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Abstract

Global dynamics, including globalization, resource mobility and capital flow, have profoundly
transformed countries' long-term development policies and shaped migrants' motivations.
Beyond traditional socioeconomic considerations, migrants prioritize a country's global brand
and image, extending beyond economics to cultural, social and environmental factors. The
paper aims to test the hypothesis positing a statistically significant correlation between the
net migration index and the perceptions of a country's brand by external stakeholders. The
study applies the ANOVA test to check the research hypothesis. The object of investigation
is EU countries from 2000 to 2020. The ANOVA testing results highlight the significant
influence of a country's brand on migration processes, serving as either a catalyst or an
inhibitor. The study emphasizes the need to align national migration policies with effective
national branding strategies to capitalize on the positive image of countries and attract
intellectual capital. Policymakers should recognize the significant impact of a country's brand
perception on migration patterns and consider sustainable practices to enhance overall
attractiveness.

Implications for Central European audience: For the Central European audience, the
study suggests that fostering a positive national brand is crucial in attracting skilled migrants
and intellectual capital. Policymakers in Central European countries should consider
integrating branding strategies into their migration policies to enhance global competitiveness
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and address demographic challenges through the attraction of qualified professionals.
Central European countries should strategically attract a diverse array of migrants by making
use of their unique historical and cultural heritage, emphasizing achievements in democracy
and human rights, maintaining an affordable yet high standard of living, capitalizing on their
pivotal economic position and showcasing both traditional and contemporary contributions,
thereby creating a compelling narrative for sustained economic growth and cultural
enrichment.

Keywords: Migrants; human capital; knowledge; brand
JEL Classification: M31, M38, 015, F22

Introduction

In the contemporary landscape of global dynamics, the intricate interplay of globalization,
resource mobility and capital flow has not only ushered in a profound metamorphosis in the
strategic orientations of countries' long-term development policies but has also markedly
shaped the multifaceted motivations guiding migrants in their choices of migration destination
countries (Pudryk et al., 2023). Beyond the conventional considerations of social and
economic factors such as unemployment rates (Karnowski & Rzonca, 2023; Kharazishvili &
Kwilinski, 2022; Kharazishvili et al., 2020), average wages (Dzwigol, 2022a; 2022b; 2023;
Melnychenko, 2021), the quality of healthcare (Letunovska et al., 2021) and education
systems, there is an increasingly prevalent awareness among migrants of the impact of a
country's brand and image on the international stage. Arefieva et al. (2021) and Dacko-
Pikiewicz (2019) have underlined that countries endowed with a robust and positive brand
tend to exert a magnetic pull, making them more appealing for the migration of intellectual
capital. This attractiveness is not merely confined to economic opportunities but
encompasses a broader spectrum of cultural, social and environmental factors. Furthermore,
in the contemporary era, the paradigm of migration decision making has expanded to
encompass an array of critical factors, including but not limited to renewable energy
(Dementyev et al., 2021; Kryvda et al., 2022; Dzwigol et al., 2019b; 2021; 2023), digitalization
(Kwilinski, 2019; Kwilinski et al., 2020b; Letunovska et al., 2023; Miskiewicz et al., 2022,
Nesterenko et al., 2023, Trzeciak et al., 2022) and knowledge (Dzwigol, 2019; 2020a; 2020b).
These elements have emerged as instrumental components shaping the choices of
individuals seeking to relocate. Nations championing sustainable practices (Kwilinski et al.,
2022a; 2020a; 2023a; 2023b; 2024) and technological innovations (Luo et al., 2023; Polcyn
et al., 2022; Kryvovyazyuk et al., 2023; Ivashchenko et al., 2023) are now positioned as
havens for migrants, drawing them in with promises of not only economic prosperity but also
an avant-garde and environmentally conscious milieu. This multifaceted approach to
evaluating migration choices signifies a paradigm shift in global priorities and individual
aspirations. In an era where the world is increasingly interconnected and people are more
cognizant of the broader implications of migration (Dzwigol et al., 2020b; 2019a; 2019c), the
integration of these contemporary issues into decision-making processes reflects a
heightened awareness of the interconnectedness between migration, environmental
sustainability (Dzwigol & Dzwigol-Barosz, 2020) and technological progress (Verina et al.,
2021, Titko et al., 2023). Considering these transformations, crafting effective strategies for
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national migration policies necessitates a comprehensive understanding that extends beyond
traditional socioeconomic factors (Dzwigol-Barosz & Dzwigol, 2021; Hussain et al., 2021;
Karnowski & Miskiewicz, 2021). It calls for the development of programmes that actively
promote and fortify the national brand, aligning it with the current global zeitgeist and values.
This strategic alignment ensures that countries not only attract talent and intellectual capital
but also project an image of forward-thinking, environmentally responsible (Chygryn &
Miskiewicz, 2022) and technologically advanced societies (Dzwigot & Trzeciak, 2023;
Dzwigol et al., 2020a) — characteristics that resonate with the aspirations of the contemporary
global citizen. Thus, the paper aims to test the hypothesis positing a statistically significant
correlation between the net migration index and the perceptions of a country's brand by
external stakeholders. This hypothesis underscores the evolving landscape of migration
dynamics, wherein the subjective evaluations of a country's reputation, identity and global
standing become integral components influencing the migratory choices of individuals and
skilled professionals. As the world becomes more interconnected, the notion of a country as
a brand takes on heightened relevance, affecting not only economic considerations but also
the broader sociocultural fabric of international migration trends.

The rest of the paper has the following structure: The literature review brings an analysis of
the theoretical background on countries’ brands and immigration flows. Material and methods
provides an explanation of research framework, data and sources. Results and discussion
outlines the empirical results of the study, and finally, Conclusion summarizes the results of
the investigation, policy implications, limitations and further directions for investigation.

1 Literature Review

One of the most cited works by Smith (2006) is dedicated to analysing the impact of
globalization on migration processes between the United States and Mexico. Bhuyan et al.
(2017) empirically confirmed the positive influence of a country's brand (using Canada as an
example) on the migration of intellectual capital to the country. Dutch researchers Belabas et
al. (2020) empirically confirmed the hypothesis that the identity and personalization of a city's
brand influence the population migration movement. El Aouni et al. (2013b) investigated the
influence of emigrants on the promotion of a country's brand. Based on the survey results of
131 Moroccan emigrants, the researchers concluded that emotional determinants (self-
development, creativity, quality of life, traditions, religion, multicultural environment) are more
influential than functional determinants (environment, infrastructure, level of economic
development, innovation, social guarantees) in spreading information about the country-of-
origin brand. The studies (Kwilinski et al., 2023c; 2023d; 2023e) outline that the connection
between greenfield investment and a country's brand, as well as immigration flows, lies in the
broader framework of sustainable development. Greenfield investment, with its focus on
environmentally friendly initiatives, contributes to shaping a positive and sustainable national
brand. This positive brand image, in turn, can influence immigration flows by making the
country more appealing to individuals seeking environmentally conscious and socially
responsible destinations (Kwilinski et al., 2023c; 2023f; 2023g). The alignment of green
investment with a positive country brand not only fosters economic growth but also attracts
intellectual capital, thereby affecting migration patterns in a way that aligns with global
sustainability goals (Kwilinski, 2023a; 2023b).
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Singh A. (1995) confirmed the hypothesis that immigrants are carriers of the values of their
country of origin, through which the perception and image of their country are formed. Casado
et al. (2010) determined that the perception of the image of the country of origin of immigrants
is formed based on their accumulated experience, which they disseminate among the
population of the destination country. The authors applied factor analysis and maximum
likelihood based on varimax rotation. Sheth (2010) investigated the impact of migrants on the
development of local tourism and local production, which are determinants of the country’s
national brand. El Aouni et al. (2013a) built a model to identify the strength and nature of the
influence of emigration on the brand of the country of origin. Thus, scholars argue that
emigrants and their social identity are key factors in shaping the image and brand of their
country of origin.

Using Anholt's theory of the national brand (Anholt, 2007; Fan, 2010) and the push and pull
theory of migration motives (Lee, 1966), Yousaf et al. (2020) developed a model that allows
determining the relationship between the affective and cognitive image of countries of origin
and migration destination. The model also considers migration motives and intentions. As a
result, the authors emphasize that to limit "brain drain", governments of developing countries
should strengthen their national brand and focus on forming a positive image among society,
which is one of the effective tools for promoting the national brand.

Silvanto & Ryan (2014) noted that, according to the analytical report of the World Economic
Forum, countries should develop a strategy for promoting their national brand to attract talent
to the country. Polanco (2019) conducted a comparative analysis of state migration policies
and levels of perception of national brands in the Philippines and Mexico. Based on the
results obtained, Polanco (2019) concluded that the migration policy of the Philippines is
oriented towards providing its labour resources with employment abroad.

It should be noted that there is no universally accepted approach within the scientific
community for evaluating a country's brand. Anholt (1998; 2003; 2004; 2007; 2010) proposed
using a hexagon to assess a country's brand based on the following parameters: tourism
development; export volumes; government governance; investment volumes and the number
of immigrants; cultural heritage; and population. Anholt (1998; 2003; 2004) emphasized that
the national brand is the main channel of communication for promoting national identity. A
consistent strategy of its promotion creates conditions for shaping the country's image in
various sectors, promoting international trade and fostering development.

Based on Anholt's theory, Kilduff (2017) suggested the following components for assessing
the country's brand perception by its external stakeholders: geographic location; local
products/services; historical heritage; cultural level in the country; language; political and
economic systems; social institutions; level of infrastructure development; global stars and
prominent figures; photos and imagery. Buhmann & Ingenhoff (2014) developed a 4D model
of a country's brand. The authors identified cognitive and affective components. The cognitive
component includes three dimensions: functional, normative and aesthetic.

Based on the results of ordinary least squares (OLS) modelling, Ahn & Wu (2013) concluded
that income inequality has a statistically significant negative impact on a country's brand. In
contrast, GDP, crime rate and the number of cultural heritage monuments do not have a
statistically significant influence on the value of the country's brand. Rojas-Méndez (2013),
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based on the molecular method of national brands, identified seven dimensions for evaluating
a country's brand, similar to Anholt's hexagon.

Vazquez-Martinez et al. (2019) determined the country's brand based on the evaluation of a
composite indicator consisting of two groups of factors: rigid and flexible. The authors used
structural modelling PLS-SEM (partial least squares structural equations modelling) and OLS
regression analysis, allowing them to determine not only the correlation between each
element of the composite indicator and the latent variable but also the correlations between
the elements of the composite indicator.

The Brand Finance rating agency conducts evaluations based on the following blocks:
business climate and trade; efficiency of government governance; international relations;
culture and heritage; media; education and science; and social climate in the country (Nation
Brands, 2020). Bloom Consulting calculates the country's brand based on the effectiveness
of the development of the country's tourism sector, considering four groups of indicators:
economic efficiency, digital transformation, CBS rating and the country's presence in the
online environment.

The Good Country Index (2020) is one of the indices that assesses the attractiveness of
country brands for migrants. This index evaluates 153 countries along seven dimensions,
using Anholt's hexagon as the foundation of its evaluation methodology. It is worth noting that
the methodology is updated each year based on identified shortcomings from the previous
year and taking into account current trends worldwide.

Relying on two of the most common methods for evaluating a country's brand, the
FutureBrand and Anholt GfK Roper Nation Brand Index, Fetscherin (2010) proposed an
approach to defining a country's brand that allows avoiding subjectivity in assessment.
According to Fetscherin (2010), the following dimensions of a country's brand were
suggested: export volume — high volumes of exported goods and services indicate a strong
country brand; the tourism sector; foreign investment volumes in the country; the number of
immigrants in the country; and the effectiveness of government governance.

Based on the systematic review of the theoretical framework, the paper aims to check the
following hypothesis.

Hypothesis 1: There is a statistically significant dependence of the net migration index on
the perception of the country's brand by its external stakeholders.

2 Materials and Methods

The hypothesis centres on the proposition that the strength of a country's brand correlates
with its appeal for intellectual capital migration. ANOVA, through its ability to dissect total
variance into between-group components (linked to brand perception) and within-group
components (linked to individual country variations), helps discern whether discrepancies in
the net migration index can be attributed to variations in the brand perception (Miskiewicz,
2020; Adeseye, 2021; Kwilinski et al., 2022b; Chang & Benson, 2023). Furthermore, the net
migration index, serving as a continuous variable that signifies both the magnitude and
direction of migration flows, aligns well with ANOVA's capacity to handle continuous
dependent variables. This makes ANOVA an apt tool for conducting a robust analysis,
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explaining how variations in the perception of a country's brand contribute to statistically
significant differences in the net migration index.

ANOVA facilitates the assessment of statistical significance, indicating whether the observed
differences in means are likely due to actual differences in brand perception rather than
random chance (Connelly, 2021; Hakhverdyan & Shahinyan, 2022). A crucial step in this
analytical process involves the segmentation of the overall variation observed in the dataset,
denoted by SS; (total sum of squares), into two discernible components:

where SSg is between-group variation and SSy,, is within-group variation.

Between-group variation encapsulates the extent of variation in the dependent variable,
elucidated through the differences in group means. In essence, SS; explains the divergence
between the averages of distinct groups, contributing valuable insights into the overarching
patterns that may exist:

58p = o1 ni(X — )° @

where X; is the mean in the j-th group, n; is the number of observations in all k groups,; k is
the number of groups and X is the mean in all k groups.

Within-group variation encapsulates the variation within each individual group, elucidating the
nuances and intricacies inherent to each subgroup. This component provides a granular
understanding of the inherent heterogeneity within groups, contributing to a comprehensive
view of the overall dataset.

SSw =Xk 21, (% — x%)? ®3)

These three variations, including SS;, SSp and SSy,, essentially function as estimators of the
broader population variation. Conceptually, their interrelation underscores the intricate
dynamics of the study variables, offering a nuanced perspective on how the dependent
variable manifests both across and within distinct groups.

Furthermore, ANOVA can capture interaction effects, providing insights into how the
relationship between brand perception and the net migration index may vary across different
external stakeholders or subgroups. This is particularly relevant when considering that
external stakeholders may have diverse perspectives on a country's brand.

The implementation of ANOVA requires a comprehensive examination of the characteristics
of the formed data sample. This involves scrutinizing the distribution pattern by applying the
Shapiro-Wilk normality test and assessing the equality of variances using Levene's test.
These statistical procedures are pivotal for ensuring the robustness and reliability of ANOVA
results.

The Shapiro—Wilk normality test (Khatun, 2021; Hernandez, 2021) was employed to assess
whether the generated data sample adhered to a normal distribution. This test provides
essential information about the shape and symmetry of the data, which is crucial for ANOVA.
The evaluation is carried out based on the following formula:

W = X1 Gniva Fnoiva—x0)]? (4)

1
S Gt S, )2
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where W is the statistic value, x; , _ , iS the formed research sample and a,_;, is the tabular
coefficient.

Simultaneously, Levene's test (Mishra et al., 2019; Darma et al., 2020) is utilized to examine
the equality of variances within the generated data sample. Variance homogeneity is
essential for the validity of ANOVA results, as the analysis assumes an equal spread of data
across groups. Levene's test employs the following formulas:

(n—k) ¥ ni(zi—zm)?
= L4 i 5
(k-1) Zé‘:lzjll(zij—zmi)z ©)

_ {Iyi,-—yil

|yij — 3l

Zij (6)
where W is the statistic value, z; , -, is the formed research sample, y;; is the value of the j-
th observation of the i-th group, ¥, is the mean of the i-th group, y, is the median of the i-th
group, k is the number of distinct groups to which the samples belong, n is the total number
of observations, and n; is the number of observations in the i-th group.

To evaluate a country's brand, based on previous studies (Shymon et al., 2020; Goda, 2021;
Fernandez-Crehuet et al., 2021; Chygryn et al., 2022), the FutureBrand rating agency
methodology (FutureBrand, 2023) was utilized. This methodology employs a comprehensive
assessment, incorporating insights from surveys conducted with over 2500 respondents. The
evaluation spans diverse dimensions, encompassing civic values, living standards, business
friendliness, cultural heritage, the tourism sector and the distinctiveness of local products.
The methodology categorizes countries into four primary groups based on the results of this
evaluation:

1. Countries: This group represents countries with a perceived low level of recognition for
their brand. These countries may face challenges in establishing a strong and positive brand
image.

2. Status countries: In contrast, countries falling into this category are perceived as having a
high potential and a commendable quality of life. They stand out as destinations with
promising prospects and a favourable living environment.

3. Experience countries: This group comprises countries that are perceived as rich in cultural
values, traditions and cultural heritage. They are recognized for their deep-rooted cultural
aspects, contributing to a distinct and appealing identity.

4. Country brands: Countries in this category enjoy a high level of brand recognition. They
have successfully positioned themselves as destinations with a strong and positive brand
image, making them highly appealing to a broader audience.

Similar to previous works (Pudryk et al., 2021; Rajiani & Kot, 2020; Stryzhak et al., 2021; Niva
et al., 2023), the assessment of migration levels is carried out using the net migration index
calculated by the International Organization for Migration (IOM, 2023). This index
encapsulates both immigration and emigration figures, providing a comprehensive overview
of the net migration balance over the specified period. The selected research focus

Volume 13 | Issue 4 | 2024 CENTRAL EUROPEAN BUSINESS REVIEW
https://doi.org/10.18267/j.cebr.359




encompasses EU countries, considering the region's significance in international migration
trends and its complex socioeconomic landscape. The chosen timeframe, from 2000 to 2020,
allows a nuanced analysis of migration patterns, capturing potential shifts, trends and
influencing factors that have shaped the demographic landscape of the EU countries under
consideration.

3 Results and Discussion

The results of checking the nature of the distribution of the formed data sample using the
Shapiro-Wilk test are shown in Table 1.

Table 1 | Shapiro-Wilk test results

Parameters Country brand Net migration
Test statistics 0.978 0.985
Indicator of deviation from normality 1.343 1.213
z score 0.638 0.186
Prob >z 0.263 0.423

Source: Developed by the authors. Note: z — z score; Prob. — probability

The test statistic (W) is a value between 0 and 1. The closer it is to 1, the more the sample
resembles a normal distribution. In this case, both test statistics are close to 1, suggesting
that the distributions of both country brand and net migration are not significantly different
from a normal distribution.

The value of the indicator of deviation from normality allows us to quantify how much the
distribution of the sample deviates from normality. A smaller value indicates less deviation.
In this case, both indicators (1.343 for country brand,1.213 for net migration) are relatively
small, further supporting the notion that the distributions are not significantly different from
normal. The z score measures how many standard deviations an observation or data point is
from the mean. Smaller z scores indicate data points closer to the mean. In this context, the
z scores are relatively small (0.638 for country brand,0.186 for net migration), suggesting that
the data points are not excessively far from the mean. The p value is the probability that the
observed data would occur if the null hypothesis (data come from a normal distribution) were
true. A smaller p value suggests stronger evidence against the null hypothesis. In both cases,
the p values are larger than conventional significance levels (e.g., 0.05), indicating that there
is not enough evidence to reject the null hypothesis of normality.

The results of the homogeneity of variance test conducted on the generated sample data
using Levene's test are presented in Table 2.

Table 2 | Homogeneity test results

Parameters Country brand Net migration
Test statistic for mean 0.92 0.93
Test statistic for median 0.93 0.93
Test statistic with 10% trimmed mean 0.92 0.92

Source: Developed by the authors
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The test statistics for the mean are 0.92 for country brand and 0.93 for net migration, while
those for the median are 0.93 for both groups (Table 2). Additionally, the test statistics with a
10% trimmed mean are 0.92 for country brand and 0.92 for net migration. These values,
being close to 1, collectively suggest that there is no substantial evidence to support a
significant difference in variances between the country brand and net migration datasets.
Therefore, the variances appear to be homogenous across the two datasets.

The results of the Shapiro-Wilk and Levene’s tests indicate a normal distribution of the
generated data samples and equality of their variances, allowing a parametric ANOVA test.
The ANOVA test results for the four groups of countries (countries, status countries,
experience countries, country brands) based on FutureBrand agency data (Table 3) confirm
the hypothesis of a statistically significant difference in the levels of the net migration index
depending on the perception of the country's brand by external stakeholders.

Table 3 | Parametric ANOVA test results

Country group Contrast Std. err. Prob>z
Countries — status countries 0.204 0.002374 0.00876
Countries — experience countries 0.326 0.002374 0.01245
Countries — country brands 0.441 0.002374 0.02226
Status countries — experience countries 0.021 0.002374 0.02226
Status countries — country brands 0.034 0.002374 0.32656
Experience countries — country brands 0.024 0.002374 0.05328

Source: Developed by the authors. Note: Std. err. — standard error; Contrast — coefficient; z — z score;
Prob. — probability

According to Table 3, there is a statistically significant difference between the levels of
migration processes in the groups of countries: countries and status countries (contrast =
0.204, p = 0.008); experience countries (contrast = 0.326, p = 0.012); country brands
(contrast = 0.441, p = 0.022); status countries and experience countries (contrast = 0.021, p
=0.022). However, there is no statistically significant difference between the groups of status
countries and country brands based on the net migration index (p = 0.327). It is determined
that the enhancement of a country's brand increases the likelihood of an increase in migration
flows: in status countries by 0.204, in experience countries by 0.326 and in country brands
by 0.441 (with the reference group being "countries”). The empirical results of the ANOVA
testing reveal that, amid the intensification of globalization processes, the country's brand
serves as a catalyst or inhibitor of migration processes within the country. The obtained
results indicate that in the formulation of strategies for updating national migration policies, it
is essential to develop a programme for the promotion and strengthening of the national
brand.

Conclusion

This study delved into the causal relationship between the global image of countries and
immigration flows, employing the ANOVA technique and utilizing a dataset spanning from
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2000 to 2020, focusing on EU countries. The key findings underscore significant differences
in migration processes among various groups of countries, namely, countries, status
countries, experience countries and country brands. The contrasts, delineated as 0.204,
0.326 and 0.441, accompanied by their corresponding p values (0.008, 0.012 and 0.022),
accentuate the statistical significance of these discernible differences. Notably, the observed
contrast between status countries and experience countries underscores a statistically
significant variation (contrast = 0.021, p = 0.022).

Equally crucial is the observation that no statistically significant difference is discerned
between the groups of status countries and country brands based on the net migration index
(p = 0.327). This finding implies a certain level of similarity in the migration processes
characterizing these two distinct groups. Furthermore, this likelihood is augmented by 0.204
in status countries, by 0.326 in experience countries and by 0.441 in country brands, with the
reference group being "countries".

The empirical findings of this study not only provide valuable insights into the relationship
between a country's global image and immigration flows but also carry substantial policy
implications. To optimize migration management and outcomes, it is strongly recommended
that policymakers prioritize strategic interventions aimed at enhancing a country's brand. One
key policy avenue involves targeted efforts to elevate civic values within the country (Spicka,
2020; Trushkina et al., 2020; Dzwigol et al., 2021; Dzwigol-Barosz & Dzwigol, 2021,
Szczepanska-Woszczyna & Gatnar, 2022; Szczepanska-Woszczyna & Muras, 2023).
Strengthening the sense of shared identity, citizenship and community engagement can
contribute to a positive national image, making the country more appealing to potential
migrants. Initiatives promoting inclusivity, diversity and social cohesion can play a pivotal role
in shaping this aspect of the country's brand. Furthermore, policies aimed at improving
standards of living should be prioritized (Dacko-Pikiewicz, 2019; Kharazishvili et al., 2020;
Kwilinski et al., 2020a; Letunovska et al., 2021; Szczepanska-Woszczyna et al., 2022;
Wréblewski & Lis, 2021). Investments in healthcare, education, affordable housing and
overall economic well-being can significantly enhance the overall attractiveness of a country
for potential immigrants (Letunovska et al., 2022). A positive correlation between a robust
standard of living and increased migration flows underscores the importance of these policy
measures.

Strategic interventions in business environments can also be instrumental. Policies that foster
entrepreneurship, innovation and a favourable climate for businesses can enhance the
country’s economic appeal. A strong and dynamic economy is often a magnet for skilled
professionals and investors, positively affecting migration dynamics. Preserving and
promoting cultural heritage is another avenue for policymakers to consider (Spicka, 2023;
Syrova & Spic¢ka, 2023). Initiatives that celebrate and showcase a country's unique cultural
identity can contribute to a positive brand image. Cultural festivals, heritage preservation
programmes and the promotion of artistic endeavours can all play a role in shaping a
country’s global perception. Finally, highlighting and promoting unique local products can be
an effective strategy (Melnychenko, 2021; Moskalenko et al., 2022; Polcyn, 2022; Kwilinski
et al., 2023e). This can encompass anything from distinctive goods and services to culinary
delights. By showcasing the uniqueness of local offerings, a country can carve out a niche
identity that sets it apart, contributing to a positive brand image. By strategically boosting a
country's image across these dimensions, policymakers can not only positively influence
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migration dynamics but also potentially attract a diverse array of migrants, contributing to
economic growth, cultural richness and overall national development. This underscores the
intricate and interconnected nature of a country's global image and its attractiveness for
immigration.

The study implies that Central European countries can benefit from a comprehensive
approach to migration management that considers the interplay between a country's global
image and various factors influencing migration decisions. Strategic interventions in civic
values, standards of living, economic environments, cultural promotion and showcasing of
local products can collectively contribute to a positive brand image and attract a diverse array
of migrants, fostering economic growth and cultural richness. Central European countries can
capitalize on their rich history and cultural heritage as a unique selling point. By investing in
the preservation and promotion of historical sites, traditions and artistic expressions, these
countries can craft a narrative that distinguishes them from other regions. This cultural
authenticity can serve as a magnet for individuals seeking an immersive experience,
attracting those who are drawn to the deep-rooted traditions and historical landscapes that
Central Europe has to offer. Moreover, a strategic focus on civic values should take into
account the historical context of these countries' struggles for democracy and human rights.
Emphasizing these achievements not only enhances the global image but also establishes a
connection with migrants who value political stability and the protection of individual
freedoms. Initiatives that promote civic engagement, democratic values and social justice can
further solidify this appeal. In terms of standards of living, Central European countries can
make use of their comparatively lower costs of living compared to their Western counterparts.
Efforts to maintain affordability while simultaneously improving infrastructure, healthcare and
education can make these countries attractive for individuals seeking a high quality of life
without the financial burdens often associated with Western Europe. Economically, Central
European countries can build on their strategic location as a gateway between Western and
Eastern markets. By fostering international partnerships and trade agreements, these
countries can position themselves as key players in the global economy. Additionally,
supporting industries with high growth potential, such as technology and innovation, can
create job opportunities and stimulate economic dynamism. Cultural promotion should not
only highlight historical aspects but also celebrate contemporary achievements in arts,
science and innovation. Showcasing Central European contributions to modern culture can
attract forward-thinking individuals who seek to be part of a vibrant and evolving cultural
landscape. Showcasing of local products can extend beyond traditional goods to include
innovative technologies and sustainable practices. By emphasizing the region's commitment
to environmental responsibility and cutting-edge industries, Central European countries can
attract individuals who are interested not only in cultural richness but also in contributing to
and benefiting from a progressive and sustainable society.

The limitation of the study lies in its exclusive focus on EU countries. To enhance its
applicability, consideration will be given to extending the research to include other regions or
diverse types of countries, such as developing versus developed. Broadening the
geographical scope will assist in tailoring specific policy recommendations for different
country categories. Moreover, this study predominantly relies on quantitative data. Future
investigations will incorporate both quantitative and qualitative data, sourced from in-depth
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interviews, focus groups or case studies. This holistic approach is expected to yield a more
comprehensive understanding of the intricate interplay between a country's global image and
the complexities of migration decision making. Furthermore, the relationship between
migration and a country's brand is a complex issue influenced by a wide range of
determinants, including digitalization, political stability, governance efficiency, voice and
accountability. In this context, the future investigation will expand the list of variables that
affect the linkage between migration and a country's brand.

Acknowledgement

Funding: There was no special funding towards this study.

Conflict of interest: The authors hereby declare that this article was not submitted or
published elsewhere. The authors do not have any conflict of interest.

References

Adeseye, A. (2021). The effect of migrants’ remittance on economy growth in Nigeria: An empirical
study. Open Journal of Political Science, 11(1), 99. https://doi.org/10.4236/0jps.2021.111007.

Ahn, M. J., & Wu, H.-C. (2013). The Art of Nation Branding. Public Organization Review, 15(1), 157—
173. https://doi.org/10.1007/s11115-013-0255-6.

Anholt, S. (1998). Nation brands of the twenty first century. Journal of Brand Management, 5, 395-406.
https://doi.org/10.1057/bm.1998.30.

Anholt, S. (2003). Brand New Justice: The Upside of Global Branding. Oxford: Butterworth-Heinemann.

Anholt, S. (2004). Branding Places and Nations. The Economist: Brands and Branding. Canada: The
Economist Newspaper, Ltd., 213-226.

Anholt, S. (2007). Competitive identity: The new brand management for nations, cities and regions.
Houndsmills. United Kingdom: Palgrave Macmillan.

Anholt, S. (2010). Definitions of Place Branding: Working Towards a Resolution. Place Branding and
Public Diplomacy, 6, 1-10. https://doi.org/10.1057/pb.2010.3.

Arefieva, O., Polous, O., Arefiev, S., Tytykalo, V., & Kwilinski, A. (2021). Managing sustainable
development by human capital reproduction in the system of company’s organizational
behaviour. IOP Conference Series: Earth and Environmental Science, 628(1): 012039.
https://doi.org/10.1088/1755-1315/628/1/012039.

Belabas, W., Eshuis, J., & Scholten, P. (2020). Reimagining the city: Branding migration-related
diversity. European Planning Studies, 28(7), 1315-1332.
https://doi.org/10.1080/09654313.2019.1701290.

Bhuyan, R., Jeyapal, D., Ku, J., Sakamoto, I., & Chou, E. (2017). Branding ‘Canadian experience’ in
immigration policy: Nation building in a neoliberal era. Journal of International Migration and
Integration, 18(1), 47—62. https://doi.org/10.1007/s12134-015-0467-4.

Buhmann, A., & Ingenhoff, D. (2014). The 4D Model of the country image: An integrative approach
from the perspective of communication management. International Communication Gazette,
77(1), 102-124. https://doi.org/10.1177/1748048514556986.

Casado, B. L., Hong, M. and Harrington, D. (2010). Measuring migratory grief and loss associated with
the experience of immigration. Research on Social Work Practice, 20(6), 611-620.
https://doi.org/10.1177/1049731509360840.

94 CENTRAL EUROPEAN BUSINESS REVIEW Volume 13 | Issue 4 | 2024
https://doi.org/10.18267/j.cebr.359




ARTICLE

Connelly, L. M. (2021). Introduction to analysis of variance (ANOVA). Medsurg Nursing, 30(3), 218-
158.

Dacko-Pikiewicz, Z. (2019). Building a family business brand in the context of the concept of
stakeholder-oriented value. Forum Scientiae Oeconomia, 7(2), 37-51.
https://doi.org/10.23762/FSO_VOL7_NO2_3.

Dacko-Pikiewicz, Z. (2019). The Selected Aspects of Strategic Management in the City Divided by the
Border in the Context of the Development of the Cross-Border Market of Cultural Services.
Polish Journal of Management Studies, 19(1), 130-144.
https://doi.org/10.17512/pjms.2019.19.1.10.

Darma, S., Wijaya, A., & Darma, D. C. (2020). Different tests for the existence of agricultural
cooperatives in Indonesia: before and after COVID-19. Asia Life Sciences, 10(3), 615-628.

Dementyev, V., Dalevska, N., & Kwilinski, A. (2021). Innovation and Information Aspects of the
Structural Organization of the World Political and Economic Space. Virtual Economics, 4(1),
54-76. https://doi.org/10.34021/ve.2021.04.01(3).

Dzwigol-Barosz, M., & Dzwigol, H. (2021). Managing Family Businesses in Light of Methodological
Assumptions for Higher Education. E3S Web of Conferences, 307: 06003.
https://doi.org/10.1051/e3sconf/202130706003.

Dzwigol, H. (2019). The concept of the system approach of the enterprise restructuring process. Virtual
Economics, 2(4), 46—70. https://doi.org/10.34021/ve.2019.02.04(3).

Dzwigol, H. (2020a). Methodological and Empirical Platform of Triangulation in Strategic Management.
Academy of Strategic Management Journal, 19(4), 1-8.

Dzwigol, H. (2020b). Methodological Approach in Management and Quality Sciences. E3S Web of
Conferences, 307: 01002. https://doi.org/10.1051/e3sconf/202130701002.

Dzwigol, H. (2022a). Research Methodology in Management Science: Triangulation. Virtual
Economics, 5(1), 78-93. https://doi.org/10.34021/ve.2022.05.01(5).

Dzwigol, H. (2022b). Comparing ldiographic and Nomothetic Approaches in Management Sciences
Research. Virtual Economics, 5(4), 27-49. https://doi.org/10.34021/ve.2022.05.04(2).

Dzwigol, H. (2023). The Quality Determinants of the Research Process in Management Sciences.
Virtual Economics, 6(2), 35-54. https://doi.org/10.34021/ve.2023.06.02(3).

Dzwigol, H., & Dzwigol-Barosz, M. (2020). Sustainable Development of the Company on the Basis of
Expert Assessment of the Investment Strategy. Academy of Strategic Management Journal,
19(5), 1-7.

Dzwigot, H., & Trzeciak, M. (2023). Pragmatic Methodology in Management Science. Forum Scientiae
Oeconomia, 11(1), 67-90. https://doi.org/10.23762/FSO_VOL11_NO1_4.

Dzwigol, H., Aleinikova, O., Umanska, Y., Shmygol, N., & Pushak, Y. (2019a). An Entrepreneurship
Model for Assessing the Investment Attractiveness of Regions. Journal of Entrepreneurship
Education, 22, 1-7.

Dzwigol, H., Dzwigol-Barosz, M., & Kwilinski, A. (2020a). Formation of Global Competitive Enterprise
Environment Based on Industry 4.0 Concept. International Journal of Entrepreneurship, 24(1),
1-5.

Volume 13 | Issue 4 | 2024 CENTRAL EUROPEAN BUSINESS REVIEW 95
https://doi.org/10.18267/j.cebr.359




Dzwigol, H., Dzwigol-Barosz, M., Miskiewicz, R., & Kwilinski, A. (2020b). Manager Competency
Assessment Model in the Conditions of Industry 4.0. Entrepreneurship and Sustainability
Issues, 7(4), 2630-2644. https://doi.org/10.9770/jesi.2020.7.4(5).

Dzwigol, H., Dzwigot-Barosz, M., Zhyvko, Z., Miskiewicz, R., & Pushak, H. (2019b). Evaluation of the
Energy Security as a Component of National Security of the Country. Journal of Security and
Sustainability Issues, 8(3), 307—317. https://doi.org/10.9770/jssi.2019.8.3(2).

Dzwigol, H., Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023). Renewable Energy, Knowledge
Spillover and Innovation: the Capacity of Environmental Regulation. Energies, 16(3): 1117.
https://doi.org/10.3390/en16031117.

Dzwigol, H., Shcherbak, S., Semikina, M., Vinichenko, O., & Vasiuta, V. (2019c). Formation of Strategic
Change Management System at an Enterprise. Academy of Strategic Management Journal,
18(Special Issue 1), 1-8.

Dzwigol, H., Trushkina, N., & Kwilinski, A. (2021). The Organizational and Economic Mechanism of
Implementing the Concept of Green Logistics. Virtual Economics, 4(2), 41-75.
https://doi.org/10.34021/ve.2021.04.02(3).

El Aouni, F., Cascén-Pereira, R., & Hernandez-Lara, A. B. (2013a). The role of emigrants in the
construction of a destination brand: A new research line. Tourism and Hospitality Management,
19(1), 35-47.

El Aouni, F., Cascon-Pereira, R., & Hernandez-Lara, A. B. (2013b). The Morocco brand from the
Moroccan emigrants’ perspective. Place Branding and Public Diplomacy, 10(1), 55-69.
https://doi.org/10.1057/pb.2013.27.

Fan, Y. (2010). Branding the nation: Towards a better understanding. Place Branding and Public
Diplomacy, 6(2), 97-103. https://doi.org/10.1057/pb.2010.16.

Fernandez-Crehuet, J. M., Rosales-Salas, J., & Cogollos, S. D. (2021). Country’s international
reputation index. Corporate Reputation Review, 24, 14-30. https://doi.org/10.1057/s41299-
019-00088-8.

Fetscherin, M. (2010). The determinants and measurement of a country brand: the country brand
strength index. International Marketing Review, 27(4), 466—479.
https://doi.org/10.1108/02651331011058617.

FutureBrand. (2023). FutureBrand Country Index 2023, from https://www.futurebrand.com/futurebrand-
index-2023.

Goda, N. (2021). The influence of nation branding on tourism--how Slovakia compares to Austria in
nation branding. Romanian Journal of Geography/Revue Roumaine de Géographie, 65(1), 51-
59.

Hakhverdyan, D., & Shahinyan, M. (2022). Competitiveness, Innovation and Productivity of the
Country. Marketing and Management of Innovations, 1, 108-123.
http://doi.org/10.21272/mmi.2022.1-08.

Hernandez, H. (2021). Testing for normality: What is the best method. ForsChem Research Reports,
6(5), 1-38. https://doi.org/10.13140/RG.2.2.13926.14406.

Hussain, H. I., Haseeb, M., Kamarudin, F., Dacko-Pikiewicz, Z., & Szczepanska-Woszczyna, K. (2021).
The role of globalization, economic growth and natural resources on the ecological footprint in
Thailand: Evidence from nonlinear causal estimations. Processes, 9, 1103.
https://doi.org/10.3390/pr9071103.

CENTRAL EUROPEAN BUSINESS REVIEW Volume 13 | Issue 4 | 2024
https://doi.org/10.18267/j.cebr.359



about:blank
about:blank

ARTICLE

Chang, W. L., & Benson, V. (2023). Migration and financial transactions: factors influencing mobile
remittance service usage in the pandemic. Information Technology & People, 36(5), 2112—
2136. https://doi.org/10.1108/ITP-12-2020-0882.

Chygryn, O., & Miskiewicz, R. (2022). New Trends and Patterns in Green Competitiveness: A
Bibliometric Analysis of Evolution. Virtual Economics, 5(2), 24—-42.
https://doi.org/10.34021/ve.2022.05.02(2).

Chygryn, O., Kuzior, A., Olefirenko, O., & Uzik, J. (2022). Green Brand as a New Pattern of Energy-
Efficient Consumption. Marketing and Management of Innovations, 3, 78-87.
https://doi.org/10.21272/mmi.2022.3-07.

IOM. (2023). Net Migration Index. Retrieved 10 December 2023, from https://www.iom.int/.

Ivashchenko, A., Polishchuk, Y., Dubyna, M., Smerichevskyi, S., & Kornyliuk, A. (2023). Modelling the
impact of SME lending on business value added. Acta Innovations, 48, 5-21.
https://doi.org/10.32933/Actalnnovations.48.1.

Karnowski, J., & Miskiewicz, R. (2021). Climate Challenges and Financial Institutions: An Overview of
the Polish Banking Sector's Practices. European Research Studies Journal, XXIV(3), 120-139.
https://doi.org/10.35808/ersj/2344.

Karnowski, J., & Rzonca, A. (2023). Should Poland join the euro area? The challenge of the boom-bust
cycle. Argumenta Oeconomica, 1(50), 227-262. https://doi.org/10.15611/a0e.2023.1.11.

Kharazishvili, Y., & Kwilinski, A. (2022). Methodology for Determining the Limit Values of National
Security Indicators Using Atrtificial Intelligence Methods. Virtual Economics, 5(4), 7-26.
https://doi.org/10.34021/ve.2022.05.04(1).

Kharazishvili, Y., Kwilinski, A., Grishnova, O., & Dzwigol, H. (2020). Social Safety of Society for
Developing Countries to Meet Sustainable Development Standards: Indicators, Level, Strategic
Benchmarks (with Calculations Based on the Case Study of Ukraine). Sustainability, 12(21):
8953. https://doi.org/10.3390/su12218953.

Khatun, N. (2021). Applications of normality test in statistical analysis. Open Journal of Statistics, 11(1),
113. https://doi.org/10.4236/0js.2021.111006.

Kilduff, K., & Nufiez Tabales, J. M. (2017). Country Branding and its effect on the consumer in the
global market. Cuadernos de Gestién, 17(1), 83—104. https://doi.org/10.5295/cdg.150543kk.

Kryvda, O., Tulchynska, S., Smerichevskyi, S., Lagodiienko, N., Marych, M., & Naghiyeva, A. (2022).
Harmony of ecological development in the conditions of the circular economy formation.
Environment and Ecology Research, 10(1), 11-20. https://doi.org/10.13189/eer.2022.100102.

Kryvovyazyuk, |., Britchenko, |., Smerichevskyi, S., Kovalska, L., Dorosh, V., & Kravchuk, P. (2023).
Digital Transformation and Innovation in Business: the Impact of Strategic Alliances and Their
Success Factors. Economic Studies Journal, 1, 3-17.

Kwilinski, A. (2019). Implementation of Blockchain Technology in Accounting Sphere. Academy of
Accounting and Financial Studies Journal, 23(SI2), 1-6.

Kwilinski, A. (2023a). The Relationship between Sustainable Development and Digital Transformation:
Bibliometric Analysis. Virtual Economics, 6(3), 56—69.
https://doi.org/10.34021/ve.2023.06.03(4).

Volume 13 | Issue 4 | 2024 CENTRAL EUROPEAN BUSINESS REVIEW 97
https://doi.org/10.18267/j.cebr.359




Kwilinski, A. (2023b). E-Commerce and Sustainable Development in the European Union: A
Comprehensive Analysis of SDG2, SDG12, and SDG13. Forum Scientiae Oeconomia, 11(3),
87-107. https://doi.org/10.23762/FSO_VOL11_NO3_5.

Kwilinski, A. (2024). Understanding the Nonlinear Effect of Digital Technology Development on CO2
Reduction. Sustainable Development, 1-15. https://doi.org/10.1002/sd.2964.

Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023a). Environmental Sustainability within Attaining
Sustainable Development Goals: The Role of Digitalization and the Transport Sector.
Sustainability, 15(14): 11282. https://doi.org/10.3390/su151411282.

Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023b). Inclusive Economic Growth: Relationship between
Energy and Governance Efficiency. Energies, 16(6): 2511.
https://doi.org/10.3390/en16062511.

Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023c). Greenfield Investment as a Catalyst of Green
Economic Growth. Energies, 16(5): 2372. https://doi.org/10.3390/en16052372.

Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023d). Environmental Sustainability within Attaining
Sustainable Development Goals: The Role of Digitalization and the Transport Sector.
Sustainability, 15(14): 11282. https://doi.org/10.3390/su151411282.

Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023e). The Effects of Urbanization on Green Growth
within Sustainable Development Goals. Land, 12(2): 511.
https://doi.org/10.3390/land12020511. https://doi.org/10.3390/land12020511.

Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023f). The Impact of Digital Business on Energy
Efficiency in EU Countries. Information, 14(9): 480. https://doi.org/10.3390/info14090480.

Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023g). Spillover Effects of Green Finance on Attaining
Sustainable Development: the Spatial Durbin Model. Computation, 11(10) : 199.
https://doi.org/10.3390/computation11100199. https://doi.org/10.3390/computation11100199.

Kwilinski, A., Lyulyov, O., Dzwigot, H., Vakulenko, I., & Pimonenko, T. (2022a). Integrative Smart Grids'
Assessment System. Energies, 15(2): 545. https://doi.org/10.3390/en15020545.

Kwilinski, A., Lyulyov, O., Pimonenko, T., Dzwigot, H., Abazov, R., & Pudryk, D. (2022b). International
Migration Drivers: Economic, Environmental, Social, and Political Effects. Sustainability,
14(11): 6413. https://doi.org/10.3390/su14116413.

Kwilinski, A., Slatvitskaya, I., Dugar, T., Khodakivska, L., & Derevyanko, B. (2020a). Main Effects of
Mergers and Acquisitions in International Enterprise Activities. International Journal of
Entrepreneurship, 24, 1-8.

Kwilinski, A., Vyshnevskyi, O., & Dzwigol, H. (2020b). Digitalization of the EU Economies and People at
Risk of Poverty or Social Exclusion. Journal of Risk and Financial Management, 13(7): 142.
https://doi.org/10.3390/jrfm13070142.

Lee, E. S. (1966). A theory of migration. Demography, 3(1), 47-57. https://doi.org/10.2307/2060063.

Letunovska, N., Abazov, R., & Chen, Y. (2022). Framing a Regional Spatial Development Perspective:
The Relation between Health and Regional Performance. Virtual Economics, 5(4), 87-99.
https://doi.org/10.34021/ve.2022.05.04(5).

Letunovska, N., Kwilinski, A., Dzwigol, H., Lyulyov, O., & Pimonenko, T. (2021). Sustainable Tourism
for the Green Economy. Virtual Economics, 4(4), 33-51.
https://doi.org/10.34021/ve.2021.04.04(3)

CENTRAL EUROPEAN BUSINESS REVIEW Volume 13 | Issue 4 | 2024
https://doi.org/10.18267/j.cebr.359




ARTICLE

Letunovska, N., Offei, F. A., Junior, P. A, Lyulyov, O., Pimonenko, T., & Kwilinski, A. (2023). Green
Supply Chain Management: The Effect of Procurement Sustainability on Reverse Logistics.
Logistics, 7(3): 47. https://doi.org/10.3390/logistics7030047.

Luo, T., Xuan, A., Wang, Y., Li, G, Fang, J., & Liu, Z. (2023). Energy efficiency evaluation and
optimization of active distribution networks with building integrated photovoltaic systems.
Renewable Energy, 219(Part 1): 119447, https://doi.org/10.1016/j.renene.2023.119447.

Melnychenko, O. (2021). The Prospects of Retail Payment Developments in the Metaverse. Virtual
Economics, 4(4), 52—-60. https://doi.org/10.34021/ve.2021.04.04(4).

Mishra, P., Singh, U., Pandey, C. M., Mishra, P., & Pandey, G. (2019). Application of Student's t test,
analysis of variance, and covariance. Annals of Cardiac Anaesthesia, 22(4), 407-411.
https://doi.org/10.4103/aca.aca_94_19.

Miskiewicz, R. (2020). Internet of Things in Marketing: Bibliometric Analysis. Marketing and
Management of Innovations, 3, 371-381. https://doi.org/10.21272/mmi.2020.3-27.

Miskiewicz, R., Matan, K., & Karnowski, J. (2022). The Role of Crypto Trading in the Economy,
Renewable Energy Consumption and Ecological Degradation. Energies, 15(10): 3805.
https://doi.org/10.3390/en15103805.

Moskalenko, B., Lyulyov, O., Pimonenko, T., Kwilinski, A., & Dzwigol, H. (2022). Investment
Attractiveness of the Country: Social, Ecological, Economic Dimension. International Journal of
Environment and Pollution, 69(1-2), 80-98. https://dx.doi.org/10.1504/IJEP.2021.10050183.

Nation Brands. (2020). The annual report on the most valuable and strongest nation brands. Retrieved
10 October 2021, from https://brandirectory.com/download-report/brand-finance-nation-brands-
2020-preview.pdf.

Nesterenko, V., Miskiewicz, R., & Abazov, R. (2023). Marketing Communications in the Era of Digital
Transformation. Virtual Economics, 6(1), 57-70. https://doi.org/10.34021/ve.2023.06.01(4).

Niva, V., Horton, A., Virkki, V., Heino, M., Kosonen, M., Kallio, M., ... & Kummu, M. (2023). World’s
human migration patterns in 2000-2019 unveiled by high-resolution data. Nature Human
Behaviour, 1-15. https://doi.org/10.1038/s41562-023-01689-4.

Polanco, G. (2019). Competition between labour-sending states and the branding of national
workforces. International Migration, 57(4), 136—150. https://doi.org/10.1111/imig.12553.

Polcyn, J. (2022). Determining Value Added Intellectual Capital (VAIC) Using the TOPSIS-CRITIC
Method in Small and Medium-Sized Farms in Selected European Countries. Sustainability,
14(6): 3672. https://doi.org/10.3390/su14063672.

Polcyn, J., Us, Y., Lyulyov, O., Pimonenko, T., & Kwilinski, A. (2022). Factors Influencing the
Renewable Energy Consumption in Selected European Countries. Energies, 15(1): 108.
https://doi.org/10.3390/en15010108.

Pudryk, D., Legenkyi, M., & Alioshkina, L. (2021). Innovation Development and Migration: Panel Data
Approach. Marketing and Management of Innovations, 1, 336—347.
http://doi.org/10.21272/mmi.2021.1- 26.

Pudryk, D., Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2023). Towards Achieving Sustainable
Development: Interactions between Migration and Education. Forum Scientiae Oeconomia,
11(1), 113-132. https://doi.org/10.23762/FSO_VOL11_NO1_6.

Volume 13 | Issue 4 | 2024 CENTRAL EUROPEAN BUSINESS REVIEW
https://doi.org/10.18267/j.cebr.359




Rajiani, |., & Kot, S. (2020). Javanese Indonesia: Human Resource Management Issues in a Uniquely
Collectivist Culture. Cultural Management: Science and Education, 4(2), 9-21.
https://doi.org/10.30819/cmse.4-2.01.

Rojas-Méndez, J. (2013). The nation brand molecule. Journal of Product & Brand Management, 22(7),
462-472. https://doi.org/10.1108/JPBM-09-2013-0385.

Sheth, A. (2010). Little India, next exit: Ethnic destinations in the city. Ethnography, 11(1), 69-88.
https://doi.org/10.1177/1466138109347004.

Shymon, S., Kolomiets-Ludwig, E., Osiejewicz, Jo., Krawczyk, D., & Kaminska, B. (2020). The Role of
Country Brand in Providing Economic Resilience. Marketing and Management of Innovations,
1, 303-311. http://doi.org/10.21272/mmi.2020.

Silvanto, S., & Ryan, J. (2014). Relocation branding: A strategic framework for attracting talent from
abroad. Journal of Global Mobility, 2(1), 102—-120. https://doi.org/10.1108/JGM-07-2013-0046.

Singh, A. (1995) Contradictions in consciousness or variations in tradition: Hindu women in the South
African diaspora. Guru Nanak Journal of Sociology, 16(2), 95-126.

Smith, R. (2006). Mexican New York: Transnational lives of new immigrants. University of California
Press.

Spicka, J. (2020). Sociodemographic drivers of the risk-taking propensity of micro farmers: Evidence
from the Czech Republic. Journal of Entrepreneurship in Emerging Economies, 12(4), 569—
590. https://doi.org/10.1108/JEEE-09-2019-0143.

Spicka, J. (2023). Cooperation in a minimum-waste innovation ecosystem: a case study of the Czech
Hemp Cluster. International Journal of Emerging Markets, 18(10), 4320-4342.
https://doi.org/10.1108/IJOEM-08-2021-1189.

Stryzhak, O., Akhmedova, O., Postupna, O., Shchepanskiy, E., & Tiurina, D. (2021). National Brand,
Tourism and Human Development: Analysis of the Relationship and Distribution. Journal of
Distribution Science, 19(12), 33-43.

Syrova, L., & Spicka, J. (2023). Exploring the indirect links between enterprise risk management and
the financial performance of SMEs. Risk Management, 25(1), 1.
https://doi.org/10.1057/s41283-022-00107-9.

Szczepanska-Woszczyna, K., & Muras, W. (2023). Shareholders and the Long-Term Ability of a
Company to Value Creation: The Case of the IT Sector. Polish Journal of Management
Studies, 28(2), 323-348. https://doi.org/10.17512/pjms.2023.28.2.19.

Szczepanska-Woszczyna, K., & Gatnar, S. (2022). Key Competences of Research and Development
Project Managers in High Technology Sector. Forum Scientiae Oeconomia, 10(3), 107-130.
https://doi.org/10.23762/FSO_VOL10_NO3_6.

Szczepanska-Woszczyna, K., Gedvilaité, D., Nazarko, J., Stasiukynas, A., & Rubina, A. (2022).
Assessment of Economic Convergence among Countries in the European Union.
Technological and Economic Development of Economy, 28(5), 1572-1588.
https://doi.org/10.3846/tede.2022.17518.

The Good Country Index. (2020). Retrieved 10 October 2021, from https://index.goodcountry.org.

Titko, J., Steinbergs, K., Achieng, M., & Uzule, K. (2023). Atrtificial Intelligence for Education and
Research: Pilot Study on Perception of Academic Staff. Virtual Economics, 6(3), 7-19.
https://doi.org/10.34021/ve.2023.06.03(1).

100 CENTRAL EUROPEAN BUSINESS REVIEW Volume 13 | Issue 4 | 2024
https://doi.org/10.18267/j.cebr.359




ARTICLE

Trushkina, N., Abazov, R., Rynkevych, N., & Bakhautdinova, G. (2020). Digital Transformation of
Organizational Culture under Conditions of the Information Economy. Virtual Economics, 3(1),
7-38. https://doi.org/10.34021/ve.2020.03.01(1).

Trzeciak, M., Kopec, T. P., & Kwilinski, A. (2022). Constructs of Project Programme Management
Supporting Open Innovation at the Strategic Level of the Organization. Journal of Open
Innovation: Technology, Market, and Complexity, 8(1): 58.
https://doi.org/10.3390/joitmc8010058.

Vazquez-Martinez, U. J., Sanchis-Pedregosa, C., & Leal-Rodriguez, A. L. (2019). Is Gastronomy A
Relevant Factor for Sustainable Tourism? An Empirical Analysis of Spain Country Brand.
Sustainability, 11(9), 2696. https://doi.org/10.3390/su11092696.

Verina, N., Titko, J., & Shina, |. (2021). Digital transformation outcomes in higher education: Pilot study
in Latvia. International Journal of Learning and Change, 13(4-5), 459-473.
https://doi.org/10.1504/1JLC.2021.116661.

Wréblewski, L., & Lis, M. (2021). Marketing Mix of Cultural Institutions on the Cross-Border Market of a
City Divided by a Border — An Analysis and Evaluation. Polish Journal of Management Studies,
23(2), 555-572. https://doi.org/10.17512/pjms.2021.23.2.33.

Yousaf, S., Tauni, M. Z., & Xiucheng, F. (2020). Migration intentions: A sign of a weak nation brand? A
multigroup analysis between China and Pakistan. Journal of Product and Brand Management,
30(2), 262—-280. https://doi.org/10.1108/JPBM-02-2019-2278.

The research article has been peer-reviewed. | Received: 3 December 2023; Revised: 7 January
2024; Accepted: 12 January 2024; Available online: 3 May 2024; Published in the regular issue: 30
September 2024.

Volume 13 | Issue 4 | 2024 CENTRAL EUROPEAN BUSINESS REVIEW 101
https://doi.org/10.18267/j.cebr.359




