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Abstract 
 

Studentsô  possession  of  a  variety  of  entrepreneurial  skills,  regardless  of  their  field  of  study,  is 

undisputedly the most valuable accomplishment for their future. Entrepreneurial educators are the ones 

who promote these skills in their students. This paper explores creativity in teaching because creativity is 

regarded as one of the constituents of the entrepreneurial mindset. The paper aims to assess educatorsô 

self-perception of the importance of creative teaching factors (CTF), show their understanding of creative 

people and provide suggestions to promote the culture of creativity and innovation within classrooms. In 

order to rate the importance of CTF, an online survey was conducted. There were 149 educators from 

various European countries who participated in the survey and they gave the highest importance to 

the willingness to improve, commitment to teaching and acquiring new skills and knowledge. When 

describing a creative person, most educators mentioned the possession of the skill of problem solving as 

well as out of the box thinking. As to suggestions of promoting the culture of creativity and innovation in 

the classroom, a majority acknowledged the use of technology, e-learning, experiential learning, and 

most importantly continuous professional development of educators. Hart and Sriprakash (2017) 

mentioned that studentsô merit is ascribed through ranking of institutions, programs of study or graduate 

employment  outcomes  and  it  engenders  a  tendency  to  pursue  excellence  which  in  turn dampens 

innovation and creativity. Our research has proven that precisely aspects such as the curriculum, lack of 

materials and insufficient teacher training inhibit creativity and innovation. The findings hope to raise the 

awareness of various ways of promoting creativity and innovation within classrooms, and thus boost the 

entrepreneurial potential in students. 
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Introduction 

 
Educators have always been the crucial factor in studentôs education and their main role of 

preparing students for their future employment and career has not changed. Additionally, 

creativity in education is becoming ever more relevant since it enhances the dynamics of both 

teaching and learning. Possession of creative skills distinguishes educators amongst themselves 

and sets a new path for modelling future generationôs knowledge. 
 

If educators themselves appreciate and practice creativity, they will  transfer the enthusiasm to 

their students, which is utterly important in the 21
st 

century, when the creativity and innovation 

are valued highly. Nevertheless, expectations from graduates are different to what they used to 

be, and what was needed from them ten years ago is not what is needed now. Entrepreneurial 

skills have gained reputation as important qualities valued both in business and in personal life. 

When hiring students, companies need diversity of opinion, flexibility and skills such as thinking 

out of the box. For example,  IBM  (2010) CEOs consider creativity as the most important 

leadership quality. That is the reason why education policy makers should put emphasis both on 

the students' acquisition of entrepreneurial skills as well  as on employing educators who possess 

a variety of entrepreneurial skills such as flexibility, openness to change, wil lingness to 

experiment. Research regarding the necessity of creativity as an entrepreneurial skill in graduates 

exists, yet there is still  limited research on the educators' perception of creative teaching factors 

and their understanding of creative people. By understanding educators' perception of importance 

of creative teaching factors, we can comprehend how to further develop various entrepreneurial 

skills in students. Furthermore, a gap exists in practice between the skills which companies 

expect from graduates in the 21
st  

century and the skills that graduates acquire during their 

education, which might be due to the lack of diversity in educational context. Yet, even though at 

times the move from traditional towards creative teaching is a fraught process for both wil ling 

and unwilling educators (Pollard, V. Hains-Wesson, R. and Young, K, 2018), they have to be the 

ones who take matters into their own hands and work on themselves and their competences in 

order to be able to master entrepreneurial skills in their students. 
 

Since creativity and innovation are prerequisites to promoting economic and social progress and 

employment (European Commission, 2009), in this paper we will concentrate on the educatorsô 

perception of importance of factors that influence creative teaching as well  as any significant 

difference between surveyed educators. By analysing and comparing educators we hope to gain 

insight into the differences of opinion of the importance of creative teaching. Further, we hope to 

raise educators' awareness of the need for creative teaching and to provide suggestions of various 

ways of promoting creativity and innovation within classrooms, thus boosting the entrepreneurial 

potential in students. In addition, we will explore educatorsô portrayal of creative people, their 

suggestions of various ways of promoting the culture of creativity and innovation in classrooms 

as well  as the factors which they believe inhibit creativity. 
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The research is conducted with the following hypotheses: 

 
H1: Educators want to promote the culture of creativity and innovativeness in their 

classrooms 

H2: Male and female educators assess the importance of creative teaching factors 

(CTF) dif ferently 

H3: Foreign language educators assess the importance of creative teaching factors 

(CTF) differently than educators who teach other subjects 

H4: Educators believe that the curriculum inhibits creativity 

 
This  paper  consists  of  an  introduction  with  four  research  hypotheses,  literature  review  on 

creative teaching factors, methodology used for the research accompanied with data analysis, and 

finally results and discussion. Limitations, in addition to further study, are mentioned in the 

conclusion. 
 

 

Lit erature Review 

 
Creative Teaching Factors 

 
Fostering creative talent is valuable not only to onesô personal development but also to the 

society. Todayôs business and knowledge economy is unceasingly changing therefore businesses, 

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). Creativity is treated as one of the 

main competitive advantages of organizations due to the fact that competence of creative 

employees results in successful performance of creative organizations (Girdauskiene, 2013). 

Accordingly, creativity is portrayed as one of the fi fteen key competences developed by the 

Entrepreneurship Competence Framework and thereby considered as one of the main 

entrepreneurial skills that can be developed and refined over time (Livingston, 2010). 

Nevertheless, since creativity is not easily assessed, a lot of work was explored on the topic of 

measuring creativity. In the words of Batey (2012), creativity can be measured based on the 4Ps 

approach elaborated by Rhodes (1961) which incorporates an assessment of Product, the 

characteristics of the Person, the Press and the Processes required for creativity. Cottrell  (2015) 

designed a self-evaluation survey of creative thinking skills consisting of 25 sentences (and 5- 

point Likert scale as answers) which gives an insight into oneôs own creativity and suggestions 

on how creative thinking skills could be further developed. In addition, Girdauskiene (2013) 

identified key factors for individual and organizational creativity implementation such as 

motivation, openness to change, problem solving, decision making, experimentation, recognition 

and flexibility. Also, personality, intelligence, knowledge, thinking style, motivation, 

environment, age, gender, education, and emotional intelligence were suggested in the work by 

Costa, S.D., PaӢez, D., SaӢnchez, 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 knowledge and belief in the context of the instruction of creativity if they want 
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to enhance the creativity of their students (Yeh, Y. C., Huang, L.Y. and Yeh, Y.-L., 2011). In the 

last decade, plenty of research has been conducted on the topic of creativity and factors that 

influence creativity in teaching (Zhou, J., Shen, J., Wang, X., Neber, H. and Johji, I. 2013, Wu et 

al. 2014, Costa et al, 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  factors  which  possess  good  internal  consistency,  reliability and 

influence creative teaching are creative motivation, personal effort, learning attitude, teaching 

belief, school environment, teaching commitment, personal quality and growing-up experience 

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

when educatorsô conceptualization of creativity was explored cultural differences arose (Zhou et 

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

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

inhibit creativity and providing suggestions for promoting the culture of creativity in teaching. 

Rubenstein (2018) examined educatorsô perceptions of creativity using personal, behavioural and 

environmental  factors  of  Social  Cognitive  Theory  and  revealed  the  dichotomy  between 

educatorsô perceptions of personal and behavioural factors that promote and macro-environment 

factors that inhibit creativity. Furthermore, educators rely on the ex-cathedra approach while 

teaching (Hong et al., 2003). As to suggestions of promoting the culture of creativity in teaching, 

Al -Balushi and Al-Abdali (2014) mention teamwork as an approach to professional development 

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

program that integrates knowledge management (KM) and blended learning which results in 

improving educatorsô professional knowledge and personal teaching efficacy in their creative 

teaching. In addition, blended learning, guided practice, observational learning, group discussion, 

peer evaluation, and feedback were mentioned as factors important for the success of creative 

teaching (Yeh et al., 2011). 
 

Furthermore, age, gender and experience differences among educators are a vital part of the 

research on creativity (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 topic on the subjects that the 

educators teach (CimermanovaӢ, 2014). The differences should be explored further in order to 

understand all  the aspects influencing creative teaching. 

 
Methodology and Data Analysis 

 
The aim of this empirical research was to examine whether educators value CTFs, and which 

ones they consider the most important in order to understand which aspects influence creative 

teaching. Also, authors wanted to comprehend whether there are differences between educators 

with the aim of grasping why some educators are considered more and some less creative. This 

research was conducted in order to raise the awareness among educators at all  levels, regarding 

the understanding what CTFs are and how they contribute to a more creative teaching 

environment. 
 

The ten factors used in our survey which influence creative teaching are willingness to improve, 

teaching beliefs and attitudes, acquiring new skills and knowledge, commitment to teaching, 

desire to be creative, personality, intelligence quotient, growing up experience, school 

environment and  attractive appearance.  The CTFs used in this survey were modelled by a 
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previously conducted survey in Taiwan: The Questionnaire Construction of Creative Teaching 

Factors (Hong et al., 2003) which identified the influential factors of creative teaching. 
 

The questionnaire for our research entailed open and closed questions and five-point Likert 

scales as answers, one being not important and five being extremely important. In order to 

analyse the quantitative and qualitative data, both descriptive and statistical analysis were used. 

In SPSS the independent sample t-test tested the quantitative variables, namely the differences 

between educators' gender and the subject that they teach. In total, 149 educators from eleven 

European countries participated (Albania, Bosnia and Herzegovina, Croatia, France, Germany, 

Ireland, Portugal, Serbia, Slovenia, Spain, UK). Table 1 provides the overview of the 

demographic data of the educators (N=149) who participated in the survey. 
 
 
 

Table 1: Demographic Data 
 

Country                               n (%) Age                                 n (%) 

Croatia 107 (71,8) 20-30 29 (19,5) 

Other 42 (28,2) 31-40 52 (34,9) 

Total 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) 

Total 149 (100) Years of Experience       n (%) 

Institution                               n (%) 5 or less 30 (20,1) 

Early           Childhood 
Education 

 

3 (2,0) 
 

6 to 10 years 
 

33 (22,1) 

Primary Education 8 (5,4) 11 to 20 years 51 (34,2) 

Secondary Education 23 (15,4) More than 20 years 35 (23,5) 

Higher Education 115 (77,2) Total 149 (100) 

Total 149 (100)  

Subject  

Foreign language 52 (34,9) 

Other 97 (65,1) 

Total 149 (100) 
 

Source: Authorsô own work 

 
Results and Discussion 

 
For the purpose of this research, educators (N=149) rated their perception of the importance of 

creative teaching factors. Even though the questions entailed five-point Likert scales as answers, 

answers were categorized in three groups (not important, somewhat important and extremely 

important). As can be seen from the descriptive analysis in Table 2, all  CTFs scored high with 

Willingness to Improve, Commitment to Teaching and Acquiring New Skills and Knowledge 

being rated as the most important factors. This signals that educators are well  aware of CTFs and 

their importance. Meanwhile, as expected, attractive appearance is for half  of educators (N=74) 
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not considered as important (Mean=2,42). Since the participation in the survey was voluntary it 

could be that the educators wil ling to take part are more proactive in the fi rst place and therefore 

have an inclination towards creativity. 

 
Table 2: Educators' Importance of Creative Teaching Factors 

 
CTF Not 

Important 
Somewhat 
Important 

Extremely 
Important 

Mean Total 

Willingness to Improve 3 6 140 4,67 149 

Commitment to 
Teaching 

2 9 138 4,54 149 

Acquiring New Skills 
and Knowledge 

2 12 135 4,47 149 

Personality 2 13 134 4,36 149 

Desire to be Creative 1 17 131 4,30 149 

Teaching Beliefs and 
Attitudes 

9 24 116 4,10 149 

School Environment 5 32 112 3,98 149 

Growing-Up 
Experience 

11 29 109 3,91 149 

Intelligence Quotient 
(IQ) 

3 40 106 3,84 149 

Attractive Appearance 74 49 26 2,42 149 

 

Source: Authorsô own work 

 
Authors also aimed at exploring whether gender and the subject that the educators teach play a 

part in educatorôs perception of the importance of creative teaching factors. Therefore, Table 3 

provides statistically significant differences in gender of the educators. According to the results 

of the t-test, statistically signifi cant difference in gender of the educators exists only for two 

CTFs. Women consider IQ (t = 2.912, df = 75.530, p = 0.005*), more important in teaching 

( =3,98) then do men ( =3,56). Also, another statistically significant difference in gender of the 

educators is apparent (p = 0,004, df=74,437, t=2,930) since women consider commitment to 

teaching more important ( =4,67) than do men ( =4,28). These results partly confirm our second 

hypothesis that female and male educators assess the importance of CTFs somewhat differently. 

Authors expected there to be bigger differences between male and female educators but the data 

do not support to this assumption. The reason for this could be the uneven distribution between 

male and female educators (66% of the surveyed educators were women). 
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Gender 
 Std. 

Deviation 

 

t-test 

Intelligence Quotient 
(IQ) 

Female 3.98 .654 t = 2.912, 
df = 75.530, 

p = 0.005* 
Male 

 

3.56 
 

.907 

Commitment to 
Teaching 

Female 4.67 .589 t = 2.930, 
df = 74.437, 

p = 0.004* 
Male 

 

4.28 
 

.834 

 

 
 

Table 3: Gender Dif ference Between Educators 
 

 
 
 
 
 
 
 
 
 
 

*p-value is given for T-test on a significance level of 0.05 
 

Regarding the subject that educators teach, statistically significant differences were noticed in 

four CTFs. It can be concluded that our third hypothesis, which states that foreign language 

educators assess the importance of CTFs differently than educators who teach other subjects, was 

also proven. Namely, according to the t-test, there is a statistically significant difference between 

educators who teach a foreign language and those who teach other subjects (p = 0,040, df=147, 

t=2,075) since educators who teach a foreign language consider the desire to be creative an 

extremely important factor in teaching ( =4,46) in contrast to educators who teach other subjects 

( =4,22). 

According  to  the  results  of  the  conducted  t-test,  a  statistically significant  difference  exists 
between educators who teach foreign languages and those who teach other subjects regarding 

three following CTFs, teaching beliefs and attitudes, commitment to 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 educators who teach foreign languages higher ( =4,46) 

than by educators who teach other subjects ( =3,91) similarly to commitment to teaching (p = 

0,033, df=128,782, t=2,157) since educators who teach foreign languages rated commitment to 

teaching higher ( =4,69) than do educators who teach other subjects ( =4,45) and acquiring new 

skills and knowledge (p = 0.049*, df = 124.823, t = 1.992) where educators who teach foreign 

languages rated acquiring new skills and knowledge higher ( =4,62) than educators who teach 

other subjects ( =4,39). The differences in opinion might arise due to the fact that during their 

education foreign language educators  gain more  experience in making intercultural contact, 

travelling abroad and learning about other countries business and education and are therefore 

more open-minded, flexible and committed to acquiring new skills. 
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Table 4: Subject Difference Between Educators 

  
Which subject 

do you teach? 

 
 
 
 

 
Std. 

Deviation 

 

 
 

t-test 

Desire to be Creative Foreign 
language 

 

4.46 
 

.609 
t = 2.075, 
df = 147, 

p = 0.040* Other subjects 4.22 .725 

Teaching Beliefs and 
Attitudes 

Foreign 
language 

 

4.46 
 

.699 
t = 3.710, 
df = 147, 

p = 0.000* Other subjects 3.91 .947 

Acquiring New Skills and 
Knowledge 

Foreign 
language 

 

4.62 
 

.599 
t = 1.992, 
df = 124.823, 

p = 0.049* Other subjects 4.39 .744 

Commitment to Teaching Foreign 
language 

 

4.69 
 

.579 
t = 2.157, 
df = 128.782, 

p = 0.033* Other subjects 4.45 .750 

*p-value is given for T-test on a significance level of 0.05 
 

Furthermore, in  three open-ended  questions,  educators  were  asked to  give their opinion  of 

creative people, to elaborate on ways of promoting the culture of creativity and innovation in 

their  classrooms  and  to  identify  factors  which  inhibit  creativity.  The  most  recurring  and 

significant answers were put into categories. From our descriptive analysis it is apparent that 

educators believe creative people are open-minded, problem-solving, resourceful, flexible, 

spontaneous and not afraid to try out new things. There is also a common understanding between 

educators  that  creative  people  are  unorthodox,  thinking  out  of  the  box,  proactive,  quite 

inquisitive and curious yet compassionate and conscientious. Also, values such as being able to 

adapt, being intelligent, enthusiastic, self-confident, risk taking and productive were emphasized. 

Additionally, it is a worthy remark that some of the mentioned skills and attributes are 

characteristic for entrepreneurial people. When asked what they do or could do to promote the 

culture of creativity and innovativeness in their classrooms, in the open-ended question section 

of the survey, educators stated that they use or would use the following activities: continual 

professional  development,  mind  mapping,  brainstorming,  project  work,  use  of  technology 

(mobile phones, laptops, internet), critical thinking, assigning projects that require convergent 

and divergent thinking, inter-curricular approach, associative thinking development, substituting 

traditional exams with research projects or papers, experiential classroom, design-thinking, 

mindfulness, real-life case studies, and merging education with culture or real-life. This proves 

our fi rst hypothesis that educators want to promote the culture of creativity and innovativeness in 

their classrooms. From our data it seems that educators are not only aware of different ways of 

promoting creativity but are also wil ling to undertake activities for promoting creativity. Even 

though educators believe creativity can be promoted within the classroom, there are still  factors 

which they believe inhibit creativity. The ex-cathedra approach while teaching is merely one of 

the obstacles found in our research that prevents educators from implementing creative teaching. 

Some of the mentioned were: the constraints of the curriculum, the lack of support for proactive 

educators as well  as intrapersonal factors such as insufficient thinking out of the box, reluctance 

to change, and humiliation. By that, our fourth hypothesis that educators believe that the 

curriculum inhibits creativity has also been proven. This is a clear signal for the ministry of 
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education and other bodies of government regarding the significant and fundamental changes 

needed in education. 

 
Conclusion 

 

The aim of this research was to show how educators assess creative teaching factors and whether 

differences in opinion among educators exist. The importance of creative teaching for studentsô 

acquisition of knowledge and entrepreneurial skills must not be underestimated. In this research, 

we have given more emphasis to educatorsô self-assessment due to the fact that educators are the 

ones who educate students. Educators self-reflection and opinion is crucial when considering the 

validity,  authenticity  and  outcomes  of  their  teaching  in  order  to  boost  the  entrepreneurial 

potential in students. Furthermore, we wanted the educators to give their opinion on the 

characteristics that creative people possess, to provide strategies for improving the culture of 

creativity in their classrooms and also to recognize obstacles that might inhibit creativity within 

the  classroom  for  the  purpose  of  raising  awareness  of  all  educators  at  different  levels  of 

education regarding the necessity and importance of creative teaching. 
 

Despite the fact that the sample of educators in the survey was rather large, our research still  has 

a number of limitations. Firstly, the survey conducted was a self-assessment and educators who 

participated in the survey were not equally distributed considering the country they came from. 

Secondly, there was not an equal distribution of the subjects that the educators teach. Also, there 

was a lack of male educators who should have been included in the survey for an equal 

distribution of male and female educators. Finally, most of the educators were employed in 

higher education. 
 

Since the sample of educators was not representative, in further research we suggest to include a 

larger  and  equal  number of educators  from  all  European  countries  in  order to  get  a more 

statistically valuable findings,  to  make a comparison  between  the  equal  number of foreign 

language educators and educators of other subjects, and to include an equal number of educators 

from  different  levels  of  education  in  the  survey  with  the  purpose  of  a  more  valuable 

understanding of European educatorsô creative teaching implementation on studentsô knowledge 

and entrepreneurial skillsô acquisition. 
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Abstract: Alba Iulia, the 33th city (from 320 cities) of Romania if considered its demography, has become 

in 2014 the first Romanian branded city. The most important heritage of the city is the citadel ï a military 

architectural  monument  that  is  unique  in  the  Eastern  part  of  Europe.  The citadel  is  a  heptagonal 

construction from the 18th century with more than 1 km in diameter. As it is mentioned in the Brand 

Manual of the city, the shape of the citadel became the source of inspiration for designing the city logo 

and all the visual identity of the Alba Iulia city. 

 
The aim of the present paper is to emphasize the impact that the city branding had on the touristic 

development of Alba Iulia. The research is achieved through analyzing secondary data regarding the 

economic development of the city in the last years (before and after the city branding), especially the 

touristic indicators. The main sources of information are represented by the Romaniaôs Statistical 

Yearbooks, the data gathered from accommodation facilities, touristic agencies and other internal 

documents from the local authorities that managed the branding project. 

 
After analyzing the data we observed that there are several economic indicators that increased after the 

year 2014, the year of branding the city. These indicators are directly related to tourism. For example, 

the existent tourist accommodation capacity increased from 3858 bed seats in 2014, to 4585 bed seats in 

2015, which means nearly 18% in only one year. 
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Introduction 
 
The way a city is perceived can change the future of that city in terms of business and tourism 

efforts, and also its relations with other cities or nations. A good perception can increase the 

foreign direct investments or the tourist affluence, all  of these having a positive effect on the 

citizens welfare. 

 
Defining ñbrandò 

As Kotler and Armstrong (2014) argue, a brand is any name, design, style, words or symbols 

used singularly or in combination that distinguish one product from another in the eyes of the 

customer. 

 
A brand is, in fact, a promise to customers that they can expect long-term security, a competitive 

frame of reference and consistent delivery of functional as well  as emotional benefits. 

 
Also,  it  can  be  regarded  as  a  set  of  marketing  and  communication  methods  that  help  to 

distinguish a company from competitors and create a lasting impression in the minds of 

customers. The key components that form a brand's toolbox include a brandôs identity, brand 

communication (such as by logos and trademarks), brand awareness, brand loyalty, and various 

branding (brand management) strategies. 

 
Defining ñcity brandingò 

Although the concept of branding has its roots back in the 1940s, ñthe first journals that have 

tackled tourism destination 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 appearance of the destination branding articles in the academic arena gives 

us strong reasons to suspect that this concept is in its infancyò (Kasapi and Cela, 2017). 

 
City branding started by being considered as the process by which the relation between people 

and the image of their city is built (Nickerson and Moisey, 1999), and that has the role to provide 

a consistent and focused communication strategy (Hall, 1999). Or, establishing a positive image 

in  order  to  gain  recognition  and  to  create  differentiation  within  a  city  as  a  destination, 

considering factors as: names, terms, signs, logos, design, symbol, slogan, the name being the 

most important one (Cai, 2002). In the end, it can be considered a method meant to increase the 

attraction of a city by creating city recognition (Rainisto, 2003). City branding is understood as 

the means both for achieving competitive advantage in order to increase inward investment and 

tourism, and also for achieving community development, reinforcing local identity and 

identification  of the citizens  with  their city and  activating all  social  forces  to  avoid  social 

exclusion and unrest (Kavaratzis, 2004). 

 
As we know, cities have always been brands. Usually people think about cities in terms of 

qualities or attributes, a promise or a story. For example: Paris is romance, Milan is style, New 

York is energy, Washington is power, Tokyo is modernity, Barcelona is culture, Rio is fun. 

These are the brands of cities, and they are inextricably tied to the histories and destinies of all 

these places (Anholt, 2006). 
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Brands play an integrative role when related to places because at the core of the brand is culture 

and the people who create it. Beyond promoting destinations, experiences and products, place 

brands enhance identity and culture (Gnoth, 2007). 

 
One of the most complex definit ion is that of Zenker and Braun (2010). They argue that city 

branding represents all  associations which are visually, verbally and behaviorally formed in the 

minds of consumers and shaped by general design of the city through the aims, communications, 

values and culture of its stakeholders.  In the same time, they mention that it can be defined as 

the process employed by public administrations to intend to create place brands, networks of 

associations in the target groupsô minds based on the visual, verbal, and behavioral expression of 

a place, which is embodied through the aims, communication, values, and the general culture of 

the placeôs stakeholders and the overall  place design. 

 
It aims to affect the perceptions of a place and position in the minds of the target groups. Place 

branding can even be considered as a ñgovernance strategy for projecting images and managing 

perceptions about placesò (Braun et al., 2014) 

 
Cities own a diversity of features, such as culture, art, heritage, or natural resources that create 

complex identities that exist in the minds of consumers. These features work together towards 

creating a differentiated image in the minds of consumers (Kasapi and Cela, 2017). 
 

 
 

Introducing Alba Iulia 

Alba Iulia tells the story of a town with a millennial history, which has been a capital even since 

the Romans, and is also nowadays considered the Other Capital of Romania. The strength of its 

cultural profile is also given by its exceptional cultural heritage, which is to be rediscovered and 

reprinted by the local people, but also by the Romanian and foreign tourists. 

 
Alba Iulia tells the story of its European old age, starting with the Roman civilization that had a 

place and a significant role here. The Romans founded here two cities named Apulum (the Latin 

name of Alba Iulia). Each of them occupied a large area in the southern and eastern areas of the 

current city. The Apulum civil settlements, organized around the 13th Legion of Gemina, formed 

the most important urban center of Dacia Roman. The elements discovered by archaeologists are 

capitalized on the Route of the three fortifi cations, on the main thoroughfare of the Citadel, 

Mihai Viteazul Street, and in the Citadel Square. Of the two cities founded here by the Romans, 

there is only one left, Alba Iulia. 

 
The urban flowering period of Apulum lasted less than 200 years, being shrouded by the raids of 

the migratory peoples. There were another 600 years of decay. Re-entering the history scene has 

been done slowly, with small steps. 

 
Abandoned in the third century, the ruins of 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 

Roman fortress were built the walls of another fortifi cation - the medieval fortress. Nowadays, 

the bastions built up in the 17th century on the southern side of are still  visible. The Saxon 

Bastion,  for  example,  is  considered  as  part  of  the Three  Fortifi cations  Route. The Sassian 
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Bastion was the successful part of a larger project of medieval fortress with four bastions of 

defense, to which the prince of Transylvania and the three political nations, the Saxons, the 

nobles and the Szeklers had to contribute. Only the prince and the Saxons succeeded in building 

the bastions on the south side of the fortress, both integrated today in the Alba Carolina Fortress. 

 
In the south-western corner of the former legion camp, two early churches were built: a rotunda 

and a basilica of the Eastern type. It is the place where the foundations of the future episcopal 

center were built, and around which an intense urban life developed over time. Until the 14th 

century, the Roman Catholic Cathedral in Alba Iulia was the largest religious building in 

Transylvania. Nowadays, it is the oldest cathedral in Transylvania that continues to function, 

being the oldest building in Alba Iulia and Alba County, built at the beginning of the 13th 

century. At the same time, it is the longest in Romania, having 93 meters in the axle, being the 

tallest building in Alba Iulia and Alba county through the tower measuring 56.7 meters. 

 
Almost for a millennium now, Alba Iulia has been the religious capital of Transylvania, for one 

or more confessions. In the moral and physical structure of the Alba Iulia Fortress, the role of 

religion is quite visible. At the center of the fortifi cation built by the Austrians 300 years ago, 

there are now two architectural jewels - the Roman Catholic Cathedral and the Cathedral of 

Coronation. The first embraces all  styles used between the 10th and the 18th centuries, the 

Romanesque style being the most used one. The second, in the Br©ncovenian style, was raised in 

record time to host the coronation of the kings of Romania, Ferdinand and Maria, as sovereigns 

of Great Romania, on October 15, 1922. Even though their history and destination are opposite, 

symbolism reinforces the "cradle of cultures" reputation of the city (the Romanians and 

Hungarians have been living together here for about a millennium now). 

 
Alba Iulia was for about one hundred and fi fty years now, the political capital of the Principality 

of Transylvania (the period when Transylvania was quasi-independent), with its epicenter in the 

Princely Palace. The edifice lived its glory in the Transylvanian Principality, when the fate of the 

region was conducted from Alba Iulia. It goes without saying that the residence of the princes 

constituted during the epoch the center and the most important scene of the political life in 

Transylvania. For this stage of the greatest historic importance of the Palace, we have to consider 

the whole complex with three courtyards, including the area of today's Episcopal Palace. Today's 

palace represents about two-thirds of what was in the premodern era when he hosted 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 fi rst museum dedicated to the 

Pincipated Transylvania will  be established. 

 
The third fortifi cation of the city, Alba Carolina Fortress, is the largest fortress in Romania, 

perfectly preserved for over 300 years. One of the unique aspects of the White Carolina Fortress 

is the succession of the six gates on the east-west axis, on the southern flank of the fortifi cation. 

 
The years 1600 and 1918 are two major moments in which Alba Iulia intersected with great 

history. The first had Mihai Viteazul in the forefront and is appreciated by the historians as an 

ephemeral union, and somewhat on short term. From Alba Iulia, from the Palace of Principles, 

the voivode led the destinies of Transylvania, but also of Moldavia and Wallachia. 
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After three consecutive centuries, Alba Iulia received the honor of being the city that gave 

Romania its identity. Here, in 1918, the document that confirmed the union of Transylvania with 

Romania was signed. This is the reason why, the place has been regarded, for a century, as the 

symbolic  capital  of  Romania,  or  the  Romaniansô  Soul  Capital.  In  this  context,  the  "Other 

Capital"  slogan was designed. 

 
The excellent organization of the National Guard was one of the strongest arguments for which 

Alba Iulia was elected, in 1918, as the Great National Assembly venue that decided the Union of 

Transylvania with Romania. 

 
Nowadays, the Union from 1918 is also redeemed by the modern method of reenactment. One of 

the troops is precisely the National Guard, reconstituted by a project of the Union National 

Museum, consisting of ten soldiers and several other volunteers. 

 
Another ten reenactors embody all  the personalities involved in the organization of the Great 

National Assembly, but also in other events preceding the National Union. 

 
There are two other reenactment troops in the city: the Fortress Guard and Apulum Guard. The 

fi rst one has an artil lery body, one for infantry and another for cavalry, and the second features 

the atmosphere of the ancient world, with Roman legionaries, Dacian warriors, gladiators and 

dancers. 

 
After 2010 when the restauration of the Citadel began, Alba Iulia is slowly becoming a tourist 

destination of excellence. 

 
Alba Carolina Citadel is the largest open-air cultural scene in Romania, where festivals, films, 

exhibitions, theater performances, historical reconstruction shows are organized. 
 

 
 

Restor ing Alba Carolina Citadel 

 
It took years of work, 150 million euros invested, studying of the original plans of the fortress 

and purchasing construction materials that are similar to those used for building the fortifi cation 

hundreds of years ago. 

 
In this way, Alba Iulia became for the whole of Romania an example of good practice in using 

European Funds for restoring a huge historical monument. With a lot of efforts, this city of no 

more than 60,000 people has managed to turn an area of over 100 hectares into an open-air 

museum. In other cities with much larger budgets, historic buildings are still  in the cradle. 

 
As we mentioned before, the story of the city begins long ago, two thousand years ago, when the 

legion XIII Gemina came to those lands. The Romans built a castra, then built a town, Apullum. 

On the walls of that town Balgrad was built in the Middle Ages. In 1714, Alba Iulia as it is now 

turned into something unique for the southeast Europe: a Vauban, a seven-corners-star-shaped 

fortifi cation with three lines of defense. It was named Alba Carolina. 
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The wonderful citadel was then buried in the darkness of the days that followed. The seven high 

bastions of 12 meters, buildings of rare beauty, 6 triumphal gates and nearly 6 kilometers of 

walls were more than 90 years old covered with earth and forgotten. 

 
Practically, the sculptural decorations present on the third gate are actually a living book of 

history, the most important statue on the third gate is that of Emperor Charles VI, during which 

the fortress Alba Carolina was built, he is depicted on his horse in a position of victor, around it 

are statues of Turkish prisoners and the prey of war. 

 
Now the gate again has its own guard. The fortress guard also preserves the most important 

buildings, the paved alleys, the squares or dozens of bronze statues. 

 
With the guard of the fortress, was given life to this historic building, the soldiers of the guard 

work at the gates of the fortress, and even besides some important objectives. 

 
In this way, Alba Iulia became an old-new city, everything is old, but it is freshly renovated 

which  gives life and  notoriety,  and  the little statues  showing epoch  people are even  more 

beautiful. Fortunately for the city, the local administration understood what treasure they live in, 

they understood that historical tourism is one of the most important forms of tourism in Romania 

and that if the money is invested rationally, it worth doing it. 

 
So, after many years the restoration was done, and it was done with good taste. The investment 

was worth the effort. 
 

 
 

Branding Alba Iulia 

 
Alba Iulia managed to break the ice, being the fi rst Romanian city to adopt a professional 

touristic  brand.  In  2010,  once  with  the  first  works  that  transformed  the  city,  the  city 

administration chose an original way of affirming its identity, calling out its citizens to answer 

questions such as: who are we, what best describes us, what is worth promoting? 

 
In the following years, the tourist logo has been used wherever it has been invited: conferences, 

events, national or international fairs, concerts, promotional materials, gathering a remarkable 

number of presence that has ensured its expansion and notoriety. Unfortunately, in many cases, 

few graphic or aesthetic aspects were considered. 

 
The branding professional that had this difficult mission has rigorously documented a tourist 

branding manual, a consistent way of assistance for anyone who chooses to use the tourist logo 

based on ñThe Other Capitalò slogan. 

 
The city's handbook is important from two points of view: one practical, another symbolic. The 

practice is  related  to  the city's  marketing objectives:  the restoration  of the fortress  will  be 

completed,  and  the  promotion  of  the  fortress  will  just  begin.  The  public  administration 

considered that it would be impossible to consistently create and promote a city brand without 

using a brand manual. 
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For that reason, the Brand Manual has been created in 2014. In over 200 pages, the manual 

covers, in addition to logo and slogan, typographic, chromatic, secondary visual elements, visual 

identity recommendations, practical applications, and especially a consistent strategic part. What 

does this mean for the city? It means that any promotional activity starting from that moment on 

will  be more efficient because the brand manual guarantees the coherence and consistency of the 

city promotional efforts. From a symbolic point of view, the manual is a premiere: Alba Iulia is 

the fi rst city in Romania with a brand manual made following the international standards, 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 such as Oslo, Warsaw or Genoa. With this occasion, we were proud to see that 

although we were the only city in Southeastern Europe that has been accepted and we are the 

smallest 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 professional work tool in promoting the city, the 

manual explains and guides how to use the identity elements. Thus, local businesses or 

organizations of any kind who want to improve their image and promote their belonging to one 

of the most solid and recognized communities in Romania, have the opportunity to download 

and use free of charge the city's branding manual from the City Hall  website. The only 

requirement is to follow the instructions in order to unalterably respect the purpose for which the 

document was created. 

 
The Brand Manual consists of a set of rules, recommendations and examples of using the city 

brand, aiming to maintain a strategic and visual brand consistency across a 2 to 5 yearsô time 

period. Its role is to define both the brandôs visual identity and its way of usage and the brandôs 

strategic foundation and the direction of development. 

 
The Alba  Iulia  Brand  Manual  has  two  sections.  In  the Brand  Identity section,  the manual 

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

visual elements; rules of identity usage; recommendations. The Brand Strategy section addresses: 

brand positioning; brand archetype; touristic positioning; brand development strategy 

 
In their struggle to create a strong city brand (the fi rst in Romania), the authorities understood 

that when tourists think of the cities to visit, they usually think of climate, level of pollution, 

roads/ transport, the cost of living / prices, the offers for leisure time, events, cultural and urban 

life. 

 
In this sense, following the model for analyzing cities designed by Anholt (2006), the 

administration involuntarily, but systematically took care of the six components of the model. 

 
First, they made sure that ñplaceò component is fulfilled by taking care of the outdoors and 

transport infrastructure; after that, asking the citizens about their needs through regular polls they 

fulfilled the ñprerequisitesò component by making sure that the people living in the city have 
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everything they need, and assuring their basic necessities and public amenities; the ñpeopleò 

component was the easiest one because people in this region have the culture of being friendly 

and opened to cultural diversity. Practically, people living in the city accepted easily the foreign 

tourists, the employees from shops, restaurants all  speak a little bit of English and everybody 

understood how important that is. Being a small city, a transit one, of course it needed some 

ñpulseò and for that, during the summer season, in the city are organized interesting events and 

activities that are meant to satisfy different kinds of public. Because Alba Iulia has huge touristic 

ñpotentialò, the administration used European Funds in order to offer economic and educational 

opportunities for the ones interested in it. And of course, an important amount of money was 

spent in order to create ñpresenceò for Alba Iulia at national and international level by using a 

strong promotional strategy based on social media and participation in international tourism 

fairs. 

 
Research Methodology 

 
The aim of the paper is to emphasize the impact that the Alba Iulia city branding had on the 

regional development indicators ï tourism indicators, in our case. 

 
The objectives of the paper are to define city branding and determine the impact that this 

marketing strategy had  on different tourism indicators, namely: the number of tourists; the 

number of nights spent by tourists in the city of Alba Iulia; the number of accommodation units; 

the number of bed seats. 

 
In order to achieve these objectives, a secondary databased research was conducted using the 

data obtained from the Romanian National Institute of Statistics. 

 
Research Results 

 
After extracting the data from the Romanian National Institute of Statistics, Excel program was 

used in order to create the following graphics that show us very easily how important is for a 

place to have an open minded local administration that understands the importance of a a good 

marketing strategy; that understands that having a such important historical monument in your 

city can bring a lot of wealth in the tourism sector. 

 
The following graphics show how the tourism indicators evolved in the last 1o years. It is worth 

mentioning again that not only city branding influenced them, but also the steps done before that 

moment. 
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Figure br. 1 - The evolution of the accommodation units during 2007 - 2017 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

So 

urce: Authorsô own work 
 

From the graphic above (figure nr. 1) we can observe the evolution of the accommodation units 

in Alba Iulia during 2007 ï 2017 period. Although at the beginning of the analyzed period we 

can observe that till  2010 there are no major evolutions. But, starting with the beginning of the 

reconstruction period we can see that the number of the accommodation units increased, and we 

can observe also in 2014 another important increasing point. If in 2007 in Alba Iulia were 5 

hotels, in 2012 were 6 and in 2017 there were 9, the number of the hotels almost doubled. 

 
Figure br. 2 - The evolution of the accommodation capacity during 2007 - 2017 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Authorsô own work 

In the case of touristic pensions, the evolution is even more important. If in 2010 there were 3 

pensions, in 2011 there were 11 touristic pensions, in 2015 their number increased to 16, but it 

slowly decreased to 14 in 2017. 

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

period. The graphic shows even better how accommodation capacity has two important points of 

increase: the first one is in 2010 and the other in 2014, more emphasized in the case of hotels. 
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Figure br. 3 - The evolution of the nights spent by tourists during 2007 - 2016 

 

 

 
 

 

 
Source: Authorsô own work 

 
Al though Alba Iulia is considered a small city for Romania and people used to say that it is just a 

transit city, tourists spending in average only one night here because there was nothing to see, 

nowadays, the average of the nights spent increased to almost 3. This happened because the local 

administration understood how important it is for the tourist to find here a story, places to visit, 

events to take part in, to have a real reason to come here and to remain more than one day. The 

figure nr. 3 shows even more obvious the impact that restoring the fortress and branding the city 

had on the touristic indicators. 

 
Figure nr. 4 ï The annually evolution of touristsô arrivals during 2007 - 2017 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Authorsô own work 
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Figure br. 5 ï  The monthly evolution of touristsô arrivals during 2010 - 2017 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Authorsô own work 

 
Following same ascending curve, figures number 4 and 5 show how the number of tourists that 

arrived at Alba Iulia accommodation units during 2010 ï 2017 increased. We can see from the 

statistical data that also Alba Iulia has seasonal tourism and that in the mead season the number 

of the tourist increased from less than 2000 in 2010, to 7000 in 2017. 

 
Figure br. 6 - Evolution of total number of tourists during 2010 ï 2018 (March) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Authorsô own work 

 
From the graphic above, we can see that the total number of tourists that come to Alba Iulia 

increased. Although the number of the foreign tourists is not so high yet, we can observe a slight 

increased though. The number of the Romanian tourists is much higher also because Alba Iulia 

represents one of the most important historical objectives from Romania and for Romanians. 

 
According to data obtained from the hotels in Alba Iulia and Alba Iulia National Museum and 

some other previous researches done on the Alba Iulia tourism, mainly, the foreign tourists that 

choose to visit Alba Iulia come from countries like: Poland, Republic of Moldavia, Italy, 

Germany,  Hungary and  other near European  countries, but also from  farther countries like 

Finland, Sweden or even Australia. 
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Conclusions 
 
Analyzing the tourism statistical indicators, we can conclude that the local administration from 

Alba Iulia successfully succeeded in creating a place brand, networks of associations in the 

touristsô minds ñbased on the visual, verbal, and behavioral expression of Alba Iulia. 

 
For sure, this success wouldnôt have been possible if the local administration wouldnôt have 

worked according to CBI six key dimensions: presence (international status and standing); place 

(outdoors and transport); prerequisites (basic necessities, public amenities); people (friendliness, 

cultural diversity); pulse (interesting events and activities); potential (economic and educational 

opportunities). 

 
City brand can have a huge impact on the tourism indicators if it is done right. 
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Abstract: Educational effects as external (social) educational goals are realized changes in the 
environment that are the product of behavior which is learned through education. These educational 

effects can be identified, in particular, at the level of higher education during the problem solving which 

leads to the alignment of the curriculum content of higher education institutions and the needs of the 

society (environment). Numerous universities have focused their curricula on unprofessional 

undergraduate vocational skills and competences with which they achieve the highest employability 

through external goals of education, i.e.earn the most. 

But the greatest obstacle for all higher education institutions is finding the paths towards the educational 

outcomes that will make educational production (the graduates of these higher education institutions) 

acceptable in the educational environment. These educational outcomes of educational production are in 
direct relation with all elements of the curriculum system in their interrelation. If we want to improve 

education or achieve a higher quality of educational production, it is necessary to harmonize the changes 

of certain elements of the curriculum system. If we achieve the harmonization of the integral (and not 

partial) changes we can expect positive effects and the reduction of the cost-benefit ratio. This is the path 

of  an internal reform of educational activity, the basis of which is the systemic  analysis aimed  at 

identifying the combination of changes in each of the elements of the curriculum system. Surely, we must 

keep an eye on certain limitations (internal and external) which will ultimately, with the quality 

analysis,show if it is possible to carry out a project of changes with verification of its cost-effectiveness. 

 
Keywords: educational effects, educational production, changes 
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Introduction 
 
 

 
The quality of educational outcomes, and the cost-benefit  ratio with which higher education 

institutions are increasingly struggling to and  the desire and efforts to enhance the current 

relations with which neither educational inputs in higher education institutions, so investors or 

educational production (graduates of these institutions of higher education) or, educational 

outcomes as well  as educational and learning environment as external objectives of education are 

not satisfied at all. 
 

Educational  outcomes  of  educational  productions  are  directly  related  to  all  elements  of 

curriculum system that consists of a special interrelationship. If we want to improve education, 

or to achieve a higher quality of educational production it is necessary to harmonize changes in 

certain elements of the curriculum system. If we manage to harmonize the changes there can be 

expected positive effects and a reduction of the cost / benefit ratio. 
 

The educational effects, considered by Pastuoviĺ (1999), does not depend only on the quality of 

educational outputs, but also about the extent to which they become enters the elements of 

external learning goals (subsystem). 
 

Furthermore, the same author says that the elements of external goals of education are mutually 

connected and therefore the economic profitability of investment in education depends not only 

on economic condition, but also on the function of other elements of the external objectives of 

education (educational environments) and the relationship between them, because equal 

educational productions do not produce the same economic effects (Burton, J. K. & Merrill,  P. F. 

, 1977). 
 

There are two elements in regulating the use of the human capital in the economy that are 

especially important:  the  dominant  cultural  patterns  and  the  political  structure  of  the  State 

(entity). 
 
 
 

The return on investment in education 
 
 
 

Cost-benefit  approach is directly related to the theory of human capital that its essence is based 

on the setting that the flows are, deciding how much some investment to invest in human and 

physical  capital, opposite. Therefore, the profitability of both of these capitals (human and 

physical) is determined identically. The same is composed in the calculation of the cost of 

education that is predicted and their direct relationship with the potential benefits that will  be 

achieved by increasing the education (Boyd, W. L., 1988). 
 

The candidate approach is on the trail  of the cost-effectiveness easier comparisons of multiplied 

investments and finally the recognition of economic and most effective investment. This opens 

up the possibility of calculating and comparing rate of return of all  invested in human and 

physical capital, that is, the justification of investment in health and education, that is, the 
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justification of investment in education at all  levels both in formal, and various forms of non- 

formal education. 
 

This return on investment in education (estimates of return on investment in education) based on 

the theory of human capital, in the world started to explore in the mid of the last century and with 

one side, thus exploring the economic profit after investment, and with the other side, the results 

of which are based on time and estimates based on new economic techniques, confirmed the 

importance of the theory of human capital whose underlying hypotheses are based in the 

assumption that individuals and collectives invest in health and education because in this way 

increase, with one side, annual and life earnings of individuals, and on the other, increases 

economic growth, institutions or society. 
 

Therefore, there is imperative impose of need for clarifi cation of the economic effects of the 

education and the factors that condition them in the economic part of the external objectives of 

education (economic environment).  There are numerous factors which condition the utilization 

of education, which forces and Croatian author Pastuoviĺ (1999): 
 

1.  Ăcompatibility of educational productions (for professions and degrees of education) with 

the needs of the economy and society, 

2.  compatibility of the content of education and the requirements of work, 

3.  the quality of education (educational outputs), 

4.  regional, sectoral and organizational arrangement of employees personnel, 

5.  application of the results of educational staff in the organization and societyñ (Pastuoviĺ, 

1999, p. 392). 
 

This cost-benefit  analysis can be carried out at multiple levels to decide how much to invest in 

education. These levels are: 
 

1.  individual level 

2.  institution level 

3.  national level (entity, cantonal). 
 

What is particularly interesting for our considerations are these two last levels, this second and 

third level, the level of the institution, ie the access to costs-benefits at the university level and 

the cost-benefit ratio at the national (entity, cantonal) level. 
 
 
 

Cost-benefit at level of the educational institution 
 
 
 

Cost-benefit  at institution level (university level) can be viewed through, on the one hand, direct 

costs and the value of lost time (organizational costs of education of employees), and on the 

other hand, with the overall  benefit of such education as a general good. 
 

If we draw the parallel between the benefits of investing in educational content and various 

forms of physical capital, as a product we can get rational investment decision-making. 
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Unlike  an  individual's  level,  economic  cost-effectiveness  of  education  can  be  more  easily 

assessed at the institution level (University level) and is the most important investment decision 

maker. 
 

This investment decision as a basis for its adoption takes the preinvestment study, which is based 

on the conceptual solutions. Preinvestment study approaches to analysis of all  variants that make 

an investment decision from an economic position. There is no significant difference between 

investment and pre-investment studies. 
 
 
 

Cost-benefit at national (enti ty, cantonal) level 
 
 
 

This third, national level, ie access to cost-benefit (at national level) is particularly interesting 

because it is common knowledge that public authorities finance public education systems to 

accelerate the economic development of the country by estimating. 
 

At this level of national (entity, cantonal) level, this approach estimates the profitability of 

different investments in physical capital and different forms of investment in human capital, ie 

the viability of investing in different degrees and types of education. It is one of the elements for 

developing a development policy on a macroplane plan and microplane educational policy. 

Through the cost-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 studies, which have been repeatedly updated by Psacharopoulos, G. (1981). Pastuoviĺ 

(1999) used data collected on a sample of 44 countries. Based on these data he reveals several 

regularities: 
 

1.  ĂThe most profitable ones are individual and social investments in elementary education. 

2.  The  greater  benefit  of  investing  in  education,  especially in  higher  education,  is  the 

educated individual rather than the society. 

3.  All r ates of return to education are significantly above 10%. 

4.  The profitability of educational investments in the underdeveloped countries is higher 

than in developed countriesñ (Pastuoviĺ, 1999, p. 363). 
 

When deciding on investing in education at the national (entity, cantonal) level, important data 

are gained in the cost-benefit  approach (though not the only one) because the state and entities 

through investment in education expect not only economic gain but also the one in the sphere of 

politics , culture, ecology, or have a wider social context. This cost-benefit  approach is used with 

other reports from other ministries of the state (entities, cantons) to form annual budgets so that 

budget allocations (for public spending) to all  government ministries are correct and to the 

satisfaction of all  ministries. According to the World Bank report, at the end of the last century, it 

started  to  maintain  a  restrictive  financial  policy  towards  education  at  all  levels  of  public 

education institutions whose previous investments were above the optimum. Budgetary funds at 

the national level (entity, cantonal) that were previously planned for public education are geared 

towards the needs of health care or economic infrastructure (World Bank, 1987). This 

redistribution  of budget  resources  is  the result  of weak  economic  effects  of education  and 
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visually dissatisfied governments (financial, cantonal) which the funds have decided to redirect 

to more cost-effective investments. 
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Conclusion 
 
 
 

Within the theory of human capital, the underlying hypothesis is set against contradictions in the 

decision-making process  of investing in physical and human capital, so the profitabili ty of 

investing in physical and human capital is determined simultaneously. The economic viability of 

investing in education is not only conditioned by the economic situation but also by other 

elements of the external educational goals (educational environment) and their interaction, 

because the same economic effects are not the result of equitable educational production. The 

results of many studies have shown that the most profitable investments in elementary education 

(individual and social), then that individuals have a greater benefit  than societies if  they invest in 

higher education and that all  rates of return on investment in education are higher than 10% 

particularly concerning investment in education in underdeveloped countries. 
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Abstract:  There  has  been  a  significant  increase  in  the  number  of  Internet  users  worldwide.  For 

businesses, it is an unparalleled opportunity to sell products and services through this virtual channel. 

Therefore, it is crucial to understand how consumers perceive online purchases. The aim of this study is 

to compare two different countries, Portugal and Bosnia and Herzegovina, regarding their online 

purchasing behaviour. Data was collected through an online survey distributed in November of 2017. A 

total of 180 valid responses was obtained. The percentage of Portuguese respondents who had never 

bought online (12%) was much lower than Bosnian respondents (35.6%). However, considering those 

who  had  already  purchase  online  (134  respondents),  there  were  no  significant  differences  in  the 

frequency of online purchases between Bosnian and Portuguese respondents. Moreover, in both Portugal 

and Bosnia and Herzegovina, age and level of education do not have a significant effect on the frequency 

of online shopping. There were no significant differences between both countries regarding perceived 

risk, perceived usefulness, enjoyment and trust in online shopping. However, people from Portugal 

recognize that there are more benefits from shopping online than Bosnian people do. In both countries, 

the most purchased items are clothing and travel. 

 
The opinions and experiences of friends are significantly more important to the Portuguese regarding 

online purchase decisions. Other factors that are significantly more important to the Portuguese than for 

Bosnian are the website appearance, ease of navigation, product variety, special offers/discounts, 

 
Detailed product information, terms and conditions of website and privacy protection. 

The findings of this study provide useful insights for online stores selling to the Portuguese and Bosnia 

and Herzegovina markets. Indeed, understanding their online consumer behaviour can help them to 

increase online shopping in these countries. 

 
Keywords: Online shopping, consumer behaviour 
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In troduction 
 
 

 
The world has changed since the invention of the Internet. The Internet not only changed the way 

businesses are conducted but also the traditional way of people shopping. For instance, now e ï 

commerce is one of the alternatives available to the consumers(Adnan, 2014). According to 

Techopedia, E ï commerce is the buying and selling of goods and services, or the transmitting of 

funds or data, over an electronic network, primarily the internet. These business transactions 

occur either as business ï to ï business, business ï to ï consumer, consumer ï to ï consumer or 

consumer ï to ï business. Internet is being used by consumer for different reasons and purposes 

such as for searching products and services, new features, prices and comparison of prices, 

reviews, selection of products or services through Internet placing the order, making payments or 

another of the required products through the Internet. (Moshrefjavadi, Dolatabadi, Nourbakhsh, 

Poursaeedi, & Asadollahi, 2012). Nowadays, online shopping is being more and more presented 

and used due to its ease of use, comfort, convenience, cost saving and time saving(Adnan, 2014). 

Moreover, increase in online shopping activities forced companies to offer their products and 

services online to gain competitive advantage over other companies in the marketplace. In the 

past, people were bound to opening times or specific  locations. However, nowadays time is not 

limited and consumers can purchase products and services virtually at any time and place. 

Internet has become present in our everyday life as a medium for communication and 

information(Adnan, 2014).   According to Statista(n.d.), the leading statistics company on the 

Internet, the retail e ï commerce sales worldwide have been growing yearly, and the projections 

shows a growth to 4.48 trill ion US dollars by 2021. The highest online shopping penetration rate 

is in China. From November 2016, the most popular online shopping category is fashion. The 

statistics on e ïcommerce share of total global retail  sales from 2015(7.4%) to 2017(10.1%), and 

is expected to reach 15.5% in 2021. Online shopping is one of the most popular online activities 

worldwide (Statista, n.d.). 
 

 
 

Lit erature Review 
 

Factors influencing consumer buyer  behaviour  in this study 
 

 
 

Consumer buying behaviour is the outcome of the needs and wants of the consumer and they purchase to 

satisfy these needs and wants (Dudovskiy, 2015). The factors that will be discussed in the following 

section have been chosen after reading the relevant literature in the field of consumerôs behaviour in 

online shopping. 
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Perceived risk 

 

 

 
 

 

Perceived risk has a great effect on online consumer behaviour and their intention to purchase. Indeed, if 

consumer perceived risk is high, their consumer intention to purchase product or service online will be 

low. On contrary, when they perceived the risk is low, their intention to purchase online is going to be 

high. The risk is real and as long it is real, it will affect consumerôs behaviour online. Researchers define 

perceived risk with respect to improbability and consequence. Moreover, perceived risk may be in some 

cases over exaggerated due to the limitation of the physical access to product/services and sales personnel 

(Forsythe, Liu, Shannon, & Gardner, 2006). A study done by Kumar and Dange (2014) analysed different 

dimensions of perceived risk such as financial risk, time risk, product risk, delivery risk and trust risk that 

influenced online shopping behaviour. Moreover, the study mentioned that there are two components of 

perceived risk such as: uncertainty and the significance of the consequences of particular purchases. The 

uncertainty stands for the possible outcomes which could have positive or negative behaviours and results 

of this consequences. When we discuss the uncertainty, we can also say that it is linked to possible loss of 

money due to making financial transactions.  Financial transactions on Internet can lead to various risk 

factors. 

 

 
Product r isk 

 

Product risk is the product itself. The risk is allied with the consumers belief whether the product would 

function according to their expectations. A study done by Yeni­eri & Akin (2013) argued that product 

risk was related to poor performance, especially when the product did not meet the consumers 

expectations. The major problem was inability to assess the good quality of product or brand in online 

stores. Moreover, the non-availabil ity of physical inspection resulted in increase of the product 

performance risk.  Ji et al. (2012) studied the consumer attitude towards the online shopping and focused 

on impact of different perceived risks. The study found that there was a negative effect of product 

performance when it came to products like clothing, while there was a positive effect when the consumer 

shopped products  like  cell  phones.  Shahzad (2015) argued  that  majority of online  consumers  were 

confident in getting the same product that they purchased online, and consumer did not have fear of 

receiving a poor performance product through a malfunctioning merchandiser over the Internet. 

 

 
Delivery r isk 

 

The fail of delivery might occur by the goods lost, goods damaged or the goods were sent to a wrong 

place after the confirmation of online order. Delivery risk is one of consumerôs major concerns regarding 

the purchase of products online. Therefore, customers try to approach trustworthy online sellers so they 

can reduce the product delivery risk. Furthermore, when consumers purchase from reliable online 

merchants, they feel safe and secure. For these reasons, online merchants should provide insurance 

coverage to online buyers if an item is not delivered to the consumer (Ariff, Sylvester, Zakuan, Ismail , & 

Ali , 2014). 



38 

International Conference on Economic and Social Studies (ICESoS) 
10 - 11May 2018 ς Bosnia and Hercegovina /  Sarajevo 

 

 

 

Mosoud (2013) research showed that non ï delivery of order will have negative influence on the attitude 

toward shopping online. People do not tend to shop online because they are not sure whether the ordered 

merchandise will be delivered or not and lack of seriousness and efforts toward building trust by the 

retailers make it a significant reason. 

Moshrefjavadi et al. (2012) research also showed that fear of non-delivery of order will have negative 

influence on attitude toward online shopping. That is, higher the risk of losing money and probabil ity of 

disclosing credit card information, the lower attitude toward online shopping. 

Hong (2015) suggested that delivery risk had a positive effect if consumers ordered the product from a 

reliable online merchant. During purchasing from reliable online merchant, the consumer felt safe and 

secure from undesired product delivery problems, 

Shahzad (2015) research showed that delivery risk has no signif icant impact on consumersô online 

shopping behaviour, and that the consumers get their products through reliable and trustworthy suppliers. 
 

 
Psychological factor  

 

Trust 
 

 
Trust is a type of psychological factor and is related to the protection and safety of consumers. It provides 

protection on the websites and it keeps the personal information safe (Ariff et al., 2014). Moreover, in the 

research done by Ariff et al. (2014) it was mentioned that security and trust had a positive effect on 

consumerôs attitude in online shopping. 

Yoruk et al. (2011) research was based on the Turkish and Romanian consumers, and it was shown that 

trust and security were the major obstacles when it came to not shopping online. Similarly, in different 

research, Monsuwe et el (2004) research showed that if the trust of the consumers was violated in any 

way, it led to the negative attitude toward the online shopping. On the other hand, keeping personal 

information safe and secure led to the positive attitude toward online shopping. 

 

 
Perceived relative advantage 

 

Perceived usefulness 
 

 
A study done by Ramayah and Ignatius (2005) argued that perceived usefulness was not a significant 

factor  in  determining the intention  to  shop  online. The  study believes  that  this  surprising result  is 

contingent upon variables such as type of products. Therefore, online purchases are believed to be more 

common in famili ar products (e.g. books, CDôs), while shoppers still prefer conventional means for 

apparels and household items. According to the Renny et al. (2013), perceived usefulness influenced 

attitude toward online airlines ticketing usability, positively. 
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Perceived enjoyment 
 

 
Consumers associate shopping with the enjoyment meaning it is a fun activity regardless of whether it is 

an online or offline shopping. According to Venkatesh (2000), he considered the perceived enjoyment as 

ñthe extent to which the activity of using a specific system is perceived to be enjoyable in its own right, 

aside from any performance consequences resulting from the system useò. A study done by Ramayah and 

Ignatius (2005) found that perceived enjoyment had a positive influence on the online shopping intention. 

The study further contends that individuals would only purchase through the Internet if they find it to be 

ñenjoyableò. 

 

 
Portugal and Bosnia & Herzegovina 

 
 
 

Portugal and Bosnia & Herzegovina were chosen for dif ferent reasons. Firstly, it was easier to collect the 

data from these two countries. Secondly, we wanted to see the differences between these countries when 

it came to the online shopping. Moreover, we will start with the brief fact of Internet usage in Bosnia & 

Herzegovina and Portugal and then proceed to the statistics about the online shopping in the above- 

mentioned countries. 

 
A brief fact about the internet usage in Portugal and Bosnia and Herzegovina: 

 

 Bosnia and Herzegovina Por tugal 

Population 3, 802, 134 10,304,734 

Internet Users 2,343,255 6,930,752 

Penetration 61.6% 55.6% 

Table 1 Internet Usage in Bosnia and Herzegovina and Portugal (Stats, 2016) 

 

Portugal 
 
 
 

There are currently 5.5 milli on e ï commerce users in Portugal with projection of 1.67 milli on new users 

to be shopping online by 2021. 7.2 million of e ï commerce users will represent 81.1% of the total 

population. Furthermore, the average user spends 440 euros online, and it is estimated to grow up to 520 

euros by 2021.(Portugal e-commerce wil l grow up to 7.2 Million Online Shoppers by 2021, 2017) 
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Figure 1 Number of users shopping online (in millions) 

 

 
 
 

 
 
Figure 2 User by Age Group and Gender in the e - commerce market (in millions) 

 
 
 

As you can see from the figure above, males between the age group of 25 ï 34 accounts for the biggest 

market share, representing 1.1milli on online shoppers. The females aged between 16 ï 24, accounts for 

800,000 online shoppers. It is projected that the ration of male to female shoppers will remain the same 

across most of age groups.(Portugal e-commerce wil l grow up to 7.2 Million Online Shoppers by 2021, 

2017) 
 

 
Total e ï commerce revenue across all product categories is 2,97 billion USD and it is expected to reach 

4.6 bil lion USD by 2021. The leading product category that accounts for 808 mil lion USD market share 

are Toys, Hobby & DIY. The second one is fashion, accounting for 801 million USD.  It is projected by 

2021, that fashion will lead the charge, valued at 1.3 billion USD. Moreover, Toys, Hobby & DIY wil l 

also grow, reaching 1.2 billion USD.(Portugal e-commerce wil l grow up to 7.2 Million Online Shoppers 

by 2021,2017) 
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Figure 3 Projected e - commerce Revenue Per Year by Market Segment (in millions) 

 
When it comes to the preferred online payments, 48% of online shoppers used Prepaid Cards, 40% used 

Bank Transfer, 9% used Credit Cards and 2% selected eWallets. 
 

It is important to mention that 90% of online sales in Portugal were made via the computer. 4% of 

purchases were made via tablet and 4% via smartphone. (Portugal e-commerce will grow up to 7.2 

Million Online Shoppers by 2021, 2017) 
 

 
 

Bosnia and Herzegovina 
 
 
 
Small number of Internet users in Bosnia and Herzegovina practice to shop online. The major reasons of 

not shopping online are distrust, concern for money and product safety. Moreover, we can say that e ï 

commerce arrived in Bosnia and Herzegovina with the online services such as E ï kupon.ba, CityDeal.ba, 

Jupi.ba, etc. Online services have affected more and more users to start shopping online, due to its 

attractive offers. (Selimovic & Pestek, 2014) 

When it comes to Bosnia and Herzegovina, there are no statistical data on e ï commerce yet. According 

to the research done by Ozlen et al. (2012), out of 350 people who participated in the survey, only 110 

said they have bought online at least once. Furthermore, it was found out what items were bought the 

most online. The results differed when it came to female and male. Females shopped online for clothes 

while males shopped more for software, books and travel. 

Also, age played an important role. People in earlier years (19 ï 23) were the biggest portion of those who 

said they bought at least once. Those who had 24 years or more were less likely to be online customers. 

The research found that discounts were the highest on the list of the things people li ked when it came to 

online shopping. PayPal is used mostly by the ones who shop online. 
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Methodology 
 

 

There were two data used for this research: primary and secondary data. The primary data was collected 

through an online survey that consisted of 49 questions that measured: 
 

 

 
 

 

The online survey was distributed to people in both Portugal and Bosnia & Herzegovina. After the 

samples were collected they were passed to an Excel file in order to create a SPSS which we used for 

analysing all the data. 

Statistical tests that were used: 
 

1.   Independent t-test: used to see whether there is a difference between two different 

populations. The population mean is unknown. 

2.   Chi ï Square: involves the use of parameters to test statistical signif icance of the 

observations under study 

3.   Mann  ï  Whitney  U  test:    is  a  nonparametric  test  of  the  null  hypothesis  used  to  compare 

differences between two independent groups when the dependent variable is either ordinal or 

continuous, but not normally distributed. 

4.   Interquartile range (IQR) ï also called the midspread or middle 50%, is a measure of statistical 

dispersion, being equal to the difference between 75
th 

and 25
th 

percentiles, or between upper and 

lower quartiles. 

The secondary data was collected 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 mentors provided me with the right sources and directed me to move to the right direction. 
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Results 
 

 
Frequency of online shopping versus nationality 

 

 
There were 104 respondents from Bosnia & Herzegovina, while from Portugal there were 76 

making it total of 180 respondents. Of the Portuguese, 67 shop online, so 9 (12%) never shopped 

on-line. Of the respondents from Bosnia & Herzegovina, 67 shops online so 37 (35.58%) have 

never shopped online. 
 

 
 

 
 

Among the Portuguese, the percentage of respondents who had never bought online was lower 

than that of Bosnian respondents (12% and 35.6%, respectively). However, for the others, there 

were no significant differences in the frequency of online purchases between Bosnian and 

Portuguese respondents.ò 
 
 
 
Frequency of online shopping versus educational level and age (in each nationality) 

 

Fisher exact test: p=0.548 Portugal    ;  p=0.81 Bosnia & Herzegovina 
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In both Portugal and Bosnia and Herzegovina, age and level of education do not have a signif icant effect 

on frequency of shopping online. 

 
 
 
 
Factors versus nationality 

 

Each factor was assessed by the mean value of the corresponding items for each respondent. 
 

 
 

 
 

 
There were no signifi cant differences between both countries regarding perceived risk, perceived 

usefulness, enjoyment and trust in online shopping. However, people from Portugal recognize that there 

are more benefits from shopping online than Bosnian people do. 
 

 
Most purchased items (in each nationality) 

 

 
 

In both countries, most purchased items are clothing and travel. 
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Influence of family, fr iends and online forums versus nationality 
 

 
 

 
 

The opinions and experiences of friends are signif icantly more important to the Portuguese (p=0.007) for 

the online purchase decision (p=0.007). 
 
 
 
 
Importance of some factors versus nationality 

 

 

 
 
 
Other factors that are significantly more important to the Portuguese than for Bosnian are the website 

appearance, ease to navigation, variety of products, special offers/discounts, detailed product information, 

terms and conditions of website and privacy protection. 

 

 
Conclusion 

 

 
Online shopping is becoming more and more presented in our daily li ves. Internet development led to 

whole world of business opportunities aiming at redefining business success. Internet has created a 

significant impact on attitudes of buyers all across the globe. It has provided new opportunities to 

consumers to purchase goods and services virtually, anytime, anywhere. There is an increase in number of 

internet users worldwide, and for marketers it is an opportunity to offer their products and services 

through this virtual channel. Many factors may affect the decision of buyers to shop online. This research 
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study was undertaken with the basic objective of exploring main external online factors that affect 

consumer buyer behaviour. The study revealed five main external online factors such as perceived risk, 

usefulness, perceived benefit, trust and enjoyment. For the purpose of this work, 180 individual 

respondents from Portugal and Bosnia & Herzegovina were considered and primary data was drawn using 

five ï point Likert type scale.  On the one hand, results from the research study revealed that there was no 

significant different between countries and perceived risk, usefulness and trust. On the other hand, there 

was a difference between the nationality and perceived benefits. Portuguese people assumes that there are 

more benefits when buying online than Bosnian people do. Furthermore, there was a difference between 

the nationality and enjoyment. People from Bosnia and Herzegovina seems to enjoy more than people in 

Portugal when it comes to shopping online. 

The demographic finding revealed that Portuguese people are shopping online more frequently than 

Bosnian people do. Majority of Portuguese people shops online less than once a month, while Bosnian 

people shops online as little as possible. Moreover, when it comes to Portugal, female tend to shop online 

more from companies based in the country they li ve in, while males tend to shop online more from 

companies based in European Union. 

When it comes to comparison of countries and opinions/experiences of family, friends and online forums, 

Portuguese people are more following opinions and experiences of friends than Bosnian people do. There 

is no significant difference in opinions and experiences of family and online forums.   Moreover, 

Portuguese people are more following importance of website appearance, easy to navigate through web, 

variety  of  products,  special  offers/discounts,  detailed  product  information,  terms  and  conditions  of 

website and protection of privacy than Bosnian people do. There is no signif icant dif ference when it 

comes to free shipping and legal certification. Furthermore, Portuguese people are more following the 

improvements of more secured website, customer service and return exchange policy than Bosnians do. 

There is no significant difference when it comes to delivery on time, displayed hidden costs, website 

interface and product tracking process. 

To conclude, continuous efforts have to be devoted to studying consumer online shopping behaviour in a 

dynamic way. The present study has brought new dimensions and ideas to understand online consumer 

behaviour and increase the market potential of online shopping in Portugal and Bosnia & Herzegovina. 

Future studies can extend the results of this study for investigating the online consumer buying behaviour. 
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