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The More is Applied, the Better Results 
are Reached? Empirical Lessons Learned 
from the Usage of Career Management 
Tools 

 
Brigitta Bálint 
University of Pécs, Faculty of Business and Economics, Pécs, Hungary

Zsuzsa Karoliny 
University of Pécs, Faculty of Business and Economics, Pécs, Hungary
 

Abstract 
According to certain career theories, although the employees are responsible for their own careers, they need
the help of the organizations, as they cannot realize their career aims without the support of the employer. For
this reason organizations should take an active role in the career management process of their workforce in
order to retain them as long as it is possible. This concept requires partnership between the employers and
the individuals in which the participants are not only aware of their own needs and aims but also the expecta-
tions of their partner.  
The aim of this paper is to analyze the usage of the career management tools and to find the most commonly
used solutions. The study also points out the techniques applied by successful organizations. Furthermore, 
the authors examine the relationship between the organizational performance and the application of career
management tools. Our other goal is to prove that the usage of career development techniques has a positive
impact on the organizational achievements.  
The investigated database for this purpose comes from the 2014/16 round of the Cranet survey, consequently
represents different part of the world (e.g.: from America, Europe and Asia). The applied statistical methods
are frequency queries and variance analysis. For further analyses two career management indicators are cre-
ated, which are intended to show the number of different career development tools used by the respondents. 
The paper designates some interesting points of the lessons learned from the analyses: e.g. organizations 
should not necessarily use complex career development systems where it may also be appropriate, if they use
only some techniques consciously. Some of the most popular career management tools among the surveyed 
companies are related to the organization (e.g. on the job training, project work) and some are individual tech-
niques (e.g. mentoring, coaching). 
 
Keywords 
Career, career development, career management tools, organizational career management. 
 

Introduction 
Based on the latest surveys (Kelly Services, 2014, 
2015) conducted by Kelly Services, the employ-
ees wish more career development activities but, 
little do the organizations take it into considera-
tion. According to their findings only 38% of the 
respondent employees (18% in Hungary) took 
part in a career development consultation. Every 

second (globally 48%, 44% in Hungary) from 
them thought that it was useful for future im-
provement. A lot fewer workers answered that 
they have the opportunity to improve at the cur-
rent workplace (globally 35%, 28% in Hungary). 
Globally less than 1/3 can see a clear career path, 
while it is 20% in Hungary. (Kelly Services, 
2014) According to the results from 2015, a vast 
majority of employees want to nurture their skill 
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sets (70%) but only a minority experiences that 
their organization invests in training/upskilling. 
An employer who can offer these opportunities 
can be really attractive for workers – concluded 
Kelly Services 2015. 

We can identify further challenges which sev-
eral organizations have to face regarding the cur-
rent employment situation in Europe and in Hun-
gary. These are for example: aging society, diffi-
culties in succession planning, gaining and retain-
ing talented employees, more and more often job 
changes. There is a common point in the solution 
of the mentioned problems above: the organiza-
tions could handle them with a properly conceived 
and operated career management program.  

The aim of this study is to investigate usage of 
the career management tools indicated by the re-
spondents of the last Cranet survey (2014/16 
round) and to show whether: 

 

▪ there is a connection between the applica-
tion of career management solutions and 
the organizational performance, 

▪ there are differences in the usage of career 
management methods between the better 
and weaker performing companies. 

 
1. Organizational career management 
and its tools 
According to Kong, Cheung and Hang (2010), 
organizational career management can be inter-
preted as sum of the programs and actions pro-
vided by the organization with the aim of facilitat-
ing the career of its employees. Noe (2008) thinks 
that the effective career management system helps 
employees, managers and the company to identify 
the career development needs; furthermore, it in-
cludes self-assessment, environmental analysis, 
goal-setting and activities planning. This ap-
proach, however, is not complete because it only 
focuses on the design phase. 

Based on the view of Farkas, Fodor, Lóránd 
and Vajkai (2007), organizational career man-
agement can be described as a supported, formal 
career development of employees. The target 
group of this activity can be the whole staff or just 
a part of it. On one hand this aspect refers to the 
fact that the career management activity is linked 
to the organization; on the other hand it also 
shows that the target group of this practice is not 
necessarily all employees of the organization; it 
can address just specific groups. 

Based on the view represented by Arnold 
(1996) the definition can be explained more pre-

cisely: a series of formal and less formal activities 
planned and managed by the organization, 
through which the company seeks to influence the 
career development of its employees, thereby to 
increase organizational efficiency. According to 
this approach, the needs of the organization are 
dominant in the career management practice and 
the goal is the organizational success. 

Leibowitz, Farren and Kaye’s (1986) opinion 
emphasizes that the system cannot work effec-
tively without the contribution of the employees. 
They state that career management is a combina-
tion of formal and planned efforts to create con-
sistency between individual career needs and or-
ganizational resource needs. Consequently, based 
on Csányi’s writing (2004) we can affirm that the 
objective of organizational career management is 
to coordinate the organization's human resources 
needs with the individual's ideas related to her/his 
career. 

There are several career management tools 
which the organizations can apply during the de-
velopment of their workers. Different factors can 
influence the usage of the diverse solutions like 
organizational and individual goals and needs, the 
operational framework and financial conditions. 
There are just quite few studies which examine 
the application of these tools and they are a little 
outdated as Lewis and Arnold (2012) summarize 
it. 

Baruch has a longer list about the used career 
management solutions by organizations. He tested 
them with his co-authors many times. Baruch and 
Peiperl (2000) used factor analysis to group 17 
organizational career management practices into 
five categories as follows: 

 

▪ basic (e.g.: job postings and formal educa-
tion), 

▪ active planning (e.g.: performance ap-
praisal as a basis for career planning and 
career counselling), 

▪ active management (e.g.: formal mentoring 
and career workshops), 

▪ formal (e.g.: written personal career plan-
ning and common career paths) and 

▪ multi-directional (e.g.: peer appraisal and 
upward appraisal).  

 
They showed how these categories correlate in 

practice, both with one another and with certain 
organizational characteristics. Based on their re-
sults they elaborated recommendations for organi-
zations which can help them to select and use the 
appropriate career tools. 
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Based on the outcomes of the literature review 
dealing with usage of the career management 
techniques, we can state that the most popular 
means are: job postings (i.e. internal notification 
of vacancies), formal education, performance ap-
praisal for career planning, career counselling 
with line manager (Baruch 1996; Baruch & 
Budhwar, 2006; Baruch & Peiperl, 2000), career 
reviews, informal mentors and career-path infor-
mation (Iles & Mabey, 1993). 

Iles and Mabey (1993) found that the most of-
ten used tools tended to be those that could be 
easily carried out on a day-to-day basis, while the 
less common ones usually required more organ-
izational effort in the form of e.g. a “special pro-
gram”. 

Lewis and Arnold (2012) carried out a re-
search about 20 career management tools used 
within the UK retail buying and merchandising 
(B&M) community. They found that internal job 
posting, performance appraisal for career devel-
opment, induction, personal development plans 
and competencies were the most commonly used 
solutions. They used the clusters from Baruch and 
Peiperl (2000) to group them. According to their 
results, the basic techniques (internal job posting, 
training and educational opportunities, induction) 
were used most often. They think in accordance 
with Baruch and Peiperl that these are the most 
popular techniques because they are easy to use 
and require only a moderate level of organiza-
tional contribution. On the other hand, the most 
consistently favoured techniques (by the employ-
ees) were training/educational opportunities, ca-
reer-planning workshops, personal development 
plans, induction and fast-track programs. It was an 
important result since these preferred solutions 
were not very extensively applied by the surveyed 
companies. 

The research mentioned in the introduction 
part concluded that globally only 1/3 of the sur-
veyed employees are satisfied with the career 
management solutions provided by their employ-
ers. This rate is only 15% in Hungary. (Kelly Ser-
vices, 2014) Our paper is going to investigate only 
the organizational side of the topic so we will 
show the most commonly applied methods and 
their impacts on the organizational performance. 

 
 
 
 
 
 

2. Research and results 
2.1. The basic research data 

Our investigation is based on the database of 
Cranfield Network (CRANET – Human Resource 
Management Research Network coordinated by 
Cranfield Business School, UK) from the 2014/16 
round. The questionnaire used by the network has 
been applied for 25 years with minor changes. 
Among the more than 60 questions one is dealing 
with the extent of application of career manage-
ment tools. The analysis and findings of this study 
were carried out based on the answer concerning 
this question. 

There are 6481 responses from organizations 
in the research sample. The larger part (71%) of it 
comes from European respondents (the number of 
Hungarians is 273). Among the almost 30% re-
spondents we can find American, Japanese, Rus-
sian, South African, Brazilian and Australian par-
ticipants also who answered the questions. The 
surveyed organizations operate in the private, 
public or non-profit sector. The relevant sample 
considering our research topic consists of 5625 
organizations, since we filtered out those respon-
dents from the whole database who did not an-
swered any of the questions in connection with 
usage of career management tools. The following 
results only refer to the filtered sample.  

 

 
 

Figure 1   Distribution of the organizations  
by continents (n=5625) 

Source: The authors 

 
On Figure 1 we can see that the proportion of 

the European organizations is the highest in the 
relevant sample (72%), too. The American re-
spondents represent 13% while the share of the 
responses from Asia, Africa and Australia is less 
than 10%. In this sample there are 268 (5%) Hun-
garian answers. 
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Figure 2   Distribution of the organizations by employees 
(n=5573) 

Source: The authors 

 
Figure 2 shows that 1/3 of the respondents 

employ less than 250 people. It means that these 
participants belong to the small and medium sized 
companies based on the number of employees. 
The highest proportion (69%) of the respondents 
came from the large companies employing more 
than 250 workers. 

 

 
 

Figure 3   Distribution of the organizations  
by sectors (n=5362) 

Source: The authors 

 
The distribution of the respondents by sector is 

represented on Figure 3. The larger part (69%) of 
the participants operate in the service sector, 28% 
come from the industry sector, while only 3% 
work in agriculture. This is not a surprising fact 
since most of the surveyed organizations come 
from developed countries where the service sector 
is the dominant. 

 
2.2. The most commonly used tools for    
career development 

After description of the basic characteristics of the 
sample we present the application of career man-
agement tools by the respondents. Table 1 repre-
sents to what extent the respondents use each of 
the career management tools.  

 
 
 
 
 
 
 
 

Table 1   The scope of application career  
management tools 

 

Tools used for ca-
reer management n Mean Std.  

deviation 

Training on-the-job  5404 2.61* 1.287 

Participation in project 
team work  

5530 2.15 1.290 

Special tasks  5508 1.67 1.302 
Projects to stimulate 
learning  

5510 1.66 1.314 

Mentoring  5551 1.56 1.314 

Coaching  5536 1.55 1.283 

Succession plans  5529 1.38 1.303 

Computer bases 
packages/ e-learning  

5527 1.37 1.356 

“High flier” schemes/ 
High potentials  

5513 1.24 1.383 

Formal career plans  5515 1.21 1.260 
Formal networking 
schemes  

5491 1.11 1.192 

Planned job rotation  5520 1.00 1.140 

International work 
assignments  

5506 0.87 1.185 

Development centres  5331 0.77 1.169 
* Where 0 = not at all, 4 = very widely used 

Source: The authors 

 
As we can see in Table 1 the most frequently 

applied method used for career management is on-
the-job training (2.61). Its modus is 4, meaning 
that most of the organizations are using it very 
widely. The second popular tool is participation in 
project team work (2.15), whose modus is 3, so a 
larger part of the respondents apply it to a great 
extent. The third one is special tasks (1.67), whose 
modus is 2, which means that most of the partici-
pants use it to a moderate extent. Further favoured 
techniques are projects to stimulate learning 
(1.66), mentoring (1.56) and coaching (1.55). 
These and the other tools have a modus with value 
of 0, so most of the organizations do not use them. 
Furthermore we found that talent programs (1.24) 
are not really frequent among the respondents.  

To compare our results with the outcomes of 
the literature review – most popular tools were: 
job postings, formal education, performance ap-
praisal for career planning, career counselling, 
career reviews, informal mentors and career-path 
information – we can highlight some similarities 
and also some differences. The differences can be 
explained once that the investigated tools are not 
the same in our and the earlier mentioned studies, 
twice most of the previous examinations are older 
ones except Lewis and Arnold’s (2012) research, 
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so the techniques could have changed over time. 
We found that training and education is still a 
popular tool for career management. Although the 
Cranet questionnaire does not contain perform-
ance appraisal as a career management technique 
but there is a question which examines whether 
the surveyed organizations use the results of per-
formance measurement for career moves deci-
sions. According to the 74% of the valid answers 
they utilize these outcomes. So we can conclude 
that most organizations still apply the results of 
the performance appraisal, too. The mentoring 
activity is also still popular among the respon-
dents. However, formal career plans are rarely 
used. We do not have information about internal 
job postings. Our survey seems to contradict the 
following finding of the literature: while earlier 
those career management tools were popular 
which could be carried out easily, based on the 
new results, we can see that those solutions are 
also common which require more effort from the 
organizations – like project work and special task. 

We have to note that the averages do not rep-
resent so high values which can be interpreted 
because either the respondent organizations do not 
care about career management, or just concentrate 
on the usage of some tools, or they apply other 
techniques which were not listed in the question-
naire – like job enrichment or career workshops. 

 
2.3. Career management indicators 

The further part of our paper focuses on those 
organizations which use career development tools 
(considering frequency they indicated at least one 
for this question, so they use career management 
techniques at least to a small extent.) To investi-
gate these respondents we created two career 
management indicators, which are intended to 
designate the number of different career develop-
ment tools used by the respondents. These indica-
tors are the following: 
 

▪ comprehensive use of career management 
tools (CCMT), 

▪ focus-used career management tools 
(FCMT). 

 
2.3.1. Indicator for comprehensive use of career 
management tools (CCMT) 

The indicator of comprehensive use of career 
management tools (CCMT) expresses the number 
of answers by a respondent with at least the value 
of one among the fourteen examined career de-
velopment tools. Thus, they use the given tool at 

least rarely, so the indicator can have a value be-
tween 0 and 14. The value is 0 if the respondent 
does not use any of the tools at all and it is 14 if 
the respondent uses all tools at least rarely. Figure 
4 presents the percentage distribution of the value 
of the examined indicator. 

 

 
 

Figure 4   Breakdown of the CCMT indicator (n=5625) 
Source: The authors 

 
It can be concluded that the highest proportion 

(13%) of the examined organizations answered 
that – if only to a small extent but – they use all of 
the tools indicated in the questionnaire. 4% use 
none of the techniques. It can be observed on the 
figure that it is typical practice that respondents 
apply rather more tools (8-14) than just one, two 
or three methods. 

 
2.3.2. Indicator for focus-used career             
management tools (FCMT) 

The purpose of the indicator of focus-used career 
management tools’ (FCMT) is to identify the 
practice of respondents who frequently apply ca-
reer management tools. Thus, it shows the number 
of answers given by a surveyed respondent with at 
least the value of three among the fourteen exam-
ined career development tools. In other words, it 
shows the tools that are used regularly or for a 
wider group of employees. This indicator can also 
have a value between 0 and 14. The value is 0 if 
the respondent does not use any tools regularly 
and it is 14 if the respondent uses all tools regu-
larly or especially frequently. The figure 5 repre-
sents the percentage distribution of the value of 
this indicator. 
 

 
 

Figure 5   Breakdown of the FCMT indicator (n=5625) 
Source: The authors 
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The results concerning the focused indicator 
indicate the opposite trend of the previous index 
since the participants use only few career man-
agement tools to a great (or a very great) extent. 
The higher the number of the implemented tools 
is, the lower the rate of the respondents imple-
menting them to a great extent is. 21% of respon-
dents stated that they do not apply any of the 
techniques to a great extent. However, we can see 
that half of the organizations are using several 
tools (1-2-3-4-5) to a great extent. These tools are 
the same which are the most popular in general; 
however, they have a bit different average values: 
on-the-job training (2.85), participation in project 
team work (2.19), special tasks (1.63), projects to 
stimulate learning (1.56), mentoring (1,46) and 
coaching (1.43). 

 
2.4. The use of career management tools 
and organizational performance 

The aim of the further analysis is to determine 
whether we can show any connection between the 
degree of implementation of career management 
tools and organizational performance. For this 
purpose besides the CCMT index we had to con-
sider the scale expressing the relation between the 
organizational revenues and costs, the relative 
value of profitability (compared to the competi-
tors) and relative values of productivity level 
(compared to the competitors). Since these three 
organizational indicators were measured only on 
an ordinal scale, we had to test the independence 
with one way analysis of variance (ANOVA), 
whose results are illustrated in Table 2. 

 
Table 2   The averages of CCMT index by different levels of 

gross revenue, profitability and productivity 
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CC
MT
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So low 
as to 
produce 
large 
losses 

113 8.34 

Poor or 
at the low 
end of 
the 
industry 

105 7.57 

Poor or at 
the low 
end of the 
industry 

47 9.43 

Insuffi-
cient to 
cover 
costs 

359 8.28 
Below 
average 

510 8.69 
Below 
average 

315 8.33 

Enough 
to break 
even 

584 8.07 

Average 
or equal 
to the 
competi-
tion 

1663 8.78 

Average 
or equal 
to the 
competi-
tion 

1637 8.56 

Suffi-
cient to 
make a 
small 
profit 

1609 9.15 
Better 
than 
average 

1598 9.52 
Better 
than 
average 

2019 9.47 

         
         

         

Well in 
excess 
of costs 

1399 9.96 Superior 742 9.70 Superior 990 9.45 

Total 4064 9.17 Total 4618 9.15 Total 5008 9.10 

 

Source: The authors 

 
Table 2 shows some details from the one way 

ANOVA. We have to note that p-values for the 
expected values for testing conformity in each 
case are less than 0.01. Based on the results – 
level of significance (p1, p2, p3=0,00) and the F 
values (F1=31,867, F2=17,088, F3=17,408) – we 
can conclude that there is significant relationship 
between the organizational performance and us-
age of career management tools. Unfortunately, 
because of the limits of the research we do not 
have opportunity to explore the cause-effect rela-
tionships, so we cannot prove that: 

 

▪ organizations applying career management 
solutions more commonly are reaching 
higher performance, or  

▪ well-performing organizations are using 
more career tools or not. 

 
Then the next step was to discover whether 

there is a “recipe for success”, i.e. whether we can 
find differences between the types of career de-
velopment tools used by the better or weaker per-
forming respondents. In this respect our findings 
are contradicting with our basic assumptions. 
Namely, the applied techniques are the same in all 
types of performers, and these are as follows: 

 

▪ On-the-job training  
▪ Participation in project team work 
▪ Special tasks 
▪ Projects to stimulate learning 
▪ Mentoring 
▪ Coaching 
 
One interesting finding in this respect is that 

the better performing participants prefer coaching 
to mentoring – but we have to note that the differ-
ence in the averages is really small in the case of 
these two solutions. Furthermore, we found that 
there are differences in the averages of the career 
tools usage among the better or weaker perform-
ing organizations. The better companies use these 
techniques to a greater extent, while the weaker 
use them to a smaller extent. 

As a conclusion we can state that the same ca-
reer management techniques are popular among 
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the companies at the top and at the bottom level of 
performance. There are differences just in the av-
erages of application. 

 
Conclusion 
Our study presented that the organizations that 
participated in Cranet survey 2014/16 are using 
certain career management tools more commonly 
to help the career development of their employ-
ees. Based on our results we could prove the rela-
tionship between the extent of using career tools 
and the organizational performance, but we could 
not show its directions partly because of the limits 
of the survey. 

We cannot state that if more career manage-
ment techniques are applied, the better results can 
be reached. Since there is no difference between 
the better or weaker performing companies con-
cerning the type and number of applied tools. All 
of them use the same solutions which are: 

 

▪ On-the-job training  
▪ Participation in project team work 
▪ Special tasks 
▪ Projects to stimulate learning 
▪ Mentoring 
▪ Coaching 
 
We found that they apply them to different ex-

tents: the better companies use these techniques to 
a greater extent while the underperformers choose 
them to a smaller extent. 

To compare our results with the outcomes of 
the literature, we found that training, development 
and mentoring are still popular tools for career 
management. Most organizations still apply the 
results of performance measurement for underly-
ing the career moves decisions. 

Our finding appears to contradict with the re-
sults of the literature, indicating that the popular-
ity of the career management tools are in line with 
their usage. Namely the most popular is the more 
easily applicable. Based on our results, we can 
state that solutions requiring more effort nowa-
days are also popular, e.g. project work or special 
task. 

To summarize our findings, we can state that 
there is a relationship between the frequency of 
the usage of career development tools and organ-
izational performance, but such a connection can-
not be proved between the type of the tool and the 
level of performance. We have to note that the 
averages do not represent such high values which 
can be interpreted either the respondent organiza-

tions do not care about career management, or just 
concentrate on the usage of some tools, or they 
apply other techniques which were not listed in 
the questionnaire – like job enrichment or career 
workshops. 

Finally we think that organizations should 
consider paying more attention to the organiza-
tional career development practice, because the 
employees would require it – as we could see at 
the beginning of our paper. It is not necessary to 
build up a complex career management system, 
but it could be useful if the employers applied 
only several methods, but consciously. SM 
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Abstract 
Corporate branding in school management is a relatively new term. The basic element of the marketing proc-
ess of education makes the service itself, i.e. employees in education. This paper analyzes the role of em-
ployees in the construction of a brand that is specific to the school management. We describe a model for
managing brands through brand identity, image and corporate reputation. The models that were used are The 
ACID Test of Corporate Identity Management, The Corporate Identity Mix and Keller's CBBE model. We ana-
lyzed the service from the aspect of creating the brand, which is based on Kapferer's brand metaphor con-
necting the role of employees as providers and promoters of corporate identity. Finally, we review brand per-
ceptions as key factor in building corporate performance in school management. The importance of corporate
image, corporate reputation and communication is crucial for creating Communicated identity. Furthermore, 
we indirectly achieve desired identity based on the creation of communication identity of the organization. 
 
Keywords 
Brand, corporate branding, school management, Corporate Identity Mix. 
 

Introduction 
The brand is not only the character or reputation. 
Long term brand regarded as a static product 
segment which in its integration of images, char-
acters and symbols goes beyond today's under-
standing of the brand. The brand is a complex set 
of intangible and tangible characteristics that pro-
ject the emotional and social benefits to consum-
ers. Brand in its essence must have added value 
because it increases the expected value. Intangible 
brand equity participation in the company's value 
and such value is constantly increasing. It should 
be noted that intangible value of brands account 
for 80% of success, although they account for 
only 20% of the cost (de Chernatony & McDon-
ald, 2003, p.8). The brand becomes a "living or-
ganism" (Kapferer, 2008, p. 12) that depends on 
the consumer’s perception, emotion and experi-
ence. The brand represents an upgrade of the 
product and provides added value that is not in-
herent in competitive brands. Because of the 
above, it is possible to build a unique association 
from the brand. 

 

Corporate brand includes a much wider range 
and requires coordination of a number of elements 
that influence the outcome. Also, a plurality of 
brands companies is a reflection on the creation of 
brand personality (Aaker, 1997, p. 352). The 
brand represents the promise that eventually de-
velops in corporate reputation. Therefore, the cor-
porate reputation is becoming the most important 
assets in modern management. An important stra-
tegic decision for every business entity is the way 
how to mark the brand (Kotler & Keller, 2007, p. 
296). Brand image interactively affects the con-
sumer's self-images. The symbol that represents 
the brand is viewed through the context of sym-
bolic value. The brand is perceived in the context 
of the image, i.e. the model of associations and 
images. Such perceived structure of attitudes and 
opinions, beliefs and prejudices, represents the 
image in its widest sense of the word.  

 
1. Methodology 
The methodology of Kapferer’s hexagon brand 
(Kapferer, 2008, p.183) and Balmer’s corporate 
identity model C2ITE (Balmer, 2001a, pp. 248-
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291) were used for the research of the corporate 
brand in non-profit organizations. Keller CBBE 
model (Keller, 2001, pp. 15-19; Keller, Aperia, & 
Georgson, 2008, pp. 42-87) and the theory of 
brand personality (Aaker, 1997, pp. 347-357) 
were also implemented. Models were researched 
with comparative method, the method of analysis, 
synthesis, deduction and deconstruction. The role 
of the employees in school management was ana-
lyzed. We explained the model of brand personal-
ity, identity and image, and showed the correla-
tion method ACID test (Balmer & Soenen, 1999, 
pp. 69-92). From the aspects of school manage-
ment, the identity of brand corporation was ana-
lyzed by C2ITE, elements of brand corporations 
(Hatch & Schultz, 2001, p. 133) and construct of 
brand personality corporation (Davies, Chun, de 
Silva, & Roper, 2004, pp. 125-146). Deconstruc-
tion of the brand depends on the customers' im-
pressions and is implemented in methodology of 
Aakers brand personality construct, which was 
compared with other models. 

The paper analyzes the brand companies 
within the school management from the point of 
creating a brand that is based on metaphors. We 
used the interpretive methods, methods of deduc-
tion, analysis and deconstruction. Phenomenol-
ogical and discourse analysis were used for the 
metaphor of the brand. We also used hermeneutic 
spiral and theoretical triangulation method. Induc-
tive approach, holistic perspective and syn-
chronic-diachronic context were used according to 
methodology of qualitative research. 

 
2. The role of brand 
The brand is a very complex symbol. For its posi-
tioning, it is necessary to observe the brand 
through complete marketing mix benefits that is 
called proposed equity (Kotler & Armstrong, 
2007, p. 208). Suggested brand equity was per-
ceived through consumer intangible category. The 
brand represents the promise that the company 
provided and it that must be fulfilled. The brand 
goes beyond the basic value and refers to the con-
sumer's satisfaction and added value. Analysis of 
competition depends on a number of factors, and 
decisions about the target market we look at in 
terms of competing points-of-parity (Kotler & 
Keller, 2007, pp. 312-314): 

 

a) Points-of-parity 
b) Points-of-difference 
c) Points-of-parity versus Points-of-difference 
 

Points-of-differences include features or bene-
fits that consumers associate with the brand and 
have expressed positive connotations to the 
brands they believe. According to the model of 
points-of-differences, consumers are developing 
positive and unique associations that may be 
based on tangible and intangible values. Points-of-
differences represent positive emotional and ra-
tional impressions according to brand. The points-
of-parity represent associations that are not al-
ways related to a specific brand, but can occur in 
competing brands. The appearance of points-of-
parity is manifested through two modules: the 
competition and categories. Similarities include 
competitive negative association against competi-
tive brands, while categorical points-of-parity 
indicate significant association to consumers 
against competitive categories. Points-of-parity 
function according to the principle of recognizing 
and brand recall, while the role of the association 
reflects the real image of the brand positioning in 
the market. 

It must be a certain number of consumers who 
will believe that the selected consumer brand is 
superior to achieve points-of-parity versus points-
of-difference. It is interesting that such consumers 
perceive the brand as superior, even though it 
does not have to be of higher quality. It is crucial 
that they are based on the emotional brand im-
pressions, ignoring rational. Since the brands by 
their nature reflect certain distinctiveness, with 
existing typical utility such as recognition, identi-
fication and assurance, we conclude that the key 
positioning is not in the points-of-difference, al-
though it looks like because of positive associa-
tions that consumers develop, but just in points-
of-parity. 

It is possible to build a unique association of 
brand, which is based on the foundations of semi-
otics. Kapferer’s brand as a "living organism" 
consists of three categories (Kapferer, 2008, p. 
12): the product, the name and the concept of 
brand. The concept of brand includes tangible and 
intangible values and its title includes the name of 
the brand and the meanings that this name evokes 
in the consumer’s awareness. Finally, the service 
itself indicates the concept of experience with the 
brand (de Chernatony & McDonald, 2003, p. 
647). The concept of brand identity has attracted 
the interest of the field of brand management, the 
theory of consumer behaviour (Khan, 2006) and 
marketing strategy. The precondition of building a 
successful brand is the creation of an appropriate 
brand identity. Brand identity can be seen as a 
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vision beyond the brand with its values, promised 
benefits, diversity and uniqueness to which the 
consumers react.  

 
2.1. Brand identity 

Brand identity is a unique set of associations lo-
cated in the impressions of consumers and other 
interested stakeholders (Aaker, 1996, p. 27), and 
constitutes one of the key factors of brand archi-
tecture. Brand identity is understood as a vision 
followed by the brand with its values, promised 
benefits and uniqueness to which the consumers 
react. The components of the brand identity in 
strategic terms (de Chernatony, 2002, p. 47) were 
seen as models of construction, which Aaker calls 
architecture brand (Aaker & Joachimsthaler, 
2000). Brand identity is observed through six as-
pects which Kapferer calls brand identity prism. 
At first it begins with physical characteristics that 
are perceived as tangible value, and end on con-
sumer’s self-image. Brand image reflects the cur-
rent perception of the brand; therefore it includes 
three distinctive communicative features (Aaker, 
1996, p. 180): 

 

a) augmented image 
b) reinforced and exploited 
c) softened and diffused 
 
Augmented image refers to the situation where 

the brand identity does not match with the brand 
image, which is often the case in the demographic 
segmentation. Unlike the extended image, rein-
forced and exploited image includes some added 
associations that consumers develop. However, 
the brand image should not be assigned position 
in the market. Reinforced image improves brand 
personality (Aaker, 1997, pp. 347-357). Softened 
and diffused image is opposite to enhanced and 
utilized image. A combination of consumer seg-
ments shows that the image is not always well 
integrated in marketing communication. Such 
relocation of consumer categories is common, 
because the consumer trends change so that the 
brand image must adapt. Table 1 presents the 
models of brand associations in school manage-
ment. 

 
Table 1   Strategies of brand association in school  

management 
 

Strategy Perception Example 

Attributes 
technical or technologi-
cal characteristics 

ICT in schools,  
e-diary 

Features 
offered needs or 
benefits 

preparing state 
graduation 

Opportunity 
place, time and 
opportunity to us 

summer and winter 
workshops 

Users new segments of users education of adults 

Activities 
special, specific 
activities 

LiDraNo 

Famous 
persons 

personalization of fame 
brand personality 

A. G. Matoš  

Competition benchmarking 
gymnasiums,  
private schools 

Class 
brand goes beyond the 
original class product 

college, university 
 

Source: The author 

 
As can be seen, associations in school man-

agement have been conceived as a strategic form 
of creating a school culture, and building brand 
according to the model of corporate reputation 
(Urde, Greyser, & Balmer, 2007, p. 11). Figure 1 
shows the identity of the brand, i.e. six models 
which together form the brand identity prism.  

 

 
 

Figure 1   Brand hexagon 
Source: Kapferer, 2008, p. 183 

 
Each of the six characteristics of brand identity 

is crucial in certain elements of building the brand 
(Azoulay & Kapferer, 2003, p. 146), and the char-
acteristics of brand personality, self-images and 
culture are extremely important for the develop-
ment of brand companies as associated image, 
personification of brand and reflection identifica-
tion. Physical properties represent the amount of 
the basic characteristics and predispositions of 
products or services, such as schools look and 
behaviour of employees. 

Attributes represent contemporary technical 
features that make schools distinct from competi-
tion, such as e-journal, e-book and virtual note-
books. Association of users and celebrities can be 
combined in one model because they complement 
each other, as well as new segments of users, 
training of adult learners, summer camps and 
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promotion of employees, and services through 
famous former participants. Also, some authors 
(Balmer, 1995, p.p 24-46; Keller et al., 2008, p. 
58; Urde et al., 2007, p.11) emphasize the impor-
tance of brand culture heritage and personaliza-
tion of celebrities in brand awareness. Places of 
brand origin tells us about the quality of education 
from a certain region, a comparison with better 
and represent the brand that goes beyond the 
original brand services, i.e. when the school man-
agement develops from high school to higher edu-
cation level. 

Below is brand personality, the perception of 
brand properties identification with the personifi-
cation of animals or people (Epley, Waytz, & 
Cacioppo, 2007), model according to model from 
the brand heritage. The third element of identity is 
culture and it is closely related to the model of 
culture of the organization, and refers to the set of 
values, inspiration, and building brand essence as 
opposed to relationships that make up the intangi-
ble exchange between brands and consumers. The 
last two elements of identity are a reflection of the 
self-image, and they reflect the consumer's image 
and become part of the identification. Brand iden-
tity includes the message that the brand transmits 
through the name, visual and sound elements and 
advertising. The image includes beliefs and emo-
tions according to specific brands or consumer's 
impression. 

 
2.2. CBBE model 

The main contribution to theory of brand building 
is provided by Keller's model (Keller, 2001, pp. 
15-19), which introduces the concept CBBE (Cus-
tomer-Based Brand Equity) and inaugurates the 
hierarchy of the brand. Figure 2 shows CBBE 
model that looks at building a brand as input of 
series of steps, from bottom to top, or from the 
visibility and identity to relationships or reso-
nance. Brand resonance is defined as the concep-
tual strength or depth of the psychological con-
nection that the consumer has with the brand, as 
well as the level of activity elicited by this con-
nection (Kotler & Keller, 2007, p. 280). Cus-
tomer-Based Brand Equity is defined as the way 
in which knowledge of the brand influences the 
reaction of consumers in relation to the presenta-
tion of the brand (Keller et al., 2008, p. 57). These 
steps set the foundation for building a framework 
of fundamental strong brands. CBBE model 
represents the way in which knowledge of the 
brand influences the reaction of consumers in re-
lation to the presentation of the brand (Keller et 

al., 2008, p. 57). The brand has a positive CBBE 
when the consumer is more likely to choose prod-
ucts that are presented to the market. 
 

 
 

Figure 2   Brand resonance pyramid 

Source: Keller et al., 2008, p. 57 

 
But the brand can have a negative CBBE when 

the consumer is less favourable to products which 
are under the same conditions presented in the 
market. Exactly that experience of the brand 
makes corporate management, since the holders of 
services in school management are employees. 
Brand resonance pyramid includes four steps: a) 
ensure the identification of the brand with con-
sumers, b) determine the overall significance in 
the minds of consumers, c) encourages appropri-
ate response of consumers according to identify 
and signification of the brand, d) changes the re-
sponse to the brand to create a strong relationship 
between customer loyalty and brands. 

According to this model Keller establishes the 
so-called six building brand blocks with consum-
ers. These steps set the foundation for building a 
fundamental framework for strong brands. Brand 
building includes the initial stage of development 
of the brand identity, while hierarchically climbs 
to the top, i.e. brand resonance that represents the 
relationships and a strong and active brand loy-
alty. It is important to point out that Keller em-
phasizes hierarchically display and warns that the 
progress on the “branding ladder” creates a model 
of building brand that determines the specific 
stages. 

 
3. Corporate branding 
Corporate brand is specific construct which was 
created according to the theory of brand personal-
ity (Aaker, 1997, pp. 347-356). Although the con-
cept of brand personality is associated with the 
products or services of the brand and the corpo-
rate brand, there are very significant differences in 
the consumers' impression. Furthermore, the 
model C2ITE (Balmer, 2001a, pp. 248-291) is five 
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characteristic features of corporate brand, a brand 
associated with the brand personality. Table 2 
shows characteristics of the model of corporate 
brand C2ITE through five key concepts, starting 
from cultures which includes "cultural roots" 
(Balmer, 2001a, pp. 248-291; Balmer, 2001b, pp. 
11-21; Balmer, 2001c, pp. 1-17; Balmer & Gray, 
2003, pp. 972-997), i.e. emphasizes the value of 
corporate culture, sub-culture environment, re-
gionalism and nationalism.  

 
Table 2   Model C2ITE 

 

Characteristics Performance 

Cultural “cultural roots” 

Intricate  multidimensional 

Tangible brand architecture 

Ethereal emotional response 

Commitment corporate image 
 

Source: Balmer, 2001c, p. 3 

 
Corporate brand personality is based on the 

behaviour of employees (Punjaisri & Wilson, 
2007, p. 59), i.e. corporate culture. The construct 
of corporate brand personality reflects the values 
represented by the company and is projected 
through the activities of the organization itself. 
The specificity of the construct is based on the 
relationship between culture and reflection on 
identity (Kapferer, 2008, p. 183) non-profit or-
ganizations such as the characteristic of the school 
management. If a core value within the strategy of 
school management is to provide a service 
(knowledge) and taking care of customers 
(Hooley, Saunders, & Piercy, 2004, p. 26), then 
the qualities of caring and responsibility should be 
implemented in the corporate brand personality, 
like Aaker said in her theory of brand personality 
(Aaker, 1997, pp. 347- 356).  

Corporate brand increases company’s visibil-
ity, recognition and reputation. Table 2 shows the 
model C2ITE which clearly shows the characteris-
tics of the corporate brand. The concept of corpo-
rate branding consists of five characteristics: cul-
tural, intricate, tangible, ethereal and commitment. 
Therefore, the cultural characteristics include 
strong cultural roots of the corporation, or start 
from the strong loyalty of employees in the brand. 
Then they include connection and commitment of 
all employees with the vision of the corporation. 
By doing so, the tangible and intangible values of 

the brand are correlated with the employees' val-
ues. In order to create a corporate image, employ-
ees must be linked to the performance of the or-
ganization. Brands are closely associated with the 
employees in the service sector, especially in 
school management. School management should 
be aware that their image is projected through the 
employee's interactions with clients, stakeholders 
and consumers. In order to build positive brand 
personality (Saucier, 1994, pp. 506-516) is impor-
tant for school management to have a vision of the 
company's development. 

In Table 3 brand identity was analyzed accord-
ing to Kapferer's methodology. It is obvious to 
have all six segments mutually intertwined and 
connected, but it is also indicative that the last two 
segments: reflection and affirmation represent the 
final consumer. We should point out that the 
school system in terms of marketing communica-
tions is the least in the central part, in segments of 
culture and brand relationships with consumers. 

 
Table 3   Corporate identity in school management 

 

Physique  
The layout of the building, hall, library, 
projects 

Brand personality 
Reputation employees, specialization, 
mentoring 

Culture 
The attitude of employees towards  
consumers 

Relationship CRM 

Reflection Customer satisfaction, customer loyalty 

Self-image The trust, tradition, awards 
 

Source: The author 

 
Unsatisfied and unmotivated employees dam-

age the reputation of the organization, and prevent 
the development of the central part of hexagons 
brand identity. School management cultivates 
only the left part of hexagons, or part of the exter-
nalization of the sender, precisely only visual fea-
tures. All other dimensions are not used, but the 
most important segments, i.e. the employees are 
continuously marginalized. School climate here is 
understood as a metaphor that characterizes the 
individual characteristics of non-profit organiza-
tions, and it can be perceived as a complete emo-
tional impression (Owens, 2004, p. 183). The 
concept of cultural roots in school management, 
in contrast to the sub cultural roots and nationality 
or reputation (Urde et al., 2007, p. 11), here is 
based on the values, symbols, phrases and cere-
monies. In particular, school culture is not a static 
characteristic because it constantly creates and 
forms, and the most developed through the rela-
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tionship with employees. In fact, all the elements 
of a school model C2ITE are build on elements of 
the brand companies (Hatch & Schultz, 2001, p. 
133) and dimensions of CBBE model (Keller et 
al., 2008, pp. 47-81).  

Corporate identity is necessary to create the 
reputation of the company (Motion, Leitch, & 
Brodie, 2003, p. 1082) and the quality of service 
is crucial to the strategic approach to the success 
of the organization. School management is a 
young discipline of managing non-profit organiza-
tions which in its essence is one of the segments 
of management in education. Marketing in school 
management is defined as a set of activities that 
develops the planning, implementation, distribu-
tion and communication. The school management 
has a complex management model (Bush & 
Glover, 2003, pp. 37-160), and the basic premise 
of the marketing of non-profit organizations, like 
schools, is based on service users. Also, the domi-
nance of non-economic objectives further compli-
cates evaluation of objective attitudes of business 
success. Marketing in schools in terms of service 
providers is a key factor in enterprise value. 
Therefore, the classification of services is classi-
fied as pure services since it offers a high level of 
intangible elements. Figure 4 shows a model of 
school management by which we can build a cor-
porate brand. As it can be seen, the key elements 
are employees.  

 

 
 

Figure 3   Model three circles in school management 
Source: The author 

 
The basic marketing elements of the education 

process are: instructional processes, technology 
and teaching staff. The quality of school usually 
depends on a systematic concern and motivation 
of teachers and providing autonomy to work. 
Characteristics of a climate within a given school 
stem from the interaction forms, i.e. it is possible 
and inevitable impact on any person and any other 
group. Therefore, the role of employees in educa-
tion is crucial. Model of three circles inaugurated 
by Adair (Adair, 1983, p. 4) represents the key 

factors that can be compared in the case of non-
profit organizations like schools in the purpose of 
its improvement. In the first place Adair points 
out the duties and responsibilities of school man-
agement, then teams or groups of employees such 
as assets or associates and individuals within 
teams, i.e. individual employees.  

In such an understanding, it is clear that inspi-
ration is a very important component, not only 
interpersonal skills but also of certain leadership 
styles. Employees who are not motivated lead to 
lower productivity, avoid liability, bad service, 
leaving the organization and ultimately, to the 
new cost of the institution itself. We will analyze 
a model of corporate identity with Corporate Iden-
tity Mix method and the ACID test. 

Corporate Identity Mix consists of three mod-
els (Balmer & Soenen, 1999, p. 74): Soul, Mind 
and Voice. Soul core model includes values, cul-
tures, and internal images and employee’s affin-
ity. Mind comprises vision, strategy, product or 
service performance, corporate performance, 
brand architecture and corporate ownership. Fi-
nally, a model includes Voice-controlled commu-
nication, non-controlled communication, symbol-
ism, or corporate employee behaviour and indirect 
communication. Corporate Identity Mix repre-
sents three dimensions of corporate personalities 
that comprise the core values and history Corpora-
tion or its culture and preferences of employees. 
The school management is about values and em-
ployee motivation and organizational culture. This 
model Balmer called the Soul because it makes 
the essence of creating corporate identity.  

Also, the vision of the corporation, providing 
services and performance represent model Mind. 
Finally, model Voice makes symbolism, indirect 
marketing communications, i.e. creating a brand. 
As it can be seen, a model can be compared with 
Figure 3, which shows model of three circles in 
the school management because it highlights the 
positive environment of the organization, employ-
ees and the provision of services. At the same 
time, a model of Corporate Identity Mix confirms 
the theory of identity brand can be seen from Ta-
ble 3 where all six of the features included in the 
model of Soul, Mind and Voice. To verify the 
importance of corporate identity and corporate 
branding and school management, we will use the 
method Acid Test (Balmer & Soenen, 1999, pp. 
82-85). As it can be seen in Table 4, the model of 
ACID test includes four types of identity: Actual 
Identity, Communicated Identity, Ideal Identity 
and Desired Identity. The highest point of corpo-
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rate identity management is achieving a dynamic 
congruency between the four types of identity 
(Balmer & Soenen, 1999, p. 82).  

 
Table 4   ACID test in school management 

 

Identity Performance School  
management 

Actual 
what the organi-
zation is in reality 

poor management, 
unmotivated staff, 
weak principals 

Communicated 
how the organiza-
tion is perceived 
by its publics 

representation in the 
media, success in 
competitions, repu-
tation managers 

Ideal 
the optimum posi-
tioning in markets 

positioning at na-
tional level, social 
responsibility, fidelity 

Desired wish to acquire 
desire to be the best 
school in the region, 
the best results 

 

Source: The author 

 
Model Actual Identity represent values based 

on the management, it is a real, true picture of the 
organization. Also, the first model includes per-
formance of the organization and the services 
provided, and even the behaviour of employees. 
The school management it is very difficult be-
cause employees are unmotivated, interpersonal 
communication is very weak, and the directors are 
bad managers. Communicated Identity is a dual 
concept that refers to corporate reputation and 
overall corporate communication. In particular, in 
the school management it represents a success at 
school competition, media coverage, reputation 
managers and school success. Ideal Identity repre-
sents the positioning of the organization in the 
market. It is ideal identity that is realized by 
CBBE model and model of Kapferer’s brand iden-
tity or personality of the brand and loyalty accord-
ing to brands. Finally, Desired Identity construes 
vision of the corporation, the organization's mis-
sion. It is equivalent to brand resonance pyramid.  

 
Conclusion 
The brand represents the promise that eventually 
develops in the reputation of the corporation. 
Corporate brand can supply sustainable advantage 
to companies if it is understood as a form of cor-
porate identity. In order to achieve corporate 
branding, it is necessary to pay attention to organ-
izational behaviour that is evident at all levels, 
especially in the interaction with clients and 
stakeholders. Successful corporate brand is 
formed between the strategic vision, brand image 

and organizational culture. The success of the 
brand is closely associated with the behaviour of 
employees, and corporate reputation represents 
image evaluation that is retained in the consum-
ers. Corporate brand reflects the values and work 
of the employees individually and collectively. 

Since the employee motivation is the subject 
of management research, and in correlation with 
the corporate image and brand management, 
analysis of brand architecture was seen holisti-
cally. To research the corporate brand we have 
used different models of the most important theo-
rists of brand architecture: building brand identity 
(Aaker, 1996), hexagon brand (Kapferer, 2008, 
p.174), model CBBE (Keller et al, 2008, p.57), 
the brand personality (Aaker, 1997, p.347-357) 
and model of C2ITE (Balmer, 2001c, p.3). Brand 
image and the image of the corporation are based 
on the consumer's perception, therefore, the role 
of associations, and consumers' perception of it-
self as the primary analysis in the building brand 
corporate in the school management. Brand image 
and the image of the corporation is based on the 
consumer's perception, therefore, the role of asso-
ciations, and consumers' perception in the analysis 
of corporate brand building in the school man-
agement sets as primary. Corporate identity is 
necessary to create the reputation of the company. 
Model ACID test confirms the hypothesis model 
of three circles in the school management as well 
as CBBE model. SM 

 
References 
Aaker, D. A. (1996). Building strong brands. New York: Free 

Press. 
Aaker, D. A., & Joachimsthaler, E. (2000). Brand 

Leadership. London: Pocket Books. 
Aaker, J. (1997). Dimensions of brand personality. Journal 

of Marketing Research, 34 (3), 347-357. 
Adair, J. (1983). Effective Leadership. London: Macmillan. 
Azoulay, A., & Kapferer, J. N. (2003). Do brand personality 

scales measure brand personality? Brand 
management, 11 (2), 143-155. 

Balmer, J. M. (1995). Corporate branding and 
connoisseurship. Journal of General Management, 21 
(1), 24-46. 

Balmer, J. M. (2001a). Corporate identity, corporate 
branding and corporate marketing, seeing through the 
fog. European Journal of Marketing, 35 (3/4), 248-291. 

Balmer, J. M. (2001b). From the Pentagon: a new identity 
framework. Corporate Reputation Review, 4 (1), 11-21. 

Balmer, J. M. (2001c). The three virtues and seven deadly 
sins of corporate brand management. Journal of 
General Management, 27 (1), 1-17. 

Balmer, J. M., & Gray, E. R. (2003). Corporate brands: what 
are they? What of them? European Journal of 
Marketing, 37 (7-8), 972-997. 



 

 

18 Dinko Jukić        The Importance of Corporate Branding in School Management

STRATEGIC MANAGEMENT, Vol. 22 (2017), No. 4, pp. 011-018 

Balmer, J. M., & Soenen, G. B. (1999). The Acid Test of. 
Corporate Identity Management™. Journal of Marketing 
Management, 15 (1-3), 69-92. 

Bush, T., & Glover, D. (2003). School Leadership: Concept 
and Evidence. Nottingham: NCSL. 

Davies, G., Chun, R., de Silva, R., & Roper, S. (2004). A 
corporate character scale to assess employee and 
customer views of organization reputation. Corporate 
Reputation Review, 7 (2), 125-146. 

de Chernatony, L. (2002). From Brand Vision to Brand 
Evaluation. Oxford: Butterworth-Heinemann. 

de Chernatony, L., & McDonald, M. (2003). Creating 
powerful brands. Oxford: Butterworth-Heinemann. 

de Chernatony, L., & Segal-Horn, S. (2001). Building on 
Services' Characteristics to Develop Successful 
Services Brands. Journal of Marketing Management, 17 
(7), 645-669. 

Epley, N., Waytz, A., & Cacioppo, J. T. (2007). On seeing 
human: A Three Factor Theory of anthropomorphism. 
Psychological Review, 114 (4), 864-886. 

Hatch, M., & Schultz, M. (2001). Are the Strategic Stars 
Aligned for Your Corporate Brand? Harvard Business 
Revie , 79 (2), 129-134. 

Hooley, G., Saunders, J., & Piercy, F. N. (2004). Marketing 
Strategy and Competitive Positioning. New Jersey: 
Prentice Hall. 

Kapferer, J. N. (2008). The New Strategic Brand 
Management (4th ed). London: Kogan Page. 

Keller, K. L. (2001). Building Customer-Based Brand Equity. 
Marketing Management, 10 (2), 15-19. 

Keller, K. L., Aperia, T., & Georgson, M. (2008). Strategic 
brand management. London: Pearson. 

Khan, M. (2006). Consumer Behaviour and Advertising 
Management. New Delhi: New Age. 

Kotler, P., & Armstrong, G. (2007). Principles of marketing. 
New York: Pearson. 

Kotler, P., & Keller, K. L. (2007). Marketing management 
(12th ed). New Jersey: Prentice Hall. 

Motion, J., Leitch, S., & Brodie, J. R. (2003). Equity in 
corporate co-branding. European Journal of Marketing, 
37 (7/8), 1080-1094. 

Owens, G. R. (2004). Organizational behaviour in 
education. New York: Pearson. 

Punjaisri, K., & Wilson, A. (2007). The role of internal 
branding in the delivery of employee brand promise. 
Journal of Brand management, 15 (1), 57-61. 

Saucier, G. (1994). Mini Markers: A brief version of 
Goldberg's unipolar Big – Five markers. Journal of 
Personality Assessment, 63 (3), 506-516. 

Urde, M., Greyser, S., & Balmer, J. (2007). Corporate 
brands with a heritage. Brand management, 15 (1), 4-
19. 

 

 

 
 

 Correspondence 
 

      Dinko Jukić 
 

      Trading and Commercial School “Davor Milas“ Osijek 
      Ivana Gundulića 38 Osijek, Croatia 
 

      E-mail: dinkojukic.phd@gmail.com 
 

 



 STRATEGIC MANAGEMENT, Vol. 22 (2017), No. 4, pp. 019-023
 
 
UDC xxxxxxxxxxxxxxxxxxxx 
 

 
Received:  May 09, 2017 

Accepted:  September 10, 2017 

Sale Potentials of Organic Food in the 
Autonomous Province of Vojvodina in 
On-line Business Conditions 

 
Aleksandar Grubor 
University of Novi Sad, Faculty of Economics in Subotica, Subotica, Serbia

Nenad Đokić 
University of Novi Sad, Faculty of Economics in Subotica, Subotica, Serbia

Nikola Milićević 
University of Novi Sad, Faculty of Economics in Subotica, Subotica, Serbia
 

Abstract 
Organic food market is growing globally. This is due to the increasing of levels of acceptance of organic food
by consumers, but also as the consequence of support of a number of countries to organic food producers. In
domestic conditions, this trend is interpreted as a potential export opportunity. On the other hand, the domes-
tic organic food market is characterized by a pronounced offer of imported products. The issue of sale of do-
mestic production of organic food to our market is open, and the actors in the value chain are facing different
challenges. Also, one of the pertinent issues for companies in today's business environment is an adequate 
response to the process of digitizing business. With this in mind, the subject of this paper is to explore the
potential sale of organic food in the AP Vojvodina in the on-line conditions. Comparative marketing research 
method is being used. The results show that organic food sale through on-line channels is present, but there 
are numerous possibilities for further development of such sale. 
 
Keywords 
Organic food, sale, on-line business, AP Vojvodina. 
 

Introduction 
Organic food market is growing globally. Accord-
ing to FiBL-IFOAM study of certified organic 
agriculture in 160 countries worldwide (Willer & 
Kilcher, 2012) total revenue from the sale of or-
ganic food and drinks amounted to 59 billion US 
dollars in 2010, and the market tripled within a 
decade (in 2000, the sum amounted to 17.9 billion 
US dollars). Even in crisis conditions, despite the 
fact that the growth was somewhat slower, the 
sale continued to grow at significant rates, espe-
cially in North America and Europe. 

The above is due to the increasing levels of 
acceptance of organic food by consumers, but also 
as the consequence of support of a number of 
countries to organic food producers. Actually, 
what is of special interest for future growth and 

development of the organic food market is accep-
tance by consumers (Bonti-Ankomah & Yiridoe, 
2006; Hughner, McDonagh, Prothero, Shultz & 
Stanton, 2007). Furthermore, in addition to this 
market-driven approach (Dimitri & Oberholtzer, 
2005), i.e. the pull strategy (Sudarević & Vu-
jošević, 2004), there is also an approach facili-
tated by governments (Dimitri & Oberholtzer, 
2005), i.e. the push strategy (Sudarević & Vu-
jošević, 2004), where organic agriculture is un-
derstood as provision of public asset, justifying 
the intervention of government on the market. In 
connection with this, according to the European 
Commission Report (Anon, 2010), organic farm-
ers received more on the average than conven-
tional farmers, both in absolute amount and per 
hectare (in EU-27 in 2007, subsidies received by 
the organic famers amounted to 127 euros per 
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hectare on the average, whereas the conventional 
farmers received 24 euros per hectare). 

In the domestic conditions, the global growth 
of the organic food market is interpreted as a po-
tential export opportunity, while on the other hand 
the domestic organic food market is characterized 
by a pronounced offer of imported products 
(März, Stolz, Kalentić & Stefanović, 2012). The 
issue of sale of domestic production of organic 
food on our market is open, and the actors in the 
value chain are facing different challenges. Su-
darević, Salai and Pupovac (2011) highlight the 
importance of domestically oriented development 
strategy of organic agriculture (implying, above 
all, an increase in the consumption of organic 
food by domestic consumers) in relation to export 
oriented. The advantage of such an approach is 
reflected in lower risks that would occur in com-
parison with orientation to foreign market, with 
the illustrative example of Hungary, which has 
had exactly such a negative experience, as the 
countries which used to import Hungarian food 
saw the advent of cheaper organic food of the 
same quality level from India, China, Egypt and 
other countries. On the other hand, Đokić and 
Milićević (2016) point out that 69% of domestic 
consumers do not wish to increase the frequency 
of consumption of organic food. 

In addition to all the above mentioned facts, 
one of the relevant issues for companies in the 
contemporary business environment is the ade-
quate response to the business digitalisation proc-
ess. Bearing this in mind, the subject of this paper 
is research into the sale potentials of organic food 
in AP Vojvodina in on-line conditions. The fol-
lowing objectives are set before the paper: 

 

▪ to consider on-line distribution in the con-
text of existence of different physical dis-
tribution channels, 

▪ to present the state on the organic food 
market in domestic conditions, 

▪ to identify obstacles to the further devel-
opment of the organic food market in do-
mestic conditions, 

▪ to research the state of on-line sale of or-
ganic food in domestic conditions, and 

▪ to explore the sale potentials of organic 
food in AP Vojvodina in on-line business 
conditions. 

 
Comparative method was used within the mar-

keting research. 
 
 

1. Physical distribution channels 
In the immediate consumption sector, products 
can be distributed from producers to consumers in 
various ways. They can be delivered directly, or 
through retail stores. Figure 1 shows basic chan-
nels, through which products are distributed to 
retail stores. 

Producers can deliver their products to retail 
stores directly from production facilities or 
through their own warehouses (distribution cen-
tres). On the other hand, products can also be de-
livered to retail stores through retail and whole-
sale warehouses, “cash & carry” facilities, bro-
kers, specialised logistic and transport organisa-
tions. 

 

 
 

Figure 1   Distribution channels to retail stores 
Source: According to Rushton, Croucher and Baker, 2014. 

 
In addition to the above mentioned channels, 

Rushton, Croucher, and Baker (2014) point to the 
importance of alternative distribution channels, 
outside retail store. On B2C market, these include: 

 

▪ Mail order. Goods are ordered by cata-
logue, and delivered to the consumer’s 
home address by post or parcels carrier. 

▪ Factory direct to consumer – a rare alterna-
tive, commonly used for one-off products 
that are specially made and do not need to 
be stocked in a warehouse 

▪ On-line shopping from home – the prod-
ucts are ordered through the internet, while 
delivery is increasingly outsourced to or-
ganisations specialising in home delivery. 

 
With the development of information technol-

ogy, internet shopping is gaining increasing sig-
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nificance. This form of channels offers numerous 
benefits to customers, in the form of a rich prod-
uct range, a larger volume of information, faster 
performance of distribution function, easy switch 
from one supplier to another and lower cost of 
repeat purchases (Končar, 2008, p. 42). Certain 
benefits are also available to suppliers, through 
reducing administration tasks, requirement for 
real estate, inventory costs etc. (Končar, 2008). 

 
2. Organic food market in Serbia and 
obstacles to further development 
Willer and Lernoud (2014) state that in 2012, Ser-
bia had 6,340 hectares of farming land certified 
for organic food production, and with the inclu-
sion of wide collection, the area that can be con-
sidered for various forms of organic production in 
Serbia increases to 6,420 hectares. In the same 
year, Serbia had 1,073 producers, 32 manufactur-
ers, 30 importers and 9 exporters of organic food. 
At the same time, the volume of organic food 
market in Serbia was 40 million euros, and aver-
age spending for organic food was 5.5 euros per 
capita. 

As already pointed out, domestic organic 
products are considered as a potential export op-
portunity, but the domestic organic food market is 
also characterised by a pronounced offer of im-
ported products (März et al., 2012). However, in 
the context of the issue of sale of domestic pro-
duction of organic food on our market, in addition 
to the above mentioned fact that 69% of domestic 
consumers do not wish to increase the frequency 
of consumption of organic food (Đokić & Miliće-
vić, 2016), one must also bear in mind that other 
consumers also face certain obstacles: price 
(14.7%), availability (10.7%) and trust (5.0%). 

The presentation of the market situation re-
garding organic food in Serbia can be supple-
mented with data from the Organic Europe web-
site, pertaining to the presentation of state in it, 
provided by Jelena Milić from the Ministry of 
Agriculture, Forestry and Water Management 
(Organic Europe, 2015). In addition to growing, 
but still insufficient supply of domestic organic 
food, the limiting growth of the domestic market 
is also seen in the consumers’ low purchasing 
power. Organic products are sold in specialised 
stores, on farmers’ markets of major cities (Bel-
grade, Novi Sad, Subotica), and a few supermar-
ket chains. With the exception of organic milk, 
there is a noticeable shortage of organic food of 
animal origin. 

 

3. On-line sale of organic food in AP 
Vojvodina 
Viewed globally, despite the advantages of alter-
native distribution channels, the organic food 
market is still dominated by traditional distribu-
tion forms. The prominent role of the leading re-
tailers in this sector is especially manifest in Great 
Britain (Morgan & Murdoch, 2000). Organic 
products first appeared in the product range of the 
largest retail chains (Sainsbury’s, Asda and 
Tesco) in 1980s, with their number increasing 
from year to year. Sainsbury’s, where the sale of 
organic food accounts for 1% of total sales, has 
more than 180 different lines of organic products 
(Morgan & Murdoch, 2000). 

As regards the situation in domestic condi-
tions, typing the key words “grocery shopping on-
line” into the web browser, three retailers will be 
identified at the top of the first page: Maxi, Idea 
and Univerexport. A summarised overview is 
given in Table 1, 

 
Table 1   Organic food available on-line from retailers 
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p.m. of the previous 
day, with the excep-
tion of time for Mon-
days, when the order 
must be placed latest 
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ous Friday; 
- 3-7 p.m. for orders 
placed latest by 11 
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Source: listed web sources 

 
Typing key words “organic food on-line” into 

the web browser will produce several specialised 
organic food retailers. A summarised overview of 
suppliers from the first page is given in Table 2. 

 
Table 2   Organic food available online from specialised 

retailers 
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With a changed search criterion, only one of 

the retailers from Table 1 appears, not before the 
end of the first page of the listed web sites. 

 
4. Recommendations and conclusions 
The use of on-line distribution channels in the 
domestic conditions is in the initial development 
stages, both in terms of distribution of food in 
general and distribution of organic food. Only a 
part of leading retailers offer this method of prod-
uct ordering and organises delivery. Furthermore, 
delivery is available mostly on the territory of the 
city of Belgrade, or includes the territory of the 
city of Novi Sad. The above mentioned solutions 
acquire sense in the context of size of these two 
cities as markets and fierce competition in these 
places. Organic products can be ordered within 
the offer of the above mentioned retailers. 

Organic products are also present in the offer 
of suppliers specialising in this food where the 
difference in terms of the width of product range 
is even more pronounced, and where the situation 
with the coverage of places in AP Vojvodina is 
somewhat more favourable. The business models 
of such suppliers are noticeably different, so that 
in addition to selling a certain combination of or-
ganic food on a weekly basis with clearly stated 
origin of this food, i.e. the farm where it was pro-
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duced, there are also companies with a broader 
spectrum of activities, offering products not only 
to final consumers, but also to retailers, and 
moreover, play the role of suppliers to producers. 
Generally, with certain exceptions, the visual 
identity of sites through which organic food can 
be ordered, as well as their functionality and user-
friendliness, should be raised to a higher level. 

As a general conclusion, it can be pointed out 
that research results indicated that organic food 
sale is also partially present in on-line channels, 
but also that there are numerous opportunities for 
improving this type of sale. 

Before defining the potential widening of on-
line sale of organic food, in addition to consider-
ing costs, it would be necessary to examine con-
sumers’ opinions regarding this. On the one hand, 
as it has already been pointed out, among con-
sumers who would like to consume organic food 
more frequently, insufficient availability of this 
food ranges among significant reasons for inabil-
ity to meet such preferences. However, on the 
other hand, purchasing from producers on the 
farmers’ market or directly in specialised organic 
food stores also provides buyers of organic food a 
special experience of talking to the producer 
and/or salesperson, enabling a further consolida-
tion of trust for organic food, obtaining informa-
tion about the experience of other consumers, and 
reaching more simply the intention of purchasing 
new organic products. 

Profiling consumers inclined to on-line pur-
chases of organic food, measuring the attractive-
ness of this segment and developing the position-
ing and marketing mix for such consumers can be 
a subject for further study. In this sense, one 
should also include the different determinants of 
on-line shopping and compare the potential dif-
ferences regarding the different categories of or-
ganic foods, or even different brands. Moreover, it 
is necessary to investigate the intentions of actors 
on the supply side, not only in terms of further 
plans, but also difficulties that they face in current 
business operations. SM 
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Abstract 
All the higher education (HE) areas have faced significant changes in the last few decades. The traditional role
of universities may become obsolete, and new tasks and strategic redefinition of the own position are neces-
sary to fulfil the emerging needs. The 20th century shows evidence of aging societies in developed countries; 
decreasing capacity and willingness of state to participate in financing; the formulation and importance of
knowledge-based society concept. While in developing countries a new expansion of HE participation is fore-
seen with increasing international mobility and appearance of IT based smart solutions like massive open
online courses. These radical influences lead to a need for reform in HE. To develop new strategies, an
emerging need for data-driven decisions arose, and we discuss whether it is due to the technological possibili-
ties (push-based) or due to the decision making actors’ requirements (pull-based).  
The Graduate Career Tracking Systems (GCTS) and surveys offer an excellent source of objective data, but
the practice varies widely from country to country. We analyze the empirical information regarding the GCTS
solutions with the help of document analysis of different countries using research outputs, studies at the insti-
tutional level, at a network of institutions and nation-wide survey. Based on these, we created a possible cate-
gorization which contributes to understanding the role, structure and aims of GCTS within the countries, and
the policy making process. Three different models were created by considering the following elements: the 
responsible institutions, the applied research methods, the surveyed basic population, the surveyed areas and
the response rates. This in-depth analysis of the out of Europe models (short-term traditions or unstructured 
network of institutional surveys; long-term traditions of graduate tracking; compact student service package
offered solutions) allows understanding better the possible ways to develop the European Graduate Career
Tracking systems and formulate new policy making strategies regarding the higher education. 
 
Keywords 
Graduate Career Tracking System, Higher Education, labour-market, Student-services. 
 

1. The changed framework of higher 
education 
The higher education has undergone radical 
changes in the recent decades (Barakonyi, 2010), 
and certainly radical transformations will occur in 
the future because nowadays it has to react to 
every impact as integrated part of the society and 
the economy. To summarize the international 
trends affecting the higher education (Hrubos, 
2014; Polónyi, 2014) we identified the following 
elements.  

1. The traditional Humboldtian University 
concept was replaced by the approach of 
knowledge-based economy and society as 
supporting the value creation (Veroszta, 
2010), and a rapidly growing demand ap-
peared for let higher education accessible 
to broad masses. The number of training 
and institutions increased in a relatively 
short time (Kovács & Sipos, 2014), and the 
academic and administrative staff number 
kept pace with this. Basically, it is a de-
mand pushed development.  
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2. As a result, the first signs of economic 
changes (oil crises of the ‘70s) forced the 
governments to realize that they have to 
play a significantly smaller financing role 
in the public services and the higher educa-
tion, too. Private-funded institutions ap-
peared in the market, which constitutes a 
significant competition to the state-
financed ones regarding the student output 
quality. Then, the stabilization of the eco-
nomic growth was accompanied by a 
greater expansion in higher education, until 
the former became questionable after the 
emerging crisis, mainly that of 2007. Con-
sequently, the governments demanded a 
more direct control over the quality of the 
courses, and over the distribution of state-
funded student places (Halász, 2012; 
Polónyi, 2012; Keresztes, 2014) This also 
means that market-orientation became a 
priority (fee-paying students) to finance the 
decreasing volumes of state-funds. The 
market expects that the processes and the 
operations be more transparent and respon-
sible in the context of objective and subjec-
tive aspects of graduates’ labor-market per-
formance. 

3. In addition to the introduction of the Bolo-
gna system and other international mobility 
programs, international student mobility is 
strengthened. (Duga & Szontágh, 2012; 
Komlódiné Pozsgai, 2014) HE institutions 
had to realize that the previously estab-
lished competitive positions in the local 
markets are no longer sufficient to meet the 
challenges of the global market. New geo-
graphic areas can be reached, which is a 
great opportunity since most of the world’s 
population does not live in developed 
countries and a greater need for HE expan-
sion will happen. This also means that a 
cultural diversity and customer demand-
side approach is required to assess these 
needs and to transform the training offer. 
(Hrubos, 2014). 

4. In developed countries it is clearly evident, 
whilst in developing ones a delay is 
foreseen in facing a gradual but steady 
aging of society, and an excess in 
capacities. This problem is twofold: there is 
a shift in population age structure to a 
greater rate of inactivity, and also a part of 
HE institutions (staff included), has be-
come obsolete. The potential closures face 

social resistance on the parts of intellectu-
als, local politicians, and economy actors. 
The HE institution is a prestige for the lo-
cal administration and ensures a continuous 
presence of young people (Heindl, 2014; 
Kuráth & Sipos, 2013; Rechnitzer & Hardi, 
2003), not to mention the multiplicative 
economic effect of their spending.  

5. The general framework of education has 
changed, too. The appropriability of lectur-
ers’ knowledge declined in the classic 
sense, the direct lecturer-student relation-
ship bonds loosened due to mass-education 
and to the decreasing need for personal 
presence. The online materials, the distance 
learning and Massive Open Online Courses 
shook the very foundations of the century-
old ivory tower of higher education 
(Hrubos, 2012; 2014), creating new re-
quirements for the institutions. It is further 
strengthened by the new generations of 
students using new technology and having 
different needs. (Balogh 2015; Törőcsik, 
2011). The MOOCs has an enormous po-
tential due to the million-student numbers, 
even considering the drop-outs and low-
rate fee paying. In our view, the mass-
based education in developing countries 
will not be engaged, but directly the 
MOOCs will have a significant impact on 
HE. 

6. A further expansion of HE is foreseen, the 
major part of which will be realized in de-
veloping regions, thus the institutions must 
prepare for this. 

 
All these factors have led to rethinking the in-

stitutional positions, which were previously repre-
senting and communicating absolute values and 
independence (and could be examined in itself), 
nowadays it is more likely that a loose network of 
service-offering points has to be considered, 
where quality is conceived in the context of the 
relative positions of the others. This is mainly 
caused by the greater extent of market-orientation 
which is a natural consequence of the above listed 
HE changes. HE transmits knowledge, culture, 
patterns, norms and values, which should be 
ensured on a high level of quality. (Deardoff, de 
Wit, Heyl, & Adams, 2012) It is clear that educa-
tion is the basic task of HE; however, it is far un-
certain what stands in the concept of quality. The 
average of the diploma can be a good measure-
ment type for the quality, a summa cum laude 
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means more knowledge than a rite one, but it is 
easy to see that on the labour market – if the par-
ticipants are aware at all of their differences – the 
former one not necessarily will prevail. This is 
because the ‘know what’ instead of ‘know how’ 
approach came to the fore. Therefore, entirely 
different employee skill-set is needed. Then con-
sider as a sign of HE performance the percentage 
of graduates having a job within a year after 
graduation. We are not sure about it neither be-
cause we have to analyze whether they have a 
match for their qualifications, nor only the crowd-
ing out effect prevailed. We think that a valid, 
consistent and objectively reasonable ranking 
cannot be formed, even if a great variety of na-
tional and international rankings have been cre-
ated to determine the differences between the per-
formance of the HE institutions. All of them are 
criticized on different elements by many research-
ers. (Altbach, 2006; Fábri, 2008; 2010; 2013; 
Margison & Van der Wende, 2007; Rauhvargers 
2011; Van der Wende, 2008) The deeper analysis 
of the rankings is not part of our research, but im-
portant lessons drawn have to be taken into ac-
count when determining the factors indicating an 
HE institution’s performance. These efforts also 
highlight that a strong international and national 
tendency exists regarding the quantification, com-
parison, data collection and data-based decision-
making processes.  

Thanks to the ICT infrastructure development, 
the administrative management of HE students 
has been changed, too. Simultaneously, an in-
creasing demand of a proper structuring and han-
dling of information can be observed in many 
countries, therefore in the context of education, 
too. Many IT solutions were developed; it is clear 
that they were not meant to create the best possi-
ble operating state, but to connect the existing 
software systems. A great need arose to treat uni-
formly the sporadically recorded electronic data 
linked together and converted into a usable form. 
The established databases can provide an objec-
tive benchmark to local, regional and national 
decision-making processes. It is quite obvious that 
better results can be achieved with larger amounts 
of data, it is easier to identify the current trends, 
the main influencing factors, such as the future 
direction of the entire system can be estimated. 
Big Data method goes well beyond the traditional 
statistical tools, does not focus on showing the 
classic relationships, the ‘why’ rather the present 
situation ‘what’. We have to point out this new 
direction as it has been possible the global man-

agement of data, so it is worth considering other 
ways of possible analysis, too. (Mayer-
Schönberger & Cukier, 2014) The aggregate in-
formation source repository can be manifold:   

▪ inputs of the HE application process, 
▪ internal institutional data systems, 
▪ government repositories: tax administration 

bodies, pension bodies, national statistical 
offices, ministries related to education, 

▪ feedbacks from the labour-market entities.  
 
The data-based decision making is no guaran-

tee that the optimal decision is achieved, never-
theless generally are more efficient than those 
built on subjective judgments, as objective indica-
tors interpreted in the same intervals – even if not 
in absolute terms, but – can give a relevant 
benchmark. A multiple approach, processing sev-
eral factors can certainly reduce the possibility of 
error. (Dinya, 2010) Also, the data-driven deci-
sion-making in HE management can be found at 
the European level. The Europe 2020, a strategy 
for smart, sustainable and inclusive growth docu-
ment (European Commission, 2010), contains as a 
main target the consolidation and effective gov-
ernance realized within international cooperation 
framework of various HE systems. 

 On this basis, it is worth examining what solu-
tions we can find about graduate career tracking 
systems in other countries, and which elements 
can successfully be applied to create a more effi-
cient information-based decision-making in HE. 

 
2. Graduate career tracking systems 
in the world 
Substantial and significant differences can be ob-
served in career tracking systems across the single 
countries, as they were created based upon a dif-
ferent history, financial background, survey 
method and policy embeddedness. The extensive 
career tracking system literature is very poor, 
typically a continental, multiple country bases can 
provide a starting point in this context. Also, 
Usher and Marcucci in their study attempt to es-
tablish some broad categories. In our analysis we 
will rely on their approach. However, new vari-
ables will be considered to create a new structur-
ing. (Usher & Marcucci, 2011) The following 
factors will be taken into account: 
 

▪ The main goal of the survey: institutional 
or governmental orientation (information 
for policy-making decisions or training de-
velopment within HE), applied for com-
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parison of institutions or accreditation pur-
poses. 

▪ The timing: it is important to determine the 
first period when to carry out the survey 
(before graduation, at the time of 
graduation, 6 months, 1 year after 
graduation etc.), how often it repeats on the 
same cohort (2, 3, 5 or 10 years later), or 
how often a new base population is 
established (annually, every five or eight 
years etc.) 

▪ Method: how the base population is 
selected (total population, representative 
sample), what kind of student groups to 
survey (all types or only along some certain 
specifications), by what means to carry out 
the surveys (online, by phone, in person), 
incentives used if any (financial or non-
financial). 

▪ The use of information: public reports are 
prepared, treated as business secret or 
autonomously searchable databases are 
created. The list of potential application 
forms is quite large; it is determined by the 
stakeholders’ attitude toward the research.  

▪ Survey topics: selected topics vary based 
upon the purpose of the survey and the use 
of the data. They are the most frequent: in-
stitution evaluation, current studies, the 
transition to labour-market, job-related in-
formation, and socio-demographic back-
ground factors.  

▪ Responsible organization for the survey: 
non-profit organizations, academic institu-
tions, government authorities, or a combi-
nation thereof. The question is largely 
influenced by the common practice, legis-
lation, and how it is seen to give student-
related information to third parties.  

 
The study framework does not allow a com-

prehensive description of all systems around the 
world; basically we will present cases which are 
primarily situated in non-Europe context. The 
European level graduate career tracking systems 
are more united, more elaborate and comprehen-
sive by international researches (REFLEX, 
TRACKIT, CHEERS, HEGESCO EURO-
STUDENT etc., for more details see Veroszta, 
2011) and the EU is in the pursuit of supporting 
these initiatives. Obviously, a good best practice 
can be provided by EU countries, but we intend to 
disclose the elements of the GCTS systems of the 
countries outside Europe. 

 
By following the principles described above, 

we applied a profound literature review and 
document analysis country by country. In several 
cases we had the possibility to create an overview 
of the GCTS practices only by the search of 
homepages communicating the survey results. 
After the relevant international academic journals 
and portals, we managed to discover more rele-
vant information sources by the Google search 
engine. In addition to English language resources, 
our given more in-depth knowledge of Spanish 
helped to apply a different language search, too. 
The following expressions were used (in English 
and Spanish): 

 

▪ Graduate Career Tracking; 
▪ Graduate Destination Survey; 
▪ Graduate Employment Survey;  
▪ Graduate Follow-Up Survey; 
▪ Graduate Follow-Up System; 
▪ Graduate Survey; 
▪ Graduate Tracer Studies; 
▪ Graduate Tracking Survey; 
▪ Graduate Tracking System; 
▪ Tracer Studies. 
 
Typically, at least ten hits pages were ob-

served, and also as long as we felt that the results 
were still connected at any level to GCTS within 
the given country. We provide a summary table 
(Table1) about the GCTS practices of selected 
countries.  

 
Table 1   Graduate Career Tracking System practices in the 

selected countries outside Europe, 2014-2016 (Part 1) 
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Table 1   Graduate Career Tracking System practices in the 
selected countries outside Europe, 2014-2016 (Part 2) 

 

 
Source: The author 

 
Based on our research, very diverse GCTS 

practices can be identified, there are top-down 
government-policy driven, top-down education-
policy driven and traditional solutions based on 
loosely managed interactions between institu-
tional researches. This classification fully covers 
the selected countries, but we have to deal with 
the existing data from a broader view to distin-
guish the model types from one to each other.  

In most cases, the system is financed by the 
government (even if a non-profit organization 
plays the executive role), so it is evident that these 
interests appear more obviously in the surveys. 
The majority of surveys build on online tools, as it 
is the cheapest, quickest and easiest solution, but 
simultaneously is accompanied by lower response 
rates (Singapore is an exception, because of the 
extremely short survey). Those using phone or in 
person interview are much more expensive, but 
more than 50% response rates contribute to more 
reliable and statistically proved conclusions. In 
general, we can confirm, that longitudinal studies 
based on representative cohorts conclude in a 
more complex and long-term approach in order to 
handle the training and service development 
strategically. Further, it is an essential question 
how to incentive the response of GCTS surveys, 
as more and more requests will reach the possible 
respondents every day to participate in this or in 
that type of research. In most cases, we do not see 
a direct money flow, still a relative higher re-

sponse rate is achieved. On the one hand, this is 
mainly due to a good relationship with the former 
institution; the former students are willing to par-
ticipate in the surveys, just to help them in this 
effort. On the other hand, the personal involve-
ment also plays a significant role, that the gradu-
ates are pleased with the request for participation, 
that they finally can assess the educational institu-
tion. Thirdly, we see also good practices where 
direct money transfers are not offered to the 
respondents, some service package (e.g. 
integrated, searchable database) will be available 
as an added value instead.  

In addition to the presentation of the several 
solutions of the selected countries along the pre-
determined factors, a complete questionnaire 
analysis was carried out within the framework of 
the manual data collection, which can help to 
understand the models better. (Table 2) Based on 
the available data we identified the 14 factors 
which occur most frequently, or in our opinion 
should appear in this type of surveys. Besides the 
socio-demographic background factor, 7 elements 
are related to the higher education, while 6 are 
linked to the word of labour. We firmly believe 
that these 14 factors completely cover the issues 
that could arise by the stakeholders. It is interest-
ing to note that none of the surveys are likely to 
implement every one of them, a scarification; a 
trade-off is applied in most cases to reach the ul-
timate goal. These ultimate goals could be sev-
eral: to make the survey easier or shorter to fill 
out, or simply a specific issue is not considered 
due to a political reason. It is important to con-
sider whether the implemented system is built on 
a hierarchical or heterarchical decision system. 
The latter probably did not come to the fore, as 
the current mainstream in decision logic is con-
sidered to be linear, the implementation of a poly-
centric, mutually subordinated surveying system 
is difficult. We believe that it is worth to conduct 
a deeper and exploratory research in this area in 
the future.  
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Table 2   Graduate Career Tracking System topics in the 
selected countries outside Europe, 2014-2016 

 

 
Source: The author 

 
 
The three major identified groups will be 

described below.  
 

1. Surveys based on short-term 
tradition or a loose connection of 
institutional arrangements (United 
Arab Emirates, South African 
Republic, Philippines, Malaysia, 
Oceania, Singapore) 
We classify in this type those countries, where the 
surveys are conducted at national level, but still, 
we cannot find a deeper embeddedness or long-
term tradition or strategy related to it, or just the 
existing institutional surveys are not considered 
within an integrated framework. Typically, there 
are a couple of decades of practice, but at the level 
of policy-making there is a significant need for 
useful, quantifiable data, so the governmental 
bodies strongly influence the GCTS.  

The countries belonging to this category are 
mainly developing ones with little or no informa-
tion in English, but the general goal is to create a 
high quality and reputation of the higher educa-
tion system at an international level. This requires 

having an appropriate monitoring and a quality 
assurance system which give feedback to 
successfully identify the areas that require 
attention. The surveyed topics are quite heteroge-
neous, not even the socio-demographic back-
ground is measured, and particular attention is on 
the current employment situation. Singapore 
stands out from the other countries, in the sense 
that only the labour-market position is surveyed. 
This is due to the fact that in recent years a strong 
pressure came from the public to actively increase 
employment among fresh graduates. The situation 
is quite similar in Malaysia, namely the main goal 
of the government is to reduce the high unem-
ployment rate. In South African Republic a spe-
cial demand arises by the side of the medical 
training accompanied with one of the most 
heterogeneous survey topics, not to mention the 
Philippines.  

 
2. Countries with long-term GCTS 
traditions (United States of America, 
Canada, New Zealand) 
The North American countries and New Zealand 
typically have several decades of graduate career 
tracking system history, with strong central finan-
cial tools, typically using representative samples 
and cohorts based surveys. The data are available 
on the website of the responsible organizations, 
and institutions receive data for further analysis.  

The American countries have a long tradition 
in the field of data collection, so it was not diffi-
cult to reconcile the interests of the institutional 
and governmental levels. In the USA the assess-
ment of higher education is quite neglected, rather 
a return on the HE investment and the current em-
ployment situation is in the focus of the surveys. 
The alumni system and the relation with former 
students is a major source of finance for the HE 
institution, therefore GCTS is treated as confiden-
tial, but the data showing how successful are the 
graduates are open-access and available for eve-
ryone. In Canada more topics are covered both in 
relation to higher education and to labor-market, 
but the New Zealand covers the broadest range of 
stakeholders’ information need. In New Zealand 
the experiences regarding the transition to longi-
tudinal surveys are now being tested, creating a 
cohorts-based GCTS.  
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3. Complex service-package offering 
systems (Australia, Chile, South-
America, Colombia) 
The countries in this category have a radically 
different GCTS form the previous ones. The feed-
back and presentation of the results are totally and 
organically connected to higher education stake-
holders’ needed information. A lot of information 
is needed to decide wisely when choosing among 
the available HE trainings. On the one hand, 
administrative questions arise (how and where to 
apply, the type and level of training); on the other 
hand, the possible conditions and related data for 
long-term career and work are in focus. This 
comprehensive approach allows the stakeholders 
to search autonomously among the data, and per-
form a multi-criteria search.  

Thanks to the data collection an indirect re-
cruitment or head-hunting activity can be offered 
which: 

 

▪ is good for the graduates, as they can 
switch jobs more easily, 

▪ is good for the employers, as it costs less to 
find the proper employee, 

▪ is suitable for the survey responsible or-
ganizations, as a higher response rate can 
be achieved, and the graduates are inter-
ested in updating their data, 

▪ is good for HE institutions, as not big ad-
ministrative staff is needed to maintain the 
system at institutional level, which also 
means a cost-efficiency, 

▪ is useful for the governments, as private 
companies can bear some of the costs and 
all the data can be collected.  

 
We believe that this approach is the one that 

makes the graduate career tracking system sus-
tainable and successful.  

 
Summary 
The higher education has undergone significant 
changes in recent graduates. Already it has to re-
spond to the ever-accelerating environmental 
effects, HE institutions have to shift from the cen-
turies of isolation ‘ivory tower’ to a ‘lighthouse’ 
and to redefine and rethink their role and mission. 
The performance, the quality, and the competi-
tiveness conceptual frameworks have been fully 
placed on new basis with the forthcoming of 
globalization; the institutional rankings are not 
able to make an objective difference between 

them. It can easily happen for a European HE in-
stitution to be a direct competitor of a Singapore’s 
university, while 30 years ago this was unthink-
able even at a theoretical level.  

The HE changes and digitalization has also in-
creased the demand for data-driven decision-
making, and possibly a multi-criterion applicable 
integrated database search can contribute to better 
planning. For the higher education, one of the 
most useful information sources can be a uniform 
graduate career tracking system applied in an ap-
propriate framework. It could seem simple and 
thinking it thoroughly it could be logical what to 
understand. However, there are many solutions 
based on the examination of the graduate career 
tracking system practices.  

In this study we identified three different 
GCTS models based on a set of analyzing factors. 
The short-term tradition model fulfils specific 
needs; the long-term tradition model uses a sys-
tematic data collection, operating in predictable 
and stable frames; the complex service-package 
offering system reshapes the basis of the frame-
work involving the graduates and rather consider-
ing them as consumers not as information sources 
to achieve a higher quality of services. SM 
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Abstract 
The concept of quick response logistics implies supply chain management strategy focused on increasing its
efficiency. It is based on the implementation of modern information technologies, which should ensure a two-
way flow of information between the participants. The concept of quick response logistics implies transforma-
tion of the traditional relationships, which were primarily based on individual interests to a partnership charac-
terized by equality and cooperation of all the actors in supply chains. The aim of this paper is to point toward
the benefits that the application of this concept provides, and which are reflected in the reduction of costs,
inventory levels, number of errors, risk, order cycle, quicker flow of products, greater flexibility, better and 
faster response to consumer demand, etc. In accordance with this, the following research methodology was
applied: a) The theoretical research identified the indicators of the quick response logistics concept, such as:
implementation of modern information technology in logistics operations, electronic data and information ex-
change between the actors in supply chain, long-term and fair relations between the actors in supply chain; b)
Empirical research was conducted on the market of the Republic of Serbia on a sample of 70 respondents
from retail stores and logistics centres as the key participants in their supply chains. The basic hypothesis
about the statistically significant impact of the identified indicators to the retailer’s speed of response to con-
sumers demand, reducing the time from order to delivery and accuracy of delivery in accordance with con-
sumer’s requests was tested. 3) On the basis of the conducted tests ways were identified to enhance and im-
plement the concept of quick response logistics in retailing in the Republic of Serbia. The disadvantages of the
research and recommendations for future research are given in the paper. 
 
Keywords 
Quick response, logistics, supply chain, information technology, retail. 
 

Introduction 
A modern customer has great expectations about 
the level of service received. Thanks to the infor-
mation technology used, the customer is very well 
informed about the offered products, their charac-
teristics, prices, supply chains, etc. Therefore, the 
customer is becoming increasingly demanding, 
picky, impatient, “spoiled”. For this reason, par-
ticipants in the supply chain must work together 
on providing a quick response to customers’ 
changing demands. This issue is of particular im-
portance in the economic segments where prod-

ucts rapidly become obsolete and where the prod-
uct life cycle is short, such as the textile and ap-
parel industry. 

Logistics and logistics management, as an in-
tegral part of the supply chain management, in-
clude the processes of planning, implementation 
and control of the efficiency and effectiveness of 
transport and storage of goods (including ser-
vices), as well as related information, from the 
point of origin to the point of consumption in or-
der to meet customers’ requirements (Council of 
Supply Chain Management Professionals, 2013). 
The significance of logistics is reflected in the 
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additional values that it generates for the partici-
pants in the supply chain, which are expressed in 
usability of time and location, because products 
and services have little or no value if they are not 
owned by customers when (time) and where 
(place) they want to consume them. 

This is why the goal of quick response logis-
tics is to shorten the time from the idea and design 
of product to the moment when the product will 
be found on retailers’ shelves. The application of 
information technologies within the quick re-
sponse logistics enables continuous updating of 
the latest information on customers’ requirements 
in order to properly plan and implement potential 
orders. 

 
1. Literature review 

According to Fisher and Raman (1996), who were 
among the first to study the effects of applying the 
quick response concept, the goal of the strategy is 
to shorten the time from order to delivery (includ-
ing production and distribution), being based on 
known methods, but putting emphasis on informa-
tion technologies in improving logistics opera-
tions.  

The Council of Supply Chain Management 
Professionals (2013) defines the concept of quick 
response as a strategy widely accepted by traders 
and manufacturers in order to reduce and elimi-
nate retail risks of running out of stock, forced 
price cuts and reduced operating costs. Retail can 
achieve these targets by proper deliveries and 
shortening the response time.  

According to Lawson (as cited in Lipol, 2015), 
the quick response concept implies responsibility 
and flexibility in the company’s efforts to provide 
a diversified range of products and services by 
quantity, quality and price, at the moment and at 
the place requested by customers and where there 
is demand.  

The quick response concept (Quick Response 
– QR) was developed in 1985 by the consulting 
firm in the United States - Kurt Salmon Associ-
ates (KSA). This consulting company was hired 
by the textile industry to investigate the causes of 
insufficient competitiveness of the domestic tex-
tile and apparel industry in relation to those 
abroad. Having identified activities that create 
value in supply chains, it was determined that 66 
weeks were required to carry out all production 
operations and for product to reach the retailer’s 
shelves. The production process required 11 
weeks, while the remaining 55 weeks were the 
result of oversized inventories, primarily their 

“delay” in warehouses. Inefficient management of 
activities within supply chains resulted in losses 
of $ 25 billion, or 20% of the total turnover of the 
industry.  

Having identified high inventory costs as the 
main generator of losses, Voluntary Interindustry 
Commerce Standards Association – VICS was 
established by textile, apparel and retail industry 
in 1986 in the United States. These industries 
teamed up with the goal of simplifying supply 
chains and improving the supply of apparel items 
at the right time and at the right place, in a variety 
of products and lower prices. Particular attention 
was paid to the application of industrial standards 
in information technology (e.g.: barcodes, POS 
terminals, electronic data exchange, labelling of 
transport containers, rolls, etc.) and contract pro-
cedures. 

It is very important to note that VICS and GS1 
US, as two leading organizations in setting stan-
dards for supply chains in many industrial sectors, 
merged on 10th September 2012 (GS1 US, 2017). 
GS1 US, as a member of GS1, is an organization 
that delivers information standards and, in coop-
eration with industry, seeks to solve problems in 
supply chains through the establishment, adoption 
and implementation of GS1 standards. Benefits 
are achieved thanks to the GS1 global unique nu-
merical and identification system, bar codes, elec-
tronic product coding, data synchronization and 
electronic information exchange.  

GS1 US-VICS integration was created in order 
to provide, by joint forces, among other advan-
tages, a platform for stimulation and implementa-
tion of innovations and new ideas in the segments 
of retail and logistics. Direct access to the stan-
dard-setting process and technical expertise 
needed for supporting responsible implementation 
and use of technologies in supply chains will in 
the long-term positively affect the retail financial 
results and the service package that it provides to 
customers. 

Although introduced in apparel industry, the 
quick response concept has a wider application in 
different segments, as it allows the participants in 
the supply chain to have many advantages, such 
as: establishing long-term business relationships 
based on trust, reducing inventory, increasing 
product sales revenue, satisfying level of service, 
etc. (Jovanović, Vasiljević & Ilić, 2009). 
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1.1. Application of information technology in 
quick response logistics 

The collection, flow and use of information about 
goods and its movement are one of the most im-
portant elements of successful business, both re-
tail and other participants in supply chains. 
Timely and accurate information positively affects 
the speed, transparency and control of logistics 
operations. On the other hand, a large amount of 
information can cause difficulties in the decision-
making and management processes if an appro-
priate information system has not been imple-
mented. 

Time management, being first in the market-
place and responding quickly to changing cus-
tomer’s demands, is a powerful weapon of com-
petitiveness that affects the increase in profits and 
revenue. A quick response concept, as a strategy 
that basically involves focusing on a factor of 
time, includes all the activities of a company 
along the supply chain, from shortening develop-
ment time (shorter and more frequent production 
cycles), more efficient transport and delivery (ac-
celerating the flow of information and goods 
through the increased use of information technol-
ogy) to retail (Birtwistle, Siddiqui, & Fiorito, 
2003). It is therefore very important that the par-
ticipants are equipped with information technol-
ogy that will enable them to exchange accurate 
and timely information. 

Quick response (Council of Supply Chain 
Management Professionals, 2013) is a partnership 
strategy where suppliers and retailers are looking 
for ways to respond quickly to customers’ de-
mands by sharing data from POS terminals to 
provide better forecasting of their needs for 
goods. The quick response concept can also refer 
to bar codes that are commonly used to transmit 
information and web links about products or ser-
vices in promotional literature. With the develop-
ment of information technology, the challenges 
and chances in applying the quick response con-
cept are becoming increasingly complex nowa-
days; however, the benefits that the participants in 
the supply chain can achieve by implementing the 
quick response concept are significant. 

Applying the quick response concept, retailers 
are committed to providing suppliers with data on 
sales, while suppliers commit themselves not to 
disclose confidential information and to use them 
solely in accordance with the needs of a particular 
retailer. Consequently, the concept of quick re-
sponse implies changing the retailer's relation to 
suppliers, since retailers did not share such de-

tailed and confidential information before 
(Fiorito, May, & Straughn, 1995). Relationships 
between retailers and other participants in the 
supply chain include an equal partnership and 
cooperation based on trust. 

 
Table1   Technological and organizational phases of quick 

response development (Fernie & Sparks, 2014) 
 
 

Phase 
1 

Introduction of basic quick response  
technologies 

Stock Keeping Unit (SKU) Level Scanning 
Japanese Article Number (JAN) Standard Barcode 
Use of Electronic Data Interchange (EDI) 
Use of Standard Electronic Data Interchange (EDI) 

Phase 
2 

Internal process reengineering via  
technological and organizational improvement 
Electronic Communication for Replenishment 
Use of Cross-Docking
Small Amounts of Inventory in the System 
Small Lot Size Order Processing 
Automatic Replenishment Program 
Just-in-time (JIT) Delivery  
Shipping Container Marking 
Advanced Shipping Notice 

Phase 
3 

Realization of collaborative supply chain and 
Win-Win relationship 

Real-time Sales Data Sharing 
Stock-out Data Sharing 

 
Quick Response (QR) Team Meets with Partner-
ships 
Material Resource Planning 

 
2. Methodology 
Aim of the research 

The aim of the research is to examine the contri-
bution of indicators: implementation of modern 
information technologies in logistic operations, 
electronic exchange of data and information be-
tween participants in the supply chain, long-term 
and fair relations between the participants in the 
supply chain, to the application of the quick re-
sponse of retail to customers’ requirements, i.e. 
shortening the time in the supply chain from order 
to delivery of goods, as well as the timeliness of 
delivery in accordance with the customers’ re-
quirements. 

 
Research hypotheses 

In this research, it was assumed the indicators 
contribute to the effective implementation of the 
quick response concept in the retail sector in the 
entire territory of Serbian market. The main re-
search hypothesis reads: 
 

H1 – Indicators: implementation of modern in-
formation technologies in logistics operations, 
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electronic exchange of data and information be-
tween participants in the supply chain, long-term 
and fair relations between the participants in the 
supply chain, statistically significantly contribute 
to the implementation of the quick response con-
cept in the retail sector of the Republic of Serbia. 

 
Variables 

Several variables have been included in the re-
search, on the basis of which the hypothesis 
would be confirmed or rejected: a) independent 
grouping variable: region of the Republic of Ser-
bia (Vojvodina, City of Belgrade, Central-South 
Serbia); b) independent variables of the interval 
type of measurement: Implementation of modern 
information technologies, Electronic exchange of 
data and information between market entities and 
long-term and fair relations between the partici-
pants in the supply chain, and c) dependent vari-
able: the quick response concept and delivery 
timeliness in accordance with the customers’ re-
quirements. 

 
Measuring instruments 

A retailer belongs to a specific group or region on 
the Serbian market depending on the region in 
which the subject retailer operates: Vojvodina, 
City of Belgrade, and Central-South Serbia. The 
assessment of independent variables, i.e. indica-
tors that influence the quick response concept in 
the delivery of consumer goods, was performed 
by a questionnaire containing 9 Likert-type items. 
Respondents were supposed to express their 
agreement with them on a five-step scale (from 1 
to 5 please assess how the mentioned indicator 
affects the application of the quick response con-
cept and timeliness of delivery according to cus-
tomers’ requirements). Based on the initial set of 
items, three dimensions are formed - implementa-
tion of modern information technologies, elec-
tronic exchange of data and information between 
market entities and long-term and fair relations 
between the participants in the supply chain. 

 
Sample 

The research involved 70 respondents who, on 
behalf of retailers and logistics centres in which 
they work, evaluated the indicators of application 
of the quick response concept in the Serbian retail 
sector. Retailers and logistics centres covered by 
the survey are operating in the territory of Serbia, 
such as: Idea, Dis, Gomex, Maxi, Delta Logistic 
Transport, etc. Out of the total number of respon-

dents, 80% came from the Vojvodina and Bel-
grade regions, while 20% of the respondents were 
from Central-South Serbia. The representation of 
individual regions is given in Table 2. 

 
Table 2   Participation of respondents by regions 

 

Region Number Percentage 
Vojvodina 30 42.8 
City of Belgrade 26 37.2 
Central-South Serbia 14 20.0 
TOTAL 70 100.0 

 
Procedure 

The research involved people from the middle 
management level in the subject companies. The 
companies were contacted via e-mail explaining 
the purpose and nature of the research. After they 
confirmed their participation, they were provided 
with an on-line questionnaire. Filling in the ques-
tionnaire was anonymous. 

 
Statistical data processing 

The data collected in the research were processed 
with the SPSS 20 statistical package. The ob-
tained dimensions and responses from the respon-
dents were described by descriptive statistics. Av-
erage values, as well as deviations for each di-
mension, were presented. The contribution of in-
dependent variables to the description of the quick 
response concept in the retail sector was examined 
by a multiple regression analysis.  

 
3. Results  
Descriptive statistics describe to what extent re-
spondents agree that these indicators influence the 
implementation of the quick response concept in 
the retail sector in the Serbian market. Score 1 
expresses the least agreement, while the grade 5 
expresses the highest agreement. Descriptive indi-
cators are given in Table 3. It is obvious that the 
respondents show highest agreement with the in-
dicator implementation of modern information 
technologies (M=4.85), and they least agree with 
the item long-term and fair relations between the 
participants in the supply chain (2.85). In addition 
to these descriptive indicators in Table 3, descrip-
tive statistics for the variable are presented – the 
concept of quick response and delivery timeliness 
in accordance with the customers’ requirements. 
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Table 3   Descriptive indicators of the  
examined indicators 

 

 Min. Max. 
Arithmetic 

mean 
Standard 
deviation

Implementation of IT 3.00 4.88 4.8455 .48500 
Electronic exchange of 
data and information 

2.00 4.67 3.9923 .53669 

Long-term and fair 
relations of the  
participants 

1.25 3.25 2.8512 .64179 

Quick response  
concept 

  3.8343 1.13436 

 
Multiple regression analysis was applied to 

examine the impact and correlation between the 
mentioned group of indicators and the quick re-
sponse concept. First, the overall sample will be 
used for testing, and then the sub-samples (re-
gions). Enter method was applied on the entire 
sample, in which all independent variables were 
included together in order to predict the dependent 
variable. The obtained results indicate that the 
regression model is statistically significant (F 
(70.3) =4.20, p<0.001). The set of examined indi-
cators statistically significantly predicts the con-
cept of quick response in the retail sector, as well 
as the timeliness of the delivery of goods in ac-
cordance with the customers’ requirements. It 
describes 38.4% of the variance of the criteria. 
Besides the overall contribution of the set of pre-
dictors, the contribution of individual predictors 
was also examined. Their contribution is given in 
the Table 4 below.  

 
Table 4   Contributions of individual predictors to the  

explanation of the criterion variable 
 

 
 
Based on the data given in the table, it can be 

concluded that the criterion variable is statistically 
significantly predicted by variables of implemen-
tation of modern information technologies 
(p=.000) and electronic exchange of data and in-
formation (p=.027). The variables predict the con-
cept of quick response in a positive direction in 
the entire market of the Republic of Serbia. This 
means that their increase is accompanied by the 
increase in timeliness of delivery of goods accord-

ing to the customers’ requirements, i.e. the con-
cept of quick response is applied more efficiently.  

On the other hand, the variable long-term and 
fair relations between the participants in supply 
chains (p=.544) did not make a statistically sig-
nificant contribution, i.e. according to the respon-
dents, it moderately influences the examined crite-
rion (p=.454). Testing conducted on sub-samples 
(regions) shows identical results as at the level of 
the entire market of the Republic of Serbia, such 
as: а) region of Vojvodina: the regression model 
is statistically significant (F (30,3) = 4.51 
p<0.001) and the included indicators explain 
27.1% of the variance of criterion variable; b) 
region of the City of Belgrade: the regression 
model is statistically significant (F (26,3) = 4.64, 
p<0.001) and the included indicators explain 
34.9% of the variance of criterion variable; and c) 
the region of Central-South Serbia: the regression 
model is statistically significant (F (14,3) = 5.56, 
p<0.001) and the included indicators explain 
16.3% of the variance of criterion variable. 

Based on the conducted testing, it can be con-
cluded that the observed indicators: implementa-
tion of modern information technologies in logis-
tics operations, electronic exchange of data and 
information between participants in the supply 
chain, long-term and fair relations between par-
ticipants in the supply chain, statistically signifi-
cantly influence and contribute to the implementa-
tion of the quick response concept in the retail 
sector in the Serbian market. This conclusion con-
firms the basic research hypothesis H1 in the pa-
per. 

 
4. Discussion 
The confirmed basic research hypothesis on the 
statistically significant influence of mentioned 
indicators on the implementation and realization 
of the quick response concept in retail and supply 
chains suggests that it is necessary to define the 
quick response model based on the analysed indi-
cators. Based on Table 4, using the fact that the 
regression model at the level of the Serbian entire 
market describes 38.4% of criteria variance, it is 
possible to define the following model (equation) 
of the quick response concept to customers’ de-
mands in the retail sector (1): 

 
y = 4.25 + 1.28x1 +0.50x2 + 0.12x3            (1) 
 
In the given equation, y represents a dependent 

variable (the concept of quick response and deliv-
ery timeliness in accordance with the customers’ 
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requirements), while the variables x are independ-
ent variables, such as: x1 –implementation of 
modern information technologies in logistics op-
erations; x2 – electronic exchange of data and in-
formation between participants in the supply 
chain, and x3 – long-term and fair relations be-
tween participants in the supply chain. 

Acting upon the presented equation should be 
a guide to the management of retailers and logis-
tics centres on how to approach the improvement 
of their services in meeting the needs of potential 
and existing customers. Implementation of the 
quick response concept in retail and supply chains 
implies that a company should ensure timely de-
livery of goods to customers, and to respond 
quickly to all their extraordinary requirements and 
needs. The mentioned equation requires the sup-
ply chain management to work on the introduction 
of modern information technologies and IT sup-
port in all logistic operations (B=1.28), from the 
procurement of goods from the manufacturer, 
through continuous control and monitoring of 
inventory status, up to the delivery of goods to the 
end (final) customer in retailers. 

The concept of quick response also implies 
electronic exchange of data and information be-
tween all participants in the supply chain 
(B=0.50), through the implementation of internal 
applications that will provide: а) two-way con-
structive communication between employees in 
the supply chain and customers, and accelerate the 
fulfilment of their requirements and flexibility in 
delivery, b) expert consulting services, c) support 
to customers in case of lost and delayed delivery 
(e.g. Timely notification of changes in quantity, 
time, location of delivery), etc. Last but not least, 
the long-term and fair relations between the par-
ticipants in the supply chain (B=0.12) should be 
based on mutual assistance, understanding, re-
spect, and professional training for work with 
modern IT technologies, working together on de-
velopment of standards, etc. 

 
Conclusion 
The need for examining the implementation of the 
quick response concept in Serbian retail sector has 
arisen as a consequence of the fact that it is a 
segment of the service process increasingly em-
phasized as a key competitive advantage in the 
Serbian market. With this regard, the main aim of 
the research was to create a model of the quick 
response concept and to precisely define the im-
pact of indicators such as the implementation of 
modern information technologies in logistic op-

erations, electronic exchange of data and informa-
tion between participants in the supply chain and 
the long-term and fair relationship between par-
ticipants in the supply chain.  

In this context, a survey was carried out 
among the employees in retail and supply chains 
in the Serbian market and a basic research hy-
pothesis was tested on a statistically significant 
impact of the mentioned indicators on the imple-
mentation of the quick response concept. The ap-
plication of multiple regression analysis con-
firmed the hypothesis on the statistically signifi-
cant influence of the analysed indicators on the 
basis of which we defined the equation of the 
quick response concept at the level of the entire 
Serbian market. The most important indicator was 
the implementation of modern information tech-
nologies and electronic exchange of data and in-
formation among all participants in supply chains. 
Respondents gave a somewhat minor importance 
to the long-term and fair relations between the 
participants in supply chains. 

The defined model of the quick response con-
cept has a practical significance. It can help the 
supply chain management in defining and creating 
loyal customers by shortening the time in the sup-
ply chain from order to delivery. Furthermore, 
application of this model will ensure greater time-
liness of delivery in accordance with the custom-
ers’ requirements. These will directly affect the 
profitability of retail facilities and logistics centres 
through meeting the needs, wishes and interests of 
the customers better and faster than the competi-
tion. 

Shortcoming of the conducted research is re-
flected in a small sample of respondents, as well 
as the fact that one market (Republic of Serbia) 
and only three indicators were analysed. There-
fore, as guidelines for future research, we suggest 
the following: а) include a significantly larger 
sample of respondents (e.g. 300+), b) focus on 
defining subgroups within these indicators and 
how their impact reflects on the implementation 
of the quick response concept, and c) expand test-
ing on the South East European market and make 
comparisons between EU member states and tran-
sition countries. SM 
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