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INTRODUCTION 

The business world is an environment that actively employs trademarks and the concept of 

branding, utilizing marketing tools for this purpose (Dal Buono, 2016; Aaker, 1991). In recent 

years, branding principles have been used competitively to generate buzz within specific 

industries (Klein, 2000; Conley, 2008). The term "branding," in simple terms, can be defined 

as the process of building awareness of a brand, including activities such as creating, 

supporting, and cultivating the brand. An increasing number of researchers (Lembrych-Furtak, 

2015; Serwański, 2016) emphasize the complexity and long-term nature of the branding 

process, which is progressively extending beyond cognitive psychology and economics. 

Branding is regarded as a vital element of contemporary management, with brand creation 

closely linked to market segmentation strategies and product differentiation. Therefore, the 

branding process is more than just assigning a name; it requires strategic planning, long-term 

commitment, and a high level of skills and resources from the organization (Kapferer, 2004).

 This dissertation focuses on creating a brand image through activities aimed at educating 

consumers and other stakeholders, a crucial aspect of modern management. However, there is 

a lack of specific principles or even theories on how to develop a brand via educational 

activities, although this aspect is increasingly recognized. Scientific research on the impact of 

educational activities on brand image is insufficiently explored, which is identified as a research 

gap in the literature. Scientifically, this dissertation aims to fill this cognitive and research gap. 

The findings will allow for the formulation of conclusions and recommendations (managerial 

implications and best practices) for managers of entities such as zoological gardens and other 

organizations, on how to modify educational activities across various levels. The proposed 

solutions will aim at shaping brand image in a manner that positively influences social and 

economic environments, creating a basis for the phenomenon of synergy, understood as 

simultaneously improving the competitive position of market entities while enhancing the well-

being of social and natural environments.  

The subject of research in this dissertation is the educational activities of zoological 

gardens, as their mission and a key condition for their operation, and the influence of these 

activities on shaping their brand image. The mission of zoological gardens encompasses species 

conservation, education, and scientific research. Through interdisciplinary activities, zoos 

represent a highly interesting and significant organizational sector, relevant not only to studies 

related to animal breeding and maintenance but also to socio-economic issues. These entities 

represent a unique industry, where scientific work can be based not only on management and 

quality sciences but also on finance and economics. The issue of branding has also gained 

importance among academics and managers of business entities, driven by increasing 

competition, uncertainty, and turbulence in the market environment, including changing 

consumer behaviors and trends. The concept of corporate social responsibility (CSR), now 

embedded in most international policies and directives, should be recognized as a significant 

element of change in the social and economic environment, one that should influence reforms 

in the activities of market entities and the ways brand image is created. It is important to 

emphasize that an organization’s brand reflects a broad spectrum of impressions it makes on 

various stakeholder groups. 
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As previously mentioned, the research subject of this dissertation focuses on modern 

zoological gardens. It should be noted that these entities face many social, scientific, and market 

expectations. On one hand, as leisure spaces that care for animal welfare, environmental 

protection, and species conservation, they must constantly emphasize their mission. On the 

other hand, their functioning requires financial stability and adept management, including brand 

management, to attract visitors, stakeholders, and decision-makers. In this context, shaping 

brand image through educational activities proves to be not only an important element of 

communication but also a strategic tool for building trust, social legitimacy, and organizational 

value. 

This doctoral dissertation explores a multidisciplinary topic encompassing marketing, 

management, social communication, education, and nature conservation. The literature lacks 

comprehensive empirical studies that connect branding processes with educational functions. 

Past research has focused separately on branding models, the effectiveness of educational 

programs in environmental contexts, and educational processes conducted by schools and 

universities. Few studies analyze the social role of zoological gardens. An empirical gap 

remains regarding how and to what extent educational activities influence the zoo’s brand 

image, as well as other entities conducting or planning to conduct such activities. Additionally, 

it is unclear which educational elements are most critical to building brand capital and which 

managerial practices best support these processes. Practically, identifying these relationships 

could help management better plan educational programs, recognize challenges, develop 

appropriate development and communication strategies, and combine socially responsible 

activities with brand building. 

The primary objective of this dissertation is to fill the knowledge, methodological, and 

application gaps related to the connection between educational activities and brand 

management. Specific goals include identifying and classifying the factors influencing the 

effectiveness of educational activities in zoological gardens, developing a theoretical-

methodological model of these factors’ impact on brand image, and empirically testing this 

model through qualitative research among zoo management staff and quantitative research 

among visitors to five Polish zoological gardens (N = 737). The qualitative research involved 

in-depth interview scenarios (IDIs), enabling the collection of responses to specific questions 

based on the research problem from 20 managers responsible for educational and/or marketing 

activities in renowned zoological gardens worldwide (N = 20). This method allowed for an 

assessment of the conscious use of educational activities within brand strategy and facilitated 

an analysis of best practices in this area. The quantitative research was conducted using the 

CAWI method among visitors to five Polish zoological gardens (N=737). The questionnaire 

included measurements related to motivations for visiting the zoo, evaluation of the quality and 

accessibility of educational offerings, perceptions of the mission and commitment to nature 

conservation, as well as the coherence of communication and perception of the organizations’ 

brand. 

This dissertation consists of six chapters. Chapter I presents the theoretical foundations 

of brand management, its significance and functions, brand image creation, and branding 

process models. Chapter II addresses education in the context of brand image development, 
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including CSR, PR, and educational marketing. Chapter III discusses the specifics of 

contemporary zoological gardens, their missions, breeding, educational, and legal aspects. 

Chapter IV explains the research methodology, sample selection, and research instruments. 

Chapter V presents the results of qualitative and quantitative studies along with their analysis. 

Chapter VI provides an implementation chapter, describing a set of good practices, managerial 

implications, and a holistic model of brand image communication through educational 

activities. The conclusion synthesizes the findings, discusses research limitations, and offers 

recommendations for future research. 

 

 

CHAPTER 1: Brand Image and Brand Management 

 

1.1: Brand Management. Overview of Theoretical Concepts 

Theoretical foundations of brand management are introduced, beginning with the Resource-

Based View (RBV) theory, which focuses on the role of unique resources and competencies of 

an organization as key factors enabling long-term competitive advantage (Barney, 1991; Barney 

and Hesterly, 2019). Numerous scientific studies emphasize that this theory relates both to 

tangible resources, such as technology and finances, and intangible resources, such as brand, 

knowledge, or organizational culture (Barney, 1991). The core criterion within this theory is 

VRIO (Value, Rarity, Imitability, Organization), which indicates that organizational resources 

must be valuable, rare, difficult to imitate, and well-organized, encouraging continuous 

development (Barney and Hesterly, 2019). In the context of dynamic market changes, intangible 

assets like brands become especially significant, playing a crucial role in the company's 

adaptation and development, thereby sustaining competitive advantage and market success 

(Kraaijenbrink et. all, 2010). Recent literature views RBV as an important analytical tool, 

emphasizing the need to focus on unique resources, one of which is the brand, regarded as an 

intangible asset that creates a distinctive organizational identity and has intrinsic value. A strong 

brand position positively influences customer loyalty, facilitates the introduction of new 

products, and increases competitive advantage (Barney and Hesterly, 2019). In the Polish 

context, the term “brand management” refers to techniques and marketing activities related to 

creating, maintaining, and promoting a brand. Grebosz (2014) defines it as a set of activities 

aimed at the optimal promotion of the brand and maintaining its high position on the market. 

Modern companies increasingly treat the brand as their most valuable resource, with its strong 

development being one of their main goals (Urbanek, 2012). Building a strong brand involves 

aligning the promises associated with the brand, organizational activities, and promotional 

messages so that the brand is recognizable, distinctive, and trustworthy.  However, some 

organizations fail to realize that branding is a long-term and complex process. Many achieve 

good financial results but do not necessarily succeed in building a lasting brand; reasons for 

this may include effective promotion or low prices. Building a brand is a process that determines 

the organization’s durability and success (Lembrych-Furtak, 2015). Another important aspect 

is the concept of developing brand architecture and its components, which can serve as a basis 
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for positioning. Keller (2016) emphasizes that appropriate architecture is key to building brand 

awareness and generating positive associations. Brand management also involves defining the 

brand’s identity and positive image, which are derived from the company’s core values and 

strategy. Consistently maintaining these elements allows for the creation of a strong, 

recognizable, and credible brand (Kotler, 2005; Górska-Warsewicz, 2013). Brand identity is 

expressed both visually and through the values it conveys, and its development is a complex, 

multi-dimensional process. Returning to key models, brand management encompasses both 

strategy and communication. The brand strategy focuses on what the brand promises and the 

values it represents, while the communication strategy determines how this vision and these 

values are conveyed to stakeholders to build a positive and coherent image (Lembrych-Furtak, 

2015). Both strategies need to be aligned to ensure a consistent brand narrative and perception 

among target audiences. Furthermore, managing brand identity involves establishing and 

maintaining the brand’s visual identity, including logos, colors, typography, and other elements 

that visually communicate its core values and differentiation. These elements must be coherent 

across all channels and touchpoints, strengthening brand recognition and reinforcing the desired 

perception (Kapferer, 1995). Effective brand management also entails actively monitoring and 

shaping the brand image and reputation through ongoing research, feedback, and adaptation to 

market changes. This requires a proactive approach to address potential inconsistencies or 

misalignments and to leverage opportunities for strengthening the brand’s position. In 

conclusion, brand management is a comprehensive, strategic process that involves creating and 

maintaining a consistent identity and image, aligning communication and strategy, and adapting 

to the dynamic marketplace. Successfully managing these elements leads to a strong, reliable, 

and differentiated brand that supports long-term organizational success and competitive 

advantage. 

1.2: The Significance and Functions of a Brand 

The last three decades have been characterized by intense debates over the definition of a brand, 

encompassing numerous models and theoretical approaches. According to Kotler (1991), a 

brand is a name, term, sign, symbol, design, or a combination thereof, used to identify products 

and services of one or several producers, enabling differentiation in the competitive landscape. 

Creating a brand is a key element of product strategy and requires long-term investments in 

advertising, promotion, and packaging (Kotler, 2005). For many years, both scholars and 

entrepreneurs have sought to explain how to build a successful brand. During the 20th century, 

this theory primarily focused on product differentiation, either tangible or symbolic, and on 

significant advertising expenditures, which were evaluated based on recognition, awareness, 

and purchase intent. Many believed that consumers charmed by advertising and a positive 

product image would remain loyal (Kotler, 2005). Researchers increasingly emphasize that the 

concept of a brand is complex and multi-faceted, with its definition varying depending on the 

perspective. Kapferer (2004) points out that each individual constructs their own interpretation, 

which adds to the complexity of brand management. Brands are present in nearly all areas of 

life, from economics, through society, sports, culture, to religion, undergoing constant criticism. 

Modern understanding of a brand requires large-scale analysis, including macro- and 

microeconomic, sociological, anthropological, historical, and philosophical aspects. The idea 

of a brand dates back to the beginning of human civilization, when in ancient Greece and 
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Mesopotamia, names and marks were used to identify products (Sarkar & Singh, 2005). In 

English, the word “brand” derives from “brandr” meaning to burn a mark onto the hide of 

animals for identification. The complexity of the concept of a brand necessitates understanding 

its creation, development, and protection processes, which are vital for both business and 

science (Kapferer, 2004). Originally, a brand functioned as an identifier of ownership and 

product uniqueness. At the beginning of the 20th century, its primary role was to distinguish 

products of different manufacturers. As competition, mass production, advertising, and 

marketing tools developed, this principle expanded to include creating added value for the 

customer, beyond mere enterprise profits. The international standard ISO 10668:2010 defines 

a brand as intangible assets such as names, signs, logos, or graphics, aimed at product and 

service identification, as well as creating shared images and associations in stakeholders’ minds 

that generate economic benefits (Zieliński & Kubacki, 2014). In 1998, Chernatony and Riley 

divided the definition of a brand into 12 elements, including logo, legal instrument, company, 

identity system, image in the customer’s mind, personality, and relationship. These elements 

can be analyzed from the perspectives of both the company and consumers; some themes 

concern both groups, highlighting the need to view the brand from both viewpoints (Chernatony 

& Riley, 1998). Kotler (2000) defines a brand as a name used within a product line to identify 

its particular characteristics. The AMA (2018) describes it as a name, symbol, or logo that 

differentiates goods and services of one seller from the competition, with these features being 

unique to a specific product or service. Keller (2003) further explains that the process of 

creating a brand involves developing a name, logo, or symbol for a new product, which allows 

identifying both seller and producer. Kotler (2005) emphasizes that a brand is a promise of 

delivering a consistent set of features, benefits, and services to consumers. It should have a 

clearly articulated vision and mission, and brands must be consciously developed and managed 

to achieve lasting value and recognition. In summary, various approaches and definitions aim 

for the same goal, identification and differentiation of a product or service, as well as building 

trust, loyalty, and added value for the customer. A brand can be understood as a set of elements 

that appeal both to the functional features of the product and to the emotions and psychology 

of the receiver, making it a central element of marketing strategy and corporate management. 

1.3: Creating the Brand Image 

This chapter focuses on the process of shaping a brand's image, emphasizing that it is a complex 

and multi-dimensional phenomenon. Literature indicates that brand image is not limited to the 

logo but also encompasses reputation and the emotional charge of associations evoked by the 

brand. This process begins with defining the brand identity and operates on two interconnected 

levels: communication and branding. It is crucial that the identity and image influence each 

other, and that the selection of graphic or communication elements consciously shapes the 

perception of the brand. A strong and positive brand image is based on associations that generate 

positive emotions among the audience, and these associations are triggered by identity elements 

such as visual identity and communication messages. 
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1.4: Models of the Branding Process 

This chapter discusses various models of the branding process, highlighting their importance 

for effective brand development and management. It emphasizes that branding is more than just 

assigning a name; it is a comprehensive strategy that involves building awareness, positioning, 

identity, and creating added value. Among the models presented are, for example, the STP 

model (Segmentation, Targeting, Positioning), Aaker’s brand identity model, Kapferer’s Brand 

Identity Prism, Schmitt's Experience Branding, Keller’s CBBE (Customer-Based Brand Equity) 

model, Osterwalder’s Value Proposition, as well as modern approaches such as Brand 

Advocacy, Digital Brand Engagement, Social-Ecological Branding, Resilience, and Sustainable 

Branding. Proper application of these models in the zoological garden industry, especially 

through educational activities, can significantly enhance the effectiveness of building a positive 

and enduring brand image. Engaging communities and stakeholders allows shaping the brand 

in accordance with current social and ecological expectations, supporting environmental 

protection and the development of ecological education. Effective creation and management of 

a brand image requires a multidimensional approach based on appropriate models and tools. In 

the context of zoological gardens, these models can support educational, social, and 

conservation strategies, helping to build a strong and positive market brand. 

 

 

CHAPTER 2: Education and Its Significance in the Brand Image Creation Process 

 

2.1: Corporate Social Responsibility (CSR) and Brand Image Management 

Corporate Social Responsibility (CSR) is a concept in which companies voluntarily integrate 

social and ecological aspects into their operations and stakeholder relations. It is defined as a 

process of managing relationships with the environment, aiming to fulfill social expectations, 

demonstrate ecological engagement, and create shared value (Bernatt, 2008). In the context of 

brand image management, CSR increasingly plays a vital role, especially amid heightened 

social awareness and ecological crises that compel firms to adopt responsible behaviors. In 

recent decades, as the importance of CSR has grown, challenges have arisen related to the 

reliability of reports and the risk of greenwashing. Emphasis is placed on the need for 

appropriate oversight mechanisms, process controls, and incentive systems to ensure that CSR 

implementation is authentic and produces tangible results (Velte, 2022; Guerrero-Villegas et al., 

2018). CSR strategies should aim at creating shared value (Shared Value), where benefits accrue 

both to the company and its stakeholders, while embedding activities within the broader social, 

economic, and ecological contexts. The evolution of CSR from its origins in the 1930s to the 

present day encompasses the development of various models and concepts. Over time, key 

guidelines and standards have emerged, such as ISO 26000 (2010), which provides principles 

for CSR and stakeholder engagement, emphasizing continuous improvement of social 

performance. Additionally, in the framework of international organizations like the United 

Nations, the Sustainable Development Goals (SDGs) have been established global objectives 

aimed at addressing social and environmental issues such as poverty, climate change, and 
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inequality, involving both the public and private sectors. An important tool for promoting CSR 

activities is EU legislation, notably Directive 2014/95/EU, which mandated large companies to 

disclose non-financial reports from 2018 onwards, fostering transparency and sound 

management of social and environmental relations. Since 2000, numerous initiatives, platforms, 

and associations such as the CSR Europe (2016) have been established to support the 

development of social responsibility concepts. In summary, CSR has evolved from charitable 

actions into a comprehensive strategy focused on creating shared value, integrated into both 

long-term and short-term corporate strategies. For brands, particularly those operating in the 

public sector, such as zoological gardens, social responsibility is key to building a positive 

image and fostering enduring stakeholder relationships, which translate into loyalty, credibility, 

and brand value. 

2.2: Strategic Role of PR in Management and the Importance of Education in Brand 

Building 

Modern enterprise management is fundamentally based on a strategy that requires thorough 

situational analysis and goal setting aligned with the real challenges of the environment. 

Companies increasingly utilize Public Relations (PR) tools as a means of supporting positive 

image building and achieving strategic objectives, especially in the context of educational 

activities. PR plays a crucial role in shaping relationships with stakeholders, relying on 

systematic communication and trust-building. The strategic objectives of PR include, among 

others, shaping a positive organizational image, managing communication, and strengthening 

stakeholder relations (Smith, 2005; Frączek, 2011). Educational activities, as an essential 

element of PR, help transmit brand values, enhance authenticity and message consistency, and 

deeply engage audiences, factors that influence loyalty, trust, and the positive perception of the 

brand. An important function of PR is the creation of educational content that enriches the brand 

messaging and differentiates it from competitors. Advances in technology and digital media 

further expand the opportunities for implementing educational activities, ranging from training 

sessions and webinars to social media campaigns and e-learning platforms (Lopes & Casais, 

2022). Education serves as a tool to support the development of a positive, credible image of 

the organization and to shape the attitudes of stakeholders and consumers, increasing their 

awareness and loyalty. At the same time, PR and educational initiatives must be conducted in a 

coherent, transparent, and fact-based manner, which is essential to avoid greenwashing and 

maintain brand authenticity. Regular evaluation of activities and monitoring of outcomes are 

key to optimizing communication strategies (Walasik & Mizerska, 2024). In conclusion, PR 

plays a strategic role in shaping brand image, and educational activities are pivotal in building 

trust, authenticity, and sustainable stakeholder relationships. Integrating educational initiatives 

into PR strategies enables the achievement of social and business goals, positively influencing 

brand perception and competitiveness in the marketplace. 

2.3: The Role of Education in Brand Building  

This chapter discusses the importance of education in shaping a brand, highlighting its key role 

in the current rapidly changing market environment. Consumers increasingly make conscious 

choices, favoring companies that communicate transparently and demonstrate eco-friendly 

values, which in turn boosts loyalty and trust towards the brand. Educational activities such as 
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webinars, social campaigns, training programs, and content marketing strengthen the position 

of enterprises as authentic leaders with ecological competencies and values. Modern 

technologies, social media, and e-learning platforms enable even more effective knowledge 

transfer, engaging diverse audience groups and building lasting emotional relationships. It is 

crucial to continuously monitor and evaluate the effectiveness of these activities, aimed not 

only at increasing brand awareness but also at shaping a positive corporate image. Hence, 

education plays a strategic function in constructing an authentic, trustworthy, and competitive 

organizational image, supporting development and social credibility. 

2.4: Shaping Brand Image Through the Educational Function - Examples from Various 

Industries 

This chapter discusses the essence and practical applications of the educational function of a 

brand across different sectors, emphasizing its key role in building a positive and credible 

image. Researchers note that modern consumers are increasingly aware and expect companies 

to be transparent, socially engaged, and environmentally responsible -motivating businesses to 

adopt innovative educational initiatives. Educational activities such as webinars, social 

campaigns, training programs, partnerships with educational institutions, and content marketing 

allow companies to project the image of an expert, innovator, and socially responsible entity. 

Enterprises from diverse industries, including food, personal hygiene, apparel, technology, 

finance, and automotive, actively use education to strengthen their brands, foster positive 

attitudes, and increase consumer trust. Examples include educational platforms (Nestlé Healthy 

Kids, Danone’s Nutricia Foundation), campaigns promoting healthy eating, environmental 

education (Patagonia, The North Face), and initiatives focused on responsible practices within 

sustainable development (Volkswagen, Toyota, Adidas). In the tech sector, leaders like Google, 

Microsoft, IBM, and Apple implement educational programs to support the development of 

digital skills, safety, and innovation. Similarly, financial companies such as Vanguard, Fidelity, 

and Bank of America develop educational platforms aimed at increasing financial literacy 

among the public. Automotive brands like Volkswagen and BMW conduct campaigns on 

sustainable transportation, safety, and innovation, underscoring their commitment to an 

ecological future. In summary, educational activities contribute to creating a positive brand 

image, building trust and loyalty, and differentiating in a competitive market. Although 

scientific research in this area remains limited, practical examples demonstrate that well-

designed and effectively implemented educational initiatives influence how the brand is 

perceived as responsible, innovative, and expert. In the context of zoological gardens, 

environmental and conservation education plays a crucial role in building social connections, 

strengthening credibility, and shaping the brand as an organization committed to ecological 

issues and sustainable development. Conclusions suggest that an effective educational strategy 

should be systematic, based on diverse communication tools, include ongoing evaluation, and 

adapt to the expectations of audiences. Implementing innovative technological solutions such 

as VR, AR, and online platforms can significantly increase visitor engagement and positively 

impact brand perception, especially in zoological gardens, where environmental education 

fosters lasting social bonds and positive attitudes toward nature conservation. 

education fosters lasting social bonds and positive attitudes toward nature conservation. 
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CHAPTER 3: The Functioning of Modern Zoos. Historical Overview and Strategic 

Aspects 

 

This chapter presents the complex history and current model of operation of zoological gardens, 

which have evolved from ancient times to modern institutions dedicated to nature conservation, 

education, and scientific research.  Development and challenges of contemporary zoos have led 

to a fundamental shift in their approach, moving away from collection-focused institutions 

towards conservation and education-oriented organizations. These modern zoos emphasize 

animal welfare, creating suitable habitats, breeding programs, and the reintroduction of 

endangered species, guided by regulations such as Animal Welfare Acts and various standards. 

Their core functions now include breeding endangered animals, engaging in educational and 

scientific activities, and supporting in-situ conservation efforts, actively contributing to the 

preservation of species in their natural environments. The operation of zoos is strictly regulated 

by laws, international conventions like CITES, and standards established by organizations such 

as EAZA, WAZA, and ISO 26000, ensuring animal protection and securing global recognition. 

The contemporary management model encompasses strategic planning for investments and 

infrastructure upgrades, expansion of educational and scientific initiatives, conservation 

programs, increasing tourism appeal, promoting sustainability, and integrating technological 

innovations. Innovative solutions such as immersive exhibits, augmented and virtual reality 

tools, scientific research, and international collaborations play a vital role in enhancing animal 

welfare, community involvement, and ecological education. Upgrading infrastructures, 

implementing in-situ and ex-situ conservation strategies, and investing in environmentally 

friendly technologies are crucial steps to meet evolving standards and societal expectations. 

Zoo activities go beyond traditional tasks, encompassing animal breeding and conservation, 

education, scientific research, as well as tourism and social functions. Effective management 

must be strategic, considering legal requirements and the needs of animals, visitors, and 

stakeholders. The management approach should be flexible, innovative, data-driven, and 

capable of adapting quickly to environmental, socio-economic, and technological changes. 

Ensuring high standards of animal welfare, effective education and conservation efforts, stable 

financial performance, and advancing scientific research. International cooperation, staff skill 

development, and leveraging modern technologies and communication tools are crucial for 

achieving strategic goals and sustainable development. Contemporary zoos serve educational, 

conservation, scientific, and recreational functions. Their long-term success depends on 

comprehensive management that combines animal care, scientific advancement, educational 

activities, and promotion of sustainable social values. Only by integrating these elements can 

zoos effectively fulfill their core objectives and serve society as responsible institutions 

committed to biodiversity preservation and environmental sustainability. 
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CHAPTER 4: Research Methodology for Analyzing the Impact of Educational Activities 

of Zoological Gardens on Brand Image Formation 

 

This section presents a detailed description of the research methodology used to investigate 

how educational activities in zoological gardens influence their brand image. The study 

employed mixed methods, combining qualitative and quantitative approaches, which enables a 

comprehensive exploration of the research phenomenon. The main goal was to identify factors 

affecting the effectiveness of educational activities and their impact on the brand image of 

zoological gardens. An additional aim was to develop and empirically test a theoretical model 

illustrating causal relationships between these elements. The research also produced two 

practical implementation products: a set of best practices and a holistic model of brand image 

communication.  

These studies have an applied dimension and address four key research questions: 

1. How can we define the factors influencing the success of educational activities and their 

evaluation parameters? 

2. What is the impact of these factors on the brand image? 

3. Do zoological gardens intentionally utilize education within their branding strategy? 

4. How are educational objectives and activities embedded into the strategic framework of 

these institutions? 

The research process follows several sequential stages. It begins with a literature review aimed 

at analyzing and identifying key concepts and factors related to the study. This is followed by 

the formulation of research questions and the design of an analytical framework to guide the 

investigation. The third stage involves conducting qualitative research, which includes in-depth 

interviews with 20 zoo managers from various countries. These managers were selected 

according to specific criteria such as their legal status, membership in organizations like EAZA 

or WAZA, and a minimum operation period of five years. Based on the qualitative findings, a 

theoretical model was then developed in the fourth stage. The final stage consists of conducting 

quantitative surveys and analyzing the collected data to validate the model and prepare practical 

recommendations. In terms of research tools and procedures, the first part involves theoretical 

research through a comprehensive literature review focusing on marketing, brand management, 

and the educational functions of zoos. The qualitative research part uses in-depth interviews 

with selected zoo managers to gather detailed insights. The quantitative component includes 

CAWI surveys carried out on 737 visitors to various zoos in Poland, with selection criteria such 

as legal status, membership, and minimum operational duration, aiming to gather broad 

consumer perspectives and perceptions. The questionnaires were carefully designed, including 

demographic questions, motivations for visits, evaluation of educational activities, their 

influence on brand image, and alignment with theoretical frameworks. Respondents primarily 

consisted of visitors to zoos in Poland, predominantly with higher education (about 69%), 

mainly employed full-time. Profile analysis indicates diverse geographical, demographic, and 

social backgrounds, emphasizing the role of zoos as sites of education, recreation, and social 
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activity. For instance, the largest group of respondents came from Mazowieckie and 

Dolnośląskie voivodeships; visit patterns show that two-person households are the most 

common, followed by larger families and individuals. The methodology adopts a 

multidimensional approach, enabling a detailed and reliable investigation into how educational 

activities shape the brand image of zoological gardens. It considers various perspectives and 

target groups, ensuring comprehensive insights into the influence of these activities on 

institutional branding. 

 

 

CHAPTER 5: Results of Qualitative Research on the Impact of Educational Activities of 

Zoological Gardens on Building and Strengthening Their Brand Image 

 

This chapter presents the findings from qualitative analyses conducted to examine how 

educational activities influence the development and reinforcement of zoological gardens’ 

brand image. The data were systematically processed using specialized tools NVivo 15 and 

QDA Miner Lite 3.0.7, which facilitated coding, theme extraction, and interpretation of the 

collected material. The primary analysis method involved open coding, followed by thematic 

and focused coding, enabling the identification of key factors affecting the effectiveness of 

educational actions and their perception. Based on subsequent stages of analysis, research 

categories were developed, covering areas such as educational activities, brand image, the 

impact of education on image shaping, and the links between organizational strategy and 

mission. Throughout the research, detailed examination was conducted regarding: types and 

forms of educational activities (e.g., lessons, workshops, campaigns, online programs, seasonal 

events); audience groups (children, youth, parents, teachers, people with disabilities, local 

communities); methods of evaluating educational activities (surveys, observations, individual 

feedback, formal and informal assessments); communication tools and channels (social media, 

websites, events, campaigns, media relations); perception and shaping of brand image 

(innovation, credibility, comprehensiveness, presentation form, staff involvement); the 

influence of education on social attitudes and ecological awareness (knowledge increase, 

emotional engagement, behavioral changes). The research demonstrated that educational 

activities significantly support the construction of a positive and credible image of zoological 

gardens and foster lasting social engagement. Respondents emphasized that these activities 

raise community awareness on environmental issues, evoke emotions, stimulate real change, 

and help build relationships between zoos and their audiences. The activities include both 

traditional on-site education and innovative online methods, thematic projects, and non-

standard events, which enhance attractiveness and reach. An important observation was the lack 

of systematic, universal tools for assessing the impact of educational initiatives on the brand 

image and social attitudes. Respondents pointed out the need for developing such tools to 

continuously monitor and analyze the effectiveness of activities at both short- and long-term 

levels. Additionally, the findings revealed that competent educational staff and animal 

caretakers play a crucial role in shaping and strengthening the brand, as their knowledge, 
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empathy, and engagement can directly influence the perception of the institution. In conclusion, 

the research results confirm that education plays a key role in building and consolidating a 

positive brand image of zoological gardens. Its success largely depends on systematic 

monitoring, innovative methods, staff engagement, and a coherent communication strategy. 

Currently, there are no widely adopted, effective tools for measuring how educational activities 

influence brand perception, highlighting the need for their development and practical 

implementation within the industry. 

Analysis of Quantitative Data on Perceptions of Zoological Gardens and Their Brand 

by Visitors : This section presents a detailed analysis of quantitative data aimed at assessing 

how visitors perceive zoological gardens and their brands. Overall Results and Decomposition 

by Visited Zoos: Findings indicate that the main motivations for visiting are previous positive 

experiences (24%), curiosity (21%), and a desire to see specific animals (18%). Places with 

well-established reputations and traditions, such as Gdańsk, Warsaw, and Wrocław benefit 

strongly from positive recommendations, with location, recreation options, and proximity being 

key factors influencing visits. Notably, Gdańsk and Wrocław report the highest levels of 

satisfaction and loyalty, reaching record-high satisfaction (96% and 92%) and recommendation 

rates. Conversely, Łódź and Gdynia, while well-rated, show a slightly higher degree of 

skepticism concerning the effectiveness of educational activities and brand perception. 

Perception of Activities and Brand Image: Results reveal that the main motives for visits, such 

as satisfaction and loyalty (up to 92%) are driven by positive experiences and a belief in the 

genuine ecological and educational engagement of the zoos (71%). Visitors assess trust, 

credibility, transparency, and message consistency, with Gdańsk and Gdynia scoring 

particularly high. At the same time, positive emotional responses (interest, satisfaction, 

relaxation) outweigh negative feelings, indicating a high-quality experiential level.Main 

Motivations and Expectations of Visitors: For most respondents, the primary reason for visiting 

is contact with nature and animals. Education, although important, is perceived more as an 

added value rather than the main motive. Respondents appreciated animal care, access to 

information, and attractive, accessible educational solutions (e.g., exhibits, events, online 

programs). An overwhelming 82% expressed satisfaction with the offer, and 92% would 

recommend the zoo to friends, underscoring strong positive relationships and high satisfaction 

levels. Perception of Core Values and Brand Uniqueness: Respondents associate key values 

with the zoo’s offer - species conservation and ecological sustainability, education, and the 

facilities being family-friendly and innovative. Zoos with a strong, unique brand image, such 

as Gdańsk and Łódź, create a sense of exclusivity and appeal. Evaluations of communication 

and mission statements confirm that clear, coherent, and understandable messaging is 

fundamental for building trust and a positive brand identity. Importance of Image, Trust, and 

Emotions: Responsible and transparent management significantly influences visitors’ trust and 

loyalty. Respondents note that well-communicated missions, animal welfare initiatives, 

educational activities, and a consistent brand vision positively impact perceptions and social 

relationships. Particularly, positive emotions (interest, satisfaction, relaxation) accompany 

visits, strengthening emotional bonds with the brand.  

Analysis shows that visitors’ main motivations and expectations center around contact 

with nature, unique animal experiences, and positive overall impressions. Continuous 
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monitoring of satisfaction, assessment of educational and communication activities, and 

optimization of strategies are crucial for enhancing brand image. Developing measurement 

tools and refining communication and educational efforts are key to strengthening positive 

perceptions and visitor loyalty. The results demonstrate that a strong, transparent brand based 

on authentic commitment to conservation and education plays a dominant role in building 

lasting social relationships. Effectively listening to visitors’ needs and expectations, 

consistently delivering promises, and engaging in valuable educational activities are essential 

for enhancing market position and cultivating an authentic, recognizable, and respected brand 

image. 

 

 

CHAPTER 6:  Managerial Implications of Research Findings on Shaping the Brand 

Image of Zoos Through Educational Activities 

 

This section presents detailed managerial implications derived from the research, focusing on 

how educational actions can be strategic tools for enhancing the brand image of zoological 

gardens. Based on the analysis, key factors and best practices have been identified that can 

significantly improve image management effectiveness and support long-term development and 

market positioning. Implementing these recommendations allows for systematic, strategic 

shaping of a positive zoo brand image, increasing credibility, recognition, and social authority. 

They are formalized into a set of key activities that serve as a foundation for development 

planning and for improving communication and education in such institutions. The developed 

practices have potential not only for the zoological sector but also for other industries utilizing 

educational and communicative strategies to improve their image, foster loyalty, and increase 

social engagement. Their adoption will support long-term organizational success, enhance 

brand recognition, and strengthen the institution’s reputation as socially, ecologically, and 

educationally responsible. These practices provide a basis for building durable relationships 

with stakeholders and serve as effective tools for fulfilling the missions and visions of zoos in 

highly competitive and demanding markets. 
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CONCLUSION 

 

Conducting scientific research is an essential element of the mission of contemporary zoos. 

Through their interdisciplinary activities, these institutions constitute a highly interesting and 

significant sector, which, in an academic and research context, can provide valuable insights 

not only related to animal breeding and husbandry but also in socio-economic areas. They form 

a unique and original industry with potential for management, quality, finance, and economic 

research - yet, currently, there is a scarcity of scholarly work in this field. The primary focus of 

the research presented in this dissertation is the educational activities of zoos as a core mission 

and condition for their operational effectiveness, and their impact on shaping the brand image 

of these institutions. The issue of brand creation is increasingly important among both 

academics and managers, driven by rising competition, market turbulence, and changing 

consumer behaviors and trends. The concept of corporate social responsibility (CSR), 

embedded in most international policies and directives, is recognized as a crucial element of 

societal and economic change, which should also influence the activities and brand strategies 

of market entities. It is vital to highlight that an organization’s brand reflects a broad spectrum 

of experiences perceived by various stakeholder groups. 

The main goal of this dissertation was to fill the cognitive, methodological, and 

applicative gaps concerning the relationship between educational activities and brand 

management. Specific objectives included identifying and classifying the factors influencing 

the effectiveness of educational efforts in zoos; developing a theoretical and methodological 

model of these factors' impact on brand image; and empirically validating this model through 

qualitative research with zoo managers and quantitative surveys among visitors. As this is an 

implementation-oriented study, two practical products were developed: a set of best practices 

for educational activities, taking into account their influence on brand creation, and a holistic 

model of brand image communication through educational actions. 

Based on the conducted theoretical and empirical research, it is clearly evident that 

educational activities play a key role in the process of creating and strengthening the brand 

image of zoos. Effectively and consciously leveraging educational efforts based on well-defined 

and measurable success factors allows these institutions to build lasting relationships with 

diverse stakeholders, including visitors, local communities, business partners, and scientific 

organizations. In this way, zoos can not only fulfill their primary educational role but also shape 

a positive and credible image that supports their social, ecological, and scientific missions. 

Qualitative studies revealed a wide range of educational activities, from traditional 

school and family programs to field projects and innovative digital or hybrid learning formats. 

These diverse approaches, which combine knowledge with emotional engagement, involve 

audiences on multiple levels, contributing to increased ecological and social awareness. An 

important conclusion is that the effectiveness of these activities depends not only on their 

content, but also on the quality of staff, their competencies, and evaluation tools that enable 
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monitoring and long-term analysis of their image-building effects. The need to develop 

standardized, comprehensive assessment tools for evaluating educational impact on brand 

perception appears crucial for further industry development. 

Quantitative research confirmed a positive relationship between the quality and 

accessibility of educational programs and trust, loyalty, and positive emotions among visitors. 

The results show that, although educational activities are vital for shaping social attitudes and 

perceptions, they are not the primary motivation for visits, attractiveness of exhibits, direct 

contact with animals, and a welcoming atmosphere remain the leading factors. Nonetheless, a 

clear linkage emerges: higher perceived quality of education correlates with increased brand 

credibility, willingness to recommend the zoo, and greater engagement in pro-ecological 

activities, especially in light of the growing importance of corporate social responsibility (CSR) 

and sustainable development values. 

In response to the four key research questions outlined at the beginning of the study, 

several important conclusions emerge, underscoring the crucial role of educational activities in 

the development and management of zoo brands. Firstly, a model based on both qualitative and 

quantitative criteria was developed to depict the zoo brand image. This model highlights key 

success factors such as the accessibility and diversity of educational programs, staff 

competencies, interactivity, multi-channel communication, and emotional engagement. Success 

parameters were measured using qualitative indicators, such as stakeholder feedback and 

satisfaction levels and quantitative metrics, including engagement in ecological initiatives, visit 

satisfaction, and trust levels. Secondly, studies confirmed that high-quality, diverse educational 

offerings, transparency, and competent staff are significantly correlated with a positive 

perception of the brand. Well-planned and properly executed educational activities boost 

credibility and trust, increasing visitors’ willingness to recommend the institution as socially 

and environmentally responsible. Thirdly, qualitative findings reveal that most institutions 

intentionally incorporate educational activities into their overall communication and 

development strategies. However, many respondents highlighted a lack of systematic tools for 

evaluating the real impact of education on brand image, pointing to the need for dedicated, 

consistent assessment frameworks. Finally, regarding the positioning of brand image strategies, 

most organizations consider brand image creation as an integral part of their strategic 

documents and development policies. They predominantly focus on promoting their social 

mission, conservation efforts, educational and scientific activities, and presenting themselves 

as modern, credible, and approachable. Nevertheless, inconsistencies in strategic alignment 

currently limit the full potential of building a strong, recognizable brand. Strengthening 

strategic coherence and more effectively integrating branding efforts could further improve 

market position and societal recognition. 

The empirical and theoretical findings presented in this dissertation provide a 

comprehensive framework for understanding how educational activities influence the creation 

and reinforcement of zoo brand images. The proposed model and best practices serve as 

valuable tools for managers and practitioners, offering guidance on how to align educational 

initiatives with strategic branding goals systematically. Moreover, the development of 

standardized assessment tools for evaluating educational impact remains a priority, enabling 
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more precise planning, resource allocation, and long-term monitoring of brand perception. The 

insights gained extend beyond zoological institutions and have potential applications across 

various sectors engaged in social and environmental education. By consistently implementing 

innovative, coherent, and well-evaluated educational strategies, organizations can build 

authentic, trusted, and socially responsible brands. Ultimately, such approaches contribute to 

long-term organizational sustainability, societal engagement, and the effective realization of 

mission-driven goals in an increasingly competitive and conscious marketplace. 

The study faced some limitations, including a relatively small qualitative sample (n=20) 

of zoo managers, mainly due to logistics and accessibility constraints. The quantitative 

examination was limited geographically to Polish zoos, which narrows the generalizability of 

the results. Additionally, current evaluation tools lack standardization, complicating cross-

institutional comparisons and long-term impact measurement. Future research should expand 

these samples regionally and globally, develop universal assessment frameworks, and 

incorporate longitudinal studies to better understand the lasting effects of educational activities 

on brand perception and social attitudes. Broader application to other industries engaged in 

social or environmental education can also deepen the understanding of effective practices in 

purpose-driven brandin 
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