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Abstract

Sudentsd possession of a vaiety of entrepreneuial skills, regadess of thdar fiedd of study, is
undsputedy the most valuable accamplishmaet for their future. Entreprenairial edu@tors are the ones
who promotethese skillsin ther students. This paperexgores creativity in teaching becausecreativity is
regarded as one of the constituents of the entreprenaurial mindset. The paper aims to assess educator b
self-perception of theimportanceof creaiveteaching factors (CTF), show tleir understanding of creative
peope and provide suggestionsto pronote the alture of creativity andinnovation within dassrooms.In
order to rate the importance of CTF, an online survey was condicted. There were 149 educators from
various European countries who participated in the suvey and they gave the highest importance to
the willingness to improve, conmitment to teading and acaquiring new skills and knowkdge. When
describing a creative person, most educators mertioned the possession of the skill of problem slving as
well asout of the boxthinking. Asto sugestions of promoting the ailture of creativity andinnovation in
the classroom, a majority acknavledged the use of techrology, e-learning, experiential learning, and
most importantly cantinuous professional development of educators. Hart and Siprakash (2017)
memntionedthat studentsd merit is ascribed through ranking of institutions, programs of study or graduate
employrnent outcomes and it engendyrs a tendercy to pursue excellence which in turn dampens
innowation and credivity. Our research hasproven that precisdly agpeds such asthe curriculum, lack of
materials andinaufficient teacher training inhibit creativity andinnovation. Thefindings hopeto raisethe
awareness of variousways of promdaing aeativity and innovation within dassrooms, and thusboost the
ertrepreneuial potential in studerts.

Keywords: Creative Teating Fadors, Eduation, Innovaion, Suderts, Teachers
JEL Classification: A20
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I ntroduction

Educaors have aways been the crucial factor in s t u d edocttionsand their mainrole of
preparing studentsfor their future employment and career has not changed. Additionally,
creativity in educdion is beaoming ever more relevant sinceit enhances the dynamics of both
teaching and leaning. Possessiorof credive skills distinguisheseducaors amorgst themslves
and sts a rew path for modelling future generationé knowkdge.

If educators themslves appreciate and pradice creativity, they will transfer the enthusiasmto
their studentswhich is utterly important in the 21%' century, when the creaivity and innovation
are valued highly. Nevertheless, expedationsfrom graduates are different to what they usedto
be, and whet was reeded from them tenyears ago is not what is needed now. Entepreneurial
skills have gained reputation as important qualities valued bothin busiress and in persand life.
When hiring studentscompanes need diversity of opinion, flexibility and skills suchas thinking
out of the box. For example, IBM (2010) CEOs consicer credivity as the most important
leadership quality. That is the reasonwhy education policy makers shouldput emphasisboth on
the studentsaaquigtion of entrepreneurial skills as well as on employing educators who possess
a variety of entrepreneurial skills such as flexibility, openness to change, willingness to
experiment. Reseach regarding thenecessty of creaivity as an entrepreneurial skill in graduates
exists, yet there isstill limited research on the educaors' perception of credive teaching factors
and theirunderstanding of creative people. By understanding educators' perception ofimportance
of credive teaching factors, we can comprehend how to further develop various entrepreneurial
skills in students.Furthermore, a gap exists in pradice between the skills which companes
exped from graduates in the 21%' century and the skills that graduates aaquire during their
education, which might be dueto thelack of diversity in educaional context. Yet, even thaugh at
timesthe move from traditional towards creative teadhing is a fraught process for both willing
and unwilling educators (Pollard, V. Hains-Weson, R. and Young, K, 2018), they have to bethe
ones who take mattes into their own hands and work on themslves and their compeences in
order to beable to masteentrepreneurial skills intheir students.

Since credivity and innovation are prerequidtesto promaing eanormic and socil progressand
employment (European Cormmission, 2009, in this paper we will concentrate ontheeduca or s 6
perception of importance of factors that influence creaive teacing as well as any sgnificant
difference between suwveyed educaors. By analysing and comparing educators we hopeto gain
insight into the differences of opinion of theimportance of credive teading. Further, we hope to
raise educators' awareness of the nedal for creaive teaching and to provide suggestionsof various

ways of promaing creativity and innovationwithin classooms,thusbooging theentrepreneuriad
potentialin studentslIn addition, we will explore educa o mpat@ya of creative people, their
suggestions of various ways of promotingthe culture of creaivity and innovation in classpoms

as well as thefadors which they believe inhibit credivity.
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Theresearch is condated with thefollowing hypothe®s:

H1: Edwcaorswant to promote the culture of creativity and innovativeessin ther
classpoms

H2: Maleand femaleeducaorsassess the impartce of creative teaching fadors
(CTF) differently

H3: Foreign language educaorsassess the imptance of credive teaching factors
(CTF) differently than educaors whotead ather subgds

H4: Edwcaors kelieve that thecurriculum inhibits creativity

This paper consistsof an introduction with four research hypothess, literature review on
creative teaching fectors, methodolgy usedfor the reseach accompaned with dataana ysis, and
finaly results and disausson. Limitations, in addition to further study, are mentionedin the
conclusion.

Lit erature Review
Creative Teaching Factors

Fosteaing creative talent is vauable not only to ones @ersoral development but also to the
sockety. Todayés busiressand knowledge econamy is unceasingly changing theefore busiresses,
corporations and enterprises are trying to stay relevant and place emphasis on the production of
innovative products and services with the ultimate goal of gaining competitive advantage (Wu,
H.-Y., Hung-Shu, W., I-Shuo, C. and Hui-Chun C., 2013. Crestivity is treaed as one of the
main compettive advantages of organizations due to the fact that compeence of creative
employees results in suaessful performance of creative aganizations (Girdauskiene, 2013.
Acocordingly, creativity is portrayed as one of the fifteen key compéences developed by the
Entrepreneurship Compeence Framework and thereby consicered as one of the main
entrepreneurial skills that can be developed and refined over time (Livingston, 2010.
Nevertheless, sincecredivity is not easily assesed, a lot of work was explored on the topic of
measuring credivity. In the words of Batey (2012), creativity can be measured based on the 4Ps
appraech elaborated by Rhodes (1961) which incorporates an assessment of Product, the
characteristics of the Person, the Press and the Processesrequired for creativity. Cottrell (2015)
designed a self-evaluation surwey of credive thinking skills consistng of 25 senterces (and 5-
point Likert scde as answers) which gives an insight into oned ®wn creativity and suggestions
on how creaive thinking skils could be further developed. In addition, Girdauskiene (2013)
identified key factors for individual and organizational creativity implementation such as
mativation, opennessto change, problemsolving, dedsion making, experimentation,recognition
and flexibility. Also, persordity, intelligence knowledge, thinking gyle, mativation,
environment, age, gender, educdion, and emational intelligence were sugestedin the work by
Costa,S.D., Par, D., Satthez, F., Garaigordobil, M. and Gondim, S. (2015) as factors that
influence creativity.

Since education plays an important role in reinforcing creativity in students, educators must
develop their own knowledgeand belief in the context of theinstruction of creativity if they want
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to enhance the creativity of their studentgYeh, Y. C.,Huang, L.Y. andYeh, Y.-L., 2011).In the

last decale, plerty of resach has been condicted on the topic of creativity and fadors that
influence creativity in teaching (Zhou, J., Shen, J., Wang, X., Neber, H. and Johji, I. 2013,Wu et

a. 2014 Costaet a, 2015, Franco, M., Haase, H. and Correia, S., 2015, Said-Metwaly, S.,

Kyndt, E. and Den Noortgate, W. V., 2017, Rubenstein, 2018. The eight creative teaching

factors (CTF) identified as fadors which posess good irternal consstercy, reliability and

influence creative teaching are creative mativation, persordl effort, learning attitude, teaching

belief, school environment, teaching commitmert, persorel quality and growing-up experience

(Hong, J-C. Hang, J-S,, Lin, L.-J., Chang, S.-H., Chu, H-C. and Lin, C.-L. 2003. Moreover,

when educat 0 iIcomcaptualization of creativity was explored cultural differences arose(Zhou et

a. 2013. In addition to exploring factors which influence creative teaching, the perception of

creativity of educators is an extremdy important issue as well as uncovering factors which

inhibit creativity and providing suggestions for promotingthe culture of creativity in teading.

Rubenstein(2018) examined educat 0 Ipesc@tions of creativity usingpersonal,behavioural and

environmental factors of Social Cognitive Theory and reveded the dichotany between

educat o r escéptiomsof persoral and behavioura factors that promae and macro-environment

factors that inhibit creativity. Furthermore, educators rely on the ex-cahedra approah while

teaching (Hong et al., 2003). As to suggestionsof promaing the culture of creativity in teading,

Al-Balushi and Al-Abdali (2014) mentionteamwork as an approach to professona development

that facuseson creativity in teaching, while Yeh et a. (2011) designed a teacher training

program that integrates knowledge maregement (KM) and blerded leaming which results in

improving educat o rpreféssona knowledge and persorel teaching efficecy in their credive
teaching. In addition, blended learning, guidedprectice obsrvational learning, groupdiscussion,
pee evaluation, and feedbadk were mentionedss factors important for the sucess of creative
teaching (Yeh et al., 20L1).

Furthermore, age, gender and experience differences among educators are avital part of the
research on credivity (Simpkins, R. and Eisenman, R. 1968, Klassen,R.M. and Chiu, M.M.
2010,Baoguo S., Xi, L., Chen, Q., and Qiu, J., 2017 as well the topc on the subjects that the
educaors teach (Cimermanov#12014. The differences should be explored further in order to
understand al theaspeds influerting creative teaching.

Methodology and Data Analysis

The am of this empirical reseach was to examine whether educators value CTFs, and which
ones they consicer the mostimportant in order to understand which aspeds influence creative
teaching. Also, authorswantedto comprehend whether there are differences between educators
with the aim of grasping why someeducators are consicered more and somelesscresative. This
research was conducted inorder to raise theawarenessamongeducaors at al levels, regarding
the understanding what CTFs are and how they contribute to a more creative teaching
environment.

Thetenfadorsusedin our surwey which influence credive teaching are willingnessto improve,
teaching beliefs and attitudes, acquiring new skills and knowledge, commitment to teacing,
desire to be creative, persordlity, intelligence quotent, growing up experience school
environment and attractive appeararce The CTFs usedin this suivey were modelledby a
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previoudy conducted survey in Taiwan: The Questionraire Constriction of Creative Teaching
Fadors(Hong et a., 2003) whch identified the hfluential factorsof credive teadhing.

The questionraire for our research entailed open and closed questions and five-point Likert
scades as answers, one being not important and five being extremdy impor@ant. In order to
analyse the quantitative and qualitative data, both descriptive and statsticd analysis were used.
In SPSS the independent sample t-testtestd the quantitative variables, namdy the differences
between educators' gender and the subgd that they teach. In total, 149 educaors from eleven
European courtries participated (Albania, Bosniaand Herzegovina, Craetia, France, Germany,
Ireland, Portugal, Serbia, Slovenia, Spain, UK). Table 1 provides the overview of the
demographic data of the educaors (N=149)who participated in the stvey.

Table 1: Demographic Data

County n (%) Age n (%)
Croatia 107(71,8) 20-30 29 (19,5)
Other 42 (28,2) 31-40 52 (34,9)
Tota 149(100) 41-50 41 27,5)
Gender 51-60 22 (14,8)
Female 99 (66,4) 60+ 5(3,4)
Male 50 (33,6) Total 149(100)
Tota 149(100) Yeasof Experience  n (%)
Insitution n (%) 5 or less 30 (20,1)
caty - chidhood) 5 ) 6 to 10years 33 (22,1)
Primary Education 8 (54) 11 to 20years 51 (34,2)
Seoondary Educaion | 23 (15,4) Morethan 20years | 35 (23,5)
Higher Education 115(77,2) | Tota 149(100)
Tota 149(100)
Subject
Foreign language 52 (34,9)
Other 97 (65,1)
Tota 149(100)
Sourcee Aut Wwnovorls 6 o

Results and Discusson

For the rposeof this reseach, educaors (N=149) rated their perception of the mportance of
creative teaching fadors. Even though the questions entailedfive-point Likert scales as answers,
answers were categorized in three groups (not impottant, somevhat important and extremdy
important). As can be sen from the descriptive analysis in Table 2, all CTFs scored high with
Willingness to Improve, Commitment to Teading and Acquiring New Skills and Knawvledge
being rated as the mostimportant factors. This signals that educators are well aware of CTFs and
their importance Meanwhile, as expeded, attractive appearance is for half of educaors (N=74)
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not consicered as important (Mean=2,42). Since the participation in the survey was voluntary it
could be thatthe educaorswilling to takepart are moreproadive in thefirst place and therefore
have an inclinationtowards aedivity.

Table 2: Edeaors Importance of Creative Teaching Fadors

CTF Not Somewhat Extremdy | Mean| Total
Important | Important Important

Willingnessto Improve 3 6 140 4,67 | 149

Commitment to 2 9 138 454 149

Teading

Acquiring New Skills 2 12 135 4,47 | 149

and Knowledge

Persordlity 2 13 134 4,36 | 149

Desireto be CGedive 1 17 131 4,30 | 149

Teading Beliefs and 9 24 116 4,10 | 149

Attitudes

School Environnent 5 32 112 3,98 | 149

Growing-Up 11 29 109 3,91 | 149

Experience

Intelligence Quotient 3 40 106 3,84 | 149

(1Q)

Attradive Appearance 74 49 26 2,42 | 149

Source: Aut wnowvorls 6 o

Authors also amed at exploring whether gender and the subjed that the educaors teach play a
part in educatord perception of the importance of creative teaching fadors. Therefore, Table 3
providesstatsticdly significant differences in gender of the educators. According to the results
of the t-test, statsticdly significant difference in gender of the educators exists only for two
CTFs. Womenconside 1Q (t = 2.912,df = 75530, p = 0.005%, more mportant in teaching
(x=3,98)thendo men (¥=3,56). Also, anotherstatsticdly sgnificant difference in gender of the
educators is apparent (p = 0,004,df=74,437,t=2,930) since womn consider commitment to
teaching more important (¥=4,67)thando men(x=4,28. Theseresults partly confirm oursecond
hypothesisthat female and male educators assessthe importance of CTFs somevhat differently.
Authors expededthere to be bigger diferences between mae and female educators but the data
do not supportto this assumpton. The reasonfor this could be the uneven distribution between
maleand female educaors (66% of the surveyed educaorswere wornen).

10
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Table 3: Gender Difference Between Edwcators

Gender i Std t-test
Deviation

Intelligence Quotient | Female 3.98 654/t =2.912,
(1Q) Male df = 75.530,

3.56 .907 0 =0.005*

Commitment to Female 4.67 .589|t = 2.930,
Teading Male df =74.437,

4.28 .834 0 =0.004*

*p-value isgivenfor T-test on asignificance level of 0.05

Regarding the subjct that educators teach, statsticdly sgnificant differences were noticed in
four CTFs. It can be concluded that our third hypothesis,which states that foreign language
educaorsassess the iportance of CTFs differently thaneducaorswho teach othersubgcts, wes
also proven. Namdy, according to the t-test,there is a statsticaly signifi cant difference between
educaors who teach a foreign language and thosewho teach othersubgeds (p = 0,040,df=147,
t=2,075) sinceeducaors who teach a foreign language consider the desire to be creative an
extremdy important factor in teaching (¥=4,46)in contrast to educaors who teach other subgcts
(x=4,22.

According to the results of the condwcted t-test, a statsticdly significant difference exists
between educaors who teach foreign languages and thosewho teach other subgds regarding
three following CTFs, teaching beliefs and attitudes, commitmentto teaching and acquiring new
skills and knowledge as can be seen in Table 4. The factor teaching beliefs and attitudes (p =
0,000, df=147, t=3,710)was rated by educaors who teach foreign languages higher (¥=4,46)
than by educators who teadch othersubgds (x=3,91) similarly to commitmentto teaching (p =
0,033,df=128,782,t=2,157) sinceeducaors who teach foreign languages rated commitmentto
teaching higher (x=4,69)than do educatorswho teach othersubpds (¥=4,45)and acquiring new
skills and knowledge (p = 0.049*,df = 124.823,t = 1.992)where educators who teach foreign
languages rated aaquiring new skills and knowledge higher (x=4,62) than educaors who teach
other subgds (¥=4,39. The differences in opinion might arise dueto the fad that during their
education foreign language educators gain more experience in making intercultural contact,
travelling abroad and learning about other countries busiress and educdaion and are theefore
moreopen-minded, flexible and committed toacquiring new skills.

11
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Table 4:Subject Difference Between Edwcators

Which subgd Std.
doyou ttach? | x |Deviation t-test
Desireto be Gedive Foreign t =2.075,
language 4.46 609 df =147,
Other subpds | 4.22 .725|p =0.040*
Teading Beliefs and Foreign t=3.710,
Attitudes language 4.46 699 df =147,
Othersubgds | 3.91 .947|p =0.000*
Acquiring New Skills and | Foreign 462 599 t=1.992,
Knowledge language ' ' df =124.823,
Other subpds | 4.39 744/ p =0.049*
Commitment to eading | Foreign t=2.157,
language 4.69 579 df = 128.782,
Other subpds | 4.45 .750|p =0.033*

*p-value isgiven for T-test on asignificance level of 0.05

Furthermore, in three open-ended questions, educaors were askedto give ther opinion of
creative people, to elaborate on ways of promaing the culture of creativity and innovationin
their classooms and to identify factors which inhibit creativity. The most recurring and
significant answers were put into caegories. From our descriptive analysis it is apparent that
educaors believe credive people are open-minded, problemsolving, resourceful, flexible,
sponaneousand not afraid to try out new things. There isalso a common understanding between
educators that creative people are unorthoax, thinking out of the box, proadive, quite
inquisitive and curious yet compassionatand conscentious. Also, valuessuchas being able to
adapt, being intelligent, enthusiastic self-confident, risk taking and productive were emphaszed.
Additiondlly, it is a worthy remak that some of the mentionedskills and attributes are
characteristic for entrepreneurial people. When askedwhat they do or could do to promde the
culture of creativity and innovativeressin their classooms,in the open-ended question sedion
of the suwvey, educaors staked that they useor would use the following adivities: continual
professona development, mind mappig, brainstornming, project work, use oftechnology
(mobile phores, laptops,internet), critical thinking, assgning projects that require convergent
and divergent thinking, inter-curricular approach, associétive thinking development, subgituting
traditional exams with research projects or papers, experiential classoom, design-thinking,
mindfulness, real-life case studes, and merging educaion with culture or real-life. This proves
our first hypothesighat educators want to promate the culture of credivity and innovativeressin
their classooms. From our data it seems that educaors are not only aware of different ways of
promating creativity but are also willing to undertake adivities for promoting creativity. Even
though educators believe creativity can be promoted within the classoom, there are still factors
which they believe inhibit creativity. The ex-cathedra approach while teaching is merely one of
the obstades foundin our research that prevents educators from implementing credive teaching.
Someof the mentionedwere: the constiaints of the curriculum, the lack of supportfor proactive
educaors as well as intrapersordl fadors such as insufficient thinking out of the box, reluctance
to change, and humiliation. By that, our fourth hypothesisthat educaors believe that the
curriculum inhibits credivity has also been proven. This is a clear signa for the ministry of

12
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educaion and other bodiesof government regarding the significant and fundamen#l changes
needed in edicdion.

Conclusion

Theaim of this research was to showhow educaors assesgredive teacing factors and whether
differences in opinion among educators exist. The importance of creative teaching for studensd
aqquigtion of knowledge and entrepreneurial skills mustnot be unarestimated. In this research,
we have given moreemphasis to educaorsd self-assessmerdueto the fad thateducaors are the
ones who educae students. Educators self-refledion and opinion is crucial when consicering the
validity, authenticity and outcornes of their teaching in order to boost the entrepreneurial
potential in students.Furthermore, we wanted the educaors to give their opinion on the
characteristics that creative people possessto provide strategies for improving the culture of
creativity in their classpomsand aso to recognize obsades that might inhibit creativity within
the classpbom for the purpose of raising awareness of all educators at different levels of
educaion re@rding the necessty and importance of creative teaching.

Despite the fact thatthe sample of educaorsin the surwey was rather large, our reseacch stll has
a numberof limitations.Firstly, the suivey conducted was a self-assesament and educaors who
participated in the suwvey were not equally distributed consicdering the country they came from.
Seoondy, there was not an equal distribution of the subgds thatthe educaorstead. Also, there
was a lack of mde educaors who should have been included in the surwey for an equal
distribution of male and female educators. Finally, most of the educators were employed in
higher education.

Since the ample of educators was not representative, in further research we suggst to include a
larger and equal numker of educaors from al European countries in order to get a more
statticdly valuable findings, to makea comparison letween the equa numberof foreign
language educaors and educaors of other subpds, and to includean equal number ofeducaors
from different levels of education in the suvey with the purpose of a more vauable
understanding of European educatorsd credive teaching implementationons t u d lkenoviledg®
and entrepreneurial skills aaquigtion.
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Abdract: Albalulia, the 33th city (from 320 cities) of Ramania if corsidered its demograpy, has beome
in 2014 thefirst Ramanian brandd city. Themostimportant heritage of the Gty is the citadel i a military
architectural monument that is unique in the Eadern pat of Europe. The citaddl is a hegtagma
corstruction from the 18th certury with more than 1 kmin diameter. Asit is mentiionedin the Brand
Manual of the city, the shape of the citadel becane the source of ingairation for designing the city logo
and dl thevisual identity of the Alba lulia city.

The aim of the present paper is to emplasize the impact that the city branding had onthe touristic
devdopment of Alba lulia. Theresearch is achieved through analyzing secordary data regading the
econanic development of the city in the last years (before and after the city brandng), espedally the
tourigtic indicators. The main saurces of information are represented by the Romaniaés Satistical
Yearbooks, the data gathered from accannoddion fadlities, tourigtic agercies and other internal
documets fromthelocal authorities that managedthebranding project.

After analyzing the chta we observed that there are sevaal ecanomic indicators that increased dter the
year 2014, the year of branding the city. These indicators are directly related to tourism. For exampe,
the existenttourist accommodaion capecity increased from 3858bedseds in 2014, to 4585 bed seatsin
2015,which meas rearly 18%in orly one year.

Kewwords: brand,tourismindicators, tourism ave opment

JEL Codes: Z32,M31,M37
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I ntroduction

The way a city is perceived can change the future of that city in terms of busiressand tourism
efforts, and aso its relations with other cities or nations. A good perception can increase the
foreign dired investnents or the taurist affluence, al of thesehaving a posiive effect on the
citizens welfare.

Definingfib r and o

As Kotler and Armgrong (2014) argue, a brand is any name, design, style, words or symbds
usedsingularly or in combination that distinguish one product from anotherin the eyes of the
custamer.

A brandis, in fact, a promiseto custamers thatthey can exped long-term seaurity, a competitive
frame ofreference and consistent divery of functional aswell as emotioml berefits.

Also, it can be regarded as a set of maketing and communication methodsthat help to
distinguish a compaty from compettors and create a lasting impresson in the minds of
custaners. The key componentshat form a brands toobox include a bran d ddentity, brand
communication (such as by logos and trademarks), brand awareness, brand loyalty, and various
branding (rand maragement)strategies.

Definingficitybr andi ngo

Although the concept of branding has its roots badk in the 1940s,fithe first journas that have
tackled tourismdestination branding did not flourish until 1998, with the study of Pritchard and
Morgan from 1998, in which the concepts of branding and destination image were integrated
together. The recent appeaance of the destination branding articles in the acalemic arena gives
us grongreasonsto suped that this corceptis initsinfancyo (Kasapi andCela, 2017.

City branding startedby being consicered as the process by which the relation between people
and theimage of their city is built (Nickersonand Moisey, 1999, and that has therole to provide
a consistentand focused communication strategy (Hall, 1999. Or, establishinga posiive image
in order to gain recognition and to creae differentiation within a city as a destination,
consicering factors as: names, terms, signs, logos, design, symbd, slogan, the name being the
mostimportant one(Cai, 2002. In the end, it can be considered a methodmeant to increasethe
attraction of a city by creding city recognition (Rainisto, 2003. City branding is understoodas
the means both for achieving competitive advantage in order to increase inward investnent and
touriam, and also for acdieving community development, reinforcing locd identity and
identificaion of the citizens with theircity and adivating all socel forces to avoid socé
exclusion and urrest (Kavaratzis, 2004).

As we know, cities have aways been brands. Usuelly people think about cities in terms of
qualities or attributes, a promise or a sty. For example: Paris is romance, Milan is style, New
York is energy, Washington is power, Tokyo is modenity, Barcelona is culture, Rio is fun.
These are the brands of cities, and they are inextricably tied to the histories and destinies of al
theseplaces (Anholt, 2009.

17



International Gonferenceon Emnomic and Social Stulies (ICE0S)
10 - 11May 2018 ¢ Bosnia and Herce@vina/ Sargevo
Brandsplay an integrative role when related to places becauseat the core of the brand is culture
and the people whocreate it. Beyond promaing destinations, experiences and products, place
brandsenhance identity and culture (Gnoth, 200Y.

One of the most compex definition is that of Zenker and Braun (2010). They argue that city
branding represents all assocationswhich are visually, verbally and behavioraly formedin the
mindsof consuners and shaped by general design of the city through the aims, communications,
valuesand culture of its stakeholdes. In the same time, they mentionthat it can be defined as
the process employed by pubic administrations to intend to create place brands, networks of
assocétionsin thetarget groupsdmindsbased on the visual, verbal, and behavioral expresson of
a place, which is emboded through the aims, communication, values, and the genera culture of
the phce s kebaldas and the oerall place design.

It aims to affect the perceptionsof a place and position in the mindsof the taget groups.Place
branding can even be consideed as a figovernance strategy for projecting images and mareging
perceptionsaboutplaceso (Braunet a., 2014)

Cities own a diversity of features, such as culture, art, heritage, or natural resouces that create
compex identties that exist in the minds of consumes. These features work together towards
creating a differentiatedimage intheminds ofconsumes (Kasapi and @&la, 2017).

Introducing Alba llia

Alba luliatells the stary of a town with a millennial history, which has been a cgpital even since
the Romansand is aso nowadays consicered the Other Capital of Romana. The strength of its
cultural profile is also given by its exceptiona cultural heritage, which is to be rediscowered and
reprinted by the lacal people, butalso by the Ronanianand foreign tourigs.

Alba lulia tells the stary of its European old age, stating with the Romancivilization thathad a
place and a sgnificant role here. The Romangounded here twocities named Apulum (the Latin

name of Alba lulia). Each of themoccupieda large area in the soutlern and easten aress of the
current city. The Apulumcivil settlements, organized around thel3th Legion of Gemina, formed

the mostimportant urban center of Dada Roman.The elements discovered by archaeplogists are

copitalized on the Route of the three fortifi cations, on the main thorougtare of the Citadel,

Miha Viteazul Stred, and in the Citadel Square. Of the two cities founded here by the Romans,
thereis orly one left, Albalulia

Theurban flowering period of Apulum lasted lessthan200 years, being shrouded by theraids of
the migratory peoples.There were another 600 yeas of decay. Re-entering the history scene has
bean doneslowy, with small steps.

Abandored in the thrd century, the ruinsof the Apulum Castles and the edifices on the premises
will be given new destinations only at the beginning of the Middle Ages. On the ruins of the
Romanfortress were built the walls of anotherfortificaion - the medeval fortress. Nowadays,
the bastions built up in the 17th century on the southern side of are siill visible. The Saxon
Bastion, for example, is consicered as part of the Three Fortifications Route.The Sasgan
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Bastion was the sucassful part of a larger projed of medieva fortress with four bastions of
defense, to which the prince of Transylvania and the three politicd nations, the Saxons, the
noblesand the Szeklers had to contribuie. Only the prince and the Saxonssuaeealed in building
the lastions on thesouth sideof thefortress, bah integrated tody in the AlbaCarolina Fortress.

In the sout-westan corner of the former legion camp, two ealy churches were built: a rotunda
and a basilica of the Eastern type. It is the place where the foundations of the future episcal
center were bult, and around which an intenseurban life developed over time. Until the 14th
century, the Roman Catholic Catheda in Alba lulia was the largest religious building in
Transylvania. Nowadays, it is the oldestcahedal in Transylvania that continues to function,
being the oldestbuilding in Alba Iulia and Alba Courty, built at the beginning of the 13th
century. At the same time, it is the longest in Romang, having 93 metrs in the axle, being the
tallest buildngin Alba lulia and Albacounty through the taver measuring 56.7 medrs.

Almost for a millennium now, Alba lulia has been the religious capital of Transylvania, for one
or moreconfesgons. In the moal and physical structure ofthe Albalulia Fortress,the role of
religion is quite visible. At the center of the fortificaion built by the Austrians 300 yeas ago,
there are row two architectural jewels - the Roman Cathdlic Catheda and the Cathedral of
Coronation. The first embraces al styles used between the 10thand the 18thcenturies, the
Romaresquestyle being the mostusedone. The £mnd,in the Br@covenianstyle, was raisedin
record timeto hostthe coronation of the kings of Romang, Ferdinand and Maria, as sovereigns
of Great Romang, on October15, 1922. Even though thar history and destination are opposite,
symbdism reinforces the "cradle of cultures' reputation of the city (the Romanans and
Hungarians have been living togetherhere for about a mllennium now.

Alba luliawas for about onehunded and fifty years now, the politicd cegpital of the Principality
of Transylvania (the period when Transylvania was quasi-independent), with its epicenter inthe
Princdy Palace The edifice lived its glory in the Transylvanian Principality, when the fate of the
region was conducted from Alba lulia. It goes without saying thatthe residerce of the princes
consttuted during theepoch the center and the most important scene of the politicd life in
Transylvania. For this stege of thegreaesthistoric importance of thePalace, we have toconsidcer
thewhole comgex with three courtyards, including the area of today's Episcopal Palace Today's
palace represents about two-thirds of wrat was in the pemoden era when he hosed the
"Transylvanian Clay". Currently, it is in conservation, and specialists are investigating on the
ground the hidden traces of grandeur of the past. Here the first museumdedicated to the
Pincipated Transylvaniawill beestablished.

The third fortifi caion of the city, Alba Carolina Fortress, is the largest fortress in Romana,
perfectly preserved for over 300 years. One of the uniqueaspects of the White Carolina Fortress
is thesuaesson ofthe $x gates on theeast-west axis, on thesouthern flank ofthefortifi cation.

The years 1600and 1918 are two mgor moments in which Alba lulia interseded with grea
history. The first had Mihai Viteazul in the forefront and is appreciated by the historians as an
ephemera union, and somewhat on short term. From Alba lulia, from the Palace of Principles,
the voivodded thedestinies ofTransylvania, butalso of Moldavia and Wallacdia.
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After three consecutive centuries, Alba Iulia received the honor of being the city that gave
Romania ts identity. Here, in 1918,the dbcumentthatconfirmedthe unionof Transylvania with
Romania ves signed. This is the reasonwhy, the place has been regarded, for a century, as the
symbdic capital of Romani, or the Romamn s $oul Capital. In this context, the "Other
Capital" sloganwas designed.

The excdlent organization of the National Guard was one of the strangest argumentsfor which
Alba luliawas elected,in 1918,as the Grea National Assembly venue that deadedthe Union of
Transylvaniawith Ramania.

Nowadays, the Union from 1918is also redeemedby the modern methodof reenactment. Oneof
the troopsis predsdy the National Guard, reconsituted by a project of the Union National
Museum consgting of ten soldiegs andsevesl other volunteers.

Another ten reenactors embady all the persordlities involved in the organization of the Grea
National Assembby, butalsoin otherevents peceding the National Union.

There are two other renadment troopsin the city: the Fortress Guard and Apulum Guard. The
first onehas an artillery body, onefor infantry and anotherfor cavalry, and the second features
the atmosptere of the ancient world, with Roman legionaries, Dacian warriors, gladiators and
dancers.

After 2010 when the restauration of the Citadel began, Alba lulia is slowly becming a tourist
destination ofexcdlence

Alba Carolina Citadel is the lagest open-air cultural scene in Romana, where festivals, films,
exhibitions, theter performarces, historcal reconstruction showsare organized.

Restoring Alba Carolina Citadel

It took years of work, 150 million euros invested,studying of the original plansof the fortress
and purchasing constriction matrials thatare similar to thoseusedfor building the fortifi cation
hundeds ofyears ago.

In this way, Alba lulia becane for the whole of Romaniaan example of good pradice in using
European Fundsfor restoring a huge historical monument. With a lot of efforts, this city of no
more than 60,000 people has mareged to turn an area of over 100 hectares into an open-air
museumIn other citieswith much larger budgets, historic buildngs ae still in thecradle.

As we mentionedbefore, the stary of the city beginslong ago, two thousand years ago, when the
legion XI1I Geminacame tothoselands.The Romanduilt a castra, thenbuilt a town,Apullum.
Onthewalls of thattown Balgrad was built in the Middle Ages. In 1714, Alba luliaas it is now
turned into something uniquéor the soutreast Europe: a Vauban, a seven-corners-star-shaped
fortification withthree lines of defense.It was ramedAlba Caolina.
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The wondxful citadel was then huried in the darknessof the days thatfollowed. The seven high
bastions of 12 metrs, buildings of rare beauty, 6 triumphal gates and nealy 6 kilometers of
walls were more than 90yeas oldcovered with earth and forgotten.

Practicdly, the sculptural decorations present on the third gate are adually a living book of
history, the mostimportant statueon the thrd gate is that of Emperor Charles V1, duringwhich
thefortress Alba Carolina was built, he isdepicted on his horse ina positon of victor, aroundit
are statwes of Turkish pisones andthe ey of war.

Now the gate again has its own guard. The fortress guard also preserves the most important
buildings, the pved aleys, the sqares or daensof bronze stattes.

With the guard of the fortress,was given life to this historic building, the solders of the guard
work at the gatesof the fortress, andeven besidessome imporént ojedives.

In this way, Alba lulia becane an old-new city, everything is old, but it is fresny renovated
which gives life and notoriety, and thelittle statles showingepoch people are even mae
beautiful. Fortunaely for the city, thelocal administration understoodwhat treasurethey live in,

they understoodthathistorical tourismis oneof the mostimportant forms of tourismin Romania
and that if themorey is investedrationaly, it worth dangit.

So, after many years the restoration was dore, and it was done withgood tase. The investrent
was wath theeffort.

Branding Alba lulia

Alba lulia mareged to bre& the ice, being the first Romanan city to adopt a professonal
tourigic brand. In 2010, once with the frst works that transfamed the city, the city
administration chosean original way of affirming its identiy, calling out its citizens to answer
guestions sucles: whoare we, what best desribes us, what is wath promotirg?

In the following years, the touristlogo has been used wierever it has been invited: conferences,
events, national or international fairs, concerts, promaional matrias, gathering a remakable
numberof presence that has ensued its expansionand notoriety. Unfortunately, in many cases,
few graphic or astheticaspects were considered.

The lranding professonal that had this difficult misson has rigoroudy documened a tourist
branding manual, a consistent way of assstarce for anyone who chooss to usethe touristlogo
based onfiThe Other Capital slogan.

The city's handbookis important from two points of view: one pacticd, anothersymbdic. The
pradice is related to thecity's maketing objectives: therestomtion of the fortress will be
competed, and the promaion of the fortress will just begin. The pubic administration
consicered that it would be impossble to consigently crede and promade a city brand without
usingabrand manal.
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For thatreason, the Brand Manud has been created in 2014. In over 200 pages, the manal
covers, in addition to logo and slogan, typographic, chromatic,secndary visual elements, visua
identity recommendations, pradica applicaions,and especially a consistentstrategic part. What
does this mean for the city? It meansthatany promational adivity stating from thatmoment on
will be moreeffi cient becausethe brand marual guarantees the coherence and consisteiy of the
city promotioral efforts. From a symbdic point of view, the manwa is a premiere: Alba lulia is
thefirstcity in Romaniawith a brand manual made following theinternational standrds, as well
as the marketing strategy created by the marketing agency engaged by the local administration
for the job.

The city has been admitted in the "City Logo" city's marketing program of the European Union,
alongside cities suchas Oslo, Warsaw or Genoca. With this occasion, we were proud to see that
although we were the only city in Southesstern Europe that has been accepted and we are the
smalkst city in the program, we are looking not just as simple participants but as leaders in
marketing strategy.

Beyond the clear intention of representing a professonal work tool in promaing the city, the
manwal explains and guides how to use the identity elements. Thus, local busiressesor
organizations of any kind who want to improve theirimage and promade their belonging to one
of the most solid and recognized communities in Romana, have the opportunty to downlced
and use free of charge the city's branding manw from the City Hall website. The only
requirement is to follow theinstructionsin order to unalterably respect the purposefor which the
document vs created.

The Brand Manud congsts of a set of rules, recommendations and examples of using the city
brand, aiming to maintaina strategic and visual brand consistery acrossa 2 to 5 year stithe
period. Its role is to define boththe bran d @isual identity and its way of usageand thebran d 6 s
strategic foundition and thediredion of development.

The Alba lulia Brand Manud has two ections. In the Brand Identity section, the manwl

addresses:symbdism; logo and slogan; chromatic elements; typographic elements; secondary

visual elements; rules ofidentity usage; recommendations. TheBrand Strategy sedion addresses:
brand positoning; brand archetype; tourisic posiioning; brand development strategy

In their struggle to create a strongcity brand (the first in Romana), the authoritiesunderstood
that when tourigs think of the cities to visit, they usualy think of climate, level of pollution,
roads/ transport,the cost of living / prices, the dfers for leisue ime, events, cultural and urban
life.

In this sense, following the model for anayzing cities designed by Anholt (2006), the
administration invduntaily, butsystematicdly took care of the sixcomponents of thenodel.

First, they madesure that fiplaced componentis fulfilled by taking care of the outdoorsand
transportinfrastructure; after that, asking thecitizens abouttheir needsthrough regular polls they
fulfilled the fiprerequisted compment by making sure that the people living in the city have
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everything they need, and assurng ther basic necessties and public ameniies; the fipeopled
componentwas the easiest one becaise people in this regon have the culture of being friendly
and opened to cultural diversity. Practically, people living in the city acceptedeasily the foreign
tourids, the employees from shops,restauants all spek a little bit of English and everybody
understood how important that is. Being a small city, a transit one, of courseit needed some
fipulsed and for that, during the summer season, in the city are organized interesting events and
adivitiesthatare meant to satisfy different kinds of public. Because Alba lulia has huge tourigic
fipotentiad, the administration used Ewopean Fundsin order to offer economic and educational
oppatunities for the ones interestedin it. And of course, an important amount of morey was
spentin order to create fipresenceo for Alba lulia at national and international level by using a
strong promaional strategy based on socel media and participation in international tourism
fars.

Resear ch Methodology

The aim of the paper is to emphaste the impact that the Alba lulia city branding had on the
regional development indicatorsi tourismindicaors, in ourcase.

The objectives of the paper are to define city branding and determine the impad that this
maketing strategy had on different tourism indicaors, namdy: the number of tourids; the
numberof nights spentby tourids in the city of Alba lulia; the numberof accommodation units;
the numier of bed seds.

In order to adhieve these objectives, a secondary databased research was condwcted using the
data obtinedfrom the Romaran National Insitute of Sttistics.

Resear ch Results

After extrading thedata from the Romanan National Insitute of Statigics, Excd program was
usedin order to create the following graphicsthat show us very easily how important is for a
place to have an open minded local administration that understandsthe importance of a agood
marketing strategy; that understandsthat having a such mportant historical monument in your
city can bring alot of wealth inthetourismsector.

The following graphics showhow the tourismindicators evolvedin the last 1o yeas. It is worth

mentionng again thatnot only city branding influenced them, but also the stepsdonebefore that
moment.
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Figure br. 1- Theevolution of theaccommodation unis during2007- 2017
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From the graphic above (figure nr. 1) we can observe the evolution of the acammodation units
in Alba lulia during 2007 7 2017 period. Although at the beginning of the analyzed period we
can observe that till 2010there are no major evolutions. But, stating with the beginning of the
reconstriction period we can see thatthe numberof the accommodation units increased, and we
can obseve also in 2014 anotherimportant incressing poir. If in 2007 in Alba lulia were 5
hotels, in 2012 wre 6 and in 2017there were 9, the numberof thehotels almost doubled.

Figure br. 2- Theevolution of theaccommodation cgpacity during 2007- 2017
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In the case of touridic pensions,the evolution is even more mportant. If in 2010there were 3
pensions,in 2011 thee were 11tourigic pensions,in 2015 theirnumberincreased to 16, but it
slowy decreased to 14in 2017.

Similar evolutions can be seen (figure nr. 2) also, in the accommodation cgpacity for the same

period. The graphic showseven better how accommodation cgpadty has two important points of
increase: thefirst one isn 2010and the otler in 2014, moreemphasted in the caseof hotels.
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Figure br. 3- Theevolution of thenights spent by tourigs during2007- 2016
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Although Alba luliais consideed a smallcity for Romaniaand people used to say that it is just a
transit city, tourids sperding in average only one night here becausethere was nothing to seg
nowadays, the average of the nights spentincreased to aimost 3. This happened because thdocal
administration understoodhow important it is for the touristto find here astary, places to visit,
eventsto take part in, to have ared reasonto come rere and to remain more than oe day. The
figure nr. 3 showseven moreobvioustheimpad thatrestoring he fortress and branding thecity
had on the toustic indicators.

Figurenr.47 Theannualyevoluti o n o f artivalsidurng2®0%- 2017
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Figurebr. 57 Themorthly evolution oftourigs érrivals durng 2010- 2017
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Following same ascending curve, figures number 4 and 5 showhow the number of tarists that
arrived at Alba lulia accommodation units during 2010i 2017 increased. We can see from the
statsticd data thatalso Alba lulia has seasonaltourismand thatin the mead seasonthe number
of the touist increased fromlessthan 2000 in 2010to 7000 in 2017.

Figure br. 6- Evolution of totl number of tourigs during20101 2018(March)
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From the graphic above, we can see thatthe total number oftourids that cometo Alba lulia
increased. Although the number ofthe foreign tourists is not so high yet, we can obseve a slight
increased thowgh. The number ofthe Romanian tourigs is much higher also becaiseAlba lulia
represents oneof themast importnt historical objedives from Romaniaand for Romanans.

According to data obtaired from the hotelsin Alba lulia and Alba lulia National Museumand
someother previous researches doneon the Alba lulia touriam, mainly, the foreign tourids that
choose tovisit Alba lulia come fom counties like: Poland, Rgpublic of Moldavia, Italy,

Germany, Hungary and othernear European countries, but also from farther counties like
Finland, Sweden or even Australia.
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Conclusions

Analyzing thetourismstatisticd indicaors, we can conclude that the local administration from
Alba lulia successfuly suaeeded in creating a place brand, networks of assocétions in the
tourigs 6 dmi adedbon the visdl, verba, andbehavioral expresson of Alba lulia

For sue, this sucesswo u | chave lleen possble if the lo@ administration wouldnd have
worked according to CBI six key dimensions:presence (international statusand standimg); place
(outdoass and transpor); prerequigtes (basic necessties, public ameniies); people (friendliness,
cultural diversity); pulse(interesting events and activities); potential(econonic and educaional
oppatunities).

City brand can have a huge impact onthetourismindicators if it is doneright.
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Abdract: Eduational effeds as external (sccial) educaional gods are redized changes in the
emironment that are the produt of behaior which is learned through eduation. These eduwcational

effects can be identified, in particular, at the level of higher edu@tion duing the problem séving which
leadsto the alignment of the curriculum conent of higher education institutions and the needsof the
saciety (envronment). Numerous unversities have focused their curricula on unpofessional
undegraduate vocational skills and compeerces with which they achieve the hHghest empbyalility
through external gods of educdion,i.eean the nost.

But the greatest obstacle for all higher education ingtitutionsis finding the paths towards the educationa

outcones that will make educaional production (the graduaes of these higher educdion ingtitutions)
acceptable in the edu@tional environment. These edwcational outcomesof edwcational production are in

direct relation with all elemerts of the curiculum systemin their interrelation. If we want to improve
eduation or achieve a higher quality of educational production, it is necessary to harmorizethe charges
of certain elemants of the curiculum system. If we achieve the harmanization of the integral (and not
partial) changeswe can expectpostive effects and the reduction of the cost-berefit ratio. Thisis the path
of aninternal reform of eduational activity, the bads of which is the systemic arelysis aimed at
identifying the combination of chargesin each of the éemants of the curriculum system. Surely, we must
keep an eyeon cetain limitations (internal and external) which will ultimately, with the quality
andysisshowif it ispossible to carry out a project of changes with werification of its cost-effectiveress.

Kewwords. educational effects, edu@tional production, changs

29


mailto:melissa_smajic@hotmail.com
mailto:sejla.smajic2016@outlook.com

International Gonferenceon Emnomic and Social Stulies (ICE0S)
10 - 11May 2018 ¢ Bosnia and Herce@vina/ Sargevo
I ntroduction

The quality of educaional outcones, and the cog-benefit ratio with which higher education
institutions are increasingly struggling to and the desire and efforts to enhance the current
relations with whch neither educational inputs in hgher education ingitutions, so investors or
educational production (graduates of these insStutions of higher education) a, educaional
outcones as well as educational and learning environment as external objectives of educaion are
not satisfed at all.

Educaional outcones of educational productions are diredly related to all elements of
curriculum systemthat consistsof a special interrelationship.If we want to improve educdion,
or to adhieve a higher quality of educational production it is necessary to harmonize changes in
cetain elements of the curriculum system.If we marege to harmonize thechanges there can be
expeded positiveeffects and areduction ofthe cost / benefit ratio.

The educationdl effects, consicered by Pas t u ¢199)/ does not depend only on the quality of
educaional outpus, but also about the extent to which they becme enters the elements of
external learning goals (subsystem).

Furthermore, the same author says that the elements of external goals of educaion are muualy
conreded and therefore the economic profitability of investrment in educaion dependsnot only
on eanonic condition, butalso on thefunction of other elements of the external objectives of
educaion (educaional environments) and the reationship between them, becaise equa
educational productionsdo not produce the same emnormic effects (Burton, J. K. & Merrill, P. F.
, 1977.

There are two elements in regulating the use of the humancepital in the econamy that are
especially important: the dominant cultural patterns and the politicd structure of theState
(entity).

Thereturn on investment in education

Cod-benefit appraoach is diredly related to the theay of humancepital thatits esseme is based
on the setting thatthe flows are, dedding how much someinvestnent to investin human and
physical capital, opposite. Therefore, the profitability of both of thesecapitals (human and
physical) is determined identically. The same is compo®d in the cdculation of the cost of
education that is predicted and their dired relationshipwith the potentil benefits that will be
achieved by increasingthe education Boyd, W. L., 1988§.

The candidae approad is on the tril of the cog-effectiveness easier compaisonsof mutiplied
invesments and finally the recognition of economic and most effective investnent. This opens
up the possbility of calculating and comparing rate of return of al investedin humanand
physical capital, that is, the justification of investment in hedth and educaion, that is, the
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justification of investnent in educaion at al levels both in formal, and various forms of non-
formal education.

This return on investrrent in education (estimates of return oninvestment in education) based on
the treory of humancaptal, intheworld started to explorein themid of thelastcentury and with
oneside,thusexploring theewnormic profit after investrrent, and with the otherside,the results
of which are based on time and estimates based on new emnonic techniques,confirmed the
importance of the theay of human cepital whose underlying hypotheses are hesed in the
assumption that individuals and colledives invest in hedth and educaion becaise inthis way
increase, with one side, annual and life eanings of individuals, and on the othe, increases
eoononic growth, insitutions or saiety.

Therefore, there is imperative imposeof need for clarifi cation of the emnonic effects of the
education and the factors that condition themin the econonic part of the externa objectives of
education (economnic environment). There are numerous factors which condition the utilization
of educaion, which forces andCroatian author Patuovil (1999:

1. Acompatiblity of educational productions(for professonsand degrees of educaion) with

the reals of theemnamy and saiety,

compatiblity of the content of education and therequirements ofwork,

the quality of education (educational outputs),

regional, doral and aganizationa arrangement of employees personrel,

applicaion of theresults of educaional stéf in the organization and sodetyfi( Past uovi |
1999, p. 392

This cog-benefit analysis can be caried out at multiple levels to deade howmuchto investin
educaion. These levels are:

1. individual lewel
2. ingtitutionlevel
3. nationd level (entity, cantonal).

abrwn

What is particularly interesting for our consicerations are thesetwo last levels, this second and
third level, the level of the institution, ie the aacessto costs-benefits at the university level and
the cog-benefit ratio at the national (entity, cantonal) level.

Cog-benefit at level of the educational institution

Cog-benefit at institution level (university level) can be viewed through, on the onehand, dired
costsand the value of lost time (organizational costs of educdion of employees), and on the
otherhand, withthe overal benefit of such educaion as agenera good.

If we draw the parale between the benefits of investingin educational contentand various
forms of physical capital, as aproduct we can get rational investment decision-making.
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Unlike an individuals level, eamnomc cog-effediveness of educaion can be moreeasily
assesad at theinstitution level (University level) and is the mostimportant investent dedsion
maker.

This investrrent dedsion as a besisfor its adopion takes the preinvestrrent study, which is based
on the conceptual solutions. Preinvestrent study appraaches to analysis of al variants thatmake
an investrent decision from an ewnomic positon. There is no significant difference between
investrrent and pe-investment gudies.

Cog-ben€efit at national (entity, cantonal) level

This third, national level, ie accessto cog-benefit (at national level) is particularly interesting
becaiseit is common knowledge thatpublic authorities finance publc educaion systemsto
aacelerate the economic development of thecourtry by estimating.

At this level of national (entity, cantonal) level, this approach estimaies the profitability of
different investments in physical cegpital and different forms of investnent in humancapita, ie
theviability of investing in different degrees and types of education. It is one of the elementsfor
developing a development policy on a macroplane plan and microplane educaiona policy.
Through the cog-benefit approaches during the seventies and eighties many national researches

on the versatility of different types of education have been conducted. They are presented in

review studes, which have been repeaedy updated by Psacharopaulos, G. (1981). Pas t uo v i |
(1999) useddata colleded on a smple of 44 countries. Based on thesedata he reveds severa
regularities:

1. AThemostprdfitable ores aeindividualand sa@ial investmentsin eementary education.

2. The greder benefit of investing ineducation, espesially in higher education, is the
educaed individual rather than the saiety.

3. All rates ofreturn to edicaion are signifi cantly above 10%.

4. The profitability of educaiona investrents in the underdeveloped countries is higher
than in dvelopedcountiesfi(Pas t uovi | 363)1999, p.

When dedding on investing in education at the national (entity, cantonal)level, important data
are gained in the cog-benefit approac (though not the only one) because the stateand entities
through investnent in educaion exped not only eacnormic gain but also the onein the sphee of
politics, culture, emlogy, or have a wider sogal context. This cog-benefit approach is usedwith
otherreportsfrom other ministries of the state(entities, cantons)to form annual budgets so that
budget alocations (for public spering) to al government ministries are corred and to the
satisfadion ofal ministries. According to the World Bank report, at the end of thelastcentury, it
stated to maintain a restrictive financial policy towards education at al levels of public
educdion institutions whoseprevious investients were above the optimum. Budgetary fundsat
the nationd level (entity, cantonal)thatwere previoudy planned for public educaion are geared
towards the needs of heath cae or emnamic infrastructure (Wald Bank, 1987. This
redistribution of budget resources is theresult of weak emnonic effeds of educaion and
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visualy dissatisfied governments (financial, cantonal) which the fundshave dedded to redirect
to more cog-effective investments.
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Conclusion

Within the theay of humancapital, the underlying hypothesiss set against contradictionsin the
dedsion-making process of investng in physical and human capital, so the profitability of
investingin physical and humancapita is determined simultaneoudy. The econonic viability of
investing in education is not only conditioned by the ewmnomic situation but aso by other
elements of the external educdiona goals (educdiona environment) and their interadion,
becaisethe sme emnomic effects are notthe result of equitable educaional production. The
results of many studes have shownthatthe mostprofitable investnentsin elementary educaion
(individual and socil), thenthatindividualshave a greaer benefit thansocketies if they investin
higher education and that all rates of return on investrrent in educaion are hgher than 10%
particularly concerning investment in education in undedeveloped countiies.
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Abstract: There has been a significant increase in the number of Internet ugrs worldwide. For
budnesses, it is an unpaalleled opprtunity to sl products and services through this \irtual chamel.
Therefore, it is crucial to unde stand how consumers perceive online purchases. Theaim of this study is
to conpare two different countries, Portugal and Bosna and Herzegovina, regarding their online
purchasing betaviour. Data was collected throughan orine survey dstributed in November of 2017. A
total of 180 vdid respanses was oliained. The grcenage of Patuguese responderts who had mver
boughtoniine (12%) was much lower than Bosrian respandents (35.6%). Howeve, considering thase
who had #&eady purchase online (134 rmsporderts), there were no significant differences in the
frequency of online purchases between Bosiian and Portuguese respondents. Moreover, in bath Portugal
and Bosiia and Herzegovina, ageand level of education do not have a significant effect on the frequency
of online shoping. There were no significant differencesbeweenboth countries regarding perceived
risk, perceived usefulness, eroymeat and trust in online shomping. However, peope from Portugal
recognize that there are more benefits from shopping online than Bosrian peqle do. In both countries,
the mat purchased itemsare clothing andtravel.

The opinions and experiences of frierds are significantly more important to the Potuguese regading
online purchasedecisions. Other factors that are significantly more important to the Portuguese than for
Bosrnian arethewebsite gppeaance,easeof navigation, prodict variety, special offer g/discounts,

Detailed product information, terms andconditionsof welsite and privacy protedion.

Thefindings of this study provide useful insights for online stores sdlling to the Portuguese and Bosiia
and Herzegovina markets. Indeed,understanding their online corsumer behaviour can hdp themto
increase onlineshogpingin these caintries.

Kewwords: Onlineshopping, corsumer behaviour
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Introduction

Theworld has changed dnce the invention ofthe Internet. Thelnternet notonly changed the way
busiressesare condwcted but also the traditional way of people shoppng. For instance, now e i
commerce is one of the alternatives available to the consuners(Adnan, 2014). According to
Tedopedia, ET commeceis the buying and selling of goods and services, or the transmitting of
funds or data, over an electronic network, primarily the internet. These busiress transactions
occur either as busiressi to i busiress,businessi to 1 consuner, consuner i to 1 consuner or
consungr T to T busiress. Internet is being used by consuner for different reasonsand purposes
such as for seaching products and services, new features, prices and compaison of prices,
reviews, selection of products or services through Internet placing theorder, making @ymentsor
another of therequired products through the Internet. (Moskhrefjavadi, Dolatabadi, Nourbakhsh,
Poursaedli, & A sadollahi, 2012. Nowadays, online shoppingis being more and more presented
and useddueto its easeof use,comfort, convenience, costsaving and time saving(Adnan, 2014).
Moreover, increase in online shoppingadivities forced companes to offer their products and
services online to gain compettive advantage over othercompanes in the maketplace. In the
past, people were boundto opening imesor speific locations. However, nowadays time is not
limited and consuners can purchase products and services virtualy at any time and place
Internet has become present in our everyday life as a medium for communication and
information@@dnan, 2014). According to Statista(n.d.), the leading statstics compayy on the
Internet, theretail e T commerce sles worldwide have been growing yearly, and the projections
showsa growth to 4.48trillion US dollars by 2021. The highest online shopping penetration rate
is in China. From November 2016, the most popularonline shoppingcategory is fashion. The
statstics on e T commerce shae of total global retall sales rom 20157.4%) to 201710.1%), and
is expededto reach 15.5%in 2021.0nline shoping is oneof the most popular online adivities
worldwide (Statista, n.gl.

Lit erature Review

Factors influencing consumer buyer behaviour in this study

Consumer buying behaiour is the outcome of the neds andwarts of the conaumer andthey puchase to
satisfy these needs and warts (Dudovskiy, 2015. The factors that will be discussed in the following
section have beenchosen after reading the relevant literature in the field of consumer sdbehaviour in
onlineshoppng.
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Per ceived risk

Peaceivedrisk hasa great effect on online consumer behaviour andtheir intention to purchase. Indeed,if
corsumer perceived risk is high, their consumer intention to purchase product or service online will be
low. On caitrary, whenthey perceived therisk is low, their intention to puchase onlineis going to be
high. Theriskisrea andaslongit isred, it will affect corsumerd behaviour online. Researchers define
perceived risk with respectto improbahlity and cosequerme. Mareover, perceived risk may bein same
cass over exaygerated dueto the limitation of the physica access to product/servicesand sales persomel
(Forsythe, Liu, Shamon, & Gardner, 2006). A study doneby Kumar andDange (2014)analysed diff erent
dimenrsionsof perceivedrisk such asfinarcial risk, time risk, product risk, ddivery risk andtrustrisk that
influenced online shoping behaiour. Moreover, the study mertioned that there are two camponerts of
perceived risk such as. uncertainty andthe significance of the corsequencesof particular purchases. The
uncetainty sandsfor the possible outcomeswhich could have positive or negative behaviours and resuts
of this consequences. When we discuss the uncertainty, we canalsosay that it is linkedto possible lossof
money dueto making finandal transactions. Finarcial transactions on Internet canleadto various risk
factors.

Product risk

Product risk is the product itself. Theriskis alied with the consumers bdief whether the product would
function acarding to their expetations. A study doneby Yeni-eri & Akin (2013) arguedthat product
risk was related to poor peformance, especialy when the product did not meet the consumers
expetations. The major problem was inability to assess the good quality of productor brandin online
stores. Moreover, the non-availahility of physical inspection resulted in increase of the product
perfformancerisk. Ji eta. (2012) studied the consumer attitudetowards the online shoping andfocused
on impact of different perceived risks. The study found that there was a negative effect of product
performancewhen it came to products like clothing, while there wasa paitive effect whenthe consumer
shoppd produds like cél phores. Shabkad (2015) argued that mgority of online casumers were
corfident in getting the same product that they puchased online, and consumer did not have fear of
reaivinga poorpeaformance poduct through amalfunctioning merchardiser over the Internet.

Delivery risk

The fail of ddivery might occur by the goodslost, goodsdamaged or the goodswere sent to a wrong
place after the confirmation of online order. Delivery risk is one of consumer simajor concerns regarding
the purchase of products online. Therefore, customers try to approachtrustworthy online sellers so they
can reduce the product delivery risk. Furthermore, when consumers purchase from reliable online
mercharts, they feel safe andsecure. For these reasors, online merchants should provide insurance
coverage to online buyers if anitemis not ddliveredto the consumer (Ariff, Sylvester, Zakuan,lsmail, &
Ali, 2014).
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Mosoud (2013) research showedthat noni delivery of order will have negative influence orthe attitude

toward shoppng orine. Rople do nottendto shop oline becausethey are notsure whether the ordered
merchandse will be delivered or not and lack of seriousress and efforts toward building trust by the
retailers make it a significant reasn.

Moshrefjavadi et a. (2012) research adso showed tha fear of non-ddivery of order will have negative
influence on attitude toward online shoping. That is, higher the risk of losing money andprobalility of
disclosing credit card information, the lower attitudetoward online shoppng.

Hong (2015) suggested that ddlivery risk had a positive effectif corsumers ordered the product from a
reliable online merchant. During purchasing from reliable online merchart, the corsumer felt safe and
secure fromundesired product delivery problems,

Shalzad (2015) reseach showedthat delivery risk has no significant impact on corsumers @nline
shopping behaviour, andthatthe mnsumers gettheir products through reliable and trustworthy suppliers.

Psychologicalfactor

Trust

Trustis atype of psychdogcal factor andis relatedto the protection and safety of corsumers. It provides
protedion on the websites andt keepsthe persanal information safe (Ariff etal., 2014). Moreover, in the
research done by Ariff et d. (2014) it was mertioned that security and trust had a positive effect on
corsumer Sattitude in online shopping.

Yoruk etal. (2011) research wasbased on the Turkish and Romanan consumers, andit was shownthat
trust and security were the mgjor obstadeswhenit came to not shogping aline. Similarly, in dfferert
research, Monsuweet el (2004) research showed that if the trust of the consumers wasviolated in any
way, it led to the negative attitude toward the online shoging. On the dher hand, keepng pesond
information safe andsecure ledto the positive attitudetoward online shopping.

Per ceived relative advantage

Perceived usefulness

A study done by Ramayah and Ignaius (2005) argued that perceived usefulness was not a significant
factor in deermining the intention to sltop orline. The study bdieves that this suprising result is
contingent uponvariables sih astype of produds. Theefore, online purchases are believed to be more
common in familiar products (eg. bodks, CD&), while shoppers still prefer corvertiond meansfor
appaels and houshadd items. Accading to the Renny et al. (2013), perceived usefulness influenced
attitudetoward online arlinesticketing usability, pcsitively.
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Perceived enjoyment

Consumers associate shopping with the enjoyment meaning it is a fun activity regardless of whether it is
anonline oroffline shopping. Accading to Venkatesh (2000), he comidered the peéceived enjoyment as
fithe extent to which the activity of using a specific systemis perceived to be enjoyalle in its own right,
aside from anypeformance consequences resulting from the systemuseo. A study doneby Ramayah and
Ignaius (2006) foundthat peceived erjoymenthada postive influence on the online shopping intention.
The study further contends that individuals would only purchasethrough the Internetif theyfindit to be
fi goyable O .

Portugal and Bosnia & Herzegovina

Portugal andBosria & Herzegovinawere chaenfor different reasons. Firstly, it waseasier to collect the
data from these two courtries. Secondy, we wartedto see the diff erencesbetween these courtrieswhen
it came to the alline shoping. Moreover, we will start with the lrief factof Internetusage in Bosria &
Herzegovina and Portugal and then proceed to the statistics abaut the online shoping in the above-
mertionedcourtries.

A brief fact abaut theinternet usage in Portugal and Bosrniaand Herzegovina:

Bosnia and Her zegovina Portuga
Population 3,802,134 10,304,734
Internet Users 2,343,255 6,930,752
Pendration 61.6% 55.6%

Table 1 InternetUsage in Bosnia and Herzegovina and Portugd (Stats, 2016)

Portugal

There are currently 5.5 milli on e commerce users in Pottugal with projection of 1.67 milli on new users
to be shoming online by 2021.7.2 million of e i commerce users will represent 81.1% of the tota
popuation. Furthermore, the average user spends 440 euos online,and it is estimated to grow up to 520
euoshby 2021 (Portugal e-commercewill grow upto 7.2 Million Online Sh@persby 2021, 2017)
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Figure 1 Number of usersshopgng online (in millions)
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Figure 2 Userby Age Group and Gender in the e - commercemarket (in millions)

As you cansee from the figure above, males beween the age group of 251 34 accounts for the biggest
market share, represerting 1.1milli on online shgpers. The females aged between 16 1 24, acounts for
800,0000nine shapers. It is projected that the ration of male to female shoypers will remain the same
aaossmost of age groups(Patugal e-commerce will grow up to 7.2 Million Online Shoypers by 2021,
2017)

Total ei commercereverue aaossall product caegoriesis 2,97 billion USD andit is expectedto reach
4.6 hillion USD by 2021.The lealing product category that accounts for 808 million USD market share
are Toys, Hobby & DIY. The secondoneis fashion, accounting for 801 million USD. It is projected by
2021,that fashion will lea the charge, valuedat 1.3 billion USD. Moreover, Toys, Hobby & DIY will
alsogrow, reaching 1.2 billion USD.(Portugal e-commerce will grow up to 7.2 Million Online Shogpers
by 2021,2017)
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Figure 3 Projected e - commerce Revenue Per Year by Market Segment (in millions)

Whenit comesto the preferred online payments, 48% of online shoppers used Prepad Cards, 40% used
BankTrander, 9% used Credt Cards and 2% selectedeWall ets.

It is important to mertion that 90% of online salesin Portugal were made via the computer. 4% of
purchases were made via tablet and 4% via smartphone. (Patugal e-commerce will grow up to 7.2
Million Online Shopersby 2021, 2017)

Bosia and Herzegovina

Small number of Internet users in Bosnia and Herzegovina practice to shop online. The major reasonsof
not shgoping orine are distrust, con@rn for money and product safety. Moreover, we cansay thate 1
commerce arrivedin Bosnia andHerzegovinawith the orine servicessuchas E 1 kupon.baCityDed.ba,
Jupi.ba, etc. Online ®rvices have affected more and more users to dart shopping orline, due to its
attractive dfers. (Selimovic & Pegek, 2014)

Whenit comesto Bosnia and Herzegovina, there are no statistical data on e i commerce yet. Accading
to the reseach done by Ozlen et al. (2012), out of 350 peqle who participated in the survey, only 110
said they have bought online at least once. Furthermore, it was found out what items were bouwght the
most online. The resuts differed when it came to female and male. Females $ioppedonline for dothes
while males shoppedmore for sdtware, bods and travel.

Also,age gayed animportantrole. Peqple in earlieryeas (1971 23) were the bggest portion of thosewho
said they bought at least once. Thosewho had 24 yeas or more were lesslikely to be online customers.
Theresearch found that discourts were the highest on the list of the things peope liked whenit came to
onlineshoppng. PgyPalisused mogly by the cneswho shop aline.
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Methodology

There were two data used for this research: primary andsecondary data. The primary data wascolleaed
through anonlinesuveythat conssted of49 questions that measued:

INSTRUMENT CREATOR AND YEAR NUMBER
I T(f.:'.f'ﬂ-!'..‘i
Perceived risk (Shahzad, 2015), Masoud (2013) B
Usefulness Cheema et al. (2013), Amaro & Duarte (2014) 3
Enjoyment Cheema et al. (2013), Amaro & Duarte (2014) 3
Psychological Factor(trust) | Amaro & Duarte (2014), (Shahzad, 2015) 3
Perceived benefit Cheema et al. (2013), Amaro & Duarte (2014) 3

The online survey was distributed to peqle in both Portugal and Bosria & Herzegovina. After the
samples were collected they were passed to anExcd file in order to areate a SPSS which we used for
andysing all thedata.

Statistical tests that were used:

1.

Independent-test used to see whether thereis adifferencebetweentwo diff erent
popuations.The pgulation meanis urknown.

ChiT Square: involvestheuseof parametersto test statistical significarce of the

obsewvations undr study

Mann 1T Whitney U test is a nonpaametric test of the null hypothesis used to compare
differences between two indepenent groups when the depencdent variable is either ordina or
cortinuaus, hut not normally distributed.

Interquatile range (IQR) i aso caled the midspead or middle 50%, is a measue of statisticd
dispersion, béng equalto the difference between 75" and 25" percertiles, or betweenupper and
lower quatil es.

The seconday daa was coll ected throughout the Internet searches, books and articles. The literature on
the Internet was carefully reviewed in order for a better understanding of the research study topic.
Moreover, my mertors providedme with the right saurcesanddirected me to move to theright direction.
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Results
Frequencyof online sh@ping versus nationality

There were 104 respordents from Bosnia& Herzegovina, while from Portuga there were 76
makingit total of 180regpondents. Of the Portuguese, 67 shoponline, so9 (124) never shopped
ortline. Of the responants from Bosnia& Herzegovina, 67 shopsonline so 37 (3558%) have
never shopged onine.

p=0.336 (Fisher exact iest) Live Total
Portugal || Bosnia and
Herzegovina
Shopping More than once a week Count 2 3 5
Online % within Live 3,0% 45% 3,7%
Once a week Count 3 4 7
% within Live 4,5% 6,0% 52%
2-3times a month Count 12 1 23
% within Live 17,9% 16,4% 17.2%
Once a month Count 16 13 29
% within Live 23,0% 19,4% 21,6%
Less than once a month Count 24 16 40
% within Live 35,8% 23,9% 29.9%
As lictle as possible Count 10 20 30
% within Live 14,9% 29.9% 22,4%
Total Count 67 67 134
% within Live 100,0% 100,0% 100,0%

Among thePortuguese, the percentage of respadents who had never bought online was lower
thanthat of Bosnian respondents (12% and 35.6%, respectively). However, for the otlers, there
were no significant differences in the frequency of online purchases between Bosrian and
Portugueserespona@nts.o

Frequencyof online shgping ver sus educational level and age(in each nationality)
Fisher exact test: p=0.548Portugal ; p=0.81Bosia& Herzegovina

Shopping Online * Education Level Crosstabulation

[T [ T T = S I ] Correlations -Spearman

e

Spearmans o || Portaga

Correlations

¥

5
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In bath Partugal andBosnia andHerzegovina, age and level of education do not have a significant effect

on frequency of shoppingonline.

Factors versus nationality

Eachfador was assessed by the meanvalue ofthe carresponding items for eachrespordert.

| ENC—
Forligal Bosnia and Herzegoving F [Mann-Whitey
aen Siandard Deviation ]| Mean Siandard Devishion is Test Summary
Fercelved Figk (mean, Z.E! Ej ZE gﬁ
Null Hypothesis Test si Decision
[Trust (mean] EXH i 3.28 K] T | e =
Mestuness [maanT T Independsnt
[ Usefulness [mean) ] B2 287 ] DAt The distribution of Ferogived Risk Samples Rata
Enjoyment (mean] 5H AT ¥ EE] X H foss Manne 240 ol
finey
Beneft (mean] 3BE i1 327 08 0.004 Test
1o i
208 null
Independent Samples Test hypoth
Levene's Test for t-test for Equality of Means
Egqusiity of Varisnees
. = The distribution of Usefulness Retain th
" = T [F [=E [ St B 5 oz mitton of b =5
- Weronce sategaries of Q1_Live hypoth,
Eg 462 498 -152 132 LBSD 02265 L4018
[ ~152 131,155 || .E&D -~ 02265 L1481E
i To7 i ToaL | 2 7 aase pETs
0 1031 || 2838 || 277 1aaze s
Useful [ 11,308 001 1690 || 132 093 23881 (14131
{mean Eg 1,690 || 121,053 || 094 23881 14131
Enjoyment [ 2,042 ,155 - 782 132 A5 - 11940 15262
{mean} [ ~782 128,809 || 435 -11940 15262
Benefit Eg 3,781 054 2,846 || 132 005 43284 15210
fmean B 2806 || 126320 || oos || 4saae 20

There were no sgnificant differences béween both courtries regarding peceived risk, perceved
usefulness, enjoyment andtrust in online shopping. However, people from Portugal recognize that there
are more benefits fromshoppng onlinethan Bxsrianpeope do.

Most purchased items (in eachnationality)

80

%> 1

T
Fortugal

In bah courtries, most purchad items are clothing andtravel.
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Influenceof family, friends and mlineforumsversus naionality

Portugal | Bosnia & Herzegovina P- value (Mann-Whitney test)
Hypothesis Test Summary
Mull Hypothesis Test gig Dacision
Opinions and 3(2-4) 3(2-4) 0.778 A Independent-
. . The distribution of Samples Retain the
experience of family 1 210_Opinions_Exp_Family isthe Mann- 78 null
samg abross oategories of Q1_Livelihitney U hypothesis.
Test
Opinions and 4(3-4) |3(2-4) 0.007 Indepandsnt:

i he distribution of Samples Rejecthe
experience of 2 010 Opinions. Exp_Friands isthe Manh 007 | pull
friends same across categones of Q1_LiveWhitney U hypethesis.

Test
Opmu.m and 3(2-4) 3(2-4) 0.730 T ———
experience The distribution of Samples Retain the
" i 2 10_0 _Exp_Fomms is the - 730
discussed on online same Steg. @4_ Livelithitn 2y U hypothesis
forums Test

Asymptotic significances are displayed. The significance level is 05

The opinionsand experiences of friendsare significantly more importantto the Potuguese (p=0.007) for
the aline purchase decision (p=0.007).

Importance of somefacors versus nationality

Hypothesis Test Summary
Test sig)

Null Hypothesis

Indepandant.
Samples

Other factors that are significantly more important to the Patuguese than for Bosrian are the welsite
apperance, easeto navigation, variety of products, spedal offerg/discounts, detailed product information,
terms and condtionsof webdte and privacy protection.

Condusion

Online shopping is becaning more and more presented in our daily lives. Internet development led to
whole world of business oppatunities aiming at redefining business success. Internet has creaed a
significant impact on attitudes of buyers dl across the globe. It has provided new opportunities to
comsumersto purchasegoodsand servicesvirtualy, anytime, arywhere. There is an increasein nunber of
internet users worldwide, and for marketers it is an oppatunity to offer their products and services
through this virtual channel. Many factors may aff ect the decision of buyers to shop online. This research
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study was undeataken with the basic objective of exploring main external online factors that affect

comsumer buyer behaviour. The study reveded five main externa online fadors sich as perceived risk,
usefulness, peceived benefit, trust and @joymert. For the pupose of this work, 180 individual
respondeants from Portugal and Bosia & Herzegovina wereconsidered and pimary data was dawn sing
fiveT point Likert typescale. On the onehand,results from the research study reveded thatthere was no
significant different between courries and perceived risk, usefulnessandtrust. On the other hand, there
wasa diff erence betweenthe nationality andperceived benefits. Patuguese people assumesthat there are
more benédits whenbuying orline than Bosnian people do. Furthermore, there was a difference between
the nationdity and enjoyment. Pe@le from Bosria and Herzegovina seems to erjoy more thanpele in
Portugal whenit comesto shoppgngonline.

The demograplic finding reveded that Portuguese peope are shoppng orine more frequently than
Bosrian peqle do. Majority of Portuguese pegple shops online less than once a month, while Bosian
peope shopsonine aslittle aspossible. Moreover, whenit comesto Portugal, female tendto shoponline
more from comparies based in the country they live in, while males tend to shop online more from
companesbasedin European Union.

Whenit comesto comparison of countriesand opiniong/experiencesof family, friendsandonline forums,
Portuguese peqle are more following opinionsandexperiencesof friendsthanBosrian pele do. There
is no significant difference in opinions and expeiencesof family and online forums.  Moreover,
Portuguese peqle are more following importance of website appearance,easy to navigate through web,
variety of products, special offers/discounts, detailed product information, terms and corditions of
website and protection of privacy than Bosian people do. There is no significant difference when it
comes to free shipping and legal certification. Furthermore, Portuguese peqle are more following the
improvemerts of more secured website, customer service and return exdange policy than Bosnians do.
There is no sgnificant differencewhen it comesto ddivery on time, displayed hidden costs, webste
interfaceandproduct trackking proces.

To conclude, continuousefforts have to be devoted to sudying corsumer online shopgang behaiour in a
dynamic way. The present study hasbrought new dimersions and ideasto urderstand online corsumer
behaiiour and increase the market patertia of online shopng in Portugal and Bosria & Herzegovina.
Future studiescanextend theresuts of this study for investigating the aline @nsumer buying behaviour.
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