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Zoltán Veres

EDItoRIAL: CULtURAL VALUEs  
In nonBUsInEss MARKEtInG

22nd International Congress on Public 
and nonprofit Marketing

 
University of Pannonia, Veszprem, Hungary

5th-7th July 2023

 
Dear Reader,

In 2023 the University of Pannonia, Faculty of Business and Economics hosted the inter-
national representatives of the nonbusiness – public and nonprofit – marketing research. The 
2023 congress on one hand continued the more than 20-year-old tradition of the IAPNM, and 
on the other hand it integrated into the Veszprem-Balaton 2023 European Capital of Culture 
programme series. ECoC and nonbusiness marketing are interconnected in several threads. 
We can think, for example, of the marketing of cultural activities, which is detached from the 
for-profit sphere in many areas, but the ECoC programme itself carries a lot of nonbusiness 
content, such as the community building, contributing to the connection of fragmented social 
strata; the volunteering, by involving the community to help residents of the region to gain new 
experiences; the tradition, supporting project development with the awareness of local cultural 
values; the innovation, stimulating cultural demand in the area; and the sustainability, by im-
plementing developments in the long-term environmental interest of the region.

Choosing ECoC as the focus of the congress, all thoughts on marketing culture were wel-
comed. And, of course, culture in its broadest sense. This includes the marketing of cultural 
products that are not purely for-profit at one end of the scale, up to the protection of the cul-
tural traditions of a region, for example, through public support for tourism. And, of course, in 
addition to the congress’s theme note, we welcomed the presentation of any research findings 
that would help us better understand how public and non-profit actors work, and even their 
collaboration with the for-profit sphere for positive social goals. At the congress in Veszprem, 
we got closer to a better understanding of the mechanism of action of nonbusiness marketing 
through exciting track discussions, getting to know the empirical results of fellow researchers.

Beyond its significance, the congress was a festive event for us, as the young Faculty of 
Business and Economics of the University of Pannonia in Veszprem is going to celebrate the 
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20-year anniversary of its foundation in 2023. Together with the representatives of marketing 
education, marketing research and the marketing profession attending the congress in the City 
of Queens, Veszprem we could make the 22nd IAPNM Congress a successful and memorable 
event.

Thanks to everyone for that.

Zoltan Veres
Chair of the Organizing Committee
Head of Research Centre
University of Pannonia, Faculty of Business and Economics
Veszprém
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tHE DILEMMA BEtWEEn oMnI-CULtURAL VERsUs 
Mono-CULtURAL BRAnDInG In MULtICULtURAL 

EnGLIsH toWns: Is APPEALInG to ‘ALL’ MoRE 
EFFECtIVE tHAn APPEALInG to ‘onE’?

Ademola Ajeyomi
London South Bank University, United Kingdom

Barbara Czarnecka
London South Bank University, United Kingdom

Karin Moser
London South Bank University, United Kingdom

Purpose and design
The purpose of this conference paper is to present a systematic literature review and a 

theoretical framework to explain the effectiveness of omni-cultural versus monocultural place 
branding in attracting visitors to multicultural cities and towns in England. The purpose is to 
examine the role of individual’s multiculturalism, perceived cultural self-congruence and the 
need for cognitive closure in the decision to regularly visit a multicultural town centre. This 
study aims to answer the question of “How to attract a range of monocultural and multicultural 
citizens to visit a town centre in diverse, multicultural towns and cities in England?” When 
faced with culturally and ethnically diverse city populations, should towns follow the omni-cul-
tural orientation or mono-cultural orientation when targeting individuals in communication 
campaigns?

originality
Town centres in English cities and towns have been facing several challenges due to the 

changing retail landscape and shopping habits impacted by online commerce. These challenges 
are exacerbated in cities and towns that are multicultural, such as Luton, Slough, Birmingham, 
or Leicester, in which the white British are now a minority and other ethnic and cultural groups 
have become the majority. For example, Luton, a town in South East of England has a popula-
tion of approx. 200,000 people of which 31% are White British, 15% are a mix of other White, 
and 54% are non-White including 37% Asian (Pakistani, Bangladeshi, Indian and other mixed 
Asian); 14% are Black and Black British. Therefore, such towns are inhabited by large groups of 
citizens who were born in England to immigrant parents from a range of cultures and religions, 
and by first-generation immigrants from a wide range of cultures. Such demographic compo-
sition presents exciting cultural and business opportunities but also poses challenges due to a 
range of factors. Some of those cultures are similar to English culture and therefore blending 
of cultures is relatively easy; other cultures are dissimilar and present challenges in how they 
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are represented and attracted to the town centre. Such demographic composition of towns may 
change the way residents and visitors interact with a town. For those multicultural towns, at-
tracting town centre visitors is and will be a challenge. This paper focuses on shedding light on 
how to brand multicultural town centres to both residents and visitors.

 
Keywords: Cultural, branding Cultural diversity, Cultural self-congruence, Individual multi-
culturalism, Need for cognitive closure.
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A qUALItAtIVE ExPLoRAtIon Into yoUnG ADULts’ 
AttItUDEs toWARDs tEstIMonIAL FEAR APPEAL 
ADVERtIsEMEnts tAILoRED AGAInst MARIJUAnA 

ConsUMPtIon

nana Afua Kumiwaa Asante
Stellenbosch Business School, South Africa

Marlize terblanche-smit
Stellenbosch Business School, South Africa

With the decriminalization of marijuana in South Africa for private recreational use, there 
is the challenge of its abuse among young adults. Will fear appeal advertisements (ads) help 
social marketers effectively curb this problem? This qualitative paper is the first phase in an ex-
ploratory sequential mixed methods design study which seeks to explore how testimonial fear 
appeal ads in the form of film and animation, and type of threat would influence behavioural 
intention with regard to marijuana consumption. In nine focus group discussions conducted 
among undergraduate students at a university in Cape Town, the behaviours and attitudes of 
users and non-users of recreational marijuana were explored. Sixteen fear appeal ads were also 
evaluated to determine the experimental stimuli for Phase 2; a between-subjects post-test only 
2 x 2 factorial design. Using an inductive reasoning approach, usage, access, education and ad-
vertisement testing were themes discovered across all groups. Findings suggest that university 
students would prefer messages that depict both the pros and cons of marijuana consump-
tion in order for them to make informed judgements. Nevertheless, findings from Phase 1 will 
be integrated into Phase 2 whereby the effectiveness of selected ads on behavioural intention 
would be determined quantitatively.

 
Keywords: Social marketing, Fear appeal, Marijuana, Testimonials.
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MARKEtInG oF CULtURE

Rita Balla
Selye János University, Komarno, Slovak Republic

László Józsa
University of Pannonia, Veszprém, Hungary

Purpose
The purpose of the present paper is to understand the process of crisis communication and 

sales during the crisis period in the contemporary art market.

The aim of this paper is to briefly describe the topic and to introduce and clarify concepts 
related to the topic, to formulate possible hypotheses for the research area, and to introduce the 
topic to an extensive research conducted in the future, which is aimed at the joint investigation 
of art market movements and the areas of marketing. In what has just been formulated, we 
would like to summarize the relevant literature, which establishes the hypotheses and provides 
a deeper insight into the topic. In addition, it explores the literature of art marketing and clas-
sical marketing.

Methodology
The methodology of the research is the foundation of the primary investigations, the re-

view of the literature in Hungarian-English-Slovak-Turkish, and the processing of the data and 
information extracted from them. In addition to the systematic processing of the literature, the 
framework of the research is the preparation of the questionnaire, then the processing and com-
munication of the data. If possible, conducting in-depth interviews on the topic with the own-
ers of galleries in the countryside and the capital and preparing qualitative studies. From the 
research, we would like to set up hypotheses that serve the purpose of future extensive research 
and provide an answer to the market development of associations closely related to contempo-
rary art. Of further interest is the impact of the pandemic period and the Russo-Ukrainian war 
on sales demands, and observing stylistic changes and demonstrating their indirect impact on 
the contemporary art market. The practical aspect of the research is to provide a comparative 
analysis of the contemporary art market before the pandemic and the Russo-Ukrainian war, 
and on a scientific basis. Its social significance is that it provides lay people interested in culture 
and contemporary art with a clue for an easier understanding of the movement of capital flow-
ing into culture.
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originality
The originality of the investigation is the discovery of correlations, possibly the establish-

ment of a logical cause-and-effect relationship, which also extends to pre-crisis and current 
consumer habits, the sales area and the stimulation of consumption in the contemporary art 
market. The main limiting factors of the research include the rapid transformation typical of 
the contemporary art market, the rapid appearance and disappearance of new sales and style 
trends, and the understanding and systematization of market movements resulting from un-
traceable sales transactions.

 
Keywords: contemporary art market, transaction, marketing in arts, gallery owner, culture.



17

CAUsE-RELAtED MARKEtInG: UnDERstAnDInG tHE 
EVoLUtIon AnD APPLICAtIon oF tHE ConCEPt. A 

systEMAtIC LItERAtURE REVIEW

Raimundo Pericles Matos Barros
Universidad de Extremadura, Spain

Maria Mercedes Galan-Ladero
Universidad de Extremadura, Spain

The evolution of marketing strategies over the last forty years, has become something 
instigating and in effervescence, and cause-related marketing, since its conception has been 
growing in studies and interest in the approach, as something important under the contempo-
rary optics of corporate social responsibility and with active participation of consumers.

objective
This paper aims to carry out a systematic review of the literature on Cause Related Mar-

keting (CRM), since its genesis, in academia, in 1988, until 2022.

Design/Methodology/Approach
The research will be made from the WOS (Web of Science) database with publications in 

English, of the scientific article type, with the keywords: “marketing with cause” and “cause-re-
lated marketing”, published and available electronically. As main methods, bibliometric and 
content analysis, will be used, selecting from the keywords 241 related articles in this period.

Conclusions
The work, is in progress, and seeks to contribute to the advancement and application of 

social responsibility studies, from the perspective of cause marketing, organizing and compil-
ing the discussions and academic research throughout this historical period.

originality
This work brings an important and original approach to cause marketing studies and to 

academia, in that it relates the various conceptions and discussions of the application of cause 
marketing, from a wide variety of authors, related fields, and economic, social, and consumer 
behavior contexts.

 
Keywords: cause-related marketing, corporate social responsibility, systematic literature re-
view, bibliometric analysis, content analysis
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tHE RoLE oF RELIGIosIty In sHAPInG ConsUMER 
AttItUDEs toWARDs CAUsE-RELAtED MARKEtInG In 

tHE AsIAn MARKEt: EVIDEnCE FRoM PAKIstAn

Hina yaqub Bhatti
University of Extremadura, Spain, 

Riphah International University, Pakistan
M. Mercedes Galan-Ladero

University of Extremadura, Spain
Clementina Galera-Casquet

University of Extremadura, Spain

Purpose
This study aimed to investigate if religiosity can influence consumer attitudes towards 

Cause-Related Marketing (CRM) in the Asian market, with a specific focus on Pakistan.

Design/Methodology/Approach
The methodology used in this study was quantitative, employing an online questionnaire to 

collect data from a convenience sampling.

Findings
This study’s findings revealed that religiosity significantly influences consumer attitudes 

towards CRM in this Asian market. Specifically, religiosity was identified as a critical anteced-
ent that shapes consumer attitudes towards CRM. While the study focused solely on relig-
iosity as an antecedent, future research could explore other factors that contribute to attitudes 
towards CRM, thus providing a more comprehensive understanding of consumer behavior in 
the context of CRM.

The implications of this study are significant for managers seeking to make informed de-
cisions regarding their companies’ corporate social responsibility policies and campaigns. Spe-
cifically, the study’s findings suggest that companies operating in Pakistan should consider the 
influence of consumer religiosity when developing and implementing CRM campaigns. As a 
result of the findings, companies operating in this Asian market should take into account the 
influence of consumer religiosity when crafting and implementing CRM campaigns. This ap-
proach would enable firms to customize their campaigns to align with the preferences of their 
intended audience, which would result in a more efficient fulfillment of their CSR objectives.

originality
This study’s originality lies in its investigation of the influence of religiosity on CRM atti-

tudes in the Asian market, particularly in Pakistan.
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Religiosity is a variable that has not been sufficiently studied in the field of CRM. Even less 
so in the specific case of Pakistan. For this reason, this study aims to contribute to the literature 
on this variable and its influence on CRM by studying the case of a developing Asian Muslim 
country.

 
Keywords: Cause-Related Marketing (CRM), Religiosity, Attitude toward CRM, Pakistan.
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tHE IMPACt oF AUtHEntICIty on VIsItoRs’ 
nostALGIA AnD BEHAVIoURAL IntEntIons In A 

HERItAGE MUsEUM

Carmen Pérez Cabañero
Universitat de València, Spain

Amparo Cervera taulet
Universitat de València, Spain

Rocío Rejón Heredia
Universitat de València, Spain

This study examines the impact of authenticity on visitors’ feelings of nostalgia, memora-
bility, and behavioural intentions in the context of heritage museums.

Authenticity is studied from two perspectives: object-based authenticity and experi-
ence-oriented authenticity. Objective authenticity refers to the accuracy, truth, and genuineness 
of physical objects included in the museum. Existential authenticity is a sense of connection 
with the local history generated by individuals’ immersion in the visited heritage. Nostalgia 
refers to a longing for past times, activities, places, and people. People are more likely to expe-
rience nostalgic emotions at a heritage site when they perceive authenticity in it.

An empirical research based on a sample of current visitors is carried out in San Juan de 
Dios Archive-Museum, a cultural center of the Hospital Order in Granada (Spain). The archive 
main purpose is to ensure awareness and preservation of cultural heritage. Testing hypotheses 
by means of structural equation modelling with SMART-PLS 4 will reveal positive relation-
ships between these variables and will suggest managerial recommendations to foster museum’s 
authenticity and, ultimately, visitors patronage.

 
Keywords: Museum, Authenticity, Nostalgia, Memorability, Behavioural intentions.
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UnDERstAnDInG REsIstAnCE toWARDs sUstAInABLE 
VIRtUAL AssIstAnts

Carmen Pérez Cabañero
Universitat de València, Spain

Barbara Caemmerer
ESSCA School of Management, France

Abraham Vizcarra
Universitat de València, Spain

Virtual assistants like Siri, Alexa, Cortana, Google assistant and others can be used by both 
public and non-profit organizations to enhance their efficiency, productivity, and customer ser-
vice. For instance, in the public sector, virtual assistants can help government agencies provide 
quick and accurate information to citizens, answer frequently asked questions, and provide 
assistance with government services. Citizens are becoming increasingly familiar with virtual 
assistants. Virtual assistants can also provide sustainable services in various ways like energy 
efficiency by controlling smart home devices such as thermostats, lights, and appliances, waste 
reduction by reminding users to properly dispose of items, and sustainable consumption by 
providing information about sustainable products and services. Nonetheless, many consumers 
resist implementing innovations despite some of them being commonly desirable or even nec-
essary. For the past few decades, theory and practice have been trying to identify the principal 
barriers that create consumer resistance to innovation as well as designing marketing strategies 
striving to overcome such barriers.

This research aims to explore the determinants of consumer resistance to virtual assis-
tants. Based on the existing literature, the study hypothesized that several product characteris-
tics (complexity, perceived risk, relative advantage) as well as consumer characteristics (self-ef-
ficacy, emotional reaction, tradition barrier), along with demographics (gender, age, education) 
have an influence on the negative consumer approach towards using virtual assistants.

The hypotheses were tested based on quantitative data collected by an online question-
naire distributed among consumers internationally (sample size=206). Multivariable analysis 
will reveal the main factors contributing to innovation resistance regarding virtual assistants 
and will provide relevant managerial recommendations.

 
Keywords: Resistance to Innovation, Technology Acceptance Theory, Virtual Assistant.
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EFFECtIVE IntERnAL MARKEtInG In CULtURAL 
EVEnts; BUILDInG FRoM tHE InsIDE oUt

Chris Chapleo
Bournemouth University, United Kingdom

Kati suomi
University of Turku, Finland

Purpose
There is no doubt that as charities have embraced the ethos and practice of marketing 

they have become increasingly sophisticated in their techniques to achieve their objectives. 
Nevertheless, there are several areas where research can help inform better and more effective 
practice. The internal marketing infrastructure is one such area, where a better understanding 
of the best way to organise resources for marketing, execute brand management, manage the 
internal brand and build a culture that underpins marketing orientation is both strategically 
important and challenging. Therefore, this paper focuses on internal marketing and branding 
in non-profits to better understand the relationship between internal marketing theory and 
perceived success operational practice in NPOs.

originality
Success for contemporary non-profit organisations in a competitive environment relies 

upon not just upon good marketing, but effective internal marketing is important to build 
a culture that underpins marketing orientation and maximises efficient use of marketing re-
sources.

Internal marketing and the linked concept of internal branding form the conceptual basis 
but the challenges of internal branding are explored before linking to brand orientation, which 
can logically be argued to be a necessary precursor for internal branding to be effectively im-
plemented. A positive and linear relationship between internal branding mechanisms (IBM) 
and employee brand-building behaviours (EBBB) was identified and assessed. EBBB refers to 
the concept of employees’ actions determining a target audience’s perceptions of the brand 
promise, which in turn enhances brand-building outcomes.

Design/Methodology
In this paper, interviews with senior managers in a culturally based non-profit organisa-

tion explored this. An appropriate qualitative case study based methodology to generate rich 
data was therefore utilised. Challenges of internal marketing, brand orientation and the role of 
internal structure within a significant non-profit cultural event (a music festival) were explored 
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and findings broadly demonstrated how the discussed internal marketing and branding theory 
inform good practice. Implications for both theory and practice are suggested.

Findings
This work clarified that organisations’ investment in establishing brand orientation can 

underpin the development of structured external communication to help employees to artic-
ulate the organisational values and understand their roles within the organisation. This paper, 
in summary, contributed to the internal branding literature by enriching understanding of the 
extent to which the nature of the work environment affects internal branding

 
Keywords: Internal marketing, Internal branding, Marketing infrastructure, Branding, Em-
ployee branding.
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nonCoMMUnICABLE DIsEAsEs: A CostLy tHREAt to 
GLoBAL HEALtH sUstAInABILIty

Júlio Manuel de sousa Costa
NECE-UBI, Universidade da Beira Interior, Portugal

sara Micaela Moita André
NECE-UBI, Universidade da Beira Interior, Portugal

Pedro Mota Veiga
NECE-UBI, Universidade da Beira Interior, Portugal

Ricardo Gouveia Rodrigues
NECE-UBI, Abrideias, Universidade da Beira Interior, Portugal

Health expenditure is a major burden for global governments and despite all concerns and 
actions, it keeps rising. Noncommunicable diseases (NCD) play a major role in this with great 
direct and indirect cost to countries finances. Through a Linear Regression, our study aims to 
analyse how Current Health Expenditure per Capita in thousands of US$ (CHE), Access to 
electricity (% of population) (AE) and Age dependency ratio (% of working-age population) 
(ADR) may influence the Percentage of NCD deaths occurring under 70 years.

This study highlights potential courses of action where different healthcare systems and 
countries must act on, to develop policies targeted to fight the Percentage of NCD deaths oc-
curring under 70 years. We conclude that it is specially negatively influenced by the CHE, AE 
and ADR. Our study contributes to reinforce governmental strategies and policies to fight this 
health and financial burden.

 
Keywords: Noncommunicable diseases, Healthcare costs, Health expenditure.
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stABILIty AnD REstRUCtURInG oF VALUEs AnD 
noRMs BEtWEEn PAREnts AnD tHEIR UnIVERsIty 

stUDEnt CHILDREn

László Csorba
Eszterházy Károly Catholic University, Eger, Hungary

Socialisation plays a major role in the creation of human values, which are the most stable 
layer of culture. Norms are less stable and their range of influence is narrower. The primary 
research on which this study is based measured 275 pairs of parents and economic students in 
relation to their general values and some of their norms. It also examined which groups or con-
cerns are the most preferred when it comes to sacrifice. By applying a new methodology, it is 
possible to classify potential values into groups of primary, secondary and „reverse” values. Re-
search has sought to find and demonstrate correlations between changes in values and norms 
not only by age but also by family size and the size of the settlement of residence. There were no 
significant differences between parents and children in terms of sacrifice for certain groups, but 
there were significant differences in case of sacrifice for concerns. There was a degree of stability 
between the three groups of values, but also a certain amount of remarkable crossover. In terms 
of norms, family and residential background played the most significant role. The characteris-
tics of the students’ actual values and norms, partly by adapting to them and partly by wanting 
to change them, are relevant for education.

 
Keywords: Values, Norms, Socialization, Education.
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tHE RELAtIonsHIP BEtWEEn nonPRoFIt DEnsIty 
AnD soCIoEConoMIC InDICAtoRs In An EMERGInG 

CoUntRy

Rubia Bottacine Dalvi
FUCAPE Business School, Brazil
Emerson Wagner Mainardes

FUCAPE Business School, Brazil
Lara Mendes Christ Bonella sepulcri

FUCAPE Business School, Brazil

In this study, we examine the relationship between the number of nonprofits from five 
different subfields in a municipality and its socioeconomic indicators using data from Brazil. 
The literature on nonprofit density is relevant in enhancing the understanding of the role of 
the nonprofit sector, evaluating its efficiency, and responding to the increasing demand for ac-
countability. However, researchers have criticized the lack of sample representation in studies 
on this topic, which are mostly concentrated in large US cities. Using linear regression models, 
we show that Brazilian municipalities with better levels of development in terms of health and 
employment and income have a greater number of nonprofit organizations in their territory. 
Meanwhile, the level of development in terms of education tends to be negatively related to 
nonprofit density. Our results partially support interdependence theory by highlighting the 
availability of resources as an important driver of nonprofit density.

 
Keywords: Nonprofit density, Socioeconomic Indicators, Development.



32
Pannon Management Review 

Special Issue • July 2023



33

An EtHICAL PERsPECtIVE on UnIVERsIty 
MARKEtIZAtIon

Elena Dinu
SNSPA, Romania

Alexandra Zbuchea
SNSPA, Romania
Florina Pînzaru
SNSPA, Romania
Valentin stoica

SNSPA, Romania

This study presents the results of an investigation into students’ perceptions of academic 
ethics at a Romanian university. The research was part of a project which unfolded in 2022 re-
garding an assessment of online teaching during the Covid-19 pandemic. Data were collected 
between November 2022-January 2023 from a sample of N=539. The questionnaire concerned 
academic fraud, student ethical behaviour, the academic staff ’s ethical behaviour, and knowl-
edge about the university’s ethical code of academic research and integrity. The answers were 
assessed with quantitative methods by employing a descending Likert scale from 1 to 5. Overall, 
the replies indicate students’ understanding of and agreement with the academic values, aware-
ness of the university’s formal ethical instruments (65,7%), and recognition of the academic 
staff ’s ethical behaviour (69,6%). Nevertheless, the figures point to the fact that the university’s 
teaching and promotion of its ethical academic values, behaviours and instruments should be 
enhanced.

 
Keywords: University marketisation, Academic ethics, Public marketing, Student moral devel-
opment.
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non-BUsInEss MARKEtInG AnD AUtonoMIEs In 
sUstAInABLE CoMPEtItIVEnEss

László Dinya
MATE, Gödöllő, Hungary
Anikó Klausman-Dinya
MATE, Gödöllő, Hungary

For more than two decades, we have been dealing with various development projects at 
individual – organizational – settlement – regional – macro and international level in Hunga-
ry and the European Union. From the beginning, we focused on managing the business and 
non-business factors of competitiveness in closed relationships with each other. Over time, the 
sustainability criteria became additional elements, in particular with the validation of the natu-
ral environment and social sustainability. Our results increasingly drew our attention to the fact 
that the issue of autonomy is closely related to development tasks aimed at sustainable compet-
itiveness. Although competitiveness was classically interpreted in the business sphere, today 
and in the future it is a basic condition to consider the non-business dimension. In this process, 
approaches appear that, going far beyond economic capital, emphasize the role of social capital, 
human capital, natural capital, and the level of governance. And as an important element of so-
cial capital, human capital, and economic capital, the complicated system of different types and 
levels of autonomies, overlapping and interconnected, appears in the background at all levels. 
The strengthening of autonomies in development, coordination is impossible without intensive 
and complex non-business marketing that meets the challenges of the time.

In a very simplified way, we can state that without a developed system of autonomies, it 
is unfounded to talk about a competitive country, region, or settlement. Being in a knowledge 
economy and society, the same applies at the organizational and even individual level. The 
quality of human (knowledge) capital, social capital and innovation must be based on ensuring 
an adequate level of interdependent (interlocking) autonomies. Where from the individual lev-
el to the global level, the autonomy required for creative problem solutions and decision-mak-
ing room must be guaranteed at every step. The two basic forms of autonomies are individual 
and collective autonomy, within this, decision and action autonomy. In each case, autonomy 
is defined by two types of barriers: external constraints and internal constraints. In the case 
of Hungary, we analyse this issue (based on multivariable statistical methods, like factor and 
cluster analysis) at the individual and local level (the situation of local autonomy), and at the 
national level (sustainable competitiveness of Hungary). Our analysis is based on the synthesis 
of the experiences of our specific development projects. The analyses was made at individual 
level on the characteristics of national cultures (cultural values), at the organizational and set-
tlement and regional level on the characteristics of collective autonomy, at the macro-level and 
global level on the autonomy that appears within the framework of the rule of law, as well as on 
sovereignty and interdependencies.
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All of this provides important help in responding to the great challenges of the 21st cen-
tury, and draws attention to the importance of an extended interpretation of innovations, as 
well as to the importance of addressing our delays in organizational, non-business and social 
innovations in addition to technical innovations.

 
Keywords: non-business marketing, autonomy, sustainable competitiveness.
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nEoLIBERAL Zeitgeist Vs. CULtURAL genius Loci 
In tERRItoRIAL MARKEtInG AnD BRAnDInG In 
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Piotr Dzik
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Anna Adamus-Matuszyńska
University of Economics in Katowice, Katowice, Poland

Purpose
The purpose of the considerations is to explore the messages designated by the Polish ter-

ritorial units enclosed in visual and verbal messages used in the practise of territorial marketing 
and branding. The deliberations are the results of the research and the review of the literature, 
which show that, on the one hand, it is posited in the field literature to consider local culture, 
while the results of previous research reveal a tendency to build universal models of territorial 
brands.

Design/Methodology/Approach
The semiotic analysis was used to analyse territorial brands in Poland. The following the-

oretical assumptions have been made:
1. Today, all brands are part of culture.
2. The place brands were analysed through the lenses of three Lacanian orders as ways of 

understanding the content of the brands practised.

Findings
The interpretative framework for the brand names of the Polish LGUs is Sarmatianism as 

a traditional cultural background. A wider analysis of local (regional/national) cultural tradi-
tions will be a valuable input to the discussions about place branding practise.

originality
The mutual relationship between universal models and local peculiarities is discussed in 

the literature; however, these discussions are generally framed in western visions of political 
ideas (e.g., liberalism, conservatism, and so forth). A wider analysis of local (regional/national) 
cultural traditions will be a valuable input to the discussions about place branding practise. 
Genius loci is opposed to the Zeitgeist.

 
Keywords: Neoliberal Zeitgeist, Place branding and marketing, Polish Genius Loci, Brand cul-
ture.
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WHAt IF I KnoW tHE BRAnD – tHE RoLE oF BRAnD 
FAMILIARIty In MItIGAtInG tHE nEGAtIVE EFFECt 

oF GREEnWAsHInG

Merve Coşkun Ekinci
Bakırçay University / International Trade and Business, Turkey

Ali Emre Aydın
Bakırçay University / Business, Turkey

Greenwashing is defined as “an inconsistency between environmental-related words and 
deeds.” (Gatti et al., 2021) and this inconsistency may damage brand image and leads to the 
negative attitudes of consumers (Parguel et al., 2011). Previous research demonstrated that gre-
enwashing is negatively related to several outcomes including trust, brand credibility, and in-
tention to revisit. Despite these research revealed the negative effect of greenwashing on the at-
titudes, the mechanisms to reduce this negative effect have not been adequately explored. To 
address this gap, this study aims to find out whether brand familiarity can mitigate the negative 
effect of brand skepticism derived from greenwashing claims.

Design/Methodology/Approach
To test the moderating effect of brand familiarity between brand skepticism and purchase 

intention, this study conducted a 2x1 between subject factorial design with an online experiment 
where participants were randomly assigned to one of two different brand familiarity condi-
tions (unfamiliar/familiar). Brand familiarity was manipulated with a scenario that described a 
shopping situation for a sports shoe brand.

First, the participants were exposed to the additional information about the greenwashing 
issue in the market that we embedded purposely to both conditions. Brand familiarity was 
manipulated by claiming that they see an advertisement of a best-known sports shoe brand that 
they also know well (familiar condition) or a not well-known brand that they have heard of 
for the first time (unfamiliar condition). The participants were told to imagine that they see an 
advertisement emphasizing this brand’s environmental-friendly strategies.

After reading the scenarios, the individuals were asked to complete a questionnaire con-
sists of measures of brand skepticism, purchase intention, manipulation check items and demo-
graphics. A usable sample of 121 respondents were recruited from Prolific.

Findings
PROCESS model 1 proposed by Hayes (2013) was used to examine if brand familiarity 

moderated the effect of brand skepticism on purchase intention. The results suggest that brand 
familiarity mitigates the negative effect of brand skepticism under greenwashing claims on pur-
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chase intentions, that under familiar brand condition, the negative effect of brand skepticism 
on purchase intention is lower than the unfamiliar brand condition.

originality
Unlike previous research, this study explores a mechanism which reduces greenwashing 

effect. Besides, to the authors’ knowledge, this is the first study testing the moderating effect of 
brand familiarity between brand skepticism and purchase intention.

 
Keywords: Greenwashing, Skepticism, Brand Familiarity, Moderation.



41
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sERVICEs
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Purpose
Transformative service research (TSR) represents research that focuses on creating “up-

lifting changes” aimed at improving the lives of individuals, families, communities, society, 
and the ecosystem. In TSR literature some authors applied quality of life measures and more of 
them investigated well-being dimensions. In the healthcare service context, authors identified 
the categories of customer efforts in value creation activities which positively influence cus-
tomers’ quality-of-life as well as satisfaction and behavioural intentions. This paper we explore 
the relationship between factors on customers’ co-creation behaviours and their consequences, 
namely perceived value, subjective quality of life, health, and happiness in case of health-related 
services. We suppose that different factors of participation and citizenship behaviours influence 
differently outcomes of health-related services. These services (sport services, wellness, fitness, 
and spa services) have positive health effect, but the supply is not provided by the health care 
system. This topic is a fruitful area in service research.

Design/Methodology/Approach
In 2022 we conducted quantitative research. The target population was the population 

between the ages of 30 and 60, who took part in different health-related services. The applied 
sampling method was quota sampling, and the sample size was 463 respondents. First, factor 
analysis was conducted using validated scale to recognize the factors of customer’s behaviours 
in co-creation value of health-related services. Next, to determine the relationship between 
co-creation behaviours and its consequences we applied multiple regression analysis. To meas-
ure perceived value, quality of life and happiness the variables were adapted from extant inter-
national research.

Findings
We can distinguish customers’ participation and citizenship behaviours in co-creation 

value of health-related services like previous international research. Our result show that there 
is a significant association between two factors from the customer’s participation behaviours 
(personal interaction, responsible behaviour), four factors from the customer’s citizenship be-
haviours (feedback, advocacy, helping, tolerance) and the perceived value of health-related ser-
vices. Besides, we found that both participation behaviours (personal interaction, responsible 
behaviour, information sharing), and citizenship behaviours (feedback, advocacy) in co-crea-
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tion value influenced subjective quality of life, perceived health, and happiness. This study is 
useful for supporting customer value-creating behaviours in health-related services.

originality
This topic has received less attention in Central and Eastern European countries. This pa-

per contributes to the services literature by better understanding the mechanism of how there 
is a differential influence of customers behaviours in co-creation value on service outcomes.

 
Keywords: Health-related services, Co-creation Behaviour, Service outcomes.
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EnHAnCInG sUstAInABLE FEstIVALs: tHE RoLE oF 
UnIVERsIty EDUCAtIon In PREPARInG FUtURE 

EVEnt oRGAnIZERs

Katalin Formádi
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The event industry has been significantly impacted first by the COVID-19 pandemic then 
the economic and political uncertainties. Previous research has identified the primary chal-
lenges for event organizers as unpredictability, which leads to increased financial, human, and 
mental risks and burdens. However, some positive outcomes, such as the emergence of small-
scale, family-friendly events and a focus on sustainable development, have been noted. This 
indicates that future festival management strategies need to be more adaptable to deal with 
uncertainty and reflect on the social-environmental dimensions of sustainability.

There is a growing demand for enhanced education and training for both festival organiz-
ers and visitors itself in which universities can play a pivotal role in preparing future festival or-
ganizers through various channels, including curriculum improvement, manuals, podcasts, or 
trainings, summer camps. This study aims to investigate the effectiveness of these educational 
channels in improving the knowledge and skills of festival organizers, drawing on case studies 
from the Veszprem-Balaton 2023 European Capital of Culture Region festivals.

A mixed-methods research was employed between 2020-2023, including a survey of 1133 
festival attendees and 19 interviews with event management professionals. This findings indi-
cate that curriculum enhancement and manuals are the most effective educational and com-
municational channels, followed by summer camps and podcasts. Moreover, the study reveals 
that practical experience and networking opportunities are crucial for festival organizers to 
develop their skills and knowledge.

These results suggest that curriculum enhancement should prioritize practical skills, such 
as risk management and sustainable event management. Manuals can offer practical guidance 
on specific aspects of event management, including health and safety, ticketing, and sponsor-
ship. Summer camps can provide hands-on experience and networking opportunities, allowing 
festival organizers to develop practical skills and build relationships with industry profession-
als. While podcasts can be a useful tool for sharing information and best practices to a broader 
audience, but their effectiveness may be limited by their passive nature.

This study contributes to the literature on event management education, offering insights 
and practical recommendations for universities to effectively educate future festival organizers, 
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event-oriented participants and students. Additionally, the study highlights the importance of 
practical experience and networking opportunities for festival organizers in the development 
of their skills and knowledge.

In conclusion, this research holds implications for event management education, empha-
sizes the significance of sustainable development in the event industry and proposes future 
research directions exploring the role of universities in preparing future festival organizers for 
the challenges of the industry.

 
Keywords: Sustainable festivals, Event management education, Communicational channels, 
Role of the university.
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BRIDGInG CULtUREs tHRoUGH HIGHER EDUCAtIon 
– A MULtInAtIonAL ExPERIEnCE

Dávid Máté Hargitai
University of Pannonia, Veszprém, Hungary

Annamária sasné Grósz
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Collaborative Online International Learning (COIL) is an opportunity to shape students’ 
attitude. During the autumn semester of 2022 a collaboration between a US and Hungarian 
university was established with students from 15 different nations with a focus on international 
business negotiations. During the 6-weeks project, not only academic achievement was meas-
ured but improvement of cross-cultural skills as well.

Purpose
The aim of the study is to build a model of the impact of the COIL course on the partici-

pants’ self-image, cultural openness and their relationship with the international environment.

Methodology
The research used three consecutive online questionnaires. The first questionnaire, prior 

to the start of the course, explored the participants’ global competences, cultural openness, 
interest in international issues, expectations of the course and demographic characteristics. 
At the mid-term of the course, they reported on their commitment to the project assignment 
and project work, the relationship they had developed with group members, and their initial 
feedback on the course. At the end of the course, a questionnaire with the same content as the 
first questionnaire was completed in order to measure changes in the students’ characteristics. 
Analyzing the data, PLS-SEM method was used, which is widely used in different areas of man-
agement, such as human resource management, marketing and strategic management, but also 
in the narrow research topic, several authors have used this statistical method. The growing 
popularity of the method is partly due to the fact that it allows the estimation of complex mod-
els on a small sample without imposing distributional constraints on the data.

Findings
As a result of the analyses a model was created showing how self-description effects stu-

dents interest about international issues, and how informed they are about related topics. Glob-
al competences, cultural openness and preliminary knowledge about international processes 
control expectations according to the international collaboration. The level of commitment and 
the quality of group performance during the project work modify the original characteristics of 
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participants, and as a conclusion, the collaborative online learning results higher level of under-
standing of the international environment.

originality
COIL, as a learning method is studied by many researches in different international envi-

ronment, and questionnaire data were statistically analyzed. However, there is no study about 
the moderating role of variables mentioned in the design section.

 
Keywords: Collaborative learning, Hungary, Intercultural competence, Online collaboration.
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A LAMB-MEAt, oLIVE-oIL EMULsIon-tyPE sAUsAGE
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Purpose
To prepare a reduced-meat cooked sausage resembling conventional hot dogs or frank-

furters, reformulated with the addition of cooked chickpea as partial meat replacer. The re-
formulated sausage would show nutritional and sensorial similarity to conventional sausages to 
guarantee high nutritional quality and prevent rejection by usually meat product-eaters. The 
reformulation could be achieved by using appropriate technology intended for small-size meat 
facilities, and would reduce costs in sausage production, being usually meat the more expensive 
raw material. Due to reduced cost, high popularity, and potentially high nutritive value, this 
reformulated sausage could be suitable, as a matter of example, for non-profit organizations 
supplying meals to defeat hunger and malnutrition in young people.

Approach and methodology
Partial meat reduction in cooked sausages by using plant-based high-protein food as meat 

extenders can be a rational approach to promote the reduction of meat consumption and re-
duce the cost of meat products. High-protein pulses can be used as candidate sausage ingre-
dients to partially replace meat. In this study, an emulsion-type sausage containing lamb meat, 
cooked chickpea (7%) and olive oil (CPS) was compared with a control sausage (CONS) with 
no chickpea. CPS and CONS contained the same targeted levels of protein, starch and lipids. 
The intrinsic quality of sausages was assessed by determining weight loss, emulsion stability, 
colour and texture.

Findings
As compared to CONS, CPS resulted in greater cooking losses, i.e. lower yield, and sau-

sages with greater hardness and chewiness, while there was no effect on oxidation. Further 
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research is needed to adjust the formulation with functional components to improve yield and 
texture, and to assess the consumers acceptability using sensory analysis.

originality
The novelty of the current work is to state basis of further research on pulses as meat re-

placers to develop a high-quality vegetable oil-based meat-emulsion sausage product.
 

Keywords: meat extender, pulse, cooked sausage, sustainability, appropriate technology.
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Worldwide numerous research on m-health applications have been conducted, and the 
results show that well-designed m-health applications can improve medication and reduce 
healthcare costs. According to previous studies nearly half of m-health app users abandon cer-
tain M-health apps for various reasons, like high data entry burden, loss of interest. These facts 
indicate the importance of good usability of mobile applications. The lifestyle apps, like fitness, 
nutrition, and meditation apps offer good ways for users to prevent from different diseases. 
The aim of our research is to explore the theoretical background and experiences of using life-
style (LS) applications from a user perspective. This research aims to uncover the reasons for 
non-usage.

Design/Methodology/Approach
To investigate the research objectives, four focus group interviews were used, which was 

conducted with the involvement of students studying recreation management. During the au-
tumn semester of the academic year 2022/2023, 49 students participated in focus group in-
terviews and one focus group out of four highlighted the experiences of users, and the other 
groups explored the opinions of non-users, and former users. Two following topics were ana-
lysed during the focus group interviews, (1) the participants’ health behaviour and its changes, 
(2) their health awareness, (3) the use of LS applications, and (4) their experiences and evalu-
ations of LS applications.

Findings
The results of the focus group research pointed out that health and physical activity played 

an important role in the lives of subjects, but its form and level was different between men 
and women. Our results show there were milestones related to age and school stages in sports 
activities, and later the intrinsic motivation was more important than extrinsic one. The partic-
ipants agreed that online information sources used for health management had not only posi-
tive but also negative sides. Sports and fitness apps were the most popular among participants, 
and online and offline reviews also contributed to the selection of the appropriate application. 
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Usefulness, functions, free access, and accuracy were the most important factors in evaluating 
of LS applications. Among the negative opinions disturbing advertisements, update -, and se-
curity problems. More of the subjects reported positive effects through improved physical and 
mental health, but the applications and smart devices were considered as complementary tools. 
Besides, we found that main reasons of non-usage were personal, technical and usability ones.

originality
This paper contributes to the services literature by understanding in detail the changes 

of health behaviour, motivation and experiences on mobile devices and LA apps.
 

Keywords: Health behaviour and awareness, Lifestyle apps, Focus groups, Motivation, Re-
fusal of LS apps.
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Purpose
The current paper aims to explore the benefits of volunteer engagement in NPOs with 

the value co-creation perspective.

Methodology
This study has an exploratory characteristic and adopts a qualitative research approach. 

There is no single way of conducting qualitative research. Accordingly, the general systematic 
of qualitative research has been followed. In-depth interviews were conducted with 15 volun-
teers having certain characteristics of research and greater knowledge on the subject, I reached 
with the purposive sampling technique. By doing this, semi-structured interview scripts in-
cluding open-ended questions were utilized. All interviews lasted between 45 and 120 minutes 
and were tape-recorded and transcribed verbatim. Then, the data were analyzed by qualitative 
content analysis technique.

Findings
Findings indicate that volunteer engagement provides three main benefits. First, volunteer 

engagement increases the loyalty of volunteers toward NPOs. Secondly, volunteers recommend 
NPOs to other people and ensure that new volunteers are involved in voluntary actions. Finally, 
volunteer engagement generates new ideas for the development of social service.

originality
The need for volunteers has recently increased with the increasing number of Nonprofit 

Organizations (NPOs), a downturn in the support of private businesses and government, and 
higher demand for social services. At this point, volunteer engagement defined as the extent to 
which volunteers psychologically, rather than physically, engage with their volunteer work is 
increasingly becoming vital for NPOs. The existing literature has focused on “engagement” by 
mostly considering customer engagement (in commercial contexts) occurring through an in-
dividual’s co-creative interactive experience with a focal engagement object. However, research 
is still in its infancy when it comes to non-commercial or nonprofit contexts where commu-
nities of passionately committed people voluntarily give their time and energy to an adhered 
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cause. On the other hand, this study focuses on volunteer engagement having a co-creative na-
ture in the nonprofit context.

Theoretical and Practical Implications
The study provides twofold contributions. On the theoretical fold, it contributes to the 

body of knowledge on value co-creation, a less well-known behavioral result of engagement. 
On the practical fold, it helps NPOs seeking to comprehend volunteer engagement and gain 
more knowledge on how to encourage co-creation among volunteers.

 
Keywords: Nonprofit Organizations, Volunteer Engagement, Value Co-Creation.
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This study aims to assess the impact of the quality of life, health and living conditions 
indicators on the happiness of European Union countries’ citizens based on the estimation 
of the models in which the happiness indicator will be a dependent variable. The used large-
scale dataset was drawn from the Eurostat for the 27 Member States of the European Union 
in 2018. It includes information on the quality of life, health, living conditions, and happiness. 
The implementation of the objective required the use of multiple linear regression methods. 
Pearson’s linear correlation coefficient was also used to study the relationship between quan-
titative variables – the happiness indicator and analysed independent variables. The research 
indicates a strong connection between happiness, quality of life, health and living conditions. 
Specifically, the study found a correlation with key indicators such as GDP, life expectancy, 
and the possibility of working from home. The regression analysis revealed that health and 
quality of life indicators do not significantly impact happiness, leading to the rejection of the 
initial hypotheses. Therefore, it can be concluded that factors related to the quality of life or 
health determinants alone are insufficient in determining happiness. At an academic level, the 
conducted research allowed us to determine the relationship between happiness and impor-
tant variables characterising the quality of life. Finally, the estimated parameters of the linear 
regression models showed positive effects of quality of life, health and living conditions on the 
happiness of individuals in the European Union countries.

 
Keywords: Happiness, Quality of Life, Health, Living conditions.
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This research aims to investigate the understanding of local food among university stu-
dents in Hungary. For this, the local food concept is examined with the social representation 
theory, applying a free association game. This study supports the understanding of the per-
ception of local food in a more systematic way. With the games, 515 evoked words have been 
collected from 103 Hungarian university students in 2023 in the Veszprém, Hungary. Several 
indexes utilized in social psychology have been applied, like the order of evocation, polarity 
and neutrality, importance order, diversity and hapax; as well as general descriptive statistics. 
The perception of local food is positive, and describing concepts are often tastiness, health, and 
plant-based product-related. A traditional and heritage value is present in the associations, 
iconic products and Hungaricums are represented. Trust-related attributes are frequent and 
judged to be important. Besides frequency, importance and evocation order suggest that health, 
plant-based, trust and price are key expressions, adding new attributes to the already-existing 
understanding of consumer perception of local food products.

 
Keywords: Local food, Social Representation, Free association game, Awareness-raising, Short 
food supply chains.
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The evolution of Corporate Social Responsibility (CSR) is forcing companies to adopt 
a new business approach to improve competitiveness and productivity (Diaz-Perdomo et 
al., 2021). In his study, Huang (2022) concludes that there is a positive relationship between 
CSR and the intrapreneurial behaviour of employees and top management. This perspec-
tive is also corroborated by Giang and Dung (2022), who claim that internal CSR practic-
es positively and significantly influence company performance through intrapreneurial 
behaviour. In this way, it is possible to state that CSR and the intrapreneurial behaviour of 
employees are important manifestations of effective organizational management. The te-
nacity of top management elements plays an important role in corporate entrepreneur-
ial activity (Huang, 2022). Although awareness of CSR has increased significantly (Giang 
and Dung, 2002), research on intrapreneurship remains relatively scattered (Li et al., 2021), 
and the link between these two topics needs further investigation. In this sense, the objec-
tive of this article is to carry out a Systematic Literature Review, together with a bibliometric 
analysis, aiming to identify key research topics and systematically map the nature of scien-
tific production from two perspectives: collaborators and members of the top management. 
Two databases were used for bibliographic research and collection of articles: Web of Science 
and SCOPUS. In total, articles with a period of 17 years (2006-2023) were identified. Two main 
bibliometric techniques were used in the analyses: co-occurrence analysis and bibliographic 
coupling. Initial results indicate that the largest number of articles were published between 
2021 and 2023, Frontiers in Psychology emerged as the leading journal for publishing scien-
tific and academic work in this area. Finally, it was found that empirical, quantitative studies 
were widely adopted as a research method. The originality of this study simultaneously lies in 
focusing on the perspective of employees and top management elements. In addition, through 
bibliographical research and the authors’ knowledge, it is the first work of this nature on this 
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subject to be carried out. The conclusions are ground-breaking and provide guidance for future 
investigations.

 
Keywords: Systematic Literature Review, Bibliometric Analysis, Intrapreneurship, Corporate 
Social Responsibility
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This work explores the impact of ideological biases about private enterprise as an eco-
nomic actor on customers’ perceptions of socially responsible behavior directed towards 
them, on an individual level. The aim is to answer the question: do these biases hinder or 
limit customers’ ability to accurately perceive socially responsible behavior by their ser-
vice providers towards them? Research on the relationship between perception of Corporate 
Social Responsibility (CSR) and consumer behavior has generally focused on the impact of 
this perception on issues such as corporate reputation, brand image, propensity to purchase 
certain brands, or customer loyalty. However, little research has been done on whether 
such perception is influenced by negative ideological biases that exist in contemporary soci-
eties about private enterprise as an economic actor. To answer this question, information was 
gathered from a database resulting from a survey of a representative sample of citizens in 
Peru (n=1524). The survey was conducted through in-person interviews in the participants’ 
homes. The questionnaire included eight indicators of CSR practices directed towards custom-
ers and two indicators of ideological biases. The first eight indicators were used to evaluate 
customers’ perception of the 13 service companies in Peru. These companies belong to four 
sectors: banking (4), department stores (3), hypermarkets (3), and telecommunications (3). 
The first eight indicators refer to different aspects of social responsibility towards custom-
ers. The indicators of ideological biases evaluate the degree of agreement with the following 
statements: 1) this company influences the government to create laws only for its benefit and 
2) this company is more interested in making money than in offering a good quality prod-
uct or service. Both sets of indicators were measured using five-point Likert scales.

Factor analysis and Cronbach’s alpha were used to verify that the eight indicators rep-
resent a single dimension. Therefore, the construction of an index that measures the per-
ception of CSR towards customers was validated, resulting from the combination of the eight 
indicators. Using ANOVA analysis, it was found that the correlation between perception of 
CSR towards customers and ideological biases is non-existent or very low. These results are 
important for companies because, if confirmed in further research, they would indicate 
that customers can identify their CSR practices towards them independently of their ideo-
logical biases about the company as an economic actor.

 
Keywords: Corporate Social Responsibility, Customers, Index, Ideological Prejudices, Peru.
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The literature analysis on Corporate Social Responsibility reveals that no consensus exists 
on the definition of this concept. Therefore, it becomes necessary to inquire whether the 
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different ways of defining this concept exist in the education that students in management-re-
lated degree programs (such as administration, accounting, economics, marketing, etc.) re-
ceive. The importance of this issue arises from the fact that the theoretical education on 
Corporate Social Responsibility that these students receive will influence the attitude that 
the companies they will lead in the future adopt towards this important topic. The question 
can be answered from two different and complementary angles: by analyzing the content 
of the subjects’ programs that include Corporate Social Responsibility or by studying how 
students in these degree programs interpret this concept. In this study, the second approach 
was chosen, studying the interpretation of university students in these degree programs 
in Latin American universities from 12 countries: Argentina, Bolivia, Chile, Colombia, 
Cuba, Ecuador, Mexico, Nicaragua, Panama, Peru, Uruguay, and Venezuela. A structured 
questionnaire was applied, which students self-completed through an online survey. The 
questionnaire contained a battery of 18 indicators on specific practices corresponding to 
three dimensions of social responsibility: internal, in the value chain, and towards the en-
vironment (community and environment). The way in which students interpret Corporate 
Social Responsibility was measured by their degree of agreement on whether these practic-
es represent actions of Corporate Social Responsibility, for which a Likert scale was used. 
First, through factorial analysis and Cronbach’s alpha, it was demonstrated that the in-
dicators grouped into three factors, corresponding to each of the three dimensions. Then, 
through a test of difference in means, we analyzed whether a relationship exists between 
students’ interpretation of social responsibility and a set of segmentation variables: coun-
try, gender, age, degree program they are taking, and other variables related to where they 
learned about this topic. We found that only a statistically significant difference exists in 
each of the three dimensions between students from different countries. Their opinion 
was independent of the other segmentation variables. These results suggest that the teach-
ing of Corporate Social Responsibility presents important nuances between countries: some 
countries emphasize more than others the responsibilities towards employees, others focus 
more on the relationship with the environment, and others focus on the relationship of the 
company with the actors in its value chain.

 
Keywords: Corporate Social Responsibility, Students, Interpretation, Latin America, Under-
graduate programs.
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Purpose
The aim of the research was to investigate socially responsible marketing activities related 

to motivations for recreational sports and dietary supplement consumption. Besides affecting 
buyer behavior, the tasks of social communication in the market of sports consumption and 
dietary supplements can be interpreted on a wide spectrum. Namely the raw materials used, 
the packaging of the products, their traceability and transparency, and adequate information to 
the consumers. The manufacturing conditions and the environmental effects can form the basis 
of CSR communication. Education of consumers related to health preservation is a kind of so-
cial responsibility, which would lose its credibility without ethical communication. Traceability 
and transparency would be crucial in order to increase consumer confidence in the market of 
dietary supplement products.

Methodology
In connection with the motivations for leisure-time sports consumption, the research ma-

terial draws on the results of a previous research conducted by the authors. In the field research 
first an expert interview with the chair of the Hungarian Advertising Self Regulatory Organisa-
tion and of the nonprofit Platform for Diet, Physical Activity and Health has been conducted on 
the general situation of social marketing in Hungary. In a second phase focus group discussions 
have been conducted with members of the target population. The discussions were audio-re-
corded and subjected to qualitative content analysis. The social marketing aspect was formulat-
ed using the design thinking method based on the results of the FGDs.

Findings
Based on the expert interview the picture emerged that typically a nonprofit organization 

can be the initiator of social communication, more and more often, advertising agencies are 
making some social marketing materials “pro bono”, as if to stand by the cause. This is how the 
agency carries out its CSR activities. Government organizations are expected to fund some so-
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cial marketing campaigns to support good social causes, however it is less than necessary. The 
qualitative information from the interview and the FGDs shows that it would be forward-look-
ing to encourage professional cooperation between manufacturers, representatives of science, 
professionals and actors of the public authority. Besides the creative design of the social mar-
keting campaigns needs a careful fitting to the target population.

originality
There is no research antecedent in the studied topic.

Research limitations
Lack of representative set of data makes it impossible to generalize the conclusions.

Practical implications
Input for the creative social marketing design.

 
Keywords: Dietary supplements, Recreational sports, Motivations, Ethical communication, 
Social marketing.



65

tHE IMPACt oF soCIAL MEDIA stRAtEGy on 
tHE IntERnAtIonALIsAtIon oF sMEs AnD 

sUstAInABILIty

Maria nieves Fernández López
University Complutense of Madrid, Spain

The aim of this paper is to determine the impact of Social Media (SM) as a marketing 
strategy tool to sustainability to gain a new market in the process of internationalisation of 
small and medium firms (SMEs) that are key for job creation, social cohesion, source of in-
come. Nowadays, firms are increasingly adopting and integrating social media to connect with 
stakeholders and share valuable information to be competitive. Sustainability can be defined 
as “the firm’s ability to achieve its goals and maintain consistency over a long period”. More-
over, sustainability is one of the essential criteria for attracting customers and stakeholders. 
By integrating social media usage into corporate marketing strategies, firms can foster good 
relationships with sustainability oriented customers. From a SMEs perspective, sustainability 
is comprised of accomplishing a balance between social, economic, and financial resources. 
Companies use marketing to increase interest in their services or reach new customers. More-
over, that implementing SM use in company strategy can help better business performance. 
Therefore, Social Media can help companies access a new international market.

 
Keywords: Social Media, Internationalisation of SMEs, Sustainability.
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There has been a drastic increase in the number of non-profit organizations (NPOs) 
worldwide. Not only, do these organizations contribute to economic development but also they 
foster leadership and engagement to improve the quality of life of others. Hence, their growth 
is key for local, regional, and national development.

Nevertheless, there is a lack of interest in literature regarding the management of NPOs 
and NGOs, especially in the marketing field. Indeed, the specificity of these organizations is 
witnessed through their social objectives, volunteering-based workforce, funding particular-
ities and the different challenges they encounter. However, it is important for a non-profit or-
ganization not only to implement a marketing strategy, but also to adapt it to the particularities 
of its social objectives and differentiate it from the objectives of for-profit companies. In order 
to propose theorical models adapted to theses particularities, it is necessary to understand the 
challenges encountered by these organizations.

This study aims to identify the major challenges faced by non-profit organizations in 
emerging countries, focusing on the case of Tunisia. Emerging countries create more complex-
ity for NGOs especially in Tunisia, post revolution context.

The empirical study followed a qualitative methodology using individual-semi-structured 
interviews in ten associations serving several fields, sizes, and based in different regions in 
Tunisia.

The results showed that associations faced several marketing and communication chal-
lenges that can be associated specifically to the Tunisian context but also to the nature of as-
sociations themselves (Who are the targets? What kind of message do NPOs want to deliver? 
Through which channel?...).

 
Keywords: Non-profit organization, Challenges, Marketing, Communication.
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Purpose
Cause-related marketing (CRM) initiatives, under the umbrella of corporate social re-

sponsibility (CSR), have become a strategic imperative for businesses and have deeply penetrat-
ed the promotional strategies undertaken by online retailers worldwide. For instance, Amazon.
com under its CSR initiative, launched a different portal named ‘AmazonSmile’. The consumer 
through this portal could make purchases which would result in 0.5 percent of the sales pro-
ceeds getting directly contributed to any charity that consumer selects. AmazonSmile foun-
dation has donated almost $377 million to charity via purchase-triggered donations made by 
regular Amazon users. Although it is widely acknowledged that consumers reward businesses 
based on CSR actions, a significant level of consumer scepticism exists among the online shop-
pers that inhibits the efficacy of digital CRM campaigns. Similarly, consumers have a propensity 
to examine CSR authenticity based on distinct cues which impacts the success of CRM invest-
ments. Authenticity has been associated with company culture and it has been established that 
the extent of alignment between CSR engagement and company’s culture eventually impacts 
CSR authenticity. This research was undertaken due to limited ability of the prevailing CRM 
literature to directly examine the role of CSR motives as well as perceived CSR authenticity in 
influencing CRM purchase intentions.

Design/Methodology/Approach
This study, anchored on attribution theory, focussed on the role of four CSR motives (val-

ue-driven, stakeholder-driven, strategic, and egoistic) on CSR authenticity. Furthermore, this 
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study attempted to examine the role of CSR motives and CSR authenticity on CRM purchase 
intention in the context of CRM-oriented online retailers. This study analysed the quantitative 
data sample of 624 online shoppers and established the predictors of CRM purchase intention 
for the first time in the emerging market context. Methodologically, this study employed the 
hybrid SEM-ANN-NCA (Structural Equation modelling-Artificial Neural Network-Necessary 
Condition Analysis) approach to establish a model’s necessity logic and determine the key con-
textual predictors that impact CRM purchase intention from online retailer’s perspective.

Findings
The findings of ANN indicated that the normalized importance of the predictors of CRM 

purchase intention and found that CSR authenticity was the strongest predictor. Likewise, 
value-driven motive, stakeholder-driven motive and CSR authenticity were must-have factor 
during NCA to determine CRM purchase intention. These findings would offer an extensive 
knowledge of CSR authenticity and CRM purchase intention would possibly offer online retail 
businesses with a blueprint for implementing an effective CSR strategy and CRM promotional 
tactics. This results would provide valuable insights to practitioners, including advertising pro-
fessionals, online retailers and NPO managers to design effective CRM campaigns.

originality/value
This study determined the normalized importance of predictors and necessity logic of 

model thereby proving that CSR motives impact CSR authenticity and further established the 
resultant impact on CRM purchase intention. Such information would be a crucial factor in 
effectively engage CRM consumers by devising promotions in a manner that would entirely 
resonate with them and thereby reduce consumer scepticism. Therefore, the findings would 
provide invaluable intelligence to online retailers for predicting CRM purchase intentions by 
CSR authenticity and CSR motives to proficiently oversee critical CRM decisions.

 
Keywords: Cause-related marketing, CSR authenticity, CRM purchase intention, CSR motives, 
attribution theory.
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Health as faced, with the challenges of the last decade, an increase in costs. There is con-
stant pressure to achieve maximum efficiency, with control of expenditure, ensuring the access 
of the population to health care, without neglecting the quality of these care. In Portugal, with 
the permanent implementation of health reforms to respond to the constant new challenges, 
it is essential to carry out more careful diagnoses, which include the clinical and economic 
aspects, considering the specificities of Hospital Units.

This study aims to define a model of surgical activity prediction in the Public Hospital 
Units in the Portuguese National Health Service, based on the Surgical Case Mix Index, Surgi-
cal Average Length of Stay and Hospital Bed Capacity.

A multiple linear regression was performed involving a sample of 41 Public Hospital 
Units. The results appoint to the existence of a correlation between the variables analyzed, and 
it is possible to find a statistically significant predictive model of surgical activity.

The correlation of Surgical Activity is strong with Hospital Bed Capacity or Surgical Case 
Mix Index, and moderate with Surgical Average Length of Stay.

 
Keywords: Surgical Activity, Average Length of Stay, Case Mix Index, Hospital Bed Capacity, 
Productivity.
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In the current market, we find many organic products that use ecolabels to identify them-
selves as such. When the consumer is faced with an ecolabel, they do not always receive the 
appropriate message, since the information in these can be part of what experts call greenwash-
ing. In this research, the perceptions of the average consumer are analysed through a survey 
designed to assess knowledge of ecolabels and their impact on consumption habits. The survey 
is aimed at a young audience aged between 20-25 years. In addition, the differences between 
students of the Degree in Environmental Sciences who have not yet received specific training 
in this regard, and the general public are analysed. The results show that most surveyed do not 
know the terms „ecolabel” and „greenwashing”. In addition, they do not find them completely 
reliable or visible, with an average of around 3 out of 5, but they do consider that it is more 
sustainable to buy products with ecolabelling. The most resonant ecolabels among the surveyed 
are also the most reliable among them, although when compared with other studies, the results 
do not coincide. An international group is also analysed, where it is found that labels that work 
very well in some regions, do not work in the same way in others. Thus, in order to solve the 
problems encountered, a standardized and easy-to-understand label is proposed, of the traffic 
light type, which would be based on the carbon footprint model.

 
Keywords: Ecolabels, Greenwashing, Young people, Environmental science degree.
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Purpose
The aim of our study is to present the results of four empirical research, examining the 

specialities of developments in rural environment, involving a social marketing oriented co-
operative model of tourism development, and the elaboration and analysis of practices related 
to concrete small-town (Szikszó) and regional (Abaúj) adaptations. Applying social marketing 
approach (Piskóti 2016), we have built upon slow philosophy (Osbaldiston 2013; Birkner et al 
2017; Pécsek 2017), social innovation and competencies (Veresné-Kosziczky 2017; Sloan-Leg-
rand-Simons-Kaufmann 2014; Máhr 2019), as well as networks and route-based development 
(Nagy 2013, 2019, 2020; Lourens 2007). The evaluation of the development practices of small-
towns – with growing importance – their possibilities, presence of tourism in programs and 
plans is also highlighted (Piskóti-Marien-Papp-Nagy 2022).

Methodology, Approach
We build upon primary results of

 – small-town research – questionnaire survey among Hungarian small-towns with 
population between 5 000 and 20 000, about their settlement and tourism development 
practices, with relatively high (42%) response rate. We examined the conformity of 
reading, targeting and strategic intentions.

 – Tourism product development research – among 70 Hungarian and 25 foreign experts, 
and 20 route managers of Cultural Routes of the Council of Europe, with questionnaire 
survey and structured interviews. This provided results in the fields of route development 
and cooperation in social value creation.

 – Regarding the concrete small-town development and tourism creation results, 
interviews with inhabitants, entrepreneurs and experts helped in strategical planning 
and modelling.
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 – Survey in 2021 – to base the Abaúj tourism marketing strategy, which provided limited 
results because of the pandemic situation and its negative tourism effects, however these 
results well reflected the real situation.

Findings
Our results are methodological on the one hand, and strategical on the other. We elabo-

rated a slow-philosophical holistic small-town development model, which can give a frame to 
strategic steps and programs, integrates tourism development or -creation intentions. Further-
more, we present concrete initiations as best practices to similar regions, settlements: tourism 
creation in Szikszó for small-towns, slow – creative – local product-based route development 
for regions.

originality
The authors concentrate on small towns, which have positive opportunities and revaluing 

role in the transforming settlement system and were quite neglected both in professional and 
methodological fields. The study has a social marketing approach in supporting the settlement 
development, its marketing and integration of tourism into the model. This study is one of the 
first publications of the research team.

 
Keywords: Social marketing, Small-town development, Holistic strategic frame model, 
Slow-principle, Creative tourism development and creation.
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Purpose
There is increasing realisation that findings on the impact of cause-related marketing(CRM) 

on organisations’ bottom lines must be more consistent in culturally different markets, just like 
other marketing strategies(La Ferle and 2012; Roy et al., 2018). Differences in crucial cultural 
antecedents, including individualism/ collectivism, religious orientation and giving as a social 
norm, can present significant differences in consumer markets and give rise to a favourable or 
unfavourable perception of CRM. In the context of changing market environments due to dig-
italisation, globalisation, education, travel and exposure to global cultures, the purpose of this 
study is to replicate and extend prior studies in international CRM research(Kropp et al., 1999; 
Lavack & Kropp, 2003; Wang, 2014) by exploring the impact these antecedents on consumer 
engagement with an organisation’s international CRM campaign.

Design/Methodology/Approach
Using the culturally different markets of Nigeria and the United Kingdom (Hofstede, 

2021), this study applies an experimental survey design to generate the data and a qualitative 
and quantitative approach to evaluate the data. Welch T-test and hierarchical multiple regres-
sion analysis are applied to understand the study hypotheses.

Findings
The findings reveal the relevant roles of four personal-level cultural orientations on CRM 

engagement behaviour across markets. The findings highlight that the cultural context of a lo-
cal market may differently determine the association of a cultural dimension and engagement 
with CRM. Generally, the pervasive social norm of money donating to support social causes 
and the intensity of religion/religiosity traits are more accessible to CRM engagement. Con-
trasting previous studies, the findings here show that individualistic and collectivistic mindsets 
across cultures support effective engagement with CRM. The results offer insightful and rele-
vant implications to international marketers in developing persuasive advertising campaigns.

 
Keywords: Cause-related marketing, Consumer Engagement, Culture, Charity donating norm, 
Religion/Religiosity, Collectivism/Individualism.
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Purpose
Beyond the traditional roles of teaching and research, higher education institutions have 

fundamental tasks in shaping the world due to their third mission. This missionary shift shown 
that the concentrated knowledge is essential for the development of the society. The changing 
world has brought the need to provide the higher education institutions adequate answers for 
the global societal challenges. Based on this urgent demand, the third mission become part of 
the daily tasks of the universities. These activities encompasses global and local responses of 
the universities to positively influence their environment and support the development of the 
society.

The purpose of the study is to explore the third mission activities of the universities. Spe-
cifically, it aims to investigate how these activities are carried out, in what forms they exist, and 
how they can address emerging global societal challenges. The study also examines the support 
activities that universities can perform and suggests strategic steps that they can take to pro-
mote sustainability. Additionally, the study explores the communication channels and methods 
that universities use to raise awareness among students and engage them.

Design/Methodology/Approach
The study involves a broad literature review, in which the authors focus on the connection 

between the third missionary role of universities in the innovation ecosystem and highlight the 
power of communication in higher education. Based on the review, the authors formulate their 
own definition of the third mission and further analyze a specific case, the GreenLike program.

Findings
The results of the study, including the literature review and case analysis, make it clear that 

the third mission of universities has been the subject of scientific investigation in many cases, 
and that universities have an essential role to play in addressing global societal challenges, as 
demonstrated through their statements, actions, and institutional goals.
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originality
Based on the aim of the study, the research collects best practices of university third mis-

sion activities and provides guidelines and practical implications for higher education institu-
tions to effectively manage communication. The research serves as a baseline for further evalu-
ation of the third mission activities of higher education institutions.

Acknowledgement
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and innovation from the source of the National Research, Development and Innovation Fund.
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Innovation orientation has been frequently studied in the field of strategic management 
without a real consensus. Most recent studies analysed organizational culture effect on inno-
vation orientation, but authors proposed a collaborative perspective giving rise to the Open 
Innovation Orientation approach. In the context of cities, local organizations started to adopt 
this renewed orientation to drive their governance processes and collaborate with other cities in 
networking models to solve arising social problems, many of them more recently derived from 
financial crisis and covid-19 pandemic.

Purpose
The purpose of this research is twofold. First, provide theoretical implications about Open 

Innovation Orientation, and, second, assess the impact of Open Innovation Orientation on Ur-
ban Social Innovation Capacity.

Methodology
A mixed method research technique was used to conduct the present study. Authors inter-

viewed 8 experts in urban social innovation during the 8th European Conference on Sustain-
able Cities and Towns to confirm the theoretical approach to the topics under consideration. 
In addition, an empirical research was performed to test the positive effect of Open Innovation 
Orientation on Urban Social Innovation Capacity. Data was collected using a formal structured 
questionnaire online distributed among Eurocities representatives. The response rate has been 
47% with 93 valid questionnaires and data exploration followed covariance discriminant anal-
ysis using PLS.

Findings
Results provide a direct positive effect of Open Innovation Orientation on Urban Social 

Innovation Capacity. Valid and reliable instruments to measure the constructs under research 
are provided.

https://dictionary.cambridge.org/es/diccionario/ingles-espanol/orientation
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/has
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/been
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/frequently
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/used
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/in
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/the
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/field
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/of
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/strategic
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/a
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/real
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/consensus
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originality
This paper seeks to expand the literature studying Open Innovation Orientation in the 

context of city networks. It theoretically develops the concept of Open Innovation Orientation 
as an updated approach for innovation orientation in organizations, and particularly in cities. 
Furthermore, it also contributes with the analysis and testing of the relation between Open 
Innovation Orientation and Urban Social Innovation Capacity modernizing the framework 
of Dynamic Capabilities Theory. This article proposes the conceptualization and operational-
ization of both Open Innovation Orientation and Urban Social Innovation Capacity as higher 
order formative constructs. This adds knowledge to the existing management literature that 
uses PLS technique as an analysis tool. Also, managerial implications are provided for social 
innovation city managers: previous constructs allow assessing and quantifying these variables 
to be utilized by local agents in decision making based on data rationality.

 
Keywords: Open Innovation Orientation, Urban Social Innovation Capacity, city manage-
ment, city networks.
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Background
Behavioral science research on veganism has blossomed in the last decade. Veganism is a 

philosophy expressed in daily decisions to reject the exploitation of animals by humans, which 
translates to the anti-consumption of all kinds of products and services involved in the com-
modification of animals. Different segments of consumers have varied responses to this ethi-
cal, sustainable, and healthier lifestyle. Previous studies revealed that women, particularly those 
highly educated and younger, are more likely to become vegan. This may be because the meat is 
considered metaphorically masculine. Additionally, meat is associated with status, hierarchical 
dominance, and power. Consequently, it is unsurprising that in both western and eastern soci-
eties, veganism is considered a more “acceptable” alternative if the decision-maker is a woman. 
However, on the other hand, women confront a more significant pressure of judgment, espe-
cially since women may face different pressures and barriers in different geographical orienta-
tions. These cultural backgrounds make gender studies a significant and complex variable in 
behavioral inquiries of veganism discourse.

Methodology
This study explores the barriers to becoming, maintaining, and publicly practicing veg-

anism through an application of the Transtheoretical Model (TM). Two online focus groups 
composed of thirty middle eastern women each from Iran, Tajikistan, and Afghanistan were 
conducted in an online forum.

Results
Three main categories of barriers to adopting, maintaining, and expressing veganism were 

identified: practical barriers, social barriers, and institutional barriers. Practical barriers were 
related to the inconvenience (1) inconvenience of food preparation, (2) lack of nutritional 
knowledge (3) low access to Persian language information regarding the balanced vegan life-
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style, (4) lack of official vegan labels, and (4) inconsistent availability and (5) fluctuating af-
fordability of vegan foods. Social barriers usually will be confronted in the stage of change when 
individuals show their vegan lifestyle-related activities. related to the lack of understanding and 
supportive relationships from their “significant? others”. And also, fear of judgment from others 
while avoiding animal-based foods in social gatherings was one of the main factors. Institutional 
barriers related to generalized and systematized resistance to veganism. Receiving the “eating 
disorder label” and addressing veganism as the main sources of different diseases that are con-
fronted were mentioned repeatedly.

Discussion
These three barriers seem related, especially in higher socio-economic classes. In this con-

text, veganism by force was noticed and quoted by respondents with lower socio-economic 
means. Comparing the results of this study – the first study on veganism in middle eastern coun-
tries – with previous research [10-15], shows that the social barriers are the same. Still, their 
influencing power might be different in different regions. However, more research is need-
ed to deepen our understanding of the correlation between individuals’ stages of change and 
barriers. Thus, considering the large size of the middle eastern countries’ population (around 
450 million people) and their high consumption of animal food, more research is required (es-
pecially from quantitative methods) to generate more reliable results. Future research should 
also focus on understanding middle eastern men to generate a better understanding of gender 
differences regarding veganism.

 
Keywords: Veganism, The Transtheoretical Model (TM), Consumer behavior, Social market-
ing.
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Consumer dietary behavior is of utmost importance in the modern era, considering its 
impact on the ecosystem and public health. The current food industry is a central driver of an-
imal exploitation, climate change, and several diseases. Several organizations suggest following 
a vegan diet to address these issues. Yet the dietary shift is challenging, considering the roots 
of food choices in cultural values. Thus, this journey is still a novel phenomenon that deserves 
further academic study.

objectives
This study explores the cognitive, affective, evaluative, experiential, and behavioral pro-

cesses that individuals may compromise through different stages in practicing and becoming 
vegan. The study draws on the Transtheoretical Model (TM) and the Precaution Adoption 
Process Model (PAPM), to provide a conceptual framework for the qualitative analysis.

Methods
Race-to-face semi-structured interviews with consumers who practice veganism in rrance 

were conducted. The interviews intended to obtain detailed narratives about key transitional 
phases of the veganism adherence experience. In addition, the interviews were undertaken to 
understand how vegans navigate through different transitional phases and the kinds of barriers 
and enablers they may confront, given the predominantly hostile interactions originating from 
rrench gastronomy, as outlined earlier. The questionnaire consisted of open questions without 
restrictions on the length of answers.

Results
This study contributes to the limited theory-driven empirical literature on veganism that 

studies the phenomena through a transformation approach. Noteworthy observations include 
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two new stages of change, namely, hesitation and relapse. The novel model that is proposed 
in this study, is referred to as The Transtheoretical Adoption and Avoidance Process Model 
(TAAPM). ruture research can enhance the reliability and validity of the proposed theoretical 
framework through quantitative analysis. The private sector, governments, and academia can 
implement the preliminary results of this exploratory study to accelerate the transformation 
toward a sustainable food system. The findings of this research provide valuable academic and 
managerial implications for both academics and stakeholders in the food industry who aim to 
address the United nations’ SDGs through more ethical, sustainable, and healthier products 
and services.

 
Keywords: Veganism, The Transtheoretical Model (TM), The Precaution Adoption Process 
Model (PAPM), The Transtheoretical Adoption and Avoidance Process Model (TAAPM).
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In 2017, the government of the region of Extremadura (Spain), promoted the Green and 
Circular Economy Strategy 2030. The main goal of this ambitious strategy was to stimulate in-
novation, entrepreneurship, the generation of sustainable business initiatives, and the produc-
tion of sustainable goods and services valuing the natural resources of the region. Nowadays, 
the region faces the challenge of transitioning from a linear economy to a circular economy, low 
in carbon and respectful of the conservation of heritage and environmental resources. And it 
does so from the involvement of the territory and the municipalities that make it up, to ensure 
that cities and human settlements are inclusive, safe, resilient, and sustainable in accordance 
with the SDG 11.

To contribute to the regional development, the territory called La Siberia received in 2020 
the distinction of Biosphere Reserve by the UNESCO. This is granted to geographical areas of 
great value and conservation, in which a development plan is proposed that guarantees the 
sustainability and that at the same time implies an economic and social development of the 
territory.

Purpose
The purpose of our work is to collect the main initiatives implemented for the develop-

ment of the Tourism Sustainability Plan of La Siberia Biosphere Reserve (2021-2023) and to 
reflect on the present and future of the area. We will analyze their potential to transform the 
territory towards a social, economic, green, and circular model, based on sustainable, intelli-
gent, and inclusive development.

Methodology
Our approach is a descriptive research design, aiming to accurately identify the main 

characteristics of this case study of sustainable destination marketing.
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originality
The originality of this work is that it presents Extremadura as benchmark for sustainable 

social and economic development.

Findings
The findings show that the conservation of natural resources has become an essential 

source of innovation. The design of different actions have been capable of initiating a socioeco-
nomic transformation, consistent with a green and sustainable economy. The description of the 
specific objectives set out in the Tourism Sustainability Plan of La Siberia, and the achievements, 
allow us to present this case study as a sustainable, experiential tourist destination, optimizing 
the diversity of the tourist offer, and thus improving the regional competitiveness. For the near 
future, this territory will develop new proposals considering the collaboration between public 
and private institutions. Academia and society must be able to form collaborative spaces that 
facilitate the construction of entrepreneurial ecosystems that generate talent and face the new 
challenges.

 
Keywords: Biosphere reserve, Place Marketing, Regional Development, Tourism; Sustainabili-
ty, Sustainability Plan, Extremadura, Spain.
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This study aimed to investigate whether philanthropy and customer-related corporate 
social irresponsibility influence the development of compliance, policies and rules, corporate 
image, and, indirectly, corporate reputation. We also aimed to verify whether the strategic ori-
entation toward customer value influences compliance, image, and reputation. We proposed a 
structural model based on the literature, and a survey was carried out with 344 employees of 
large private companies using a questionnaire. We analyzed the data through structural equa-
tion modeling, with estimation by partial least squares. The results demonstrated that if a com-
pany invests in philanthropy and avoids cases of customer-related corporate social irresponsi-
bility, it can stimulate the development of compliance. The adoption of compliance, combined 
with philanthropy, has the potential to impact the company’s image directly and reputation 
indirectly. We also observed that customer value orientation tends to be reflected in compli-
ance, image, and reputation. In this way, we concluded that investing in philanthropy, avoiding 
irresponsible acts, and guiding the company to propose value to customers can increase the 
reputation of a large company.

 
Keywords: Philanthropy, Customer-related corporate social irresponsibility, Compliance, Poli-
cies and rules, Corporate image, Corporate reputation, Customer value orientation.
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This research examines how brand familiarity with non-profit organizations (NPOs) af-
fects various prosocial behaviours among generation Z. Respondents who participated in the 
study were 513 gen Z individuals from Croatia. They were given two surveys with identical 
sections, but different scenarios on each. The respondents were asked to imagine being reached 
by two organisations, one well-known (UNICEF) and the other made up (CAREFREE CHILD-
HOOD), asking them to engage in action against children’s hunger by donating goods, money, 
or volunteering. The theory was tested using statistical methods such as frequency distribution, 
t-test, linear regression, and univariate and multivariate analysis. The research discovered that 
the intention to engage in prosocial activities is positively influenced by one’s attitude toward 
nonprofit organizations as a crucial component in resolving social issues. The public did not, 
however, react more favorably to the non-profit’s appeals and actions as a result of their fa-
miliarity and acknowledgment. The study also found no statistically significant differences in 
respondents’ intentions to engage in different prosocial activities based on their awareness of 
NPOs, but it did find that respondents’ intentions to volunteer their time rather than their fi-
nancial resources were positively influenced by their awareness of NPOs.

 
Keywords: NPO brand awareness, prosocial behavior, generation Z, Croatia.
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Buying local is an important facet of sustainable consumption. This study seeks to under-
stand the major determinants of local purchasing. We focus on the purchase of local products 
in light of the variables of the extended Theory of Planned Behavior: environmental concern, 
attitude, subjective norm, perceived behavioral control and purchase intention. A survey was 
applied to test the proposed research model.

Results show that the main factor influencing buying local intention is environmental 
concern, followed by attitude. Perceived behavioral control and subjective norm did not show 
a significant positive impact local purchasing intention. Findings also suggest that gender is 
relevant criteria for differentiation of local purchasing intention.

These findings contribute to designing better strategies for sustainable consumption and 
offer insights for different stakeholders and policy makers on how to stimulate buying local 
behavior as well as to add and enrich current research on the topic.

 
Keywords: Local purchasing, Sustainable consumption, Environmental concern, Theory of 
Planned behaviour.
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This paper presents a literature review of health elements in non-food packaging and their 
effects on consumer behavior. Health promotion through packaging, labelled as healthvertis-
ing, uses communication techniques like symbols, colors, and messages to convey an image 
of health to consumers. While health halo effects are commonly associated with food packag-
ing, this study examines their presence in non-food products like alcoholic beverages, tobacco, 
clothing, children’s products, detergents, and beauty products. The review of every study re-
veals that health halo elements are present in a variety of non-food packaging, aiming at influ-
encing consumers’ perceptions of health or harm. For instance, the green or organic symbol 
on packaging can influence consumers to perceive their choice as healthier than an alternative 
product without these symbols. Similarly, the use of the word „light” or certain colors on tobac-
co packaging can convey a perception of less harm.

This study provides theoretical and managerial contributions by broadening the discussion 
of health halo effects beyond food packaging and highlighting the need for increased awareness 
of how packaging signals can impact consumer behavior. Ultimately, this study underscores the 
importance of social marketing approaches to promote public health and mitigate the potential 
negative effects of health halo elements in packaging.

 
Keywords: Healthvertising, Health halo effect, Non-food Packaging, Purchase behavior.
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This paper investigates the motives for cooperation between companies (profit organi-
sations) and non-profit organisations (NPO) in the context of cause-related marketing (CrM) 
partnerships. CrM is a marketing and fundraising tool that combines the purchase of prod-
ucts with a “good cause”. In line with the increasing relevance of corporate social responsibility 
(CSR), numerous companies cooperate with NPO in CrM projects or campaigns. The company 
makes a commitment to their customers to donate a certain amount of money to its NPO part-
ner when a product is sold (Andreasen 1996; Berglind & Nakata 2005; Bhatti et al. 2023; Stumpf 
& Teufl 2014; Varadarajan & Menon 1988). This CSR practice has already received a great deal 
of attention in both theory and practice, and some comprehensive systematic reviews have 
been carried out (Thomas et al. 2020; Vrontis et al. 2020; Zhang et al. 2020; Bhatti et al. 2023). 
However, these reviews hardly deal with the motives of the partners involved (companies and 
NPO). Moreover, most studies on CrM focus on special aspects or on the perspective of only 
one actor. Against this background, the present article aims at integrating available knowledge 
into an overall picture of (both financial and non-financial) cooperation motives. The analysis 
examines this hitherto underexplored aspect with a special focus on the importance of val-
ue-based reasons for entering CrM partnerships. In this sense, the central question is to what 
extent non-financial aspects (esp. value-based beliefs, social and/or ecological concerns as em-
phasized in CSR) play a role in CrM cooperations (or to what extent such motives have been 
addressed in the scientific literature to date).

The systematic literature review (SLR) performed for this paper follows the approach of 
Tranfield et al. (2003). It bundles the knowledge on CrM from 1988 up to (including) the year 
2020. It also takes into account previously published SLR. In sum, 60 articles were analysed with 
regard to the motives of all three main actors (i.e., companies, NPO, and consumers). It turns 
out that their motives have so far been treated primarily from the point of view of the consumer 
in terms of their purchase or support intentions. The results also show that, so far, only a few 
studies shed light on the motivations of NPO and companies that pursue both financial and 
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non-financial goals with CrM partnerships. Overall, the findings indicate a predominance of 
the self-interested perspective of profit organisations and outline avenues for further research.

 
Keywords: Cause related marketing, Cooperation motives, Corporate social responsibility, Fi-
nancial and value-based motives, Systematic literature review.
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In-kind donations (or gifts-in-kind) represent non-cash philanthropic contributions in 
form of direct and indirect donations of products or services of all kind. Thus, they are man-
ifold (and comprise, e.g., clothing donations, food, housewares, health care products, pet sup-
plies, toys, etc.) and constitute an essential resource for many nonprofit organisations (NPO) 
for achieving their mission (Blümle 2005; Gazley & Abner 2014; Gray 2007; Lee 2015). However, 
their high practical relevance is not yet reflected in the fundraising literature (which still focus-
es on monetary donations and treats gifts-in-kind only marginally like, e.g., Haibach 2019, 
Urselmann 2018 or Young 2017). So, despite their importance, there is still surprisingly little 
research on gifts-in-kind, their special features and on the associated challenges like, e.g., re-
ceiving too many items or “junk donations”. Unlike monetary contributions, peculiarities of 
gifts-in-kind are, for instance, that some are perishable (and thus must be used or sold quickly) 
or that durable goods need storage space. Therefore, NPO need an adequate logistics infra-
structure and volunteers for handling the necessary transport, sorting, maintenance, evalua-
tion as well as utilization and/or sales tasks (Gazley & Abner 2014; Gray 2007; Gromberg 2007; 
Islam 2013). Overall, product donations can be valuable for NPO, but they can also be valueless 
or harmful when they do not meet the NPO’s needs and occupy already scarce resources (Islam 
2013; Sherry 1990).

Against this background, it is our aim to narrow the research gap by summarizing the 
still limited and fragmentary literature on in-kind donations and by providing practical in-
sights into selected fields of application of gifts-in-kind (based on service-learning projects;1 
cf. Spraul 2009). Specifically, our conceptional paper makes several contributions: first, in-kind 
donations are located within the wide variety of resources of NPO. Second, a (in-kind) dona-
tion classification categorises the heterogeneity of (monetary, material and immaterial) dona-
tions and, in particular, financial surrogates (incl. in-kind donations in a narrow and broader 
sense). The different kinds of donations in this classification are illustrated by examples. Third, 
we outline the specifics and challenges of in-kind donation marketing and illustrate practi-
cal experiences of NPO dealing with in-kind donations via three case vignettes based on ser-
vice-learning projects. Fourth, we highlight some avenues for further research.

 
Keywords: Goods in kind, (Marketing of) in-kind donations, Nonprofit organizations, 
Product philanthropy, Resource management.



100
Pannon Management Review 

Special Issue • July 2023



101

HoW HAVE UnDERGRADUAtE stUDEnts’ LEARnInG 
BEHAVIoUR, AttItUDEs AnD WELLBEInG CHAnGED 

DUE to tHE CoVID-19 PAnDEMIC? A CRoss-nAtIonAL 
EURoPEAn AnALysIs.

Helen o’sullivan
Bournemouth University, United Kingdom

Purificación Alcaide-Pulido
Universida Loyola, Spain

The Covid-19 pandemic transformed ways of working and learning around the world 
suddenly and dramatically. The pandemic affected approximately 220 million students in the 
Higher Education system, with universities closing in 191 countries during a succession of 
lockdowns.

The shift from didactic face-to-face interaction with students to a programme of online 
learning happened literally overnight. As social distancing restrictions were put into place 
by governments, and new terminology such as “lockdown” and “the tier system” became the 
norm, educators duly faced social, pedagogical, and technological challenges in this new era of 
learning remotely through online teaching (Cutri et al., 2020).

Without doubt, such radical transformations have impacted the well-being of undergrad-
uate students. The imposition of virtuality, interpersonal distance, and masks, among other 
measures demanded by Covid-19, has generated uncertainty and, on some occasions, changes 
in students’ behaviour and attitudes (de la Vega et al., 2022). Governments and inter-govern-
mental organisations have placed wellbeing at the core of the global agenda as one of the United 
Nations’ Sustainable Development Goals (SDGs). It forms part of SDG3, ‘Good health and 
wellbeing’ and is linked to life expectancy, creativity, learning, productivity, and positive rela-
tionships (Magare et al., 2022).

This research aims to determine how undergraduate students’ learning behaviour and 
attitudes have changed due to the Covid-19 pandemic, and the impact this has had on their 
wellbeing. We will explore this across five European countries, and test multiple hypotheses/
research questions surrounding this phenomenon.

Data will be analysed using the PERMA wellbeing scale. The PERMA wellbeing scale 
measures the multidimensionality of well-being in humans, specifically highlighting positive 
emotions, engagement, relationships, meaning and accomplishment. The scale suits this re-
search perfectly as it needs to be applied across diverse cultural backgrounds, ethnicities, do-
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mains, and institutions to have universal reliability and validity (Magare et al., 2022; Goodman 
et al., 2018; Khaw, 2014).

The research will also identify differences and similarities in terms of the economic devel-
opment of the analysed countries, and participants’ gender, age, academic year, and ethnicity.

This comparative research approach offers a cross-cultural analysis which enables a per-
sonalised narrative specific to the country in focus, enabling research which represents the 
cultural diversity and eliminates stereotype. The findings will be able to identify commonalities 
and differences between the different cultures and nationalities examined in the study, thus 
aiding brand managers to determine the critical points on which they should focus their efforts 
in the marketing direction of universities to align their strategies on student wellbeing.

 
Keywords: Wellbeing, eLearning, Quality of life, University 4.0, Cultural diversity.
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The focus of this research was to explore interpretations of brand success in the context 
of a selection of comparable newer UK universities. A total of twenty-four interviews were 
undertaken. The data analysis applied a systematic process of analysis (recursive abstraction).

Location was identified as being a fundamental antecedent of brand success. Without the 
heritage and history of older institutions, newer universities have needed to find a way to appeal 
to their audiences, who often expect them to be offering something unique. These universities 
have focussed on incorporating location into their branding and marketing communications 
to ensure their uniqueness of message.

The data also demonstrates that where a university doesn’t have a sustained heritage of 
its own, it draws upon the heritage of the destination in which it resides. Moreover, the ex-
tent to which a university engages with its local community was also identified as important. 
Universities that were embedded into the fabric of their local community were seen in a more 
favourable light as a result.

Furthermore, this research suggests how brand identity can be combined with location to 
create a brand personality that will be aligned to the location’s operational features as well as its 
emotional benefits. Of particular interest also, this research reinforces literature which asserts 
that consumers choose to connect with locations that best enable them to create and express 
their own desired identity (Kemp et al., 2012).

Finally, the data shows that students consider their university choice in the context of 
staying in or near their university location after graduating. Therefore, the type of employment, 
cultural and social opportunities a town or city offers is an important factor. The cost of living 
bore a close relationship to the overall image of the location, with different motivations from 
students influencing whether they were looking for somewhere they could keep their costs 
down or pay a premium for a more culturally rounded experience in a large city, for example.
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This research has important managerial implications in developing and executing brand-
ing strategies in the HE context as it suggests that the various attributes of the university loca-
tion (whether based on the heritage, culture or the surrounding natural environment), can be 
used to create distinctive brand images which enable an opportunity for differentiation from 
competitors, which is fundamental in such a competitive marketplace as HE.

 
Keywords: Place branding, Identity, Higher education, Non-profit branding, Local culture values.



105

ConsUMER ACCEPtAnCE oF PUBLIC AnD PRIVAtE 
HEALtH CARE systEMs AnD FACtoRs In tHE 

CHoICE oF HEALtH CARE PRoVIDER AMonG ADULt 
REsIDEnts oF nEIGHBoURInG REGIons oF HUnGARy 

AnD sLoVAKIA

szilárd szigeti
Selye János University, Komarno, Slovak Republic

László Józsa
University of Pannonia, Veszprém, Hungary

The study focused on the perceptions and choice of providers of public and private-
ly owned and financed health care services among the adult population (HUN: N=245, SK: 
N=300) in neighbouring counties of Hungary (Győr-Moson-Sopron and Komárom-Esztergom 
Country) and two districts of Slovakia (Nagyszombati and Nyitra districts). The primary quan-
titative survey was conducted in January 2023 using an online and paper-based questionnaire 
survey. After data sorting and cleaning, statistical analysis was performed using IBM Statistics 
(SPSS) software.

The results indicate that there is a moderately strong positive directional significant 
(p<0.001) relationship between the frequency of use of publicly funded health care and the ac-
ceptance of publicly funded service by the state-owned health care provider among Hungarian 
respondents. There is a weakly significant (p<0.05) relationship between the frequency of use of 
publicly funded health care and the adoption of privately funded services by private providers. 
The aggregate results of the cross-tabulation test for age group and each form of health service 
indicate that there is only one relationship between the age group of consumers and the form 
of health service they accept – that is, private care privately funded. According to the Hungar-
ian adult population in the surveyed counties, the TOP 5 most important factors in choosing 
a particular health care provider in relation to the provider’s website are: (1) being able to find 
out specific prices (mean 4.68); (2) being able to find e-mail or telephone contact details (mean 
4.57); (3) being able to find a list of services (mean 4.54); (4) being able to respond to an en-
quiry with specific information (e.g. (5) the possibility to book an appointment online (mean 
4.43). The least important things for them are the availability of a chatbot on the website (mean 
2.67), the design of the website (mean 3.00) and the possibility to see photos of the medical 
staff (mean 3.22). The opinions of the population of the Hungarian and Slovak counties differ 
in terms of the acceptance of the different forms of health care services. The most notable dif-
ference is in the case of privately owned healthcare provider with privately financed service: 
50.3% of Slovak respondents accept this form, while 71.4% of Hungarian respondents accept it.

 
Keywords: Healthcare, Public, Private, Consumer, Hungary, Slovakia.
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The 2015 United Nations Framework Convention on Climate Change established a univer-
sal framework for reducing carbon emissions around the world. This revolutionary agreement 
has given improved impulse to global efforts to tackle some of the fundamental challenges in-
hibiting emission reductions. It is therefore vital to rethink what kind of strategies can accel-
erate climate adaptation among consumers and the interaction with producers (Chai, 2017). 
Bioeconomy, which encompasses all industries and sectors, based on knowledge and innova-
tion involves many technologies such as engineering, chemistry, biology, computer science and 
nanotechnology. It refers to the sustainable production and conversion of biomass for a range of 
food, advanced medications, cosmetics and other industrial products, as well as energy, trans-
lated into new sources of goods, environmentally and human-friendly, required to restructure 
the collective well-being. In fact, it has been projected that bioeconomy, as a new scientific 
discipline, will achieve previously unavailable solutions in productivity and sustainable devel-
opment to obtain a better quality of human life. Bioeconomy must be considered as a framework 
for policies, which can face up to and solve the socially striking challenges of food security, 
climate change, healthy living and energy efficiency (Morganti et al., 2016). We outline the pos-
sibilities of the Biomimetic economy to change the current economic system framework and 
tracking sustainable development while emulating biological systems. Finally, the work finishes 
with a brief analysis of some advanced biomimetic applied cases that can serve as a reference.

 
Keywords: Bioeconomy biomimetic, Biological systems, Sustainable production, Well-being.
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International volunteering has grown exponentially in recent years and this article 
aims to understand this phenomenon as well as some of its idiosyncrasies. Many people 
write about volunteering in different contexts, but there is a lack of research on the motiva-
tions and their correlation with the original and real expectations of volunteers.

The general objectives of this article are to understand the motivations and expecta-
tions concerning the organization of volunteer work, using the individual perspective. The 
specific objectives are to understand the motivations of volunteers for their participation; 
to identify and understand the original and real expectations of the volunteering experi-
ence and to analyse the volunteer’s perspective of the management of the organization.

In this article we intend to work with volunteers who are registered in the following 
platforms that promote volunteer work in exchange for accommodation and food: HelpX, 
Workaway, Worldpackers and WWOOF (World Wide Opportunities on Organic Farms). 
Considering the previously mentioned objectives, we will use a combination of qualita-
tive and quantitative research, which will consist of questionnaires and individual and 
semi-structured interviews.

In a world where volunteering is increasingly considered an added value and a differen-
tiating aspect in people, studying this topic is extremely important. In addition, third-sector 
organizations are seeing their budgets increasingly limited and reduced, so understanding 
the work of volunteers is fundamental. This research is intended to distinguish what can be 
understood as effective work or volunteer work, as some organizations demand more than 
the volunteers are expecting since there is insufficient information on this subject.

 
Keywords: International volunteering, Motivations, Expectations, Human resources prac-
tices.
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Partnerships between companies and nonprofit organizations have expanded significant-
ly, with various forms of collaborations, including corporate volunteering, corporate sponsor-
ships, and cause-related marketing. Firms are increasingly associating their brands with causes 
or charities to attain objectives that are beneficial for both their business and society. Corpo-
rations are motivated to collaborate with non-profit organizations for various reasons such as 
improving their reputation, addressing stakeholder concerns, creating opportunities for em-
ployee volunteering, and promoting innovation. On the other hand, non-profit organizations 
seek corporate partners mainly for providing financial resources, raising public awareness on 
issues, networking opportunities, and increasing their influence.

Out of all the parties involved, there is a specific group that seems to be especially vul-
nerable to a company’s efforts to uphold Corporate Social Responsibility (CSR), and that is 
its customers. State-of-the-art research singles out that CSR has a favorable impact on how 
consumers evaluate and consider purchasing a company’s products, across multiple types of 
product categories. However, adverse consequences for the parties could occur, particularly 
given the completely distinct stakeholder groups and objectives of nonprofit organizations and 
corporations.

It is proposed that customers’ views on social responsibility can impact their beliefs and 
attitudes towards both firms and non-profits. However, due to the complicated and uncertain 
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nature of the business and non-profit alliances, research is required to determine if and when 
collaboration improves donation and purchase intentions. To address this issue, the current 
study examines whether the perceived fit mediates the impact between customers’ attitudes 
towards firm/non-profit and purchase/donation intent.

Hence, this study will examine perceived fit which refers to how compatible or congruent 
the brand and the cause are perceived to be with each other. Perceived fit has a noteworthy 
impact on consumers, with a greater level of fit having an effect on their selection and the mar-
ket share. If there is a high level of fit between the cause and the brand, then the message is 
perceived as logical, and consumers tend to use category-based processing, leading to positive 
thoughts about both entities. Conversely, when the fit is low, it becomes challenging for con-
sumers to make a logical connection between the organizations, prompting them to use piece-
meal processing. This results in more effortful and systematic processing, and negative attribu-
tions. Thus, the proposed model assumes that it is important for the partners to have a strong 
fit and predicts that perceived fit has a positive influence on both purchase and donation intent.

To test the proposed model, we conducted a large-scale, quantitative study using the im-
plementation of an online questionnaire. Our sample consists of consumers who have donated 
within the last year. Our survey-based study with a sample of 377 respondents has been devel-
oped to test the proposed model using structural equation modeling. Our results show that at-
titude towards firms and non-profits are positively related to perceived fit. The mediation role 
of perceived fit is also partially supported. Finally, this paper offers theoretical and practical 
insights for researchers, firms, and non-profit organizations.
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As one of the dimensions of corporate social responsibility practices, philanthropic re-
sponsibilities require the company to engage in direct and indirect relationships with different 
stakeholders. Employee volunteering, which is defined as planned activities where employees 
of the company – one of these stakeholders – allocate a portion of their time to a volunteer group, 
has become one of the most debated and significant subjects of corporate social responsibility 
activities in recent years. Studies in the literature suggest that employee volunteering activities 
have a positive impact on stakeholders, the firm, and its employees. For the firm, such activities 
positively affect brand image and reputation, job performance, employee attitudes, and or-
ganizational citizenship behaviour, while for employees, they enhance general happiness and 
facilitate skill development. Furthermore, recent research indicates that employee volunteering 
has a positive impact on employee satisfaction.

It is proposed that the attitudes of employees towards helping others and non-governmen-
tal organizations (NGOs) have an impact on their behaviour. Although positive results have 
been observed in the literature regarding the impact of attitudes on behaviour, this relationship 
needs to be tested in the context of volunteerism. In this regard, the present study examines 
whether employee volunteering mediates the effect between the attitudes of employees towards 
helping and supporting NGOs and employee satisfaction and loyalty. Furthermore, the study 
seeks to explore how employees evaluate their company’s philanthropic responsibilities.
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To test the proposed model, a large-scale quantitative study was conducted by collecting 
data from 300 participants who were employees of companies that donate to charity. The data 
were collected through an online survey. The proposed model was analyzed using structural 
equation modeling. The analysis results indicate a positive relationship between employees’ 
attitudes towards helping and employee volunteering, which is also positively related to 
employee satisfaction and loyalty. Furthermore, the mediating role of employee volunteering 
in this relationship is supported. Finally, the study provides theoretical and practical insights 
for researchers and firms.
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The challenges faced by family-owned businesses significantly differ from those of other 
companies, including issues related to leadership, ownership succession, the interaction be-
tween family and business, the role of owners, and family relationships. To facilitate successful 
generational transitions and inheritance processes a family businesses may need a source of 
knowledge to navigate significant issues regarding business continuity and sustainability in-
cluding the transfer of the baton.

Family businesses operating in different regions of the world and they have to confront 
various economic, political, social, and cultural challenges. This is why associations and insti-
tutions that share such experiences and knowledge among businesses play an important role.

Purpose
The main purpose of this study is to present how the international Family Business Net-

work (FBN) supports family businesses in managing their distinct corporate challenges. The 
study highlights the work of the Hungarian FBN-H, the Spanish Instituto de la Empresa Famil-
iar, the Brazilian FBN Brazil, and the Portuguese Associação das Empresas Familiares, which is 
not a member of the international network but engages in similar activities.

Another objective of the study is to demonstrate in which developmental phase the coun-
tries of the selected member organizations are according to the TONA model. These stages ef-
fectively illustrate the evolution of family businesses and what is typical for each stage of a given 
enterprise. This categorization can help answer how collaborating generations can effectively 
respond to market challenges in the most efficient manner.

Methodology
The study primarily relies on the results of secondary research which provide an overview 

of the activities, operations and main characteristics of FBN and its member organizations. 
The study also includes the findings of an exploratory research focused on summarizing the 
experiences and opinions of Hungarian association members regarding the operation of the 
association.

Findings
The Family Business Network (FBN) offers its members the opportunity to share accu-

mulated knowledge. The network represents 65 countries through 32 national associations 
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worldwide. The fact that approximately 4,000 family businesses totaling 17,000 individuals 
connected to family businesses in some way (6,400 of whom represent the next generation) 
are members of the global network demonstrates the wealth of experience and knowledge ac-
cumulated by the organization since its establishment in 1989. The international organization 
of FBN consists of family businesses that have undergone 3-6 generational transitions, sharing 
their knowledge, experience and expertise with entrepreneur families and family businesses 
who have a lack experience in certain areas.

 
Keywords: family businesses, network, succession, knowledge transfer
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Purpose
The purpose of this paper is to deepen the knowledge of the relationship between respon-

sible production and consumption (SDG12) and sustainable development, as well as to know 
the progress in relation to the achievement of SDG12 and its targets, determining possible 
limiting factors or elements. All this in order to contribute to the establishment of a theoreti-
cal-referential framework for future empirical studies.

Design/Methodology/Approach
According to the intended objective, the methodology used has consisted of the com-

pilation and analysis of secondary information from previous studies and other specialised 
documentary sources (documents from different organisations, statistics, websites). Based on 
this analysis, a double approach to responsible production and consumption has been carried 
out, understanding them both as an objective (SDG12) and as a requirement for the effective 
achievement of sustainable development.

Findings
The results obtained suggest that responsible production and consumption appears to be 

a sine qua non requirement and an objective of sustainable development. A clear example of 
this is its inclusion as SDG12 of the United Nations 2030 Agenda, and its role as a referent in 
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the 10 Year Framework of Programmes on Sustainable Consumption and Production Patterns 
(10YFP), the United Nations Development Programme (UNDP), and the United Nations En-
vironment Programme (UNEP), or in relation to the Principles of the Global Compact, among 
others.

The documentary sources also allow us to verify progress in the procurement of the 
SDG12 and its eleven targets, either globally or in the EU and Spain, combining significant 
achievements with others that are far from being so, in a context characterised by conditions of 
previous level of development, disparity in terms of available information, or drastic influence 
of supervening circumstances, such as Covid-19 or the war on Ukrainian territory. From all 
this derives the need to continue making efforts in favour of SDG12 and sustainable develop-
ment.

originality
While a number of previous studies refer to responsible production and consumption as 

an objective of sustainable development, this paper carries out and analysis from a double per-
spective, considering them both as an objective and as an unavoidable requirement to achieve 
such development. Based on this, it contributes to the establishment of a relevant referential 
framework with a view to carrying out future studies.

 
Keywords: Sustainable development, United Nations, Agenda 2030, Responsible production 
and consumption, SDG12.
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Purpose
The purpose of this paper is to investigate the formal antecedents of the concept of sustain-

able development as proposed by the United Nations in the document “Our Common Future” 
or Brundtland Report. Furthermore, the subsequent evolution of the concept is also analysed 
until its successive concretion in the Millennium Development Goals (MDGs), Sustainable 
Development Goals (SDGs), and Good Living Goals (GLGs). Thus, we intend to establish a 
chronology of the relevant events determining the policies and actions that are currently car-
ried out, as well as to get an adequate referential framework for future research on this topic.

Design/Methodology/Approach
Keeping in mind the aimed objective, the paper has been developed both from the informa-

tion contained in documents published by different organizations or institutions and the com-
pilation and analysis of bibliographical sources, selecting rigorous contributions while seeking 
their maximum timeliness. So it has been possible to establish current lines of thought, as well 
as to contrast different approaches or points of view on sustainable development.

Findings
The analysis of the information collected indicates that the formal antecedents of the con-

cept of sustainable development date back to 1965, when the United Nations Development Pro-
gramme (UNDP) was established by merging the pre-existing Extended Programme of Techni-
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cal Assistance (from 1949) and Special Fund (from 1958). The origin of the concept goes back, 
then, almost to the constitution of the United Nations organisation. Later on, the first formal 
use of the term occurred in an official document from 1969 and promoted by the International 
Union for Conservation of Nature (IUCN). Likewise, the determination and chronological pre-
sentation of relevant events makes it possible to highlight the leadership of the United Nations, 
its agencies or departments in this area – before and after the appearance of the concept –, to-
gether with the also relevant role of other organisations, namely different European instances.

originality
Although different contributions in the literature have addressed one or another of the as-

pects involved in this paper, very few have tried to systematize a chronology of facts and events 
such as the one proposed here, which allows a clearer and more comprehensive view for an 
adequately understanding of the evolution of the current concept of sustainable development.

 
Keywords: Sustainable development, Brundtland Report, Millennium Development Goals 
(MDGs), Sustainable Development Goals (SDGs), Good Living Goals (GLGs).
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Purpose
The purpose of this paper is to establish the link between consumer attitudes and behav-

iours and the achievement SDG 12 and its targets through training and information. Namely, 
to determine the influence of both aspects on younger consumers when distinguishing the real 
level of sustainability of the products through ecological labels and certificates.

Design/Methodology/Approach
To achieve the intended objective, a neuromarketing experimental study with eye-track-

ing was carried out to determine the perception of young consumers about sustainability labels 
and certificates.

A sample of 24 individuals was used for this purpose, all between 18 and 32 years old, 
12 of them men and 12 women. The experimental group received training on sustainability 
labelling while the control group did not. Both groups were presented with three alternatives of 
a same product (chocolate) with a formal eco-label, a commercial claim, and nothing, respec-
tively, then measuring the viewing time and the number of times each individual stared at each 
one of the three options to answer the question of which one did not have artificial colours.

Findings
Even though it is a prospective study (due to the sample size), the results obtained suggest 

the influence of training and information on youngest consumers when distinguishing the real 
sustainability level of products. Subjects with previous training on labelling require less time to 
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locate the elements that help them make their purchase decisions and need to stare lees times 
at them, as well as they spend more time and stare more times at the most credible ones (formal 
labelling) compared to other alternatives (commercial claims or lack of labelling). Subjects who 
have not received such training require more time and fixations, and even stare more times at 
informal elements (claims) that to formal ones (eco-labels).

originality
Stimulating more reasoned and systematic thinking in consumers appears essential to 

promote better purchasing decisions. Acquiring the necessary knowledge is an essential con-
dition for it. New technologies have enabled new developments in relation to neuromarket-
ing. Among the possibilities arising, the eye-tracking procedure has been extended to different 
fields of analysis, its application being increasing in relation to responsible consumption.

 
Keywords: Sustainable development, Responsible production and consumption (SDG12); en-
vironmental labelling, Neuromarketing, Eye-tracking.
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Brands bind customers and create loyalty towards the marked offers. In this context, brand 
extension is a versatile instrument that can be used in the context of growth strategies to re-
lease further potential based on strategic brand positioning. This involves defining a brand and 
then transferring it to new offerings in other categories. In consumer marketing, branding and 
brand extensions have long been part of the standard repertoire. In the marketing of cultural 
offerings, the possibility of brand transfer through brand extension – at least in Germany – 
does not seem to have been fully exploited yet. However, the advantages of branding and brand 
extensions are also obvious for cultural institutions: New cultural offerings benefit from the 
high level of awareness and the good image of an established brand of the cultural institution 
(umbrella effect). In addition, there is a high synergy potential (synergy effect). And when 
introducing new offers, time and costs are saved because no new brand has to be introduced.

The paper deals with the possibility for cultural venues as organizers of classical music 
events to bring about a significant increase in experience, customer loyalty and thus ultimately 
also in results through brand extension. Within the framework of a qualitative study, first, the 
brands (logos) of the most important concert halls in Germany are categorized according to 
specific design criteria. Then the potentials that can be realized through corresponding brand 
extensions are presented. Using the example of the Duesseldorf ‘Tonhalle’ (German for ‘music 
hall’ resp. literally ‘tone hall’), one of the main concert halls of the North Rhine-Westphalian 
state capital Duesseldorf in Germany, it is shown how and to what extent this cultural event 
venue has been able to profit from a consistent brand extension of the ‘Tonhalle’ brand. With an 
unchanged marketing budget for the Tonhalle Duesseldorf, subscription numbers more than 
doubled during the reporting period, with free ticket sales remaining unchanged. Many sub-
scribers remained loyal to the Tonhalle even during the COVID pandemic. A transfer of the 
results to comparable concert halls should be possible without major difficulties.

 
Keywords: Marketing of culture, Branding, Brand extension, Concert halls, Visitor loyalty.
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In our study, we are looking for answers to the question of how well fashion companies’ 
CSR reports reflect reality, what consumers perceive from this, and what the consumers them-
selves are doing individually to make the fashion industry more sustainable.

In our research on the one hand we examined the sustainability objectives of four major 
fashion industry groups (Inditex, H&M, LPP, Shein) with content analysis, and on the other 
hand, we conducted a quantitative (online questionnaire) survey among consumers. In our 
questionnaire research, in addition to assessing consumers’ clothing purchasing habits we were 
also interested in how consumers think about the CSR activities of fashion companies, and 
based on their own purchasing habits, about their responsibility towards sustainability goals.

Based on the content analysis, it can be concluded that although there are resounding 
promises on the part of fashion industry organizations about sustainability, these are more 
symbolic actions than actual solutions. The results of the primary survey clearly reflect that 
consumers are aware of the social and environmental problems that arise during the produc-
tion of fashion products, but only a few pay attention to this in their purchasing decisions.

 
Keywords: Fashion industry, Fast fashion, Sustainability, Consumption.
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