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Abstract

Research PurposeThis article examined critical thinking skills amongst seihéwel undergraduate students in
a Middle East setting, Kuwait. In addition, the study investigated the gender differences.

Methodology. The subjects involved in this study comprised a convenience sample of 90 graduating seniors.
The purpose of this study was to assess the impact of two motivational factors on the development of critical
thinking skills. The analysis used the sfiecsubsection about critical thinking skills, which is part of the
Motivated Strategies for Learning Questionnaire (MSLQ). One factor relates the sense of entitlement that can
arise in a welfare state, which heavily subsidises a wide range of thingsiZens; including education. We
examined differences between citizens and-citinens, who do not have access to welfare benefits.

Findings. The results supported the hypotheses that student groups have different levels of critical thinking
skills. We found that expatriate students had more highly developed critical thinking skills than students who
were Kuwaiti citizens. We also found that women had more highly developed critical thinking skills than men
had.

Practical Implications. The welfare stt®@ measures undertaken by the government of Kuwait may be counter
productive. The guaranteed employment of its citizens and generous monetary support whilst in school may
discourage the development of critical thinking skills. Future research could docwgays to motivate
particular groups (e.g. Kuwaiti men) to enhance their critical thinking skills.

Keywords Critical Thinking; MSLQ; Kuwait;Gender;Welfare Sate;Cultural Economics
JEL codes: 128

Introduction

Critical thinking is the ability to applyprevious knowledge in order to solve problem or reach
decisions in a new setting. Developing critical thinking ability has long been considered a key goal of
higher education (King et al. 1990; Tsui 2002; van Gelder 2005; Davies & Barnett 2015). | Critica
thinking is important for a country to have a properly skilled workforce (Andriusanitiene 2018;
Howard et al, 2015; Igaune et al 2016). There is considerable research on the teaching methodologies
for achieving this, as a very recent matelysis demastrates (Abrami et al. 2015). However, there

is less work on differential characteristics impacting critical thinking skills.

King et al. (1990) proposed that gender should be examined to determine if student characteristics
have any impact on critical itiking skills. In their study, men scored somewhat better on critical
thinking. Howard et al. (2015) were only able to cite a few prior studies, and the results were mixed.

In their study, women improved on critical thinking measures from torgpostuse of caseéased

modul es, whi | st men did not. OFemales and ol d
seriously than their couni48r partsd (Howard et


mailto:mspeece@auk.edu.kw

Various motivation aspects have received more attention in critical thinkidgest(Howard et al.,
2015) ; Bieliune (2018) focused on school cul t ul
global culture in the development of critical thinking has been discussed (Normal et al., 2017). Al
Hunaiyyan et al. (2018) discsesd how culture may hinder certain education methods. In this study,

the authors took an approach that the overall society influences students.

Kuwait is a welfare state and heavily subsidises many segments of society. In particular, the
government useslarge amount of resources on education. All Kuwait citizens (Kuwaitis) are eligible

to receive monetary support whilst earning their first university degree. Kuwaitis earning an

undergraduate degree will receive an increased monthly allowance from #rmrgent. Although

the Kuwait government has policies in which citizens receive generous welfare benefits, these
generous welfare benefits may reduce their motivation to achieve. As government spending on
education increases, the future achievement otstsdnay decrease (Falch & Fischer, 2011).

Expatriates are people living in Kuwait who do not have Kuwait citizenship. Expatriate students do
not receive government support in obtaining an undergraduate degree. In addition, Kuwait has various
labour natimalisation policies that give employers incentives to have preferential hiring practices
towards Kuwaitis over expatriates. Expatriate students may believe that they need to develop a higher
level of business skills that will allow them to successfully peta for employment.

Student achievement has been identified as important to economic growth. In Kuwait, motivation to
diversify the economy is important. One method of strengthening the economy has been through
dedicating resources, so Kuwaiti citizen$l wrogress in school.

Throughout the Arab World, higlevel business executives tend to be somewhat dissatisfied with the
ability of their educational systems to turn out graduates with the skills that Arab businesses need. In a
recent survey sent to (& Executive Officers (CEOS) in the region, just 32% of the CEOs felt that the
educational system provided graduates with adequate skills (Lootah & Simon, 2009, p. 23). Amongst
key skill s, these CEOs | ook f orved/ainnan oyvta tciavi e ct
(90%) whilst recruiting graduates, which are frequently cited (Lootah & Simon, 2009, p. 27). One key
recommendation for schools and curricula is to
that focuses on developing crit a | and analytical thinking skil!/
the Gulf, business leaders are even less happy about the state of education than in other parts of the
Arab World.

The Arab World CEOs in the Lootah and Simon (2009) survey thinkpitizdte universities do a
somewhat better job than State universities. Nevertheless, how to foster critical thinking is a key
challenge in any classroom, private or state. Even when teaching methods are reformed, students must
still be motivated to learrgbtaining student buin for developing critical thinking can be a difficult

task in the rich Gulf States.

Kuwait is seeking to decrease its reliance on the production and sale of oil products. It is reported that
80% of the count r wtqGDP)gfromns al. Theovorkface imwst have thedskills to
learn to adapt to these changes.

As Kuwait is a Muslim country, the laws and social customs promote a patriarchal family unit.
Women are expected to devote their energies to the family overauiside the home. Women are
faced with social norms and policies that present more obstacles for their employment. Women may
seek to develop stronger critical thinking skills in order to be competitive in obtaining a job.

The authors used a specific sutigen about critical thinking skills, which is part of the Motivated
Strategies for Learning Questionnaire (MSLQ). The subjects involved in this study comprised a
convenience sample of 90 graduating seniors. The results showed that both charactepiaticaeex

and female, are positively related to critical thinking skills.



Literature Review

Kuwait is considered a welfare state in that the government is actively involved in the promotion of
certain social programmes. In particular, the governmerdctissely involved and spends large
amounts of resources in the education sector. For children in kindergarten through high school,
Kuwaiti children have access to free public education. The government has built schools and trained
teachers. Every child hake opportunity for a free education through government support of free
books, transportation and meals. The result is that Kuwait has one of the highest literacy rates in the
Middle Eastern and North Africa (MENA) region: 94.4% for men and 91.0% for wofKdawait
Defense & Security Report Q4, 2010).

At the university level, Kuwait University (KU) was created to provide quality -pesbndary
education at low cost. The government provides funds for buildings and for teacher salaries and
training. The govaermment also heavily subsidises student tuition and books and provides a monthly
living allowance. However, KU does not have the capacity to provide schooling for all Kuwaiti high
school graduates. To supplement demand for-gestndary education, severalvpte universities

have been formed within Kuwait. These universities are privately owned and profit oriented. Kuwaiti
students who attend these private universities receive government assistance in the form of
scholarships and a monthly living allowancehus, education for Kuwait citizens is heavily
subsidised.

Falch and Fischer (2011) investigated the relationship between the welfare state and student
performance. They developed several models that indicated that increased government intervention
leadsto reduced student achievement in future periods. In Kuwait, this issue would mainly affect
students who are citizens.

Expatriate students do not receive support to attend school. Whilst a few scholarships exist for these
students, tuition and books arenparily purchased using private funds. The performance of expatriate
students may not be affected by the welfare rents of the Kuwait government. Expatriates were used as
a comparison group because they would be less influenced by government subsidies.

Expdriate students were also considered to be a good comparison group because they may have a
higher focus on acquiring skills that lead to higher probability of obtaining employment. The Kuwait
government guarantees employment of its citizens. If a Kuvaainat find employment in the private

sector, a position in the government sector is provided. The Kuwait government encourages
6nationalisationé of the private sector by re
Kuwait citizens on the payrollnladdition, businesses receive government payments for each Kuwaiti
who is employed. Expatriates do not have the advantage of employment in the government sector, and
although a percentage of government emalistoyees
reduce the number of expatriates working in the government sector. In the private sector, the
government does not motivate employers to hire expatriates through the use of subsidies or hiring
guotas. Expatriates may need better business skdlsler to obtain employment.

Women are another group who may believe that they need higher credentials in order to obtain
employment. An informal societal system may exist, which acts as a deterrent for the employment of
women (Amaney, 2005). Kuwait is Muslim country whose laws and social customs are based on

| ocal interpretations of the Quran and on ass:
soci al |l ifed in Arab society (Farsoun, m8@e&4) .
aut hority. According to cust om, a womands prim

outside achievements, such as employment. Employers may have an informal policy to hire men
instead of women. Thus, men have a competitive edge fer gl women may seek stronger job
skills to overcome societal obstacles.

Workers in the business environment must have the ability to use knowledge in creative and
innovative ways in order to adapt to changes. As critical thinking is such a highly dmséiedss

skill, potential employees may cultivate critical thinking strategies whilst in the university setting. In
particular, those students who perceive that they are at an otherwise disadvantage (e.g. expatriates and
women) may try to develop stronggitical thinking skills.



Therefore, the first hypothesis is a comparison of students who are citizens of Kuwait to expatriate
students.

Ha: Critical thinking skills will be more highly developed for expatriates than for students who are
Kuwait citizens.

Next hypothesis assumes that women are developing better critical thinking skills than men in order to
be more competitive in the workforce.

H2: Critical thinking skills will be more highly developed for women than for men.
Methodology

The Questionnaire

The questionnaire in this study used questions from the MSLQ to measure critical thinking. The
MSLQ was developed in the United States by Paul Pintrich (Duncan & McKeachie, 2005; Pintrich,
Smith, Garcia & McKeachie, 1991) and measures both motivatioriedioring and strategies used in
learning by students. The entire MSLQ was used as part of a larger project than is reported here, but
the following discussion focuses only on critical thinking. Critical thinking is considered one of the

cognitive learningst r at egi es t hat students use, and it ¢
applying previous knowledge to new situations in order to solve problems, reach decisions, or make
critical evalwuationsdo (Pintrich et al., 1991, i

The scale has bedasted extensively and generally performs well. A recent review cited 58 uses of
the critical thinking component, with a mean and median reliability of .78 and .80, respectively. There
was only one extreme outlier amongst these studies (i.e. a very labilitgl for the critical thinking
items), and eliminating it from the analysis resulted in a mean reliability of .79 (Taylor, 2012, p. 102
104).

Although developed and mostly tested in the United States, MSLQ has been used to investigate
st ude nttoral omeotdtions and their use of different learning strategies in some studies outside
the United States. Taylor (2012) included 14 such studies (without noting specifically what the non
US countries are) in the sample of 56 studies that cover ciiticeding. On a few of the MSLQ
concepts, mean reliabilities outside the United States are significantly lower. However, most MSLQ
concepts, including critical thinking, do have reliabilities on data from outside the United States that
are very close to tise inside the United States. On critical thinking, the mean reliability outside is .78,
compared to .80 for studies in the United States. Although Taylor (2012) did not note where-the non
US studies are located, she did note a slight reduction in thbiliglifor the critical thinking measure
when it includes higher percentage of Asian respondents. MSLQ has been usedVitestem
cultures occasionally, for example, in China, where a reliability of .76 was reported for critical
thinking (Huang, 2008MSLQ has also been used successfully in Malaysia (Yusri, 2010) and Turkey
(Buyukozturk, Akgun, Ozkahveci & Demirel, 2004).

At Kuwait University, the MSLQ was used to investigate the interactive relationship between
student sdé mot i vat isostuderssnin a @olblegenoil Education -aisard, 20P5).
Students who were able to regulate their efforts and attention made better grades. Students who
reported a variety of metacognitive strategies did better on all performance measures. Students who
staed that they were highly motivated for challenge and mastery performed at a higher level.
However, this study did not include a few of the concepts on MSLQ); notably, critical thinking was not
investigated. It does seem that measures of concepts in MSi€patig have quite good reliability,
including critical thinking and outside the context of the United States. Thus, we used the five
guestions presented in Table 1 to assess critical thinking.



Table 1. Critical thinking questionnaire items taken froviSLQ

38. | often find myself questioning things | hear or read in this course to decide if | find them convincing.

47. When a theory, interpretation, or conclusion is presented in class or in the readings, | try to decide if
there is good supporting eviaee.

51. | treat the course material as a starting point and try to develop my own ideas about it.

66. | try to play around with ideas of my own related to what | am learning in this course.

71. Whenever | read or hear an assertion or conclusion in #gs,dl think about possible alternatives.

The MSLQ was administered in English, because the curriculum at the university where the sample
was taken was taught wholly in English. The students had mostly learned English as a second
language with Arabic a$eir first language. (The majority of expatriates in this study are from other
Arab countries, whereas citizens are from Kuwait.) The students had all met the minimum
undergraduate entfgvel requirement of TOEFI(Test of English as a Foreign Languagp or

IELTS (International English Language Testing Systé&n®) to be admitted to the university and, at
the time of this study, were in their fourth vy
which MSLQ was administered in languages othan English, but the mean reliability (and standard
deviation of the reliabilities) for critical thinking was very close to the mean for English language
administration (.77 vs. .80, respectively). A few studies compared both in a single study, shatving th
MSLQ in the native language gives consistent results compared to giving it in English to respondents
who are competent in English as their second language. For example, similar results were obtained
between English and Mandarin Chinese versions (Hu20@3) and between English and Turkish
versions (Buyukozturk et al., 2004).

In terms of number of scale points, only a few studies used fewer than the originapsevestale,

but here, the discrepancy was slightly greater for critical thinking, wiidibiities of .73 versus .80

for scales with five or fewer points versus seven points, respectively (Taylor, 2012, p. 113). In
addition, most other concepts on MSLQ also gave slightly better reliabilities using gos@viescale.

This study used the ginalsevempp oi nt scal e, ranging from 1 = 0&n«
of med, as in theetal 1961).n al MSLQ (Pintrich

The Sample

The sample for this pilot study comprised a convenience sample of 144 undergraduates. Amongst
these,91 of them were enrolled in the Fall Semester of 2010 in 4 sections of an auditing capstone
course at the American University of Kuwait (AUK). The auditing capstone course in which the data
were collected is a seni®vel course taught in the DivisionBfu si ness and Economic
primary focus is t@rovide students with an understanding of the processes necessary to achieve audit
objectiveslt is a required course for all accounting majors in the division. The other 53 observations
were colected in Spring 2014. This replication was performed to assess whether there might be any
differences from the earlier semester. None were expected, but AUK is a relatively new school, and
there could potentially have been some impact from programmeeharHowever, no differences

were detected, so the data were combined, and the results from these combined data were used here.

Thus, amongst accounting majors, there was essentially neetettion (because nearly all students
answered the questionngjiy although there is no guarantee that students in other majors would have
exactly the same pattern of responses.

The MSLQ was administered on the first day of class before any orientation to the course or before
any academic expectations for the courggenpresented. Students in all sections of the course who
were present on the day that the data were gathered could participate, and before administering the
instrument, they were invited to participate if they wished. They were assured that their sponse
would be aggregated, thus ensuring their anonymity. Only one student out of the four sections opted
not to participate. Students signed the informed consent form and were instructed to answer each of
the 81 items on the instrument, as well as severabgeaphic questions at the end.



The sample was nearly equally split between men and women (in both years); three respondents did
not report gender, so there were 69 women and 72 men, and the proportions did not differ by year.
About 71% of the respondentgere Kuwaiti citizens. By year, slightly fewer in 2014 were Kuwaiti,

but the difference was not significant. For the most part, the sample consisted of traditional students
rather than older learners, with 92% aged 24 years or younger. Few were afethade categories of
traditional students, as would be expected in an upper division course. The cumulative GPA ranged
from 1.93 to 3.94, with a mean of 3.04. Eigleight per cent were taking a standard-fulie course

load of between 12 and 18 credlits.

Research Results

Descriptive Statistics

Descriptive statistics showed that the mean scores on the critical thinking items were all significantly
above the midpoint at four, ranging between 4.74 and 5.01 (Table 2). This finding indicated mild
agreementoal | of them that they are O6very true of n

Reliability of the concepts on the questionnaire compared favourably with the Cronbach alpha scores
summari sed in Taylorés (2012) review. Most r el
values geater than .70 in our data, often considered theffytoint for acceptable reliability (e.qg.

Trobia, 2008). The four MSLQ concepts with poor alpha in this sample (alpha < .7) were all amongst
the six concepts that had weak reliability (alpha < .7h& driginal MSLQ (Pintrich et al., 1991).
Taylorbds (2012) review showed that they are co
with both mean and median alpha <The MSLQ seemed to perform well in this Kuwaiti context.

The critical thinkng subdimension in the original MSLQ manual had an alpha = .80 (Pintrich et al.,
1991) . T a y | -analysis redor2ed dnly dne extreime outlier in 58 studies using the critical
thinking subscale in MSLQ with median alpha = .80 and mean alpha. =Ou8 data showed that
critical thinking had an alpha = .732. The itéyritem statistics showed that the Cronbach alpha score
would not be improved by deleting any individual item (Table 2). This compares well with other
studies using this scale.

Table 2. Summary statistics for critical thinking items

Question IMean Standard Corrected item Cronbach's Alpha
deviation otal correlation if item deleted

Q38 question material to see if convincing 4.82 1.452 426 .710

Q47 decide if there is good supportingdence 5.01 1.434 435 .706

Q51 develop my own ideas about material 4.74 1.595 .557 .659

Q66 play _around with ideas of my own regardin] 4.80 1.643 559 658

the material

Q71 think about possible alternative explanatio] 4.97 1.549 484 .689

Critical thinking 4865 1.079 | Cronbach alpha 732

(mean across items)

Not e: see Table 1 for exact gquestion wording; the

data.

Factor Analysis

Factor analysis was performed on the five critical thinkiegn@ to confirm that they are internally
consistent. Trobia (2008), for example, noted that even a set of measures with high Cronbach alpha
may still have subdimensions. In this case, a single eigenvalue was greater than 1.0, suggesting a
single factor if his criterion is used alone. All five items load moderately well on the single factor, but
the communalities on several of them are low, and the single factor accounts for only about half of
variance (Table 3).

10



Table 3.Factor analysis results for criéicthinking, single factor

Question Factor 1 Communalities

Q38 question material to see if convincing .625 391

Q47 decide if there is good supporting evidence .632 400

Q51 develop my own ideas about material 757 574

Q66 play around with ideas of nayvn regarding the material .760 .578

Q71 think about possible alternative explanations .687 AT72

> (Eigenvalue) 2.414

Per cent of variance accounted for 48.28

Note: Extraction method: Principal component anal ysi

We also invetigated a twdactor solution, because at .875, the second eigenvalue was somewhat
close to 1.0, the scree diagram was still descending sharply at the second factor, several communalities
were low in the single factor solution, and the single factor ateduor only 50% of variance. These
conditions suggest that the second factor may need to be included (Hair, Black, Babin & Anderson,
2010). In the twefactor solution, the two different factors were easy to interpret, further supporting

the use of two fetors. This twefactor solution accounted for about ttfords of variance, a much

better result, and in the rotated solution, the two factors had similar weigt85¢0o0f variance,

each). The eigenvalues of four of the items were greatly improved. Pa¢i@ble 4) seems to be

about critical appraisal of the material, and Factor 1 seems to be about using the material as a
foundati on t o do onebs own thinking about i
explanations, loads roughly similarly on tbofactors, indicating that it associates with both
subdimensions. However, its communality is still slightly low.

Table 4.Factor analysis results for critical thinking, two factors

Question IFactor1  Factor2  |[Communalities
Q38 question material to sfecbnvincing .752 .601

Q47 decide if there is good supporting evidence .829 .706

Q51 develop my own ideas about material .854 .753

Q66 play around with ideas of my own regarding the mat].856 757

Q71 think about possible alternative explanagio 524 444 AT72

> (Eigenvalue) 2.414 .875

Per cent of variance accounted for in rotated solution 35.817 29.971

Cumulative per cent of variance 35.817 65.788

Notes Factor loadings < .4 are not shown.
Extraction method: Principal component analysis

Rotation method: Varimax with Kaiser normalisation.

11



Given that there is still a substantial amount of variance outside the factors, whether we treat critical
thinking as a single variable or as two glimensions, we opted to do further analysstng factor

score composite variables rather than a simple mean across the items. The factor scores collect the
variance associated with the particular concept, but partitiorassociated variance is left out.

ANOVA

Analysis of variance (ANOVA) was usdd examine the impact of gender and citizenship on the
composite variable represented in the sifigt#or solution for critical thinking. The key results are
summarised in Table 5. The model is significant, and both gender and citizenship show significant
impact on critical thinking (at 95% confidence). The interaction between gender and citizenship is not
significant. These two simple demographic variables account for nearly 10% of variasgaafled =

.069). Parameter estimates for the impact showibaten use critical thinking more (b = .508) than

men and expats use critical thinking more (b =.573) than citizens. Figure 1 represents this graphically;
note that the interaction is not significant, so the seeming slight difference in slope on theeswo i
does not convey any meaning.

Table 5. ANOVA of gender and citizenship on critical thinking single factor score

Source Type Il Sum of df Mean Square F Sig.
Squares

Corrected model 11.955 3 3.985 4.366 .006
Intercept 1.625 1 1.625 1.781 .184
Gender 3.951 1 3.951 4.328 .039
Citizenship 5.401 1 5.401 5.917 .016
Gender * citizenship 423 1 423 464 497
Error 121.408 133 913

Total 133.415 137

Corrected total 133.363 136

Note Dependent variable: critical thinking single factor score
R-squared = .090 (adjusted-fRjuared = .069).

50000 Citizen

40000 \

20000

[~ expats
[~== citizens

00000+

-.20000- N\

Mean single factor score critical thinking
rd

-.40000

T T
Female Male

Gender

Fig. 1. Critical thinking single factor score, gender and citizenship effects
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MANOVA

MANOVA (multivariate analysis of variance) was used to analyse the impact of gender and
citizenship on the two subdimensiod$e multivariate tests showed that gender was significant (p =
.045), citizenship was significant (p = .050) but the interaction was not significant (p = .763). All four

of the standard multivariate test sandPiRlolyaisd sl at
root, showed exactly these same significances on each of these factors. Thus, we examined each
subdi mension, O6critical appraisal of the mater
The effects of gender and citizensbim t he o6cr i ti cal appraisal of t
significant (Table 6a).

Table 6a.MANOVA of gender and citizenship on subdi mensi o

Source Type Ill Sum of Squares df Mean Squarg F Sig.
Corrected Model 2.437 3 .812 .793 .500
Intercept 312 1 312 .305 .582
Gender .070 1 .070 .069 .794
Citizenship 1.486 1 1.486 1.450 231
Gender * citizenship 446 1 446 435 511
Error 136.299 133 1.025

Total 138.737 137

Corrected total 138.735 136

Note Dependenv ar i abl e: Subdi mensi on 2 éaqguarédt=i0t8(ddjustegdguaradi=s0@d). of t h

However, the effects were significant on ¢t he
thinkingo. B ot Mip weeersigndicant ewithdvalees af i014 eamd s034, respectively),

and the Rsquared value was .088, about the same as in the single factor case (Table 6b). The
interaction between gender and citizenship was not significant. Parameter estimates rfyrattie i
were similar in size compared to the single factor case; they showed that women use critical thinking
more (b = .510) than men, and expats use critical thinking more (b = .443) than citizens. Figure 2
shows the effects graphically; note that it isam clearer in this graph that there is no interaction
effect.

Table 6h. MANOVA of gender and citizenship on subdi men
thinkingé

Source Type Il Sum of Squares df Mean Squarg F Sig.

Corrected model 11.326 3 3.75H 4.257 .007

Intercept 1.421 1 1.421 1.602 .208

Gender 5.559 1 5.559 6.268 .014

Citizenship 4.029 1 4.029 4.542 .035

Gender * citizenship .086 1 .086 .096 757

Error 117.963 133 .887

Total 129.355 137

Corrected total 129.289 136

Note Depemlentvariable: sued i mensi on 1 d6éuse materi al squarddeuwBdd at i o

(adjusted Rsquared = .067).
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Conclusions

The results support the hypotheses that student groups have different levels of critical thinking skills.
Consistent with our expectations, we found that expatriate students had more highly developed critical
thinking skills than students who were Kuwaitizens. We also found that women had more highly
developed critical thinking skills than men. When comparing students across both citizenship and
gender, Kuwaiti men tended to score the lowest in critical thinking skills, whereas expatriate women
studentgended to score the highest. We did not find any interaction amongst the various descriptors.

Thus, the welfare state measures undertaken by the government of Kuwait may beprodntgive.

The guaranteed employment of its citizens and generous mpretgport whilst in school may
discourage the development of critical thinking skills. As previously mentionedéhighbusiness
executives tend to be somewhat dissatisfied with the ability of the educational system to turn out
graduates with the skillthat Arab businesses need. To be consistent with governmental goals of
improving the entire workforce, government policies and resources should be designed to enhance
critical thinking skills in Kuwaitis with particular emphasis given to men.

Future resarch could focus on methods used to motivate particular groups (e.g. Kuwaiti men) to
enhance their critical thinking skills. For example, critical thinking skills have been incorporated in
Arabic language classes in public schools (Bahatheg 2019). % gakdng into the effects of this
approach might be useful. Also, Alhashem and Alkandari (2015) created a list of suggestions; the
effect of any implementation of these suggestions would be interesting.
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Abstract

Research purpose.The call for higher rates of public transport usage seems reasonable and understandable
given the growing impact of climate change and the high bunfi&eavy traffic, especially on urban transport
structures. A course of Bachel ords degree students
transport mobility, formulating the hypothesis that there must be a striking differetioe qoality behind the

use of a private car versus the use of public transport. The hypmethesfference in perceived quality between

the two modes of transport was called the individual transport mobility gap (ITMG).

Design/Methodology/Approach.The ITMG was considered from the perspective of people who mainly use a
car (car users) and who mainly use public transport (public transport users). Both groups were asked how they
rate their preferred means of transport and how they rate the alternative mweaspbrtusing an online
guestionnaire. The survey can be accessed online at:
https://fhludwigshafen.eu.qualtrics.com/jfe/form/SV_6JO0xNvISVxsdDv

Findings. The results of the study confirmed the hypothesis that there is a substantial perceived gap with
ITMG value of 4.0 between using a car versus using public transport for people who primarily use a car. In
contrast, the ITMG value for public transport users was only 0.8.

Originality/Relevance/Practical Implications. The originality of this approachek in surveying satisfaction

with a mode of transport at a highly aggregated level rather than at the level of individual quality factors, such as
punctuality or flexibility. ITMGis defined in this studgsa valuable metric that provides a basis for parison.

This guantitative metric can in turn be used to determine the effectiveness of measures to increase usage rates of
public transport. The study also provides practical findings by making available its database to other researchers
for further evalation purposes. The study also contributes to scholarly and public discourse on how to
effectively reduce the satisfaction gap in the use of private cars versus public transport, thus resulting in
improved outcomes for the environment and society.

Keywords: Action-Based Teaching; Empirical Case Study; Mobility Management; Meibrindividual
Transport; Public Transport

JEL codes:A23; R4Q
Introduction

Although there are a variety of arguments and motivations for increasing the use of public transport,
two examples from early 2020 will help to illustrate how the use of public transport might successfully
be encouraged.

First, Luxembourg was the first country in the world to introduce free public transport, which went
into effect on 29 February 2020. Thated aim is to encourage people to use public transport instead
of using their carsRrankfurter Allgemeine ZeitunFAZ), 2020).

Second, the German Bundestag approved two draft laws presented by Federal Minister Andreas
Scheuer to improve public trangp@n 1 January 2020. The laws will massively increase federal
funding for public transport in Germany, with the goal of making it easier to switch to public transport
services such as bus, tram or train. Funding is allocated for investments in vehibd&bes for ticket

prices and infrastructure improvements, ranging from new construction to renovation (BMVI, 2020).
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On the one hand, this use of public funds to finance public transport appears convincing, because
public transport offers clear economindaenvironmental advantages over private transport by car.

The Berliner Verkehrsbetriebe (BVG), for example, found that, in 2017, public transport used an
average of 3.3 L of diesel per person per 100 km. All bus lines, days of the week and times of day
were taken into account in this calculation (Berliner Morgenpost, 2018). With a diesel price per litre at
1.164 , this would méanothatanispocbosboae3d3p@83son f ol
CO, emissions would have to be indicated as a-tankheel value, with 8.78g CG/100km (CO:

coefficient: 2.650; Schallabtéck & Carpantier, 2012).

In contrastthe average fuel consumption in 2017 for cars and station wagons wapet.400 km.

With reference prices for petrol of 1.86/ L and di esel of 1.16 4/ L, t !
transport cost 10.06 per 100 km (@ off glpedi®@nis peo persof..The8
corresponding C@emissions (tanko-wheel) would then be 17.9¢) CQO; for petrol or 19.6Xkg for

CO..

On the basis of these figures, one could now conclude that the costs and emissions of using a private
car are more thanodble those of using public transport, which would thus justify the allocation of
public funds for public transport (a caveat here is that this calculation is based on a private car being
used by one person only, not accounting for potentially multipleepaers).

The modal split in passenger transport between public transport and private cars has remained almost
unchanged in the recent years. If nantorised passenger transport (pedestrians and bicycles) is
included in the volume of transport, motorisedividual transport dominates with a share of about

75% and is thus clearly ahead of more environmentally friendly means of transport (pedestrians,
bicycles, rail and public road transport), which together amount to about 20%. These figures have
remainedoughly stable since 2003 (Umweltbundesamt, 2020).

This leads to two important questions: First, will the additional expenditures of public investment in
public transportation in both Luxembourg and Germany ensure that the modal split moves in favour
towards public transport? Second, why has the modal split remained so unchanged over the years?
Although the first question must remain unanswered (the result lies in the future), the present work is
devoted to the second question.

In the Quality Management acse, students learn basic definitions, concepts and methods. According

to a common definition, quality is the degree of agreement between a quality requirement (from the
customer 6s perspective) and the perforBraggeace de
mann& Bremer, 2015. Typically, the quality requirement consists of a number of individual require
ments, and performance is made up of a number of individual results. By evaluating and aggregating
the individual factors, the degree of quality denmeasured. A number of things can be problematic

here, such as the sometimes high number of relevant factors, the aggregation of different scale levels
or the weighting of individual factors.

One approach to avoid these problems is by focusing on le sisgessment factor. Thealled Net
Promoter Score, which was developed by Bain & Company, a Bbsied consulting firm, is
relevant in this context (Bain & Company, 2011). The core of this approach is a single question about
the probability of recomending a product or service to a friend or colleague, on a scal@é@f 0

To engage students and prevent them from becoming merely passive recipients during the lecture,
principles are derived from actidrased learning concepts (Naidu & Bedgood, 20iP)he context

of the following case study, woea sreedf elre atrani an gldr q
approach, which includes o6all l earning that i s
(Naidu & Bedgood, 2012). The actirds performed in this case study consisted of group discussion,
handson activities and data collection.

Literature Review
According to the Research Information System for Mobility and Transport (FIS), which is funded and

published by the Federal Ministigf Transport and Digital Infrastructure (BMVI), quality plays a
decisive role for road users who travel by car by choice in the competition between different means of
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transport (FIS, 2020).

The European standard DIN EN 13816 defines and sets performagets tand measures service
quality in public transport (Schellhof3 et al., 2002). The standard DIN EN 13816 offers a compilation
of quality criteria in public transport and of quality assurance systems. This standard outlines various
quality criteria, whichare dealt with in accompanying synthesis reports (Klein et al., 2006). Quality is
defined by six factors: development, operation, connection, equipment, service and environmental
quality.

In a 2017 empirical study by Splendid Research (Hamburg, Gerna0@gQ passengers in the 10
largest German cities were surveyed about their satisfaction with public transport. Passengers rated
their overall satisfaction with the service and the range of products and services offered by the local
transport companies on scale of 14 (defined as overy satisfie
di ssatisfiedd and bévery dissatisfiedd). A tota
and rather satisfied) and 28.5% were dissatisfied (rather dissatisfied gndisgatisfied), with n =

2,028. Other studies dealing with satisfaction with public transport include those by Stradling et al.
(2007), Fellesson and Friman (2008), Del Castillo and Benitez (2013), Imam (2014), Thomaz et al.
(2016) and the annual study tfe Public Transport Council, Singapore, on the public transport
customer satisfaction (PTC, 2020).

Mobility in Germany (MiD) is a nationwide survey of daily traffic behaviour commissioned by the
BMVI. The latest study was conducted in 2017. The cenimabfthe study is to obtain representative

and reliable information on the sodemographics of individuals and households and their everyday
traffic (e.g. routes travelled for a various purposes and modes of transport) for a whole year. It serves,
weighted and extrapolated, as a framework and supplement for other traffic surveys, such as traffic
surveys in individual cities. The MiID study also provides theaadgate information on important

factors influencing mobility and forms the basis for trafficdals (MiD, 2019). The 2017 MiD
opened up a new perspective by including que
assessment of different types of transportati o
the car is clearly indicatein the survey, with an approval rate of 77%, whereas public transport is
rated significantly worse at 34% (MiD, 2019). What is interesting here is the approximate agreement
with the results of the MiD with the results of this study for the car user group

The EUf unded profecendlCyi mmpeoyee mobilityd at t
Innovation at the University of Applied Sciences Ludwigshafen is looking into the question of what
effective options are available to make climfitendly mohlity options more attractive to habitual

car users. This includes not only public transport but also cycling mobility argshadng concepts,

with the goal of enticing a significant proportion of regular car users will be able to switch over
permanently This study is particularly important because of its broad database of almost 15,000
participants (Tachkov, 2018; Tachkov & Gregor, 2019).

Methodology

The starting point for this research project was a discussion about the new construction of a university
building on the campus of the Ludwigshafen University of Applied Sciences. With an estimated cost

of 67 million euro, construction on the-salled GBuilding began in November 2019 on an area of
14,000 M (HWG LU, 2019). As this area had previously besed as a large parking lot, finding a
parking space in the area around the university became a particular challenge for all university
members, because there was no adequately large replacement area for parking nearby. Tardiness due
to looking for a parkig spot had become a frequent phenomenon on campus. This lecturer's
suggestion that students use public transport was not successful, either. The reasons given by students
were manifold, ranging from complaints about public transport not running on tuineff@ning poor
connections to inflexibility and inconvenience. They would essentially rather travel by car, even
knowing that they would have to search for a parking space. The consensus amongst the students was
that individual transport with a car wadlsif a significantly higher quality than public transport. This

gave rise to the idea of determining this difference in quality in concrete terms.
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During the conversation with course participants, it became clear that because of the complexity and
multitude of relevant factors, it was preferable to use a simple approach similar to the NPS concept.
General satisfaction with the use of a means of transport would be measured on a scale of 10. The two
sides of the spectrum wk0 ef @i aédedr yat ploe d 0an toéd .e
given for the intermediate level$ 4.

Two hypotheses were formulated:

1. For people who prefer individual transport by car, the quality level of using a car is
significantly higher than that using a public trpod.

2. For people who prefer public transport, the quality level of using public transport is roughly
equivalent to using a private car.

The gap between both quality | evels was call ed
hypotheses stated @e thus correspond to a relatively large ITMG for car users and a low ITMG for
public transport users.

To examine these hypotheses, suitable questions were formulated by several discussion groups. In
order to gather as many responses as possible andotd participant droguts during the
guestionnaire, the survey was | i mit gackstuor vseiyxd )qg.

An online survey based on SAP Qualtriesmy.qualtrics.corp was chosen. Tguide students to
handon activities according to the actitwased learning concept, one student from the course agreed
to do the programming of the questionnaire with Qualtrics. The survey was reviewed and revised with
pre-tests in the classroom.

After the final version of the questionnaire was completed (including a translation into English), a link
was created to access the survey. The link was sent by email to various mailing lists and was posted on
social media outlets. During the period from 29 Octd¥l9 to 26 February 2020, a total of 969 data

sets were gathered. In the first survey conducted, n = 519 answers were collected through 23
December 2019. At the same time, the survey was also sent to partner universities to solicit
international comparans. A second round of the survey was conducted through 12 February 2020,
yielding an additional 450 responses. Given the means by which data were collected, the survey can be
said to have the character of a convenience sample (Maurer & Jandura, 2008)sBeates were not
calculatedi this would have been impractical because participation was solicited via social media
such as Twitter, Facebook or Instagram.

On the basis of the period of data collection, it can be concluded that the data were ositbotgd

the influence of the 2020 corona crisis. As of 18 March 2020, Germany has no curfews, unlike
countries such as Belgium or Spain. Local public transport is largely maintained (Deutsche Bahn,
2020), but timetables are being restricted in many plaeeause of school and day nurseries closures
(RBB24, 2020). As the study focuses on two particular target giioops users and public transport
usersi the data set was first adjusted to eliminate responses that did not correspond to the target
groups, br example, bicycle users.

After adjusting the raw data set, the remaining data set consisted of 578 car users and 173 public
transport users, for a total of 751. In relative terms, 77% of the respondents were car users (578 of
751) and 23% were public traport users (173 of 751). This is an intriguing result, given the fact that
the data set corresponds closely to the distribution that has been empirically proven in other studies,
with individual transport at 75% and public transport at 20% (Umweltbunde2820).

Before further evaluation, the data were validated. In this case, 44 data sets were filtered out in which
at least the two important questions for assessing the quality level of both transport modes and the
guestion of professional status weis answered. After validation, 707 data sets remained (Table 1)

as Nepr, were divided into 537 (7®) car users (data setd) and 170 (24%6) public transport users

(data set Iny).
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Tablel.Val i dati on of raw data set (Source: authoroés con

Tranport Car user PUATE Other Undecided Su_rvey not
mode transport User finished
g Defined as using no on|
g;latesharﬁ?gr’ Bus, _suburban Bicycle, walk, | type  exclusively  or
carpool train, train scooter mostly
Sum:

Quantity 969 578 173 84 85 37
in % 100% 59.6% 17.9% 8.7% 8.8% 3.8%
Quantity 751 578 173 - - -
in % 100 % 77 % 23 % - - -
Not valid J. 44 J. 41 J.3 - - -
Quantity 707 (Ncp) | 537 (Nca) | 170 (No7) - - -
in % 100% 76% 24% - - -

The questionnaire was as short as possible amadthigh degree of data quality: the longer an online
survey is, the higher the risk that the respondent terminates the survey before completion (drop out),
which renders the entire data set unusable for analysis. The mean value of the duration farganswe

the questionnaire was 3.5 min foedy although the questionnaire contained only six relevant and
easy answerable questions. The average response time per question would, therefore, be about 35 s.
This is a valuable indication for the general desajnonline questionnaires. Assuming that a
participant takes about 5 min to answer the questionnaire, this should limit the number of questions to
about nine (308/35s).

It should also be mentioned that the group of public transport usetedk abou24.4 s per question,
meaning that they had a much lower average response time than the ggpa &bout 38.7 s per
guestion.

To keep the questionnaire short, typical demographic details such as gender and age were not
collected. However, professionalatis was surveyed at the beginning of the questionnaire. This
guestion was asked following the assumption that there are differences in the assessment of quality
levels between trainees (students, apprentices and pupils) and working employees. Redsisns for
could include age (trainees tend to be younger, whereas employees tend to be older), income level
(trainees tend to have lower wages, whereas employees tend to have higher incomes) or time available
for mobility (trainees tend to have more time aablié to them compared to working professionals).

As expected, the &t sample mainly consisted of individuals in training (n = 173; 24%) and
employed persons (n = 523, 74%). In the group of car usgrtNere were 101 persons in training
(19%) and 427 epioyed individuals (80%). In the group of public transport usekstNe distribution

was much more balanced, with 72 (42%) still completing their education and 96 persons (56%)
employed.

Depending on the main mode of transport used (car or public tréngpe survey split into both
target groups, establishing two clear categories; (4 = 537) and MNr(n = 170). Regardless of the
choice of mode of transport, the same four questions were asked for both target groups:

1. How many days per week (Monday$onday) do you use the car/public transport?
2. How long is your average travel time per day?

3. How do you rate your car/public transport journeys on average?

4

If you had to cover the distances you normally travel by car/with public transport (bus,
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suburban trai and train) with car/with public transport (bus, suburban train and train) how
would you rate these trips on an average?

The quality rating was given on a scale from O
the quality of the preferred eans of transport is calledrXhe value for the alternative means of
transport is called Q The ITMG is calculated as the difference betweemrdd Q: ITMG = Q- ./.

Qa. For the group of car users, the equation is thus ITME Qecar ./. Qapr, and forthe group of

public transport users, ITMG= Qepr./. Qacar Mean values are used for the calculation of the ITMG

(cf. Figs. 14).

In order to make international comparisons, respondents were also asked what country they currently
live in. As this is a vy simple question, it was not considered to add undue length to the brief survey.

A total of 701 individuals responded to this question. As expected, the largest group was from
Germany, with 593 respondents; 27 respondents were in the United StatesddipLithuania, at a
considerable distance behind with 18. The remaining 63 respondents were distributed amongst 25
countries, each with fewer than 10 answers. As the international case numbers are very small,
comparisons at a country level would not \®ry meaningful here. For evaluation purposes, all
international responses were thus grouped together (n = 108) and compared with the German
responses (n = 593).

Results

The results of this 6dex ante c¢cor ontle firstrsectoon,s 6 s
6Total sampled, the starting point for ce(@d cul at
537) and Nr(n = 170). Subsamples based on demographic information such as age, gender or income
are generally created to refinieet analysis of existing data. In this case, this typical demographic
information was not queried in the survey. For this reason, relevant subsamples were created from the
information included in the survey in order to check the meaningfulness of thel ®aengle. The

second section, 6Parti al sampl e ca€na=r537u $he thidd, Uus €
section, 6Parti al sampl e public tef(ang7pPointhe user
fourth and final section, the resultefin the previous sections are compared.

Total sample

The hypothesis for primary car users predicted that the quality level of using a car would be rated
much higher than using public transport as an alternative.

In data set N (n = 537), the mean qualitevel for using a car &a was 7.0, whereas the mean
quality level of using public transport as an alternatiyer@as 3.0 (cf. Figs. 1 and 2). This confirms
the hypothesis. With these two values, the ITdy@an be calculated at 4.0 (= 7.0 ./. 3.0hisTalso
confirms the assumption that the ITMG would be relatively large.

NCARCAR NCARPT

[

NCARCAR NCARPT

q
Frequency

2m m [ om

Fig. 1. Data set Na: Qpcar= 7.0 Fig. 2. Data set Na: Qapr = 3.0 _
(Sourceaut hor 6s com (Sourceaut hor 6s compi
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The hypothesis for public transport users predicted that the quality level of using a car would be
roughly equivalent to using a car.

In data set hr (n = 170), the mean qualityMel of using public transportgrwas 6.0, whereas that of
using a car as an alternativead@ was 5.2 (cf. Figs. 3 and 4). This hypothesis could also be regarded
as confirmed. With these two values, the ITM@an now be calculated at 0.8 (= 6.0 ./. 513)is also
confirms the assumption that the ITMG in this case is relatively low.

NPTPT NPTCAR

o
® 30 ) [ 1200 o 3 500

NPTPT NPTCAR

Fig. 3. Data set Nr. Qppr= 6.0 Fig. 4. Data set Nar Qacar=5.2
(Sourceaut hor 6s con (Sourceaut hor 6s con

Figure 5 shows the key findings from the two main samples &d N-r. People who prefer
individual transport by car had a quality rating of 7.04£). The raing of the alternative use of public
transport was far lower, at only 3.0 Q). Their ITMGca, calculated with Qar ./. Qapr Was,
therefore, 4.0. Compared to people mainly using public transport, public transport users rate the mean
quality of their peferred mode of transport slightly lower than car users, at 6&)(@/hen asked to

rate the quality of driving by car as an alternative, primary public transport users gave this option an
average of 5.2 (Rar), resulting in an ITMGry of only 0.8; calclated with Qpr. ./. Qucar

ITMGe,, vs. ITMGpy

ITMG of Car user group (n=537): 4.0 7.0./.3.0=4.0
ITMG of Public transport user group (n=170): 0.8 6.0./.5.2=0.8

0 1 2 3 4 5 6 7 8 9 10

Fig. 5. ITMGcarversusTMGer (Sourceaut hor 6 s compi |l ati on)
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Partial sample car user

The starting point for the formation of partial samples in this section was the datahaséti 537
data sets (Table 2).

Table2 Defini ti on of Partial Samples for Car Users
Variable Attribute 1 Attribute 2

Partial Sample | Professional Status Training Employed
Quantity 101 427
ITMG =Qp./. Qn 45=76..3.1 3.8=6.8./.3.0

Partial Sample | Usage I(_1i'?2tdays a week) o Zf?z;vgays a week) o
Quantity 37 499
ITMG =Qp./. Qn 3.4=6.7..33 40=7.0..3.0

Partial Sample QZS;?%;e daly (Suf;)otré 60 minutes) I(_(;)1n ?o more than 120 minute
Quantity 393 144
ITMG =@ .. Qa 3.8=7.0..3.2 43=6.8..25

Partial Sample | Country Germany Internationals
Quantity 455 82
ITMG =Qp./. Qn 40=6.9...29 32=72..40

Partial sample public transport user

The starting point for the formation of partedmples in this section was the database With 170
data sets (Table 3).

Table3.Def i niti on of Partial Samples for Public
Variable Attribute 1 Attribute 2
Partial Sample | Professional Status Training Employed
Quantity 72 96
ITMG = Qp./. Qu 10.4=56..6.0 1.8=6.3./.45
Partial Sample | Usage I(_1i$]r3ndays a week) o Z??Vgays a week) o
Quantity 20 150
ITMG = Qp./. Qu 1.9=6.6./.4.7 0.7=5.9..52
Partial sample | 0030 " b to 60 min) (61 to>120 min
Quantity 98 72
ITMG =Qp./. Qn 06=6.0./.54 1.2=6.0...4.8
Partial Sample | Country Germany Internationals
Quantity 138 32
ITMG =Qp./. Qa 08=59..5.1 09=6.3./.54
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Results comparison

When comparing the diffent subsamples with the overall sample(NXcf. Fig. 6), it is easy to see
that deviations from the overall sample are relatively small. The following observations can be drawn:

I ndi viduals completing their e cdtheaqualityof thdirltarof e s
journeys at 7.6 (Ra), Which is significantly higher than that of those in employment (Professional
status: 0 E mpda)0As ¢hd alternativé of publi€ @ansport was rated relatively equally,

with 3.1 and 3.0 (@), the ITMG is significantly higher for those undergoing training (ITMG = 4.5)

than for those in employment (ITMG = 3.8).

A comparison between German and international respondents shows that international respondents
rate the alternative of public transpaith 4.0 (1) more than 1 point higher than the Germans, with

2.9 (Qw1).

ITMG,,, for partial sample car user

Reference value of ITMG: Ncar=537 4
Profesional status: Training 45
vs. Profesional status: Employed 3.8
Usage: Light 34
vs. Usage: Heavy 4
Average daily travel time: Short 3.8
vs. Average daily travel time: Long 43
Country: Germany 4
vs. Country: Internationals 52
0 1 2 3 4 5 6 7 8 9 10
Fig. 6.ITMGcy for Partial Sample Car UseBgurcea ut hor 6 s compi |l ati on)

The image is rather inconsistent in therMample in comparison to thecNsample. Compared with
the overall sample, their ITMGs are sometimes twice as high or even negative. The following
observations can be made (Fig. 7):

The ITMG for people in training is negative0.4. This means that they rate the quality of the car
alternative higher than their use of public transport.

There are conspicuously high |1 TMGs for the sub
Lighto This resul t spsfatedpublidtransport heghest-(3618 arid 6.8) and,h g r «
at the same time, they rated the car alternative at relatively low qualiy: (@5 and 4.7).

ITMGp, for partial sample public transport user

Reference value: Npt=170 0.8
Profesional status: Training > negative value -
vs. Profesional status: Employed 1.8
Usage: Light 19
vs. Usage: Heavy 0.7
Average daily travel time: Short 0.6
vs. Average daily travel time: Long 12
Country:Germany 0.8
vs. Country:Internationals 08
0 1 2 3 4 5 6 7 8 9 10
Fig. 7.ITMGpr for Partial Sample Public Transport UsBo@rcea ut hor 6 s compi |l ati or
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Conclusiors

Owing to the current corona <crisis, status 19 |
corona c¢crisis6 conclusions.

It must be said that this is not a representative study and the limitations of a convenience sample
should be consideraghen evaluating the findings of this research. It is also important to note that the
guality of the use of a mode of transport was examined here at a very highly aggregated level, because
the survey did not ask when assessing quality what specific me&nassgort (e.g. specific car, bus,

tram or train) the respondent was referring to.

Despite these limitations, the following conclusions can be drawn:

The results for the car users demonstrate that they see a considerable gap (ITMG) between the quality
levels of car use and the alternative of public transport. It can, therefore, be concluded that one way to
achieve higher rates of public transport use would be to improve the quality of public transport over
car use. To do this, it would be necessary ttuénfce the individual factors that contribute to the
overall quality of a mode of transport. Important influencing factors for public transport would
include, for example, network expansion, cycle times, cleanliness and ticket prices. Even this brief list
shows, however, that any improvements (leading to an increase in quality) can only be achieved at
great economic cost. If the goal is to improve the cleanliness of trains and buses, they would have to
be cleaned more frequently and more thoroughly, arsdctim only be achieved with more personnel

and manpower. In this respect, the allocation of additional funds for public transport could actually be
a suitable means for closing the ITMG. Another way to close this gap would again be to make using
private cas less attractive, for example, through higher taxes, speed limits, driving restrictions, toll
systems, parking space shortages or the rededication of roads tecthffed zones or bicycle lanes.

The results for those who mainly use public transpatsthat users rate the quality of this means of
transport at one point lower &= 6.0) than the group of car userss(R= 7.0). This finding points

to the need to increase the quality of public transport use in order to bring it up at least toethe sam
level of private car use.

On the basis of the results obtained, the method for determining the ITMG presented here could be a
suitable method for determining the effectiveness of transport policy measures and could, therefore, be
used in the implementath of specific transport investments or measures. In practical terms, a before
andafter survey could be used to determine whether the measures taken by a city or region have had a
measurable impact on usage quality by transport type, and thus on tettiotilirate of a mode of
transport.
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Abstract

Research purpose.The research purpose is to assess and compare the competitiveness of the EU creative
i ndustriesd export.

Design/Methodology/Approach. The article is organised as follows: Section 1 presents a short theoretical
concepibn of creative industries; Section 2 presents the theoretical background of trade competitiveness indices;
Section 3 introduces the research data set, method and variables; Section 4 discusses the results of the revealed
comparative advantage index anédysnd the final section presents the conclusions of the research. It should be
noted that the research does not cover all possible factors underlying the differences in the external sector
performance and thus may need to be complemented with capatific analysis as warranted. Methods of the
research include theoretical review and analysis, evaluation of comparative advantage indices and clustering.

Findings. The analysis revealed that the EU countries may gain competitiveness because of treatipwobali
effects and the development of creative industries. The increase in the revealed comparative advantage (RCA)
index during the period 2002017 shows rising EU international trade specialisation in creative industries.
According to dynamic RCA indexesults, France, Poland, Slovakia, Slovenia and Spain has competitive
advantage in creative industries sectors and could
export.

Originality/Value/Practical implications. A creative industriesralysis is becoming increasingly relevant in
scientific research. Fast globalisation growth affects the processes in which closed economies together with their
specific sectors are no longer competitive in the market because productivity of countridsasspaeticular
economic sectors depends on international trade liberalisation, technology and innovation. Scientific literature,
nevertheless, contains a gap in the area of international trade competitiveness research in creative industries
sector.

Keywords: Creative Industries; RCA; EU; Competitiveness; Trade.
JEL codes:F14 L82; F12.

Introduction

In the context of globalisation, creative industries and the creative economy are gaining increasing
attention because of their impact on urbanisation niglolgies, economies, environmental protection

and social environment. Rapidly growing employment, international trade and value added, generated
in the sector of creative industries, promote scientific research and correlate with an increase in the
numberof scientific studies in this area.

The importance of creative industries to economics is emphasised by Potts (2011), Throsby (2009),
Getzner (2002) and Canadian Heritage (2013), who analysed the links between the sector of creative
industries and GDP (gss domestic product) growth, population income, unemployment rate, interest
rates, price index and international trade.

The subject of creative industries and international trade is analysed by(Chdal 6 ) , Kontrim
Melnikas (2017), Cao and Niu (2017) and Ye and Yin (2007). Chala (2016) who analysed trade
specialisation in creative industries sector in CEE (Central and Eastern Europe) countries noticed that
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higher trade specialisation is locdti& large metropolitan areas. The article by Cao and Niu (2017) is
focused on trade competitiveness in Beijing, China, Japan, the United States and the United Kingdom
in different sectors, which can be attributed to creative industries. Meanwhile, Kiordrimd a n d
Melnikas (2017) paid more attention to theoretical background of creative industries and reviewed
international trade tendencies of creative industries in the European Union. Nevertheless, the issue of
international trade competitiveness in thetse of creative industries in the European Union shows
necessity for a deeper scientific insight.

The main purpose of this article is to assess the export competiveness in the sector of creative
industries in the European Union. The analysis of the exqmompetitiveness, accomplished in this
study, allowed to cluster the EU member states by the dynamics of their exports and to assess the
potential of the creative industries export in a particular state.

The methods used in this study include general sfiiemethods as comparative and theoretical
analysis, graphical analysis and evaluation of comparative advantage indices.

Main concepts of creative industries

The concept of creative industries is inseparable from the concept of creativity, which isngecom
increasingly important not only in arts but also in the areas of economics, environmental protection
and social environment. United Nations Conference on Trade and Development (UNCTAD) (2010) in
its Creative Economy Report indicated that creative inhss

- Cover product and service creation, production and distribution cycles based on corresponding
resources as creativity and intellectual capital;

- Include knowledgdased activities that focus on, but are not limited to, arts and generate
income from tade and intellectual property rights;

- Comprise tangible products and intangible intellectual or artistic services that possess a
creative content, an economic value and particular market objectives;

- Are at the crossroad of the crafts, services and iriduséctors;
- Constitute a new dynamic sector of the global trade.

Bilton and Leary (2002) associated the emergence of the concept of creative industries with the
growing production and consumption of symbolic goods. According to the authors, creatitgaadus
produce 6symbolic goodsdé6 (ideas, experiences a
meaning. The value of goods or services is determined by the end user (a viewer, an audience, a reader
or a consumer) who decrypts and discovers thaning and the value of particular symbolic goods.
Hence, the value of symbolic goods depends on |
content. Owing to this reason, the value may or may not be translated into financial returns. Hartley
(2005) noted that such definition of creative industries is beneficial because it justifies the non
pecuniary essence of creative production and the relationship between the meaning of a product and its
symbolic image by focusing on the growing importanéesyymbolic goods in industries such as
footwear, automobiles and mobile telephones.

In Creative Economy Report, UNCTAD (2010) pr o]
developing concept based on the creative assets that can promote economiampayeelopment:

- It can boost income generation, workplace creation and export earnings by promoting social
inclusion, cultural diversity and human development;

- The creative economy covers particular economic, cultural and social aspects interacting with
the objectives of technologies, intellectual property and tourism;

- The creative economy is a part of micro and macro determinants in the knolwkesige
economy;

- The development of the creative economy calls for the necessary innovative, interdisciplinary,
political and intefinstitutional actions;
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- Creative industries are the essence of the creative economy.

International trade can be considered a key component of the creative economy. With reference to the
research of the UNCTAD, the global trade in thedpieis from creative industries has significantly
increased over the recent years: for instance, between 2000 and 2005; its average annual growth
amounted to 8.7%, whereas the global export of visual arts doubled from 10.3 billion USD in 1996 to
22.1 billion USD in 2005, and the global export of audisual art products nearly triplddL au gi kas
Mokgeckiena, 2014).

As it was stated by Pamela Celamilton, Director of the Division on International Trade and
Commodities at the UNCTAD (2019), the creative economy and its industries are strategic sectors
that, if nurtured, can boost cpetitiveness, employment and export opportunities. Therefore, the
development of creative industries is not only an engine for promoting the share of developing
countries in the global trade but also a direct benefit for developing countries in term®mgin
generation, workplace creation and building opportunities for artists and creators.

Theoretical background of trade competitiveness indices

Export competitiveness of a country is affected by the ability of this country to effectively exploit
internatbnal trade specialisation in economics. Comparative advantage is a strategic characteristic in
two aspects: first, an economy will be most efficient and prosperity will be highest if the production of
goods and services r el iwsagey secord, congparativeragvéntagedsamp a
relatively dynamic concept. As it was noted Byal assa (1979), the str
comparative advantage and its exports will change with the accumulation of labour and capital.

In fact, Liesner (1958)ws t he first who attempted to O6uncov
countries. Nevertheless, the general measures of comparative advantage are based on the revealed
comparative advantage (RCA) index that was expanded by Bela Balassa (1965)-(BEamlkin and

Erlat, 2013). A substantial share of a growing market can be considered a result of successful
competition in terms of that particular share of the market where the RCA, proposed by Balassa
(1965), is the greate@athuria, 2013).

Although theliterature contains a number of different RCA estimation methodologies, the classical
Balassa index still remains most popular and most widely used in scientific research, which is possibly
determined by the relatively simple calculation of the index. R@&\ index provides a fairly clear
picture of trade specialisation. The RCA index, used with a view to assessing international
competitiveness, is widely recognised in scientific literature (Kathuria, 2013; Ervani, Widodo &
Purnawan, 2019; Hanson, Lind, &Udndler, 2015).

The RCA index allows to assess whether a country focuses on the production, in which it has
potential, but it does not reflect which part of the production has been exported competitively. It can
also provide some useful information on firespects of trading with new partners. It is important to
note that the countries with similar RCA indices are unlikely to have any intensive bilateral trade
unless they are involved in inthadustry trad Saboni ena, 2009) .

Edwards and Schoer (2002) extended the use of the dynamic RCA by developing the assessment of
the market positioning dynamics. On the basis of the dynamic RCA index, exports are divided into six
following categories: rising stars, faly) stars, lagging retreats, leading retreats, lagging opportunities
and lost opportunities (see Table 1).
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Table 1. Dynamic positioning of the export market by Edwards and Schoer (compiled by the authors with
refer encandTam 2067y n e K

Share ofj ina Share ofj ina .
country's export market's Position
1 > f Rising stars
Increasing RCA 1 > lL Faling stars
lL > lL Lagging retreat
< 1r Lost opportunity
Decreasing RCA l < JL Leading retreat
1 < 1 Lagging opportunit)
- Arising star refers to the situation in whic

global market is growing faster than the total global export of all products. This is the best
position for a country becaus dsinsgired bygrisigwt h i
global demand.

- A falling star reflects the situation in wh
whereas the global export of the product is decreasing.

- A lagging retreat refers to the situation in which the sharaofcountryods expo
decreases more than the decline in the global market.

- A leading retreat stands for the situation
decreases less than the decline in the global market.

- Alagging opportunity reflécs t he si tuation in which the st
growing but less than the share of this product in the global export.

- A lost opportunity refers to the situation
decreasing, whereasetlshare of this product in the global export is rising. This is the most
unfavourable position for a country (G¢gnecxk

Tsikata (1999) also struck to the classification of four dynamic positions that, however, slightly differ
from the abovepreset ed Edwar ds and Schoerds <classificat
replaced by rating an export ma-Ozeaik Erlat 2013).c o mpet i

Although the competitiveness of international trade can be assessed by aralysmg unt r y 6 s e
and i mports, the assessment by wusing the indi ¢
common. In any case, the abundance of the models developed for the assessment of the
competitiveness of international trade validates ribcessity to evaluate the degree of specialisation,
competitiveness and efficiency in international trade.

Research methodology

Research sampleThis research is focused on the situation in the 28 Europe Union cotinthies
United Kingdom, lItaly, Polash France, Cyprus, Latvia, the Czech Republic, the Netherlands, Estonia,
Germany, Spain, Greece, Denmark, Croatia, Austria, Malta, Sweden, Slovenia, Slovakia, Lithuania,
Ireland, Portugal, Belgium, Luxembourg, Finland, Bulgaria, Hungary and Romania. dlgsisamwas
conducted leaning on the data for 20P@17, extracted from the Eurostat database.

The RCA index by Balassa (1965) measures the relative advantage of a country for a particular
product based on exports. RCA >1 indicates that a country has ArnR@e product market; the

higher the index, the greater is the advantage it represents. If RCA <1, it means that a country does not
have any RCA.
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where:
EX; is theproducti export in country;
EX;; is the whole product group export in coungry
EXis is theglobal export of produat
EX:sis thetotal global export.

The dynamic RCA indexby Kreinin and Plummer (1994) proposes that a country is considered to
have a comparative advantage for the prodifcthe share of this product in the total export of the
country is growing faster &n the share of the same product in the total global export for the period
under consideration.

When the dynamiR CA > 1, it can be stated tilbgowingfasteount r
than the global export of this product, that is, the ayumas a comparative advantage. If the dynamic

RCA <1, the product has lost its comparative advantage. The dynamic RCA is calculated using the
formula below

, st ey prpe SJ/O(I)'QTQ e " .Q,
Ot &G V001 Td " C Yoo | @)

Results

Before the empirical analysis of the revealed comparative advantage indicator for the EU member
states between 2004 and 2018, the overall dynamics of the EU creative industries trade, that is, their
exports and imports, was considered.

Figure 1 indicates that both export and import tended to grow, although the trade in the products from
creative industries slightly declined in 2009 and 2013. Nevertheless, compared to 2004, the export of
the products from creative industries in the Europgdaion increased by 54% and import by 51%. In
terms of structure, the export of the products from the EU creative industries is dominated by goods
such as designer clothing, jewellery, household goods and toys.
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Fig. 1. The dynamics of the import and expm the European Uniobetween 2004 and 2018, milli@aros
(Source: Eurostat.eu)
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Looking at the EU creative industries export in 2018, the following five major exporters can be
identified: the United Kingdom, Germany, France, Italy and the Netherlaads$-(g. 2).

Sweden
Belgium

Czech Republic United Kingdom

Spain

France

Fig. 2. Distribution of the EU creative industries export by countries in Z8b8rce: Eurostat.eu)

The analysis of the RCA revealed that the United Kingdom is the absolute leader in terms of the
specialisation of international trade time area of creative industries (RCA 3.29 > 1) (see Table 2).
Consequently, the United Kingdom could be considered as one of the pioneers that has developed
concepts, theories and models for creative industry, with a strong focus on the analysis andnexpans

of the creative industries sector and the creative economy as a whole. As of 2017, the UK creative
industries export amounted to 11.8% of the total service export. Owing to this reason, the UK
international trade is significantly more competitive imparison to the other EU member states.

With reference to the strategy developed by the UK Creative Industries Trade and Investment Board
(CITIB) for 2023, the United Kingdom is planning to raise its export by another 50% (HM
Government, NA).

Most significant growth in the RCA index between 2004 and 2017 was, however, recorded in Poland:
in 2004, it amounted to 0.42, whereas it increased to 1.63 in 2017.

Some other countries, such as France, Latvia and the Czech Republic, also demonstrated significant
changes in their RCA index, that is, the countries that previously had not possessed any revealed
comparative advantage began to implement it; however, Malta, Ireland and Croatia lost their revealed
comparative advantage. The general RCA index for the Eunopgein reveals that only five EU

member states possess an RCA and specialise in the area of creative industries, whereas, in most other
countries, this indicator is below 0.5, which demonstrates a lack of competitive advantage in the
creative industriesestor.

Table 2. The dynamics of the RCA index for tli&uropean Uniorbetween 2004 and 208Sour c e : aut h
compilation)

GEO/TIME 2004 2007 2010 2013 2016 2017 2018 ggéi
Poland 0.58 0.65 0.64 0.66 1.31 1.62 1.54 0.96
France 0.82 0.95 1.06 1.58 1.66 1.55 1.64 0.83
United Kingdom | 2.62 2.74 2.74 2.66 3.41 3.29 3.25 0.63
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Latvia 0.49 0.45 0.85 1.12 1.37 1.18 1.02 0.53
Czech Republic | 0.52 0.66 0.77 0.6 0.71 1.05 0.96 0.44
Lithuania 0.29 0.4 0.43 0.41 0.39 0.36 0.47 0.17
Estonia 0.48 0.56 0.78 1.06 0.81 0.65 0.56 0.08
Bulgaria 0.22 0.4 0.31 0.21 0.25 0.18 0.29 0.08
Netherlands 0.62 0.86 0.71 0.69 0.77 0.74 0.64 0.02
Hungary 0.17 0.11 0.21 0.23 0.18 0.17 0.17 0.01
Romania 0.2 0.19 0.14 0.15 0.15 0.12 0.18 -0.02
Italy 1.72 1.66 1.74 1.96 1.65 1.68 1.68 -0.03
Sweden 0.48 0.53 0.68 0.45 0.44 0.46 0.39 -0.09
Slovakia 0.55 0.4 0.35 0.3 0.34 0.39 0.45 -0.1

Germany 0.81 0.83 0.87 0.69 0.63 0.65 0.67 -0.14
Slovenia 0.59 0.47 0.43 0.37 0.35 0.39 0.42 -0.17
Belgium 0.47 0.43 0.34 0.29 0.28 0.28 0.29 -0.18
Denmark 0.72 0.86 112 0.65 0.6 0.55 0.53 -0.19
Portugal 0.49 0.5 0.42 0.41 0.29 0.31 0.29 -0.2

Spain 0.89 0.73 0.64 0.63 0.55 0.64 0.69 -0.2

Finland 0.43 0.35 0.33 0.22 0.18 0.19 0.16 -0.27
Malta 0.82 0.77 1.59 1.45 0.37 0.48 0.5 -0.32
Austria 134 1.25 1.39 1.19 0.74 0.53 0.79 -0.55
Luxembourg 0.84 0.37 0.28 0.34 0.2 0.27 0.27 -0.57
Greece 1.08 0.89 0.78 0.68 0.77 0.6 0.48 -0.6

Ireland 1.22 0.97 0.73 0.91 0.43 0.32 0.31 -0.9

Croatia 1.68 1.42 0.84 0.53 0.65 0.53 0.47 -1.21
Cyprus 1.53 0.96 0.93 1.21 0.54 13 0.26 -1.27

An overview above indicates that the share of creative industries export in the total EU export between
2004 and 2018 changed insignificantly and fluctuated around 1%, whereas from 2015 to 2018, it
recorded an insignificanhcrease. On this ground, the share of creative industries export in the total
EU export was considered to demonstrate the trends of growth, and the analysis of the dynamic RCA
index was based on the rating of the countries by the values reflecting asénigrehe share of their
creative industries export in the total EU export.

In this approach, France, Poland, Slovakia, Slovenia, Spain and the United Kingdom is attributed to
the category of rising stars with growing shares of their creative induskjiestén the total EU

export when the share of creative industries export within the European Union was also rising.
Assessing by the RCA, only France, Poland and the United Kingdom possess a competitive advantage.

Austria, Croatia, Denmark, Estonia, Finth Greece, Latvia, Malta, the Netherlands, Belgium,
Bulgaria, Cyprus, the Czech Republic, Germany, Hungary, Ireland, Italy, Lithuania, Luxembourg,
Portugal, Romania and Sweden were attributed to the category of lost opportunity economies with
declining slares of their creative industries export in the total EU export when the share of creative
industries export within the European Union was rising. In this category, only Latvia possesses a
comparative advantage (see Fig. 3).

Such distribution of the EU mebar states indicates that only a part of the EU countries specialise and
possess a competitive advantage in the area of creative industries, but international trade in this area is
not widespread within the European Union. These findings also propostaghdnited Kingdom,
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France and Poland have a significant impact on the competitiveness of the EU creative industries
export.

Growth of Share of j
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Fig. 3. Grouping of countries according to dynamic RGGAo ur c e : aut horoés compil
Conclusions

In the context of modern globstion, many social and economic changes are taking place. The
ongoing changes could be significant for the formation of a new type of economy, where the fusion of
culture and economy forms a sector of creative industries that promotes cultural antb¢gchino
progress. In the recent decades, the term creative industries and the creative economy have received
increasing attention because of the significant growth of this sector, knowing that the creative
industries have impact on urbanisation, technglagidevelopment, economic growth and the
environment, they contribute to creation of workplaces and the general welfare through personal skills,
talents and creativity; they promote exports and generate value added.

In this study, the competitiveness dfet EU exports is assessed using the RCA index and its
modificationi the dynamic RCA which served as the basis for clustering the EU member states by
the potential of their creative industries export, in this case, into two giotipgg stars and lost
opportunity.

The research disclosed that the greatest RCA for the period under consideration was recorded in the
United Kingdom, whereas the fastgsbwing indicator was observed in Poland. Meanwhile, the
United Kingdom, Poland, Italy and France argilaitable to the category of the countries with the
highest RCA indices, which proposes that these countries specialise in the area of creative industries.
These results could be related with fact that these countrieddrgeemetropolitan aredasLondm,

Warsaw, Milan and Paristhat attracts creative products generation.

When assessing the general dynamics of the EU creative industries export, it was noticed that dynamic
RCA indicator had a growing trend. Furthermore, France, Poland, Slovakia, i&lo8pain and the

United Kingdom recorded the growth in their creative industries export; these countries are
attributable to the category of rising stars in consideration of the overall EU creative industries export
growing trend.
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The majority of the EU mmber states are attributable to the category of lost opportunity economies
because their creative industries exports are decreasing, although the overall export is rising. Such
distribution can be associated with the novelty of creative industries mitiirfgct that a significant

share of the EU creative industries export is generated by a few membei statéited Kingdom,

Poland and France. It is significant to mention that specialisation in the area of creative industries is
inherent to more deloped countries, than developing.

For further investigation, it is crucially important to evaluate more advanced specialisation index and
estimate specialisation level in all creative industries sectors in the European Union, having in mind
that some cautries specialises in main cultural industries, others in mass culture or more functional
products.
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Abstract

Research purposeTo get a validation of the structure, pillars and components that seem to be central, and
under which, business management and managers nedelétop abilities and competences to ensure the

sustainability of their BEr Jl@amdiezatff ioonOrganorzaditngntad |
Design/Methodology/Approach.For the validation of the structure, pillars and componentstarls pr act i
application to measure the organizationds sustainab
exercise made in an early stage, itdéds also i mportan

academia, specifidly among teachers and investigators on management, business administration and economics
as well near master and doctorate students in this fielthis paper, we analyse the results obtained in an
exploratory study, based on a survey made among stuslenf r om f our di fferent ma s
specific areas of business management from the School of Business Administration from the Polytechnic
Institute of Setubal (Portugal).

Findings. Main results obtained with this exploratory study let thénanst be granted with the developments

made so far in the model and its structure, pillars and components. However, only with a major collection of
opinions (answer to the survey) from the r eafeandred ¢
components of the DPOBE Model.

Originality/Value/Practical implications. Being an investigation with several years of development, with

sever al articles, chapters of books, masterdéds degre
with a solid and validated structure, pillars and components of the DPOBE Model for Organizational
Sustainability, itds possible to go to its aim, t |

organizations sustainability in a way diffetdrom other existing sustainability tools and indexes.
Keywords:ManagementQrganizationaSustainability;Competences; Sustainability Strength Index.
JEL codes:M19; L25.

Introduction

The i mportance of the subj ec toredekvastatthe presdntitimg, t v 0
making some justice to Elkington (2001) not only looking to an environmental perspective but also
looking together to the social and economic influences on it.

T h ¢ripl®bottom lin@ appr oach pr opo s edaindsaptédatet m e Baris ( 2 0 0
Agreemerd (1 2019) , established under the United Nat
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for a sustainable development to be achieve in 2030 regarding all this three sustainable dimensions.

The world is sffering from financial, economic and environmental situations and crisis, and recently,
from pandemic global diseases, more often than any time before World War 1l and mainly in the
recent past and nowadays.

All around the globe, this directly affected ngatompanies, despite its economic, human and market
dimensions, and exposed its incapacity to avoid or deal through this atypical situations.

Together with this insufficiency, sometimes managers take attitudes focused mainly etersmort
earnings and pras without taking into account the need of establishing a-terg strategic line,

even changing sometimes corporate and financial data only to show to third parties and stakeholders
6good figureso.

The aim of this exploratory study is to get some maferimation following previous studies (Santos

et al, 2013; Santos, 2012; Sanetsal, 2012; Gisbert Lépeet al, 2011, 2010) in order to establish a
gquantitative model to measure, in real time, the effective organizations sustainability in a wantdiffer

from other existing sustainability tools and indexes, supported in some pillars and components that
this and other authors consider to be central and where managers need to develop capacities and
abilities, i n a demand t o and, econsedugntlyp drgantzatienal n e s s
sustainability.

As DPOBE Model for Organizational Sustainability as its structure mainly settle, after several steps of
investigation including the use dbcus group methodology used in an early stage, seems also
important to get an opinion about it among managers and also in academia, specifically among
teachers and investigators on management, business administration and economics as well near master
and doctorate students in this fields.

For this first exploratorystiy , a survey has been made among st
courses in several specific areas of business management from the School of Business Administration
of the Polytechnic Institute of Setubal (Portugal).

The results obtained with thimethodology, despite being a first approach with only almost seventy
masterdéds degree respondent s, reveal a gener al
components settled on the DPOBE Model, despite some differences observed on the imgaeeiance g
to the five pillars and also in some groups of competences and dimensions from each pillar.

Literature Review

There are different approaches to the concept of corporate sustainability (Coral, 2002).

Table 1.Different perspectives on the concept e$tainability (Source: The Authors, 2020)

Perspective Authors

Ecological vision Epelbaum, 2004; Danich, 2003; Atkinson, 2000
OEed ficienefyfoec toiSwe-8 6 5 6 i| Dyllick & Hockerts, 2002; Chen, Balreau & Watson,
O0Eed fecti vemasesdy,0 6Eco 2008

Economic, physical and social stages Anderson, 2006; Ehrenfeld, 2005; Dunphy, 2003

Integration of economic, environmental, and social goal

(Triple bottom line TBL) Huemann & Silvius, 2017

Moldavanova & Goerdel, 2018)liveira, 2007; Almeida,

Relational perspective between stakebes 2007; Donaire, 2006, Santoro, 2003; Elkington, 2001
A mission statement and strategy Duan, 2019

System of determinants Horak, Arya & Ismail, 2018

Performance and business value (Tworek; Waleckalankowska, & Zgrzyw&iemak, 2019)
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Although this approach may differ in the aspects or elements evidenced in each one, they end up
complementing each other as shown in the table before, which evidences the richness of the concept
and the diversity of #nassociated factors.

Some authors focus on the nature of the different dimensions of the concept of sustainability, such as

an ecol ogi cal Vision (Epel baum, 2e0f0f4i; c i ravciycdh ,
effectivenéfssodopPpewdP@cDi venessd as important pr
2002).

Other authors reflected the different dimensions that sustainability must contemplate as a subject
mainly sustained in economic, physical and social stages, regarding an environppentesl in a
systemic concept reinforced in ethical princi
development (Anderson, 2006; Ehrenfeld, 2005; Dunphy, 2003), or as an one based with the
integration of economic, environmental, and sociallggoknown as thdriple bottom line(TBL)
(Huemann & Silvius, 2017).

However, other authors consider that the importance of this economic, environmental and social TBL
integration should make sense in the area of sustainability, through a new stragegiandi an
approach that fits a strong collaboration with different stakeholders and their interests, also taking into
account the environmental impact of their activities (Oliveira, 2007; Almeida, 2007; Donaire, 2006;
Santoro, 2003; Elkington, 2001).

Moldavanova & Goerdel (2018) consider that this relational perspective should be sustained, among
others, in internal organizational relationships, audience diversity and institutions established by
organizations in order to enhance their social connectiools,agipublic outreach departments.

In this line of thinking, authors such as Duan (2019) consider that sustainability should correspond to a
clear mission statement and strategy in organizations. It should also consider several determinants
such as Governemt intervention, regulations imposed by industry and legal stakeholders, societal
expectations, relationshipr i ent ed soci ali zati on, al |l isause bet
organizational uncertainty and crisis, commercially based socializattop management
characteristics and exposure and corporate culture orientation (Horak, Arya & Ismail, 2018), which
should be evaluated through the analysis of dimensions such as organizational performance,

i nformation systemsoéuecagpmdil ht oemat iboussi neshbn ol
WaleckaJankowska & Zgrzywaiemak, 2019).

While there are several approaches in an attempt to address the best model or approach to
sustainability, Svirina (2009) warns that the efficiency of organizatroasy times, is not an outcome

of an efficient management , showing 6égood num
issues in corporate reports is hot enough to reveal an organization as really sustainable.

Svirina (2009) also referred that therenio  di r ect rel ation between pr
management and sharehol ders6 value, as wel | a e
annual profits.

Foll owing this idea, -tam pgedoormantd manly gacolategith annualn s 6 s
bal ance sheet information and accounting figur
term sustainability (Baumgartner & Ebner, 2010).

According to this, Santos (2012) referred that the information exposed by several orgahaiation

its environmental, soci al and financi al dat a a
same many times manipulated according to the interests of individuals, groups and corporations about
the impact of their activities in differenbntexts.

As Stacey (1993) referred since some time ago, the challenge of sustainability remains in the balance
among di fferentiated and di fference maker 6s
conditioning and starting all these on three maim ax: O0Di scwemsusd Goanicedanc
Ol ntegersudDohder ent i atversusddl;n sotCaobmpllietxyibt.y 6
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ltds based on these facts that, in recent past,
that provides a holistic andggmatic approach to organizational sustainability.
Sever al articl es, chapters of books, master os

been written by these authors since 2010, regarding applications of the original empirical model and

othe developments made so far (Santbsl, 2013; Santos, 2012; Santtsal, 2012; Gisbert Lopez,

et al, 2011, 2010)

This context of insufficiency and lack of consistent information let some authors (Gisbertdt@ez
2011, 2010) to develop a thetical model aiming to disclose the main features that seem crucial to

get organizationsd® sustainability, the O6DPOBE I
This model is supported in the five pillars
capdilities and skills.

- irection6 , related with organizationsd economic
the development of the best way to achieve it (Santos, 2012; Gisbertatéle2010);

- (Postured , concerning good nahies a ggamrzatiortal cradibiity, et h i
working consistency, 6good attitudes and be
2000, 1997);

- @rganizationd , rel ated with manag e dimensiona antd mukii t i es
contextual 0 ctidtiesy aligimera tstrategies and organizational dimensions,
responsibilities and performances (Kim & Mauborgne, 2003);

- @Behaviourd , 6forcingd quality organizations, g u
and effectiveness (Andrade & Anunciaga009, 2008; Anunciagao & Zorrinho, 2006; Yang
et al, 2005; Grupet al, 2002; Zeithaml, 2002, 2001; Yoo & Donthu, 2001);

- &valuationd , related with organi zational perfor

performance and risk, capacities and resesifor critical opportunities and to solve problems

(Wolfinbarger & Gilly, 2002; Rajkumar & Mani, 2001; Rodrigues, 2000).

(Vision and Strategy)

aly

Direction

(Vigilance and /

Performance) [3

Evaluation

\ (Ethics and Social

<. Responsability)
Posture

ORGANIZATIONAL
SUSTAINABILITY

Behavior Organization

(Quality and Clients) (Organizational Urbanization)

Fig. 1. The DPOBE Model for Organizational Sustainability (Source: G. Lépet, 2011, 2010)

Some empirical studies were conthetthat applied to two big Portuguese companies (Santos, 2012;

Gisbert Lopezt al, 2010).
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Meanwhile, some of the authors proposed an upgrade of the initial model to a quantitative application
able to measure the global sustainability robustness of iaeg@ms, supported in the sustainability
strength in each of the five pillars (San&tsl, 2012).

In order to achieve this aim, a group of competences and dimensions was set in each of the pillars to
be analysed according to their objectivity and scopenformation in four different levels of
organizations.

The authors wused o6focus groupd technique with
management together with management professionals. It is a powerful research tool and
methodological pproach that provided, in this case, some perceptions and a suitable assortment,
mixture and set of points of view, as Boateng (2012) and Bishop (2006) referred when defending this
research technique.

Following this line of investigation, some of the authtysied to make an upgrade of the sustainability
model, defining previously a set of items and conditions to transformaitgnantitative method to
determine the global sustainability robustness of organizations (Saratigs2013).

The levels in orgaizations that were chosen to be analysed are:
- Btrategic |l evel 6

- @O©per at i o,raated Witk argatizational and functional planning as well as short and
long term planning;

- 6frop manag e megarding hdeinistriatidn written records and regmhgt

- Act i vi t yregardingoffictalsaécounting, revision and management reports as well as
sustainability reports.

Two dimensions to be evaluated were defined in each previous level:

- @Objectivity 6 , regarding the way e &domallp declaxedeande r a
defined;

- ®Bcope and  Keamdwitle tdegdsadosure within organizations of each competence
and parameter.

They established, in each one of the five pillars of the organizations (Direction, Posture, Organization,
Behaviour ad Evaluation), nine (9) parameters and competences to be examined in each one (Santos
et al, 2013).

They defined a Likert scale with six (6) different values in order to rate each one of the parameters and

competences to be examined in each one of Weepiilars of the organizations (fromi56 Ex p |l i ci t |
defined and well éexX¥ponédd &mowadpphided@dnsowed / not
The average of the acquired resut®ach one of the parameters and competences makes possible the

definitonoft he 6sustainability strength of each pill
With the sum/ average of al/l 6sustainability st
of the gl obal organization®6, i nmoe thancSal 28 polmte)t we e
and O6Without robustnessd (less than 1 or 4 poil
According to what was mentioned earlier, i S ec
Index(R) 6, supported in the sustai model e strength i

Rs = f (Si) (1)
where

S: Sustainable Strength Index of each pillar of the DPOBE Model

Rs: Organizational Sustainable Robustness Index
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Direction Posture | Organizationf Behavior | Evaluation

Company A 3,5 2,6 45 2,8 3,8
Average A 3,44 3,44 3,44 3,44 3,44
Direction

...... Company A

Average A

Behavior Organization

Fig. 2. Example of a Company Sustainable Strength Indexes (Source: $aatp2013)

With this type of sustainable index, it is possible to compare, for example, the sustainability strength
in eachpillar and the global sustainability robustness index of an organization with a set of companies
in the same business sector.

Direction Posture | Organization Behavior | Evaluation [ Robustness
Company A 3,5 2,6 4,5 2,8 3,8 17,2
Company B 3.5 1,6 2,5 3.8 4,1 15,5
Company C 4,1 0,6 3,5 1,9 4,8 14,9
Company D 2,5 2,6 3,7 2,4 3,2 14,4
Company E 1,8 2,6 2,2 31 3,6 13,3
20
18
16
14
B Evaluation
12
B Behavior
10 o
B Organization
8 O Posture
6 G Direction
26 Rt
NRZEZ e 26
2’*:’3/54; 354 L4 ..‘2"‘5"; r"'i
; L3, ’
77/ 7/ 7/ 7 L
Company A Company B Company C Company D Company E

Fig. 3. Example of a Group of Companies Sustainability Strengths/Robustness (Sourceetalntd613)
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The sustainableobustness index of a set of reference companies from thelsminess sector can be
also formalized as a mathematical function, giving the possibility to refeeaxample, a pattern of
sustainability of a business sector and put in evidence a sattofsfahat can be representative of a
similar management behaviour, skills and otheré@yditions.

Coefficients

5,85

-2,745

0,65

3,29

1,26

RS |E P |S |

0,87

A DO N Bk O RN®AMNOT O N

Fig. 4. Example of a Group of Companies Statistical Inference (Source: Sarb2013)

where

Rs=Ry+ .S+ a.S+a0.So+tae.S+aS

Ro: Independent coefficient;

)

SD,p,o,B,E' Sustainable Strength Indexes of each pillar of the DPOBE Model

aD,P,o,B,E' Coefficients of each Sustainable Strength Indexes

Methodology
To the authors and others related withaghe i gi n of thi s sustainability
validation of its structure, pillars and components and the practigadfilits application in order for it
to be a tool to measure the organizationbs sust
Despite the focus group exercise conducted in

about it among managers and also in academia, spégifiwaong teachers and investigators in the
fields of management, business administration and economics as well near master and doctorate

students in this fields.

In this paper, we analysed the results obtained in an exploratory study, based on a sievayoma

students from

sever al

master o6s

degree

cour ses

the School of Business Administration from the Polytechnic Institute of Setubal (Portugal).

The choice of

management.

mast er 0 s ttisey aradneamagesnentstat in its majority, andt h e
because they are consolidating knowledge and want to improve their skills in several areas of

These characteristics allowed them to be a relevant sample for this exploratory study. Sustasnability
a theme of great relevance in the current context of the economy as others before, mainly due to the
pandemic Covid 19 that led to the closure of many small and medium businesses and the layout of
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others.

The survey mainly asked about the level of im@oce given by the respondents in each one of the
pillars, in the settled parameters and competences of each one aobjabtvity, scope and
knowledge of each pillar in the chosen four levels in organizations.

The group of mast edrtddasswer o ghis exploratarysurveynwas comapssedof a
tot al of 95 student s, di stributed in four di f f
business management (Business Sciences, Accounting and Finance, Information Systems
Managemenand Strategic Human Resources Management).

The level of valid answers to the survey was almost 70% of the inquired group (66 students), making
no sense in this exploratory study of the application of any methodologies to validate the sample of
valid answes considering the small number of persons in the universe explored.

Valid answers were classified in their main characteristics, as follows.

40,00% 80,00%

30,00% 60,00%

L
.

20,00%

0% 0
34,85% 36,36% % 40,00% 72,73%
10,00% - 19,70%
20,00%
s 2 27.27%
0,00% Eitrind
Business Scienceéccounting and  Information  Strategic Human 0,00%
Finance Systems Resources Full Time Worker and
Management  Management Student Student

Fig. 5. Distribution by Master Degree Courses and Type of Student (Source: The Authors, 2020)

Almost 90% ofthe inquired group have working experience outside school, with more than 60% of
them with more than 5 years of working experience.

45,00%

30,00%

45,45%

15,00%

15,15%
9,09% 10,61% 10,61%

m 6,06%
0,00% 3.03% <
,00%

<lyear <2years <3years <byears <10years =>10years Never
worked

Fig. 6. Distribution by Working Experience (Source: The Authors, 2020)
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Also almost 41% of the respondent students faoteally top level or first line working positions in
the organizations they wor k, being the &6Admini
frequency, almost 40% of the inquired group.

40,00% 39,39%
31,82%
30,00%
20,00%
12,12%
10,00%
4,55%
0 )
1,52% 3,03% N
0,00% RN
Managing Partner Senior Technician Administrative Technician Student

Fig. 7. Distribution by Working Position (Source: ThReaithors, 2020)

Regarding the perception of the present working respondent students on the organizations they work
about its concerns and effective actions about sustainability issues, they are the following, with a
special remark in the lack of informatioof the working respondents on social and economic
sustainability issues and the lower level of knowledge about environmental concerns and effective
actions.

70,0%
60,0%
50,0%

40,0%

31,8%

30,0%

20,0%

10,0%

SOCIAL SUSTAINABILITY ENVIRONMENTAL
SUSTAINABILITY SUSTAINABILITY

0,0%

BYes @No @Don't know/Don't answer

Fig. 8.Perception about Concerns and Actions on Sustainability Issues (Source: The AXR0O)s,

The knowledge of theénquired group about existing certified management systems in their own
working companies revealed some lack of knowledge and a possible low information to them in their
jobs, putting in question the way their companies workthadequired positioning and action of each

one in the possible existing certified systems andsystems.
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60,0%

53,0%
45 5% 47,0%
45,0% 42,4%
36,49
7 31,89
30,0% 28,8%8?80 7
16,79
15,0%
0,0%
Quality Management Environmental Safety Management Social Social Other Management
ISO 9001 Management ISO  OHSAS/ISO Responsibility Responsibility Systems
14001 18001/45001 NP 4469 SA 8000

BYes No @Don't know/Don't answer

Fig. 9.Knowledge about Existing Certified Management Systems (Source: The Authors, 2020)

Results

Main results obtained in this exploratorydy let the authors joyful with the developments made so
far in the model and its structure, pillars and components.

The importance given by the r espdargimpottands taundde n t
dundamentdd r eac hes t atgheds5% e moraghthertatakanswers given, and this figure
added with the answer simpoftani hrea ir e pwp dtemt a i ruabeir
total answers.

Table 2.Importance Given in Each Area/Pillar by the Respondents (SoureeAdthors, 2020)

- Low Very Don ot
Insignificant importance Important important Fundamental | k n o w/ d
Area/Pillar answer
DIRECTION 0.00% 0.00% 10.61% 36.36% 50.00% 3.03%
POSTURE 0.00% 1.52% 9.09% 34.85% 54.55% 0.00%
ORGANIZATION 0.00% 0.00% 12.12% 33.33% 54.55% 0.00%
BEHAVIOUR 0.00% 0.00% 9.09% 37.88% 50.00% 3.03%
EVALUATION 0.00% 0.00% 13.64% 37.88% 46.97% 1.52%

On the other hand a Insigmiican® n o b oLdwi impbrtancéd | dearye d f 6 t
considered pillars, as well as only a few iespd e nt s Ddenddlt a rkendo widd amrb@tu t a rs o
of the pillars.
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Table 3.Importance of the Parameters/Competences in Each Pillar (Source: The Authors, 2020)

Parameters/Competences Donodt
Insignificant !‘OW Important _\/ery Fundamental |k n o w/ d
Pillar 6DIRECTI ONb importance important answer
Mission, Values and Organization Policies 0.0% 0.0% 13.6% 31.8% 53.0% 1.5%
Bu_sme;s Strategy and Definition of Strategic 0.0% 0.0% 6.1% 34.8% 57.6% 1.5%
Objectives
'ggjlgclz\r/e;r:e and Quantification of Strategic 0.0% 0.0% 18.2% 39.4% 39.4% 3.0%
Integratlon_ of Business Stra_tegy in the Econor| 0.0% 0.0% 18.2% 42.4% 34.8% 4.5%
Group Policy and Strategy (if applicable)
Acti on Mhbaae®gts (0 0.0% 0.0% 22.7% 36.4% 36.4% 4.5%
Target CWbhotbomer s (6 0.0% 1.5% 19.7% 28.8% 47.0% 3.0%
Products awWhatdSer vi ce J0.0% 0.0% 22.7% 37.9% 36.4% 3.0%
Timeto-Ma r k When?( )6 0.0% 0.0% 22.7% 43.9% 28.8% 4.5%
Product and SekHow®g¢es |0.0% 0.0% 19.7% 39.4% 34.8% 6.1%
Parameters/Competences Donodt
) Insignificant Low " Important very tant Fundamental |k n o w/ d
Pillar 6POSTURED® Importance Importan answer
Corporate Culture and Values 0.0% 0.0% 18.2% 39.4% 42.4% 0.0%
Ethical Principles 0.0% 1.5% 12.1% 27.3% 57.6% 1.5%
Organizational Principieand Code of Conduct | 0.0% 0.0% 12.1% 36.4% 50.0% 1.5%
Social Responsibility Principles and Code of
Conduct 0.0% 0.0% 15.2% 40.9% 42.4% 1.5%
Environmental Principles and Code of Condud 0.0% 3.0% 15.2% 37.9% 42.4% 1.5%
Professional Principles and Cod#<Conduct 0.0% 0.0% 12.1% 39.4% 47.0% 1.5%
Principles of Relationship with Suppliers 0.0% 3.0% 18.2% 45.5% 30.3% 3.0%
Principles of Action and Participation in the
Community 0.0% 0.0% 25.8% 43.9% 28.8% 1.5%
Legal Framework of Organizational Activities | 0.0% 0.0% 13.6% 31.8% 53.0% 1.5%
Parameters/Competences Dondt
Insignificant !‘OW t Important yery ant Fundamental |k n o w/ d
Pillar OORGANI ZATI ON{ Importance Importan answer
Organizational Structure 0.0% 1.5% 13.6% 40.9% 42.4% 1.5%
Compatibility and Integrtgon of the
Organizational Structure in the Economic Gro{ 0.0% 0.0% 19.7% 47.0% 31.8% 1.5%
(if applicable)
gtrgr?g;ggon Functional Charts and Operating 0, 0.0% 27.3% | 348% | 36.4% 15%
g;g?eng:tlonal Information and Communicatio| 0.0% 15% 13.6% 36.4% 47.0% 1.5%
Trammg and Information to Employees, 0.0% 0.0% 18.2% 42 4% 37.9% 1.5%
Suppliers and Subcontractors
Planning of Activities and Resources Distribut| 0.0% 0.0% 27.3% 36.4% 34.8% 1.5%
Strategic Business Partnerships 0.0% 1.5% 24.2% 53.0% 19.7% 1.5%
Business Units, Gfaographu: Business Areas g 0.0% 0.0% 30.3% 42 4% 22 7% 4.5%
Branches/Delegations
Organizational Structure 0.0% 1.5% 13.6% 40.9% 42.4% 1.5%
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Table 3.(Continuing Importance of the Parameters/Competences in Ealeln (Source: The Authors, 2020)

Parameters/Competences Donodt
Insignificant !‘OW Important _\/ery Fundamental |k n o w/ d
Pillar G6BEHAVI OURS importance important answer
Certifications and Management Ssystems 0.0% 1.5% 28.8% 39.4% 27.3% 3.0%
Effectiveress Level (Achievement of Objectivel 0.0% 0.0% 22.7% 36.4% 37.9% 3.0%
Efficiency Level (Use of Resources) 0.0% 0.0% 15.2% 34.8% 47.0% 3.0%
Productivity Levels 0.0% 0.0% 19.7% 42.4% 34.8% 3.0%
Internal Audits 0.0% 4.5% 22.7% 40.9% 28.8% 3.0%
Customersaind Employees Satisfaction Analysi| 0.0% 1.5% 13.6% 28.8% 53.0% 3.0%
Actions on Internal Failures and Complaints | 0.0% 1.5% 16.7% 37.9% 40.9% 3.0%
Improvement Processes 0.0% 0.0% 10.6% 36.4% 50.0% 3.0%
2gtri7(1);r)§t|blhty between Strategy and Operation 0.0% 1.5% 21 2% 39.4% 34.8% 3.0%
Parameters/Competences Dondt
Insignificant Low " Important very tant Fundamental [k n o w/ d
Pillar OGEVALUATI ON® Importance importan answer
Indicators and Evaluation Metrics 0.0% 0.0% 21.2% 36.4% 39.4% 3.0%
Evaluation of Bisiness Incomes 0.0% 0.0% 12.1% 37.9% 47.0% 3.0%
(Figgnup:tasnson between Expected and Obtained 0.0% 0.0% 12.1% 37.9% 47.0% 3.0%
Organizational Efficiency Monitoring 0.0% 0.0% 16.7% 39.4% 40.9% 3.0%
Organizational Effectiveness Monitoring 0.0% 0.0% 16.7% 37.9% 42.4% 3.0%
Economic and Market Analysis 0.0% 0.0% 27.3% 43.9% 25.8% 3.0%
éij:usltt?ent of Actions in line with Business 0.0% 1.5% 22 7% 37.9% 34.8% 3.0%
Forecast ar_ld Development of Future Scenarid 0.0% 15% 18.2% 43.9% 33.3% 3.0%
and Potential Markets
Strategic Realignment Procedures 0.0% 0.0% 22.7% 37.9% 36.4% 3.0%

ltds verified that the nVary mportanly d&uhdadeetdd p @ d d rmtes
importance they gave to the majority of parameters and competencepiltdirall

The importance given, in each of the pillars, by the respondent students in the parameters/competences

was between 91% and 100 %, i f addi Imgprtanbo, geeyd h e r
importan®6  a Fuddam@nta , wi t h tdhieving camabined tvalues batween 65.2% and
92.4%.

The only exclusi on i s Outsourcindiof Activities, &unetions andl Tabkeipre t e |
the pillar o60Organi zati ond Wentirhporamd| wRuttdn®ebtd . i n b

None of the r esnsgnificenbt $ ncamdi pareadned er s and or
dow importancé i n some parameters, and Dommde fkewwht e
answedb as wel |

Similar results were obtained in this survey abthg importance given to the four levels in
organizations chosen to be analysed in each one of the five pillars, each one according to the two
di mensi ons def i neObjectivind ban Gcope lared Kdovdedige. t he 0

The importance given by thmajority of questioned students to the four levels in organizations chosen
to be analysed in each pillar was between 91% and more than 98%, regarding the combined number of
cl assi flnmmodant ,&/end impbrtand a Ruhdam@enta , wi t h t &chievifiga s t 1
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combined values between 57.6% and 77.3%.

None of t he r e s gneignificandt si nc otnhsei dfead werd léevel s for
6Evaluati onbo, it was found that at Insignificanbevel s

Atsome | evels of valwuation and i n aloWwimportdndéar s ,
and only a veryDber@Wwt hemewHtdanétd ahatweb

Conclusions

The results obtained with this small exploratory study somehow revealed theange of the main

subject studied some years ago and the validity and importance of the goals it sought to achieve, that
is, an improvement of the original theoretical model in order to develop a quantitative tool to measure
the sustainability of orgarations.

One practical value achieved with this brief exploratory study was getting a small insight about the
perception of second cycle students regarding the sustainability of organizations and businesses,
especially from the ones that already have veherience outside school.

This small exploratory survey also drew the
expressed ignorance in some compebem&tes kpawé ohe
answeb , toget her wi t hven tbh somec of attse simgliredc studénts nn sgme

competences/ par amet er sinsigdificahth.e pi | | ar O6Eval uati ¢

However, only with a major collection of opinions (answers to survey) from this specific group
(master and doctorate students in the fieldsmanagement, business administration and economics, in
Portugal and abroad), together with others (bu:
investigators in the same fields of knowledge), it was possible to define and adjust theuatatestr

and components of the DPOBE Model for Organizational Sustainability.

Being an investigation with several years of development around an initial theoretical model, only
with a solid and validated structure, pillars and components, it was possitbensgéorm it into a
guantitative tool to measure the effective organizations sustainability in a way different from other
existing sustainability tools and indexes.
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Abstract

Research purposeSocial network have become an integral part of life, making social media one of the most
significant advertising platforms, which, according to many experts and scientists, is one of the most effective
brand communication techniques. Accordingxoogle'sdata (Think vith Google, 2018), before the purchase,
shoppers like to address real people, which they think could be trusted. Branding with influencers is a new way
of promoting products and services. It has also recently been a much sought research topic bothoin terms
studying the brand communication and the influencer phenomenon. This comparative study explores the
involvement of influencers in brand communication. The aim of the research is teeatt@yinvolvement of

Latvian and Cypriot influencers in brand camnication, its features in theoretical and practical aspects.

Design/Methodology/Approach. The research methods usegre content analysis of Latvian and Cypriot
influencer accounts, comparative analysis, literature anaysigraphial method.

Findings. Within the theoretical framework of the study, a review of literature has been carried out on
influencers' involvement in brand communication, with particular focus on research in Cyprus and Latvia, as
well as influencer typologies, communication feasuamd current aspects of the research. The practical part of

the research explores the demographic portrait of the Cypriot and Latvian influencers, the most important
features of brand communication, paying particular attention to the principles of choosinn f | uencer s o
networking platforms and brand communication labels in their communicatioashtags# R e k | #Adya ,
#Sadarbgba, #Pai dpar t nkassdlagtenderciepanbrégsldiitiesis theit ase &r @dn a
use.

Originality/Value/Practical implications. The results of the study can be used by brand communication
researchers, as wellsaby marketing and public relations professionals, to identify the key features of
communication of influencers, including in comparative terms, and to select optimal tactics for collaboration
with influencers.

Keywords: Influencer; Brand Communication; Meting CommunicationAdvertising; Social Media
JEL codes:M3.

Introduction

Social networks have become an integral part of life, making social media one of the most significant
advertising platforms, which, according to many experts and scientistse isfdhe most effective

brand communication techniques. Accordingaoogle'sdata (Think with Google, 2018), before the
purchase, shoppers like to address real people, which they think could be trusted. Thereby the
representation of the brand exceeds miucther than just a symbol or logotype and is closely related

to clientsd emotions that arise in contact Wi
influencers is a new way of promoting products and services. It has also recently been auglich so

research topic both in terms of studying the brand communication and the influencer phenomenon. As
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a result, influencer marketing is regarded as digital equivalent to-efarcbuth marketing. It is a type
of marketing that focuses on using key leadexs dr i ve a brandés message
Kearney, MackEuvill, 2017)

The aim of the research is to analyse the involvement of Latvian and Cypriot influencers in brand
communication, its features in theoretical and practical aspectsderto achieve the aim of the
research, the following tasks were set: (1) to research and compile information about influencers and
their involvement in brand communication, paying special attention to researches from Latvia and
Cyprus; (2) to analyse 108 Qypt and 309 Latvian influencer accounts on Instagram during the
period from September 2019 to December 2019, 3. To compile information on the activity of
influencers6 accounts in relation to brand <co
researchmethods were usedontent analysis of Latvian and Cyprus influencer accounts, comparative
analysis, literature analysis and graphical method.

Literature Review

Influencer. According to Watts and Dodds (2007), influencers are those individuals who odlaen
exceptional number of their peers. Grave (2017) defined social media influencers as opinion leaders in
digital social media, and these opinion leaders communicate to a mass audience. Similar definitions of
influencers are also stated by other redeans; highlighting some specific characteristics. For
example, Jiméne€astillo and Sancheernandez (2019) in their definition included the reasons of
becoming influencer: those are people who have gathered popularity because of their expertise,
authoriy or other reasons. They are often involved in creative work, something that is especially
demanded amongst brands. Through their creative work, they can inform their audiences about the
products or services of specific brands. According to Lou and YuatB)2influencer is someone

who has a power to influence other peopl esd t
Facebook, Twitter, YouTube and Snapchat. They also highlight some industries where the activity of
influencer marketing is high heathy lifestyle, traveling, food, beauty, fashion, etc. (Lou & Yuan,
2018).

According to Influencer Marketing Hub (2019), an influencer has two characteristics. First, the
influencer has the power to affect the purchasing decisions of other people bddiesauthority,
knowledge, position or relationship with the audience that follows him/her. Also what describes an
influencer according to the same source is that he/she has a following in a particular niche.

The categorisation of influencers can varyccérding to Gulberti (2019), influencers can be
categorised according to the number of followers they have. When an influencer has between 10,000
and 100,000 followers, they are considered micfluencers. The same source states that many
professionalsri the fashion luxury and beauty industry seek this type of influencers because of the
belief that they can communicate better with their audience.

Mid-tier influencers come next with a range of 100j@&®D,000 followers. The professionals who
show preferece to this group do so because they have more followers tharinflcencers and the
communities targeted are still easy to communicate with.

Next sizer el at ed category accor diinflgencarsowithGABR midiont i 6 s
followers. The are very welknown personalities and usually collaborate with multiple brands. The
benefit in involving a meganfluencer is of course the fact that there is a larger audience and more
communities to address to.

According to Gulberti (2019), an atar influencer is someone with over 2 million followers. The
benefit of using an alitar influencer is the fact that the advertisers get immediate impact and high
reach.

According to Inflowlabs (2017)a naneinfluencer is someone who has between 100 and 100
followers on their social account; michafluencers are generally understood to be topic experts or
topic fans with follower numbers in the 1,000,000 range. Macrimfluencers have between 10,000
and 100,000 followers and are perceived as genuineetatdble plus they add more professionalism
to their content. Megafluencers have 100,000 to millions of followers. They win when it comes to
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number of likes, comments and reach. However, their engagement rate is arounicb®nlgf 2heir
total followers (Inflowlabs, 2017).

Categorisation of influencers can then be extended to the occupation, or expertise of the influencer.
Some of these categories of influencers can be movie stars, activists, reality TV stars, journalists and
SO on.

Social influencersand their role in brand communication. Brand communication, being integral

part of brand management, informs interested parties about the products, services, values and so on.
Interested parties can be employees of the company, investors, sponsors o(®migr, 2018). The
popularity of influencer marketing is growing every year. A recent report stated that, in 2018, 39% of
marketers had plans to increase their budget for influencer marketing and 19% of marketers intended
to spend more than $100,000 pampaign (Bevilacqua and Del Giudice, 2018).

Many of todayds companies have turned to soci al
products. They often pay them to review their products in attempt to create awareness (Cramer, 2015).

This is to be expected because studies have shown that people make their purchase decisions on either
emotion or rationality (Grundey, 2008). Having this in mind, a good combination of both is a favourite
person who would stimulate the emotion part, and themality part would be stimulated through the
thought that because it is demonstrated by this person | favour, then it must be practical.

Studies have also shown that consumers rely heavily on the information they receive from people in
their own network \Wen they want to buy something (Sadovykh, Sundaram & Piramuthu, 2015).

The moment an influencer is attempting to send a message about the brand, he/she is contributing to
the understanding of this message to those users who did not directly get it fromaribeitself

(Araujo et al., 2017). So it is essential for brands to use the influencer as part of their digital marketing
communication campaign and, more expediently, in their integrated marketing communication efforts.
In other research findings, weesthat these days, people do not rely on traditional advertisement to
make a purchase decision. People research opinions, and they collect information before purchasing.
Consumers have more confidence in the opinion of influencers than traditional ads€Riselens, et

al., 2016).

Schau and Gilly (2003) mentioned that influencers become more powerful in effecting others and are
more accessible than the major known people because they share personal every day scenes of their
lives, and they interact wittmeir followers easier.

For compani es, the important thing is to finc
suitability is the number of followers the person has (Colliander & Dahlén, 2011). It is a logical
measurement because according to tlelyet and budget a brand has can find a suitable influencer.
Then a brand must examine the effectiveness of specific influencer. According to Godes and Mayzlin
(2004), one point that would determine the effectiveness of an influencer is his/her relatigitishi

the brand itself and the other point is the credibility of the influencer. This seems to make sense as
well. It only makes sense if a fashioglated personality will write reviews and commends on fashion
related brands rather than a scierglatedpersonality.

The rise of social media has opened up a new channel for brands to connect with consumers more
directly and more organically. Social media influencers promote brands through their personal lives,
making them relatable to the average consufeople learn from example, and influencers lead by
example for those who oO6followbé them (Gl ucksma
connection between a brand and a consumer. Through their candidness and openness with consumers,
influencershave high social clout and credibility (Buyer, 2016). Where traditional marketing targeted
mostly mass audiences, influencers have the unique ability to target niche audiences that have until
now been unreachable (Ledbetter, 2017). Companies are usingdbaurces via social media
influencers in hopes that the experience that a consumer has with an influencer allows the behaviour of
the influencer to be adopted, that is, copied by the consumer (Forbes, 2016). Brands want influencers
promoting their prodcts who are confident in themselves. When influencers express confidence in
themselves, it also promotes confidence in the brand. This brand confidence leaves a lasting
impression on followers and causes them to consider becoming a consumer of the produthe
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placement of the product, to the caption, and even to the context of the scene in which the
advertisement is taking place, everything is executed in a particular way to maximise brand
recognition through individual personalities (Glucksman, 2017

According to Woods (2016), there is a certain level of risk the advertiser is taking on when partnering
with any influencer, which is why the vetting process is a long one. The possibility of an influencer
creating controversy before or any time afterampaign launches is a real risk and one that must be
considered when working them. Negative attention brought to the influencer can bring negative
repercussions to the brand that partners with them. By partnering with an influencer, they become an
extens on of brandds voice, i nvoking consequences
portion of this risk, some agencies have set up an approval process. Also advertising agencies often go
through influencer agencies who recommend influencer for a brasaimgraign (Woods, 2016).

In Cyprus. Even in a small country such as Cyprus with a total population of approximatel9G&r5,
(Ministry of Finance Republic of Cyprus, 2019), the role of the influencer is appreciated and even
honoured. In 2018, the first inkencer award ceremony in Cyprus was organised by trends.com.cy in
collaboration with Cal Creative Communication. The event was supported bknegth brands such

as Johnnie Walker, Shark and Hilton (Trends, 2018). For the specific event, influenceasveseted

in various categories, that is, top female influencer, top male influencer, top blogger and top makeup
artist. For example, the top female influencer had about 55,000 followers, which is not a very high
number compared to other international m&gkbowever in Cyprus, each of her posts reaches 6% of
the countryds population. Influencers in Cypru:¢
and rules and regulations about posting correspond with general European and Cypriot laws.

In L atvia and Baltic StatesAccor ding to the research carried ¢
38% of Latvian population does not know who influencers are or they do not actively use social media
networks. Majority of these respondents represent th6%9Qears age group. From those who know

who influencers are and who actively use social media networks such as Instagram, YouTube and
blogs, 17% have purchased a product promoted by an influencer and 27% acknowledge that they have
had a strong wish to purase a product. From the products that have been purchased after the
recommendation of influencer, the most popular categories are technology devices (29%), beauty
products (24%) and events (22%). This survey was carried amongst economically active Latvian
population aged 1®5 years (1621 persons, 52% women, 48% men) (GolinRiga, 2018).

According to the analysis performed by Hype Auditor (company for analysis of Instagram and
YouTube blogger accounts) and ordered by A. W. Olsen & Partners communicatiay, agrme
influencers in the Baltic states are women (62.,01%), of whom majority are aged between 18 and 34
years. The average engagement of the Baltic States influencers is 25% higher than the worldwide
average. Users in the Baltic States are more engaged i nf | u e n c e4inBuéncecsdhave e nt .
the strongest connections with their audience, thus their engagement rate is higher (7.8% both in
Estonia and Latvia; 5.9% in Lithuania). Lifestyle (6.35% ER) and Photography (5.55% ER) are the
most engagingapics on Instagram in the Baltic States followed by Travel & Tourism (4.51% ER),
Beauty & Fashion (4.28% ER), Fitness & Yoga (3.84% ER) and so on. However, according to the
analysis, more than half of Latvian influencers are scammers. The smallest rafrdo@ammers

(44%) is observed in the category of nanffuencers, that is, those users of the Instagram whose
number of followers does not exceed 5,000. The largest number of scammers is amongst those with
5,000 20,000 subscribers, namely 61%. The moguper type of fraud is the purchase of followérs

on an average, in the Baltics, amongst all types of influencers, 28% are noticed in this activity. Again,
there are more scammers in the category from 5,000 to 20,000 subscribers: in Latvia, 38% «f blogger
have some of the followers purchased, 38.5% in Estonia and 33% in Lithuania. Every sixth (17%) is
engaged in the purchase of comments, and every sixteenth (6%) participate in mutual commenting
groups. The research of 5,000 profiles of Baltic influeneexrs organised in September 2019 (Olsen

A. W. & Partners, 2019).

I n 2 Bb@ersand Influencerd\ssociatiorofL at vi a6 wa s established.
counting professional influencers of Latvia that work according to professional staindauttientic
followers, highquality content and financial transparency. The association also works on educating
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and consulting on topics related to influencer marketing, fostering professional development of
influencers and so oThe association has also dmged its code of ethicfLatvijas Blogeru un
influenceru asoci Ucija, 2018)

Methodology

During the research period from September to December 2019, 309 Latvian and 109 Cypriot
influencer accounts on Instagram were analysed to monitor their activity.ctharas were chosen
based on various criteria: the number of f ol
influencerods top of respective country. For th
about each influencer: name, surnamestdgram username, gender, represented sector(s) and number

of followers. A sample table was developed that was used by all parties involved. In addition, Latvian
influencers were also analysed separately by gathering data about their post frequertipdipeid
content) and the wusage of hashtags such as #r ¢
that are suggested by Latvian authorities as examples of good practice.

Results

The results of the research show that the sectors that are theeprestented on Instagram in both
countries are entertainment, fashion and other creative industries. However, there are also some
significant differences between the countries.

The vast majority of influencers in Cyprus have a great relation with thd@ofashdustry,
because69.7% of them have a relationship with the fashion industry as a primary interest or as a
combination with something else such as fitness, television and entertainment. Therefore, we see that
micro-influencers in Cyprus are combiningnau mber of i nterests rather
specific area. Top sectors of influencers in Cyprus are presented in Figure 1.
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Fig.1.Anal ogy of influencers6 Sectors in Cypru

As it can be expected, and according to thevalfigure, most followers will fall in the sector of
Fashion in Cyprus. Even though the number of singer influencers is less than those of TV host and
entertainment, they have the second largest number of followers. Singers and actors fall in the last two
places when it comes to number of followers. Figure 2 shows the comparison.
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Fig. 2. Top most followed sectors in Cyprusdurce: Aithors)

In Latvia, higher diversity of sectors can be observed on Instagram. In addition to creative and
entertainment séars, there are also influencers who represent sport, retail sale of clothing,
hairdressing and beauty service providers, banking and others. Top 10 most followed sectors in Latvia
are presented in Figure 3.
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The research corresponds with other researches carried out in Latvia and Cyprus. Majority of
influencers are women (76 [69.7%] in Cyprus and 186 [60.19%] in Latvia). A noteworthy tendency
can be seen in data from Latvighere are seval joint accounts with a high number of followers such

as musiRr bbtasndwUtér ad (6Brainstormd) and 6Singapl
Candieso6, rigainmycolours (group of people tha
and zero waste account creatgd by Laura ArnicUr

Another significant tendency is that Latvian women influencers often represent various sectors at the
same time (Fig. 3). On the other hand, Latvian male influencers have a tendency to represent
exclusively one sector. There are also differences astong sectors represented by women and men.

Top 10 sectors represented by Latvian women are presented in Figure 4. Top 10 sectors represented by
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men are presented in Figure 5.
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Conclusions

At this stage of the research, and according to the results we have, we see that a large number of
influencers in both countries combine morarttone industries in order to promote and send messages
about brands. This phenomenon is more obvious in Cyprus because the market is more compact. As
seen from the tables and the results, Cyprus had significantly less sectors, given the fact that
influencers in categories Latvia has (e.g. sports and hairdressing etc.), could not have as many

followers that would be significant enough to be measured. Hence, the intensesettolti
observation in Cyprus is limited.

Diversity of sectors in Latvia in compaois with the narrow selection of these factors in Cyprus
probably has to do with the size of the two countries and may be the difference in cultures, or even
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Northern versus Southern European trends. It would be interesting to examine similar cases in futur
research.

It is observed that, in Latvia, most people show interest in creative arts and entertainment activities,
whilst Cypriots are more concerned about fashion. This is something to be considered by marketing
departments for both countries.

As seerfrom the results, a common observation is that both countries have high degree of interest in
the clothing industry. Either for the purpose of fashion, such as the case of Cyprus, or retail sale of
clothing, in the case of Latvia, which is the sector twahes the second most followed, it seems that
clothing industry has some of the most significant market influencers.

This was the first phase of the letegm research that will continue in 2020. In the second phase, more
attention will be paid to the ctant and hashtags used by the influencers. Also, other social
networking platforms such as YouTube will be analysed.
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Abstract

Research purposeThe pursuit ofhigher education has, until recently, been viewed as a worthwhile pursuit.
However, factors including rising tuition costs, graduatergdaliness, and the associated debt have diminished
the perceived value of college degrees at all levels. This resesekh to explore both academic literature and
popular publication sources to gain a deeper understaiditige value proposition of higher education in the
dynamic 2% century.

Design/Methodology/Approach. An aggregative qualitative synthesis of the si&ld academic and popular
sources is examined for emergent themes. Drawing on theory from the disciplines of economics, marketing,
education and humanities, a metatrix is then constructed from the content analysis, with the goal to not only
more effectvely describe the variant perceptions of value but also to reconcile and synthesizes these views
where possible.

Findings. The perceived value of a contemporary higher education has been challenged, requiring post
secondary institutions to find new ways demonstrate the benefits that accompany an advanced degree.
Through a more explicit understanding of the dichotomies that exist between the various perceptions of value, as
well as the emergence of thematic agreements, a more holistic depiction ofcdhigherc at i onds val ue
may be created.

Originality/Value/Practical implications. The creation of a framework that allows pestondary institutions

to gain a more explicit understanding of the perceptions of value held both within and outsicledérayawill

allow colleges and universities to respond more directly to this critical challenge and more accurately
demonstrate both the shaéerm and lifelong value of a college degree.

Keywords:Higher Education;Perceptions o¥ alue;SystemsThinking.
JEL codes:I23.

Introduction

Education has played a critical role in advancing human society across time. Though the epoch
specific goals have changed, an overriding purpose has been the preparation of people as full
participants in society (Cubberley, Z® de Alva, 2002; Spires, 2008). The accomplishment of this
goal in the modern 21st centuhlyowever has become more challenging in the face of globalization,
technological change, rising costs, and dases in governmental subsidization. An additional
challenge facing colleges and universities is the determination of quality. As a phenomenon, quality
has been defined in numerous ways over the last thousand(¢demsg & Tam, 1997; Reeves &
Bednar, 1994); however, in higher educatiguality is generdy conceptualized in two basic forriis

viewed either from a process/outcome perspective (Adams, 1993; Dew, 2009; Harvey & Green, 1993)
or alternately as a uniquely negotiated transformation for each indiyidtticipant (Harvey & Green,

1993).

Across tine, the pursuit of advanced education has been viewed as a worthwhile endeavour. Recently
however, the value of that quest has been challenged, in both academic literature and the popular
press. Both sources, citing declines in the job readiness of callegiiates coupled with job

uncertainty and continually increasing costs, have resulted in a decline in the perceived value of higher
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education (Fishman, Ekowo, & Ezeugo, 2017). While overall Americans continue to believe that a
college education does prepayraduates for a better future, they are less certain that the degree earned
is truly dvorth the codi(Fishman, Ekowo, & Ezeugo, 2017). In a study of the exchange relationship,
Moguluwa and Ewuzie (2013) found similarites@m o ns umer 6 s eskgs,eneedsa ando n s
want® for consumer products and higher education, such that it is possildesdess and define
guality and val ue ¢é 06&l 32)n Bhis stide seekd to applymimsightd froh i n e
education, economic and consumer behavibeoryt o t he question O0i.s <col
Drawing on theory from the disciplines of economics, marketing, educatehhumanities, a meta

matrix is then constructed fmothe content analysigy not only more effectively describe the variant
perceptions of value but also to synthesizes these views for greater depth of understanding.

Literature Review

Quality as the Foundation for Measuring Educational Success
Definitions of Quality

In business, quality has been conceptualized using a vafiggynes, including; excellence; as value;

as fitness for use; as conformance to specifications; as conformance to requirements and freedom from
defects; and finallyas meeting or exceeding customer expectations (Cheng & Tam, 1997; Reeves &
Bednar, 1994)The wide variety of these definitions is the result of the competing disciplinary
perspectives used to study the concept, with the fields of philosophy, marketing, and economics all
seeking a definition of the construct (Garvin, 2014).

As an industry, higer education is no different and the competing and often imperfectly aligned
perspectives of stakeholders lead to similar variety in conceptualizing quality. Harvey and Newton
(2005) note that the word quality, as it relates to higher education, cardeasis noun to denote
status, as an adjective to describe value, and as a verb to explain the human transformation process.
Dew (2009) identified five different frames to define higher education quality: as endurance, luxury
and prestige, conformance tequirements, as continuous improvement, and as -aalded. These
conceptualizations were expanded by Adams (1993), who stated quality could be identified as
reputation, resources and inputs, process, content, and as outputs or outcomes. Noting yhist qualit
higher education possesg@sscrete but interrelatéelements, Harvey and Green (1993) categorized
guality as exceptional (or excellence), as perfection (or consistency), as fithess for purpose, as value
for money and finally, as transformation {fi).

Categorizing Quality in Higher Education

A closer look at these various definitions of quality in higher education reveals two main foci in the
categorization procesk higher educatigmguality is generally conceptualized in two basic forms, as
either focused on the process or outcome of the educational process (Adams, 1993; Dew, 2009;
Harvey & Green, 1993) or as the unique transformation of each individual student (Harvey & Green,
1993). Through the 20century, education focused on the transiois®f knowledge. This attention
increased when the American accrediting bodies began emphasizing the assessment of-discipline
specific student learning outcomes, which resulted in a greater prominence of the-paseess
definitions of quality. In this &y, Harvey (2000) notes that higher education may be seen as a form of
disciplinary apprenticeship.

The tremendous advancement of educational technology in fhee2tury, however, has had a
substantial impact on that procdsssed focus. Wheyren the past, students had to physically attend a
university to obtain faculty transmitted, discipkapecific knowledge, much of that content today is
merely a click away (Brown & Adler, 2008). As such, there is the need for colleges and universities to
shift their focus from merely transmitting knowledge to a more holistic approach to higher education.
The pursuit of a broader value proposition, one that has been expanded to include the development of
critical thinking, communication, and collaboration skillsshzeen called for (Brown, 2006; Spires,

2008; Tapscott, 2009).

As a result, the transformational conceptualizations of quality in higher education have received
increased attention (Harvey & Green, 1993). Rather than discrete units of kngwdedgmilaly
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quantifiable metrics of institutional successch as graduation and employment rates, viewing quality

from a transformational perspective focuses on the qualitative change to the student (Harvey & Green,
1993; Harvey & Knight, 1996). As such, rathkahn academic mastery expanded human capacity, the
achievement of individual potential, and the creation of new mental models become the metrics of
success (Adams, 1993; Har vey, 2000; Harvey & Gi
transformation though education may be seen as vatided a well. Although expanded to include a

wider variety of aspects of quality, the transformational definitions are less quantifiable.

Al'igning Dewds (2009), Adamos (1 9r&a&igns of quality, Har v
similarities as well as differences may be seen. For example, the definitions of higher education
quality as conformance to requirements may be seen to align with quality as perfection (consistency)
as well as with the exceptionalx(ellence). Where some of these categories clearly stand alone in
their definition of quality, resourceand inputs as well as process, contant outputsothers such as
exceptional (excellence) may be interpreted against both the process and tratisfiaim
classifications. An institution may be deethexceptional or excellent based on either their reputation

or based on their ability to cosgéntly conform to specified requirements. Similarly, the definition of
valueadded may be seen to apply te thansformation of an individual student as well as value for
money. Table 1 presents an alignment of si mil
(1993), and Harvey and Greendés (1993) definitic

Table 1.Alignment of Quality Defini i ons ( Source: authords compilati on)
Dew (2009) Adams (1993) Harvey & Green (1993)
Endurance
Luxury and prestige Reputation Exceptional (excellence)
Conformance to requirements Perfection (consistency)/Exceptional (excellenct

Continuous improveent

Value-added Transformation/Valuadded

Resources and inputs

Process

Content

Outcomes or outputs

Fitness for purpose

Value for money

Evaluating the similarities and differences between these categorizations iy, qaghinst the
processhasedand transformational conceptualizations, a more detailed description of the thiria
define6 s u c oreatuasineach category may be derived.

Table 2 depicts the compilation of those definitions of quality that reagobsidered procesmsed
and those definitions of quality that are transformatiased.
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Table 2.Processhased and Transformatidrased Dehition Criteria( Sour ce: aut hordés compi

ProcessBased Definition Criteria TransformatiorBased Defiition Criteria

Transformation

Value-added Value-added

Exceptional (excellence) Exceptional (excellence)

Perfection (consistency)/Exceptional (excellence) | Perfection (consistency)/Exceptional (excellence)

Conformance to requirements

Continuous impovement

Resources and inputs

Process

Content

Outcomes or outputs

Fitness for purpose

Value for money

This classification is supported in the operationalization of multiple praeassd activities that
evaluate quality in higher edaion. Specifically, institutional quality is evaluated based the

ability to meet accreditation standards, an example ofoconmance t o requirement
ability to effectively utilize government funds, as an example of resources ans iapdtbased on an
institutionés ability to achieve student l earn
Conversely, an institutiondbs inability to exhi
review may be seen as eude the college or university must pay more attention to the assessment
process to further their continuous improvement efforts, thereby exemplifying both poasess
definitions. Fewer formal evaluation activities are associated with the transforshated definition

criteria, however, the specific evaluation processes currently in place for the grasedsactivities

serve to delineate each of these categories.

Quality as the Determinant of Value

In recent years, both the popular press and academicur nal s have posed the
worth it?6. Arti cl es wiRorbes thdéNew Yotk dimetheiWashingtora v e a
Post andU.S. News and World Reppds well as inThe Education DigestWWhere this provocative

title hits themark, clearly foundationally challenges the value of pursing a college education, rarely do
these articles specifically define the construct of value in their challenge. Without a clear and specific
process by which value is defined and/or categoritésl exceedingly difficult for individual colleges

and universities or the higher education industry as a whole to respond to these challenges.

Much like quality, a wide variety of definitions of the construct of value exists with some of that
variety alsoexplained by the fact that the construct exists in multiple disciplines. Steenkamp (1989)
states that although quality and value are often used interchangeably, both possess an underlying
assumption of utility. The determination of utility for both quakind value are constructed utilizing

both objective and subjective criteria, as well as examining the net result of the exchange process
through which that utility is derived (Steenkamp, 1989; Zeithaml, 1989). Where the evaluation of
objective utility is more straightforward, the influence of the subjective components frequently
complicates the overall assessment of both quality and value. As an example, some consumers rely on
price as an indicator of quality, however, for many othadslitional featuresnay either obscure the

direct, objective pricguality relationship or diminish the direct relationship between price and
quality (Zeithaml, 1988). Similarly, perceptions of value may also be based on a more direct price
value relationship or may be highdubjective and even idiosyncratic (Zeithaml, 1988).

Zeithaml (1998) notethatsome research disputes the direct equation of quality and value, designating
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value as the higher of the two constructs. In this view, quality denotes the usefulness orfworth o
something and value is the usefulness or worth relative to price. Similarity between the objective and
subjective elements of both quality and value appear to allow the existing definitions of quality in
higher education appear to allow their applicationthe determination and evaluation of value.
Specifically, when the objective, procdsassed definitions of quality in higher education are
segregated from the subjective, transformahared definitions, the arguments made for and against
the value othe pursuit of a college education can be evaluated.

Methodology

For the past several decades, literature from a wide variety of disciplines has been critical of the value
of a college degree. As there is tremendous diversity in how the construct ofis/gdaesceived,

defined, and measur ed, this studyds qualitatiyv

literature sources, exploring the phenomena of value as it relates to higher education.

Schreier (2012) defines the qualitative contentlyaig methodology as the systematic pursuit of
meaning derived from textural sources. Execution of this reductive and synthetic process inductively
develops a new understanding of the construct under analysis. Examining the literature associated with
guality in higher education, the various definitions of quality may be both aggregated and categorized
as either procedsased or as transformatidsased. In addition, an examination of the literature on
both quality and value demonstrate similarities in ndy dme underlying foundational evaluation of

utility but also in the evaluation of the exchange process. These broad categories of quality, therefore,
may be seen to serve as a measure of the value associated with higher education.

This study employed aonvenience, hakplit sampling technique in an effort to evaluate a wide
variety of literature sources. This sample was purposely neither exhaustive nor fully representative of
all existing literature on the subject as generalizability is not an intemaedme. In addition, as this

study does not intent to construct a reliable or valid definition of the phenomena of value, but rather to
produce a comparative analysis of the construct, this sampling technique effectively allows the
inductive inference fahe emergent themes associated with value in the higher education context.

The works selected as the studyds sampl e were
publication types as well as to achieve a wide variety in publication sosetected. The works were
al so selected to ensure that the question of

h

resul t, works containing a variation of the qu

for examination. Thesampled works were unitized by designating the core disciplinary focus of the
work T economics, marketing/consumer theory, education or the humanhitssthe categorical
distinction. As a qualitative study, the content of these works was then coded; that textural
references to either the process or transformational definitions of quality in order to construct a
comparative metanatrix.

Results

A total of six articles, al | containing a vari

examined. Three articles were prepared for and published in academic journals and the remaining
three were published in the popular press. Table 3 identifies the article titles and their sources.

Designating a categorical distinction of these works, tres¢e Foundation report was unitized as an

education publication, asw&r eopoul os & Pet r oni,jwhkichwas@publisifed 0 1 3)

as part of a larger studwhi | e Bol | i n gpobdished ihG Tdmmunizatidn ijoarhaéwas
unitized as a timanities publication. The articlésr om t he popul ar press, Fr
Forbeswas i ndexed on the website under the OPer sol

weWsi kt éds
zation, whi

articl e, andwahngtbnlPgsititle waé igdexeduyd er t he
it
Educationdo t

tab resulting in a humanities un

h
t
i ndexed on the website under the 6
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Table 3. Academic and Popular Press &ms( Sour c e :

aut hor 6s

compil ation)

Academic Journal Sources

Popular Press Sources

The Kresge Foundation. (2013). Is College Worth It for Me? H
Adults Without Degrees Think About Going (Back) to School]

report by Public Agenda.

It? Forbes.

Friedman, Z. (2019, Jen13). Is College Worth

Bol ling, C.
Compositionés
and Communicatior67(2), p. 150172.

(2015) .
V aWouker. Collége Gompokiteor

61 s Cq

Svrluga, S. (14 November 2019). Is college wqg
it? A Georgéown study measures return
investmend with some surprising resultsThe
Washington Post.

Oreopoulos, P. & Petronijevic, U. (2013). Making College Worth
A Review of Research on the Returns to Higher Education. Wor
Paper 19053The Future of Chdren: Postsecondary Educatio
23(1). Eds. Rouse, Barrow, & Brock. National Bureau of Econo

Research.

Kerr, E. (17 June 2019). Is College Worth It {
Me? For most students, college is worth it. B
alternatives to fouyear schools are on the rig
U.S News & World Report.

In total, therefore, the skarticle sample consisted of: 2 academic jousnahd 1 popular press article

in the education category, 1 academic journal and 1 popular press article in the humanities category,
and 1 popular press aife in the economics categofyach of the articles were coded for evidence of
either procesbased definitions of value and/or transformafi@sed examples of value. Not all
examples of either procebased or transformatidmased definitions were coddihwever, examples

of every type that did appear were coded.

ProcessBased Definitions of Value

Within the academic studies, evidence of the value for money definition of value were the most

prevalent exampl

es.

Fr e g u e mtl lugentajptityi of thesae exampldés h e

centred on the concepts of the costs and associated debt of higher education; the return on the
investment of the college degree, generally in the form of an initial earnings premium for college
graduates and/or a lifatie earnings premium; and the resultant affordability of the pursuit of a degree.
Interestingly, with the overriding focus on value for money, none of these unitized in the economics
category. Table 4 presents examples of the value for money within tredcadticles evaluated.

Table 4. Evidence of Value for Money Procelased Definitions in the Academic ArticlésSour c e :

compilation)

aut h

Bolling (2015)

Oreopoulos & Petronijevic (2013)

Kresge Foundation (2013)

6economic uncertai

qguestion of ﬁwor“é_coll_ege Isgrremlde_uhighea
compositionés tradi::;gi:mg ee:rr::i':gsséFinding 1. O
redistributive function of higher education, | holder were 84% higher thang ¢ Can | afford it, and can | mak|
high debt burden and uncertain employm - 270 g itworkinmy busy |
weaken the narrative of social mobili| (Zea(r)nlg%séof a(hlgh cho;) | graduate,
through educationbd P
ouUtilizing t he i
. returns consist primasil of the presen
2 \t,\,g ? ¢ :g b ? L-Iﬁenegt;rﬁalf/sgs th; value of lifetime earnings associat
places economic opportunity in opposition with a college degree, while the cog 6 Fi ndi ng 2.
economic costs of a consist of both direct costs, such | High-quality teaches,
tuition, and the indirect cost of forgor applicable skills, affordable
earnings while injtuiton. 6(p. 3)
6According to ficomn

higher education, college is an economicg
transformative event because the experie
produces skills, knowledge, and persol
networks that grant college gradesitjobs

6l ndividual s wh o
either undeiinvest in higher education
stopping before it would be optimal {

valued at one million dollars more in Iifetimdo so, or will no
earningsd (p. 153)

. I 6cost s ar e i ncr ea
0 g g ls Iﬁ € ? € alpelr I;yzd)glelmmg 9009 borrowing more than ever before
J P finance the inves
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Within the three academic articles, evidencehafother procesbased definitions of value appeared.

Oreopouls & Petronijevicbs (2013) research cont a
resources/inputs conceptualizations of val ue,
perceptions of notraditional student on the value of a college edanatocugd on process and

output.

I n the Kresge Foundationés study, one of the f

an outcomes definition of value and was therefore classified against all three definitions. Table 5
presents examples of thesdikigions of value in the academic articles evaluated.

Table 5. Evidence of Value for Money Procelased Definitions in the Academic ArticlésSour c e :

compilation)
6unempl oyment rates are much |reopalos &fPetmonijavit
Outcomes 2013, p. 3)
6average study times have fallen é compl
acquire a degree take Il onger to do so tha
Process 6 Gr a d uth thesesdegreies (computer science, engineering, and math programs) working
fields are |ikely applying skills acquire
p. 19)
O0Fi nding 2. Higlegoalityteachersdpplicaldes ki | | s, afforda
Foundation, 2013, p. 3)
6relative supply of coll ege educated wor
Output Petronijevic, 2013, p. 19)

6Finding 2. T egpalityp teachersapglidalek sskills Hiagh or dabl e
Foundation, 2013, p. 3)

Resources/Inputs

6Because ssdleatih® notlege, isneay e that those who choose to pursue more sch
are the most likely to benefit from college or earn higher wagesnat a |l ev el o]
(Oreopoulos & Petronijevic, 2013, p. 17)

6According to the signalling hypothesi s,
they move through college, but rather use a college degree to signal their innate athiétjatmor
mar ket . I f there is little or no skil!/l d

college who do not already possess substantial abstract thinking skills will not necessarily

the returns descr i betrahijedd)2018ep.18) ( Or eopoul os

aut h

Within the popular press, a dramatically skewed focus on value for money was evidenced. Not only
did all of the articles reviewed contain numerous examples of this perception and evaluation of value,
but this view almost complely dominated the evaluati of value.

In the unitizing process, however, only one article was indexed in the economics category, with the
other two articles categorized as having an education or humanities focus. Table Gliepidested
examples othe procesdased value for mmeey definition of higher education value.
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Table 6.Evidence of Value for Money in the Popular PresSo ur c e :

aut hor 6s

Forbes

U.S. News & World Report

The Washington Post

MAccording to the Federal Resery
college is worth it... [even in the fac
of rising college tuition and studel

Experts say it remains financiall
worth it to go to college, despite risin
tuition and opportunity costs in relatig

igher education is so expensive no
he said, that few can afford the luxu
of meandering through a Hpal arts

loan debt] college is still a goo| t© increasing wages for workel education without making har
invest ment é [y holding only ahigh schooHbiplomad calculations about employme
earnings in the labor market compar prospects
to those without a college degrée.
MAccording to the Fed, if you gradua] But not all college graduatg @ut given [the] surging studentoan
at the bottom 25% of your class, dr{ experience these salary benefi debt nationally, ...with many legislato
out of college or take longer than fo| Annual wages for the bottom 25{1 oat h to fund wun
years to graduate, the benefits of| percentile of college graduates are I{ preparing young people for th
college degree maynot always| than the median wages earned by workforced
outweigh the risk& typical worker with a high schog

diplomad
Based on individual uniqu{ &Students often underestimate the lof Among the top 10 colleges with th

circumstances, financial and otherwi
€ t h eberefit ftgoing to diege
[may determine] trade school mak
most financial sensé.

term cost of college ... negraduates
think it will only take six years to pa
off their student loan debt, but oth
data shows it will likely take 2@earsd

best longterm net economic gain a
Harvard University, the Massachuse
Institute of Technology and Stanfo
University9

O0The latest student loan debt statist]
show that more than 44 millio|
borrowers cdectively owe $1.5 trillion

d_abor market outcomes of colleg
graduates by maj
majors like early childhood educatiq

&orty years afteenrolment b ac
degrees from private colleges have
highest returns on investmeint.

compil ati

of student loan detfit. and social services receive wag
similar to those earned by workers wi

only a high school diplomb

Orour intended major and professi
are especially important [as they] wi
have a major impact on your earnil
power and ability to repaystudent
loansd

Where evidence of the value of a higher education gauged as value for money was predominant in the
popular press coverage, a secondary focus on the outcomes was also found. Specifically, the ability for
a college education to providegaod or béter job was evidenced. Table 7 displays textual evidence of

the outcomes focused definitions of value in the popular press.

Table 7. Evidence of Outcomes Focused Definitions of Value in the Popular Fr&3® ur c e : aut h

compilation)

U.S. Neve & World Report

6National surveys college freshmen over the
others: to get a better job. o
6Labor mar ket outcomes of coll ege gr aduadhmd

education and social services receive wages similar to those earned by workers with only a hig

Outcomes di pl oma. 6
Forbes
6Your intended major and profession are espe¢
earningpowerand abilt y t o repay student |l oans. 0

TransformationBased Definitions of Value

The perceived value of a contemporary higher education has been challenged, requiring post

secondary institutions to find new ways to demonstrate the benefits that accompadyaaed

degree. Through a more explicit understanding of the dichotomies that exist between the various
perceptions of value, as well as the emergence of thematic agreements, a more holistic depiction of
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hi gher educationds vead ue proposition may be cr e

Within the academic studies, evidence of the value as human transformation and-addedueere

most evident. Bollingbés (2015) evalwuation of t
communication journal, predominantly referencesthe chanadt st i cs seen i n Har ve
definition of quality as human transformation, with the benefits of that transformation extending
beyond the individual to society, wher€@as e opoul os & Petronijevicbs (
part of the bookThe Future of Children: Postsecondary Educatigmedominantly evidenced the
valueadded transformational definition of transformatlmased quality and valu&able 8 displays

textual evidence of the transformatibased definitions of value in the acadefjournals evaluated.

Table 8. Evidence of Transformatiehased Definitions of Value in the Academic Jourrf@alS our c e : aut h
compilation)

économic uncertainty motivating the gu e gactal
mobility through educatio®(Bolling, 2015, p. 151)

&économic focus makes appeals to civic literacy appear irret(Boiting, 2015, p. 151)

drhe effect of [the economic] debate is a kind of containment that limits the cultural and civiof:
higher education, naturalizing the view that college is an individual investi(aliing, 2015, p. 151)

Gdcholars have traditionally defined the d

. Juniversityo68Boling20ls p.152unct i on
Transformation y 0 8(Bodiny,c201%, p. 152)

@rguments for civic training represent two of the most prominent ways that the field has arg
itsand t he & veluetesodety atyad@EBolling, 2015, p. 159)

& he value of a coll ege de gugk the productipnrob sbaiat cat
rather than skills or knowledge. In other words, to the extent that college degrees produce
earner s, they rely on socialization ad&Rblling,dg
2015, p. 155)

A marketbased logic of education encourages students to focus on its instrumental thaitis, as 4
credentiad and to ignore its academic meaning and moral chatg&elling, 2015, p. 155)

®An ongoing debate exists over the extentvhich college itself improves skill or simply signals t
presence of skildl € [such that] some wonde
signal of skill already acquired before the college experié(©ecopoulos & Petronijevi€013, p. 17)

O0The assumption has been that students develop new skills throughout the college exp

Value-added (Oreopoulos & Petronijevic, 2013, p. 17)

@@ after controlling for i ncome, the study
educdion married spouses with more education, were less likely to be divorced or be receiving
disability payments, and were less likely to have a teenagedgititreopoulos & Petronijevic, 2013,
21)

Two additional findings were an interesting aute of this textual review. First, within the academic

by Bolling (2015) andOreopoulos & Petronijevic (2013he majority of analysis on the value of a
college degree was economic or prodessed rather than transformational, regardless of how the
journal was unitized by discipline. As a result, the data that supported these grasedgerceptions

of quality was reanalysed for the emergence of additional themes. These themes were weighted to
represent their frequency of occurrence. Figure 1© visudglyicts these weighted procdssed

themes as a Word Cloud.
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Cost-Benefit analysis
Affordability

Marketable degree ROI
Earnings perrrwaipueTe D e b-t Pay-back period
Lifetime earnings
e Employment
Good investment
Rising tuition costs

Fig. 1.Weighted Themes Evident in the Procbase Perspectives of Higher EducafioB our c e : aut hol
compilation)

In addition, within each article, the extensive economic analysis weasenesl first, with the
transformational aspects addressed toward the end of the evaluation. Further, both Bolling (2015) in
his academic article and Svrluga (2019)Tine Washington Postote the difficulty in effectively

defining and compartmentalizingtodn hi gher education and iits val
scholarship on cultivating a citizemorker ethos among students resists the compartmentalization of

hi gher educationés <cultural, ci vSvrtuga (201 dote® c o n o
Hi gher education is a complicated proposition,
attempt to clarify the components of value in t

ContentAnalytic Summary Table

Qualitative coding of the categorized dateleles the creation of a contemtalytic summary table.
Designed to present in a matrix style, the synthesis of the most important aspects studies, the table
additionally allows further refinement of the data by focusing on the content observationg wighou
associated case attribution (Miles, Huberman, & Saldana, 2014). Table 9 depicts tmeamztaf
ContentAnalytic Summaries thematic compilation of the dimensions of higher education value.

Synthesizing thee various attributes of value reveals #wight similaities and dichotomies. In
processhased views of value, the aggregated monetary concerns are evident. The overriding desire for
both maximal earnings and skill development, in order to ensure optimal employment with the least
amount of debis clear. Equally clear is the understanding that substantiainoortary gains are an
additional benefit or value of a college education. Curiously, while there is the desire for high quality
instructors to provide education with that value, the fact ¢haegree can signal a level of skill
attai nment to the marketpl ace, regardl ess of a
focus on value for money. If from the resource/input perspective, students enrol in higher education
with the exyectation that the mere attainment of their credential will send the appropriate signal to
prospective employers and thereby reducing their effort throughout their educational process, they
may themselves be not only diminishing the return on their inwsdtiand the associated value for
money, but may also be negatively impacting their outcoradse as well.
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Table 9. MetaMatrix i Process/Transformational Dimensions of Higher Education Val&o ur c e : aut h
compilation)

ProcessBased Definiions of Value Transformational Definitions of Value
Expense of College vs.
Lifetime/Earnings Premium Social mobility
CostBenefit Tradeoffs Cultural/Civic literacy

Value for Money

Social caital
Transformational
ROI - Return on Investment
Outcomes Employment/Employability Skills development
Learn applicable/valuable skill Personal Enhancement
Process Students studying less
Skills development
Desire for highguality teachers|
Market supply of graduates Value-Added
Output Personal Enhancement

Gain applicable skills

Resources/Inputs | Credential signalling

Interestingly,a majority of the metacategories derived from the data conceptualizing value are aspects
not only accrué to an individual but also are predominantly focused on the present. High quality
graduates should not only be able to podiiviempact their local, national, and even the global
economy, but by virtue of their transformation should also be able to creatively sobimgexi
problems and generaitenovative new solutions for future problems. Future research should therefore
not only expand the sampling size but should also seek broader representation from a wider variety of
disciplines as the construct of value in higaducation is explored further.

Conclusions

The findings of this study advance the understanding of value in higher education. As this value has
recently been called into question, institutions and the entire higher education industry must seek new
ways todemonstrate the benefits that accompany an advanced degree. Through a more explicit
understanding of the dichotomies that exist between the various perceptions of value, as well as the
emergence of thematic agreements, a more holistic depiction of theecurt st at e of hi gh
value proposition may be created.

These results make it clear that currentiye proces®ased views dominate the conceptualization of

hi gher edudat Whredhedvalnhsé de t he acadnghmpopilan ac a
press, value is primarily equated with value for money, specifically the immediate, individual,
economic returns on the investment. The outcbased view also prevails, as an education is deemed
valuable when it provides the skills necegda secure a good job upon graduation. In this view, the
broader,long er m gai ns associated with higher educat:i
well as to society, are suppressed in favour of an immediate economic payback.

Finally, resi t s o f this studyds exploration of -perce
focused vVvi ew, wi t h i ndi vi dual student s as t he
wher e, this perception does notthe galu¢ grovidedsithish t h
insight can assist institutions in either reconciling the divergent provider/receiver views, or in
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reframing the provision of higher educationds
Continued application, adagiion and integration of business theory may assist in furthering this
endeavour. Building from Hjorthnder sondéds (1984) <c¢claim that, al t
values unidimensional scales and the need to achieve repeatable conclusions,itineofraavider

and more inclusive framework may be necessary to appropriately evaluate a construct as subjective
and diverse as the value of a higher education.

Where the sampling technique employed was adequate for an initial exploration of the qufestion
value perceptions in academic and popular literature, this however limits the generalizability of the
conclusions. Future research employing a more rigorous sampling technique, as well as a broader
variety of publication types may allow for the triategion of results and strengthen the
generalizability of the results. In addition, studies that specifically explore the definition of the
phenomena of value within the higher education context may be extremely valuable to all
stakeholders. Finally, broadiag the scope of literature surveyed beyond the categorical distinctions

of economics, marketing/consumer theory, education or the humanities would also serve to expand
this studydés initial conclusions.
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Abstract

Research purposeThis article aims at distinguishing and weighting the educational fadtatscould have an
i mpact on young peoplebs choice toHEIdJudy in Europeal

Design/Methodology/Approach.To achieve the aim, previous research and scientific literature were studied
and experts from student society ahe higher education sector, who deal with international students, were
interviewed. The developed questionnaire was dasepairwise comparison procedure, and the obtained data
were processed using the analytical hierarchy prd@d$B) method.

Findings. The findings revealed that the following factors are the most critical for students who want to study at
EuropearHEIls: provision of programmes that are taught in English, the existence of scholarship opportunities,
provision of different facilities in theampus, and accreditation of the study programme and university.

Originality/Value/Practical implications. The current study focuses on a topic that has been studied
fragmentally,that is,on which factors are crucial for an international student to &otisl in Europe. The

current research contributes to the existing scientific literature by identifying and systemising educational factors
influencing young peoplebds choice to study in Europ:
areresponsible for strategic partnerships at European universities.

Keywords: Higher Education Institutions (HEl)nterrational Sudents;Studying Aroad;Analytical Hierarchy
Process (AHP).

JEL codes:J62; 123.
Introduction

In the era of globalisation,thee ar e many opportunities for youn
order to graduate abroad, especially in European countries. According Eortiigean Commission

(2018) the number of tertigreducation students in the 28 EU countries in 2017 reached 19.8 million.

A large number of students are those who came from abroad; hence, there are many scholars
investigating this issue. There are scientists concentrating on the analysis of studyimegythat are

popular amongst international stude(@arke et al., 2020; Di Pietro, 202@ther researchers focus

on education abroad in terms of migration, thathisy investigate study abroad as an opportunity for
students to change their resideidaito & Zhao, 202Q)Moreover, scientists are interested in factors

that motivate young people to study in a particular country, for instance, ((Bbwllie & Gong,

2020; Lee, 202Q)India (Naito et al., 2020pand Taiwan(Lee, 2017) However, there the motivating

factors for international students to study in Brare studied fragmentally. Hence, itlea of the

current research emerged because of the lack of studies analysing the factors influencing international
students to choose European higher education institutions (HEIs) and the personal engagement of the
authors with the study process within management programmes. Being actively involved in teaching
and studying, the authors are interested in delivering relevant knowledge for HEIs, education
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consultants and governments to increase the number of intealagiodents. The current research
aims at identifying the factors influencing int

Moreover, it is worth mentioning that several factors motivating study abroad are vast. Hence, in the
current research, only eclational factors are examined. Apart from that, there are several limitations

to the study. The current is focused ot hciorudnt ry national 6 i nternat
According to the Counci-toDht egt naeéenypefs@nidndlidné A & €
not a citizen of the European Uni@uropean Commission, 2004)

Literature Review

There are many materials on international students' education in European countries. Some countries
have introduced research about i(niteeirgnkaalinoen adt se
to solve labour market challenges in Europe. They look to tkeenational students from developed
countries as a possibility of tackling an ageing population problem, maintain the welfare system and
attract a skilled workforce. However, there is not enough research about the factors influencing
international studentsom third countries' choice of HEIs in Europe.

First, the authors reviewed the literature about consumer behaviour in order to identify the main
factors of consumer choice and especially about variables affecting customer conduct. The literature
review ofconsumer conduct or behaviour is various and broad as changes in the society, economics or
financial matters and innovation in technology influence how consumers {Peighambari et al.,

2016) There is a wide scope of variables that can influence purchaser conduct in various manners.
These components are split Hgyer et al. (R12)into four general classes:

- Situational
- Individual
- Social
- Cultural components.
Each factor is briefly described beldiWoyer et al., 2012; Patil & Bakkappa, 2012)

- Situational factors affecting purchaser conduct may incorporate area, condition, timing and,
consicerably, climate conditions

- Personal/individual elements include taste inclinations, own money related conditions and
related components or factors

- Soci al variables affect shopperds behaviour
and service

- Culture and utilisation or consumption have had an extraordinary relationship in the-cutting
edge world.

They further contend that given this relationship and the way that the world economy is turning out to
be progressively multifaceted, a comprehemsib how culture impacts buyer conduct by advertisers

will be pivotal, all the more with the goal that culture has extreme power in managing human
behaviourSpiers et al. (2014)oticed that purchaser conduct is affected and inspired by elements, for
example, culture, character, way of life, pay, perspectives, helpers, emotions, information, ethnicity,
family, values, acessible assets, sentiments, encounters and different gatherings. Culture, subculture
and social class are known to have significant effects on individuals' conduct because they are ground
breaking drivers in the development of mentalities, convictionsgaatities (Blythe, 2008) Table 1
presents the componsnthat impact human conduct whilst settling on a choice on the selection of
items or influencing customer conduct (Table 1).
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Tablel.Fact or s

i nfl uen(@aumeAu hbomaaéddcompi tati on)

No. Major factor | Subfactors | Description
Variables allude to the arrangement of essential qualities, need
Culture practices learned by an individual from a general public from th
family and other significant orgasaitions.
Cultural . _ i
factors Each culture contains small subsocietiescsiture incorporates
1. Subculture ; " - . ) i
nationalities, religions, racial groups and geographic locations.
Social class | Individuals who share comparable qualities, interests and pract
Social class can be dictated by a blend of occupation, saidry
instruction.
Group alludes to at least two people who interact to achieve
Groups individual or shared objectives. An individual's conduct is affect
by numerous little groups. These groups include family,
companionsand neighbours.
Social factors Family Individuals can unequivocally impact a purchaser's conduct.
2. Advertisers are keen on the influences of the spouse, partners
kids on the acquisition of various items.
The individual's situation in each group can be characterised a
Rolesand | 35 Ipth role and status.
status ) _ _
Every job conveys a status that is presented by society.
Ageandlife | |ngividuals change their purchase preferences over their lifetim
3. cycle stage | advertisers charactes their markets as far as familydiéycle
Personal arrange and create fitting plans and items for each stage.
factors . An individual's occupation influences the purchase of goods an
Occupation .
services.
Economic An individual's monetary circumstances influence their purchas
situation decision.
Factors affecting consumer behaviour can be a ¢

impact is not the same. This indicates that each individual has his or her own major and minor factors
that influence his or her behaviour and is subjecthiangeThere are eight main factors that the
authors consider for further analysis.

Second, the authors found factors influencing the choice of higher education institution. Several
researchers before have examined the factors. Several case studfiesent ¢ountries in different
regions about factors influencing HE decision, for example, Irag, United Arab Emirates, Latvia and
Poland, have been conducted. The authors examined them and discovered the main factors.

Guibourg (2011 )pointed out the financing cost to attend courses at the university as one of the top
factors in choosing the location of the institution. The cost of living is also mentioned as one of the
significant factors for consideratigMaria Cubillo et al., 2008)hen choosing to study abroad.

International students nowadays use many resources to help them make décibienimternet,
education consunts, exhibitions and government resources. However, they do not have enough
knowledge about the quality of education offered by HEIs abroad. Most HEIs focus on the Internet as
a primary source of information to establish a relationship with the potstudént and to destroy
cultural and geographical barriers between the host and home country of the @iisdergr & Lee,

2009)

The study conducted to urdeand the selection process by students states a few factors in Table 2
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Table 2.Key factors that influence undergraduate selection practices in favour of higher education institutions

(Source: Authors compilation basedtheresearch work by Vevere Blons, 2020)

No. | Context Subfactors

a) Educational and personal development;
Motivation for b) Employment or career development;

studying c) Pursuance of a selected career path

d) I ndividual 6s characteristics

a) Teaching quality
Key factors in b) Reputation of the study program

decision making )
2 | for choosnga | ©) Ranking of the programe

international students

study programe | g | ocation safety, recreational possibilities, cost of liviagdwelcoming of

a) Qualified teaching staff

Key factors in b) Employability rate
decision making
for choosng a

university d) Whether the HEI offers placement options

e) High volume of fac¢o-face teaching hours

¢) Updated technologwise and availability of online class options

A paper written inlrag with the aim to understand the perception of students whilst selecting a

university revealed the main factondluencing the choice of HEBudur et al., 2018)

- Quality of education

- IT services

- Atmosphere comprising of social activities
- Social facilities

- Reputation of the university

- Academic staff

- Scientific activities

- Internationality of the university

- Financial aid and scholkstmip.

The research tnvestigate the factors determining student destination choice of HE in the United
Arab Emirates was conductéAhmad & Hussain, 2017)The authors came up with several factors

that are preseat in Table 3.

hi gher

Table3.Fact ors deter mining st ud@Seulct:®smadshHussain 20b7f

No. Factors Subfactors

1 Learning (a) Comfortable climatgb) environment conducive to learnin() safety, (d)
' environment multiculturality, (e) English speakingnd(f) economic and political stability
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(a) Cost of living (b) tuition fee (c) traveling costs(d) visa approval timg(d)
2. Cost . . A
degree duratioand(e) parttime work possibilities
I (a) Quality d education (b) university reputation(c) degree recognition(d)
Institutional . ; R e . AN
3. . course diversity(e) smplicity of admission(f) facilities ofinstitution (g)
reputation ; A ) ) ;
ranking ofinstitution (h) scholarship optionand(i) employment prospects
4 Personal (a) International exposuréb) migration intention (c) potential to improve
' Development language skills(d) international contactnd(e) career enhancement
5. Recommendation| (a) Family (b) friends (c) teachers(d) aumni, () agentand(f) media
Socioculturd (a) Religious homogeneityb) proximity to home country(c) friends (d)
6. iy . )
proximity relatives (e) cultural homogeneitand(f) halal food
7 Government (a) Scholarship schemédb) government relationand(c) institutional
' initiatives collaboration

In turn, Rika et al. (2016) focused on factors affecting the choice of HEIls by prospective students in
Latvia (Table 4)

Table 4.Factors affecting choice of HEISour ce: aut hors6é compil ation based
Rika et al. (2019)
No. | Factors Subfactors
1 Culture (a) Religious affiliation(b) Nationality, (c) Ethnic origin (d) Embedded

' societal normg(e) Traditionsand(f) Family culture
2. Social (a) Family membetgb) friendsand(c) society at large
3. Psychological (a) Attitudeand(b) Belief
4 Organisational factors _(a) Specmc characteristics of HEhd(b) actions of educational

institutions themselves

A study titled O6Deter mi nantesntofs ahtiigshfearc tei dounc:a ttih
was conducted byojkin et al.Table 5 is a compilation of complex factors determining decisions
about pursuing a university education.

Table 5. Factors determining decisions about pursuing a university edu¢atorce: Sojkin et al. (2012)

No. | ltems Determinants

(a) Student the typeof life, (b) professional advancemeit) family
opinion and expectatigiid) family financial supporand(e) increased
chances at a job

Choice of pursuing higher
education
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(a) Marketing efforts(b) professional developmer(t) university
2. Choice of university tradition (d) coursesoffered (d) university reputation(e) cost of studies
and(f) accessibility of financial aid

To understand why students want to study in Europe, the authors look at gystelii in EuropeAs

per Zahav and Friedman (2019), the Bologna Process aridlitheing foundation of the European
Higher Education Area have affected the manners by which advanced education in Europe works and
the manners in which it is seen and identified within nations and areas outside Europe. European
advanced education usedlie known for its exceedingly differing national frameworks. At present,

the Bologna Process describes the procedure that built up the European Higher Education Area
(EHEA). This has led to an expansion in programmes in English, to universally consgiduansed
education structures and too straightforward quality confirmation meadtwespean Commission,

2017) According to Trejos (2M9), the EHEA framework guarantees that advanced education
frameworks across Europe are right and that students, scientists and academics in Europe can study or
work abroad more effectively. Qualifications across Europe are similar through the European
Qudifications Framework (EQF).

As a next step, the authors describe EQF. European degrees are connected in a more extensive systerr
of qualification of the EHEA. This is the system settled upon by 46 European nations and depicts what
skills and competences yshould have to do a graduation in a specific programme. The point of the
structure of this system is to advance universal straightforwardness, acknowledgement and portability
of European degredEuropean Commission, 201According to theeuropean Commission (s.aas

a significant aspect of the EHEA, every nation taking an interest consented to:

- Present a threeycle advanced education framework comprising of bachelodstems and
doctoral study programmes

- Guarantee the shared acknowledgement of capabilities and learning periods abroad finished at
different educational institutions

- Actualise an arrangement of value confirmation, to reinforce the quality and importance of
learning and educating.

EHEA ought to be recognisable by its straightforwardness, by its practically identical degrees sorted
out in a threeycle structure, by its participation in quality affirmation and by its universal
acknowledgement of degrees. Thpermits unlimited versatility to understudies, graduates and
advanced education stgBEuropean Commission, 2017)

The allencompassinframework for qualifications of the EHEA gets its particular purposes from the
goals communicated through the Bologna Process: international transparency, acknowledgement and
movement. Worldwide acceptance of qualifications expands on openness. Thé gealdreation
framework gives a typical comprehension of the results as a contrast to a mere comparison of
gualification (recognition). The a#ncompassing qualification framework incredibly improves the
value of qualification over the EHEA. The stakktews of higher education in Europe contributed to

the development of the overall qualification framewgkropean Commission, n-d).

The authors emphasise that each nation in Europe has its instruction framework. Framework for
gualifications of the EHEA depends on an intergovernmental understanding within the Bologna
Process. The &mework's point is to sort out national advanced education capabilities into- an all
encompassing Europeavide qualification structure. Conventional descriptors of the immediate
learning results at each level have been characterised by a group of exphéristhe Bologna
Process. These descriptors are applicable in every national setting.

Methodology

The authors selected a questionnaire as a research tool for achieving the research aim. After reviewing
the literature and scientific research work perforrhgdsarious authors, the authors came up with a
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compilation of the top 10 educational factors that influence consumer behaviour in general and
matching factors that influence consumers in the choice for their HEI. They are listed as follows:

- Ranking of thauniversity

- Reputation of the university

- Accreditation of the programme and university

- Facilities on campus (latest technology used for teaching, library, cafeteria, etc.)
- Educational qualification and work experience of teaching staff

- Accommodation facities provided

- Scholarship opportunities

- Internship opportunities

- Programmes are taught in English

- Admission process is easy

The guestionnaire is based on the pairwise comparison, and the results are obtained using an analytical
hierarchy process (AHP) proped byWind and Saaty (1980)According to themethod, experts
compare alternatives—8 h— with each other by filling pairwise comparison matricgs

) , where®d —H "6Q phgB ;1 & picfB & priority vector;©d —HA "6Q

phghB e 8

After expats complete pairwise comparison of the factors, all the matrices are vevaluated with regards
to consistency. The matrix is consistent if there is such priority vélctor] B h that @

! 1 A "6Q For that issue, theonsistency index (CI) is calculaté8aaty, 1993)To compute the
X

Cl, an eigenvalue of the pairwise comparison matrix is calculated first_ B —

whereA is thecomparison matricesy is the number of rows in a matrix amds an eigenvalue of a

matrix. Consistency requirement is fulfilled if  is equal or closé¢o n. After Cl is computed, a
consistency ratio (CR) should be calculateddlwding CR by random index, that is, fixed values for
differentn (Thomas L. Saaty, 2012)f 6 "W T1iYdg , it means that the matrix is consistén ¢ fy dzts o
etal,2014) I n other words, for expertsod consi steni
expert®§ assessment i s cal c(Kostn, 20d4; W Chiagg &LNE20OEBY r i C
After the aggregated matrix is developed, the wesiglitfactors j are computed using the normalised
geometric mean methd#ranek & Kresta, 2014)

Empirical Findings

The research on factors of individual clients' confidence in mobile banking took place in Latvia and
Lithuania in April 2020. Seven expert®fn the two countries took part in the survey. Experts with an
experience of working with international students were selected for the assessment of the
distinguished educational factors. The characteristics of the experts who participated in the study are
presented in Table 6.

Table 6.Characteristics of exper(Source Designed by authors)

Experts Characteristics

E: Vice-Rector for Science; Professor; PhD, 10 years
E, Professor; PhD; 8 years

Es Study Programme Director; PhD; 8 years

E4 Professor; PhpP10 years
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Es Professor, PhD; 15 years
Es Study Programme Director; MSc; 4 years
Es Associate Professor; PhD; 10 years
Es Assistant Professor; PhD Candidate; 5 years
The experts evaluated 10 educational factors by comparing them to each othep Bhe ¢xs 6 i ndi v

comparison matrices and consolidated matrix are presented in Appendix 1. The results of the
weighting procedure are presented in Table 7.

Table7.Wei ght s given by experts to educati oarepeanHE ct or s

(Source: aut horsé calcul ations)

Factor Weight (place)
Ranking of the university 0.042 (10)
Reputation of the university 0.054 (9)
Accreditation of the programeand university 0.102 (4)

Facilities on campus (latest technology used for tiegghibrary, cafeteria, etc.) 0.112 (3)

Educational qualification and work experience of teaching staff 0.070 (7)
Accommodation facilities provided 0.076 (6)
Scholarship opportunities 0.162 (2)
Internship opportunities 0.069 (8)
Progranmes are taughin English 0.238 (1)
Admission process is easy 0.080 (5)

Visualisation of the results is presented in Figure 1. Moreover, absolute errors are depicted in the
figure.
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The results presented in Figure 1 and Table 6 show that the most powerful and influencing educational
factor is programmes taught in English. The weight of the factor is reasonably higher than other
weights and reaches 23.8% with anabte error of £5.9%. In fact, the results are logical because
English is considered to be an international language and almost all universities in Europe provide all
or a part of their programmes in English. The second factor is scholarship opporfonite®ming
students. The weight of the factor is 16.2% with an absolute error of £3.7%. In fact, the opportunities
to receive this kind of funding are one of the essential factors for students because most of the
incoming students are from those thirduntries that considered as developing. This means that very
few students can allow coming to Europe to study without any financial support. Facilities of the
campus gained a third place in the ranking, and the weight of the factor is 11.2% and the expeolute

is £3.3%. It is quite evident that incoming students are not familiar with the country they are going to.
Usually, it is a country with a different religion, mentality and so on. Hence, looking for facilities
outside the campus might be difficulspecially at the very beginning of studies.

What is more, this factor is closely related to financial support as well. Usually, the facilities provided

on campus are cheaper than those supplied outside the campus; hence, for young people who do not
have sable financial inflows, this aspect becomes extremely important. Another vital factor, according

to the experts, is the accreditation of the programme and university. It is evident that international
student comes to the university in order to receive kewswledge, gain new skills and, at the end,
receive their diploma, which becomes impossible without accreditation. The weight of this factor is
10.2%, with an absolute error of +2.9%. The rest factors were considered as less important, and their
weights ae bel ow 10 %. However, they remain vital a
motivation to choose to study abroad, in our case in Europe.

Conclusions

The article analyses the factors that could have an impact on students from third countdesddah
study at European HEIs. On the basis of the scientific literature analysis, the following 10 factors were
distinguished: ranking of the university, the reputation of the university, accreditation of the
programme and university, facilities in thangpus (latest technology used for teaching, library,
cafeteria, etc.), educational qualification and work experience of teaching staff, accommodation
facilities provided, scholarship opportunities, internship opportunities, programmes are taught in
Englishand admission process is easy. In order to rank the factors and identify the most important
ones, the expert evaluation method was chosen. The expert had to perform a pairwise comparison of
the factors, and the results were processed using the AHP m@ihtite basis of the obtained results,

the following factors are the most important for a student who wants to study at European HEI:
programmes are taught in English, the existence of scholarship opportunities, provision of different
facilities in the carpus and accreditation of the study programme and university.

It is worth saying that the current research was aimed at weighting the educational factors only.
However, there are more factors that afdngdatt y ol
factors, organisational factors and geographical factors. Consequently, in order to get a big picture,
these factors have to be analysed in future studies.
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Appendixes
Appendix1: Consolidatecandpairwisecomparisommatricesof experts
Consolidated

1 2 3 4 5 6 7 8 9 10

1 0.535 0.525 0.305 0.654 0.542 0.315 0.516 0.204 0.607
2 1871 0.706 0.281 0.946 0.694 0.282 0.724 0.223 0.626
3 1.905 1.416 1.408 1.488 1.435 0.561 0.917 0.604 1.501
4 3.281 3.562 0.71 1.615 1.391 0.736 1.804 0.344 1.145
5 1.53 1.057 0.672 0.619 1.13 0.569 1.007 0.271 0.985
6 1.846 1.442 0.697 0.719 0.885 0.488 2.044 0.209 0.81
7 3.177 3.551 1781 1.358 1.758 2.05 3.753 0.719 1.811
8 1.937 1.381 1.001 0.554 0.993 0.489 0.266 0.369 0.923
9 4.892 4.486 1.657 2.907 3.685 4.787 1391 2711 2,615
10 | 1.646 1.598 0.666 0.873 1.015 1.235 0.552 1.084 0.382

Ex =]

1 2 3 4 5 6 7 8 9 10 1 2 3 4 5 6 7 8 9 10
1 1 12 (15 |12 |14 | U3 |12 |13 |12|1 1 1 15 (19 | 1/8 | 1 19 | 1/9 | 1/9 | 1/5 | 1/9
2 2 1 1/3 | 1/2 | 3 4 | 13 |12 |1 1 2 5 1 17 {19 | 2 1/3 | 1/9 | 1/9 | 1/5 | 1/9
3 5 3 1 3 6 4 4 3 3 6 3 9 7 1 5 1 5 1 1 5 5
4 2 2 113 | 1 3 13 [ 113 | 2 14 | 2 4 8 9 1/5 | 1 9 1 1/5 | 1/5 | 8 1/9
5 4 1/3 | 16 | 113 | 1 13 (13 | 13 | 14|12 |5 1 172 | 1 179 |1 1/5 | 1/9 | 1/9 | 1/5 | 1/9
6 3 4 1/4 | 3 3 1 3 2 172 | 3 6 9 3 15 | 1 5 1 179 19 | 1 1/9
7 2 3 1/4 | 3 3 173 |1 2 12 | 2 7 9 1 5 9 9 1 1 9 3
8 3 2 173 [ 172 | 3 172 (12 |1 14 | 3 8 9 9 1 5 9 9 1 1 9 3
9 2 1 13 | 4 4 2 2 4 1 4 9 5 5 1/5 [ 1/8 | 5 1 179 [ 19 | 1 1/8
10 |1 1 16 | 112 | 2 13 |12 |13 |14 |1 10 9 9 15 | 9 9 9 13 | 13| 8 1
Es E4

1 2 3 4 5 6 7 8 9 10 1 2 3 4 5 6 7 8 9 10
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