Screenagers nebo gene-
race alfa jsou pfikovani ke svym obrazovkam a predpokladaji silnou, kvalitni a hodnotové
ukotvenou prezentaci firmy nebo znacky v online prostiedi. SpiSe neZ celebrity marketing
nebo funktné-orientované reklamy reaguji screenagers na doporuceni svych vrstevnika, ktefi
nejsou masovymi influencery, ale jemnymi moderatory online diskuse nebo pfiznanymi, ale
uvéritelnymi ambasadory produktl a znacek.

Screenagers €i generace alfa: Jak nejmladsi spotiebitelé pretvari budoucnost

Kontakt na autorov | Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka
Skola o.p.s., Katedra marketingu a managementu, Na Karmeli 1457, 293 01 Mlada Boleslav,
Ceska republika, e-mail: pavel.strach@savs.cz
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Prvoplanovo ma zaujal najprv nazov tejto knihy a potom i jej obsah a spracovanie. Nazov je
biblického pévodu, je st¢astou Zalmov 107:27 .V zavrati jak opili se potaceli, s celou svou
moudrosti byli v koncich.” A v slovenskom preklade: ,Knisali sa a tackali ako opiti, boli v kon-
coch so vSetkou svojou mudrostou.” Toto biblické motto vpisali dor na zaCiatku knihy jej dvaja
autori, ktori pri pisani knihy ¢erpali, okrem iného, z plodnych diskusii s mnohymi spolupracov-
nikmi a kolegami.

Je vhodné tu uviest, kto su jej anglicki autori. Prvy z autorov, Dutton, je spisovatelom a badate-
lom na volnej nohe, vyStudoval teoldgiu, ma doktorat z religionistiky, bol hostujucim profeso-
rom na niekolkych eurdpskych univerzitach, napisal viacero dalSich knih z problematiky, ktora
ho zaujimala, vratane genealdgie, nabozZenstva, inteligencie. Rozhovory o jeho vyskumoch
prindsaju mnohé svetové periodika, radia a noviny. Druhy z autorov tejto knihy, Woodley of
Menie ziskal univerzitné vzdelanie v odboroch evolucia, ekolégia, environmentalna bioldgia.
Zaujimal sa potom tiez o ludsku evolu¢nu a behavioralnu ekoldgiu, o teoriu Zivotnej historie,
0 osobnost, primatoldgiu a o tedriu vSeobecnej inteligencie. V Studiu tejto ostatnej oblasti je
najviac znamy, pretoze realizoval vyskum, ktory ukazal, Ze vieobecna inteligencia ludi klesa.
Za tieto zasluhy bol tento jav poklesu v akademickych kruhoch nazvany ,Woodleyho efekt®.
Aj tento autor ma bohatu vedecku publikacnu ¢innost, kniznu, ¢asopisecku a aj popularizacnu
medialnu ¢innost v suvislosti so skimanou problematikou a svojim vyskumom.

Uvedena kniha vysla v ¢eskom preklade v slovenskom vydavatelstve Sol Noctis. Organickou
sucastou knihy je dvadsatosem stran poznamok, vratane odkazov na citované zdroje a pra-
mene, ¢o predstavuje Styristotri zaznamov! V knihe je zaradenych dvanast funkénych grafov
a Styri tabulky. Radost ¢itat a recenzovat takéto dielo.

Recenzovana kniha je roz¢lenena do trinastich kapitol, v ktorych autori spoloCne objasnuju
a obhajuju svoje predikcie, svoje hypotézy, svoje dokazy, svoje nazory, ako aj poznatky mno-
hych autorov v priebehu niekolkych storo¢i. Kniha prinasa Sokujuce, ale fascinujuce poznatky,
ktoré dlho zostavali v slonovinovej vezi vedy, boli nepoznané a nezname ludom, ktorych sa
tato problematika osobitne tyka.
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V prvej kapitole s nazvom Verite tomu, Ze sme kedysi dostali ¢loveka na Mesiac? autori pisu, ze
veda hlada odpovede v tedriach, ktoré vysvetluju problémy tak, Ze sa pritom opieraju o ¢o naj-
mensi mozny predpoklad. Tento princip logickej Uspornosti sa nazyva Occamova britva. ,Hovori,
Ze najjednoduchsia tedria je vo svete vedy tedriou najprijatelnejSou. Ak mdzeme vysvetlit dve
oddelené udalosti tou istou tedriou, je to lepSie, nez mat dve rozdielne tedrie pre kazdu z tychto
udalosti. V tejto knihe sa pokusime dokazat, Ze tou najjednoduch3ou teériou, opierajlicou sa
o ¢o najmensie kvantum predpokladov a vysvetlujuce, preco nie sme schopni letiet na Mesiac,
¢i opat dostat Concorde do vzduchu je ta, Ze sa stavame menej inteligentnymi.” s.15-16. Svoje
kontroverzné tvrdenia sa snazia autori dokazovat vlastnymi vyskumami. V kapitole objasruju ¢o
je to inteligencia a preco je dblezita. Uvadzaju, Ze inteligencia je schopnost vyriesit komplexné
problémy a urobit tak v ¢o najkratSom moznom ¢ase. ,Hodnota dedi¢nosti inteligencie u do-
spelych jedincov je 0,8, ¢o znamena Zze 80% variacii hodnoét inteligencie medzi jednotlivcami je
spOsobena genetickymi Cinitelmi (dedi¢nost v hodnote 1 by znamenala, Ze 100% tychto variacii
je spbsobena geneticky)” (s. 16). Autori teda uvadzaju, zZe ... inteligencia je z 80% dedi¢na, t. j.
80% rozdielov medzi ludmi je sposobené genetickymi Cinitelmi, z Coho vyplyva, Ze inteligencia
v drvivej vac¢Sine pripadov odraza inteligenciu rodicov.” (s. 34).

S inteligenciou silno koreluje socioekonomicky status. Autori piSu, Ze vzhladom na to, Ze
v prostredi, v ktorom Zijeme ,... stdvame sa zdatnejSimi v istych velmi uzkych zru¢nostiach,
v skutoCnosti sa stavame menej inteligentnymi z hladiska ,jadra“ kognitivnej schopnosti,
t. j. vSeobecnej inteligencie (general intelligence). Stavame sa menej inteligentnymi dokonca
relativne zavratnym tempom. Za poslednych sto rokov sme mozno stratili celych 10 bodov 1Q:
to je rozdiel medzi beznym policajtom a beznym ucitelom.” (s. 18). Autori tejto knihy tvrdia, Ze
to nie je mozné ignorovat. V kapitole potom podrobne vysvetluju svoj plan dokazovania, Ze
miera ludskej vSeobecnej inteligencie sa znizila.

V druhej kapitole s nazvom Co je to ta inteligencia autori rozoberaju koncept inteligencie,
doloZene preukazuju vedecky platny koncept inteligencie, ako aj 1Q testy, ktorymi sa inte-
ligencia dlhodobo meria. Informuju o réznych druhoch inteligencie, o vztahu inteligencie
a 1Q testov, o pri¢inach rozdielov v inteligencii. Velmi fundovane odpovedaju autori knihy na
otazky typu: ,Co ale myslite tou inteligenciou?, ,V réznych kulturach znamena inteligencia
nieCo iného., ,Nepozname gény v pozadi inteligencie, takze len Spekulujeme.” ,Existuju roz-
ne druhy inteligencie.”, ,Inteligencia je koncept silne naviazany na modernu zapadnu spo-
lo¢nost.”, ,Inteligencia a hodnotenie ludi podla ich I1Q prinaSa moralne neprijemnosti a je
to velmi nebezpecné.”. Autori kapitolu uzavieraju tym, Ze inteligencia je extrémne délezita.
LLudia, ktori st velmi inteligentni, mézu robit zlozitejSie veci a m6zu ich robit rychlejsie.
R6zne meradla inteligencie vzajomne korelujd, tym je mozné z nich vyvodit ,jadro” intelek-
tualnej schopnosti, alebo g-faktor, ktory je prave tym, ¢o predikuje mieru, v ktorej su ludia
schopni riesit zlozité problémy efektivnejsie. Inteligencia okrem toho predikuje celt paletu
Zivotnych uspechov, od dosiahnutého vzdelania, po dlhodobé zdravie. Je mozné ju relativne
presne merat |1Q testami.” (s. 41).

V tretej kapitole s nazvom Ako a preco doslo k vyberu v prospech inteligencie? autori upriamili
pozornost na darwinovsky vyber inteligencie, vratane pohlavného vyberu, socialneho vyberu
¢i skupinového vyberu. Analyzovali vyber v prospech inteligencie u zvierat, analyzovali ludsku
spolo¢nost predindustrialneho Anglicka - lovcov, zberaCov a pastierov, vplyv krestanstva,
plodnost obyvatelstva v ranom novoveku, vratane nemanzelskych deti a vzostup socialnej
mobility v tomto obdobi.

Stvrta kapitola kladie v nazve otazku: Existuju dékazy, Ze inteligencia aZz do priemyselnej
revolucie rastla? Autori sa v nej snazia ukazat, Ze priemerna inteligencia v Eurdpe rastla az
do nastupu priemyselnej revollcie, pretoZe bohatstvo so zretelom na inteligenciu - vo velkej
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miere urCovalo, kolko vasich deti prezije. V kapitole autori uviedli a podrobne analyzovali
tie ukazovatele inteligencie, ktoré sa v priebehu dejin menili v predindustrialnej dobe. Boli
to urokové miery, gramotnost, schopnost pocitat a justitné nasilie. Ako dalSie ukazovatele
mozno, podla autorov knihy zaradit: velkost hlavy, stav demokracie a politicku stabilitu, vplyv
korupcie, vrazdu a genetické zmeny od doby bronzovej po sucasnost.

Nazov piatej kapitoly knihy je Co je to osobnost? V kapitole autori prehtadne preskumali kon-
cept osobnosti, pretoze je nevyhnutne potrebny pre pochopenie géniov, o ktorych mala byt
reC v Siestej kapitole, ktora ale v tejto knihe absentuje! V podstate je v3ak zahrnuta v texte
piatej kapitoly. Mozno chyba vydavatela ...? Autori tu rozoberaju uznavanejsi model Struktury
osobnosti v modernej psycholégii osobnosti, v ktorom mozno najst pat esencialnych osob-
nostnych faktorov, ktorym sa hovori Velka patka. Kazdy ma dve krajnosti: pozitivhu a nega-
tivnu. SU to: extroverzia — introverzia, emocna stabilita — neurotizmus, svedomitost - im-
pulzivnost, privetivost — neprivetivost, otvorenost: intelekt — uzavretost: inStrumentalizmus.
LTychto pat osobnostnych rysov (okrem otvorenosti: intelektu) sa povazuje za nezavislé na
hodnotach 1Q a nade vysledky v merani tychto rysov predikuju, ako sa budeme spravat.” (s.
83). V kapitole sa dalej rozobera vieobecny faktor osobnosti, ako dochadza ku vzniku osob-
nosti a preco existuju rozdiely. Podla autorov je to nevyhnutné preto, aby sme pochopili génia
a preto, ze génia vytvara urcita neobvykla kombinacia inteligencie a osobnosti. Autori kladu
otazku, i sa géniovia stavali beznym javom z historického hladiska. ,V3eobecny zaver je, ze
ak stretnete génia v skuto¢nom Zivote, mdzete ho lahko odpisat ako puheho ,blazna“. Génio-
via s velkou pravdepodobnostou nebudu prijemni, ¢i priatelski, budu mat neobvyklé zaujmy
a snad sa budu obliekat, ¢i hovorit velmi neobvyklym spésobom. Budu obsesivni. M6Zu vyka-
zovat mnoho priznakov toho, ¢o sa nazyva Aspergerov syndrom, t. j. jemnou formou autizmu,
asociovanou s tazkostami pochopit pocity inych.” (s. 88). V kapitole autori velmi podrobne, az
detailne popisali osobnost velkého anglického génia sira Isaaca Newtona. Zamyslali sa nad
evoluciou géniov v spolo¢nosti a tému rezumuju takto: ,Aby doslo k zrodu génia, dostupny
genofond nesmie byt maly - v takom pripade bude zrod génia nepravdepodobny (Sanca na
ziskanie spravnej kombinacie génov bude prili§ mala). Génius sa preto s najvacsou pravdepo-
dobnostou narodi rodi¢om, ktori maju normalnu inteligenciu a normalnu osobnost, pricom
tento génius bude mat surodencov, ktori sa budu viac podobat svojim rodi¢om, nez jemu. Gé-
nius bude velmi odlisny od svojej rodiny. Ako sme uZ povedali, génius je abnormalitou nielen
z hladiska inteligencie, ale i kreativity a osobnosti.” (s. 94). Autori tiez ukazali, Ze medzi rokmi
1450 a 1850 doslo k narastu poCtu géniov na pocet obyvateloy, t. j. k narastu superinteligent-
nych ludi s velmi $pecifickou osobnostou, ktori priniesli prevratné nové idey.

Siedma kapitola ma nazov Ako to, Ze sa vyber v prospech inteligencie prevratil? Autori piSu
o viacerych vedcoch, ktori predpovedali Ze inteligencia po nastupe priemyselnej revolucie
bude klesat. Tito vedci vypozorovali, bud subjektivne, alebo prostrednictvom korela¢nych
studii, skumajucich nepriame ukazovatele inteligencie ... existuje mnoho dbkazov, ze v prie-
myselnych spoloCenstvach je plodnost negativne asociovana s 1Q. Existuje mnoho dobre zdo-
kumentovanych $tudii tohto procesu, ¢o znamena, Ze k tomuto javu s najva¢sou pravdepodob-
nostou dochadza vo vsetkych vyspelych krajinach. Aby sme to povedali ¢o najjednoduchsim
sposobom, ¢im su ludia inteligentnejsi, tym maju priemerne menej deti.” (s. 102). Podobné
trendy zistili v USA, v Britanii, v Rusku, v Taiwane, v Cine, v Kuvajte. Autori zistovali pre¢o je
to tak. Klu¢ovymi ukazovatelmi pre¢o maju inteligentnejsi ludia menej deti sa javili tieto: Uro-
ven vzdelania, antikoncepcia, tuzba po detoch, benefity socialneho 3tatu, feminizmus a naj-
kontroverznejsi Cinitel, znizujuci priemernu inteligenciu v rozvinutych krajinach - imigracia
z menej rozvinutych krajin. Toto je tenky lad v dneSnej dobe, v dobe v akej sa nachadza dnes
spolocnost sveta. Autori tejto knihy su vedci, ktori uvazuju a zvazuju fakty ako vedci. ,Jeden
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problém spojeny s vedou je pre mnohych tazko pochopitelny, a to, Ze veda sa snazi porozumiet
povahe sveta a predstavit o najjednoduchsie vysvetlenie toho, o sa deje a také vysvetlenie
sa samozrejme musi opierat o dokazy. Veda tu nie na to, aby niekoho uteSovala, alebo aby sa
snazila udrzat spolo¢nost pohromade.” (s. 118- 119). Autori v knihe uvadzaju zistené vedecké
fakty o vztahu imigracie a inteligencie v ludskej spolo¢nosti, konkrétne na priklade Danska
(s. 120-121). ,Imigracia z nezapadnych krajin na zapad je potencialnym prispievajucim fakto-
rom k poklesu 1Q v zapadnych krajinach. K tomuto poklesu by v3ak dochadzalo i keby nebolo
Ziadnej imigracie. Imigracia proste tento proces len zrychluje.” (s. 121). Zaver tejto kapitoly
vychadza zo zaujimavych vysledkov vyskumu inych vedcov (1929-2015), ktory ukazal, Ze aj
medzi krajinami existuju rozdiely v priemernom IQ. Tieto vysledky ukazali, Ze ,.... priemerné
IQ krajiny silno predikuje, aké vysoké skore dana krajina dosiahne na viac-menej akomkolvek
civilizatnom ukazovateli, ¢o vas napadne: dosiahnuté vzdelanie, priemerny zarobok, miera
demokracie, korupcia, kvalita stravy, o¢akavana dizka Zivota, detska umrtnost, pristup k €istej
vode, ¢i sanitatné podmienky, zlo¢innost, liberalnost, racionalnost, dokonca i pocit Stastia.”
(s. 122). Toto je velmi zaujimavé zistenie ...

V 6smej kapitole s nazvom Ja som ale pocul, Ze v skuto¢nosti sme vsetci chytrejsi pojednavaju
autori knihy o tzv. Flynnovom efekte, ktory spociva v tom, Ze pri porovnani starych testov 1Q
s vysledkami modernych 1Q testov sa nedala prehliadnut skuto¢nost, Ze ludia dosahuju ¢im
dalej, tym lepSie vysledky v tychto testoch. Autori knihy zistovali, ako je to mozné, ved ked je
inteligencia silne dedi¢na a bola po dlhu dobu negativne asociovana s plodnostou, malo by
skore 1Q klesat. Ako to, Ze stupa a tak rychlo? Dalsie skimania ukazali, Ze skére v 1Q testoch
nerastlo rovnomerne, ale len v pripade velmi $pecifickych schopnosti. ,Ukazuje sa, Ze Flynnov
efekt stoji na raste skdre vo velmi Specifickych zru¢nostiach, ktoré su len slabo asociované
so vseobecnou inteligenciou. Zda sa, Ze ide o Specializované abstraktné rozumové zruc¢nosti,
suvisiace so schopnostou klasifikacie, respektive so schopnostou mysliet vedecky a analytic-
ky.” (s.125).

V deviatej kapitole pod nazvom Skutocne existuju nejaké podloZzené dbkazy, ze vieobecna
inteligencia klesa? autori knihy predkladaju dékazy o tom, Ze ukazovatele vSeobecnej inteli-
gencie, ktoré su spolahlivejSie v merani zmien inteligencie v ramci dlh3ich ¢asovych obdobi,
skuto¢ne preukazuju Upadok inteligencie. Tento pokles vSeobecnej inteligencie z genetic-
kych pricin je znamy ako Woodleyho efekt, pretoZe to on zhromaZzdil o iom potrebné ddkazy
a Udaje. K dokazom poklesu patri napr. meranie jednoduchej reakénej doby, rozliSovanie fa-
rieb, pouzivanie velmi naro¢nych slov, spatné rozpatie Cisel, priestorové vnimanie, Piagetovo
fazovanie vyvinu, uroven géniov a makroinovacii, kreativita, chronometricky dedi¢ny faktor
vSeobecnej inteligencie, znelistenie prostredia. V zavere kapitoly sa autori knihy pytajd: mali
by sme vam toto hovorit? A ich odpoved je nasledovna ,... vSeobecna inteligencia so vset-
kou pravdepodobnostou klesa prave tak, ako to predpokladame. Nie je vSak nasim Uumyslom
zvestovat skazu, ¢i neoddvodnene $pekulovat. Spekulacia je slovo, ktorym sa Gtoéi na vedcov,
ktorych tvrdenia sa inym vedcom nepacia. Ach aké paralely! Spekulacia je definovana ako ,vy-
slovovanie domnienok bez podlozenych dékazov.” Videli sme v3ak, Ze g je motorom v pozadi
civilizatného vyvoja. Nie je to teda ani hlasanie skazy, ani Spekulacia, ked sa povie, ze pokles
g povedie k civilizatnému prevratu. Disponujeme ,podlozenymi dékazmi“, o ktoré moézeme
tieto tvrdenia opriet.” (s.153).

V desiatej kapitole nazvanej Co to znamena, Ze civilizacie neustale postupuju procesom
vzostupu a Upadku? autori uvadzaju, ze existuju tri zakladné koncepcie dejin: linedrna koncep-
cia, cyklicka koncepcia a pad. Kazdu z nich argumentacéne vysvetluju, uvazujuc pritom o po-
kroku v dejinach, o cykloch v dejinach, o modernej tedrii spoloCenskych cyklov, o vysvetleni
tychto javov prostrednictvom vieobecnej inteligencie, ¢o je zvlast pozoruhodné. Pojednavaju
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tak i o vplyvoch urcitej nabozenskosti ludi, o cnosti a rovnosti, 0 zmene podnebia, ktoré spolu
suvisia.

V jedenastej kapitole knihy, ktorda ma nazov Vidime proces vzostupu a padu vieobecnej inte-
ligencie i v inych civilizaciach? ukazuju autori, ze staroveky Rim - rovnako ako my dosiahol
inteligen¢ny vrchol vdaka primeranému vyberu, avsak ¢asom sa plodnost zacala s inteligen-
ciou asociovat negativne, ¢o sposobilo Upadok a kolaps Rima, ale aj Upadok a kolaps civilizacii
v Cine a na Strednom vychode.

Nazov dvanastej kapitoly znie: Dosiahla zapadna civilizacia vrchol svojho cyklu? Autori knihy
tvrdia, Ze zapadna civilizacia kolabuje a Ze kolabuje v désledku klesajuceho g, dékazy o tom,
Ze g na Zapade stupalo az do éry priemyselnej revolucie predlozili i v tejto knihe, v dosledku
¢oho civilizacia neustale robila kroky dopredu. ,AvSak v dosledku priemyselnej revollcie sa
tento vyber v prospech g prevratil, a ako sme preukazali, seriézny vedecky pokrok sa spomalil
a stale sa spomaluje.” (s. 191). Autori predstavuju proces vyvoja zapadnej civilizacie na zak-
lade metafory striedania ro¢nych obdobi. Civilizacia ma svoju jar, leto, jesen a zimu, ktoré su
v knihe zaujimavo charakterizované. Autori knihy vedia, Ze ,.... tato kapitola sa sklada z moz-
nych paralel a dohadov. Na zaklade dostupnych dékazov sa viak nezda, Ze by tieto hypotézy
boli nerozumné ¢&i prehnané - mnohymi z nich sa vazne zaoberaju akademici z réznych pribuz-
nych odborov. Vsetko nasved¢uje tomu, Ze zapadna civilizacia presla vietkymi fazami cyklu ...
a Ze teraz vstupuje do svojej zimy. Nie je to len Spekulacia.” (s. 199-200).

Trinasta kapitola nesie nazov Vyhasinanie svetla. Autori sa tu snazia riesit, ako sa vymanit z ci-
viliza¢nej zimy predtym, nez déjde ku kolapsu civilizacie, ako porozumiet tomu, Ze civilizacie
su cyklické a Ze nasa civilizacia stoji na prahu staroby. Nase g uz nie je také vysoké ako kedysi.
Ukony typické pre spoloénost s vysokym g sa pre nas stand &imsi neuskuto¢nitelnym. Sme
na pociatku zimy. Pripravit sa na toto, znamena prijat to ako fakt. Ini moznost ponukala uz
eugenika, ktora ma viak, najmi v su¢asnom obdobi neprijatelné asociacie a konotacie. Dal3ou
moznostou je podporovat a vychovat géniov, identifikovat ich potencial, poskytnut im priestor
k tomu, aby vytvarali svoje genialne diela. Aj naboZenstvo je cesta a moznost. Posledna po-
znamka knihy znie: Bezute3ny zimny slnovrat. Posledna veta knihy znie velmi realisticky, az
poeticky: ,Prisla zima a bude eSte chladnejsie. Teplo sa oblecte.”

Kto by si mal tuto knihu precitat? Kniha je napisana na rozhrani odborného vedeckého a popu-
larizacného $tylu, trochu Sokujuca, trochu kontroverzna, informacne velmi bohata, plna dolo-
Zenych dokazov, tabuliek a grafov, poznamok a odkazov na zdroje. Mohli by si ju teda precitat
najma intelektuali, ktori pracuju so svojou inteligenciou a zaujima ich, ¢o ich ¢aka a neminie
v stcasnosti i v budducnosti, nahliadnuc aj do minulosti.
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mom-and-pop business | rodinny podnik (neformdilne) Traditional mom-and-pop busi-
nesses, like bookstores, have found it difficult to compete with large chain stores.
Tradicné rodinné podniky, ako su knihkupectvd, len taZzko konkuruji velkym obchodnym retazcom.

monetary | menovy, periazny The monetary unit of the UK is the pound.
PeriaZnd jednotka Spojeného krdlovstva je libra.

money | peniaze Money can’t buy happiness.
Za peniaze si stastie nekupis.

money-back guarantee | garancia vrdtenia periazi
guarantee if the customer is not satisfied.
Vyrobca ponuka plnt zdruku vrdtenia periazi, ak zdkaznik nie je spokojny.

The producer offers a full money-back

money-making | vynosny, ziskovy
vities of the banks.
Mnohé vlddy chcu kontrolovat vynosné aktivity bdnk.

Many governments want to control money-making acti-

money spinner | zlatd baria This product is not simply a seasonal money spinner.
Tento produkt nie je len sezénnou zlatou bariou.

monopolization | monopolizdcia
the domestic market.
Existuju obavy z moZnej monopolizdcie domdceho trhu.

There are worries about the potential monopolization of

monopolize | monopolizovat
worry about competition.
Ak sa vdm podari monopolizovat trh, nemusite sa obdvat konkurencie.

If you manage to monopolize the market, you do not need to

monopolist | monopolista
stries opened to competition.
V sucasnosti mnohi byvali monopolisti neméZu konkurovat v odvetviach otvorenych konkurencii.

Nowadays, many former monopolists cannot compete in indu-

monopolistic competition | monopolistickd konkurencia There is some monopolistic com-
petition to be found in the steel industry, but not cases of perfect competition.

V oceliarskom priemysle je moZné ndjst urciti monopolisticku konkurenciu, ale nie pripady dokonalej
konkurencie.
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monopoly | monopol There are many laws to stop companies becoming monopolies.
Existuje vela zdkonov, ktoré brdnia spolocnostiam stat sa monopolmi.

monopsony | monopsénia
psony.
Zdkaznici obvinili velkého ndkupcu vina z monopsdnie.

Customers have accused the big wine buyer of being a mono-

monopsonist | monopsonista
nist.
Oceliarsky priemysel sa dlhé roky sprdva ako monopsonista.

For many years the steel industry has acted as a monopso-

month | mesiac
tion.
Franctizsky podnik md na dokoncenie akvizicie uz len dva mesiace.

The French business has only two more months to complete the acquisi-

monthly | mesacny, mesacne
monthly.
V niektorych oblastiach krajiny méZe cena nehnutelnosti rdst mesacne.

In some areas of the country the property price can rise

morphology | morfolégia Morphology analyzes the structure of words and parts of words
such as stems, prefixes, and suffixes.
Morfoldgia analyzuje strukturu slov a Casti slov, ako st kmene, predpony a pripony.

motivate | motivovat
the takeover.
Ich novému vedicemu sa po prevzati spolocnosti podarilo motivovat zamestnancov k spoluprdci.

Their new leader managed to motivate staff to work together after

motivated | motivovany Their staff members are hard-working and highly motivated.
Ich zamestnanci su pracoviti a vysoko motivovan.

motivating | motivujtici Her work for a non-profit organization has been more motivating
than anything else she has ever done in her life.
Jej prdca pre neziskovu organizdciu bola motivujuca viac ako cokolvek iné, Co v Zivote robila.

motivation | motivdcia There seems to be a lack of motivation among the students.
Zdd sa, Ze studentom chyba motivdcia.

motivation research | vyskum motivdcie She went on to say that motivation research relied
on findings by sociologists and psychologists.
Dalej uviedla, Ze vyskum motivdcie sa opieral o zistenia sociolégov a psycholdgov.
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