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Abstract

A strong brand has become increasingly important for success in global competition across
market segments. There is no doubt that to succeed in their job role, brand managers must pos-
sess abilities, personality traits and concomitant soft skills that arise from these traits. The staff
responsible for the brand management process deserves the attention of the professional com-
munity. The purpose of this article is to analyse, compare and discuss requirements for brand
managers when they are first approached by their prospective employers in Ukraine and the
Czech Republic. The research project was conducted to confirm that innovative and analytical
skills are among the most frequent demands that candidates for the post of brand manager are
confronted with at the beginning of the recruitment process. Using a summative content analy-
sis, the word/phrase frequency of personality traits and skill requirements in job advertisements
was studied. A requirement occurrence comparison between Ukraine and the Czech Republic
showed some differences. Creativity requirements were predicted to appear more often in the
Ukrainian set of job advertisements due to the emphasis placed in this country on an innovative
approach in an internationally competitive environment. The differences in employer expecta-
tions supported by a set of psychological requirements placed on candidates for the position of

brand manager inspire the discussion of the role the brand manager.
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1. INTRODUCTION

Experts agree that human capital is the intangible asset which generates most competitive advan-
tages, with certain characteristics of personnel representing the most flexible and dynamic fac-
tor. Powerful brands play an important role in striving for a competitive advantage, with brand
managers being accountable for both tactical day-to-day decision-making and the strategic de-
velopment of assigned brands in an overwhelming majority of companies. Key brand managerial
responsibilities have been described, e.g. by Upshaw (1995), Kapferer (1998), Keller (2008) and
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De Chernatony (2009). In recent years, the range of duties of brand managers has expanded since
the social forces and trends that have shaped the first two decades of the 21st century have changed
markets, forcing companies to adopt new attitudes and practices. Brands are supposed to be man-
aged effectively so that they can adapt to the shifting business environment, thus enhancing their
competitive positions. Increasingly, key areas of brand manager responsibilities are designed in a
similar way to those of marketing directors. In addition to the development and implementation of
brand positioning strategy, innovation and activation, “heavy-weight” brand managers are also in
charge of marketing strategy, aiming to drive the performance of the brand. In order to succeed,
they make and implement marketing plans in close cooperation with external partners and internal

company departments (Sales, Business Development, Operations, etc.).

Obviously, brand managers must acquire adequate knowledge and skills, and possess certain
personal traits and qualities as well as exhibit developed behavioural competencies necessary for
efficient brand management performance. Since a comprehensive up-to-date set of requirements
employers impose on brand managers was not available in the literature reviewed, it seems appar-
ent that there is enough space for empirical research in this field. Based on secondary data, it is
safe to assume that a brand manager is a representative of knowledge workers. Questions arise as
to how important is brand manager creativity for employers, along with whether creativity ranks

among the most preferable requirements for brand manager candidates.

This issue was tackled by Wroblowska (2016a), who, having conducted empirical research in 2015
applying Berelson’s method of content analysis, verified that Czech employers consider brand
managers as skilled knowledge workers, which in turn influences the recruiting and hiring proc-
ess in filling vacancies. This very finding was confirmed in the US states of California, New
York and Illinois in the same year (Wroblowska 2017a; 2017b). In 2017, similar empirical research
was carried out in Ukraine using the previously tested summative method of content analysis by
which Ukrainian employer expectations were examined. A discussion of the requirements for

brand manager positions in different countries followed.

Published job advertisements can aid researchers in understanding the range of individual dis-
positions and skills required for particular positions. Ads are supposed to clearly indicate core
competencies, with various amounts of details provided by different employers (Dunbar at al.
2016). Recruitment ads today are generally available online, allowing for reduced advertising
costs, better access and ongoing updates; for details see Kaba (2017) and Noe et al. (2017). For

these reasons, vacancy advertisements were used as a source of data.

The present study involves a summative content analysis of the occurrence of soft skill and pet-
sonality descriptors sought in candidates for brand manager positions. Numerous authors have
used content analysis in a similar way; see, for example, recent studies focusing on librarians
(Detmering & Sproles, 2012; Triumph & Beile, 2015; Kaba, 2017), logisticians (Kovacs et al.,
2012), and entry-level foresters (Bettinger & Merry, 2018).

The paper presents the requirements to be met by brand managers when they are first approached
by advertisers in the Czech Republic and Ukraine. The research assumption regarding the simi-
larity of requirements for brand manager posts in the two countries has been verified, with the

hypothesis testing described in the Results and Discussion sections below.
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2. LITERATURE REVIEW

2.1 Marketing management and brand management

Marketing was once viewed as a set of activities and as a customer- and market-driven concept
of management. Now, however, it has been defined as “the activity, set of institutions, and
processes for creating, communicating, delivering, and exchanging offerings that have value for
customers, clients, partners, and society at large” (Kotler & Keller, 2012, p. 5). The cited authors
argue that social transformation has affected marketing to such an extent that it now requires a
more extensive range of skill sets, with greater efforts needed to satisfy the ever-evolving needs
of both stakeholders and the general public. Marketing management, according to Kotler & Kel-
ler (2012, p. 5), is defined as “the art and science of choosing target markets and getting, keep-
ing, and growing customers through creating, delivering, and communicating superior customer
value”. Product management fulfils requirements created by a new paradigm, adopting informa-
tion-, process- and relationship-oriented approaches (Achrol & Kotler, 2012). Aumayr (2006)
describes marketing as a managerial concept focused on the necessity for the coordination of
products and product groups. Tomek & Vavrova (2009) explain that product management is “a
process of product creation and development which corresponds to the market’s needs”, admit-
ting that the “practical perception of product management” can bring about various levels of

status “for product management and thus also of employees carrying out this work”.

Gorchels (2005) as well as Kotler & Keller (2012) imply that companies producing packaged
goods prefer an integrated form of product and brand management, with the latter authors
stressing that product-specific management requires adequate resources for each category of
goods and services. Keller (2013) highlights the difference between a product and a brand, the
former referring to anything offered to the market, the latter a broader concept involving the
features that distinguish the product from competing ones. Based on holistic marketing phi-
losophy, Kotler & Keller (2012) argue that building strong brands represents a specific set of
tasks which make up a successful marketing management and leadership environment. Aaker
(1991, p. 6) has defined a brand as “a distinguishing name and/or symbol (such as a logo, trade-
mark, or package design) intended to identify the goods or services of either one seller or group
of sellers, and to differentiate those goods or services from those of competitors”. Kotler &
Pfoertsch (2006, p. 3) state that brands meet the same goals in B2B markets as in consumer
markets, because “they facilitate the identification of products, services and businesses, as well
as differentiate them from the competition”. The essence of brand management was captured
by Kapferer (1998), who defined the concept of brand identity, underlining the pre-eminence of
strategy and a consistent, integrated vision. Aaker (1996) designed another important concept,
the so-called Brand Equity Ten model for measuring brand value. The establishment of brand
identity is one of the four steps of the Customer-Based Brand Equity (CBBE) model, allowing
the brand manager to build a close, long-term relationship between the brand and the consumer

(Keller 1993).

To develop a set of requirements for the post of brand manager means to describe her/his role

in the strategic brand management process. The four strategic, tactical and operational steps ate
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as follows: brand positioning, brand marketing, brand performance measurement and interpre-
tation, and brand equity growth and sustainability; see Keller (2013). In line with outcomes of
intellectual capital research conducted by Nguyen, an improved customer intellectual, behav-
ioural and sensory expetience with a brand is what brand managers should primarily strive for;
see Nguyen et al. (2015). The findings indicate that the set of main tasks expands, depending
on impacts on the structure of requirements to be delivered by a brand manager. Despite cur-
rent human factor requirements in brand management not being explicitly specified by Kotler
& Keller (2012), their implicit complexity can be inferred from the authors’ inclination towards
the involvement of whole brand-asset management teams supported by senior executive man-

agement.

2.2 Human capital

The widespread acceptance of brands as significant intangible assets is confirmed by Abdolmo-
hammadi (2005). Brands are among the factors contributing to intellectual capital, defined by
Subramaniam & Youndt (2005) as “the sum of all the knowledge available to the organization
that companies could utilize and use to achieve and maintain a competitive advantage”. Intellec-
tual capital comprises human, organizational and social capital, the latter two components con-
sisting of institutionalized knowledge owned by organizations, and knowledge derived from the
network of internal and external relationships, respectively. Bontis (1999) clarified the definition
of human capital given by Schultz (1981), explaining that human capital represents the human
factor in the organization, combined intelligence, skills and experience, that gives the organiza-
tion its distinctive character. Human capital and knowledge management are closely related.
“Knowledge worker” is a phrase first coined by Drucker (1993) to mean “individuals who have
high levels of education and special skills combined with ability to apply these skills to identify
and solve problems”. Their work consists in creating, distributing or applying knowledge; see
Mladkova (2004). Knowledge workers constitute a heterogeneous group. Mladkova (2008, p. 21)
applied the original KWP classification using two dimensions — “the value added to perform-
ance by tacit knowledge” and “golden skills required for the position or necessity for work”,
including creativity, autonomy and ability to solve problems among the so-called golden skills
of knowledge workers. Trunecek (2003) highlighted the skills and capabilities of the knowledge
workers to think contextually, learn constantly and work flexibly, independently and in an emo-

tionally intelligent way.

2.3 Personal determinants of performance and behavioural competencies

There are many factors that can affect knowledge workers’ performance. Internal ones are pet-
sonal determinants, including a range of prerequisites for doing the job. Those closely related
to work performance are individual dispositions and psychological attributes, which determine
workers” ability to accomplish assigned tasks; see, e.g. Stikar et al. (2003), Armstrong (2006) and
Noe et al. (2017). There are many personal attributes, usually referred to as “traits”, indicating
personality characteristics that distinguish one person from another, having the same manifesta-
tions under different circumstances; see Hall et al. (1997). Numerous personality studies try to

divide the human mind into stable functional areas. According to Nakonec¢ny (1998), attempts to
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unify various factor analytic models led to the selection of reliably determined, most significant
factors, the so-called Big Five structure being one of the models. The taxonomy of personality

traits thus remains an open research field.

Traits as units of human personality are “smaller” than behavioural competencies. According
to Armstrong (2006, p. 160), quoted literally, the definition is “behavioural expectations, i.e. the
type of behaviour required to deliver results under such headings as teamwork communication,
leadership and decision-making. They are sometimes known as soft skills”. The author admits
that there are more interpretations, arguing that “competencies represent the language of per-
formance. They can articulate both the expected outcomes from an individual’s efforts and man-
ner in which these activities are carried out” (Armstrong, 2006, p. 159). Noe et al. (2017, p. 701)
interpret competencies as “a set of skills, knowledge, and abilities and personal characteristics

that enable employees to perform their jobs”.

Personality traits of creative people are assumed to overlap with the characteristics of knowledge
workers; see, e.g. Drucker (1999), Trunecek (2003), Davenport (2005) and Mlddkova (2008). Dif-
ferent research views on creativity determine different definitions and conclusions; cf. Frankova
(2011). According to Hlavsa (1985), creativity is a multi-component competency comprising im-
aginative, heuristic and schematic ingredients. The latter component encompasses basic thought
operations and logical and systematic thinking, problem solving is part of the heuristic compo-
nent, intuition and fantasy belonging to the imaginative component. Pitra & Mohelska (2015, p.
312) define creativity as “the ability of person or of a group of persons to analyse a problem, find
its solution and open ways how to bring this solution into life”. Finally, Teresa Amabile’s com-
ponential model of creativity is worth mentioning; see Amabile (1998). It assumes that if people
want to fully develop their creativity, they must meet the three conditions set out by the model
— “expertise in task”, “creative thinking skills” (cognitive abilities and processes) and “motiva-
tion”; see Frankova (2011, pgs. 93-94).

3. OBJECTIVES AND METHODS

The purpose of the study is to present and discuss interim outcomes of an ongoing research
project. The empirical research objective is to identify the requirements for candidates for brand
manager positions at an early stage of the recruitment process when advertisements for vacan-

cies are released.

The background of the paper is based on an analysis of secondary data drawn from the following
three types of reference literature — printed scientific and professional monographs and paper
collections (under the headings of “brand management” and “product management”), reviewed
scientific papers (via EBSCO service, using key words “personality traits”, “knowledge”, “brand
manager” and “job”, preferentially utilizing the Web of Science database), and three other arti-

cles available online.

The primary research goal was to assess the supply of job opportunities for brand managers in
the Ukrainian labour market. The following research hypothesis (1): “The set of requirements

for candidates for the job of brand manager will confirm that a brand manager is one of the
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knowledge workers who have personality traits and concomitant soft skills that arise from these

traits typical for creative people” guided the direction of the study.

The secondary objective was to identify potential differences in requirements for brand manag-
ers between Ukraine and the Czech Republic. To achieve this second goal, a research hypothesis
(2) was established: “The personality requirements and soft skills requirements for brand man-
agers in Ukraine and the Czech Republic do not differ”.

An interdisciplinary approach was adopted, because both theoretical research and analysis of the
current state of the issue required an insight into various fields of study. Empirical and logical
methods were mostly employed, both analytic and synthetic reasoning being applied. A com-
parative method was also utilized to achieve the scientific aim.

For the study of online job advertisement texts, the proven method of content analysis — devised
by Bernard Berelson for objective, systematic, quantitative description of text contents — was
used; see Berelson (1952). Selected text segments have been transformed into an electronic form.
The procedure of content analysis, according to Schwandt (2001), was carried out.

A subsequent analysis was focused on mapping personality traits and skills (supposed to be
shared by creative knowledge workers) that are considered important by potential employers
who find it necessary to include relevant requirements in job advertisements. The findings were
categorized and coded, a summative analysis being then performed. The requirements of which
occurrence frequency exceeded five percent in at least one of the data files were analysed. The
classification of psychological characteristics inspired by a standard diagram of profession, as
Hronik (2007) recommended, was used to sort out the published psychological requirements for

brand manager positions.

Over five weeks between April 18 and May 23 2017, the ads for positions titled “Brand Manager”
were collected from job vacancy advertisements available online (www.work.ua) from three se-
lected regions of Ukraine (Kiev, Lviv, and Dnipropetrovsk). A total of 79 ads were gathered.
When the position was offered under a different heading, e.g. “Junior Brand Manager”, the
advertisement was excluded from the set. After finishing this procedure, the final sample con-
tained 74 adverts.

As with previous studies, see Wroblowska (2016b; 2017a), the present research has been designed
to allow for comparison of older and current outputs, focusing on the exploration of job require-
ments in Ukraine and the extension of earlier findings’ validity for the Czech Republic. In spite
of different external and internal factors in Ukraine, as mentioned by Sokil & Ubtreziova (2017),
the author chose this very country to compare its set of requirements with that imposed on
Czech brand managers since, according to MINFIN (2017), the expected GDP growth outlook
for Ukraine over the data-collection period was between 2.1 and 2.3 percent, thus being almost
the same as in the Czech Republic (at a time when the job ads appeared and both economies were
in the same phase of the economic cycle).

In line with Rezankova (2007), the assumption of matching requirements for brand manager
posts in the two countries was tested using Pearson chi-square statistics. Tests were performed
at significance levels of 0.1, 1 and 5 percent to check whether the null hypothesis regarding
independence of the analysed variable (on the sign representing the country where job advertise-

ments were posted) can be rejected.
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4. RESULTS AND DISCUSSION

The aim of this study is to present and discuss the selected research outcomes, other results re-
lated to knowledge prerequisites, specialized skills, strategic and other general competencies of

Ukrainian brand managers is published in another paper; see Wroblowska (2018).

4.1 Results

Over the four-week research period, 74 job advertisements posted online at www.work.ua were
collected. Most advertisements (68.9 percent) were from Kiev, 24.3 and 6.8 percent were from
Dnipropetrovsk and Lviv, respectively. Private organizations offered 93.2 percent of brand man-
ager vacancies, employment agencies releasing only 6.8 percent of them. All the ads required at

least one personality trait and/or cognitive ability.

In Tab. 1, the sorted data from advertisement texts are shown in the form of a frequency chart.
This table also provides information about the results of the survey conducted in the Czech
Republic. The Czech data collection took place in 2015. Data processing has been applied in the
same way as in Ukraine; for details, please see Wroblowska (2016b). The sample of advertise-
ments coming from the Czech career portal Jobs.cz consisted of 56 adverts, while in Ukraine, the
same selection rules as mentioned above, having been applied, the sample of single ads totalled
74.

Tab. 1 encompasses data from the entire industrial spectrum in both countries.

It is to be noted that competency requirements appeared sporadically both in Ukraine and the
Czech Republic. With a few exceptions, e.g. “leadership” competency, the advertisers preferred
to highlight desirable personality traits and relevant soft skills.

Comparison of the occurrence frequency of requirements for brand manager applicants in

Ukrainian and Czech advertisements is illustrated in Fig. 1.

Tab. 2 indicates that the representation of individual characters is different in evaluated groups
of requirements. Since less than 50 percent of Ukrainian as well as Czech employers did not men-
tion requirements regarding a candidate’s character and self-perception, or features and skills as-
sociated with motivation and self-control, this table does not display the results of the evaluation

of sets of all respective requirements.

Tab. 3 (included in Appendix) provides information on a group of performance prerequisites and
abilities (shown in Tab. 1 under letter P). This table gives an idea of statistical independence test
administration, the chi-square criterion being applied. The test was conducted at significance
levels of 0.1, 1, and 5 percent to detect whether the null hypothesis concerning independence of

the analysed variables can or cannot be rejected.
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Tab. 1 — Personality traits and skills required for brand managers (BM) in Ukraine and the

Czech Republic. Source: Author’s own research

. _ . BM Czech Republic | BM Ukraine
Group | Personality Requirements and Skills
n %o n %
1P performance prerequisites and abilities
" o'rganizational ability/able to set prioti- 16 28.6% 1 16.2%
ties
2 able to work independently 20 35.7% 3 4.1%
3 results orientation 13 23.2% 18 24.3%
4 systematic approach 5.4% 1 1.4%
5 logical thinking/reasoning ability 7.1% 2 2.7%
6 ability to handle multi-tasking 3.6% 6.8%
7 conceptual thinking 10.7% 0 0.0%
8 analytic thinking/analytical skills 24 42.9% 24 32.4%
9 accuracy/attention to detail/preciseness | 5 8.9% 6 8.1%
10 creativity/able to innovate 29 51.8% 23 31.1%
1 interpersonal skills and abilities
1 team player/team work ability 15 26.8% 12 16.2%
) comr.nunication skills/ability to com- 39 69.6% 3 41.9%
municate well
negotiation abilities/ability to convince 8 14.3% 12 16.2%
4 presentation skills 23 41.1% 13 17.6%
leadership abilities 3 5.4% 5 6.8%
other psychological demands and requirements
© traits and skills connected to motivation and self-control
1 able to take initiative/proactive ap- 21 37.5% 13 17.6%
proach
2 able to work enthusiastically 13 23.2% 1 1.4%
able to learn/willing to learn new things 5.4% 1 1.4%
4 self-assertiveness 5.4% 7 9.5%
vital capacity and temperament
5 vital personality/dynamic personality ‘ 7 ‘ 12.5% ‘ 8 ‘ 10.8%
other psychological demands and requirements
6 flexibility 23 41.1% 2.7%
7 mature and open personality 7.1% 0.0%
8 endurance/able to cope with stress 10.7% 10 13.5%
9 responsibility 13 23.2% 17 23.0%
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Tab. 2 — Requirement group testing (overview of results). Source: Author’s own research

Groups of tested requirements chi-square value | df | test result
P | performance prerequisites and abilities 20.3917250 9 | H, rejected
1 interpersonal abilities and skills 3.9622747 4 H, not rejected

other psychological demands and require-

O 32.0041182 8 H, rejected

ments

A statistically significant difference in the distribution of frequencies of requirements grouped
together in the group marked P, including performance prerequisites and abilities, was con-
firmed for & = 0.001 and & = 0.01, as proved by calculations in Tab. 3.

responsibility
endurance/able to cope with stress BM Ukraine ®BM CZ
mature and open personality

flexibility

vital personality/dynamic personality
self-assertiveness

able to learn/willing to learn new things
able to work enthusiastically

able to take initiative /proactive approach
leadership abilities

presentation skills

negotiation abilities/ability to convince
communication skills/ability to communicate well
team player/team work ability
creativity/able to innovate
accuracy/attention to detail/preciseness
analytic thinking/analytical skills
conceptual thinking

ability to handle multi-tasking

logical thinking/reasoning ability
systematic approach

results orientation

able to work independently

organizational ability/able to set priorities

0.0%  10.0%  20.0%  30.0% 40.0% 50.0%  60.0% 70.0%  80.0%

Fig. 1 — Comparison of the relative frequency of requirements for personality traits and skills of brand managers in

the Czech Republic and Ufkraine. Sonrce: Author’s own research.
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4.2 Discussion

In this sub-section, first the fulfilment of the set objectives and the results presented will be

evaluated and discussed, followed by an assessment of benefits and drawbacks.

It is to be emphasized that the profession of a brand manager is not subject to uniform a priori
standards. Therefore, particular job requirements are to be inferred from the job description and
the given person specification (e.g. Armstrong, 2012). An analysis of relevant labour market data

may thus compensate for an insufficient public reflection on the brand manager job.

Brand managers are involved in business activities in various ways. In a vertically structured
organization, however, they rarely have direct subordinates, thus they must work with other
departments in the role of a personal coordinator. Thus, it is no wonder that effective commu-
nication skills (the “ability to communicate well”) represent the most frequent requirement in
advertisements, a result which corresponds to business practices both in Ukraine and the Czech
Republic. In business organizations, marketers act as intermediaries matching the organization’s
supply with market demand, listening to customers’ needs and transferring information to ex-
ecutive departments. Having few executive powers of their own, brand managers are forced
to take full advantage of their behavioural competencies. Despite having a coordinating role,
their professional commitments and responsibilities make the job performance requirements of
brand managers more variable than may be expected, as is reported in, e.g. Steenkamp (2017)
and Keller (2013).

This section deals with the confirmation of the hypothesis (1). Almost a third of Ukrainian ad-
vertisers (32.4 percent) require that a candidate for the position of a brand manager possess ana-
lytical abilities as a basis for “decision-making” competencies, with such skills being necessary to
process details and solve problems. The next most common psychological requirements present-
ed are related to creativity, often expressed as the ability to innovate (31.3 percent), along with a
“result orientation” behavioural competency. These results prove that employers are interested
in how the person with a specific competency behaves, if she/he is performance-aware, task-
focused and purposeful enough to achieve reasonably demanding corporate goals. Steenkamp
(2017), who has been studying global brands for more than 25 years, argues that members of
brand management teams should embrace a range of skills and knowledge that distinguish them
from common corporate marketers, a description which highlights their duties without listing
particular skills. The last requirement expected by more than a fifth of employers surveyed is
responsibility (23.0 percent), a factor which is based on conscientiousness — one of the Big Five
personality dimensions. The fact that responsibility is among the most frequent requirements
implies that Ukrainian advertisers are reaching out to more mature and independent individuals.
The present research results illustrated in Tab. 1, however, do not provide enough data to further

facilitate a discussion on the Big Five structural model.

The study outcomes confirm that creativity and analytical thinking — both necessary for success
in product innovation as stated by Crawford & Di Benedetto (2000) and Frankova (2011) — rank
among the top five psychological requirements for brand managers in Ukraine. Since innovation
is the key factor of maintaining global competitive edge, a finding supported by professional
sources, the more frequent occurrence of the “ability-to-innovate” requirement in job advertise-

ments was an expected outcome.
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Concerning the hypothesis (2), Tab. 2 shows that changes in the representation of requirements
were statistically insignificant at all levels for the group of interpersonal skills and abilities, even
though the requirement for the ability to communicate effectively was featured in almost 70
percent of advertisements in the Czech Republic and more than 40 percent in Ukraine. Fig. 1
indicates further differences between employer preferences in Ukraine and the Czech Republic.
The compared files differ considerably in the frequency of the requirements for flexibility, in the
proactive approach and in the ability to work enthusiastically. In this context, it is appropriate to
refer to Armstrong (2012), who points out that it is important not to place too much emphasis on
personal traits (such as initiative and determination) in the advertisements, as prospective candi-
dates may become distracted. Undoubtedly, it is beneficial for recruits to possess such qualities
in performing brand manager tasks, thus it is important to identify these respective traits. When
testing the group of performance prerequisites and abilities (marked P) — for details, see Tab. 3
— the Pearson test confirmed the difference at a five percent level of significance. As illustrated
in Tab. 1, the requirements for abilities to work independently, setting priorities and approach
problems systematically and for creativity components (e.g. logical and conceptual thinking) are

imposed more often by Czech than by Ukrainian employers.

Despite no statistically significant change in the group of requirements for interpersonal skills

and abilities, regarding the second research assumption a few differences were detected.

Certain constraints determine the scope and boundaries of the present paper. Firstly, the selec-
tion of the three Ukrainian regions Kiev, Lviv, and Dnipropetrovsk were made on the assump-
tion that they may seem attractive to highly skilled knowledge workers. Secondly, the sample
of recruitment ads neither encompass the whole industrial spectrum nor represent all types of

advertisers. In other words, there is still room for further study.

The above limitations do not restrict the generalizability of the findings, with the present analy-
sis extending the understanding of the human factor within brand-oriented marketing manage-
ment. Moreover, the comparative approach allows for cross-national comparison, revealing dif-
ferences and similarities between the two labour markets, thus initiating a more comprehensive
discussion of the issue. To further broaden the scope of international comparative research into
marketing position requirements, Slovak job advertisements are currently being analysed by the

author of the present paper.

5. CONCLUSIONS

This research paper deals with the personality traits and competencies listed in advertisements
for brand managers in Ukraine and the Czech Republic, highlighting the crucial role of these
employees in brand-conscious companies across industries in a globally competitive environ-
ment. The analysis focuses on mapping personal qualities and skills that should be possessed
or acquired by creative knowledge workers, and which are required by potential employers, who
include them explicitly in recruitment advertisements. Due to the lack of input data typical of the
chosen issue, an empirical research method was employed. An interdisciplinary approach was ap-
plied, as the theoretical background research encompassed several fields of study. The frequency

of the advertised job requirements was examined using Berelson’s content analysis technique.
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The primary objective was to verify the hypothesis (1) that brand managers are considered
knowledge workers whose personality traits and soft skills arise from traits indicative of crea-
tive individuals. The research results have shown that creativity and analytical thinking, both
necessary for successful product innovation, are among top five psychological requirements for
brand managers in Ukraine. Due to the role of innovation in the international competition, a
more frequent occurrence of creativity requirements in the Ukrainian set of advertisements was

expected.

Another aim of the analysis was to compare the groups of personality requirements and soft
skills posted on career sites in Ukraine and the Czech Republic as well as to test hypothesis
(2) that employers in the two countries do not enumerate different job requirements for brand
manager candidates. A textual comparison showed some differences in all sets of psychological
requirements between Ukraine and the Czech Republic. The assumption of matching require-
ments in the group of performance prerequisites and abilities was rejected at a five percent sig-
nificance level by an independence test using the criterion of chi-square distribution. The ability
to communicate effectively was proven to be the most common shared requirement by both

Czech and Ukrainian employers for brand manager candidates.

Hopefully, independent empirical research will further build on the current knowledge base,
further updating the already complex delineations of brand manager requirements in job adver-
tisements.
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Appendix:

Two-dimensional analysis of a group of performance prerequisites and abilities. Source: Au-

thot’s own research

OVERALL CONCLUSION: At the significance level of 5% we reject the null level

hypothesis; the probability distribution of the individual ch: doesn’t differ
i orouns “Brand manacers in Ukraine” and CZ” 0.1% [ 1% | 5%
The hypothesis that the columns and rows are cannot  cannot
N refuse
of the level refuse  refuse
TESTED DATA rows 10
columns 2
Performance prerequisites and abilities CZ_| Ukraine TEST OF INDEPENDENCE
advertiser's requirements - group P Al A2
organizational skills/able to set priorities = P 1 16 12 28 |chi-square | 20.391725
able to work independently =P 2 20 3] 23 |level 1.6%
results orientation = P 3 13 18, 31
tematic h=P4 3 1 4
logical thinking/reasoning ability = P § 4 2] 6
ability to handle multi-tasking = P 6 2 N 7
conceptual thinking =P 7 6 0 6
analytic thinking/analytical skills =P 8 24| 24| 48
accuracy/: ion to detail/preci =P9 5 6 11
creativity/able to innovate = P 10 29 23 52
122 94 0 0 0 216
A = country of data collection expected frequency
signs of group P Al A2

P1 15.8 12.2
P2 13.0 10.0
P3 17.5 13.5

P4 23 1.7
P5 34 2.6
P6 4.0) 3.0
P7 34 2.6
P8 27.1 209
P9 62 48

P10 294 22.6)

signs of group P Al A2
P1 0.0 0.0

P2 3.8 4.9)

P3 12 15

P4 0.2 0.3

P5 0.1 0.1

P6 1.0} 13

P7 2.0 2.6

P8 0.4 0.5

P9 0.2 0.3

P10 0.0 0.0

adjusted residuals
signs of group P Al A2

P1| 00757| -0.0757
P2 3.1186] -3.1186)
P3| -1.7651 1.7651
P4| 0.7541] -0.7541
P5| 0.5104] -0.5104
P6| -15142| 15142
P7| 2.1806| -2.1806
P8| -1.0270[ 1.0270|
P9| -0.7572| 0.7572
P10[_-0.1189] 0.1189)

sign test
signs of group P Al A2
P1 0
P2| ++
P3 - +
P4 0 0
P5 0 0
0 0
T
0
0
0

P6
r7
P8
P9
P10
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