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ABSTRACT 

In the past two decades, ‘country image centres’ and ‘country brand councils’ have been created 

throughout Europe and the world. Their task is the same everywhere: to position the country, 

distinguish it from ‘competitors’, create a uniform brand strategy, and coordinate the various 

messages about the country in a certain sense. Politicians also tend to mention country branding 

or nation branding, and the term appears in the news media and tabloid press more frequently.  

In short, country branding is actually nothing else than the technical application of 

branding for countries in order to improve the reputation of the country, thus attracting more 

tourists and investors, improving export, etc. – in other words, resulting in in greater 

competitiveness.  

At the same time, country branding is probably the biggest challenge in public, non-profit 

and social marketing. The topic is very exciting, but also extremely complex, and quite often 

divisive, generating emotions in many cases. It is no coincidence that the opposition of country 

branding is just as large as its support, and critical voices continue to strengthen. We present 

these aspects in our article as food for thought – not necessarily in order of importance.  

Thus, a total of 25 critical remarks on country branding (that can also be interpreted as 

challenges in the special field of public, non-profit and social marketing) are discussed 

including the opinion that a good national image cannot be built according to a plan, with the 

precision of an engineer. It can only be earned, also because it is impossible to coordinate so 

many things at a time, not to mention that consistent branding is basically impracticable because 

of successive political cycles. The article also discusses that if a country has a ‘country image 

centre’ or ‘country brand council’, it does not necessarily mean that the country has a better 

brand image. The cause of the problem is often that many people still identify country branding 

with logo design and a catchy slogan, although country branding is much more than that. In 

addition, there is no country branding without a country strategy – in other words, there is no 

country brand building without country building. Last but not least, we should remind ourselves 

that countries are primarily not brands but countries. 
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1. INTRODUCTION: THE AIMS OF COUNTRY BRANDING 

Country branding is a rather unique field: although parallels may be drawn between the 

branding of countries and that of products, services and companies, it also has its characteristics 

and unique features. One of these is that while a country brand may look like a simplified cliché, 

stereotype of even a caricature from outside, we can see that it is actually complex with many 

dimensions and layers if we look at it closely. In a historical sense, the first person to mention 

the concept of ’nation brand’, or country brand was British expert Simon Anholt, back in 1996. 

(see Anholt 2011, Feinberg and Zhao 2011, Subramanian 2017). His article Nation-brands of 
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the twenty-first century published in the Journal of Brand Management in 1998 soon became 

very popular among marketing professionals, and later in scientific circles.  

‘Country image centres’ and ‘country brand councils’ were created shortly throughout 

Europe and the world. Their role is the same everywhere: the positioning of the country, that is 

its distinction from the competition, the creation of a uniform brand strategy, and the 

coordination of various messages about the country. We could also say that there is a new era 

in the competition of nations. Although military clashes are still quite common in certain areas 

of the world, in most places wars are not waged with traditional weapons, but marketing tools 

(see Van Ham 2002: 265.). Moreover, the battlefield is nothing else but the consumers’ mind 

(Ries and Trout 1997), where various countries would like to occupy as distinguished position 

and as big area as possible, because this means tourists, investors, and more people buying the 

products of the countries. In this regard, we can say that globalisation almost provokes, certainly 

encourages nation branding (Hanna and Rowley 2008). But what are the areas where it is 

possible to increase competitiveness, and how can a good country brand help us in our ’battle’ 

for our position in the consumers’ mind? First of all, the primary aims of country branding are 

all economic. This involves three major aspects:  

1) The promotion of tourism, the attraction of tourists to the specific country. 

2) The promotion of investment coming into the country. 

3) The development of export, and improved sales of the country’s products on foreign 

markets.  

Besides the three aims above, we can identify two more equally important aims that are 

not economic, and have a positive impact in the long term: 

4) A greater role in international organizations and foreign policy.  

5) Improving the well-being of citizens and their pride of belonging to the nation/country.  

Based on aims 4 and 5, country branding is not only related to business, but can also be 

interpreted as question of public, non-profit and social marketing. 

In short, country branding involves the application of branding for countries in a technical 

sense, thus developing the country’s reputation. In addition, this kind of branding (in other 

words: brand building) is something than can equally be used by small or big, developing or 

developed countries.  

The topic is very exciting, but also extremely complex and often divisive, invoking 

emotions again and again. It is no coincidence that the camp of people opposing this activity 

has become at least as big as that of its supporters, and the critics are getting louder. In the 

present article, we present these critical aspects as food for thought – not necessarily in order 

of importance. Thus a total of 25 critical remarks on country branding are discussed, including 

the question whether country branding exists at all.  

2. 25 LIMITS OF COUNTRY BRANDING – 25 CHALLENGES IN THE SPECIAL 

FIELD OF PUBLIC, NON-PROFIT AND SOCIAL MARKETING  

1) Countries are not brands, but countries  

First, we should start with this item as we may think of another country as a brand – for example, 

when make a decision to spend the summer vacation by the sea in Spain, Italy, Croatia or 

Bulgaria.  

Nevertheless, this does not mean that people want to consider their own country to be a 

brand. Using the term ’branding’ in terms of our own country or nation may seem arrogant or 

cynical.  

But what would people like to see? They want their country to matter, to be a front-runner 

internationally – be it any kind of competition. They want to be proud of their country. 
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Therefore some experts suggest that politicians should use the term ’reputation 

management’ instead of the expression ’country branding’. However though, the problem with 

the newly suggested term is that it makes even less sense to ordinary citizens than country 

branding. 

2) People are not parrots 

’The face of a country can be broadcast to the world successfully if all cities, institutions, 

citizens, politics and economy – each in its own way – broadcast the same thought, idea, or 

image. There may be a hundred colours and forms, but the multitude of messages converge in 

a way.’ wrote Elemér Hankiss in the late 1990s (2000: 210.). In fact, this may be the essence of 

country branding, but let us be honest, this is a somewhat idealistic approach. 

In a democratic state, the system – fortunately – does not have control over every word 

and action of all the citizens. This is because people are not parrots; we cannot teach them what 

to recite. If we do so, it is propaganda.  

Of course this does not mean that it is impossible to provide some subtle guidance to 

people on what (and how) to communicate about their own country. Examples include Estonia 

and their brand.estonia.ee website for this purpose. 

3) It is impossible to coordinate so many things  

The realisation of the above quotation by Hankiss is complicated by the multitude of institutions 

communicating about the country. In the case of Hungary, the institutions officially ent itled to 

communicate about the country are: 

• the organ in control of tourism (currently, the Hungarian Tourism Agency)  

• the organ promoting investments (HIPA – Hungarian Investment Promotion Agency)  

• cultural institutes, Hungarian institutes abroad (Balassi Institute)  

• dedicated organizations for the support of export (HEPA – Hungarian Export 

Development Agency) 

• the ministry of foreign affairs (now called Ministry of Foreign Affairs and Trade) 

Moreover, in most countries (including Hungary), several other bodies, government 

organs, ministries, special interest groups, non-governmental organisations (NGOs) and 

companies promote what the country means to them. In addition, smaller units such as cities 

may also send messages in connection with Hungary – as suggested in the above quotation by 

Hankiss. As Wally Olins, British branding expert says (2004): ’Nations present themselves in 

a million way every minute, 24 hours a day.’ 

It is almost impossible to coordinate all this, even if there were attempts of this kind in 

several countries. Individual ’country image centres’ or ’country brand councils’ may be more 

capable of taking on a supportive role and providing guidance on what to communicate 

regarding the country and how each organisation may adapt it. This may involve vision, 

positioning, value system, message system and the definition of some visual identity element 

such as a central logo. However though, this cannot be implemented in all cases: we hardly see 

a country whose tourism logo is the same as the one used for investment promotion. This is 

logical in a sense: while we must present our (cultural) heritage to the majority of tourists, we 

must offer some kind of a vision to prospective investors.  
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4) Operating a ‘country image centre’ or ‘country brand council’ does not mean that the 

brand image of the country will improve 

Although we may assume that countries with this kind of central key body perform better (that 

is, they own a better brand), the numbers refute this view. Italy does not have such a ‘country 

brand council’, but its country brand is still viewed as one of the best, especially in terms of the 

dimensions of tourism and culture. 

5) Branding is always narrowing, but countries are complex  

In the case of classic brands, the branding activity is centred upon positioning – that is to say, 

upon the most important idea that explains why that specific brand exists, and how it is different 

from its competitors.  

The same questions can be asked of any country, and it is practical to ask them: Why does 

the country exist? What would happen if it disappeared from one day to the next? Why would 

people miss it? How is it unique compared to all other countries?  

Well, the fact is that it is hard to find a clear answer to these questions.  

The main reason is that usually ’even the smallest village is more complex than a large 

corporation’ (Anholt 2010: 5). This is even more true if we consider a country instead of a 

village.  

The same applies to the consumers of the country: the priorities of tourists, investors and 

people living in the country may all be different. Moreover, there may be great differences 

within each group: the needs of a tourist used to 5-star hotels is different from the needs of a 

tourist team arriving for a bachelor party.  

In this respect, the question may be asked whether a country/nation benefits more from 

having a clear, simple image, or it is preferable to have a rich, complex, even contradictory 

image? (Anholt 2010: 38.) 

For example, the brand image of the United States of America is not at all that clean and 

simple. The perception of the country’s government is usually not very positive, but people like 

(or what is more: love) American products, brands, popular culture, music and films. On the 

other hand, the image of North Korea is rather clean, simple and consistent. But does this make 

the country a better brand? Probably not. 

6) There is no country branding without a country strategy  

It is not enough to create a new slogan, logo, advertisement or PR campaign. Communications 

cannot replace real politics, real strategy and real government. Poor, ambiguous policies lead 

to poor, ambiguous reputation.  

’In every case, the country image is part of the country strategy, serving as a 

communication tool, expression, embodiment, face or part of it. If there is no country strategy, 

the country image is also ‘hanging in the air’, and in default of reasonability, understanding, 

comprehension and connection it can be overwritten by anyone at discretion, in any moment’ 

(Bíró 2009: 60.)  

Therefore we must examine and define where we are now, and what we want to achieve. 

Then we must provide proof of our country vision, because it is not enough merely to 

communicate it. Thus the strategy must be inspiring and realisable at the same time. To be 

honest, only a few good examples can be found in the case of countries, but Estonia’s ’E-

Estonia’ vision (which has become a mission as well) serves as a good example. 

7) ’Do good and speak about it’  

This is a basic rule of PR (public relations) (see Sós 2017). The examples below better 

contribute to the brand of the specific country than if they had run an advertising campaign: 
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• Artists, writers and poets living in Ireland do not have to pay taxes. With this measure, 

the state acknowledges creative talent. 

• Slovenia is positioning itself by providing aid for Balkan countries (Albania, 

Montenegro, Macedonia) – thus demonstrating that Slovenia is not a Balkan country. 

• Having built the Sydney Opera House, Australia demonstrates its cultural values – and 

the fact that their country is significantly more than a residence for descendants of 

convicts.  

• The Netherlands is a bastion of law as the International Court of Justice is seated in The 

Hague. 

• Legalising same-sex marriage, Spain gives another clear indication that it has got rid of 

the conservative heritage of the Franco era. 

• Estonia demonstrates its leading role in digitalisation by including in their constitution 

that internet access is a basic human right. 

In this sense, branding is actually not about communication; it is about (national) policies. 

According to Anholt (2008), Govers and Go (2009: 15.), who are experts of the field, the two 

mottos are:  

1. ’Actions speak louder than words.’  

2. ’Don't talk unless you have something to say.’  

If we only do something for the image itself, stating that something is already true before 

it has become true, it is called propaganda. Hungarian authors such as Piskóti et al. also point 

out the same thing (1997: 31.): ’If we only concentrate on communication tools, and break away 

from real tendencies, the efforts for change will not be credible, and the desired processes will 

not start. In such cases (…) schematic propaganda does more harm than good.’  

8) There is no progress without innovation  

One of the factors forming the basis for country branding is real change taking place in the 

country. Much the same as in the case of classic brands, innovation, novelty and excitement are 

needed – and these provide news value. 

In this context, Anholt (2007: 37.) thinks that 80% of country brand building is 

innovation, 15% is coordination and only 5% is communication. 

9) Consistent branding is impossible as a result of parliamentary terms  

A country positioning or repositioning process may take up to 10, 15 or 20 years to provide the 

desired results. However, politicians are often unable or unwilling to wait for them.  

This is because in most countries the mandate of governments lasts 4 years, and 

newcomers always wish to deliver quick results. Therefore they often engage in the creation of 

a new country logo or country slogan, because it is the easiest thing to do – and then it is where 

the whole activity begins and ends.  

There are only a few countries that follow the designated direction of their country 

branding consistently. Examples include the abovementioned country, Estonia and their E-

Estonia concept (Papp-Váry and Ilic 2018), but this country has not changed its government 

frequently.  

10) You need to start developing your country brand at home, domestically  

This is one of the remarks that critics fail to understand or do not accept, although even the 

most prestigious experts agree that first we should get our own house in order before entering 

the international market (Moilanen and Rainisto 2009: 25.). Or, as Anholt suggests (2010: 46.), 

first of all we must find the way to be true to ourselves instead of lying to others. It is impossible 

to build a brand without internal security, confidence, principles and identity.  
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In addition, we must involve locals in the process of country branding and ask for their 

assistance. As President Kennedy said: ’Ask not what your country can do for you – ask what 

you can do for your country’. Of course what worked for Kennedy in the United States of the 

1960s has not necessarily been successful with other politicians in other countries and periods.  

Even in a workplace, you cannot always achieve that employees stand behind the brand 

vision, communicate and behave in accordance with brand values, or at least believe in them. 

It is even hard to motivate the workers of a company to actually make them ’live the brand’, 

and this is especially true if we consider the whole population of a country who should represent 

it externally, at international level. 

This is especially true if a nation has a poor self-image, if it does not respect and admire 

itself (at least in part).  

11) Good advertisements do not help bad products  

’A great ad campaign will make a bad product fail faster. It will get more people to know it's 

bad’, said Bill Bernbach, founder of the DDB advertising agency. In such cases, ad campaigns 

result in that people try the product as soon as possible, but they are dissatisfied with it – 

therefore they are not willing to purchase the same product again, and they also share their bad 

experiences with others. (Levenson 1987) 

First of all, a good brand definitely requires a good product. This is true for FMCG (that 

is fast-moving consumer goods) and services, and for personal brands as well. The case is the 

same for places including countries.  

A country branding campaign by itself is unlikely to save a country with bad reality. Let 

us take the example of Nigeria: when the country launched its first image campaign in the late 

2000s, it was faced with incomprehension and even indignation. Locals claimed that they 

should rather deal with key problems such as poverty, diseases or the situation of education. 

Many people said that their campaign with the message ‘Good People, Great Nation’ was 

’meaningless, stating that merely using slogans and eye-catching colour combinations will not 

change the image of a country where members of the government steal, falsify election results, 

and sometimes eliminate members of the opposition.’ (Marketing&Media 2009). In addition, 

the internet further worsened the not so bright reputation of the country through an online scam 

action called ’419 Scam’, promising quick wealth in exchange for the banking data of the 

victims.  

The lesson is that this kind of country branding is a waste of money. It is a naïve 

assumption that an advertisement or marketing campaign could change international reputation. 

It is as if a massage by itself would make us lose weight – however though, diet and exercise 

are required for that purpose. (Anholt 2010: 31-32.) 

In this context, András Wermer claims that ’it is wrong to believe that you can sell 

something just because you cover it with glaze. Marketing is not advertising, but a process that 

includes the construction of something we think will do good for the people’ (Magyar Hírlap 

2006). Therefore in almost all cases it is better to spend on the development of the place than 

on advertising. This is more powerful and more credible, and lasts longer (Anholt 2009: 66.). 

It is extremely hard to change the country image or country perception itself – and it is 

especially impossible to expect it from an advertisement. Let us ask a simple question: When 

was the last time the reader has changed his/her opinion as a result of an advertisement? And 

by this we do not mean countries, but any product. It is likely that there were no such examples 

lately (or possibly there have been no examples at all). 

In addition, the competition of advertising is fierce: the total amount of advertising stimuli 

affecting us is 3-5 thousand a day. There is very little chance that the advertisement of a country 

will affect us unless we have been (at least latently) interested in the country before.  
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12) Negative news is always more interesting and spread more rapidly 

It is enough to open any kind of newspaper or switch to a programme on your TV to see that 

bad news spread much faster.  

This is an eternal truth about media: negative news is always more interesting. 

Modest progress, increasing stability and reasonable reforms are not too exciting in 

connection with a country (Anholt 2010: 74.). On the other hand, a national disaster, a crime, 

the collapse of economy, if the prime minister starts to behave like a dictator, or if they have 

’lied night and day’ in the country could be interesting news. And in the same way, it is much 

more interesting if we get a restaurant bill of 300 EUR after a modest dinner, or the toilet at the 

border crossing is in an awful condition.  

Accordingly, a 2008 research by Lebedenko concluded that in the case of Russia, only 

17% of articles published in the Western media were positive or at least neutral/realistic. 

This is also important because negative news may build awareness, but positive news 

may also contribute to the building of an image. 

13) You cannot build a good country image merely through plans and the precision of an 

engineer – but it can be deserved 

’Distracting spontaneous image formation in another direction is a significant marketing 

challenge’, wrote Papadopoulos and Heslop in 2002 (quoted by Törőcsik and Somogyi 2009). 

Well, the period since then has justified this. No matter how many planned and coordinated 

efforts were made, there have been no news of roaring success ever since. 

14) Country branding does not have a standard formula  

Of course we can create systems or guidelines including the most important steps of country 

branding. But this does not mean that there is a universal template or sample for nation branding 

strategies (see Dinnie 2008: 219.) Each country has its own purposes, circumstances and 

competences (Anholt 2007: xi.). Every country is different, therefore there is no magical 

formula that we could use.  

Of course we can create identity manuals or style guides for country brands including the 

logo and its possible applications. However, their most important aim is to distinguish the 

country, therefore they must not be too similar, using a one-size-fits-all approach. 

15) It is hard to build a country brand, and it is easy to destroy it – but actually it is hard 

to destroy as well  

This is a very important remark, maybe the most important of the ones listed here. There are 

people who disagree: ’There is a rule you cannot circumvent: the country image may easily 

change.’ (Bíró 2009, p.56.) But this is simply false – as various studies on country brands show, 

the image of most countries is exactly the same every year.  

Even if a country decides to change its brand image and support it with conscious actions 

and communication, the change will likely take many years, and the process is neither easy, nor 

quick. It is a bit like the case of a marine tanker: it takes 5 miles to slow it down and 10 miles 

to change direction (see Anholt 2007). 

Other authors state that ’It is hard to build the image of a country, and it is easy to destroy 

it. (...) But statistics show that it is not that easy to destroy, either.’ (Szandtner’s interview with 

Papp-Váry 2012). Many similar negative events have to take place in order to change the 

perception of that specific country. 

This is somewhat similar to driving a Mercedes. If for some reason it breaks down and 

we need to take it to the garage, we say ’oh, how unlucky we are as this is a great brand’. On 
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the contrary, if we have a Lada and we have not had any problem with it, we say ’how lucky 

we are’. 

In most cases, image changes slowly – be it a positive or a negative change. Let us take 

Volkswagen for example. After their diesel scandal and the series of lies associated with them, 

it would have been no surprise is nobody in the world bought Volkswagens any more. But 

people keep buying the brand’s cars. 

Returning to countries: warfare, terrorist attacks and natural disasters have little effect on 

country image, to be honest (see Anholt 2009: 54.). If these happen in a country with a good 

image, it is possible that the only thing the public says is ’It is such a safe place. How could all 

that happen?’ The country image only changes if such events (for example, terrorist attacks) 

become a regular feature of that country. 

16) Country image is nothing more than reality with some delay  

As the previous item in the list suggests, a lot of converging events need to happen in order to 

change the image of a place. In the case of negative events, this change may be quicker, but this 

also takes some time.  

No doubt countries would like to improve their image. But we must understand that even 

if many developments and innovations are on their way in a country, the country brand will be 

slow to catch up with the change of reality. Moreover, a change in a country’s image may be 

left behind as it usually takes place over decades not years (Anholt 2007: 27.). For many places, 

the real challenge is here: they need (marketing) communications to decrease the gap between 

reality and perception. 

17) Each country gets the image it deserves  

From time to time, the author of this article (also a consultant) is contacted by various product 

and service brands with the question ’Why is our image so terrible?’. In such cases the first 

answer is always a question: ’Can it be because the product/service is terrible?’ 

The same rule holds for countries: if a country has a terrible image, chances are high that 

it is because the country itself is terrible. We must accept that problems of image are often 

problems of reality as well. In order to change that image, the country itself must change.  

Even if the image is relatively neutral, there is one question that should be asked: what 

was the last real news story in connection with the country? What was the most exciting thing 

(be it a product, service or celebrity) that has come from the country recently? 

18) You can only plant a new idea in minds if you find connection with an idea that is 

already there  

It is essentially impossible to convince people to change their thinking and especially their 

behaviour. This is even more true for their attitude to foreigners. In their mind, they are looking 

for familiar clues and associations. Therefore you must build on what is already in their mind. 

(see Day 1980) 

Thus it is important not to stick to the idea that traditional elements must be got rid of in 

country advertisements. If these traditional elements are well-known, we must present them, 

even if in a modernised form.  

19) If the image of a country is in crisis, country branding is the least helpful thing  

‘Many people believe that places particularly ‘in need of’ branding are ones that are in some 

crisis, and their economy, social and cultural situation are not stable enough. Already existing 

crisis situations may not be solved by means of branding as successful branding always is 

always the result of a longer period – quite often years or decades. Crises may only be staved 
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off through determinant and highly targeted actions based on an already existing, strong brand 

identity’ Gelder (1998) says, quoted by Törőcsik and Somogyi (2009: 20.) 

Confirming once again what has been written above, the only thing that can result in long-

lasting change in the image of places is long-lasting and comprehensive change in the country 

itself, including political, social, economic and cultural changes. Fighting negative perceptions 

with commercial communication techniques is like fighting terrorism with traditional weapons. 

(Anholt 2010: 60.)  

In order to change the country brand, the country must change as well. Country brand 

management is always more than a campaign; it is a national policy (Anholt 2008). 

20) Complex country branding is impossible, but sectoral branding (such as tourism 

promotion or investment promotion) can be successful 

As stated above, Simon Anholt the most renowned expert of the topic conducted several studies 

and concluded that ’there has been no detectable correlation between changes in national brand 

value and expenditure on the so-called ”nation branding campaigns”’ (Anholt 2010: 2.) There 

is not a single study justifying that general country branding campaigns change the country 

image.  

However, this does not mean that such campaigns are completely unsuccessful. They may 

be successful sectorally.  

For example, tourism campaigns may convince people to visit a certain place, but their 

primary focus is selling and promotion. The target group and messages are clearly defined, and 

travellers give their money and free time.  

Anholt remarks somewhat cynically that tourism promotion is a fool-proof thing. 

According to him, it is completely unnecessary to replace it with new terms such as ’destination 

branding’, because the whole thing is quite simply about sales and promotion.  

Independent investment promotion (’invest in’) campaigns are also possible, for example, 

to convince a well-known car brand to build its newest factory in the country. Maybe it would 

be exaggerating to say that it is a branding campaign, as it is much more about B2B (business-

to-business) sales than marketing or especially branding. 

The excellence of Asian countries regarding their export products may also be considered 

a sectoral activity. In such cases, the image of the products influences the country’s image – 

although it is achieved years later, similarly to the case of Japan or South Korea.  

By contrast, general country brand campaigns fail to deliver the desired results. Of course 

there is a chance that the receivers of the communication can recall a slogan (but let us add that 

this is not the case usually). However, this does not necessarily mean that the people’s opinion 

about the country changes.  

Therefore we can state that campaigns for the promotion of tourism, investment or 

product sales are effective, but is seems completely needless to spend money (especially that 

of the taxpayers) on general image campaigns.  

21) You should rather brand cities, regions and smaller units than brand countries  

As early as in 2009, Róbert Braun wrote that ’Hungary would succeed if the country would 

spend money on the support of the creation of local brands instead of the Hungary brand’ (Braun 

2009: 48.) ’In the future, the race of destinations, investments and places will not be decided 

by countries but cities, settlements, regions, clusters or districts, and these could and should be 

the foundations of a successful brand.’ (Braun 2009: 51) Moreover, he also added (2009: 49.): 

’A Hungary brand is unnecessary in the twenty-first century.’ 

Well, it is highly questionable that a Hungary brand would be unnecessary. However, it 

seems logical that it is more practical to spend money on the support of individual local brands, 

especially with regards to the fact that the awareness and image of the capital is much more 
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favourable than those of the country itself. This is not only true in the case of Hungary: Prague 

is more well-known and recognised than the Czech Republic, and the same can be said of the 

relationship between Amsterdam and The Netherlands, or Paris and France.  

It is also possible to think over the branding of the country and the branding of more 

significant cities, regions and attractions at the same time. As Kádár says (2013: 22.), ’A 

country brand affects regions and settlements, but this is also true the other way round: each 

settlement or region represents the country and brings added value for the country brand. It 

would be reasonable to create regional and local plans in connection with the strategic plan and 

allocate resources to them. Settlements, regions, local brands, natural or built attractions and 

events may greatly improve the positive perception of the country. Therefore they contribute to 

the development of the identity and the country brand in a spontaneous way, followed by their 

systematisation and construction based on their common, synergic effect.  

It is no coincidence that several important articles by Hungarian authors have been 

published about the cooperation between individual destinations (Sziva 2010, 2012, Kulcsár 

and Zátori 2011a, 2011b). Even if these writings approach the question from a touristic view, 

they can serve as an important basis for this concept.  

22) Just as you need ’money, money, money’ to wage war, it is also useful for country 

branding  

The famous dictum by Montecuccoli is partly true for the field of country branding as well: it 

is better not to start the whole thing without sufficient resources, preferably planned for five 

years in advance (Moilanen and Rainisto 2009: 79.).  

However, it must be also said that money may be at least partially replaced by ideas, 

creativity and innovation.  

23) Many people still identify country branding with logo design – and some consulting 

companies skilfully benefit from this situation 

The greatest misunderstanding in relation to country branding is the idea that this activity 

merely includes the creation of a new logo and/or the writing of a new slogan accompanied by 

a high-budget advertising campaign. To implement these items is definitely in the interest of 

consulting companies and advertising agencies: they can request great amounts for this purpose, 

and they have proficiency in this field.  

The problem is that the perception of places cannot be changed merely through direct 

communication. Changes must take place on a deeper level. (Anholt 2010: 31.) 

24) Merely providing more information about the country does not help  

The other communication-based approach is to provide as much information about the country 

as possible. These consultants propose that we make the advertising spots as long as possible 

and display everything that has anything to do with the country. But are these interesting for 

receivers? And what is the target audience in this case?  

An important attribute of consumer behaviour is that consumers only receive the 

information if they are actively looking for it – when they are right before (or after) the purchase 

decision. For example, if we want to buy a car, we start to see the chosen model on the roads 

after a while – although we have not noticed it despite their presence. Moreover, many people 

read the brochure about the model after purchasing the car itself, justifying their decision in a 

way. We react to countries pretty much the same way.  

Thus we can say that providing more information is not bad in itself – but there is a time 

and place for it. In most cases it is better to communicate less (and simpler) truths about the 
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country instead of long lists of our attributes, and it is better to patiently wait for its ’reception’. 

Less is more, as we have realised again.  

25) There is no country branding without country development  

It must be pointed out that whatever the industry is, branding is not just about communication: 

it is also about the product and its development process.  

It is impossible to brand something without the involvement of the product itself. In that 

case it would only be communication – an advertising campaign in a worse case scenario, or a 

PR campaign in a better situation.  

3. CONCLUSION 

As the article pointed out, country branding as an activity can be criticised for various reasons. 

These are presented in the table below. 

Table 1. The most significant limits of country branding: the greatest challenges in the 

special field of public, non-profit and social marketing  

1) Countries are not brands, but countries 

2) People are not parrots 

3) It is impossible to coordinate so many things 

4) Operating a ‘country image centre’ or ‘country brand council’ does not mean that the brand 

image of the country will improve 

5) Branding is always narrowing, but countries are complex 

6) There is no country branding without a country strategy 

7) ’Do good and speak about it’ 

8) There is no progress without innovation 

9) Consistent branding is impossible as a result of parliamentary terms 

10) You need to start developing your country brand at home, domestically 

11) Good advertisements do not help bad products 

12) Negative news is always more interesting and spread more rapidly 

13) You cannot build a good country image merely through plans and the precision of an 

engineer – but it can be deserved 

14) Country branding does not have a standard formula 

15) It is hard to build a country brand, and it is easy to destroy it – but actually it is hard to 

destroy as well 

16) Country image is nothing more than reality with some delay 

17) Each country gets the image it deserves 

18) You can only plant a new idea in minds if you find connection with an idea that is already 

there 

19) If the image of a country is in crisis, country branding is the least helpful thing 

20) Complex country branding is impossible, but sectoral branding (such as tourism 

promotion or investment promotion) can be successful 

21) You should rather brand cities, regions and smaller units than brand countries 

22) Just as you need ’money, money, money’ to wage war, it is also useful for country 

branding 

23) Many people still identify country branding with logo design – and some consulting 

companies skilfully benefit from this situation 

24) Merely providing more information about the country does not help 

25) There is no country branding without country development 
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Source: classification by Árpád Papp-Váry  

After all these critical remarks, it is also makes sense to find out how a country’s 

perception becomes positive and what makes it a brand. In this context, it is worth calling upon 

Simon Anholt, the most renowned international expert of the topic. Anholt withdrew for over 

a year and did nothing but study the results of his country brand ranking called Anholt-Gfk 

Roper Nation Brands Index. It was no small task as his researches had gathered 3 billion (!) 

data points by that time – which made Anholt’s survey one of the three largest social science 

research projects in the world.  

Anholt primarily sought to find out what makes people thing that a country is good. Well, 

his results outlined five drivers of national reputation (see Anholt 2016): 

1. Morality: Is the country good or bad? ’Are they happy about its existence? Does it have a 

positive effect on the world? Does it act correctly? Or is it a bad, dangerous, or useless 

member of the international community?’ 

2. Aesthetics: Is it beautiful or ugly? ’If we think that a country is beautiful, we tend to believe 

several other things about it (…) People think that Canada is an eco-friendly country 

because it is beautiful.’ 

3. Relevance: What does this country have to do with me? How does it affect my life? ’Why 

would we expect that people around the world know and respect Hungary? Do we know 

and respect the countries of others?’ 

4. Strength: This is not ’soft’ power as explained by professor Joseph S. Nye (2005), but ’hard’ 

power. ’It means whether the country has real economic, military and territorial power, or 

a large population, and whether they can force their will on others.’ 

5. Sophistication: ’Are there smartphones in the country, or are they still plowing the land with 

oxen?’ 

Reading the five initials together, we may see the abbreviation MARSS – this is no 

coincidence, as Anholt was looking for something easy to remember. ’These are the five main 

factors in people’s minds. When they think of foreign countries, these are the characteristics 

they consider in the fraction of a second. (…) When I analysed results, I realised that the first 

point was by far the most important. The most important aspect for people is how that specific 

country contributes to humanity. (…) This is the essence of discovery. People like good 

countries. Therefore, if we would like a better image, the only way to achieve it is to do 

something which makes people grateful for our existence. In other words, if we act for them.’ 

(Anholt 2016: 145-145.) 

It should be noted that strangely enough, Anholt’s twenty years of research have led to 

the same conclusions as ’How to start your own county’, a six-part comedy series by well-

known British comedian Danny Wallace on BBC (2005). After the establishment of his own 

country (in his own flat) and ’much’ consideration, Wallace wrote the two-word constitution of 

his country: ’Be good’. 

Returning to Anholt’s ideas and marketing: ’What is the first rule of marketing? The first 

rule of marketing is not to brag about how fantastic our product is. We must get to know our 

customers and their needs instead. The same applies to countries. (…) People are not interested 

in successes. They are only interested in what the specific country did for them that week.’ 

(Anholt 2016: 145.) 

This actually refers to nothing else than the classic WIIFM principle, that is ’What's In It 

For Me?’ (see Pease and Dunn 2001, and Papp-Váry 2010). This is the thing that matters from 

the consumer side. We need to find the same features when we embark on country branding – 

which is clearly more than simply branding. 
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THE LIMITS OF COUNTRY BRANDING – 25 CHALLENGES 

IN THE SPECIAL FIELD OF PUBLIC, NON-PROFIT AND 

SOCIAL MARKETING 

Árpád Ferenc Papp-Váry 
apappvary@metropolitan.hu, Budapest Metropolitan University 

ABSTRACT 

In the past two decades, ‘country image centres’ and ‘country brand councils’ have been created 

throughout Europe and the world. Their task is the same everywhere: to position the country, 

distinguish it from ‘competitors’, create a uniform brand strategy, and coordinate the various 

messages about the country in a certain sense. Politicians also tend to mention country branding 

or nation branding, and the term appears in the news media and tabloid press more frequently.  

In short, country branding is actually nothing else than the technical application of 

branding for countries in order to improve the reputation of the country, thus attracting more 

tourists and investors, improving export, etc. – in other words, resulting in in greater 

competitiveness.  

At the same time, country branding is probably the biggest challenge in public, non-profit 

and social marketing. The topic is very exciting, but also extremely complex, and quite often 

divisive, generating emotions in many cases. It is no coincidence that the opposition of country 

branding is just as large as its support, and critical voices continue to strengthen. We present 

these aspects in our article as food for thought – not necessarily in order of importance.  

Thus, a total of 25 critical remarks on country branding (that can also be interpreted as 

challenges in the special field of public, non-profit and social marketing) are discussed 

including the opinion that a good national image cannot be built according to a plan, with the 

precision of an engineer. It can only be earned, also because it is impossible to coordinate so 

many things at a time, not to mention that consistent branding is basically impracticable because 

of successive political cycles. The article also discusses that if a country has a ‘country image 

centre’ or ‘country brand council’, it does not necessarily mean that the country has a better 

brand image. The cause of the problem is often that many people still identify country branding 

with logo design and a catchy slogan, although country branding is much more than that. In 

addition, there is no country branding without a country strategy – in other words, there is no 

country brand building without country building. Last but not least, we should remind ourselves 

that countries are primarily not brands but countries. 

KEY WORDS 

Country branding, nation branding, country image, country reputation 

1. INTRODUCTION: THE AIMS OF COUNTRY BRANDING 

Country branding is a rather unique field: although parallels may be drawn between the 

branding of countries and that of products, services and companies, it also has its characteristics 

and unique features. One of these is that while a country brand may look like a simplified cliché, 

stereotype of even a caricature from outside, we can see that it is actually complex with many 

dimensions and layers if we look at it closely. In a historical sense, the first person to mention 

the concept of ’nation brand’, or country brand was British expert Simon Anholt, back in 1996. 

(see Anholt 2011, Feinberg and Zhao 2011, Subramanian 2017). His article Nation-brands of 
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the twenty-first century published in the Journal of Brand Management in 1998 soon became 

very popular among marketing professionals, and later in scientific circles.  

‘Country image centres’ and ‘country brand councils’ were created shortly throughout 

Europe and the world. Their role is the same everywhere: the positioning of the country, that is 

its distinction from the competition, the creation of a uniform brand strategy, and the 

coordination of various messages about the country. We could also say that there is a new era 

in the competition of nations. Although military clashes are still quite common in certain areas 

of the world, in most places wars are not waged with traditional weapons, but marketing tools 

(see Van Ham 2002: 265.). Moreover, the battlefield is nothing else but the consumers’ mind 

(Ries and Trout 1997), where various countries would like to occupy as distinguished position 

and as big area as possible, because this means tourists, investors, and more people buying the 

products of the countries. In this regard, we can say that globalisation almost provokes, certainly 

encourages nation branding (Hanna and Rowley 2008). But what are the areas where it is 

possible to increase competitiveness, and how can a good country brand help us in our ’battle’ 

for our position in the consumers’ mind? First of all, the primary aims of country branding are 

all economic. This involves three major aspects:  

1) The promotion of tourism, the attraction of tourists to the specific country. 

2) The promotion of investment coming into the country. 

3) The development of export, and improved sales of the country’s products on foreign 

markets.  

Besides the three aims above, we can identify two more equally important aims that are 

not economic, and have a positive impact in the long term: 

4) A greater role in international organizations and foreign policy.  

5) Improving the well-being of citizens and their pride of belonging to the nation/country.  

Based on aims 4 and 5, country branding is not only related to business, but can also be 

interpreted as question of public, non-profit and social marketing. 

In short, country branding involves the application of branding for countries in a technical 

sense, thus developing the country’s reputation. In addition, this kind of branding (in other 

words: brand building) is something than can equally be used by small or big, developing or 

developed countries.  

The topic is very exciting, but also extremely complex and often divisive, invoking 

emotions again and again. It is no coincidence that the camp of people opposing this activity 

has become at least as big as that of its supporters, and the critics are getting louder. In the 

present article, we present these critical aspects as food for thought – not necessarily in order 

of importance. Thus a total of 25 critical remarks on country branding are discussed, including 

the question whether country branding exists at all.  

2. 25 LIMITS OF COUNTRY BRANDING – 25 CHALLENGES IN THE SPECIAL 

FIELD OF PUBLIC, NON-PROFIT AND SOCIAL MARKETING  

1) Countries are not brands, but countries  

First, we should start with this item as we may think of another country as a brand – for example, 

when make a decision to spend the summer vacation by the sea in Spain, Italy, Croatia or 

Bulgaria.  

Nevertheless, this does not mean that people want to consider their own country to be a 

brand. Using the term ’branding’ in terms of our own country or nation may seem arrogant or 

cynical.  

But what would people like to see? They want their country to matter, to be a front-runner 

internationally – be it any kind of competition. They want to be proud of their country. 
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Therefore some experts suggest that politicians should use the term ’reputation 

management’ instead of the expression ’country branding’. However though, the problem with 

the newly suggested term is that it makes even less sense to ordinary citizens than country 

branding. 

2) People are not parrots 

’The face of a country can be broadcast to the world successfully if all cities, institutions, 

citizens, politics and economy – each in its own way – broadcast the same thought, idea, or 

image. There may be a hundred colours and forms, but the multitude of messages converge in 

a way.’ wrote Elemér Hankiss in the late 1990s (2000: 210.). In fact, this may be the essence of 

country branding, but let us be honest, this is a somewhat idealistic approach. 

In a democratic state, the system – fortunately – does not have control over every word 

and action of all the citizens. This is because people are not parrots; we cannot teach them what 

to recite. If we do so, it is propaganda.  

Of course this does not mean that it is impossible to provide some subtle guidance to 

people on what (and how) to communicate about their own country. Examples include Estonia 

and their brand.estonia.ee website for this purpose. 

3) It is impossible to coordinate so many things  

The realisation of the above quotation by Hankiss is complicated by the multitude of institutions 

communicating about the country. In the case of Hungary, the institutions officially ent itled to 

communicate about the country are: 

• the organ in control of tourism (currently, the Hungarian Tourism Agency)  

• the organ promoting investments (HIPA – Hungarian Investment Promotion Agency)  

• cultural institutes, Hungarian institutes abroad (Balassi Institute)  

• dedicated organizations for the support of export (HEPA – Hungarian Export 

Development Agency) 

• the ministry of foreign affairs (now called Ministry of Foreign Affairs and Trade) 

Moreover, in most countries (including Hungary), several other bodies, government 

organs, ministries, special interest groups, non-governmental organisations (NGOs) and 

companies promote what the country means to them. In addition, smaller units such as cities 

may also send messages in connection with Hungary – as suggested in the above quotation by 

Hankiss. As Wally Olins, British branding expert says (2004): ’Nations present themselves in 

a million way every minute, 24 hours a day.’ 

It is almost impossible to coordinate all this, even if there were attempts of this kind in 

several countries. Individual ’country image centres’ or ’country brand councils’ may be more 

capable of taking on a supportive role and providing guidance on what to communicate 

regarding the country and how each organisation may adapt it. This may involve vision, 

positioning, value system, message system and the definition of some visual identity element 

such as a central logo. However though, this cannot be implemented in all cases: we hardly see 

a country whose tourism logo is the same as the one used for investment promotion. This is 

logical in a sense: while we must present our (cultural) heritage to the majority of tourists, we 

must offer some kind of a vision to prospective investors.  
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4) Operating a ‘country image centre’ or ‘country brand council’ does not mean that the 

brand image of the country will improve 

Although we may assume that countries with this kind of central key body perform better (that 

is, they own a better brand), the numbers refute this view. Italy does not have such a ‘country 

brand council’, but its country brand is still viewed as one of the best, especially in terms of the 

dimensions of tourism and culture. 

5) Branding is always narrowing, but countries are complex  

In the case of classic brands, the branding activity is centred upon positioning – that is to say, 

upon the most important idea that explains why that specific brand exists, and how it is different 

from its competitors.  

The same questions can be asked of any country, and it is practical to ask them: Why does 

the country exist? What would happen if it disappeared from one day to the next? Why would 

people miss it? How is it unique compared to all other countries?  

Well, the fact is that it is hard to find a clear answer to these questions.  

The main reason is that usually ’even the smallest village is more complex than a large 

corporation’ (Anholt 2010: 5). This is even more true if we consider a country instead of a 

village.  

The same applies to the consumers of the country: the priorities of tourists, investors and 

people living in the country may all be different. Moreover, there may be great differences 

within each group: the needs of a tourist used to 5-star hotels is different from the needs of a 

tourist team arriving for a bachelor party.  

In this respect, the question may be asked whether a country/nation benefits more from 

having a clear, simple image, or it is preferable to have a rich, complex, even contradictory 

image? (Anholt 2010: 38.) 

For example, the brand image of the United States of America is not at all that clean and 

simple. The perception of the country’s government is usually not very positive, but people like 

(or what is more: love) American products, brands, popular culture, music and films. On the 

other hand, the image of North Korea is rather clean, simple and consistent. But does this make 

the country a better brand? Probably not. 

6) There is no country branding without a country strategy  

It is not enough to create a new slogan, logo, advertisement or PR campaign. Communications 

cannot replace real politics, real strategy and real government. Poor, ambiguous policies lead 

to poor, ambiguous reputation.  

’In every case, the country image is part of the country strategy, serving as a 

communication tool, expression, embodiment, face or part of it. If there is no country strategy, 

the country image is also ‘hanging in the air’, and in default of reasonability, understanding, 

comprehension and connection it can be overwritten by anyone at discretion, in any moment’ 

(Bíró 2009: 60.)  

Therefore we must examine and define where we are now, and what we want to achieve. 

Then we must provide proof of our country vision, because it is not enough merely to 

communicate it. Thus the strategy must be inspiring and realisable at the same time. To be 

honest, only a few good examples can be found in the case of countries, but Estonia’s ’E-

Estonia’ vision (which has become a mission as well) serves as a good example. 

7) ’Do good and speak about it’  

This is a basic rule of PR (public relations) (see Sós 2017). The examples below better 

contribute to the brand of the specific country than if they had run an advertising campaign: 
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• Artists, writers and poets living in Ireland do not have to pay taxes. With this measure, 

the state acknowledges creative talent. 

• Slovenia is positioning itself by providing aid for Balkan countries (Albania, 

Montenegro, Macedonia) – thus demonstrating that Slovenia is not a Balkan country. 

• Having built the Sydney Opera House, Australia demonstrates its cultural values – and 

the fact that their country is significantly more than a residence for descendants of 

convicts.  

• The Netherlands is a bastion of law as the International Court of Justice is seated in The 

Hague. 

• Legalising same-sex marriage, Spain gives another clear indication that it has got rid of 

the conservative heritage of the Franco era. 

• Estonia demonstrates its leading role in digitalisation by including in their constitution 

that internet access is a basic human right. 

In this sense, branding is actually not about communication; it is about (national) policies. 

According to Anholt (2008), Govers and Go (2009: 15.), who are experts of the field, the two 

mottos are:  

1. ’Actions speak louder than words.’  

2. ’Don't talk unless you have something to say.’  

If we only do something for the image itself, stating that something is already true before 

it has become true, it is called propaganda. Hungarian authors such as Piskóti et al. also point 

out the same thing (1997: 31.): ’If we only concentrate on communication tools, and break away 

from real tendencies, the efforts for change will not be credible, and the desired processes will 

not start. In such cases (…) schematic propaganda does more harm than good.’  

8) There is no progress without innovation  

One of the factors forming the basis for country branding is real change taking place in the 

country. Much the same as in the case of classic brands, innovation, novelty and excitement are 

needed – and these provide news value. 

In this context, Anholt (2007: 37.) thinks that 80% of country brand building is 

innovation, 15% is coordination and only 5% is communication. 

9) Consistent branding is impossible as a result of parliamentary terms  

A country positioning or repositioning process may take up to 10, 15 or 20 years to provide the 

desired results. However, politicians are often unable or unwilling to wait for them.  

This is because in most countries the mandate of governments lasts 4 years, and 

newcomers always wish to deliver quick results. Therefore they often engage in the creation of 

a new country logo or country slogan, because it is the easiest thing to do – and then it is where 

the whole activity begins and ends.  

There are only a few countries that follow the designated direction of their country 

branding consistently. Examples include the abovementioned country, Estonia and their E-

Estonia concept (Papp-Váry and Ilic 2018), but this country has not changed its government 

frequently.  

10) You need to start developing your country brand at home, domestically  

This is one of the remarks that critics fail to understand or do not accept, although even the 

most prestigious experts agree that first we should get our own house in order before entering 

the international market (Moilanen and Rainisto 2009: 25.). Or, as Anholt suggests (2010: 46.), 

first of all we must find the way to be true to ourselves instead of lying to others. It is impossible 

to build a brand without internal security, confidence, principles and identity.  
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In addition, we must involve locals in the process of country branding and ask for their 

assistance. As President Kennedy said: ’Ask not what your country can do for you – ask what 

you can do for your country’. Of course what worked for Kennedy in the United States of the 

1960s has not necessarily been successful with other politicians in other countries and periods.  

Even in a workplace, you cannot always achieve that employees stand behind the brand 

vision, communicate and behave in accordance with brand values, or at least believe in them. 

It is even hard to motivate the workers of a company to actually make them ’live the brand’, 

and this is especially true if we consider the whole population of a country who should represent 

it externally, at international level. 

This is especially true if a nation has a poor self-image, if it does not respect and admire 

itself (at least in part).  

11) Good advertisements do not help bad products  

’A great ad campaign will make a bad product fail faster. It will get more people to know it's 

bad’, said Bill Bernbach, founder of the DDB advertising agency. In such cases, ad campaigns 

result in that people try the product as soon as possible, but they are dissatisfied with it – 

therefore they are not willing to purchase the same product again, and they also share their bad 

experiences with others. (Levenson 1987) 

First of all, a good brand definitely requires a good product. This is true for FMCG (that 

is fast-moving consumer goods) and services, and for personal brands as well. The case is the 

same for places including countries.  

A country branding campaign by itself is unlikely to save a country with bad reality. Let 

us take the example of Nigeria: when the country launched its first image campaign in the late 

2000s, it was faced with incomprehension and even indignation. Locals claimed that they 

should rather deal with key problems such as poverty, diseases or the situation of education. 

Many people said that their campaign with the message ‘Good People, Great Nation’ was 

’meaningless, stating that merely using slogans and eye-catching colour combinations will not 

change the image of a country where members of the government steal, falsify election results, 

and sometimes eliminate members of the opposition.’ (Marketing&Media 2009). In addition, 

the internet further worsened the not so bright reputation of the country through an online scam 

action called ’419 Scam’, promising quick wealth in exchange for the banking data of the 

victims.  

The lesson is that this kind of country branding is a waste of money. It is a naïve 

assumption that an advertisement or marketing campaign could change international reputation. 

It is as if a massage by itself would make us lose weight – however though, diet and exercise 

are required for that purpose. (Anholt 2010: 31-32.) 

In this context, András Wermer claims that ’it is wrong to believe that you can sell 

something just because you cover it with glaze. Marketing is not advertising, but a process that 

includes the construction of something we think will do good for the people’ (Magyar Hírlap 

2006). Therefore in almost all cases it is better to spend on the development of the place than 

on advertising. This is more powerful and more credible, and lasts longer (Anholt 2009: 66.). 

It is extremely hard to change the country image or country perception itself – and it is 

especially impossible to expect it from an advertisement. Let us ask a simple question: When 

was the last time the reader has changed his/her opinion as a result of an advertisement? And 

by this we do not mean countries, but any product. It is likely that there were no such examples 

lately (or possibly there have been no examples at all). 

In addition, the competition of advertising is fierce: the total amount of advertising stimuli 

affecting us is 3-5 thousand a day. There is very little chance that the advertisement of a country 

will affect us unless we have been (at least latently) interested in the country before.  
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12) Negative news is always more interesting and spread more rapidly 

It is enough to open any kind of newspaper or switch to a programme on your TV to see that 

bad news spread much faster.  

This is an eternal truth about media: negative news is always more interesting. 

Modest progress, increasing stability and reasonable reforms are not too exciting in 

connection with a country (Anholt 2010: 74.). On the other hand, a national disaster, a crime, 

the collapse of economy, if the prime minister starts to behave like a dictator, or if they have 

’lied night and day’ in the country could be interesting news. And in the same way, it is much 

more interesting if we get a restaurant bill of 300 EUR after a modest dinner, or the toilet at the 

border crossing is in an awful condition.  

Accordingly, a 2008 research by Lebedenko concluded that in the case of Russia, only 

17% of articles published in the Western media were positive or at least neutral/realistic. 

This is also important because negative news may build awareness, but positive news 

may also contribute to the building of an image. 

13) You cannot build a good country image merely through plans and the precision of an 

engineer – but it can be deserved 

’Distracting spontaneous image formation in another direction is a significant marketing 

challenge’, wrote Papadopoulos and Heslop in 2002 (quoted by Törőcsik and Somogyi 2009). 

Well, the period since then has justified this. No matter how many planned and coordinated 

efforts were made, there have been no news of roaring success ever since. 

14) Country branding does not have a standard formula  

Of course we can create systems or guidelines including the most important steps of country 

branding. But this does not mean that there is a universal template or sample for nation branding 

strategies (see Dinnie 2008: 219.) Each country has its own purposes, circumstances and 

competences (Anholt 2007: xi.). Every country is different, therefore there is no magical 

formula that we could use.  

Of course we can create identity manuals or style guides for country brands including the 

logo and its possible applications. However, their most important aim is to distinguish the 

country, therefore they must not be too similar, using a one-size-fits-all approach. 

15) It is hard to build a country brand, and it is easy to destroy it – but actually it is hard 

to destroy as well  

This is a very important remark, maybe the most important of the ones listed here. There are 

people who disagree: ’There is a rule you cannot circumvent: the country image may easily 

change.’ (Bíró 2009, p.56.) But this is simply false – as various studies on country brands show, 

the image of most countries is exactly the same every year.  

Even if a country decides to change its brand image and support it with conscious actions 

and communication, the change will likely take many years, and the process is neither easy, nor 

quick. It is a bit like the case of a marine tanker: it takes 5 miles to slow it down and 10 miles 

to change direction (see Anholt 2007). 

Other authors state that ’It is hard to build the image of a country, and it is easy to destroy 

it. (...) But statistics show that it is not that easy to destroy, either.’ (Szandtner’s interview with 

Papp-Váry 2012). Many similar negative events have to take place in order to change the 

perception of that specific country. 

This is somewhat similar to driving a Mercedes. If for some reason it breaks down and 

we need to take it to the garage, we say ’oh, how unlucky we are as this is a great brand’. On 
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the contrary, if we have a Lada and we have not had any problem with it, we say ’how lucky 

we are’. 

In most cases, image changes slowly – be it a positive or a negative change. Let us take 

Volkswagen for example. After their diesel scandal and the series of lies associated with them, 

it would have been no surprise is nobody in the world bought Volkswagens any more. But 

people keep buying the brand’s cars. 

Returning to countries: warfare, terrorist attacks and natural disasters have little effect on 

country image, to be honest (see Anholt 2009: 54.). If these happen in a country with a good 

image, it is possible that the only thing the public says is ’It is such a safe place. How could all 

that happen?’ The country image only changes if such events (for example, terrorist attacks) 

become a regular feature of that country. 

16) Country image is nothing more than reality with some delay  

As the previous item in the list suggests, a lot of converging events need to happen in order to 

change the image of a place. In the case of negative events, this change may be quicker, but this 

also takes some time.  

No doubt countries would like to improve their image. But we must understand that even 

if many developments and innovations are on their way in a country, the country brand will be 

slow to catch up with the change of reality. Moreover, a change in a country’s image may be 

left behind as it usually takes place over decades not years (Anholt 2007: 27.). For many places, 

the real challenge is here: they need (marketing) communications to decrease the gap between 

reality and perception. 

17) Each country gets the image it deserves  

From time to time, the author of this article (also a consultant) is contacted by various product 

and service brands with the question ’Why is our image so terrible?’. In such cases the first 

answer is always a question: ’Can it be because the product/service is terrible?’ 

The same rule holds for countries: if a country has a terrible image, chances are high that 

it is because the country itself is terrible. We must accept that problems of image are often 

problems of reality as well. In order to change that image, the country itself must change.  

Even if the image is relatively neutral, there is one question that should be asked: what 

was the last real news story in connection with the country? What was the most exciting thing 

(be it a product, service or celebrity) that has come from the country recently? 

18) You can only plant a new idea in minds if you find connection with an idea that is 

already there  

It is essentially impossible to convince people to change their thinking and especially their 

behaviour. This is even more true for their attitude to foreigners. In their mind, they are looking 

for familiar clues and associations. Therefore you must build on what is already in their mind. 

(see Day 1980) 

Thus it is important not to stick to the idea that traditional elements must be got rid of in 

country advertisements. If these traditional elements are well-known, we must present them, 

even if in a modernised form.  

19) If the image of a country is in crisis, country branding is the least helpful thing  

‘Many people believe that places particularly ‘in need of’ branding are ones that are in some 

crisis, and their economy, social and cultural situation are not stable enough. Already existing 

crisis situations may not be solved by means of branding as successful branding always is 

always the result of a longer period – quite often years or decades. Crises may only be staved 
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off through determinant and highly targeted actions based on an already existing, strong brand 

identity’ Gelder (1998) says, quoted by Törőcsik and Somogyi (2009: 20.) 

Confirming once again what has been written above, the only thing that can result in long-

lasting change in the image of places is long-lasting and comprehensive change in the country 

itself, including political, social, economic and cultural changes. Fighting negative perceptions 

with commercial communication techniques is like fighting terrorism with traditional weapons. 

(Anholt 2010: 60.)  

In order to change the country brand, the country must change as well. Country brand 

management is always more than a campaign; it is a national policy (Anholt 2008). 

20) Complex country branding is impossible, but sectoral branding (such as tourism 

promotion or investment promotion) can be successful 

As stated above, Simon Anholt the most renowned expert of the topic conducted several studies 

and concluded that ’there has been no detectable correlation between changes in national brand 

value and expenditure on the so-called ”nation branding campaigns”’ (Anholt 2010: 2.) There 

is not a single study justifying that general country branding campaigns change the country 

image.  

However, this does not mean that such campaigns are completely unsuccessful. They may 

be successful sectorally.  

For example, tourism campaigns may convince people to visit a certain place, but their 

primary focus is selling and promotion. The target group and messages are clearly defined, and 

travellers give their money and free time.  

Anholt remarks somewhat cynically that tourism promotion is a fool-proof thing. 

According to him, it is completely unnecessary to replace it with new terms such as ’destination 

branding’, because the whole thing is quite simply about sales and promotion.  

Independent investment promotion (’invest in’) campaigns are also possible, for example, 

to convince a well-known car brand to build its newest factory in the country. Maybe it would 

be exaggerating to say that it is a branding campaign, as it is much more about B2B (business-

to-business) sales than marketing or especially branding. 

The excellence of Asian countries regarding their export products may also be considered 

a sectoral activity. In such cases, the image of the products influences the country’s image – 

although it is achieved years later, similarly to the case of Japan or South Korea.  

By contrast, general country brand campaigns fail to deliver the desired results. Of course 

there is a chance that the receivers of the communication can recall a slogan (but let us add that 

this is not the case usually). However, this does not necessarily mean that the people’s opinion 

about the country changes.  

Therefore we can state that campaigns for the promotion of tourism, investment or 

product sales are effective, but is seems completely needless to spend money (especially that 

of the taxpayers) on general image campaigns.  

21) You should rather brand cities, regions and smaller units than brand countries  

As early as in 2009, Róbert Braun wrote that ’Hungary would succeed if the country would 

spend money on the support of the creation of local brands instead of the Hungary brand’ (Braun 

2009: 48.) ’In the future, the race of destinations, investments and places will not be decided 

by countries but cities, settlements, regions, clusters or districts, and these could and should be 

the foundations of a successful brand.’ (Braun 2009: 51) Moreover, he also added (2009: 49.): 

’A Hungary brand is unnecessary in the twenty-first century.’ 

Well, it is highly questionable that a Hungary brand would be unnecessary. However, it 

seems logical that it is more practical to spend money on the support of individual local brands, 

especially with regards to the fact that the awareness and image of the capital is much more 
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favourable than those of the country itself. This is not only true in the case of Hungary: Prague 

is more well-known and recognised than the Czech Republic, and the same can be said of the 

relationship between Amsterdam and The Netherlands, or Paris and France.  

It is also possible to think over the branding of the country and the branding of more 

significant cities, regions and attractions at the same time. As Kádár says (2013: 22.), ’A 

country brand affects regions and settlements, but this is also true the other way round: each 

settlement or region represents the country and brings added value for the country brand. It 

would be reasonable to create regional and local plans in connection with the strategic plan and 

allocate resources to them. Settlements, regions, local brands, natural or built attractions and 

events may greatly improve the positive perception of the country. Therefore they contribute to 

the development of the identity and the country brand in a spontaneous way, followed by their 

systematisation and construction based on their common, synergic effect.  

It is no coincidence that several important articles by Hungarian authors have been 

published about the cooperation between individual destinations (Sziva 2010, 2012, Kulcsár 

and Zátori 2011a, 2011b). Even if these writings approach the question from a touristic view, 

they can serve as an important basis for this concept.  

22) Just as you need ’money, money, money’ to wage war, it is also useful for country 

branding  

The famous dictum by Montecuccoli is partly true for the field of country branding as well: it 

is better not to start the whole thing without sufficient resources, preferably planned for five 

years in advance (Moilanen and Rainisto 2009: 79.).  

However, it must be also said that money may be at least partially replaced by ideas, 

creativity and innovation.  

23) Many people still identify country branding with logo design – and some consulting 

companies skilfully benefit from this situation 

The greatest misunderstanding in relation to country branding is the idea that this activity 

merely includes the creation of a new logo and/or the writing of a new slogan accompanied by 

a high-budget advertising campaign. To implement these items is definitely in the interest of 

consulting companies and advertising agencies: they can request great amounts for this purpose, 

and they have proficiency in this field.  

The problem is that the perception of places cannot be changed merely through direct 

communication. Changes must take place on a deeper level. (Anholt 2010: 31.) 

24) Merely providing more information about the country does not help  

The other communication-based approach is to provide as much information about the country 

as possible. These consultants propose that we make the advertising spots as long as possible 

and display everything that has anything to do with the country. But are these interesting for 

receivers? And what is the target audience in this case?  

An important attribute of consumer behaviour is that consumers only receive the 

information if they are actively looking for it – when they are right before (or after) the purchase 

decision. For example, if we want to buy a car, we start to see the chosen model on the roads 

after a while – although we have not noticed it despite their presence. Moreover, many people 

read the brochure about the model after purchasing the car itself, justifying their decision in a 

way. We react to countries pretty much the same way.  

Thus we can say that providing more information is not bad in itself – but there is a time 

and place for it. In most cases it is better to communicate less (and simpler) truths about the 
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country instead of long lists of our attributes, and it is better to patiently wait for its ’reception’. 

Less is more, as we have realised again.  

25) There is no country branding without country development  

It must be pointed out that whatever the industry is, branding is not just about communication: 

it is also about the product and its development process.  

It is impossible to brand something without the involvement of the product itself. In that 

case it would only be communication – an advertising campaign in a worse case scenario, or a 

PR campaign in a better situation.  

3. CONCLUSION 

As the article pointed out, country branding as an activity can be criticised for various reasons. 

These are presented in the table below. 

Table 1. The most significant limits of country branding: the greatest challenges in the 

special field of public, non-profit and social marketing  

1) Countries are not brands, but countries 

2) People are not parrots 

3) It is impossible to coordinate so many things 

4) Operating a ‘country image centre’ or ‘country brand council’ does not mean that the brand 

image of the country will improve 

5) Branding is always narrowing, but countries are complex 

6) There is no country branding without a country strategy 

7) ’Do good and speak about it’ 

8) There is no progress without innovation 

9) Consistent branding is impossible as a result of parliamentary terms 

10) You need to start developing your country brand at home, domestically 

11) Good advertisements do not help bad products 

12) Negative news is always more interesting and spread more rapidly 

13) You cannot build a good country image merely through plans and the precision of an 

engineer – but it can be deserved 

14) Country branding does not have a standard formula 

15) It is hard to build a country brand, and it is easy to destroy it – but actually it is hard to 

destroy as well 

16) Country image is nothing more than reality with some delay 

17) Each country gets the image it deserves 

18) You can only plant a new idea in minds if you find connection with an idea that is already 

there 

19) If the image of a country is in crisis, country branding is the least helpful thing 

20) Complex country branding is impossible, but sectoral branding (such as tourism 

promotion or investment promotion) can be successful 

21) You should rather brand cities, regions and smaller units than brand countries 

22) Just as you need ’money, money, money’ to wage war, it is also useful for country 

branding 

23) Many people still identify country branding with logo design – and some consulting 

companies skilfully benefit from this situation 

24) Merely providing more information about the country does not help 

25) There is no country branding without country development 
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Source: classification by Árpád Papp-Váry  

After all these critical remarks, it is also makes sense to find out how a country’s 

perception becomes positive and what makes it a brand. In this context, it is worth calling upon 

Simon Anholt, the most renowned international expert of the topic. Anholt withdrew for over 

a year and did nothing but study the results of his country brand ranking called Anholt-Gfk 

Roper Nation Brands Index. It was no small task as his researches had gathered 3 billion (!) 

data points by that time – which made Anholt’s survey one of the three largest social science 

research projects in the world.  

Anholt primarily sought to find out what makes people thing that a country is good. Well, 

his results outlined five drivers of national reputation (see Anholt 2016): 

1. Morality: Is the country good or bad? ’Are they happy about its existence? Does it have a 

positive effect on the world? Does it act correctly? Or is it a bad, dangerous, or useless 

member of the international community?’ 

2. Aesthetics: Is it beautiful or ugly? ’If we think that a country is beautiful, we tend to believe 

several other things about it (…) People think that Canada is an eco-friendly country 

because it is beautiful.’ 

3. Relevance: What does this country have to do with me? How does it affect my life? ’Why 

would we expect that people around the world know and respect Hungary? Do we know 

and respect the countries of others?’ 

4. Strength: This is not ’soft’ power as explained by professor Joseph S. Nye (2005), but ’hard’ 

power. ’It means whether the country has real economic, military and territorial power, or 

a large population, and whether they can force their will on others.’ 

5. Sophistication: ’Are there smartphones in the country, or are they still plowing the land with 

oxen?’ 

Reading the five initials together, we may see the abbreviation MARSS – this is no 

coincidence, as Anholt was looking for something easy to remember. ’These are the five main 

factors in people’s minds. When they think of foreign countries, these are the characteristics 

they consider in the fraction of a second. (…) When I analysed results, I realised that the first 

point was by far the most important. The most important aspect for people is how that specific 

country contributes to humanity. (…) This is the essence of discovery. People like good 

countries. Therefore, if we would like a better image, the only way to achieve it is to do 

something which makes people grateful for our existence. In other words, if we act for them.’ 

(Anholt 2016: 145-145.) 

It should be noted that strangely enough, Anholt’s twenty years of research have led to 

the same conclusions as ’How to start your own county’, a six-part comedy series by well-

known British comedian Danny Wallace on BBC (2005). After the establishment of his own 

country (in his own flat) and ’much’ consideration, Wallace wrote the two-word constitution of 

his country: ’Be good’. 

Returning to Anholt’s ideas and marketing: ’What is the first rule of marketing? The first 

rule of marketing is not to brag about how fantastic our product is. We must get to know our 

customers and their needs instead. The same applies to countries. (…) People are not interested 

in successes. They are only interested in what the specific country did for them that week.’ 

(Anholt 2016: 145.) 

This actually refers to nothing else than the classic WIIFM principle, that is ’What's In It 

For Me?’ (see Pease and Dunn 2001, and Papp-Váry 2010). This is the thing that matters from 

the consumer side. We need to find the same features when we embark on country branding – 

which is clearly more than simply branding. 
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ABSTRACT 

Patients who actively participate in the delivery of medical services are increasingly considered 

to be important actors in improving the quality of health care and in the process of value co-

creation. This is particularly important for chronic conditions such as insulin-treated diabetes, 

which requires the consideration of individual situations and long-term therapeutic adherence. 

This study presents the results of 12 in-depth interviews on consumer autonomy (especially its 

decision-making dimension) and doctor-patient relationship, as part of the initial empirical 

phase of an ongoing interdisciplinary research. According to our results, in addition to the 

paternalist physician-patient relationship, there are also empowered patients in Hungary who 

are able and willing to participate in decisions and there are doctors who are willing to support 

it, and trust between the actors of the encounter is of significance in satisfaction with decisions 

independently from the method used for making them. There is a need and willingness in the 

examined segment to apply self-management and new treatment methods. The need for 

consumer autonomy is therefore real and current, which is worth examining in this country and 

in this sector. 

KEY WORDS 

consumer autonomy, healthcare, diabetes, empowerment 

1. INTRODUCTION 

It is increasingly probable that decision-maker consumers who wish to be involved actively in 

the process of service provision appear in every sectors, and especially due to the dynamic 

development of information technologies, information asymmetry between service providers 

and users is decreasing: consumers no longer wait passively for the offers of the industry 

(Hámori 2017). Companies, acknowledging that, frequently provide customers with the 

opportunity to express their preferences on a variety of product features (even price). Increasing 

levels of consumer control may result in consumer empowerment which then affect the ways 

they evaluate their choices, providing an enriched sense of satisfaction with the outcome 

(Wathieu et al. 2002). 

This tendency can be observed in the health care sector as well: the concept of patients 

who have an active role in health care has been widely accepted by nowadays. According to 
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Donaldson (World Health Organization 2013), general consumer rights – the right to be 

informed, the right to be heard, the right to choose and the right to safety – that had been set out 

long ago should definitely be addressed in health care, educating participants of these systems 

in order to create a culture that allows for the co-creation of outcomes by not only health care 

professionals but patients as well. The concept of empowerment, that is associated with, or 

derived from the sense of control play an important role in the emerging trends of healthcare; 

however, it is a special area of service, where information asymmetry is almost impossible to 

eliminate (Simon 2016). 

Despite the movement in healthcare from a paternalistic approach to a more patient-

centered one, patients’ role largely remains limited to the provision of information, instead of 

using their values, needs and preferences to guide decisions on service delivery (Osei-Frimpong 

et al 2015). Important stakeholders, such as doctors, pharmaceutical companies or policy 

makers are typically unaware of how actually empowered patients behave, nor they know 

thoroughly what motivates them and how their needs for autonomy may be managed. In 

addition, consumers – patients – themselves may differ in how much autonomy they wish to 

have over decisions and information acquisition; their preferences of participation are not 

necessarily clear and varies through patient segments or socio-demographic characteristics 

(Cullati et al. 2011). Exploring value co-creation through the engagement of patients at the level 

of health service encounters is important for health care practice and policy (Hardyman et al. 

2015). The question therefore arises: what the role of consumer empowerment and autonomy 

can practically be in this sector? What are those factors that contribute to value co-creation in 

the process of care delivery? 

Our ongoing interdisciplinary research aims to create a drug- and therapy development 

model based on user expectations for the treatment of metabolic syndrome (especially focusing 

on diabetes). As part of this research we intend to explore the role of consumer autonomy - and 

patients’ need for it - in medical decision making with the goal of establishing the possibilities 

for integrating user needs, that is, creating the base for the application of value co-creation. In 

this paper, drawing upon healthcare-related literature on consumer autonomy, we present the 

related results of a qualitative research, that is, 12 in-depth interviews conducted with type 2 

diabetes patients. 

2. CONSUMER AUTONOMY IN HEALTH CARE 

Nowadays, consumers face more choice options and more connected information than ever. As 

André et al (2017) argues, according to neoclassical utility theories, this should help consumers 

choose the option that best suits their needs; marketers or market research professionals often 

assume that cost of information search and decision making affect the empowerment and well-

being of consumers. According to these authors, various benefits as may arise from 

experiencing autonomy in consumer choice, such as the facilitation of the positive attributions 

to the self, resulting in feelings of competence and positive affect. This has been reinforced by 

studies from the past decades. In their classical experiment for example, Langer and Rodin 

(1976) has shown that those who live in a nursery home - thus may have virtually relinquished 

decision making - become more active and feel more happier after inducing a greater sense of 

personal responsibility. 

Autonomy is “the consumer’s sense of agency and freedom with respect to his/her 

choices, behaviour and expression” (Loroz and Braig 2015, p. 752). According to Delmar et al. 

(2011) autonomy may be associated with values that support independence, self-dependence, 

self-determination and taking responsibility in one’s life. Especially focusing on medical 

encounters, Martinez et al (2015, p. 54) conceptualizes autonomy broadly as “the patient’s right 

to make informed decisions about their own care without undue influence or manipulation from 

others “ and adds that individuals should be capable of making decisions based on their own 
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preferences and considered options if given adequate information and freedom. According to 

Stoljar (2007), in health care ethics, autonomy is considered as the patient’s voluntary and 

informed consent to a medical procedure or treatment - this approach places an emphasis on the 

provider who is required to provide accessible, relevant and complete information and avoid 

interfering the decision making process of the patient. The author states, however, that 

contemporary theories challenge this broad definition of autonomy, stating that it should be 

enriched with extra positive conditions to secure autonomy as true self-governance. 

The concept of Shared Decision Making (SDM), defined as patient involvement with 

providers in making informed decisions taking patient preferences into account, that is rapidly 

gaining support, clearly recognizes the value of patient autonomy. However, despite the fact 

that it is a relevant model for the relationship between health professionals and patients, its 

application in practice seems to be difficult due to various barriers such as organizational culture 

(Legemaate 2013). These difficulties exist despite the fact that debates on consumer autonomy 

in healthcare has been going on for decades. Respect for autonomy as a value began to gain 

space against paternalistic approaches that dominated health care systems at least until the 

1970s, but there is still no consensus on how and to what extent this should be achieved (Müller 

and Walter 2010). 

In the recent years, an important part of the debate has begun with the opportunities 

offered by self-tracking devices. Mobile applications and wearable sensors that make it possible 

to measure sleeping, nutrition, exercise, heart rate, blood sugar, mood and many other 

physiological conditions and behaviours predict the image of a cheaper and more effective 

healthcare. In addition, according to their advocates, they are also pointing towards a future 

where individuals can take part in managing their own health as well as in consulting with 

health care providers to a greater extent and in a more informed way than in the past, reducing 

information asymmetry and resulting in a more personalized care. At the same time, critics 

emphasize, among other things, the possibility for a closer supervision by health systems, the 

closer monitoring of the lives of individuals, the quantification of self, or the possibility of 

discrimination by employers (Sharon 2017). 

The issue of autonomy often arises in connection with patient compliance or adherence. 

Dynamics towards participation and joint decision-making do not necessarily mean that the 

practice of decision-making and patient autonomy are defined in a unified manner. If patient 

autonomy was the only value to follow, the lack of adherence – which often occurs in chronic 

illnesses, e.g. in the case of diabetes – is not necessarily problematic, because due to new or 

previously neglected circumstances, a deviation from the treatment plan may be a rational 

decision by the patient. However, the lack of adherence may harm the preferences of other 

system participants (e.g. from a public health point of view) or the patient's future self (Sandman 

et al. 2012). 

Although the importance of patient autonomy, as mentioned above, has been considered 

as an important value in the health care sector since the 1970s, the extent to which patients 

themselves wish to participate in the prosess only began to be measured explicitly in the early 

1990s. Ende et al. (1989) have identified two dimensions of patient autonomy in their work, 

which we still consider as fundamental today: 

• decision making preference 

o whether is it the doctor or the patient who should make important medical 

decisions 

o whether the patient should go along with his/her doctor’s advice even if there 

is a disagreement between them 

o when hospitalized, should the patient make decisions about his/her own care 

o would the patient want the doctor to take more control when an illness 

appeared or became worse 
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o should the patient decide on the frequency of check-ups 

• information-seeking preference 

o should the patient receive more information when the illness becomes more 

serious 

o should the patient understand completely hat is happening inside his/her body 

as a result of the illness 

o should the patient be well informed even if the news is bad,  

o should the doctor explain the purpose of laboratory tests 

o should the patient only be given information when he/she asks for it 

o is it important for the patient to know about all the side effects of the 

medications 

o is information about the illness as important for the patient as treatment itself 

o when there is more than one method to treat a problem, should the patient be 

told about each one. 

The authors (Ende et al 1989) have developed a scale called Autonomy Preference Index 

(API) along these two dimensions, an instrument used to measure autonomy preferences to date 

in both the general population, primary care, chronically ill, psychiatric patients, or those 

undergoing surgery (Bonfils et al. 2015). 

2.1. Research results from literature on patient autonomy 

The importance and outcomes of autonomy preference was examined in type 2 diabetic patients 

by Lee and Lin (2010), as results of previous research are not clear between ensuring autonomy 

and different outcomes. In their research, these authors, based on Ryan and Deci's self-

determination theory (according to which the need for autonomy is essential for personal well-

being), investigated the relationship between patient autonomy support and trust in the doctor, 

satisfaction with the doctor as well as subjective and objective health conditions. According to 

their results, participants who experienced greater support for their autonomy trusted their 

doctor more and were also more satisfied with him/her, and this effect was stronger for those 

who have greater preference for autonomy. There has also been a link shown between support 

for autonomy and health-related quality of life (HRQoL); however, there was no significant 

direct correlation with objective health standards, e.g. with glycemic control. This is consistent 

with the results of other previous studies (e.g. Williams et al. 2005) and, according to the 

authors, suggests that autonomy preference is likely to affect outputs through perceived 

competence and adherence indirectly. 

Naturally, the usefulness and preferences of consumer autonomy depend on many factors, 

even within the health care sector; one of these is the type of disease. Although there is a general 

perception that chronic illnesses are the ones with a strong need for participation by patients 

(Prigge et al. 2015), we see opposite results (Schneider et al. 2006). In addition to the type of 

illness, the current state, the “routine” acquired in managing and living with the disease, 

previous experiences, and the doctor's preferences may also influence the preferences for 

autonomy (Say et al. 2006). Another factor related to autonomy preference is the patient's 

residence (or cultural environment); according to the results of a longitudinal research covering 

several European countries (using the version of the API adapted for mental illnesses), the 

proportion of patients in need of autonomy in Hungary was lower compared to the German, 

English, Danish and Swiss samples (Deucher et al. 2016). 
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2.2. The importance of autonomy preference in the co-creation process 

The health sector represents a service ecosystem that, of course, with its many stakeholders is 

more complex than a simple doctor-patient relationship. At the same time, with the increased 

acceptance of patient-centered approach, the processes during which the patient, as the ultimate 

consumer, previously only passively received care from different actors in the system, are in 

transition. There is growing consensus that co-operation between different actors in the sector 

is beneficial for health outcomes (Frow et al. 2016). 

In terms of value creation in services, customer participation is not a new idea. During 

the recent years, however, it has been increasingly acknowledged that service providers can 

only partially contribute to the value creation of consumers; other actors, and especially 

consumers themselves play an important role in it. (McColl-Kennedy et al. 2012). 

Thus, value co-creation is the process by which the service provider actively cooperates 

with the user to create value. Continuous collaboration between actors is largely determined by 

their past and present experiences; therefore, creating good patient experiences is crucial in the 

co-creation process (Osi-Frimpong et al. 2015). 

Therefore, examining patients' autonomy-related preferences is included in our research 

(basically focusing on consumer-driven drug- and therapy-development) because we believe it 

is important to learn what users think about the role they play in their care in a co-creation 

process in a specific location (in our case, Hungary) and in a specific target group (people with 

type 2 diabetes). 

3. EMPIRICAL RESEARCH 

In the actual phase of our research, we have used a qualitative method to both explore topics of 

patients’ autonomy preferences their actual opinions and needs regarding this topic. The 

research project of which this study is a part of targets people living with metabolic syndrome. 

Focusing on a specific segment within this group, we conducted in-depth interviews with 

patients living with type 2 diabetes using insulin therapy. In the case of type 2 diabetes treated 

with insulin therapy, there is a complex treatment program, involving considerable lifestyle 

constraints in addition to the administration of insulin administration and in some cases other 

drugs, which require discipline and attention at the patients’ side. Considering that this 

condition requires the adaptation of therapy to individual cases and there is a need for 

continuous adherence, we assume that these patients provide important information for 

examining decisions about autonomy associated with chronic conditions. 

The overall goal of the in-depth interviews were to explore patients’ views, opinions and 

feelings regarding their therapy and its connections to adherence and quality of life. In this 

paper, however, due to lack of space and close relevance, we only present the analysis of topics 

directly covering autonomy-related needs and experiences. After and ethical commission’s 

approval of the interview guideline, interviews were conducted during the fall and winter of 

2018. 

Exploring subjects’ experiences and needs regarding patient autonomy were addressed 

by the following key questions in the guideline: 

• feelings about how the current treatment method was selected, 

• satisfaction with the way in which the treatment decision was made, 

• reasons for possible changes in the therapy meantime and in practice, 

• characteristics of relationship with the doctor, 

• knowledge of other treatment possibilities, factors affecting the decision whether to try 

them, 

• discussing information obtained from elsewhere with the doctor, 



18TH INTERNATIONAL CONGRESS ON PUBLIC AND NON-PROFIT MARKETING 

 

26 

 

• the role of other relevant persons in the process of treatment. 

In this paper, we present the results of the content analysis of 12 in-depth interviews. The 

analysis was performed using literal transcripts (including notes regarding subjects’ nonverbal 

cues) by a researcher who is different from those who conducted the interviews. 

3.1. Sample 

Recruitment was performed either by a snowball method or by randomly choosing patients in 

medical waiting rooms. The socio-demographic data for the 12 respondents are presented in 

Table 1. The sample consists of 6 women and 6 men with an average age of 59. They have been 

living with diabetes for an average of 26 years; their subjective financial situation – the 

evaluation of how satisfied they are with their financial situation on a scale between 1 to 10 - is 

moderate for most of our respondents with the most extreme answers being 2 and 8. 

Table 1. Respondents’ data 

Fictive 

name 
Gender Age 

Time spent 

living with 

diabetes 

Subjective 

financial 

situation 

A male 26 1 year 6 

B female 19 7 years 6 

C female 68 50 years 5 

D female 74 55 years 5 

E male 80 30 years 6 

F male 78 14 years 5 

G male 45 37 years 5 

H female 59 25 years 5 

I male 62 3 years 4 

J female 71 50 years 2 

K female 62 14 years 7 

L male 66 26 years 8 

Source: own construction 

3.2. Results 

Many of our respondents have been living with diabetes since their youth or even childhood. 

Although the interviews have highlighted the fact that accepting the need for using needles, and 

overall, the need for a therapy changing their lifestyle has caused difficulties for many of them 

initially, we are not analyzing these situations in detail. Instead, we are focusing on their current 

treatment, that is, the decisions about their most recent therapy. 
With the decision-making dimension of autonomy, the majority of our interviewees are 

satisfied, regardless of the extent to which they participated in the decision. Interestingly, 

among our interviewees, mostly men (e.g. F, G and L) have indicated that they have not been 

involved in the decision or that they have no need to do so: “I always acted as the doctor said, 

and I accepted it (…) to be honest, having a say didn't even come to my mind” (G, 45 year-old 

male), “Maybe there are fewer people like me nowadays, but I think we should let the 

shoemaker stick to his last. So I don’t want to have a say in it.” (L, 66-year-old male). One of 

our female subjects indicated directly a similar opinion: “I’m not the doctor. I can only discuss 

how to conduct my own life to fit the therapy; I cannot determine the therapy. I'm not a doctor, 

even if I know many things.” (J, 71-year-old female). 
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Four of our respondents (B, D, G and K) clearly explained how in the design of therapy 

and in choosing the device (for administering and insulin, typically a pen or pump), care 

providers adapted to their requests and decisions. “The topic was raised, but I chose not to use 

it.”(B, 19-year-old female about using an insulin pump); "I asked my doctor: how about I tried 

this way for a week (…) I could set it for myself and it turned to be the best solution (…) and 

since then, she (note: the doctor) uses this with other patients too” (D, 74-year-old female). 

Many of our subjects agreed that their doctor co-operates with them in adjusting the treatment 

to their own lifestyle: “His attitude was quite good (...) he focuses on adjusting the insulin to 

the rhythm of my life.” (H, 59 year-old female). 

Regarding the information dimension of autonomy, one of our respondents expressed 

dissatisfaction "I had to go so much afterwards and enlighten myself, which (...) I think would 

be their responsibility with their job." (A, 26-year-old male). Our other respondents seem to 

have been satisfied with this dimension with no special commentaries. 

As diabetes therapies are for long term, require adaptation in patients’ everyday lives and 

need to be adjusted to their current state, we also asked our subjects about changes that has been 

made to the original plans. Two important aspects seem to be outlined based on their responses. 

On the one hand, it is important for patients to take responsibility for complying with medical 

recommendations, all emphasizing the importance of self-management: "everyone has to decide 

about their attitude to themselves; if the doctor says something should be done, then if I love 

myself, I will do it ”(A, 26 year-old male);  "I’m not waiting for doctors’ advice and I think 

someone living with diabetes, it he wants to life a full life, must manage himself “ (C, 68-yer-

old female). Besides, many of our respondents consider compliance as naturally needed: “I 

assumed that the doctor would know it better. That's what they said, I'm doing that.” (F, 78-

year-old male). 

At the same time, it is considered important to maintain freedom in their everyday life to 

an extent that does not endanger their condition; this means adjusting the treatment to the 

lifestyle patients conduct, which, according to many of our respondents, is supported by their 

doctors: "It happens several times that I give myself more (note: of insulin), but they even say 

it is good if we learn to do that” (B, 19-year-old female); “he lets me decide how I live, he tells 

what not to do and why, but it is my decision whether or not I eat a creamy pie” (H, 59-year-

old female). Or, at least, they accept when their patients do so: “I'm not going to do that, I'm 

not going to start some terrible dieting here and suffer from it. I saw that he (note: the doctor) 

acknowledged that it is me who would ultimately determine the time of my life, so he entrusted 

me and I would do it” (E, 80 year-old male).  

It is also clear from the reports of our respondents that this behavior, which we may call 

consciously flexible adherence, can be applied in the long run. In contrast, many of them 

reported about acquaintances living with diabetes who have not mastered knowledge that is 

important for the self-management of this disease, or that they do not or only randomly adhere 

to the basic recommendations – which in many cases leads to a deterioration of their medical 

condition. 

Due to the nature of the therapy, the relationship with their doctor is typically of long-

term and our respondents have all described their relationship as good. According to their 

statements, though, the compliance of patients greatly contributes to this; descriptions of 

doctors depict strict care providers, who can also consider the individual situations of their 

patients, as mentioned above; “he is maximally attentive to (…) the rhythm of my life (…) also, 

he tells about the consequences, but (…) I do not have to feel that I am scolded” (H, 59-year 

old female). Doctors seem to use their paternalistic role in the long-term treatment to ensure 

compliance as well, and “scolding” as a communication method and fears of scolding or 

satisfaction for not being scolded came up in more interviews: “Very good, I have never been 

scolded. He can be very rough with patients, but he hasn't scolded me ever” (D, 74 year-old 
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female). Patients expressed their satisfaction with this type of relationship and, based on their 

statements, they consider bilateral trust important: “It is a very pleasant feeling when a doctor 

tells me that he doesn’t have to deal with me, as I know how to do it. And it feels good, it feels 

good they trust you” (D, 74 year-old female). 

Overall, there is a clear indication of empowered patients, and its importance in the 

doctor-patient relationship. At the same time, we should mention that, generally speaking about 

the health care system, the opinion of our respondents is less favorable: “I have met many 

doctors who do not treat the patient as a person” (C, 68 year-old female). 

Besides being able to have an active role in adjusting therapeutic regimen, the extent of 

empowerment was also indicated by the fact that most of our respondents were informed about 

their illness and they knew about alternative treatment options. Their willingness to try these 

mainly depends on their financial implications or on the benefits of investing energy in 

switching to a new treatment mode (e.g. not having to use a needle, freer lifestyle). Besides 

doctors, the Internet is the most widely used source of information; and, as it turned out, there 

are "diabetes influencers who lead different blogs and vlogs and they are the witnesses of this 

health condition" (A, 26 year-old male). Older respondents also mentioned radio and magazines 

as important sources. When they find it relevant, they feel they discuss the information they 

acquired with their doctor, who is otherwise considered as the most reliable source of 

information: “My doctor, no-one else!”(B, 19-year-old female). Regarding the information 

dimension of autonomy, it seems that patients we asked have a need that can be satisfied by 

their doctors. 

3.3. Conclusions 

Summarizing the results described in the previous chapter, based on our 12 in-depth interviews 

analyzed in this study, it can be concluded that a significant proportion of people living with 

diabetes – a chronic condition requiring treatment with medication as well as lifestyle changes 

– clearly require both decision-making and information autonomy, and they are able to behave 

as "empowered" health consumers, meaning that empowerment is an existing phenomenon in 

this segment in Hungary. Those who consider self-management to be important and also 

implement it are able to do this in partnership with their doctor. It seems that doctors mentioned 

in the interviews prefer or at least accept this type of relationship, allowing the adaptation of 

therapy to patient decisions and preferences within certain limits. At the same time, there is be 

a significant proportion of our respondents for whom an ideal relationship with a doctor means 

close patient compliance, where doctors appear as benevolent paternalists who require 

treatment compliance and scold their patients in case of non-compliance. All of our subjects 

told they were satisfied with their doctors, but have also highlighted that this may partly be due 

to their luck (as they had seen doctors in the system who are far from being ideal for them). We 

should also note in this regard that one of our respondents stated that the doctor's style does not 

only depend on him/herself: “My habitus is such that it is easy to talk to me normally and it is 

not necessary to shout at me. Many complain that he (note: the doctor) shouts at them, and it 

may happen because otherwise they don’t understand what is said” (C, 68 year-old female). 

Thus, besides traces of empowerment, opinions like this clearly reinforce the lack of partnership 

in the doctor-patient encounter. Also, our results suggest that satisfaction with the doctor may 

rather be due to a trusting relationship than specific decision making strategies. 

In our view, all our respondents were among those who considered adherence important 

and are actually adherent in practice, who accepted the need for therapy and were mostly able 

or willing to participate in the process as "adults" - we believe that this may affect the 

characteristics of the doctor-patient relationship that were described. In addition to the need to 

continue the research, we believe that it would be important to support patients' autonomy and 

encourage the need for partnership among physicians, as empowered patients can not only 
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positively influence their own well-being, but also improve the efficiency and quality of the 

system. 

4. SUMMARY 

According to the related literature, decision-making health consumers – patients who exceed 

their passive role – are becoming increasingly important actors and not just “victims” of the 

health care service process. Treating patients as partners is an important component of success 

in improving health services and in value co-creation. This is particularly important for chronic 

conditions such as insulin-treated diabetes, which require the consideration of individual 

situations and long-term therapeutic adherence. 

At the beginning of the empirical phase of our ongoing interdisciplinary research, we 

conducted in-depth interviews with patients living with diabetes. In this study, we analyzed 12 

in-depth interviews on patient autonomy - mainly decision-making autonomy -, physician-

patient relationship and empowerment. According to our results, perhaps our most important 

finding is that besides the dominance of a paternalist physician-patient relationship there are 

also empowered patients in Hungary who are able to participate in decisions and this is related 

to adherence. The need for consumer autonomy is therefore real and current, which is worth 

examining in this sector. Among the limitations of our research it is important to mention that 

our results are not generalizable due on the one hand to the characteristics of the sample 

(typically adherent patients), but also because of the research method. A more detailed 

examination of consumer autonomy in its two dimensions (decision-making and information 

acquisition) should (and is planned to) be used in the future explicitly focusing on this topic. 
Our survey, described in this paper, is part of a research project designed to develop a 

medication- and therapy-development model based on user expectations for the treatment of 

metabolic syndrome (especially diabetes). For this purpose, the results described here 

contribute to pointing out that there is a need and willingness in the examined segment to be 

empowered, to apply self-management and new methods of treatment. 
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ABSTRACT 

The present world has led consumers to become increasingly concerned about the environment. 

Such concerns have also begun to be displayed in their attitudes, with individuals increasingly 

interested in environmentally friendly products. Anyway, behavioural patterns are not 

univocally consistent with attitudes. This conflict is widely known as the ‘attitude-behaviour 

gap’. In order to shed light on this issue, it is commonly accepted the study of motivations for 

predicting intentions to engage in pro-environmental behaviours. Following this vein, the 

present study aims at analysing the underlying motivations that stimulate young adults to 

organic food consumption. For that purpose, it was conducted a survey study with a total sample 

of 378 college students. Afterwards, once executed a cluster analysis, three differentiated 

groups were highlighted, namely amotivated, socially-influenced, self-determined, and 

conscience-affected. Findings reveal a social concern showing that motivations of the young 

generation for organic consumption appear to be erratic. Lastly, a final discussion is carried out 

gathering some interest considerations as direct reflection of results and further lines of future 

research are indicated. 

KEY WORDS 

Organic food consumption, intrinsic motivations, extrinsic motivations, young consumers, 

cluster analysis 

1. INTRODUCTION 

Without any kind of doubt, there is an overriding need for evolution in our methods of 

production and styles of consumption if we intend to continue living within the ecological limits 

of our planet. In this sense, consumers are becoming increasingly concerned about the 

environment. Such concerns have begun to be displayed in their attitudes and, at times, in their 

consumption patterns, with individuals increasingly interested in the so-called ‘environmentally 

friendly products’, tendency which has motivated the emergence of a ‘new marketing 

philosophy’, known as ‘green marketing’ (Belz & Peattie 2009), whose aim is to achieve a 

balance between the objectives of sales and profits of companies and a concern for society and 

the environment (Kärnä et al. 2002). 

Furthermore, it is to be noted that, seeking to remain competitive in the market and to 

achieve the fulfilment of consumer demands as their attitudes towards sustainability are 

positive, firms have begun to incorporate as well these newly emerging worries in their 

management and marketing decisions by paying special attention to market segmentation and 

market orientation (do Paço et al. 2008; Lu et al. 2013; González et al. 2015). 
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Anyway, behavioural patterns are not univocally consistent with attitudes (that is, there 

is inconsistency between what people claim via their attitudes and the way in which they 

actually behave), and, despite the more or less generalised eco-awareness in current Western 

societies, it is commonly recognized that there are still considerable barriers to the diffusion of 

more ecologically oriented consumption styles attributed to diverse issues such as the young 

age of consumers, or the motivational factors that lead to green purchase and consumption itself 

(Grønhøj & Thøgersen 2017; Moisander 2007). 

Together these circumstances result in a growing organic food agriculture and a large 

number of studies investigating features driving consumer purchasing intention of organic food, 

but also in an organic food market share and consumer expenditure share of organic food and 

beverages relatively low (FiBL & IFOAM 2014). 

Considering this scenario, the present study is aimed to analyse the sort and the intensity 

of different underlying motivations that may or may not drive young consumers to acquire 

organic food products with the intention to shed light on the attitude-behaviour discrepancy 

mentioned lines above, explain it, and, to the extent of possible, narrow it. In this line, 

The remainder of this paper is structured as follows. Along the following two sections the 

essential literature pertaining to factors influencing organic food consumption is reviewed and 

objectives developed. After this contextualisation, the main methodological aspects related to 

the investigation are presented in the fourth section. Next is the results of the study. Finally, the 

last section gathers some brief conclusions. 

2. SUSTAINABLE CONSUMPTION AND THE ‘ATTITUDE-BEHAVIOUR GAP’ 

Nowadays, the practice of organic agriculture and organic food represents an activity of great 

interest, although, when debating on sustainability and food consumption, it is worth of mention 

it was in the 1990s when the market for sustainable products experienced a great growth mainly 

due to the growing consumer’s concern about the ecological impact of their purchases 

(Schuhwerk & Lefkoff-Hagius 1995). 

In parallel, also during this period, several companies were found guilty of conscious 

advertising of false environmentally friendly attributes which resulted in a deep mistrust of 

consumers for the environmental efforts of many organizations (Zinkhan & Carlson 1995). In 

this line, since then, governments have introduced different regulations and guidelines 

regarding the exploitation of environmental claims in an effort to address the sustainability 

problem (McDonagh & Prothero 2014) and prevent false advertisements and decrease 

consumer mistrust (Montague & Mukherjee 2010). 

Throughout this time, consumers’ environmental concern, despite previous acts of 

companies’ fraudulent behaviour, has not decreased (Montague & Mukherjee 2010), and still 

represents a non-negligible market segment (Smith & Brower 2012). The fact is that, by 

introducing ecologically friendly products into the market, companies can assure that needs of 

environmentally conscious consumers are better addressed (Lu et al. 2013). In this respect, the 

food sector has face two challenges, the first one in respect to the way to proceed to achieve 

that sustainability feature, and after that, impact on consumers’ behaviour conveniently. 

In particular, considering that the food sector is directly influenced by environmental, 

human and physical resources, this complexity and mixture of its reality imply different and 

sometimes conflicting perspectives of approaching that sustainability (Hartmann 2011). 

Costanigro et al. (2016) gather a series of nine activities regarded by consumers and geared to 

this accomplishment, which were the search of animal welfare, control of energy consumption, 

control of water consumption, control of air pollution, community involvement, encouragement 

of employee opportunities, stimulation of local operations, waste management, and 

commitment to sustainable agricultural practices. Moreover, to these actions it could be added 
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the communication of sustainability-related information as a sustainable activity itself, 

understood as an exercise in transparency and reliability. 

Furthermore, targeting green consumers can be tremendously challenging for companies 

since, even if they want products that will protect or benefit the environment, evidence shows 

that their positive attitudes towards organic food might not necessarily be translated into actual 

purchases of green products, that is, they will not purchase a product only for its 

environmentally friendly attributes (Vermillion and Peart 2010; Grunert 2011; Dzene & 

Yorulmaz 2011). Likewise, research indicates that consumers will not sacrifice other product 

characteristics still considered important such as convenience, availability, price, quality, brand 

familiarity and performance in place of eco-friendly characteristics (Ginsberg & Bloom 2004), 

while sustainable features are effectively taken into account by only a part of consumers 

(Janssen 2018; Vermeir & Verbeke 2006). Hence, although consumer interest in sustainable 

products may be growing, sustainable food markets remain relatively small. This discrepancy 

is widely known as the ‘attitude-behaviour gap’ (Chatzidakis, Smith, & Hibbert 2006; Chekima 

et al. 2017; Wiederhold & Martinez 2018). 

As evidenced of this latter, the research on sustainable consumer behaviour has also been 

inevitably reflected in a wide-ranging studies where the effects on consumers of sustainability 

criteria of products are examined as opposed to the effects of other sort of criteria such as 

customer loyalty, brand image, reputation and credibility (Cha et al. 2016; Choi 2017; 

Obermiller et al. 2009; Pino et al. 2016; Pivato et al. 2008; Swimberghe & Wooldridge 2014), 

product awareness and product evaluation (Costanigro et al. 2016; Kozup et al. 2003; Lee et al. 

2014; Lotz et al. 2013), or purchase intention and willingness to pay –WTP- (Chen et al. 2016; 

Hartmann 2011; Kozup et al. 2003; Mohr & Webb 2005; Pino et al. 2016; Yoon & George 

2012). In practice, this means that sustainable and non-sustainable products must be deemed 

equivalent in regards to these attributes in order for most consumers to even consider purchasing 

the sustainable product. 

In any case, it seems that it would be more preferable observing broader consumer 

behaviour features than focusing solely on concrete aspects (Moisander et al. 2010). Following 

this tone, the study of the motivational system driving towards organic consumption will 

provide insights into the challenges that green consumerism entails and will allow private and 

public decision makers to better understand consumer profiles in order to support a more 

efficient adjustment between supply and demand. 

3. MOTIVATIONS FOR ORGANIC CONSUMPTION AND THE NEXT 

GENERATION 

A thorough understanding of which factors affect organic food choices is essential for 

promoting pro-environmental actions, even though the determinants of these behaviours are 

complex when analysed from the consumer’s perspective. In this context, it is commonly 

accepted the study of motivations for predicting intentions to engage in diverse routines, also 

in pro-environmental behaviours (de Groot and Steg 2010). 

Deci and Ryan (2000) defined six motivational types that differ according to the extent 

to which they are autonomously supported by an individual: autonomous motivation, integrated 

motivation, identified motivation, introjected motivation, external motivation, and amotivation. 

Excluding from the list amotivation, which denotes the no intention to act, the remaining five 

states could be categorised as intrinsic motivations and extrinsic motivations (Thøgersen 2006; 

de Groot & Steg 2010). According to authors, individuals seem to be more prone to engage in 

pro-environmental behaviours in a steady manner when they are said to be intrinsically 

motivated, that is, self-determined, and thus act autonomously or see themselves as initiators of 

their own behaviour aimed at attaining objectively valid patterns. By contrast, people 

extrinsically motivated may also engage in the same behaviour, but feel controlled, lacking in 
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choice, or just behave green because of a sense of obligation related to approval from oneself 

(to fulfil pre-existing personal attitudes or beliefs) or from others (to satisfy current social 

schemes). 

Various studies framed under this theoretical framework have showed that the frequency 

of engaging in a range of pro-environmental behaviours, such as recycling, conserving 

resources, or purchasing environmentally-friendly products, increases when grounded by 

intrinsic motivations (Pelletier et al. 1998; Koestner et al. 2001; Villacorta et al. 2003). Also, it 

has been found that people with stronger self-determined motivational types were more likely 

to perform pro-environmental behaviours that were perceived to be difficult whereas more 

extrinsically motivated individuals carried out easier pro-environmental behaviours in terms of 

time, energy and personal resources involved (Green-Demers et al. 1997; Van der Werff et al. 

2013; Venhoeven et al. 2013). For all that, it can be assumed therefore that intrinsic motivations 

provide a more stable behavioural basis for pro-environmental actions than extrinsic 

motivations (de Groot and Steg 2010; Grønhøj and Thøgersen 2017). 

Apart from why people buy organic products, it is also considered remarkable to know 

who buys such products. Among the entire market, particular emphasis should be given to the 

young generation, maybe the most powerful consumer group since they represent the future of 

our society by playing roles as markers of long-term social change (Wray-Lake et al. 2010; 

Hume 2010) and have more disposable income than that of any previous generation (Frank & 

Chong 2002; Kanchanapibul et al. 2014). 

Connecting this line with the above, it should be noted that, even though some studies 

have found that intrinsically motivated young consumers also tend to perform pro-

environmental behaviours more frequently than others (Renaud-Dubé et al. 2010), the 

environmental concern and the commitment to engage in pro-environmental activities is 

anyway lower and less intrinsically motivated in younger as compared to older generations 

(Renaud-Dubé et al. 2010; Wray-Lake et al. 2010). 

In addition, according to Otto and Kaiser (2014), it seems that learning rather than 

maturation is responsible for the higher environmental commitment seen in older generations, 

which means that the more exposed people are to information that deals with environmental 

topics, the more pronounced their ecological engagement is, independently from the natural 

process of change that is common to all individuals because of ageing. 

All these considerations may suggest that, for a young person, pro-environmental 

behaviour will often initially be externally regulated or extrinsically motivated but may become 

internalized, assimilated to the self, or intrinsically motivated in the long term mainly due to 

the learning process instead of the maturation. 

Once come to this point, the above literature review reveals that to which extent the next 

generation of consumers is motivated to face the challenges connected with the societal changes 

headed to more sustainable consumption patterns is uncertain. For this reason, the present study 

is aimed at analysing the underlying motivations that stimulate youngsters to organic 

consumption. Concretely, these will be categorised in accordance with three different concepts 

of motivations: 

a) Self-determination motivations: Intrinsic motivations based on objective drivers that 

lead to durable organic consumption. The organic consumption is accomplished under impartial 

and neutral premises, independently of pre-existing personal attitudes or beliefs, and due to the 

benefit that entails its fulfilment per se. 

b) Personal image motivations: Extrinsic motivations based on subjective drivers that lead 

to non-durable organic consumption. The organic consumption is achieved to satisfy principles 

and values attached to the personal image, and regarded as act of individual defence and 

reinforcement. 
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c) Social context motivations: Extrinsic motivations based on established social standards 

that also lead to non-durable organic consumption. The organic consumption is executed to 

meet social schemes, to gain society acceptance or just for social pressure/imposition. 

4. METHODOLOGY 

In order to address the purpose previously pointed, it was conducted a survey study with a total 

sample of 378 college students at the Faculty of Business and Economics of the University of 

Leon (Spain). The sample comprised 204 females (54.0%) and 174 males (46.0%), aged 18 to 

28 years old (  = 20.59;  = 2.38). For more detailed information about methodological 

aspects, see Table 1. 

Table 1. Technical data 

Population College students at the Faculty of Business and 

Economics 

Population size 1695 individuals 

Sample size 378 individuals 

Surveying technique CAWI (computer aided web interview) 

Sampling method Convenience sampling 

Sampling error (e) ±4.53% 

Level of significance ( ) 95.5% (p = q = .50) 

Date March 2018 to March 2019 

Source: Authors 

All respondents answered voluntarily to a questionnaire composed of two main sections. 

The first section gathered information about the most basic demographic variables, age and 

gender. In turn, the second section was integrated by 25 items concerning diverse motivations 

for organic food consumption. These 25 items were organized in three scales representing the 

three types of motivations considered in the study: self-determination (8 items), personal image 

(8 items), and social context motivations (9 items), grouped in Table 2. For each item, 

participants were asked to report their level of agreement on a five-point Likert scale from 1 

(strongly disagree) to 5 (strongly agree). 

Table 2. Questionnaire statements 

Self-determination motivations: 

1. I use to make sure that the products I purchase have been obtained without the use of 

chemical pesticides 

2. I avoid purchasing products containing artificial substances (additives, preservatives, etc.) 

3. I am accustomed to searching for evidences that the products I buy have been grown with 

farming methods that protect and preserve the environment 

4. It is of fundamental importance for me that the products I buy are labelled with any official 

organic certificate 

5. I need to be assured that the products I purchase have been obtained without the use of 

chemical fertilizers 

6. I use to look for indications that the products I purchase have been obtained respecting the 

natural growth rate of the plants 

7. I am glad to know that the products I choose have been grown using cultivation methods 

adapted to local conditions for its optimal use 

8. I seek to avoid the purchase of products containing genetically modified organisms 

Personal image motivations: 
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9. When I buy products with any sort of organic label, I feel I am contributing to the well-

being of society 

10. Buying products from organic farming is a simple gesture to contribute to the preservation 

of the environment 

11. I like to see myself as a consumer concerned about the impact of my purchases on the 

environment 

12. When I identify a product salient because of its organic character I feel that buying it is 

the right thing 

13. In the extent of possible, I try to contribute to the environment by purchasing organic 

products 

14. Buying products from organic farming makes me feel good about myself 

15. If close at hand, I always try to contribute to environmental causes through the purchase 

of certain products 

16. I consider that buying products from organic farming contributes to the development of 

society 

Social context motivations: 

17. People close to me place value on the consumption of products from organic farming 

18. I am used to receiving approval comments when I purchase products from organic 

farming 

19. In a family environment it is common to acquire products from organic farming 

20. Buying products from organic farming is a way of conveying your values for others 

21. Some of my friends encourage me to buy products from organic farming 

22. I like being recognized as a consumer of organic products by others 

23. In my educational environment, the consumption of products from organic farming is 

warmly encouraged 

24. People should choose products labelled with organic tags 

25. I think that media help to raise people awareness about the importance of acquiring 

products from organic farming 

Source: Authors 

Once data were collected and processed, Cronbach’s alpha (α) coefficients for each one 

of three scales were calculated with the intent to check the reliability levels. After that, it was 

conducted an Exploratory Factor Analysis in order to assess constructs validity and a k-means 

Cluster Analysis to segment respondents by using the software SPSS version 24.0.0.1. 

In the next section, main results are presented under two sections: first of all, the study of 

reliability and validity of constructs, and after that, the analysis of the different clusters. 

5. RESULTS 

5.1. Scales reliability and constructs validity 

In order to assess the internal consistency of the self-determination, personal image, and social 

context motivations scales, it was verified the Cronbach’s alpha coefficient (α), which is 

considered tolerable when stands above .70 (Nunnally 1978; Nunnally and Bernstein 1994). 

The reliability of the scale is ensured since α coefficient was higher than .70 in the three cases 

(Table 3). 

Moreover, it was also examined the validity of the three constructs (self-determination, 

personal image, and social context motivations) executing an Exploratory Factor Analysis 

(Table 3). Construct validity attempts to guarantee the existence of an underlying dimension 

that supports the scale scores. The analysis reported a Kaiser-Meyer-Olkin (KMO) measure of 

sampling adequacy certainly satisfactory (0.925) according to Kaiser (1970, 1974) and a 



18TH INTERNATIONAL CONGRESS ON PUBLIC AND NON-PROFIT MARKETING 

 

38 

 

Bartlett’s Test of Sphericity (Bartlett 1954) statistically significant at 99% level of confidence 

(p < 0.01). 

Table 3. Scales reliability and constructs validity 

Cronbach’s Alpha 

Self-determination motivations .867 

Personal image motivations .821 

Social context motivations .709 

KMO and Bartlett’s Test 

Keiser-Meyer-Olkin Measure of Sampling Adequacy .925 

Bartlett’s Test of Sphericity 

          Approx. Chi-Squared 2775.268 

          df 171 

          Sig. .000 

Source: Authors 

After the related principal component analysis, three main dimensions emerged 

explaining 53.32% of the total variance. Furthermore, factorial loadings were of .50 or higher 

for all items in its corresponding dimension, providing strong evidence of convergent validity 

to the scales (Barclay, Higgins, and Thompson 1995), with the exception of items 13, 16, 19, 

20, 24, and 25, which were excluded for subsequent analyses (Table 2). 

5.2. Clustering 

In second term, with the aim of accomplishing the objective set at the end of section 3, a k-

means Cluster Analysis was conducted from the three factors retained in the previous analysis 

in order to segment youngsters who were surveyed. After several preliminary trials, this 

statistical procedure distinguished four groups of individuals which come together through 

similarities in various aspects associated to the three sorts of motivational dimensions. 

Once interpreted and compared characteristics and patterns of each cluster, the different 

segments were labelled with the names amotivated, socially-influenced, self-determined, and 

conscience-affected (Table 4). 

Table 4. Clusters’ size. 

Clusters Cases Percentage 

Amotivated 

Socially-influenced 

Self-determined 

Conscience-affected 

87 

92 

98 

101 

23.02% 

24.34% 

25.92% 

26.72% 

Total sample 378 100.00% 

Source: Authors 

Table 5. Clusters scoring 

Motivational 

dimensions1* 

Amotivated Socially-
influenced 

Self-determined Conscience-
affected 

Self-determination 

motives 

-.012 .329 .830 -1.095 

Personal image 

motives 

-1.243 .126 .576 .396 

                                                
1 * p < .01 (significance level of 99%) 
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Motivational 

dimensions1* 

Amotivated Socially-
influenced 

Self-determined Conscience-
affected 

Social context 

motives 

-.369 1.239 -.701 -.131 

Source: Authors 

Amotivated, 23.02% of the sample (Table 4), represent the absence of any kind of 

motivation for organic consumption. Youngsters of this group have no intention to perform any 

sustainable action at all, at least in the short or medium-term (Table 5). Usually, amotivation is 

accompanied by feelings of incompetence, lack of control, and no-sense of purpose, reward, or 

change of course with respect to pro-environmental behaviours. 

By contrast, socially-influenced, 24.34% of the sample (Table 4), show the strongest 

motivation for organic consumption of the entire group of participants, although it is true that 

its nature is extrinsic (Table 5). Socially-influenced young adults are motivated to act green due 

to social acceptance or social imposition, that is, by the need to belong to a group or social 

background. This group show a timid understanding of what an organic product objectively is, 

and hence, an unsteady motivation to act autonomously. 

Self-determined represent 25.92% of the sample (Table 4) and the most intrinsically 

motivated group of the young adults interviewed (Table 5). These people know quite accurately 

the process for organic production, and use this information to fuel their willingness to act pro-

environmentally, which is autonomous, resolute and unbiased. Anyhow, this cluster of self-

determined individuals also show extrinsic motivations in terms of personal image. This 

indicates that foreign aspects to organic production such as subjective considerations related to 

the individual’s conscience may have a certain effect on their predisposition to perform a 

sustainable consumption (e.g. the auto-definition an individual has about him/herself). Besides 

that, the social context does not seem to exert excessive influence over this group. 

Conscience-affected, 26.72% of the sample (Table 4), are extrinsically motivated to carry 

out organic consumption (Table 5). Conscience-affected youngsters behave green for self-

esteem and clean conscience reasons. They are not quite familiar with what organic production 

refers to (actually, their knowledge on it is poorer than that of amotivated people), and therefore, 

they are neither autonomous nor self-determined if acting pro-environmentally, but they 

consider that doing so is a sign of good person. 

6. DISCUSSION 

The present study has enhanced the comprehension of what stimulates individuals to organic 

food consumption. In this sense, it has been proposed and examined a conceptual approach to 

understand how self-determined, personal image, and social context motivations can explain 

factors influencing individuals’ actual consumption of organic food instead of being limited to 

intention to purchase. 

Results have revealed valuable information for producers and marketers of organic food 

who are promoting sustainable consumption and are seeking to know the underlying behaviour 

of their consumers. Also, the study is of importance to the government due to its attempt to 

promote sustainable consumption creating confidence among its citizens holistically besides 

introducing the corresponding organic certificate in regard to the compliance of organic farming 

in terms of production, preparation, storage, and labelling. 

This research has tested empirically the young generation’s motivations to purchase green 

products. In the light of the findings, there is a concern that the ecological intrinsic motivation 

of the young generation appears to be erratic. It should be kept in mind that, apart from a group 

of young individuals without any kind of motivation (amounting to 23%), approximately 50% 
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are extrinsically motivated to act green, which implies a priori a poor hope of lasting in the long 

term (de Groot and Steg 2010). 

Moreover, it has been found that the motivational structure is not simple. For instance, 

self-determined youngsters, almost 26% of the sample, appeared to be both intrinsically and 

extrinsically motivated. In this case, the evolution of pro-environmental behaviours along time 

is even more imprecise. And above all, there is a discrepancy between attitudes and behaviour 

(Chekima et al. 2017), whereby behavioural patterns are not univocally consistent with 

attitudes, affecting all groups in a lesser or greater extent. 

This situation confirms the importance of formal sustainability education, and also the 

need for increasing young people’s exposure to credible information about the environment and 

sustainable consumption through more informal sources including social media used by the 

youth (Larsson et al. 2010). 

From the marketing practitioners’ perspective, organic food consumption and consumers’ 

loyalty can be stimulated by launching differentiation strategies and promoting conventional 

foods substitution in the shopping basket. Some of them could be including safety certifications, 

stating clearly environment and farm solidarity motives, or highlighting the good taste and 

quality of organic food products. Alternatively, a larger number of prospective organic 

consumers can be attracted by the curiosity carrying out promotional campaigns played on 

prices, or conducting information and tasting panels. 

The ultimate goal of all these proposals is thus to facilitate the internalisation of extrinsic 

motivations that will nurture an enduring organic consumption held in the long-term. Regarding 

this matter, Grønhøj and Thøgersen (2017) suggest that understanding how young people’s 

intrinsic motivation is established and supported is key to fostering a young generation that will 

engage in pro-environmental behaviour and favour the transition towards a more sustainable 

society. 

Finally, despite the contribution of this study, the scope of the findings is limited by some 

aspects. First of all, it is necessary to point that the research context is only focused on a single 

product category (food), which restricts the generalizability of the results to other products. In 

the same line, this study has retrieved information from one particular geographic region 

(North-west Spain) and one concrete population segment (college economics students). 

Moreover, another factor that should not be overlooked is that the measuring instrument has 

not been tested and validated before, even though it has been developed from theoretical 

foundations and associated reliability and validity analyses have been included. These 

limitations, however, represent new opportunities for an enhanced future research, since this 

approach if replicated (e.g. in other sectors of activity) and expanded (e.g. to 

national/international contexts, to other young adults segments) and its errors if controlled 

would endow future studies with greater validity, generalizability and comparability of results. 
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ABSTRACT 

Wine tourism is evolving in Hungary. Tourism organizations, wine associations and wineries 

have recognized the importance of wine tourism and therefore try to offer complex programs 

for their consumers. Though wineries are aware of the relevance of wine tourism in general, 

wine-region cooperation can be a subject of improvement.  Recently, several studies have 

investigated the characteristics of wine regions and their efforts towards developing their 

destination management. However, very little in this body of literature is based on empirical 

research investigating wine destination preferences of wine consumers.  

The main objective of this study is to characterize wine tourism preferences of Hungarian 

wine consumers based on their wine and wine destination preferences. Our analysis is based on 

the sample of 8552 respondents of the 2018 Great Wine Test database, which is based on an 

online survey conducted in Hungary using convenience sampling.  

The results of our research suggest that those who take part in domestic wine travels are 

typically more sophisticated wine consumers based on their wine consumption habits. We 

found that in this segment the choice of destination for wine tourism is mostly associated with 

the wine consumption preferences. In this study, we describe this segment in detail using 

demographic characteristics and wine consumption habits, and finally draw implications for 

wine tourism marketing. 

KEYWORDS 

wine tourism, destination, wine preferences 

1. INTRODUCTION 

Wine has got a significant role in Hungary. Wine is a national drink, has got a connection to 

culture (Szolnoki and Totth, 2018) and possesses rich historical traditions. After the adverse 

effects of the socialist period, a continuous development was experienced in this area (Smyth, 

2015) and a remarkable majority of wine consumers (85%) considers now that wine is about 

good tastes and culinary delights (HNT, 2016). 

Along with the development of wine quality and wine culture, wine tourism has become 

increasingly important both in Hungary and worldwide. For instance, Hungary hosted the most 

prestigious international event of wine tourism, the 10th International Wine Tourism Conference 

in April 2018 (IWINETC, 2018). In February 2019 another important event BorÉRT Wine 

Tourism Conference and Exhibition was organized with the partnership of National Council of 

Wine Communities of Hungary (Mezőgazdasági Múzeum, 2019). The growing role of tourism 

is also signified by Hungarian Tourism Agency (MTÜ), which performs community wine 

marketing tasks since 2016. The Agency can bring wine marketing and wine tourism closer to 

each other, taking advantage of this kind of synergy. 

It is important for wine regions to provide sufficient attractiveness for tourists; therefore, 

they try to offer more demanding, more complex programs. Wineries of numerous wine regions 
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recognized the importance of wine tourism (for example Balatoni Kör that allies wineries, 

restaurants and hotels of the greater Balaton region), but in general cooperation of wine market 

actors can be improved. Of course, different areas have different features (unique scene, sights, 

cellar village or continuous cellar-line). Wine routes could help in exploitation of these unique 

characteristics, or in the organization of complex programs. 

In recent years several projects focused on exploring the specialities of each wine region 

and their efforts on improving wine tourism. But at the same time, only a few comprehensive 

empirical researches have been carried out, which analysed consumers and wine tourists. In our 

study we examine them with the utilization of the database of the Great Wine Test of 2018, 

which is – according to our knowledge – the first so focused and more detailed study in 

Hungary. In the third Great Wine Test there were questions on wine tourism such as the 

frequency of wine trips and their preferred destinations were assessed in the question regarding 

’domestic travels related to wines’. 

The goals of this paper are: 

• Conduct a comprehensive study on wine travel habits, including willingness to travel to 

wine regions 

• Analyse the popularity of the Hungarian wine regions, and to compare it to the 

popularity of the regions’ wines  

• Examine the typical wine travellers’ profile and describe their characteristics 

2. LITERATURE REVIEW AND METHODOLOGY 

2.1. Literature review 

There is growing attention of academic literature towards wine tourism (Scorrano et al., 2018). 

Several approaches are known concerning the definition of wine tourism in international and 

domestic literature too. According to Hall (2000) wine tourism is a trip, during which the travel 

objective of tourists is to visit vineyards, wineries, wine-festivals and wine-exhibitions for wine 

tasting and / or to explore a wine region. Várhelyi (2012a: 11) gave a more focused definition: 

’Wine tourism is a travel motivated by tasting, consumption wines and cognition of wine-

making.’  

According to Pallás (2016: 381) ’Wine routes relate to wine culture, it is considered as 

thematic trips based on local products, which bind settlements and areas.’ Experts agree that it 

is a comprehensive, complex tourist experience and service package (Getz and Brown 2006, 

quote: Alebaki and Iakovidou 2011; Sarkadi, Szabó and Urbán 2000, quote: Tóthné Igó 2012; 

Secco 2008, quote: Pallás 2016), which has numerous components: rural landscape, cultural 

heritage, festivals, hospitality, gastronomy, meeting with the winemaker, getting to know the 

wine. Pallás (2016) rate wine tourism as a substantive tourist attraction, which bonds with other 

tourism products. 

The European Council of Wine Routes (CERV) divide wine routes into three types: open 

wine route, thematic wine route, classic wine route (Pallás, 2016). Villány-Siklós wine route 

came into being as the first Hungarian wine route. A book about Hungarian wine routes was 

published in 2012 (Molnár-Polányi, 2012), which reviews 24 domestic wine routes. Today there 

is a wine route association in every wine region, in some cases there are even more than one 

organisation in the same area (Tóthné Igó, 2012). Based on Kopcsay (2013) 37 domestic wine 

routes are known, although only half of them carry out actual activities. 

As Scorrano et al. pointed out ‘wine tourism is a growing sector that deserves deeper 

attention by researchers for its crucial role in the local economy’ (Scorrano et al., 2018: 344). 

Wine tourism is a progressive area (Várhelyi, 2012b) and has extending importance in 
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Hungarian tourism (Hofmeister-Tóth and Totth, 2018). The number of guest nights is 

increasing, more persons are willing to spend two or more nights in wine hotels (Pallás 2016).  

Wine tourism is important for the wine industry because it enables to build a relationship 

with clients, and wine trip experiences in wine destinations may increase future wine-purchase 

(Alamanos et al., 2016; Molina et al, 2015), it gives wineries an opportunity to educate 

consumers on site (GFK, 2008), and they can sell them their products (Getz and Brown 2006, 

in: Alebaki and Iakovidou 2011). As Gál and Gál (2012) states, wine tourism is one of the most 

cost-effective form of wine selling. According to the research of Pallás (2016), there are 

enterprises in Hungary, which concentrate especially on wine tourism, so they can sell the 

produced wines directly to their customers. Selling at the cellar door is essential mainly for 

smaller wineries, because it is more challenging for these companies to enter the traditional 

distribution channels. Therefore, smaller wineries have a serious interest in attracting 

consumers to the cellar door, and become a wine tourism destination. This activity would be 

more effective with collaboration. An excellent example for that is the tourist attraction of the 

line of cellars of Szépasszony Valley in Eger (Györe, 2014). 

Many research studies highlight the importance of destination appeal in wine tourism. 

Bruwer et al. (2017) in their comprehensive review of the wine tourism literature stated that 

tourism destination image (TDI) has a strong effect on consumer behaviour. The regional 

destination’s perceived image was analysed by a complex method (Bruwer et al., 2017) in the 

form of a winescape framework of eight dimensions. The most important dimension was the 

natural beauty/geographical setting. Scorrano et al. (2018) identified the features that qualify 

the wine tourism destinations’ (WTDs) image. The most important was the in situ experience. 

Lopes, Leitão and Rengifo-Gallego (2018) underline the importance of wine in place branding 

studies. They found that among research studies on agro-food products 61,1% focus on wine. 

The line of literature on wine tourism focus on a certain wine region (Bruwer et al., 2017; 

Bruwer, Prayag and Disegna, 2017; Szolnoki, 2018). Some other deal with countries (Alebaki, 

Menexes and Koutsouris, 2015, Molina et al., 2015) and some research the situation globally 

(Brown and Getz, 2005; Scorrano, 2018). In Hungary, several articles and studies have been 

published in recent years about wine tourism. Most of the publications examined wine tourism 

of certain wine regions, for example: wine region of Eger (Györe, 2014), Szekszárd (Angler, 

2016; Angler, 2018), Etyek-Buda (Mikházi et al., 2018), Tokaj (Pallás, 2016), Dél-Dunántúl 

(Szabó, 2003), Észak-Magyarország (Wachtler and Nagy-Kovács, 2006), Pannon (Máté, 2007; 

Gonda et al., 2017).  The most comprehensive domestic researches on wine did not examine 

(Bormarketing Műhely, 2013; HNT, 2014) or just mention wine tourism (GFK, 2008; Szolnoki 

and Totth, 2018). 

Brown and Getz (2005) investigated the links between wine preferences and wine tourism 

destination preferences. They concluded that origin preferences of wines influence travel 

preferences. Molina et al. (2015) analysed wine tourists that visit Spanish wineries and found 

that the experts in wine and wine tourism have higher incomes and levels of education than the 

other groups. 

2.2. Methodology 

This research was conducted in 2018 within the framework of the annual online survey of the 

Big Wine Test. The questionnaire was available via wine related websites, general websites and 

Facebook. The questionnaire was divided into 4 topics: wine consumption, wine purchase, wine 

tourism, demographic attributes. We made some adjustments in the online questionnaire after 

the pilot testing in order to correct minor mistakes and make the questions as clear, accurate 

and obvious as possible. 

Data collection took place between May and August 2018. Responding to survey 

questions was motivated by potential small value incentives. 
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21.788 responses were received for the questionnaire. In this article we examine 8552 

persons, who filled in the questionnaire via general websites (general sample), excluding 

respondents from wine related websites and Facebook. We used the SPSS 23 software for the 

analysis. 

3. RESULTS 

The demographic characteristics of the sample show that 61% is female, 39% is male. 22% of 

respondents live in Budapest, 23% in county seats, 36% in other towns and 20% in other 

settlements. The average age of the respondents is 48 years old. The youngest respondent is 18 

and the oldest is 90 years old. 52% of respondents has a high school education, 47% has higher 

education. Persons with primary education were underrepresented (2%) in the sample. 

In connection with wine tourism, firstly we asked respondents about how frequently they 

take part in domestic travels related primarily to wine. Nearly two-thirds (61%) of the 

respondents said that they take part in wine related domestic trips: 39.3% go on this kind of trip 

at least once a year, 21,5% said that they take part less often. 38% has never participated in such 

a journey, but almost 30% would be open to go on such a trip later and only 9% was not 

interested at all (Table 1). 

Table 1. How often do you take part in domestic trips primarily related to wine (an 

event or a winery visit)?  

  N % 

Monthly or more often 35 0.4 

Several times a year 1422 16.6 

Once a year 1903 22.3 

Every 2-3 years 849 9.9 

Less often 989 11.6 

I’ve already taken part in a wine tour abroad, but not in Hungary 72 0.8 

I’ve never taken part in a wine tour yet, but I’d love to go 2524 29.5 

I’ve never taken part in a wine tour, and I am not interested at all 758 8.9 

Total 8552 100.0 

Source: own calculation, N=8552 

Results show that those who often go on wine tours are (more) interested in wines: 69% 

of persons who declared to be ’wine-friends’ and 77-77% of respondents who declared to be 

’knowledgeable wine drinkers’ and ’wine-experts’ take part in wine tours at least once a year – 

compared to the 39% of the total sample. Similarly, those who collect wines take part in this 

kind of trip at least once a year (56%) more often than the average. 

Among participants, those who take part in a wine tour at least once a year, men (46%) 

and respondents with higher education (44%) are overrepresented.  

We asked respondents to indicate how many days they would spend going on a wine 

related trip. 69.6% of them would spend a weekend, or 2-3 days for a domestic trip in 



18TH INTERNATIONAL CONGRESS ON PUBLIC AND NON-PROFIT MARKETING 

 

49 

 

connection with wine. 13% would spend maximum one day, while 8% up to 4-5 days or more 

(Table 2).  

Table 2. How many days would you spend on a domestic trip primarily in connection 

with wine? 

  N % 

Up to one day 1135 13.3 

One weekend, 2-3 days 5956 69.6 

4-5 days 608 7.1 

Longer time 102 1.2 

I wouldn’t go on a domestic trip in connection with 

wine 

751 8.8 

Total 8552 100.0 

Source: own calculation, N=8552 

We also asked respondents which regions of Hungary they would prefer to go to for a trip 

like this. Respondents could choose three wine regions according to their preferences. Overall 

results show that the well-known, popular wine regions are the most preferred: respondents 

would choose the regions of Villány (46%), Tokaj (38%), Eger (37%) and Badacsony (35%) as 

a wine trip destination mostly (Table 3). 

Table 3. The most popular wine regions as a wine trip destination 

 Wine region N % 

Villány 3958 46% 

Tokaj 3277 38% 

Eger 3167 37% 

Badacsony 2995 35% 

Balaton-felvidék 2051 24% 

Szekszárd 1542 18% 

Balatonfüred-Csopak 1086 13% 

Pannonhalma 1012 12% 

Mátra 854 10% 

Sopron 802 9% 

Etyek-Buda 588 7% 

Nagy-Somló 550 6% 
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 Wine region N % 

Dél-Balaton 509 6% 

Bükk 404 5% 

Neszmély 356 4% 

Pécs 331 4% 

Hajós-Baja 265 3% 

Zala 264 3% 

Mór 225 3% 

Tolna 176 2% 

Kunság 128 1% 

Csongrád 103 1% 

Source: own calculation, N=8552 

Remark: Respondents had to choose three wine regions based on their preferences. 

We asked respondents to indicate which wine regions they prefer when they purchase a 

bottle of wine. Respondents could assign any number of wine regions. Wines from Villány 

(61%), Eger (55%) and Tokaj (50%) were the most popular for consumption, followed by 

Szekszárd (38%), Badacsony (32%) and Balaton-felvidék (31%).  

Then we compared how wine region preferences of wine purchase correlate to wine 

regions as travel destinations (Figure 1).  

Based on the results the three most popular travel destinations are the same wine regions 

that are preferred for purchase (Villány, Eger, Tokaj). Exceptions are the following regions: 

Szekszárd, Badacsony and Pannonhalma. Based on the data, wines from Szekszárd are more 

popular for purchase than Badacsony, on the other hand Szekszárd is chosen as a trip destination 

less frequently than Badacsony. The popularity of Badacsony is probably in connection with 

the region’s other tourist attractions (for example: lake Balaton and the proximity of other 

tourist sights). The situation is similar in the case of Pannonhalma, where the interest in wine 

trips is bigger than purchases of wine from the region. 
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Figure 1. Popularity of wine regions based on consumption and travel destination 

preferences (percent) 

Source: own calculation, N=8552 

We analysed the composition of wine purchase and travel destination preferences of 

consumers by wine regions with another diagram (Figure 2). For example, in the case of the 

Villány region 35% of respondents purchase wine, and willing to visit the region for a trip. 11% 

of respondents are willing to visit the region for a wine related trip despite the fact that they do 

not consume wine from the region. Finally, 26% of those who drink wine from Villány is not 

interested in a trip to this destination. As can be seen on the Figure 2, three regions show unusual 

combination: Badacsony has the highest proportion of respondents who are interested in wine 

related trip despite of the fact that they do not consume a wine from that region. Pannonhalma 

shows a similar pattern. Though Szekszárd is very popular among respondents to drink wine 

from the region (39%), but is not attractive for other respondents as a travel destination (18%).  
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Figure 2. Wine purchase and travel destination preferences of consumers by wine 

regions (percent) 

 
Source: own calculation, N=8552 

4. CONCLUSION AND DISCUSSION 

Our research can provide several consequences for wine professionals and destination 

managers. According to the data of the 2018 Great Wine Test in Hungary, almost every 

respondent (90%) is open to take part in a domestic trip primarily related to wine. 70% of 

respondents would spend a weekend, or 2-3 days on a domestic trip in connection with wine. 

Based on this, wineries and travel agencies should organize programs which should be enough 

to fill a weekend and to offer 2-3 days of entertainment.  

Overall results show that the well-known, traditional Hungarian wine regions (Villány, 

Tokaj, Eger) are the most preferred wine trip destinations. This means, that wine regions, which 

are popular in the aspect of wine consumption are also preferred in the aspect of wine trips too. 

Basically, the popularity of the wine region’s wines may have considerable influence on the 

selection of a wine region as a tourist destination. Our results are in line with Szolnoki and 

Totth (2018), who investigated the popularity of Hungarian wine regions as travel destinations, 

and found that order of preference of wine regions shows a similar pattern regarding both wine-

consumption and tourist destination. However, both studies show, that this ranking could be 

modified by other factors. Some regions performed better than expected (e.g. Badacsony), some 

were below expectations (e.g. Szekszárd). Regions with less favourable results should think 

over what are the reasons behind that outcome (for example: natural resources, lack of tourist 

attractions, insufficient communication), and how could they revise that. Further research shall 

focus on these aspects, which could help to develop better strategies. 

Wine travellers are a unique target group for tourist destinations such as wine regions and 

cities. Results show that those who often go on wine tours are (more) interested in wines. 

Similarly, those who collect wines take part in this kind of trip at least once a year (56%), so 

more often than the average. Among participants, those who take part in a wine tour at least 
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once a year, men (46%) and respondents with higher education (44%) are overrepresented. 

These results show that the profile of Hungarian wine tourists is in line with previous studies 

(Molina et al. (2015). As Alamanos et al. (2016) suggest in the case of foreign tourists, wineries 

and travel organizers should educate visitors about the domestic grape varieties, which can be 

a unique selling point. This can also be the case regarding domestic tourists, since certain wine 

regions also have their specific grape varieties (such as Portugieser in Villány, Juhfark in 

Somló, Kadarka in Szekszárd etc.). 

On one hand it is important in the process of program planning to take into consideration 

the target group of wine enthusiasts. It is useful to create a service package for visitors that are 

more competent in wines. It is also worth thinking in long term and finding out how to make 

wine routes attractive to a wider audience. A more precise description of target groups (e.g. 

young adults) and organization of thematic programs would be a possible solution. Wineries 

should offer a package that fills a whole weekend. It could be reached with collaboration with 

other wineries (visiting more wine cellars) or with the application of other services (e.g. sights, 

excursions). 

5. SUMMARY 

In our research we investigated preferences of wine tourism destinations based on data of the 

2018 Great Wine Test. Our goal was to understand how wine purchase preferences and wine 

trip destination preferences are linked. The novelty of our research is that it examines the entire 

wine market in detail unlike previous researches, which focused on only certain wine regions 

in Hungary. The study analyzed domestic trips primarily related to wine. 

The large sample allows to get to know deeper the habits and preferences related to wine 

tourism. The result of our research shows that currently the people highly involved in wine are 

the primary participants of wine tours. This is also reflected in a significantly higher proportion 

of those who consider themselves as ’wine-friends’, ’knowledgeable wine drinkers’ or ’wine-

experts’. Similarly, those who collect wines take part in bigger proportion on this kind of trip 

at least once a year. Among participants, who take part on a wine tour at least once a year, men 

and people with higher education are overrepresented. 

Our results on consumer preference for wine tourism destination are in line with Szolnoki 

and Totth (2018). Based on their findings, consumers would prefer to visit well-known wine 

regions. In our research wine buying habits and preferences are related to a wine region’s 

popularity: wine regions, from which consumers drink wines more often are the most popular 

destinations for wine tours. However, there are regions with non-typical characteristics, which 

needs special attention. 

One of the limitations of our research is that the Great Wine Test is not based on a 

representative sample. Therefore, the results cannot be generalized automatically to the entire 

Hungarian population. However, the large sample partly offsets this shortcoming, because it 

gives an opportunity to get to know the consumer’s opinions in connection with wine tourism 

and the basic features of a wine trip’s participants. 

In the context of opinions and preferences related to wine tourism, it would be worthwhile 

to examine several further research directions: 

(1) The criteria of selecting a wine region – which are the factors that determine the 

favour of the destination besides the wines of the area. 

(2) Detailed analysis of wine tourists – socio-demographic and other characteristics 

(3) Expectations of wine trips – exploring what services are expected from wineries, wine 

routes, what other program should be offered for visitors 
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CUSTOMER PERCEPTION IN SERVICES: EMPIRICAL 

RESEARCH IN CULTURAL SERVICE CONTEXT  
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ABSTRACT 

The issue of perceived value has been widely discussed in marketing literature, but the cultural 

services did not emerge, and empirical data are scarce in this field. According to previous 

studies the consumer’ value perception influences on the planned behaviour and the trust and 

commitment is the consequence of the consumer value. The objective of our research explores 

the relationships among the consumer value, the trust and the commitment concerning the 

cultural services. This article seeks to find answers to the question how do the dimensions of 

value to the cultural services have effect on the trust and commitment toward the cultural 

provider. We conducted quantitative research among 14 and 30 years old respondents. There 

were significant changes in cultural consumption related to young people consequently we have 

focused on the evaluation of young age group in the empirical research. The results show that 

value of the cultural service has a direct positive impact on the trust toward the provider, and it 

has an influence on the commitment directly and indirectly through the trust. We have found 

positive relationship between the trust and commitment toward the cultural provider. Another 

finding is that four dimensions of cultural service value have a positive direct impact on the 

consumer’ trust, besides the six dimensions of cultural service value has a positive impact on 

the commitment, too.  

KEY WORDS 

Perceived value, trust, commitment, factor analyses, path analyses  

1. INTRODUCTION  

The peculiarities of services necessitate special approach in case of the discussion of service 

production and service evaluation. The first step needed to create consumer value is that the 

service provider could interpret the essence of consumer value, thus the service provider could 

identify the most important value dimensions of its consumers, the characteristics of 

performance considered to be critical by consumers. These value dimensions show how the 

organisation can create value for its consumers by its services and this way contribute to the 

success of its enterprise.  

Nowadays the academic sphere also pays a growing attention to the analysis of consumer 

value as it is one of the main indicators of long term business performance. Research on 

consumer value often faces the difficulty that because value is abstract and has more meanings 

and perception, it is not easy to define it precisely, therefore theoretical value conception needs 

to be valued empirically. Loyalty research also drew attention to a deeper interpretation of the 

characteristics of value perceived by consumers. The satisfaction of consumers alone doesn’t 

guarantee that loyalty will be reached and enhanced, thus further analysis is needed to impede 

the wandering of consumers (Chen 2015). In the last years several studies dealt with the analysis 

of the antecedents and the consequences of perceived value as well as with the relationship 

among consumer value, trust and loyalty (Johnson and Grayson, 2005; Taylor et al., 2014). It 

is important question in management of contact between the consumer and provider; does the 

consumer evaluation of the services (satisfaction, quality, value) have a direct relationship with 

the factors of relationship quality such as trust and commitment?  
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The analysis of cultural service value is relevant for several reasons. Cultural 

organisations and cultural values play important roles in the touristic appeal of a settlement and 

its economic development. Gombos (2016) identified four markedly different clusters by 

analysing cities’ cultural service supply. Out of these, central, multifunctional cities play 

important roles, but two other city groups have special cultural features. Besides, culture serves 

as a source from the viewpoint of the community’s identity and values, and it also has an impact 

on the inhabitants’ quality of life. The influence of cultural activity on subjective quality of life 

was examined by Ercsey (2013) referring to general quality of life and in respect to the 

dimensions belonging to quality of life. 

Domestic marketing literature lacks such pieces of research that empirically prove the 

correlations among consumer value, trust and commitment in case of cultural services. This 

study is part of a complex research the aim of which is to contribute with its findings to the 

deeper understanding and evaluation of the cultural activity of Hungarian youngsters on the one 

hand, and on the other, to formulate recommendations regarding adaptable marketing means to 

organisations operating in cultural sector. 

2. BACKGROUND 

2.1. The meaning of the perceived value, the relationship between the perceived value and 

the trust  

The basis for the long-term success of service providers is the lasting satisfaction of consumers, 

which takes place if service providers are able to create value for the consumers. Therefore, it 

is as vital to determine the consumer value in cultural industry like among other different 

services. The importance of perceived value is confirmed by those research findings that 

emphasised value as a good determinant of consumer loyalty in the ‘quality → value → 

satisfaction → loyalty’ chain. Higher level of customer retention contributes to the 

organisation’s profit, thus organisations aim to build relations with customers to raise the level 

of trust and commitment, keeping this way their current customers.  

An excellent personality of consumer value research is Holbrook (1999), whose value 

typology contains value’s economic, social, hedonic and altruist motives as well. The author 

interprets value as the antecedent of purchase decision on the one hand, and on the other, as the 

result of experience deriving from consumption. The relation between consumers and service 

providers may be determinant from the viewpoint of the provision of services and for the 

consumer personal experience may do so.  

Perceived value is an abstraction; Zeithaml (1988) interprets value as the consumer’s 

assessment of a product’s utility based on the perception of what we receive and what we give 

for it. As noted by Rekettye (2004) not objective value is of importance but the value recognised 

and accepted by the buyer; therefore, author illustrates perceived value as the ratio of the 

product’s utility perceived by the consumer and the perceived consumer expenditures. 

According to the definitions, perceived value is based on consumer experience and means trade-

off between benefits and sacrifices (Grönroos 2000), or between quality and sacrifices (Ravald 

and Grönroos 1996). Consumer sacrifice can be divided into financial and psychological 

sacrifices (Dodds et al. 1991). According to this conception, the financial sacrifice is price; the 

psychological sacrifices are time, effort, risk and discommodity.  

The supporters of utilitarianism have a similar way of thinking as they refer to perceived 

service quality and psychological benefit as consumer benefits and they divide sacrifices to 

financial and nonfinancial components (Zeithaml 1988). A greater benefit or a lower sacrifice 

must be provided to the consumer so that the consumer resorts to the service and then to become 

a re-buyer.  
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Model of consumer value from Zeithaml (1988) was adapted for examination of different 

products and services. There were revealed the service value based on the consumers’ 

evaluation of service quality and perceived sacrifice to several services: fast food, 

entertainment, participation sports, spectator sports, health care, long distance telephone 

services (Cronin et al. 1997; 2000). 

Recent studies have pointed out that good quality and consumer satisfaction are not 

enough to raise the profit of enterprises; but loyalty should be in the centre. In the literature of 

relationship marketing several studies build on the ‘trust → commitment → loyalty ‘theory of 

Morgan and Hunt (1994).  

Trust is ‘confidence in an exchange partner’s reliability and integrity’ (Morgan and Hunt 

1994. p. 23.). Trust includes trustworthiness, honesty, authenticity and keeping promises. Based 

on studies dealing with the examination of trust, we can distinguish two dimensions of trust, 

which are based on a rational evaluation process and an emotional response rose from service 

interactions (Johnson and Grayson 2005; Parayitam and Dooley 2009). The first dimension of 

trust is known as cognitive trust. This trust is objective in nature and knowledge-based and 

responds to the question whether the other party can be trusted (Zur et al. 2012). In other words, 

can we trust the service provider based on its expertise, authenticity and reliability? The other 

dimension is called affect-based trust which is subjective in nature and is based on the feelings, 

moods, and emotions of the consumer (Guenzi and Georges 2010; Lewis and Weigert 2012). It 

reflects the attitude towards the service provider company or the staff, which derives from the 

courteous, friendly and pleasant behaviour of the staff representing the company. It also reflects 

benevolence the basis of which is quality and the characteristics attributed to the other party, 

which refer to the caring for the customers, and to the willingness to make sacrifices that exceed 

the limits of purely profit-oriented thinking (Rempel et al. 1985). 

Last decade more pieces of research engaged in the examination of the antecedents and 

consequences of the perceived value, the relationship among the service value, trust, 

commitment and loyalty. According to the research results on service sector the consumer 

perceived value directly influences on trust to provider (Gefen 2003; Sur 2011). Online 

shopping context, the belief set of trust is directly influenced by the service value (Sur, 2011). 

In the current context, the value of cultural service is significant factor in building of trust 

to cultural provider. This potential relationship between the service value and the trust results 

in the following hypothesis: 

H1: The value of cultural service has a positive direct impact on trust in the service provider. 

2.2. Relationship between the perceived value and the commitment 

Trust is seen as the antecedent of commitment, which raises the importance of the role of trust 

in relationship marketing. Consumers are usually reluctant to commit themselves, except when 

they trust in the service provider’s ability to meet their demands in the future (reliability); and 

when they trust in the service provider’s willingness to avoid any behaviour that can be 

disadvantageous for consumers (benevolence). Commitment means the involvement, the strong 

bond, and the affection related to the service. Commitment is ‘willingness or desire to maintain 

the valued relationship in the future’ (Moorman et al., 1992).  

Previous brand research demonstrated that commitment is included in the widely 

interpreted definition of loyalty (Prónay 2011). Based on this, commitment means positive 

attitude towards brand together with a relatively low frequency of repurchase. The frequency 

of using cultural services can be interpreted in a relative way. In case of cultural consumption, 

looking for manifoldness can also be found among motivational factors, therefore commitment 

gains weight.  
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Commitment has three dimensions: affective, calculative and normative (Bansal et al. 

2004). The affective commitment reflects identification with and involvement in others’ 

purposes and values. The calculative commitment based on economic that depends on the 

benefits of the service, the switching costs and lack of attractive alternative providers. 

Normative commitment results in consumers staying with a service provider because they feel 

they ought to. The three or two dimensions of commitment may exist in simultaneous 

considerations at consumers.  

Verhoef (2003) and Johnson et al. (2006) conclude there is important role in emergence 

of the commitment the comparison of the delivered service quality and price that appears in the 

consumer’ perceived value. The perceived value of bank services (Aurier et al. 2010) and 

different online services (Sur 2011) have a positive influence on stable preference to the 

provider which resulted commitment to the provider. The value of service bought by online 

channel gave direct positive effect to commitment to the provider therefore the online buyer 

was motivated in the maintenance of the relationship. Consistent with these findings, we 

hypothesize the following: 

H2: The value of cultural service has a positive direct impact on the commitment to the 

service provider. 

2.3. Relationship between the trust and the commitment 

The complexity of the relationship between trust and commitment is supported by those studies 

that revealed the moderating impact of migration cost and that of the relationship’s quality 

(Sharma and Patterson 2000; Kumar et al. 2008). In relationship marketing, the ‘satisfaction → 

trust → commitment’ causal chain is used to examine services and products in B2B and B2C 

markets (Morgan and Hunt 1994¸ Garbarino and Johnson 1999). 

Commitment is reinforced by the trust beliefs of integrity, competence, and benevolence. 

In case of online shopping the trust is vital because the perceived risk is very much (Sur 2011). 

These empirical results show that commitment is influenced by both constructs, perceived value 

and trust, too. But it is observed that direct effect of perceived value on the commitment is 

higher than effect of trust.  

The trust in provider and the commitment to service provider is especially important in 

market of maintenance services. The auto-repair consumers were asked in a survey by authors 

(Bansal et al. 2004) and the consumers’ trust in auto-repair provider resulted in positive direct 

effect on the emotional bond, the affective commitment. The association between trust and 

commitment was investigated with respect to an American cultural corporation. Authors found 

significant relationship between trust and commitment at the members of segment have durable 

connection with the repertoire theatre in New York (Garbarino and Johnson 1999).  

Consequently, the trust is the central factor of the commitment. We suppose there is 

relationship between two factors in case of cultural services.  

H3: Trust in the service provider has a direct positive impact on commitment. 

The research model of the relations among consumer value, trust and commitment as well as 

the drafted hypotheses can be seen in Figure 1. 
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Figure 1. The research model of the consumer value – trust – commitment relationship 

Source: own compilation 

3. METHODOLOGY 

The analysis of the value of cultural services is timeous for more reasons. There are significant 

differences among the member states in the EU regarding the consumption structure of the 

households; and these differences derive from the different economic and cultural state of 

development as well as the specialties of lifestyles. In Hungary in 2015 the biggest difference 

in the level of expenditures was in case of the sums spent on culture and entertainment. The 

poorest households belonging to the lowest income quintile spent 33.6%, while the richest ones 

belonging to the highest income quintile spent 290.8% on culture and entertainment based on 

the level of per capita monthly consumption related to the average (KSH 2016). In the 

meantime, the rate of expenditures on food is relatively lower among households with higher 

income (Keller and Dernóczy-Polyák 2015). 

In international marketing literature, more pieces of research focus on the analysis of the 

consumer value of products and services. However, a research revealing the evaluation 

mechanisms of using cultural services is still missing. This study extends the research of 

perceived value to the analysis of cultural services. Perceived value is the consumer’s subjective 

opinion on to what extent the service meets the consumer’s demands, so service providers need 

to focus on the knowledge of such factors that represent recognised value in the opinion of the 

target consumer group. Perceived value is consumer-specific, changes over time, and affects 

the consumer’s satisfaction and the purchase intention. 

Having evaluated the services, more pieces of research came to the conclusion that the 

satisfied consumer doesn’t mean that the given service has ‘good value’. The perceived value 

must be revealed in case of cultural services. In the analysis of services’ perceived value, 

previous research found the ‘what I gave, what I got’ way of thinking as well as the evaluation 

related to the customer’s subjective requirements (Ercsey 2014). Former pieces of research 

prove that consumer’s value perception has an impact on their future behaviour intention, and 

that trust and commitment are the consequences of consumer value.  

3.1. The methodology of quantitative research  

In connection with the measuring of cultural services’ perceived value the question arises 

whether to examine cultural activities in a wide or a narrow sense as well as to involve adult 

population or just a part of it in the survey. It makes one think whether the prolonged youth 



18TH INTERNATIONAL CONGRESS ON PUBLIC AND NON-PROFIT MARKETING 

 

63 

 

period, the strong individualism of youngsters, the increase in the number of years spent in 

education, as well as the postponement of employment cause change in cultural activity. A 

former research (Bauer 2006) dealing with the cultural habits of youngsters (15-29 year olds) 

states that there is a significant difference in the nature and the frequency of cultural 

consumption of youngsters living in the capital and in small settlements. The number of 

youngsters visiting places of elite culture is very low in case of all three age groups (15-19 year 

olds, 20-24 year olds, and 25-29 year olds) within the given age-class. Analysing the sites where 

culture can be accessed, Hunyadi (2004) states that the past 10-15 years have seen a significant 

change as the role of home and open spaces has increased compared to traditional cultural 

institutions. 

Based on the findings of the exploratory research it can be stated that in the evaluation of 

the usefulness of cultural programs there are significant differences based on age and education. 

Consequently, when examining perceived value, we have to divide the target group of 

youngsters into three age groups: the categories of 14-18 year olds, 19-25 year olds and 26-30 

year olds. The target population of our research is the population of a Hungarian region between 

the ages of 14 and 30, who take part in any kind of cultural activity. The applied sampling 

method is not random, but quota sampling and the applied control characteristics are: age and 

place of living. The sample size of the survey conducted in 2014 is 318 respondents, the 53 

percent of whom were women and the rest of them were men. 26 percent of the respondents 

live in a chief town of a county, where there are more opportunities for several kinds of cultural 

activity than in smaller rural towns (39%) and in villages (35%). The age composition of the 

sample is as follows: 33 percent (104 respondents) from the age group of 14-18 year olds, 33 

percent (106 respondents) from the age group of 19-25 year olds and 34 percent (108 

respondents) from the age group of 26-30 year olds.  

To get deeper and greater understanding of consumer evaluations during quantitative 

research we must focus on the very last cultural activity used by the respondents. A significant 

part of the respondent youngsters watched a movie (42%), took part in theatrical performance 

(31%), went to popular music concert (8.5%), went to a festival (12.5%), and only a few 

respondents indicated library (3%), museum (2%), and classical music concert (1%). 

4. RESULTS 

The analysis of the relationship among perceived value, trust and commitment; the testing of 

H1, H2 and H3 hypotheses   

In our study we deal with the relationship between trust and commitment, focusing on 

cultural services. Our assumption is that perceived value as an antecedent leads to trust in and 

commitment to the cultural service provider.  

Using a two-element scale to measure general perceived value regarding cultural activity 

(‘Considering what I received and what I gave, my opinion is positive’, ‘It met my needs and 

requirements’). We performed principal component analysis, and reducing dimensions resulted 

in one value factor. The values of KMO (0.601) and Bartlett test (99.497, Sig.=0.000) meet the 

requirements (Malhotra 2010, p.638.). The correlation between the two variables is also 

adequate, r=0.560. With the help of the service value factor obtained this way we can explain 

77.996 percent of the variance, which is an acceptable value in social sciences. The average 

belonging to the cultural service value factor is 4.15 (dispersion=0.727), which shows the good 

qualification of used cultural services (Table 1).  

Commitment means positive attitude towards the cultural service provider and the fact 

that the given service provider is promoted over other service providers’ heads. To measure 

commitment, it was drawn up the following statements: ‘I am strongly attached to the institution 

I like; The quality level of the institution is better compared to that of other service providers’. 
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By applying principal component analysis, we got one factor referring to the commitment to 

the cultural service provider (KMO=0.601 and Bartlett test=44.187, Sig.=0.000). The 

correlation between the two variables is also adequate, r=0.585. The obtained factor explains 

64.270 percent of the variance, which meets the required threshold of 60 percent. The 

commitment of youngsters to the cultural service provider is lower than the data received for 

the cultural service’s value; the average is 3.58, and the dispersion is 0.726 (Table 1).  

In the present research, the cognitive dimension of trust in the organisation was measured; 

this credibility-based trust represents ability dimension. Two items (‘The institution-event 

organiser always keep their promises’, ‘The institution-event organiser is always honest’) were 

adapted from Morgan and Hunt (1994) for the measurement. The requirement of the cultural 

consumer is built, on the one hand, on the written or oral promise of the cultural service 

provider, and on the other hand, on the ability and the intention of the service provider to 

provide trustfully and to behave predictably and honestly. The basis of trust is that the consumer 

and the service provider value each other’s credibility and benevolence, thus at least one of 

them must have information about the previous behaviour and promises of the other (Doney 

and Cannon 1997). From the viewpoint of the formation of trust, information-searching process, 

which precedes decision and takes place along different channels, has an important role. By 

applying principal component analysis, we got one factor referring to the trust of youngsters in 

cultural service providers. The values of statistical indicators (KMO=0.501 and Bartlett 

test=130.525, Sig.=0.000) prove the appropriateness of factor analysis method. The measure of 

correlation between the two variables is also adequate, r=0.620. The obtained factor explains 

81.024% of the variance, which exceeds the expected limit of 60 percent. The average value of 

trust in cultural service provider is medium (3.68) with a relatively high dispersion (1.3698), 

(Table 1). 

Table 1. Descriptive statistics of the perceived value, trust, and commitment factors 

Factor  Mean Standard 

deviation 

Perceived 

value 

4.15 0.727 

Trust 3.68 1.3698 

Commitment 3.58 0.726 

Source: own compilation 

It is important question, whether ‘the perceived value → trust → commitment’ relation 

system is valid in the context of cultural services. In the relation system we reveal direct and 

indirect relations by applying path analysis. This research extends the measurements to two 

levels in order to know the impacts in more details. First, this paper introduces the correlations 

among the general value of cultural service, trust and commitment, and then this research 

examines the relations among value factors, trust and commitment. With regard to direct 

impacts, it can be stated that there are positive impacts among latent main components. Based 

on the findings of path analysis, we can say that trust in the service provider (β=0.393) has a 

greater impact on the commitment to the cultural service provider than perceived value has 

(β=0.334). Perceived value has a direct impact on trust, and its measure is weaker than medium 

(β=0.402). A summary of the results appears in Table 2. The value of cultural service has both 

a direct and indirect impact on commitment. Total impact is the sum of indirect impact 

(β=0.334) and direct impact – through trust, 0.361x0.458=0.166. The total impact of value on 

commitment (0.499) is slightly higher compared to indirect impact.  
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Table 2. The relationship among the value of cultural service, trust and commitment 

Antecedents Consequences β (Sig.) 

Perceived value  Trust 0.402 (t=5.489; Sig.=0.000) 

Perceived value  Commitment  0.334 (t=3.720; sig.=0.000) 

Trust Commitment  0.393 (t=2.828; sig.=0.005) 

Perceived value → Trust → Commitment 0.361 (t=3.056; Sig.=0.041) 

0.458 (t=5.675; Sig.=0.000) 

Source: own compilation based on findings 

All of these mean that the value of cultural service affects commitment to service provider 

both alone and through other variables as well, thus final impact includes the positive impact 

of the intermediate variable, trust. It can be seen that the value of the coefficient of 

determination expressing explanatory power is 24.9 percent in case of commitment, so the value 

of cultural service explains commitment in a measure of 24.9 percent. To determine the level 

of explanatory power of this result, we have to consider that 20 percent is valued as a high 

threshold in case of analyses regarding consumer behaviour (Hair et al. 2014). Further literature 

about methodology also proves this: ‘If we seek for correlations among the elements of a 

thinking scheme, an explained rate above 20 percent can be considered a very good result’ 

(Székelyi and Barna 2002, p. 311.).  

Subsequently, the value of cultural service used is critical factor in the evaluation of the 

honest behaviour of the cultural provider. The consumer, who trusts in the cultural organization, 

tends to reserve the relationship with it.  

Our assumption can be proved, as the value of cultural service has a direct positive 

impact on trust in service provider, therefore hypothesis H1a can be confirmed. The value of 

cultural service has a direct and indirect (through trust) impact on commitment, thus hypothesis 

H1b is accepted. Trust in cultural service provider has a direct positive impact on commitment, 

so we found general support for H2 hypothesis.  

In previous studies the relationship among trust, value and commitment was analysed. 

Cognitive trust resulted in more powerful impact in utilitarian sectors, like bank services (Chai 

et al. 2015). Research conducted in the banking sector (Aurier and N’Goala 2010) found direct 

positive impact between trust and commitment. However, the direct correlation between the 

perceived value of bank service and relational commitment is more moderate. Chai et al. (2015) 

measured the correlation between cognitive and utility value as well as between affective trust 

and hedonist value separately. Among bank customers, cognitive trust’s impact proved to be 

more powerful.  

5. CONCLUSIONS  

This empirical research is part of a bigger and long-term research in which the analysis of a 

relatively less-researched topic has appeared. The issue of perceived value has been widely 

discussed in marketing literature, but cultural services did not emerge, and empirical data are 

scarce in this field. According to previous studies, the consumers’ value perception influences 

the planned behaviour and the trust, and commitment is the consequence of the consumer value. 

Based on the research findings we make some recommendations for the actors of cultural 

sector. The maintenance and the rise of cultural service value have a key role in the trust in the 

service provider and in commitment.  

The cultural institutions operate in a competitive environment, so it is crucial to explore 

the level of perceived value related to cultural services, the factor of trust and commitment to 

the cultural corporations. The qualitative information contributed understanding of experiences 
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and elements used cultural services by young people. The results of quantitative research show 

different levels of cultural service value, the trust and the commitment to cultural provider.  

Successful organization focuses on consumer value. Since competitive environment in 

cultural industry changes dynamically, the cultural institutions should concentrate on the key 

factors.  

The analysis of trust and commitment means a serious challenge in case of cultural 

services. Usually there is no contractual relationship between the cultural service provider and 

the consumer, opposite to e.g. banking and insurance sector or communication sector. The 

relation system can be further modulated if we take into consideration whether the consumers 

use the service at the early or late stages of the relationship. The researches findings help 

understand which factors form commitment and this way how it can be improved. Building 

trust and providing good value are also important in the formation of commitment. Trust-

building strategies, therefore, must focus on the cultural consumers’ trust in the service 

provider.  

A contribution of this article is the extension of the service value literature to cultural 

industry. The research provides valuable insights into how the service value has direct impact 

on trust and commitment in cultural service context. Both the non-profit marketing area and the 

cultural sector can benefit from the exploration of the consequences of service value.  

This research has more limitations which open avenues for future research. The first one 

is the restriction of the research to cultural services. In the evaluation of cultural services both 

affective and cognitive elements are important. In the cultural sector the range of services is 

wide and the context of the research makes the findings valid to the whole sector. Secondly, we 

conducted cross-sectional research, however, commitment is seen a dynamic process. 

Therefore, a longitudinal research would be necessary to understand trust and commitment to 

the service provider in a deeper way. Thirdly, this study refers to the classical service providing 

environment. We cannot neglect that using IT and its role are more and more important in the 

cultural consumption of the young generation. The extension of the analysis of service value to 

other target groups requires further research, which would enable value-based segmentation in 

the market of cultural services.  
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THE EXAMINATION OF QUALITY OF LIFE IN THE 

CONTEXT OF TRANSFORMATIVE SERVICES 

Ida Ercsey 
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ABSTRACT 

This study presents a theoretical overview about the examination of quality of life in the context 

of transformative services. Transformative service research (TSR) represent a research that 

focuses on creating “uplifting changes” aimed at improving the lives of individuals, families, 

communities, society and the ecosystem. In TSR the indicators of increasing and decreasing 

well-being are investigated. Researchers have emphasized on assessing different aspects of 

well-being, such as physical health, mental health, financial well-being. Furthermore, both 

objective and subjective factors were measured in the relationship between the transformative 

services and well-being outcomes. According to the international literature can be distinguished 

two types of well-being: eudaimonic and hedonic. Author has discussed the upcoming concepts 

quality of life and well-being. The previous international and Hungarian results in different 

transformative service researches are evaluated. Finally, the purposes for further research are 

formulated. 

KEYWORDS 

Transformative services, well-being, quality of life, co-creation, coproduction 

1. INTRODUCTION 

Transformative service research is particularly relevant in health care where the provider and 

customer can contribute to individual and societal well-being (Anderson et al. 2013; Ozanne 

and Anderson 2010). 

First this paper presents the concept of transformative service research, then it emphasises 

on health issues in transformative service research. 

2. CONCEPTUALIZATION OF TRANSFORMATIVE SERVICE RESEARCH 

First Anderson (2010) conceptualized the transformative service research (TSR). Although the 

concept ‘‘transformative service research’’ is relatively new, there has been intensified interest 

in the service community in realising research that examines the relationship between the 

service and well-being.  

2.1. Transformative service research and transformative value  

TSR means research that focuses on creating ‘‘uplifting changes’’ aimed at improving the lives 

of individuals (both consumers and employees), families, communities, society, and the 

ecosystem more broadly (Anderson et al. 2013). What distinguish TSR from the traditional 

service research? In traditional service research authors focus on service quality, customer 

satisfaction, buying intention and loyalty. But, services basically affect people’ lives and well-

being as individuals, families, employees, and communities. This concept also looks at factors 

that increase and decrease well-being in target audiences. Anderson et al. (2013) and 

Rosenbaum et al. (2011) made an overview about previous themes of TSR. These papers 

concentrated on evaluating different aspects of well-being, such as physical health (objective 
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and subjective perceptions), mental health (e.g., burnout, resilience, and stress), financial 

wellbeing, discrimination, marginalization, literacy, inclusion, and access.  

Blocker and Barrios (2015) defined transformative value as a ‘‘social dimension of value 

creation that illuminates uplifting changes among individuals and collectives in the 

marketplace’’ (p. 265). Researchers examined the collective level of community and 

emphasized on social transformation. They explored the transformative value creation within 

the micro- and macro-level social structure spheres. Their research context of the Church Under 

the Bridge, a religious service that assists the homeless and non-vulnerable populations, too. 

Authors viewed transformation as occurring when actors ‘‘make new, imaginative choices to 

challenge dominant’’ social patterns (Blocker and Barrios, 2015. p. 268).  

3. FOCUS ON HEALTH IN TRANSFORMATIVE SERVICE RESEARCH   

The increase in the average life expectancy of human beings means that more than one in eight 

people in the world is 60 years of age or older (Ho, 2019). It is estimated that by 2030, one in 

six people will be 60 years old or over (United Nations, 2015). Increasing the proportion of 

elderly people gives the possibility of creating new business as a “silver market.” The health 

care services are very important for elderly people but development in medical technology is a 

challenge for them. This section first shows the aging tendencies in international and Hungarian 

terms. Next the main issues in transformative service research are discussed in health service 

context.  

3.1. Aging and health care services 

The populations all countries are growing older. In 2018, for the first time persons aged 65 

years or over outnumbered children under five years of age worldwide. Between 2019 and 2050, 

the number of persons aged 65 or over is projected to more than double. The overall numbers 

of males and females globally are about equal, women outnumber men at older ages. In 2019, 

women comprise 55 per cent of those aged 65 years or over and 61 per cent of those aged 80 

years or over globally. At the global level in 2019, approximately nine per cent of people are 

aged 65 or over. Europe and Northern America have the most aged population in 2019, with 18 

per cent aged 65 or over, followed by Australia, New Zealand (16 per cent) (United Nations, 

2019). People aged 65 or over make up the world’s fastest growing age group. Asia has the 

highest proportion of elderly people in the world, with over 50% of the world’s elderly 

population living there. Countries need to plan for population ageing and ensure the well-being 

of elder persons by ensuring access to appropriate health care services. Table 1 shows the 

percentage of population aged 65 years or over.  

Table 1. Percentage of population aged 65 years or over for the world2  

Region  2019  2030  2050  2100  

World  9.1  11.7  15.9  22.6  

Sub-Saharan Africa  3.0  3.3  4.8  13.0  

Northern Africa and Western Asia  5.7  7.6  12.7  22.4  

Central and Southern Asia  6.0  8.0  13.1  25.7  

Eastern and South-Eastern Asia  11.2  15.8  23.7  30.4  

Latin America and the Caribbean  8.7  12.0  19.0  31.3  

Australia/New Zealand  15.9  19.5  22.9  28.6  

Oceania*  4.2  5.3  7.7  15.4  

                                                
2 SDG regions and selected groups of countries, 2019, 2030, 2050 and 2100, according to the medium-

variant projection 
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Region  2019  2030  2050  2100  

Europe and Northern America  18.0  22.1  26.1  29.3  

Least developed countries  3.6  4.2  6.4  15.3  

Land-locked Developing Countries (LLDC)  3.7  4.5  6.4  16.8  

Small Island Developing States (SIDS)  8.7  11.9  16.1  23.7  

Source: World Population Prospects 2019. United Nations, Department of Economic and 

Social Affairs, Population Division (2019). (* excluding Australia and New Zealand) 

Population pyramids (see Figures 1 and 2) show the distribution of the population by sex 

and by five-year age groups. Each bar corresponds to the share of the given sex and age group 

in the total population. In 2018, the EU-28 population pyramid was narrow at the bottom and 

was becoming more like a rhomboid due to the ’baby boomer’ cohorts resulting from the high 

fertility rates in several European countries in the mid-1960s. These ’baby boomers continue to 

represent a major part of the working-age population. The first of these large cohorts born over 

a period of 20–30 years are now reaching retirement age, as illustrated by the comparison with 

the 2003 population pyramid. The ’baby boom’ bulge is moving up the population pyramid, 

leaving the lower part of the working-age population and the base narrower — as can be seen 

in Figure 1. 

Figure 1. Population pyramids, EU-28, 2003 and 2018 (% of the total population) 

Source: https://ec.europa.eu/eurostat/statistics-

explained/index.php?title=File:Population_pyramids,_EU-

28,_2003_and_2018_(%25_of_the_total_population).png 

In Hungary the analysis also points out that the increase in the proportion of older people 

and the continuous decrease in the number of births, it has to face immensely difficult, long-

term challenges (Figure 2). The proportion of older people continued to grow from 13.2% to 

19.4%. The aging of the population is clearly shown by the fact that since 2006 there are elder 

people than children in Hungary. It is also the bottom of a longer-term trend, with forecasts 
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showing steady and significant increases in the future, states the KSH study, which shows that 

the already rising dependency ratio will increase significantly in the coming years. 

Figure 2. Population pyramid, Hungary, 2019, (% of the total population)  

Source: https://www.populationpyramid.net/hungary/2019/ 

A typical service for elderly people used be the medical care services. They suffer from 

their inability to adapt to social changes and the development of information and 

communication technology (ICT). It is desirable to provide services that will benefit the entire 

community through support of the elderly. To create a future of abundant life, it is necessary to 

promote research into the design of services that will create value, transforming the community 

through the support of the elderly. 

TSR was of particular interest to the developed western countries. This topic has received 

less attention in Asian and Central and Eastern European countries.  

3.2. Quality of life and well-being: output of the transformative service research  

In general service researchers have emphasized on exploring different outcomes, such as 

satisfaction, loyalty, repurchase intentions, and word of mouth. These research topics are 

managerially relevant outcomes but they have little impact on customer welfare. However, 

TSR’s focus on customer well-being, quality of life and health outcomes.  

In TSR literature some authors applied quality of life measures and more of them 

investigated well-being dimensions. This paper we discuss the research papers which contain 

also empirical researches. Yao et al. (2015) used quality of life indicators and explored the 

relationship between the social supports and quality of life. The researchers identified four 

online social supports and they found that the emotional support influenced all three quality-of-

life indicators: physical, psychological, and existential. In the healthcare service context, 

Sweeney et al. (2015) identified three categories of customer efforts in value creation activities 

which positively influence customers’ quality-of-life as well as satisfaction and behavioral 

intentions. Their study demonstrated that quality of life as an outcome of the customer’s efforts 

while involving in value creation activities. It can be assumed that there is an association 

between quality of life and transformation. Figure 3 presents the main focuses of transformative 

service research and quality of life.   
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Figure 3. Focuses of TSR and quality of life  

Source: author compilation 

Social support is important for improving patients’ health outcomes. People living with 

chronic diseases are often socially excluded and face many challenges in their lives. The form 

and amount of social support from online health care communities can potentially enhance their 

quality of life. Researchers (Yao et al, 2015) have verified emotional support, informational 

support, companionship, and relatedness as four categories of online social support in health 

care communities. In examining the effects of online social support on physical, psychological, 

and existential quality of life, this research has found that the impact of emotional support on 

psychological quality of life is most effective. Yao et al. (2015) examined people with chronic 

disease who often suffer from social exclusion. An empirical survey of 349 participants has 

indicated that outcomes of online social support on quality of life depend on the stigmatized 

patients’ perceptions of their level of social exclusion. In general, the patients with high levels 

of social exclusion seek the online social support and gain a more improved quality of life than 

those patients with lower levels of social exclusion. This research recommends developing 

online customer resources to extend the limited medical support of the health sector in China.  

Recent research (Sweeney et al., 2015) explores customer value co creation in health care. 

Authors has identified the hierarchy of activities that representing different levels of customer 

effort. Customers effort extend from basic requirements (less effort and easier tasks) to 

extensive decision making (more effort and more difficult tasks). Customer Effort in Value Co 

creation Activities (EVCA) was defined as the degree of effort that customers exert to integrate 

resources, through a range of activities of varying levels of perceived difficulty. Moreover, they 

have demonstrated links between customer EVCA and quality of life, satisfaction with a health 

care service and behavioral intentions. In empirical research they concentrated on three 

prevalent chronic disease settings—cancer, heart disease, and diabetes. Managing chronic 

disease depends on the active involvement of patients (Michie, Miles, and Weinman 2003). In 

the context of chronic disease, the patients engage different resources such as complementary 

therapies, activities with private sources such as family, friends, peers, even other customers, 

and self-generated activities, such as positive thinking, reframing, and sense making. Sweeney 

et al. (2015) has found that customer EVCA had a direct impact on satisfaction with the service 

and behavioral intentions. Moreover, it has found that customer EVCA affects quality of life 

perceptions. This study has underscored the transformative potential of customer EVCA, the 

individuals can engage in activities that have the potential to improve their quality of life. 

Sweeney et al. (2015) builds on the work of McColl-Kennedy et al. (2012), Gallan et al. (2013), 

and Chan, Yim, and Lam (2010) to investigate a hierarchy of activities that reflect customer 
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effort in value co creation activities (EVCA). McColl-Kennedy et al. (2012). highlights that 

health care customers perform a range of value co creating activities aimed at enhancing health 

and quality of life. Table 2 displays the elements of the methodology and outcome to the 

transformative service researches related to quality of life.  

Table 2. The elements of the methodology, QOL and other outcomes to TSR  

Authors Sweeney, Danaher, McColl-Kennedy, 2015. Yao, Zheng, Fan, 2015.  

Unit of 

Analysis 

Individual Individual 

Method Interviews Survey Survey 

Sample 20 Australian 

individuals, Chronically 

ill (cancer, heart disease, 

and diabetes) 

1.008 Australian 

respondents, 19-70+ 

years old 

349 Chinese patients, 

stigmatized patients 

Outcome Satisfaction with service 

Behavioural intentions 

Quality of life Online 

social 

support 

Quality of 

life 

EVCA 

Source: own compilation  

Recent article (Spanjol et al., 2015) identified consumers’ coproduction behaviors in 

healthcare setting. Their findings provide insights about coproduction in the customer sphere. 

Namely, the form of coproduction behaviors are determined by the characteristics of the 

customer sphere. Moreover, the co-production system in the customer sphere is complex and 

the levels are interdependent. Authors have delivered implications based on their findings for 

services and medical domains. In the American health care about half of medications prescribed 

to manage chronic diseases are not taken as recommended. Consequently, these can result in 

premature death, preventable hospitalizations, and huge annual medical spending according to 

New England Healthcare Institute. Researchers have explored that interventions tested in the 

medical literature were ineffective. It can be assumed that one form of coproduction (e.g., 

pillboxes) would fit most if not all patients. The study only implicitly indicated that the failure 

to comply with the prescribed and expected medication consumption behavior could lead to 

enhanced physical and mental stress and reduced well-being (Spanjol et al., 2015).  

Health care services can be considered high-risk and the consumers might not attain the 

outcomes they hoped to achieve. Previous research (Zayer et al., 2014) has highlighted how the 

service providers influenced the ways consumers experience and respond to failure. Zayer et 

al. (2015) identified consumers’ experiential framing following failure of service in high-risk 

healthcare context. The study has indicated that the patients of high-risk services may 

experience reduced psychological well-being (e.g. stress, worn-out relation with physicians) as 

well as financial well-being in addition to health risk associated with a service failure (Zayer et 

al., 2015). Figure 4 illustrates the focuses of transformative service research and well-being. 
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Figure 4. Focuses of TSR and well-being  

Source: author compilation 

Anderson et al. (2018) has investigated the role of design in the service experiences and 

increasing the well-being of patients, families, and caregivers in the healthcare system. It was 

discussed social, existential, psychological, and physical well-being. Researchers have explored 

that healthcare services could benefit from further consumer engagement and collaborative 

patient-provider relationships. The service design was determined an essential tool needed for 

Transformative Service Research success.  

Spanjol et al. (2015) conducted the qualitative interviews with hypertensive adult and 

mostly lower-income and minority patients and identified three co-production levels regular-

restricted, intermittent intermediate and irregular-expansive co-production. Authors have found 

that your implications are relevant for complex services, such as weight loss programs and 

personal debt management. Service providers have an opportunity to provide not only task-

specific tools to customers, but more importantly assist and support consumers in creating and 

implementing co-production behaviors (Spanjol et. al, 2015). Table 3 shows the elements of 

the methodology and outcome to the transformative service  

Table 3. The elements of the methodology, WB and other outcomes to TSR  

Authors Zayer, Otnes, Fischer, 2014 Spanjol, Cui, Nakata, Sharp, 

Crawford, Xiao, Watson Manheim, 

2015 

Unit of 

Analysis 

Individual Individual 

Method Interviews Interviews 

Sample 23 women, 2 husbands, 1 man 

(American), experiencing fertility 

issues, 28-47 ages old 

30 American individuals, Chronically 

ill (heart disease), Seven male and 23 

female, 34-82 years old 

Outcome Experiential 

framings of failure   

Well-being Medication 

adherence 

Well-being 

Coproduction 

Source: own compilation  

In weight loss, and health-related strength training programs, customers are working 

towards a desired goal, such as a certain level of weight reduction, or muscular strength 

augmentation. In the context of medication consumption, compliance does not necessarily lead 

to reduced symptoms, particularly in asymptomatic chronic diseases such as hypertension. 

Medications in this context are not meant to “fix” the problem but to manage a condition, since 
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chronic illnesses are not cured, only managed (McColl et al. 2012). The lack of an observable 

and predictable compliance effort-outcome relationship increases the difficulty of maintaining 

continual co-production. In absence of seeing “progress” and in a situation of never-ending 

compliance (Guo et al. 2013) may not be as effective or relevant in achieving compliance in 

chronically ill individuals. The compliance in negative services, which are necessary unwanted 

and/or stressful experiences (Miller, Kahn, and Luce 2008; Miller et al. 2009; Morgan and Rao 

2006) add challenges. Research on negative services is relatively scarce (Berry and Bendapudi 

2007; Morgan and Rao 2006), and the few studies that have been conducted focus on episodic 

experiences, such as breast cancer screening tests (Miller et al. 2009), dental root canal 

procedures (Brown and Kirmani 1999). Existing research investigates compliance as a 

unidimensional coproduction dimension, where customers predominantly self-report on being 

either more or less compliant with provider instructions (Büttgen, Schumann, and Ates 2012; 

Guo et al. 2013). However, compliance is dynamic in nature. In the context of complex services, 

compliance is not a one-time outcome, but rather involves multiple and contextually-

determined compliance-related behaviors, fluctuating over time. The co-production literature 

has focused on the sphere of direct customer provider interaction, rather than on the customer 

sphere, where compliance behaviors actually occur and service value is created (Grönroos and 

Voima 2013). While customer interactions with service providers are important, the 

development, adjustment, and maintenance of compliance is almost exclusively conducted in 

the customer sphere (Creer 2005). A better understanding of the dynamic and contextualized 

co-production behaviors in the customer sphere is especially important for complex services 

where customer effort is crucial for achieving compliance and creating value.  

Researchers (Spanjol et al., 2015) have selected the context of medication adherence in 

chronically ill individuals and conduct a qualitative study to identify the nature and dynamics 

of co-production within the customer sphere. They paid attention to medication adherence not 

only as an outcome variable, but as a dynamic and contextualized process with layered 

enactments.  

Analyzing data from individuals engaged with various types of infertility services, it was 

developed a typology of four consumer experiential framings of failure that explore their 

experiences across three dimensions. These are follows: the implicit cultural model that shapes 

relationships with service providers, the implicit cultural model regarding goal pursuit, and 

consumers’ tacit understandings regarding their appropriate courses of action in response to 

failure. Authors link each distinct type of experiential framing to consumers’ distinct set of 

expectations related to service recovery. Researchers offer insights for service providers on how 

to manage their relationships with consumers and (in the tradition of transformative services 

research) how to enhance consumer well-being. Zayer et al, 2014.  

4. CONCLUSIONS  

Transformative service researches focus on factors that improve the human condition, consumer 

well-being and quality of life. The healthcare services are a crucial and fertile field for 

transformative service research. TSR requires a multidisciplinary approach therefore the 

researchers have called on consumer research, and public health, too.  

More issues came up in relation to the discussed articles. Theoretically well-being can be 

stretched into objective and subjective categorizations. But, the above studies did not discuss 

the objective side, concentrated on the subjective one, and examined the customers’ well-being 

in individual level. Next question, what measurement method can be applied for identifying 

“uplifting change”. It is possible investigate changes in life conditions by applying quantitative 

method and/or qualitative method (Spanjol et al., 2015., Zayer et al., 2014). Discussed articles 

used physical, psychological, existential, financial and social dimensions to identify meaningful 

change in customers’ lives related to well-being outcomes. The articles have demonstrated the 
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consumer experience and social innovation in affecting well-being, and customers’ activities 

related to coproduction and its affect their well-being. 

From the above discussion, it can be concluded that some transformative service 

researches is mostly centered on consumers’ quality-of-life aspects. Virtually all consumers 

interact with healthcare services in their life and healthcare services directly impact both 

consumers’ daily and long-term quality of life (Danaher - Gallan, 2016; Berry - Bendapudi, 

2007). A number of outcomes can be inferred from the present literature: existential, physical, 

psychological dimensions, and health related quality of life. The articles have explored the role 

of collectives and social phenomena in affecting quality of life, and customers’ activities related 

to coproduction and its affect their quality of life. 

Further research is needed to examine the objective side of well-being and to explore the 

relationship between the subjective evaluation and objective state. Moreover, in the current 

challenging economic environment, non-profit organizations have to concentrate on the 

mitigation of the social and health problems that have the greatest impact on improving 

consumer well-being. 
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ABSTRACT 

Defence cooperation in the European Union got a new impetus in 2016. Since the adoption of 

the EU Global Strategy, Member States have reinforced and deepened their defence policy 

collaboration in several areas. However, it will depend on the implementation and Member 

States’ commitment to the recently launched initiatives what long-term impact of these tools 

on the European capability landscape, national military capacities and the European defence 

industrial base can be expected. 

The launch of the Permanent Structured Cooperation (PESCO), the Coordinated Annual 

Review on Defence (CARD) and the European Defence Fund (EDF), the three major recent 

initiatives can be considered as qualitative steps forward in European defence cooperation. 

However, from time to time strong advocates can be heard to argue in favor of moving further 

towards a deeper integration in security and defence matters at European level. The ideas of a 

European army or a European Defence Union show that the Common Security and Defence 

Policy (CSDP) is still considered by many as an open-ended project which can be further 

strengthened. 

In light of the latest initiatives in European defence cooperation it is an interesting 

question how the Hungarian public looks at these developments. We have examined this issue 

through a representative survey done in 2017.  

According to the results of the survey, the Hungarian public, similarly to the public 

opinion at European level, is in favor of a stronger European defence cooperation. However, a 

deeper integration requiring more commitment in the field of defence already divides the public, 

approximately half of the interviewed were in favor, while the other half against it. Conclusion 

can be also drawn from the survey that the knowledge of the respondents about the EU's security 

and defence cooperation is rather generic, as well as that the marketing of this EU policy domain 

is not appropriate – but more research would be needed to further investigate the deeper reasons 

and correlations. 

KEY WORDS 

CSDP, PESCO, public opinion 

1. INTRODUCTION 

In June 2016, High Representative Federica Mogherini published a new security strategy of the 

Union, which gave a renewed impetus to security and defence policy cooperation. In this paper, 

we are briefly introducing three recent initiatives, as the backdrop to trends in Hungarian public 

opinion with regard to European defence collaboration. Through the short description of 

PESCO, CARD and EDF, it might be more understandable and illustrative where the 

cooperative efforts of  Member States stand, and what additional potential exists to strengthen 

CSDP. We are going to continue with the presentation of the general public opinion, at the 

mailto:hack-handa.jozsef@gtk.uni-pannon.hu
mailto:zsnagy11@hotmail.com
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conclusion of which we discover a situation which seems to be contradictory in nature: four-

fifth of those who consider tighter defence cooperation very important would keep Hungary out 

of its practical implementation aspects, which is probably attributable to the lack of more in-

depth knowledge, but also raises the role of inappropriate marketing in this area. 

The CAPI method based data recording that serves as the empirical foundation of this 

study took place in June of 2017. The sample size consisted of 1,800 persons, representing the 

Hungarian adult population, according to 5 categories: gender, age group, educational level, 

type of settlement of the residential address, and its regional location.  

2. PERMANENT STRUCTURED COOPERATION (PESCO) 

The Head of States and Governments of the European Union launched the so-called Permanent 

Structured Cooperation, or PESCO3 on December 14, 2017. The decision was made pursuant 

to Section 42(6) of the „dormant” provision of the Treaty of Lisbon, with its goal of 

strengthening defence cooperation in the EU along specific criteria and the voluntary 

participation of willing and able member states. The fact, that the establishment of PESCO was 

agreed upon after just a brief period of preparation – being earlier subject of vehement debates, 

and potential rejection of Member States–indicates that the fundamental conditions of the 

defence cooperation in the Union, have changed substantively.  

PESCO is not a new initiative, as its origins can be traced back to 2008, the Treaty of 

Lisbon (TEU). The Treaty, which has been valid for more than ten years, „leaped ahead” in 

many ways in the domain of security and defence policy, creating a legal opportunity to 

establish procedures and structures not entirely matching the existing political will. One of these 

opportunities was PESCO, which similarly to the European border defence cooperation, the 

Schengen zone, or the euro-zone, has created the opportunity and legal basis for an even tighter 

defence cooperation and faster progress for those who want to advance.  

The outcome of the referendum on Brexit could essentially be interpreted as a green light 

for those Member States, who believed that the departure of the United Kingdom from the 

Union would eliminate the most significant obstacle of the strengthening of CSDP. Over the 

course of the preparation of the applicable Council Decision on PESCO, one of the biggest 

dilemmas was the extent to which PESCO was to become an exclusive form of cooperation, in 

other words, how strict the conditions should be that govern participation. Two opposing camps 

were facing each other during the negotiations: France and its supporters argued that PESCO 

must be more than just a cooperation of the willing, but rather the cooperation of all able 

Member States, meaning that they were advocating the establishment of an ambitious PESCO. 

On the other side, Germany and the countries lined up behind it – mostly smaller and Eastern 

European Member States – believed that as far as participation is concerned, political will is 

the most important consideration, and the opportunity should be open for any Member State to 

join, as long as they have the intention to do so. This camp argued that alongside the issue of 

inclusivity, within the PESCO framework, it is through the so-called modular approach 

(meaning participation in the capability projects within PESCO) that those, who can undertake 

more to develop their defence capabilities, should be able to do so; in other words, they wanted 

to keep varied speed cooperation within the PESCO framework. The Council Decision that was 

eventually adopted resolved the conflict between the two approaches via the „ambitious and 

inclusive” hybrid solution, concluding the argument with a compromise (COUNCIL 

DECISION 2017). In the end, with the exception of Malta, the United Kingdom, and Denmark, 

which stayed out of CSPD in any case, every Member State joined PESCO, meaning that the 

„tighter” cooperation commenced with the participation of 25 countries. 

                                                
3 PESCO - Permanent Structured Cooperation. Hereinafter we are going to reference it in accordance with 

academic citation standards by using the English acronym. 
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When we examine the „spirit” of the Treaty of Lisbon, it is the French interpretation that 

is closest to the original intent of the „founding fathers”. At the same time, PESCO is not an 

exclusively capability development framework, as it has an emphasized operational dimension 

as well. Nevertheless, currently its most visible form is comprised of the capability development 

projects, which are to be undertaken through a more effective, multinational development 

through flexible geometries and by the coordination of lead nations of participating member 

states (COUNCIL DECISION 2018). Future rounds of project offers within PESCO will tell us 

whether major European capability development programs – such as the development of the 

next generation of combat aircraft or combat vehicles – will be part of this framework, and 

consequently will contribute to a qualitative step forward in European defence collaboration. 

To date, PESCO itself has engendered mixed reviews; some claim that the spirit and original 

intent of the Treaty of Lisbon has been lost in the political bargaining of Member States, while 

others allege that the political-legal framework that has been established is a realistic and 

forward-looking one4. 

3. COORDINATED ANNUAL REVIEW ON DEFENCE (CARD) 

The Coordinated Annual Review on Defence, or CARD, was introduced by the EU Global 

Strategy itself. In May of 2017, the Council approved the parameters of the process (COUNCIL 

CONCLUSIONS 2017). Accordingly, the objective of CARD is the review of the defence plans 

of Member States in three areas: a) trends in defence expenditures, b) the implementation of 

EU the Capability Development Priorities, c) the review of multinational cooperation. The 

process is supervised by the European Defence Agency (EDA), in close cooperation with the 

EU Military Staff. The first review cycle commenced in the autumn of 2017 on a so-called trial 

basis; the first full cycle will begin in the autumn of 2019. The most important elements of 

CARD are the bilateral consultations conducted with Member States, on a voluntary basis and 

Member States’ willingness to provide data to the biannual reports. In many cases, the bilateral 

consultations take place on the margins of respective Member States’ defence planning 

consultations with NATO, which fact also contributes to keeping capability development 

coherent between the two organizations.  

The significance of CARD lies in that it has introduced a process for the first time which 

enables that the EU and Member States review jointly capability development plans, thereby 

establishing a permanent dialogue between Brussels and the capitals. This coordination is 

essential to turn cooperation among Member States into a „norm”, just as it is expressed as a 

forward-looking goal of the EU Global Strategy. 

4. EUROPEAN DEFENCE FUND (EDF) 

The European Defence Fund (EDF) is a financial fund proposed and managed by the European 

Commission, for the purpose of assisting European defence cooperation through the financing 

of research and development activities. EDF was initiated in the European Defence Action Plan 

by the Commission in 2016, and it is currently tested until 2020 (COM 2016). For defence 

related research activities, Member States could spend 90 million euros from the EU budget 

between 2017-2019, and 500 million euro was devoted to be spent on development programs 

over the course of 2019 and 2020. European consortia that are formed with the participation of 

three companies from at least three Member States can submit project proposals to the calls. 

Strict conditions were laid out by the legislators to ensure that the program supports European 

defence industries, and not defence industry actors out of the Union. It is worth examining the 

total sum of 590 million euros, with which the European Commission and Member States test 

                                                
4 An example of the former is WITNEY (2017), for a more positive approach: BISCOP (2017). 
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the research and development programs, in context. In 2016, EU Member States spent a total 

of 8.8 billion euros on military R&D.5 Based on the foregoing, we can see, that the Union’s 

contribution, particularly when broken down by year, does not yet lift defence sector 

expenditures into another dimension, while at the same time, it is capable of providing 

substantive experience for future programs, and also to incentivize additional national 

investments. As far as the future is concerned, the European Commission has already put on 

table its recommendation for the Multiannual Financial Framework for the 2021 to 2027 period, 

pursuant to which the European Defence Fund would fund European multinational R+D 

projects with a total of 13 billion euros during the given period (COM 2018). 

5. THE IMPORTANCE OF EUROPEAN DEFENCE AND SECURITY POLICY 

The objective of the study is to map the Hungarian public opinion in light of ongoing European 

efforts to enhance defence and security cooperation, including in comparison to other EU policy 

areas. Necessarily, it also addresses briefly public attitudes towards membership in the EU, as 

well as in NATO. Finally, the question and the public view on resourcing the Hungarian 

Defence Forces are also considered in the analysis. 

After providing an overview of current EU security and defence policy initiatives as 

examples of Member States’ cooperation in this specific EU policy domain, we turn to an 

introduction of Hungarian public opinion concerning cooperative security and defence efforts. 

We examined seven areas of potential cooperation by EU member countries from the 

perspective of how important respondents considered closer cooperation in each area, in the 

interest of the future of the EU (table 1.). In the first place was joint defence and security policy, 

in second place was joint immigration policy, with the former chosen by 45% of respondents 

as the most important, or second most important area, while the latter was chosen by 39%. On 

the basis of their respective importance, joint economy stimulus investments (37%) follow 

cooperation guaranteeing the defence and security of the countries and population of the Union, 

and a joint immigration policy. Respondents listed a joint budget, a joint foreign policy, the use 

of a joint currency, and a joint, elected parliament among the most important areas of European 

cooperation that are desired from the perspective of the EU’s future in significantly smaller 

proportions. 

Table 1. ‘In your opinion, which of the following areas and forms of closer cooperation 

between EU Member States would be the most important for the future of the European 

Union? And what would be the second most important?’ (percentage of responses) 

 first place second place jointly 

common defense and 

security policy 
27 18 45 

common immigration 

policy 
22 17 39 

joint economic stimulus 

investments 
18 18 37 

common budget 8 7 15 

common foreign policy 3 9 12 

                                                
5 Based on European Defence Agency data for 2016, without Denmark. Defence Data 2016-2017. Key findings 

and analysis. www.eda.europa.eu  

http://www.eda.europa.eu/
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 first place second place jointly 

use of common currency 3 9 12 

common elected 

parliament 
3 5 8 

don't know 15 18 18 

total 100 100 - 

Source: own editing 

The high priority of a common defence and security policy, and of a common immigration 

policy, are not Hungarian peculiarities. The European Parliament’s 2016 September-October 

„Parlaméter 2016” survey listed 12 policies supported by the European Parliament. Of these, 

immigration policy implemented in consultation with countries of origin came in 3rd, with 

security and defence policy that enables the EU to counter international crises in 4th place on 

the list of priorities, with the former chosen by 33% of Union respondents, and the latter by 

28%, from among the most important four areas. (In the first two places were the elimination 

of poverty and social exclusion, and the struggle against terrorism, concluding with respect for 

individual rights.) (PARLAMÉTER 2016a: 61.) From this same survey, it is evident that among 

the Hungarian population, the previous two priorities also finished in 3rd and 4th place on the 

list, respectively, with respondents highlighting them to an even greater extent, with 10% 

greater response rates for each – immigration policy was at 43%, and security and defence 

policy at 38%. (PARLAMÉTER 2016b: 4.) 

The importance of the two areas was also proved by the fact that 66% of Union citizens 

found Union action to be lacking, with 74% expecting more significant action to be taken with 

regard to immigration issues, while concerning a joint security and defence policy, 51% are 

dissatisfied with Union action, and 66% are expecting greater activity from the Union in this 

regard (EURÓPAI POLGÁROK 2016: 8-9.)  

It also shows the need for a joint defence policy, that the vast majority of Union citizens 

– 85% - consider a joint defence rider to be a good thing, according to which, in case of armed 

aggression, an EU country can activate the mutual defence rider, according to which all the 

other EU member states must provide assistance and participation with all available means. 

86% of the adult Hungarian population believe the same (EURÓPAI POLGÁROK 2016: 49-

50.). This survey, however, does not reveal, how this positive assessment of the EU’s symbolic 

defence rider relates to NATO’s collective defence duties. 

6. OPINIONS IN CONNECTION WITH A CLOSER DEFENCE AND SECURITY 

POLICY, REQUIRING MORE EFFORT 

Alongside the above presented high level of support for joint security and defence policy, it 

might also be strange, that public opinion is extremely divided by the question of what Hungary 

should do (Table 2) if closer defence and security policy cooperation emerges among the other 

member states of the EU, which would also require additional effort from participants. There 

are nearly as many as well, who believe that Hungary ought to participate in closer defence 

cooperation (41%), more than those, who believe that the current framework should be 

continued (39%), meaning that the country should stay out of tighter integration with a defence 

objective.  

Men support closer defence cooperation (44%) more than women (39%) – but this is 

entirely attributable to the fact that the members of the fairer sex were less willing to be 
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respondents. The effect of educational level does not show a linear correlation, but it can be 

said, that for the most part, young people under 30 years of age (50%) consider it a good idea 

to undertake greater integration in this area, while older people consider it the least good idea. 

The effect of educational level is robust: only one third (33%) of those with at most 8 grades 

completed would support such cooperation, while 49% of university graduates would agree 

with it. Between the two extreme groups are the vocational school and high school graduates. 

The effect of financial status is also significant, although non-linear. The supporters of more 

than average cooperation are those, who get by well with some care from their income (49%). 

Those, who live from month to month or are just barely scraping by agree at less than average 

rate (33-33%) with closer defence cooperation, just as those who are living care-free (37%). 

Residents of Budapest support joint defence efforts requiring additional resource 

expenditures at a smaller ratio (35%) than others – but the reason for this is not that they reject 

the idea to a greater extent, but rather that they abstain from providing substantive responses to 

larger degree (29%). The residents of other settlement types agree with more intensive 

cooperation at an approximately similar level (41-44%). Among the regions, it is worthwhile 

to highlight the two most extreme poles: In the Western Transdanubian region, every second 

respondent (49%), while in the Northern Hungarian Plains region every third respondent voted 

for greater defence and security policy. 

51% of those who consider the EU membership of the country more advantageous, would 

vote for closer defence and security policy cooperation, but even one fifth of those, who 

consider membership disadvantageous, would support this special purpose integration – 

although close to two thirds of them would not. 

Table 2. Support for closer defense cooperation on the basis of the balance sheet of 

Hungarian EU membership (percentage of responses) 

 

If a 'fast-track' group of EU Member States were to cooperate 

more closely in defense and security policy, and this would 

require more effort from the countries concerned, then Hungary  

Hungary's 

EU 

membership 

… 

should participate in 

this closer 

cooperation by 

undertaking more 

defense efforts 

 

should remain 

outside and follow 

the cooperation 

within the scope of 

the current 

framework 

 

don't 

know 

total 

has brought 

benefits 

 

51 36 13 100 

has brought 

disadvantage

s 

20 64 16 100 

don't know 26 25 49 100 

total 41 39 20 100 

Source: own editing 

It is worth putting into context that four fifths of the population has rejected closer defence 

cooperation requiring additional expenditures, and has voted for the current status quo. The 
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largest group of respondents would also not give more money to the Hungarian Armed Forces, 

even if the goal of such expenditure would be exclusively the safety and defence of the country. 

Close to half of respondents (46%) believe that the same amount must be spent on the 

Hungarian Armed Forces in the interest of the country’s military security and defence as we are 

spending now, but three tenths (30%) believe that more is needed. Only every tenth respondent 

is concerned, that Hungary is currently spending too much for this purpose, and less would be 

sufficient. (14% does not know). The two questions are closely correlated with one another 

(table 3): those who would give more money to Hungarian Armed Services are also in a higher 

proportion among those who are on the side of closer defence cooperation (56%), while 

according to those, for whom less money would be enough for the country’s army, are less 

inclined to be enthusiastic for defence related, closer integration (30%).  

Table 3. Support for closer EU defense co-operation in the context of spending on the 

Hungarian Defense Forces (percentage of responses) 

 

If a 'fast-track' group of EU Member States were to 

cooperate more closely in defense and security policy, and 

this would require more effort from the countries concerned, 

then Hungary  

 

How much should 

Hungary spend on the 

Hungarian Defense 

Forces for its own 

military security and 

defense? 

should participate 

in this closer 

cooperation by 

undertaking more 

defense efforts 

should remain 

outside and 

follow the 

cooperation 

within the scope 

of the current 

framework 

don't 

know 
total 

More 56 34 11 100 

The same as now 40 47 13 100 

Less 30 48 23 100 

don't know 19 17 64 100 

total 41 39 20 100 

Source: own editing 

Opposition to the expansion of defence related expenditures and efforts is explained by 

not just a kind of thriftiness, but also by the fact that many expect the defence of Hungary to 

come from another source, another alliance sytem, namely NATO. 

Concerning the military security of the country, respondents consider the role of NATO 

more important than that of the EU: According to 37%, it is primarily NATO, while according 

to 36%, NATO and EU are equally „responsible” for the military security of Hungary, and only 

8% believe, that we cannot trust in either alliance system, as far as our security is concerned. 

(13% could not take a position in this issue). In this regard, there is an overlap between the 

opinion of the population and the country’s fundamental security and defence position, as it is 

NATO’s collective defence ubrella that provides Hungary’s alliance security guarantee. 

Those, who believe that it is the EU that ensures Hungary’s security, support closer 

defence cooperation at a higher rate (52%), than those, who believe that it is rather NATO 

(45%), or both organizations (47%) that protect our country (table 4). In other words, the claim 
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that the more respondents rely on the EU for the country’s defence, the more they are willing 

to undertake closer Union cooperation that requires additional expenditure, can really be 

supported. 

Table 4. Support for closer EU defense cooperation if NATO or the EU primarily were 

to provide Hungary's military security (percentage of responses) 

 

If a 'fast-track' group of EU Member States were to cooperate more 

closely in defense and security policy, and this would require more 

effort from the countries concerned, then Hungary  

 

Is the military 

security of 

Hungary primarily 

provided by NATO 

or the European 

Union? 

 

should participate in 

this closer cooperation 

by undertaking more 

defense efforts 

 

should remain 

outside and follow 

the cooperation 

within the scope of 

the current 

framework 

 

don't 

know 
total 

NATO 45 39 16 100 

both organizations 47 42 12 100 

the EU 52 33 15 100 

none of them 21 60 19 100 

don’t know 17 24 59 100 

total 41 39 20 100 

Source: own editing 

47% of those who have chosen joint defence and security policy as the first or second 

ranking among the closer EU cooperation areas, support the closer cooperation of „fast 

trackers” requiring additional cooperation, while those, who have not selected joint defence and 

security policy as one of the most important priorities, 36% of them voted for cooperation (table 

5). In other words, the general agreement with the high priority of joint defence and security 

policy increases the chance that someone supports specific, closer cooperation with additional 

expenditures as well, but does not determine it entirely. 
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Table 5. Support for closer EU defense cooperation in the light of the priority of the 

Common Security and Defense Policy (percentage of responses) 

 

If a 'fast-moving' group of EU Member States were to cooperate 

more closely in defense and security policy, and this would require 

more effort from the countries concerned, then Hungary 

The Common 

Security and 

Defense Policy is 

a top priority 

should participate in 

this closer cooperation 

by undertaking more 

defense efforts 

 

should remain 

outside and follow 

the cooperation 

within the scope of 

the current 

framework 

don't 

know 

total 

chose 47 40 13 100 

did not choose 36 38 26 100 

total 41 39 20 100 

Source: own editing 

The ambivalent situation, that according to four tenth of those who consider joint defence 

and security policy extremely important, Hungary should stay out of a closer security 

cooperation arrangement, still awaits explanation. One of the possible explanations is the 

absence of a proper marketing for joint defence policy. At the moment, the Hungarian 

population is not informed of such measures and plans, nor are they convinced of their 

necessity. 

7. SUMMARY 

The defence policy cooperation efforts of the European Union gained a new momentum after 

2016. Member States of the Union have strengthened their cooperation in several areas, while 

at the same time, it will be visible only in the longer term, how the various initiatives will have 

an impact on national and European military development and collaboration, including the 

shaping of the defense industrial base. 
Even though we can consider the creation of PESCO, the introduction of a defence review 

process at European level, and the opening up of the Union's funding for pure military 

development projects as qualitative steps forward, we can hear from time to time strong 

arguments that a deeper integration is required in the area of security and defence policy.  

Similarly to Union residents, but even more so, Hungarian citizens are in favor of a 

common EU defence and security policy, as well as a common immigration policy. At the same 

time, a closer defence policy cooperation requiring greater effort divides respondents, 

approximately two fifths respectively are for and against it. Those who believe that the Union's 

cooperation is proven already, since EU membership is rather advantageous for the country, are 

likely to vote in significantly larger numbers for closer cooperation, than those who feel that 

our country’s EU membership is disadvantageous. But it can be stated that according to those, 

who believe that from the perspective of the Union’s future, the two primary priorities include 

a common defence and security policy, they support its specific implementation in greater 

proportion, even if that requires additional effort.  

The opinion of those who are leery of more intensive defence-policy cooperation can be 

partially explained by the rejection of more strenuous efforts, something we can value as 

thriftiness or a divergent priority, and can be witnessed not just in the case of EU cooperation, 

but in the case of more support for the Hungarian Armed Forces. Another potential explanation, 
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which also has explanatory power for the shaping of opinions, is that respondents are more 

likely to expect NATO, not the EU, to ensure and contribute to the defence of the country. 

The proportion of those, who theoretically consider Hungary's closer defence cooperation 

within the EU as important, cannot be neglected, but controversially, this support is not 

automatically matches the support for practical implementation and its consequences. The 

exploration of the reason for this ambivalence would require additional research. 
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ABSTRACT 

The gambling industry is huge in Ireland. The betting firm Paddy Power alone had an operating 

profit of €163.8million in 2014. The activity has become more popular and accessible in recent 

years due to its move online. In fact, anybody with a smartphone can gamble wherever they 

may be. While research within Ireland has been limited, there are some startling statistics related 

to gambling addiction in Ireland with roughly 7% of gamblers at risk of developing a gambling 

problem and approximately 30-35% of the gambling industry’s revenues coming from those 

who have gambling issues. According to the Institute of Public Health in Ireland, gambling 

addiction affects young people at 2-3 times the rate of adults. This research aims to investigate 

the extent of gambling and problem gambling in an amateur sporting organisation (Gaelic 

Athletic Association – GAA) in Ireland using the Health Belief Model. 

KEY WORDS 

Problem gambling; sporting organisations; social marketing; Health Belief Model 

1. INTRODUCTION 

Gambling is an activity which may be summarised as involving participation in games of 

chance for money (Fulton, 2015). Gambling is an activity that has a long history (Downs, 2010), 

and is a prominent feature of most cultures (McMillen, 1996). If viewed as a consumer product, 

gambling has one of the highest penetrations in populations where the product is legal. 

Gambling is also one of the most frequently purchased products among consumers (Mizerski, 

et al., 2004). Approximately 80% of the US, 68% of the British, 71% of Canadians and 80% of 

the Australian 18+ population gambled in the past year (Gambling Commission, 2007). 

With gambling available in varied venues, ranging from the internet to casinos, game 

machines in pubs, and scratch cards in shops, opportunities to gamble are many (Fulton, 2015). 

Gambling is rapidly emerging as an important global public health issue, with gambling 

products causing considerable health and social harms for individuals, their families, and the 

broader community (Thomas and Thomas, 2015). Estimates of the numbers of individuals for 

whom gambling becomes a problem vary. It is generally considered that while many may take 

part in gambling as a pastime, a relatively small cohort may find that participation in gambling 

leads to addiction (Fulton, 2015). 

Problem gambling can lead to complete social breakdown, with devastating financial 

losses, property losses, and alienation of family and friends (Fulton, 2015). Often problem 

gambling is a behaviour conducted in secret, becoming known to the gambler’s social network 

only when negative financial and social difficulties arise. With the addition of casino, mobile 

phone and Internet gambling to the more traditional forms of gambling (e.g., lotteries, scratch 

card tickets, horse and dog racing, bookmakers’ shops, etc.), gambling opportunities, both 

publicly and covertly, can be easily accessed (Fulton, 2015). 

The Rutland Treatment Centre in Ireland (www.rutlandcentre.ie) states that while 

research within Ireland has been limited, there are some startling statistics related to gambling 

addiction in Ireland: 

mailto:maurice.murphy@cit.ie
http://www.rutlandcentre.ie/
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• Roughly 7% of gamblers are at risk of developing a gambling problem (Freyne, 2015). 

• Roughly less than 1% of gamblers have a gambling addiction - however, approximately 

30-35% of the gambling industry’s revenues comes from those who have gambling 

issues (Freyne, 2015). 

• Gambling is moving online, making it harder to track the behavioural activity of a loved 

one. In 2008, there were 1,365 betting shops in Ireland, which reduced to 948 in 2015. 

Paddy Power says that 77% of its profits comes from the online side of the industry 

(www.rutlandcentre.ie)  

• According to the Institute of Public Health in Ireland, gambling addiction affects young 

people at 2-3 times the rate of adults (Institute of Public Health, 2010). 

• Over €5bn each year is gambled in Ireland - that's €10,000 every minute 

(www.rutlandcentre.ie). 

Researchers argue that the harms associated with gambling are on a par with the harms 

associated with major depressive disorder, and substance use and dependence (Browne et al., 

2016), and have spoken about numerous links between harmful gambling and a range of health 

and social issues (Williams et al., 2012; Suomi et al., 2013). While it is difficult to determine 

causal direction, research has demonstrated that problem gamblers experience significant 

comorbidities relating to other mental health problems (Cook et al., 2015) and dependence on 

other substances (Cowlishaw et al., 2014). Debates around the legalisation and regulation of 

gambling typically include consideration of the propensity for harm (Reith, 2011).  

Research suggests that increased availability and accessibility to gambling opportunities 

is related to increased levels of problems, although the impact is moderated by other factors 

(Reith, 2012). Technological advances, wide usage of new devices, and innovation led by the 

gambling industry has led to a plethora of new internet gambling products available constantly 

via mobile and other non-computer devices. This has led to the situation where regulators 

attempt to devise policies that take into account forms of gambling that may not yet be 

developed (Orford, 2005). 

Much of the research in the gambling field has considered gamblers as a homogeneous 

population or has studied a single gambling activity in isolation (Gainsbury et al., 2015). These 

studies fail to reflect the heterogeneous nature of gambling and to account for subtypes of 

gamblers based on how they engage with gambling in various ways (Nower et al., 2013). 

Research also shows that some population subgroups, including older adults, young men and 

children, are more vulnerable to developing harm with a range of different gambling products 

(Pitt et al., 2016). 

International research studies have suggested that single men under the age of thirty‐five 

are at greatest risk of problem gambling (Analytical Services Unit DSD, 2010; Wardle et al., 

2011). It has been estimated that between 28,000 and 40,000 people in Ireland suffer from a 

gambling disorder (The Irish Institute of Public Health, 2010) and that adolescent gambling is 

two to three times greater than for adults, in particular as a consequence of online gambling 

(The Irish Institute of Public Health, 2010). The UK Prevalence Studies (Wardle et al., 2011) 

and Forrest and McHale (2012) have reported that adolescent gambling is up to two to four 

times greater than for adults. 

Research also shows that some population subgroups, including older adults, young men, 

and children, are more vulnerable to developing harm with a range of different gambling 

products (Kerber et al., 2008). Problem gambling can lead to complete social breakdown, with 

devastating financial losses, property losses, and alienation of family and friends. Often 

problem gambling is a behaviour conducted in secret, becoming known to the gambler’s social 

network only when negative financial and social difficulties arise. With the addition of casino, 

mobile phone and Internet gambling to the more traditional forms of gambling (e.g., lotteries, 

http://www.rutlandcentre.ie/
http://www.rutlandcentre.ie/
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scratch card tickets, horse and dog racing, bookmakers’ shops, etc.), gambling opportunities, 

both publicly and covertly, can be easily accessed (Fulton, 2015). 

2. GAMBLING AND SPORTS PEOPLE 

Gambling and problem gambling, a condition associated with financial consequences and 

severe mental health complications (Ronzitti et al., 2018), may intuitively have an association 

with a typical competitive mind-set that is fostered and seen as a normal and desirable part of 

sports. This potential link between sports and gambling has frequently been reported in the 

popular media detailing sports stars and their addictive gambling, such as the Swedish multiple 

Olympic and world champion medallist in table tennis, Jan-Owe Waldner (Moldovan, 2011). 

Altogether, several factors suggest that the context of competitive sports may be a potential risk 

factor for problem gambling.  

More recently, there has been an increasing involvement of gambling marketing in sports 

(Lopez-Gonzalez and Griffiths, 2018); gambling operators have been reported to represent 

some of the most common sponsorships in national and club level sports (Maher et al., 2006), 

and this includes the involvement of well-known athletes in gambling-related marketing. Also, 

the age span of elite level athletes (i.e., the years they compete at national or international level) 

typically corresponds well to the age where problem gambling has been found to be the most 

pronounced (Allen and Hopkins, 2015), and personality traits of competitiveness have been 

suggested to be a risk factor of problem gambling (Harris et al., 2015). 

However, despite this potential link between sports and gambling, studies in the area have 

been few. Stillman and co-workers reported that problem gambling may be more prevalent in 

athletes than in the general population (Stillman et al., 2016), and higher in male athletes than 

in their female counterparts (Huang et al., 2010). Grall-Bronnec and colleagues reported 8.2% 

of lifetime prevalence of problem gambling in European professional athletes in a number of 

team sports (Grall-Bronnec et al., 2016), and this can be compared to the prevalence of problem 

gambling in the general population, reported to be between 0.7 and 6.5% world-wide, although 

definitions and instruments have varied across studies (Calado and Griffiths, 2016). However, 

no research has studied whether problem gambling differs between team sports and individual 

sports, a relevant research question based on the large involvement of gambling marketing in 

particularly team sports (Maher et al., 2006). 

3. AMATEUR SPORT IN IRELAND 

The Gaelic Athletic Association (GAA) is an Irish international amateur sporting and cultural 

organisation, focused primarily on promoting indigenous Gaelic games and pastimes, which 

include the traditional Irish sports of hurling, camogie, Gaelic football, Gaelic handball and 

rounders. The Gaelic Players Association represents the interests of all GAA players. According 

to the Gaelic Players Association (GPA) of the GAA, Irish people are estimated to gamble over 

€5 billion per year; that’s €14 million per day or €10,000 per minute (GPA, 2018). In 2017, 

gambling addiction made up 33% of the cases that presented to the GPA counselling service 

for treatment (GPA, 2018).  

The new code of conduct on gambling enacted by the GAA in 2018 has been funded by 

the European Commission and developed in partnership with EU Athletes (of which the GPA 

is a member), the European Gaming and Betting Association, the Remote Gambling 

Association and the European Sports Security Association. It compliments any rules provided 

by national laws, international conventions and sport regulations, both national and 

international. The new code of conduct is designed and tailored to give specific advice for GAA 

county players. 

https://www.sciencedirect.com/topics/medicine-and-dentistry/problem-gambling
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0225
https://www.sciencedirect.com/topics/psychology/mindset
https://www.sciencedirect.com/topics/psychology/table-tennis
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0190
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0155
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0160
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb8005
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0110
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0245
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0115
https://www.sciencedirect.com/topics/medicine-and-dentistry/lifespan
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0085
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0035
https://www.sciencedirect.com/science/article/pii/S235285321830107X#bb0160
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4. RESEARCH QUESTION AND RESEARCH OBJECTIVES 

The research question for this research is: 

• Is there a problem with gambling in GAA amateur sports in Ireland? 

• The research objectives are: 

• Are amateur sports people more prone to problem gambling? 

• Why are amateur sports people more prone to problem gambling? 

• What can be done to prevent amateur sports people becoming problem gamblers? 

The aim is to conduct this research using 8 focus groups and 10 semi-structured 

interviews with GAA players in Cork Institute of Technology, Cork, Ireland as well as 

conducting semi-structured interviews with leading members of the GAA, GPA and addiction 

counsellors to ascertain the extent of problem gambling among young players in this sporting 

organisation and what can be done to tackle this issue.  

5. METHODOLOGY 

A model derived from the fields of health psychology and health education that adds to the 

understanding of the motivation to quit or cut-back is that of the Health Belief Model (HBM). 

This model suggests six factors that influence the probability that a person with an addictive 

disorder will quit of cut back (Becker, 1974). There are six beliefs central to this theory. This 

research will test the Health Belief Model that attempts to explain the conditions that are 

necessary for behaviour change to occur. The model states that an individual will take action to 

prevent, screen for, or control a disease or condition based on the following factors: 

• Perceived susceptibility – the individual must believe that he or she is susceptible to the 

condition. 

• Perceived severity – the individual must believe that getting the disease or condition 

leads to severe consequences. 

• Perceived benefits – the individual must believe that engaging in the preventive 

behaviour will reduce the threat or provide other positive consequences. 

• Perceived barriers – the individual must believe that the tangible or psychological costs 

of performing the behaviour are of less magnitude than its benefits. 

• Cues to action – the individual must encounter something that triggers readiness to 

perform the behaviour. 

• Self-efficacy – the individual must believe he or she can take action. 

(Strecher and Rosenstock, 1997, pp 41-59) 

Perceived susceptibility may be understood as a person’s subjective understanding of their 

vulnerability to engaging in a health destructive behaviour, and to the consequences of engaging 

in that behaviour (Stroebe and Stroebe, 1996). In the context of the current study, this would be 

an individual’s beliefs about their ability to become a problem gambler. Those who believe that 

they have a high level of control over their betting behaviour will not see themselves as 

susceptible to the consequences of problematic gambling. However, those who recognise that 

they have impaired control over how much they gamble will see themselves as more susceptible 

to engaging in excessive gambling according to this model. They will also associate negative 

life consequences associated with this health destructive behaviour. Following from the HBM’s 

predictions, this perception will influence the level of motivation to resolve their problematic 

behaviour.  

The second factor which influences motivation to change is perceived severity. This factor 

may be understood as the subjective understanding of the seriousness of the consequences of 
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engaging in a health destructive behaviour (Armitage and Conner, 2000). Therefore, in the 

context of this study, when an individual believes that continuing to gamble will make them 

highly likely to experience serious negative consequences, such as loss of one’s job, they will 

be more likely to become more motivated to resolve their gambling problem.  

Health-related behaviours are also influenced by the perceived benefits of taking action 

(Glanz, et al., 2008). Perceived benefits refer to an individual's assessment of the value or 

efficacy of engaging in a health-promoting behaviour to decrease risk of disease (Janz and 

Becker, 1984). If an individual believes that a particular action will reduce susceptibility to a 

health problem or decrease its seriousness (in this case, problem gambling), then he or she is 

likely to engage in that behaviour regardless of objective facts regarding the effectiveness of 

the action (Rosenstock, 1984). For example, individuals who believe that disengaging from 

problem gambling will result in benefits (financial and otherwise) are more than likely to stop 

gambling.   

Health-related behaviours are also a function of perceived barriers to taking action (Glanz, 

et al., 2008). Perceived barriers refer to an individual's assessment of the obstacles to behaviour 

change (Janz and Becker, 1984). Even if an individual perceives a health condition as 

threatening and believes that a particular action will effectively reduce the threat, barriers may 

prevent engagement in the health-promoting behaviour. In other words, the perceived benefits 

must outweigh the perceived barriers for behaviour change to occur (Glanz, et al., 2008; Janz 

and Becker, 1984). Perceived barriers to taking action include the perceived inconvenience, 

expense, danger (e.g., side effects of a medical procedure) and discomfort (e.g., pain, emotional 

upset) involved in engaging in the new behaviour (Rosenstock, 1974). For instance, lack of 

access to addiction services and the issue of the addiction itself may act as barriers to changing 

problem gambling behaviour. 

The health belief model argues that a cue, trigger or stimulus, is necessary for prompting 

engagement in health-promoting behaviours (Rosenstock, 1974). Cues to action can be internal 

or external (Janz and Becker, 1984). Physiological cues (e.g., pain, symptoms) are an example 

of internal cues to action (Glanz et al., 2008). External cues include events or information from 

close others (Janz and Becker, 1984), the media (Carpenter, 2010), or health care providers 

(Janz and Becker, 1984) promoting engagement in health-related behaviours. Examples of cues 

to action include a reminder postcard from a dentist, the illness of a friend or family member, 

and product health warning labels. The intensity of cues needed to prompt action varies between 

individuals by perceived susceptibility, seriousness, benefits, and barriers (Rosenstock, 1974). 

For example, individuals who believe they are at high risk for a serious illness and who have 

an established relationship with a primary care doctor may be easily persuaded to get screened 

for the illness after seeing a public service announcement, whereas individuals who believe they 

are at low risk for the same illness and also do not have reliable access to health care may 

require more intense external cues in order to get screened.  

Self-efficacy was added to the four components of the health belief model (i.e., perceived 

susceptibility, severity, benefits, and barriers) in 1988 (Glanz et al., 2008). Self-efficacy refers 

to an individual's perception of his or her competence to successfully perform a new behaviour 

(Glanz et al., 2008). Self-efficacy was added to the health belief model in an attempt to better 

explain individual differences in health behaviours (Rosenstock et al., 1988). The model was 

originally developed in order to explain engagement in one-time health-related behaviours such 

as being screened for cancer or receiving an immunization (Rosenstock et al., 1988). 

Eventually, the health belief model was applied to more substantial, long-term behaviour 

change such as diet modification, exercise, and smoking (Rosenstock et al., 1988). Developers 

of the model recognized that confidence in one's ability to effect change in outcomes (i.e., self-

efficacy) was a key component of health behaviour change (Glanz et al., 2008). 

https://en.wikipedia.org/wiki/Self-efficacy
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The aim is to conduct this research using focus groups and semi-structured interviews 

with GAA players in Cork Institute of Technology, Cork, Ireland as well as conducting semi-

structured interviews with leading members of the GAA, GPA and addiction counsellors to 

ascertain the extent of problem gambling among young players in this sporting organisation 

and what can be done to tackle this issue.  
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ABSTRACT 

The food consumption habits have changed during recent years. The cause of this phenomenon 

is that the households’ income level has increased, as well as the level of food prices, in general. 

According to last years’ experiences the food products’ price index was lower or equal to the 

consumer price index. Due to these factors, the food consumption has increased. Food 

consumption is generally influenced by two parameters: one of them is the income, the other is 

the changes in consumer prices. Since 2013 the Hungarian economy has been expanding: the 

employment-to-population ratio has become better: the level of unemployment has decreased, 

while the level of income has increased. According to the Central Statistical Office’s analysis 

(2017), the living costs are still decreasing. As a side effect of these circumstances, the food 

consumption’s volume has increased. The goal of this article is to describe the way in which 

food consumption has changed in Hungary. According to the results, despite the positive 

tendencies, the ratio of the most valuable basic food (like meat products and dairy products) 

consumption, as well as the overall volume of consumption, still has not reached the food 

consumption quality in the times of the End of the Communism. During that era, the food 

consumption was healthier. Nowadays, the situation of food consumption habits is causing 

social problems, primarily in health conditions and the health care system.  The authors’ point 

is that raising awareness would help to turn the food consumption volume and quality in the 

right directions. With the help of an integrated marketing communication campaign, through 

ambassadors and influencers, the message of how food consumption influences civilization 

diseases and the mortality rates could be communicated. The application of co-creation 

practices could support the campaign’s efficiency by finding the right content for the campaign. 

Representatives of various segments could orientate marketing experts on how to articulate the 

right message. 

KEY WORDS 

consumer behavior, food consumption, trends, co-creation 

1. INTRODUCTION 

The national economies of the developed countries have radically changed since the second 

half of the 20th century. After WW II, the food industry’s main goal was to supply the hungry 

population (Szakály, 2001). This strategy was mainstream for 10-20 years, but in-between early 

researches were conducted on the correlation between nutrition and health. The next era dates 

back to the 70s and to the 80s when the companies in the food production started to completely 

renew their product portfolios, as they noticed the changes in consumer behavior. This strategy 

dominated until the middle of the nineties and resulted in an overall expansion of the product 

mailto:huszkap@sze.hu
mailto:platz@sze.hu
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range. Parallel with this phenomenon in the food industry other influencing factors have also 

changed during the years: the relationship between supply and demand, the prices, the incomes, 

so as consumer preferences. During the last decade of the 20th century and in the first decade 

of the 21st-century scientific researches focused on the food topic. 

The experiences of the developed countries confirmed that the only market strategy that 

can be fruitful is the one that can handle the product development, the price strategies and the 

consumer needs, meaning, that the market strategy flexibly responds to the globalizing local 

markets. 

The consequence is the following: the marketing strategies need to be aware of the status 

quo and the processes on the local food market. 

The national food consumption’s indicator is the quantity of bought and consumed food 

products. There are various methodologies to carry out this measurement. One of them is the 

household-statistics: the amount of households’ food product consumption is registered. 

Another methodology is based on the comparison of the food balance sheets: the households’ 

quantitative consumption can be derived (Huszka, 2006). 

Food consumption is mostly influenced by the income level and the food price index. A 

general trend is that the price index of food products is lower than or equal to the price index 

of the consumer price index. This constellation results in the growth of food consumption. It 

must be admitted that the increase in the food prices was different in the case of various food 

products; like some food products’ price increase (for example meat, leg of pork) is 15-20% 

less than the average price increase in the food industry. In contrast, the price increase of food 

products, like bread, cottage cheese, milk, was far higher than the average (Central Statistical 

Office, 2019). 

The characteristic of the consumption is dependent on the income situation. The higher 

is a household’s income, the more is a household’s discretionary income. In 2016, the 

households from the highest income segment spent 3,6 times more for their individual 

consumption than the households from the lowest income segment. The poorest households’ 

spending was less than half (47,8%) of the national average, while the richest households’ 

spending was 1,7 more than the national average (Central Statistical Office, 2017; Lehota, 

2017). 

The income influences the spending on food products in terms of macroeconomic 

facilities: the proportion of consumption – saving has an effect of food purchases, and the GDP 

per capita influences the variety of food product purchases. 

As it was stated before, the food consumption is influenced by the income level and the 

food price index. The Hungarian nation economy has been growing since 2013. The GDP’s 

annual growth was 2,2% in 2016 (Central Statistical Office, 2017) compared to 4,9% in 2018. 

Parallel with the GDP’s annual growth the employment rate has also grown, while the 

unemployment rate has decreased. The proportion of the cost of living (for example expenses 

on food, living, transportation) is decreasing. The proportion of the cost of living was 56,7% of 

the overall expenses in 2017. This represents 3,7% less than the proportion of the cost of living 

in 2012; which is a negative peak with its 60,4% (Central Statistical Office, 2017). 

There is a growing consumer segment, called LOHAS on the market. They are 

characteristic for their high level of consciousness. According to Szakály and his research 

group’s findings (2015) they care for the environment. Sustainability represents a primary value 

for them. The LOHAS consumer has a holistic view: s/he wants to be whole and healthy and 

take only those products or services which support the health conditions of their bodies, minds 

and souls. However, as individuals they are truly goal-oriented, as a consumer segment, they 

can not organize themselves very well: they need assistance to get reliable market information 

about what is really healthy or environment friendly. Kovács and her research fellows (2015) 

also found pretty much examples that brands’ CSR can be very weak. The authors reckon that 
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the LOHAS segment’s value is almost greater in social sense than in a short-term profit 

maximizing sense. As public information is not the companies’ main interest the authors believe 

that the LOHAS segment needs mediators, like non-profit organizations who support them by 

delivering realistic information about a brand’s healthiness or environment-friendliness. In the 

upcoming chapters the authors share such realistic information related to a special field, which 

can be interesting orientation for the LOHAS consumers. The authors trust that in case of an 

exact delivery, the communication of the following content would form the attitude of LOHAS 

consumers towards the meat and dairy product category. 

2. METHODOLOGY 

In the literature review part, the article gave an overview of food consumption habits and 

indicators from the economists’ perspective. This publication aims to describe how the 

indicators of the food consumption have changed in Hungary in the last years.  

The authors work with the food consumption quantity per capita, which is a derived 

indicator from the comparison of the food balance sheets. Besides national and international 

sources, this description was mostly supported by the official data of the Central Statistical 

Office. The authors calculated a base index. 

3. FOOD CONSUMPTION TRENDS IN HUNGARY SINCE THE END OF THE 

COMMUNISM 

As the data from the Central Statistical Office’s database shows (see Table 1a below) the food 

consumption was 517,7 kg in 1989 (which is the last year of Communism in Hungary), which 

means 14.637 KJ/nutrient content a day). In 1995 it was only 419,8 kg, which takes daily 12.350 

KJ. These values were 465,7 kg and 13.719 KJ a day in 2005. According to the Statistical 

Handbook, in 2007, a slight decrease can be still experienced nowadays. It is demonstrated in 

Table 1a below.  

Table 1a. Examples of basic food and nutrient consumption per capita in Hungary (kg 

per capita) 

  

Meat, meat 

products, 

and fish 

Milk and 

dairy 

products 

Fats 

Flour 

and 

rice 

Sugar Potato 
Sum. 

(kg) 

Nutritient 

kJ/day 

1989 81,0 189,6 39,2 112,2 40,5 55,2 517,7 14 637 

1990 75,8 169,9 38,6 110,4 38,2 61,0 493,9 14 164 

1991 74,1 167,4 37,0 102,6 35,0 55,3 471,4 13 420 

1992 75,2 159,1 37,5 105,6 39,5 56,0 472,9 13 741 

1993 70,5 144,2 36,8 97,4 35,8 59,3 444,0 13 002 

1994 69,0 140,0 38,1 91,3 34,2 58,2 430,8 12 669 

1995 65,2 132,1 36,7 88,2 37,3 60,3 419,8 12 350 

1996 61,9 136,4 35,7 84,6 39,8 66,2 424,6 12 164 

1997 60,8 156,4 36,1 88,1 39,4 65,3 446,1 12 438 

1998 63,7 149,6 36,2 84,1 41,3 67,4 442,3 12 410 

1999 63,3 151,7 34,2 90,4 37,7 68,0 445,3 12 553 

2000 73,2 160,6 39,0 94,1 33,2 64,0 464,1 13 270 

2001 70,4 144,2 37,4 95,3 32,9 68,2 448,4 12 943 

2002 75,4 143,1 39,0 87,8 32,6 65,3 443,2 12 859 

2005 67,1 166,8 36,5 97,3 31,2 66,8 465,7 13 719 

2008 65,3 138,3 39,2 88,3 32,8 64,5 435,0 13 372 
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Source: Statistical Handbook 2007 (Central Statistical Office, 2008) / 1.3. basic food and 

nutrient consumption per capita (in Hungary) 

In our case, the open source databases of the Central Statistical Office are involved in the 

research; it can be observed that, in 2007, almost every category suffered a relapse. This 

phenomenon continued in 2008 as well. The previously mentioned databases also show that the 

cereal, meat and milk consumption in 2006 was 90 kg, 57.9 kg and 56.9 in total respectively, 

while in 2008 these quantities were 88 kg, 57.3 kg and 56.9. A surprising experience – as Table 

1a shows as well – is, that the milk and dairy product consumption per capita decreased by 

27%; a relapse can be seen in the case of meat products, by 20%, compared to the year of the 

End of the Communism. It should be considered that these food products are such basic food 

product categories, which are serving the national nutrition day by day – influencing the health 

conditions of the whole nation. 

This decrease happened at the time, that the income levels were very low, 4.8% lower 

compared to the previous year.  

In 2007 the Hungarian food industry’s situation shared the European trend: a negative 

spiral. However, in some countries (Russia, China, India) the demand for food products had 

grown and, at the same time, the increasing demand for eco-fuel changed the interests in the 

agriculture: the price of the agricultural products had grown, as well as the energy prices. 

Unfortunately, another factor prevailed: the weather was disadvantageous for the production, 

with floods, frosts, and drought all over the continent. In 2007, the food production decreased 

by 4.7%, the sales on a national level decreased by 5.6%, the food export poorly increased by 

2.5% (Huszka-Polerecki, 2008; Central Statistical Office, 2008). This tendency continued in 

2008. Since the fall season of 2008 a global financial crisis appeared, its effects of the real 

economy could be felt very strongly: both the national and international demand slightly toned 

down, sales problems appeared and influenced the production, the consumption decreased, the 

investments almost stopped, while the unemployment rate raised and the inflation slowed down. 

The data supports the disadvantageous tendency: as a consequence of this wide-ranged 

crisis less basic food was consumed in 2008 than in 1989. Furthermore, the increase of potato 

consumption indicates that the food consumption quality between 1997 and 2005 was healthier. 

The next years’ (2009-2010) national food consumption - and the national/international 

economy – was driven by the regression. There was a major turning point in 2010 in the national 

and international economy: the regression seemed to stop, although the consequences could still 

be felt, as the data of the Central Statistical Office suggests. Figure 1 illustrates that the 

Hungarian national economy had grown between 2010 and 2016, except 2010-2012, when it 

stagnated. In this time period, the national consumption grew from 772.5 thousand HUF up to 

1 million 22 thousand HUF. This means an expansion of 1.3 times, 18.4% increase in real terms 

(Central Statistical Office, 2017). 

As it was mentioned before, the end of the financial crisis – which was characteristic for 

the indebted households – made the consumption decrease or stagnate until 2012. Afterward, 

the economic circumstances got better: the labor market had dynamically developed and the 

inflation slowed down. As an output, the consumers’ trust returned and mirrored in a growing 

consumption (Central Statistical Office, 2017). The overall outcome of this era was that 

between 2013 and 2016, the national consumption had grown in real terms approximately by 

7%, in terms of non-financial indicators as well. (This latter will be illustrated in Table 1b.) 
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Figure 1. Income tendencies in Hungary 2010-2016 

Source: https://www.ksh.hu/docs/hun/xftp/idoszaki/hazteletszinv/hazteletszinv16.pdf 

Downloaded: 28/03/2019 

The tendency had to continue besides stagnating consumer prices in 2016. In this year, 

the private expenditures per capita took 1 million 22 thousand HUF. This means 4.4% in the 

price category and 4.0% expansion, calculated in real terms, compared to the previous year. 

Another indicator of life quality is the costs’ structure. The cost structure can be seen in Figure 

2, below. The ratio of the expenditure on basic needs – like food and living costs – defines the 

amount of possible expenditure on alternative goods (Central Statistical Office, 2017). The 

higher life quality a household has, the less have to be spent on food and living costs. The better 

developed a national economy is, the less have to be spent on basic needs. In the developing 

countries, the ratio of expenditure on food is relatively high: for example, it is 47.7% in Pakistan 

and 42.7% in Egypt. In contrast, this ratio in the richer countries takes far less than half of the 

whole expenditure. It is 6.6% in the USA and 10.9% in Germany (Lehota, 2017). In Hungary, 

the ratio of food costs (covering food products and alcohol-free drinks) was 26.8% in the first 

half of 2017, while in 2016 it was 24.1% (Central Statistical Office, 2017). The latest trend of 

the food industry can be experienced on the Hungarian market as well: the demand for food 

products is saturating, from the poorer segments towards the richer ones. 

The increasing incomes modify the households’ cost structures, but it does not mean that 

less amount of food is purchased. It refers to the opposite: the consumer increases their 

consumption on a quantity basis until this consumption level saturates, then they improve their 

consumption on a quality basis. The law of Engel forecasts a stagnating phase in this process, 

in which the incomes rise, but the expenditure on food products stays on the same level due to 

the quality improvement. 
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Figure 2. The households' expenditure structure per capita in % in 2010 and in 2017 

Source: https://www.ksh.hu/docs/hun/xftp/idoszaki/hazteletszinv/hazteletszinv16.pdf 

Downloaded: 28/03/2019 

A long term tendency is that eating out possibilities have become more popular, like 

having food at the workplace, in a restaurant, food delivery. In the case of some food products, 

the amount of consumption in the household decreases, which refers to a quality change in the 

food consumption structure. 7.5 kg less bread was consumed between 2010 and 2016. In the 

same time period, 4.7 kg more crescent roll, Vienna bread, and pastry was purchased. This 

phenomenon can refer to the increase of the incomes, as these product’s price per kilogram is 

more than the bread’s price per kilogram (Central Statistical Office, 2017). 

Back to Table 1a, and Table 1b, the data supports the advantageous economic processes 

after 2010. Comparing the two tables, two main consequences can be drawn. The first one is 

advantageous, as the consumption of the described food products has grown. In the case of 

meat, meat products, fish, milk and dairy products the consumption has increased almost 

continuously in the past 5 years. In 2016 the consumed amount was even more than before the 

financial crisis in 2008. We consume almost 7, respectively 30 kg more. This means 10, 

respectively 20% improvement. 

Another advantageous fact is that the proportion of fish consumption is rising in the meat 

product category. In the last 3 decades, the fish consumption increased by 3 kg, which remains 

less than the recommended consumption. However, since 2014 the amount of fish consumption 

exceeded 5 kg. In 2016, 5.7 kg of fish was purchased, so the fish consumption almost doubled. 

Advantageous as well, that the potato, flour and sugar consumption decreased by the end of the 

analyzed period. 
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Table 1b. Examples of basic food and nutrient consumption per capita in Hungary (kg 

per capita) 

  

Meat, meat 

products, and 

fish 

Milk and 

dairy 

products 

Fats 

Flour 

and 

rice 

Sugar Potato 
Sum. 

(kg) 

Nutritient 

kJ/day 

1989 81,0 189,6 39,2 112,2 40,5 55,2 517,7 14 637 

2008 65,3 138,3 39,2 88,3 32,8 64,5 435,0 13 372 

2010 60,2 156,8 34,6 88,2 28,7 60,5 429 12 750 

2011 59,4 152,3 34,4 84,7 28,1 63,5 422,4 12 429 

2012 59,9 156,2 33,6 85,0 27,8 62,3 424,8 12 289 

2013 59,2 147,5 33,1 85,0 28,5 58,6 411,9 12 233 

2014 64,0 156,7 34,8 84,2 29,0 63,0 431,7 12 639 

2015 69,7 165,6 36,3 83,8 30,2 60,6 446,2 13 096 

2016 72,1 169,0 37,3 88,4 30,8 59,4 457 13 513 

Source: authors' edition. Based on Statistical Handbook 2007 (Central Statistical Office 

2008,2017) https://www.ksh.hu/docs/hun/xstadat/xstadat_eves/i_qpt011b.html Downloaded: 

28/03/2019 

This article excludes the analysis of fruit and vegetable consumption, as this food product 

category has such a strong correlation with the health conditions, that it should have an 

individual analysis. The authors would like to refer to the issue that the Hungarians do not 

consume enough quantity from fruit and vegetables. However, this phenomenon seems to be 

constant as the fruit and vegetable consumption was at its minimal in the middle of the 90s as 

it was in 1989. It is no surprise that the proportion of fruit and vegetable consumption is 

nowadays still low, in fact, lower than it should be. The fruit and vegetable consumption defines 

the primary vitamin input. The nutrition pyramid gives an orientation on the desired quantity 

and variety of fruit and vegetable consumption to support a healthy diet. 

Another disadvantageous consequence is that the most valuable basic food products’ 

consumption (meat products, milk, and dairy) lags behind the 90s. Meat products, milk, and 

dairy are considered valuable as they represent primary protein and vitamin sources. Compared 

to 1989, the consumed amount of meat and meat products including fish is 9 kg less, regarding 

milk and milk products is 20 kg less. These data is very disadvantageous because they show 

that the recommendations related to health and a healthy diet might not reach the consumers in 

the Hungarian national economy! This raises the questions, what is the worth of the nonprofit 

commercials and the communication campaigns at schools if they fail to deliver the message?  

Of course, the food consumption portfolio is different in households from various social 

groups, as it is shown by the Central Statistical Office (2017). The strongest correlation is 

between the income level and the consumption – in accordance with the law of Engel; the higher 

is a household’s income, the more can be spent on food products. The poorest social group 

spent 148.0 thousand HUF in 2016, while the richest group’s spending per capita was 355.1 

thousand HUF on an annual basis. 

4. HEALTH CONDITIONS 

Data from the previous chapters, the general eating habits in Hungary, and the fact that one 

third-of the Hungarian population has to plan their expenses can make life expectancy worse.  

The health condition of the Hungarian population is worse than it should be, estimated on 

the national economy’s development level. Healthy lifestyle and health care is not only the 

individual’s responsibility but a social interest as well, as the experience and the knowledge, 

what an individual possesses represents value for the whole society.  The “early illnesses, the 
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incapacity for work and the death” deprive society of the advantages of those values. Ercsey 

(2013) emphasizes in her research that due to the decreasing living standards the Hungarian 

consumers cut their expenditure on culture, at first. This could appear in the negative evaluation 

of the subjective living standards. 

The world is changing. Both society and consumers should follow these changes. This 

conformity is sometimes uncomfortable, because it requires a change in our habits, especially 

in our shopping habits.  

Unfortunately, Hungary is constantly, year after year, one of the last countries in the EU-

28-member ranking. There is a gap in the outcome of the real and the subjective health 

conditions’ evaluation, as it is influenced by the individual’s socio-demographic, social, 

economic and cultural situation. Data from the Central Statistical Office (2002) and Szakály 

(2011) suggest that female respondents have a more negative review of their health conditions 

than men. In the EU28 ranking, Hungary came 24th in the life expectancy with 74.4 years. (See 

Table 2) 

Table 2. EU28 rankings based on various health indicators 

Source: Soós, 2014, based on WHO 

The ischemic heart diseases’ mortality rate is higher only in Slovakia, Lithuania and, 

Latvia than in Hungary. The proportion in terms of obesity is more or less the same: only 

Croatia, Poland, Greece and the UK has more overweight inhabitants (Soós, 2014). 

In Hungary, the life expectancy at birth (65.3 years for men, 75.7 years for women in 

2013) and the mortality rate (13%) could be improved, particularly because the proportion of 

the inhabitants over 60 year reaches 22% among the whole population (Central Statistical 

Office, 2015). WHO besides the life expectancy at birth calculates the healthy life expectancy 

(HALE). In Hungary, inhabitants can expect 64.9 HALE years plus 7.7 “sick” years, in the 

meantime, in Japan, the HALE is 75 years, plus 6.9 sick years (Szakály, 2011). 

The EU average is 83.6 years in the case of women, while men’s life expectancy at birth 

was estimated in 78.2 years in 2016. Observing the EU data there is a difference between west 
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and east, in addition, between north and south as well. The latest data suggests that in Hungary 

the life expectancy at birth was 79 years in the case of women, and 72.4 years in the case of 

men in 2017. The conclusion is that there is still a difference between Hungary and the western 

EU members in terms of life expectancy at birth, but, it is remarkable that this gap has decreased 

in the last years. Another positive tendency is that male life expectancy harshly grew compared 

to the female life expectancy (Central Statistical Office, 2018).  

The Hungarians can expect around 66.8 healthy years. In the case of men, this number is 

64,1; while for women HALE is 69.5 years. The values are worse in the eastern neighbor 

countries, such as Romania and Ukraine, while in Austria these values are better, where HALE 

is 72.4. WHO claims that HALE values are growing overall in the world (Central Statistical 

Office, 2019). 

 The conclusion is that the population’s health condition and the life expectancy at birth 

are both improving. The authors reckon that among the Hungarian population, awareness 

should be raised in relation to the correlation between food consumption – consumerism – 

health, and life expectancy. 

5. SUMMARY 

The consumers’ individual health issues form a social problem. Creating social awareness 

would help to minimize this problem. The traditional ATL and BTL marketing communication 

channels are not effective regarding this topic. The health-related message delivery would be 

more authentic through networking, in a form of value co-creation.  Direct communication is 

more authentic and less aggressive than other media channels – but it still requires involvement 

and exchanges of ideas. Dialog between conscious consumers and not health conscious society 

members, or teenagers, whose consumer identity is not fully developed yet, would be fruitful. 

It would open a platform for both sides: information about the demand on the missing 

information could be gained, and in the other hand, the strength of a personal influence could 

be used – for good purposes. 
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ABSTRACT 

In this paper we would like to present the operations of the annual three-day long summer 

outdoor event called Győrkőc Festival (Győrkőc Fesztivál) designed and organised by 

Vaskakas Puppet Theatre (Vaskakas Bábszínház) of Győr, Hungary in 2008 and to summarise 

the main features and views of the visitors. For this purpose, besides the content analysis of the 

reports, press materials, brochures from the previous years it was necessary to synthetize other 

opinions and reviews published, and the results of the data collected among the visitors at the 

festival. Through this process we would like to demonstrate a methodology of how one can 

gather information on visitors of an entry free event held in an open and public space. 

KEYWORDS 

festival marketing, quantitative research, measuring number of visitors,   

1. INTRODUCTION 

Large-scale events (festivals, meetings, fairs) have become important players in the cultural 

industry in recent decades, especially festivals emerged as major drivers of cultural tourism 

(Getz 2008) and became solid building blocks of the national and local economies as a 

multifaceted phenomenon (Mair 2019, Zátori 2017). These cultural events are extremely 

heterogeneous either in goals, size and the organizer’s background. In addition to spending 

leisure time and cultural consumption, these events can also serve as tools for local community 

(Biaett 2017, Black 2016) and urban or rural development (Moscardo 2007), and image 

building in a settlement or region (Gombos 2016). Besides events, festivals, fairs, meetings 

organized on a market basis, we can meet a significant number of events organized by local 

governments and institutions using public funds. While there are useful indicators how one can 

measure the success of market-based events (Long & Robinson 2004) the evaluation of non-

profit oriented events are more problematic regarding how success and impact of an event can 

be measured and benchmarked (Gouthro & Fox 2019 , Kundi 2012,  Mair & Withford 2013,). 

In this paper below we would like to present the operations of the annual three-day long 

summer outdoor event called Győrkőc Festival (Győrkőc Fesztivál) designed and organised by 

Vaskakas Puppet Theatre (Vaskakas Bábszínház) of Győr, Hungary in 2008. While trying to 

methodologically attempt to estimate the visitor’s background as effectively as possible we also 

summarised the views of the visitors and the residents of Győr concerning the festival. At the 

same time, we were able to provide a good basis for estimating the primary and spill-over 

economic effects of the festival we investigated in the next phase of the research. 
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2. BRIEF OVERVIEW OF THE HUNGARIAN FESTIVAL MARKET  

The Hungarian festival market is booming, in order to get a better picture of it’s characteristics 

one should use the databases of the Hungarian Festival Association (314 registered Hungarian 

festivals) or the results of earlier individual national surveys on cultural consumption and free 

time activities. It has to be emphasized that festivals touch and move a wide range of people: 

Hunyadi (2004) found that in 2003 4.5 million Hungarians aged between 14-70 participated or 

visited a major event or a festival in Hungary. It can be stated that festival attendance can be 

identified as a trend. According to Antalóczy et al. (2009, 312), research on trends and 

characteristics of Hungarian cultural consumption “festivals, village days, cultural activities are 

embedded in the everyday life of local communities”. 

However, this trend cannot be identified by attending large, internationally known 

domestic festivals as Hunyadi (2004) points out, half of the visitor preferences are related to 

smaller local festivals. The popularity of festival attendance (both internationally and 

domestically) has increased in recent years, and this can be attributed to both supply and 

demand-side factors: between January 2007 and March 2010, 65.1% of the Hungarian 

population attended at least one domestic festival (Sulyok, 2010). 

3. BACKGROUND OF GYŐRKŐC FESTIVAL 

The festival’s appearance and then its regularity surely show the process by which during the 

last decade the city of Győr consciously started to transform its image and to set new directions 

besides the industries (car manufacturing, and that of industrial character) determining the city’s 

economy (Kundi 2013). The city’s main strategy was characterised by sport-related investments 

as well as a change of direction in tourism, including the variety and extension of the cultural 

range as one of its pillars. To increase the number of guest nights spent in the city, Győr had to 

create such programs and services which increase the time spent there in case of both Hungarian 

and foreign guests. Among the plans setting up sports events of more days and regional or 

national festivals can be found. Győrkőc Festival is certainly meant to be an outstanding event 

in the summer since during its operation of 11 years, its existence enhances these targets above 

at the most, what is more it became an independent brand and this way an essential part of the 

city’s image. 

As you can read in the motto of the event, “10 places 1000 programs, no pocket money 

needed because it is free”, the festival programs are free of charge. To organise and operate all 

of them, the financial support from the City of Győr with County Rights (Győr Megyei Jogú 

Város) is essential and supplemented by other project sources of less value, and other market 

players’ contributions and sponsorships. 

The management of Vaskakas Puppet Theatre presented the idea of the festival to the city 

where the priority was reforming the cultural program range for the whole year and organising 

events with a greater scope concerning the development of cultural economy, tourism and 

touristic attractions at the end of the 2000s. The city of Győr welcomed the idea of creating in 

the city’s public places and parks a three-day long festival having families in the focus and with 

the aim of evolving the children’s personality, strengthening their cultural awareness and self-

expressing ability experienced in a community, alongside the principle of the Charter of the 

Fundamental Rights of the European Union. 

The first Győrkőc Festival was held in Győr in 2008. The new program series started 

under the name Gyerkőc Festival of Győr (Győri Gyerkőc Fesztivál) but simplified to Győrkőc 

Festival (Győrkőc Fesztivál) during the following years (Figure 1.).  
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Figure 1. The poster of the first Győrkőc Festival in 2008 

Source: http://www.fesztivalkalauz.hu/index.php/option/naptar/task/details/faz/10253 

We can find events as the antecedents of the target event in the program range in the city 

of Győr as well as in Hungary. The main organiser, Vaskakas Puppet Theatre organised one-

day outdoor events under the name Bábliget, later then Bábsziget in early autumn every year to 

support the promotion of the next theatre season’s plays. In case of Bábliget the site was 

Bisinger sétány and the green area nearby while in case of Bábsziget the site was Radó sziget 

as the main and central place of Győrkőc Festival. The festivals Bábsziget and Győrkőc took 

place in parallel for two years, and gradually Győrkőc Festival became Vaskakas Puppet 

Theatre’s only outdoor event. 

We can mention as a national forerunner Gyereksziget (Matáv, then T-Com, currently 

Generali Gyereksziget) organised by the Sziget Festival organisers in 2002 on the site of Sziget 

Festival on Hajógyári sziget. In the period before Sziget Festival, an event series of four weeks 

was among the supporters of the event in Győr at the start of Győrkőc Festival. 

3.1. The operation of the festival 

The program’s press material wrote about its target like this “The complex programs on 10 sites 

cover all the segments of the children’s world from the classic role of receiving and living 

artistic experience (plays, concerts, stunts, puppet theatres) to the active creativity of producing 

something (handcraft playing houses, skill sport games; brain games, logic games, role playing 

games, etc.).” To organise the whole program package, a wide range of city cooperation was 

necessary. Most of the festival’s costs is covered by the city, and consequently making all the 

programs of the festival free of charge. Besides Vaskakas Puppet Theatre, the organiser of the 

festival there are several joint organisers, city associations, institutions in the festival’s 

programs. Xantus János Zoo (Xantus János Állatkert), Rómer Flóris Museum of Arts and 

History (Rómer Flóris Művészeti és Történeti Múzeum), Zichy Visitor Centre (Zichy 

Látogatóközpont) are permanent partners of the festival, also The Abbey of Pannonhalma 

(Pannonhalmi Apátság) and Rába Quelle Spa Bath (Rába Quelle Élményfürdő). The children 

visiting the festival can visit these sites mentioned during the time of the festival, and there are 

special programs for them. Hungarian State Railways (Magyar Államvasutak Zrt., MÁV) and 

Győr-Sopron-Ebenfurth Railway (Győr-Sopron-Ebenfurth Vasút Zrt., GYSEV) have a co-

operation of years with the festival, and they can offer 50 per cent discount fares to the children 

visiting the festival.6 

                                                
6 It provides the children travelling to Győrkőc Festival travelling home from Győr station on the return 

journey without any charge. The child should have a ticket or season ticket (including passes for travelling for 

http://www.fesztivalkalauz.hu/index.php/option/naptar/task/details/faz/10253
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The festival programs are taking place from Friday to Sunday. During the opening play 

on Friday afternoon the construction of the festival’s main sites is completed, the service 

providers occupy their designated places. The festival’s services are available from 10:00 to 

20:00 on Saturday, from 10:00 to 18:00 on Sunday. The closing ceremony takes place after this 

on the festival site. 

The festival’s programs and services are set up in several ways. The organisers of 

Vaskakas Puppet Theatre invite and locate the programs and the services. Or they make an 

agreement with performers, bands, dance groups, associations, civil organizations, institutions 

or market players individually about the attractions or outdoor events. There are outdoor 

programs where the company wishing to appear at the festival organizes the program with the 

help of a classic sponsorship and experience marketing methods; and this cooperation is meant 

to have a special agreement. 

The companies selling food and drink on the site of the festival and the vendors offering 

other products are special actors of the festival. They can operate only in the area designated 

for them if they pay stallage during the festival. 

The wristband on the children visitors is one of the festival’s most known elements which 

has more functions. The festival’s programs and services are free of charge with this wristband; 

other discounts on meals, accommodation, buying tickets are also available only with it. Both 

the child’s name and the caretaker’s phone number are on the wristband, so if the child is lost, 

his or her parents or grandparents can be reached easily. This way the number of the visitors 

may be estimated with the number of the wristbands supplied; this is important information 

about a free but not enclosed event. Upon supplying the wristbands, the festival staff members 

have the opportunity to interact with the visitors and collect more information, opinions from 

them. 

3.2. The tourism impact of the festival 

One of the festival’s novelties is definitely that it invited restaurants and companies providing 

accommodation inside and outside Győr and offered them cooperation. This means that during 

the festival the children can stay in the partner hotels free of charge, have free dinner in the 

restaurants meanwhile the cooperating partners appear as recommended service providers on 

the festival’s all surfaces. Companies providing accommodation and restaurants in Győr but 

also services from Abda, Lipót and Pannonhalma were present among the partners during the 

past 11 years; we summed them up in Figure 2. Several restaurants ceased to exist or were 

transformed during this period, and even new places supplying food service opened in the city 

as well, that is why fluctuation is hard to define in this case. It can most surely be stated that 

among accommodation providers there is a group of six (mainly in the city centre) that apply 

for partnership every year, besides them new ones come, old ones go. 

  

                                                
free) to Győr and ask for a wristband at the event. Having a wristband the child can travel free of charge on the 

return journey. The parents can travel with their own discounts. 
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Figure 2. The number of restaurants and accommodations providing discount during 

the festival 2008-2018 

Source: own edition (no data from 2010) 

Of course, during the festival other service providers operating in the city contribute to 

providing food service or accommodation. For a couple of years it could be observed that during 

the festival that no more rooms left to be booked either inside or outside the city.7 On top of it 

between 2008 and 2017 the number of the accommodations increased by 11 per cent, the 

number of rooms to let by 14 per cent while the number of accommodations to let by some 20 

per cent in the city based on the data of the Hungarian Central Statistical Office (Központi 

Statisztikai Hivatal, KSH). If we are analysing the tourism data in July, then we can see well 

the increase in the number of national guests, and in the length of stay in the city due to the 

festival in that month (Figure 3.). 

Figure 3. The number of national guests and the average length of stay in July 2004-

2018 in Győr 

Sources: own edition based on KSH data 

                                                
7 On the websites of www.booking.com it is hard to book an accommodation now for the time of the festival 

in 2019 (5-7 July 2019), in most cases the following message is waiting for the visitor: “You missed it! Your dates 

are popular – we’ve run out of rooms at the property!”, or the site says that only 1 or 2 rooms are left. 
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4. VISITOR NUMBER, CHARACTERISING VISITORS BASED ON THEIR PLACES 

OF LIVING 

To assess the analysis of the festival’s tourism impacts we collected information from more 

sources in the years of the analysis, and applying more methods was necessary in parallel. The 

festival takes place on the first week of July every year (venue other than that was only August 

for the festival in 2008). The programs are taking place in the city centre of Győr from Friday 

to Sunday during that week. Meanwhile other programs not included in the mainstream 

programs and not organised by Vaskakas Puppet Theatre but concerning the festival’s audience 

became official ones such as the sport event series of Győrkőc Olimpia taking place in other 

parts of Győr. This present study deals only with those sites and the visitors where the main 

organiser of the programs was Vaskakas Puppet Theatre. First of all, we summarise the findings 

of our data collection related to wristbands (2010, 2016, 2017, 2018). 

For a festival the most important question is how many visitors the event’s programs had. 

It is extremely hard in case of an outdoor event taking place on several sites, public places, not 

excluding the workdays’ pedestrian traffic. The programs were taking place on Friday afternoon 

and evening, on the whole Saturday and Sunday. The site of the program on Friday was 

Megyeház tér at the beginning, then the opening programs of Friday came here after the 

renovation of Dunakapu tér. Since wristbands were not sorted out by the organisers on Friday 

in 2016, the number of visitors can only be estimated on that day. Due to an administration 

error the questionnaires arrived only after the festival in 2018, and it could not be stated which 

day they were filled out. 

Only the children received wristbands, however, fixing the wristbands on the children the 

volunteers asked about the adults arriving with them. Our methodological notes on handling 

the databases with wristbands can be found in Annex I. 

4.1. The number of the festival’s visitors, their registration’s patterns 

As you can see from the wristband data the festival is getting more and more popular, and the 

number of visitors is increasing from year to year (Table 1.). A bit more than ten thousand 

visitors in 2010 almost doubled in 2016. The pace of growth is slower in the past two years, 

however, last year’s number of 26123 visitors is two and a half times the value in 2010. These 

figures should be corrected with those visitors who visit the festival without any children and 

registration, and with those who register twice because the wristband received earlier was torn 

or cut. 

Table 1. The number of visitors of Győrkőc Festival asking for wristbands on individual 

days 2010, 2016-2018  
2010 2016 2017 2018 
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Source: own edition based on Győrkőc Festival wristband registrations (2010, 2016-2018) 

Proportioning can be performed from the data above to tell how many adults are to one 

child visitor. This proportion is interesting because using the discounts the adults have to pay 

everywhere where the children do not. The child-parent ratio is between 0.87 (2010) and 1.5 

(2017) during these four years meaning that there was one adult visiting or accompanying for 

every child visitor to the festival. 

The time of the registration shows which day of the festival the visitors attend. The earlier 

is the greater chance they spend more days in the city. Based on the four years’ data we can 

state that almost three quarters of the visitors are present on the first two days, the ratio of those 

attending on Sunday, the last day makes up 24-29 per cent of all the registered visitors. (As 

opposed to 2010 when a significant number of visitors registered on Sunday.) 

The sites of the registrations can be analysed based on the wristband data from which it 

is clear how the visitors come to the festival, how they travel in the city. The registration has 

been available at the same sites since 2016: Széchenyi tér, the walking street in Győr, at the 

junction of Baross út and Kazinczy utca, in Bécsi kapu tér and at the side of the Rába dual 

bridge in Újváros. The most registrations are done in the central site of Bécsi kapu tér, namely 

30 per cent of all registrations took place here in 2016. Széchenyi tér has the second most 

registrations where 28 per cent of all registrations were done. The third one is (24%) and the 

last one is the site in Újváros (18%). Baross út and Széchenyi tér are really close to each other, 

so to say that most visitors come to the festival walking to the city centre and then to the 

festival’s main sites. 

If we are analysing the composition of the groups and their change in time, the following 

regularities can be observed based on the wristband data collection: the majority of the festival’s 

visitors are nuclear families with one or two children. In 2018 one quarter of the total registered 

visitors were two adults with two children. Groups of one adult with two children were meant 

to be another quarter. Groups of one adult with one child gave 22 per cent. Only half per cent 

was the group of adult visitors without any children, only very few children arrived alone or 

registered alone. The percentages mentioned here were similar in the period analysed, however, 

in 2016 half of the visitors registered meant those coming with one child, one third was those 

with two children while in 2018 these ratios became the opposite, in 2017 the ratios were equal. 

So to say, all among the festival’s visitors the groups of two adults with two children dominate. 

4.2. The places of living of the festival’s visitors 

A festival can stand out of local events when its programs raise the attention of the visitors 

coming from outside the city. In case of Győrkőc Festival the steps of the transition from a city 

event to a regional then national event can be traced based on the visitor composition during 

the past eleven years. We have already remarked that how the visitor number increased two and 

a half times between 2010 and 2018. This increase brought a decrease in the ratio of the visitors 

from Győr. The number of the visitors from Győr did not change nominally, however, the 
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increase itself was of those coming from outside Győr, and among them there are more and 

more families who spend more days in the city and this is valuable for tourism. Among the 

visitors the ratio of those arriving from Győr gradually decreased, almost to the half of them: 

63.2% in 2010, 52.3% in 2016, and in 2017 less than the half of the visitors were the residents 

of Győr (47.6%) while in 2018 their ratio was only 39.2%. 

It is also of importance how far the visitors come from since the majority of those arriving 

from the agglomeration of Győr can be interpreted seen more or less as those from Győr in 

terms of tourism. 

Figure 4. The ratios of visitor groups from outside Győr concerning the distance of their 

place of living 2010-2018 (%) 

Source: own edition based on Győrkőc Festival wristband registrations (2010, 2016-2018) 

It can be read from the figures presented here that Győrkőc Festival is a festival of 

regional importance with a strong local catchment area and at the same time it can attract large 

groups of visitors nationwide targeting families from the capital and big cities. Due to Győr’s 

location close to the border the city’s catchment area comprises the Slovakian counties nearby, 

so during the data collection 3-5% foreign visitors appear in the registrations. 

The increasing ratio of the visitors living in the agglomeration of Győr or arriving from 

more distant places lies behind the decreasing number of visitors from Győr. Two thirds of the 

total visitors were from Győr-Moson-Sopron county in 2018. High was the ratio of the visitors 

coming from two neighbouring counties, namely Veszprém and Komárom-Esztergom, also of 

those from the other side of the border (5-6 per cent for these counties and Slovakia). The ratios 

of the capital, Vas and Pest counties excel (Table 2.). 

Table 2. The counties of the registered visitors’ places of living in 2018 at Győrkőc 

Festival 

Visitors’ places of living Registered 

children 

Total 

accompanying 

adults 

Total 

visitors 

Ratio in 

total 

visitors 

(%) 

Bács-Kiskun 44 40 84 0.3 
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Visitors’ places of living Registered 

children 

Total 

accompanying 

adults 

Total 

visitors 

Ratio in 

total 

visitors 

(%) 

Baranya 
 

40 45 85 0.3 

Békés 
 

34 30 64 0.2 

Borsod-Abaúj-Zemplén 54 53 107 0.4 

Budapest 
 

446 410 856 3.3 

Csongrád 
 

42 39 81 0.3 

Fejér 
 

245 213 458 1.8 

Győr-Moson-Sopron 8997 8401 17398 66.6  
from Győr 5257 4984 10241 39.2  

from outside 
Győr 

3740 3417 7157 27.4 

Hajdú-Bihar 27 22 49 0.2 

Heves 
 

27 25 52 0.2 

Jász-Nagykun-Szolnok 21 17 38 0.1 

Komárom-Esztergom 901 793 1694 6.5 

Nógrád 
 

8 7 15 0.1 

Pest 
 

388 381 769 2.9 

Somogy 
 

40 29 69 0.3 

Szabolcs-Szatmár-Bereg 36 27 63 0.2 

Tolna 
 

38 30 68 0.3 

Vas 
 

420 366 786 3.0 

Veszprém 711 610 1321 5.1 

Zala 
 

97 83 180 0.7 

Total visitors from abroad 734 576 1310 5.0  
from Slovakia 730 571 1301 5.0  

others 4.00 5.00 9.00 0.03 

Other unidentified visitors 160 166 326 1.2 

Total (only rows in bold) 13637 12486 26123 100.0 

Source: own edition based on Győrkőc Festival wristband registrations (2018) 

The most distant place in Hungary the registration came from in 2018 was Fehérgyarmat 

lying 430 kilometres far from Győr. The average distance of the visitors’ places of living from 

Győr was 69 km, and among the Hungarian visitors from outside Győr the median of the 

distance of their place of living was 49 km. 

5. VISITORS’ VIEWS ON THE FESTIVAL 

Besides the visitor number the visitors’ satisfaction and feedback give also highly important 

information which can help develop the program range, improve the services’ standard, plan 

new elements in the event series to meet the needs. However, there is a more complex data 

collection needed to collect the opinions. Besides the wristband data collection there were 

surveys on the visitors’ views three times during the festival history. We will present and 

analyse the findings of the surveys collected at the festival sites in the city centre of Győr and 

Újváros organised by Vaskakas Puppet Theatre in 2010, 2016 and 2018. In these cases, 
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interviewing the visitors was conducted exclusively in the wristband period (on Saturday and 

Sunday), the survey was focusing on the programs of Győrkőc Festival and its tourism aspects. 

5.1. Methodology summary 

The basic questions of the survey in 2010 were the questions concerning the necessary 

information for the project of the Ministry of Local Government and the National Cultural Fund 

of Hungary (Önkormányzati Minisztérium – Nemzeti Kulturális Alap, ÖM-NKA) Major 

Cultural Programs Professional Association (Kiemelt Kulturális Programok Szakmai 

Kollégiumok) as a part of the compulsory data provision, supplemented by the questions 

serving special needs concerning Győrkőc Festival. 

While analysing we were interested in the visitors’ composition, number, places of living, 

and their opinions about the festival, the city of Győr and Vaskakas Puppet Theatre. Beyond 

these we asked questions to reveal what other services’ demands in the city the festival itself 

increases, which of them experience more expenditure. What direct and indirect tourism 

impacts the festival has in the city, how the image of the event fits the city’s image. The festival 

repeated the survey in 2016 to compare the results. The visitor survey in 2018 can be placed 

and contrasted next to the two surveys. 

In all these three cases besides the number of visitors a deeper data collection about the 

attitudes concerning the festival and the city as well as the visitors’ other activities was 

necessary, that is why we decided to ask the visitors in person. For our purpose we made and 

printed the questions and asked and noted by the festival’s volunteers (after a short 

methodological training) during the festival (on Saturday and Sunday) among the adult visitors 

available on the festival’s sites by the method of walking. The visitors asked this way were 

given a kind of motivation gift after answering the questions. Conducting the survey took 30-

45 minutes on average. The method introduced in the 2010s preferred interviewing while 

waiting for the individual attractions, however, this practice could not be continued in 2016 and 

2018 since the duration of waiting decreased dramatically. Based on this methodological 

hardship that during the past years the organization of the events became more efficient in 

parallel to the increasing number of visitors at the festival. 

We processed and analysed each and every database by SPSS program after data editing 

and cleaning. 

5.2. Returning festival visitors and awareness 

In a festival’s life it is an aspect of great importance if it creates the group of its visitors forming 

a kind of tradition where with the growing number of its visitors returning from year to year 

there are new curious visitors not knowing the festival yet. From this point of view Győrkőc 

Festival is said to be special since the group of its visitors is gradually getting old to visit a 

festival, and new children will occupy their places. Figure 5. shows how the ratio of the older 

children decreases. If we look at the age group visiting the festival in great numbers (the group 

of kindergarten and elementary school children aged 4-10), then it is evident that for a child the 

festival is possibly a good choice for 5-6 or even 7-8 years among the summer events. To prove 

this, we asked the visitors about the awareness of their visit and earlier experience as well. 
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Figure 5. The number of children in the families visiting the festival in age groups in 

2010 

Source: own edition based on visitors’ survey at Győrkőc Festival 2010 

The most significant thing in creating awareness and attendance is the importance of the 

experiences from the earlier years. In Table 3. we presented the attendance figures from 2018 

as well as from 2010 and 2016 as a contrast. In 2010 the very young festival did not have visitors 

with experience of longer years yet. However, the visitors having their first festival had a greater 

ratio both in 2016 and 2018 as opposed to 2010, possibly because of the growing number of the 

visitors. In 2016 almost a quarter of those surveyed, and 28 per cent in 2018 were at the event 

for the first time while in 2010 the ratio of these visitors was a bit less than 20 per cent. That 

means the festival has a renewing group of visitors whom the city of Győr and the organisers 

can count on as returning visitors in the following years. 

Table 3. How many times the visitors have been at Győrkőc Festival in 2010, 2016 and 

2018 (%)  
2010 2016 2018 

  From 

Győr 

From 

outside 

Győr 

Total From 

Győr 

From 

outside 

Győr 

Total From 

Győr 

From 

outside 

Győr 

Total 

  N=30

7 

N=24

8 

N=55

5 

N=12

7 

N=13

0 

N=25

7 

N=13

5 

N=26

5 

N=30

0 

Once 19.22 56.28 19.22 33.1 14.6 23.7 12.6 40.6 28.0 

Twice 33.22 23.08 33.22 21.3 11.5 16.3 14.1 15.8 15.0 

Three 47.56 20.65 47.56 16.5 23.8 20.2 17.0 12.7 14.7 

Four - - - 12.6 17.7 15.2 12.6 9.7 11.0 

Five - - - 7.1 7.7 7.4 13.3 6.1 9.3 

More than 

five 

- - - 9.5 24.6 17.1 30.3 21.1 22 

Total 100 100 100 100 100 100 100 100 100 

Source: own edition based on visitors’ survey at Győrkőc Festival (2010, 2016 and 2018) 
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In 2010 those who visited the festival for the third time were present in great number, so 

a group of devoted and returning visitors was already formed in that year. In 2016 the third 

attendance still had a high ratio, 20 per cent of the total visitors attended for the third time. On 

top of that, visitors with more attendances also appeared in that year. 17.1 per cent of the visitors 

asked were present at the festival more than five times. In the survey of 2018 7 per cent of the 

visitors surveyed answered that they attended the ten earlier festivals altogether. In the 2018 

survey the majority of the visitors with multiple visits had local residence. In the same year 

more than the half of the visitors (56.3%) were guests in 1-4 years. If we analyse the averages, 

then in 2018 the visitors questioned from Győr 4.75 times, from the agglomeration of Győr 3.98 

times while from more distant places 2.66 times were present at the festival on average. From 

the data above a group of fanatic visitors can be observed which confirms our notion described 

earlier namely the children’s age makes possible for a family to visit the city of Győr 6 or 7 

times as active visitors. It should be highlighted that among those who visited the festival many 

times are visitors in great numbers arriving from outside Győr. The festival has a stable but 

narrowing group of visitors due to the children’s aging, and at the same time a lot of families 

returning with younger children join every year. This statement is verified by the fact the earlier 

visitors we are talking about, the older children they have on average. The average age of the 

visitors’ children for the first, second, third and fourth times was between 6 and 8 years while 

among those with more attendance the children’s average age was 8-11 years in 2016. (In the 

survey of 2018 there was no question related to this.)8 

Commitment can be measured beyond this if we explore the reasons for coming to Győr 

as well, and among them we look for the ratio of those travelling to the city because of the 

festival. The ratio of the visitors arrived exclusively for the festival showed a gradual increase 

between 2010 and 2016. While in 2010 28.5 per cent of the respondents said that they are in 

the city not because of the festival, this ratio was only 8.8% in 2016. The remaining groups 

travelled to Győr (also) because of the festival at the weekend of the festival. In year 2018 we 

asked the question in a different way where the answer was relevant only for those living outside 

Győr. In this case 79 per cent of the respondents answered that they came to the city because 

of the festival, and the remaining 21% marked other programs, activities more important 

(Figure 6.). 

                                                
8 We should add to the 2018 data that in the same period (5-8 July 2018) the European Athletics U18 

Championships took place in the city. 1063 athletes and 458 people accompanying the teams arrived in Győr for 

the sport event. The family members accompanying their children to the event should also be counted. Young 

athletes not competing on that day or finishing their rounds appeared at the programs of Győrkőc Festival. 
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Figure 6. The destinations of visitors not from Győr but coming to Győr because of the 

festival in 2018 (%) (N=165) 

Source: own edition based on visitors’ survey at Győrkőc Festival (2018) 

However, visiting the festival on its own does not generate effects valuable from tourism 

aspect, this is mainly influenced by the period of time the visitors want to spend in the city as 

well. Győrkőc Festival offers several programs for a longer weekend for visitors to the city, 

some of them supplement these with other activities (visiting relatives, travelling further, seeing 

the city’s other sights and using its services). In the 2016 survey the two groups spending the 

most time at the festival were the local people and those arriving from more than 100 kilometres. 

In both cases a visit of 2-2.1 days was the average in these two groups (in case of the total 

visitors asked the average length of stay was 1.87 days). In 2018 the average length of stay at 

the festival showed a fall both in the whole population of the visitors asked (1.66 days) and 

among those living in Győr (1.79 days) (Table 4.). 

Table 4. Visiting ratio on the festival days in the group of visitors coming from different 

places in 2018 (% and average)  
Visiting on 

Friday (%) 

Visiting on 

Saturday 

(%) 

Visiting on 

Sunday 

(%) 

Average time 

spent at the 

festival (days) 

Residents of 

Győr 

21.5 81.5 75.6 1.79 

Agglomeration 

residents 

21.6 76.5 72.5 1.71 

Arrived from 

other places 

14 71.1 63.2 1.48 

Total 18.7 76.7 70.3 1.66 

Source: own edition based on visitors’ survey at Győrkőc Festival (2018) 

The opening program on Friday is rather popular among the visitors from Győr and the 

surroundings, a little bit more than the fifth of them visited the opening ceremony in Dunakapu 

tér in the afternoon on the first day. The festival’s top day is evidently Saturday when the most 

visitors come; they have the highest ratio in each group. On Sunday the visitors’ figures 

decrease in all groups, the most in the group of those arriving from further places (Table 4.). 
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The festival visiting patterns of the visitors living in Győr and in places nearby are said to be 

very similar. 

6. SUMMARY 

We have seen above how a traditional festival visitor’s survey (Mackellar 2013) can be verified 

and refined with certain collection techniques in order to specify the total number and 

composition of visitors. By knowing the exact number of visitors, visitors' opinions on a smaller 

sample can be weighted and refined. In the future, such information may also provide an 

appropriate basis for calculating economic effects of the festival. Although the festival under 

review is a non-profit initiative, using the practice of in-house customer surveys and taking 

advantage of the specificities of the event will give more accurate information in the future 

whether the festival has reached the groups it wished to address. Repeating this type of data 

collection from on a yearly basis can also provide a picture of the festival's life cycle using time 

series data. In the present case, this meant a reorganization of the visitors in connection with 

the Győrkőc Festival, where the interest of the local residents remained, but their proportion 

was outnumbered by the increasing number of visitors arriving from other places. 
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SZÉCHENYI ISTVÁN UNIVERSITY 

Széchenyi István University is located in Győr, at the centre of Central Europe’s “golden 

triangle”. We are halfway between the capital of Hungary, Austria and Slovakia. The main 

campus of The University of Győr (Széchenyi István University), situated on the banks of the 

Danube River and only minutes on foot from the downtown has recently undergone a massive 

infrastructural renewal including expansion of the University’s student accommodation with 

the addition of two new high quality and well-equipped dormitories. As evidence of the 

University’s strong commitment to internationalization, from September 2019, twety-four 

English-taught programmes at all Academic levels will be on offer.  

Three of our four Doctoral Schools also propose English-taught programs as follows: 

Doctoral Programme in Plant, Animal and Food Sciences, Doctoral Programme in Civil 

Engineering Transportation & Vehicle Engineering and Informatics Sciences and a Business 

and Management Sciences Doctoral Programme (SzEEDSM). 

We have 50 years of tradition and experience in supporting Hungary ́s leading industries 

with a strong focus on vehicle engineering, transportation and telecommunication. As a result, 

our university has become the primary driver of the regional economy provider for the public 

service sector and supplies the human resources and training needs for the North-Transdanubian 

region. 

In the area of university-industry collaboration, Audi Hungaria and the University of Győr 

are cooperating on more project. The company’s specialist involvement at the University of 

Győr is intensified by the large extent of direct participation of Audi Hungaria experts in 

lectures and research. 

 

University of Győr 

H-9026. Győr, Egyetem tér 1.  

https://uni.sze.hu 
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