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Abstract

In the contemporary circumstances of accelerated globalization, every country, region
and city have to compete for their part in the total number of the world's consumers,
tourists, businesses, investment and experts. Creating a brand and building a favorable
image of the specific city can be of great importance in the process of the realization of its
economic, political and developmental objectives, differentiation with regard to
competitive cities, as well as in the process of gaining a global competitive advantage. This
paper examines the impact of foreign direct investment and the image of the company on
the improvement of the image of the city in which the investments are realized. The results
of the empirical research, which refers to the investment of the international company Fiat
in the City of Kragujevac, indicate that investments, the company's image and its business
have a positive influence on the image of the city, primarily through its impact on the
economic and infrastructural aspects.

Kew words: city brand, city image, company image, FIAT, foreign direct
investment.

YTUIAJ CTPAHUX JUPEKTHUX UHBECTUILINJA
HA UMHUII I'PAJJA: TIPUMEP KOMITIAHUJE ,,®UJAT”
N TPAJA KPAT'YJEBIIA

Caxkerak

VY caBpeMeHHM ycioBHMa yOp3aHe IioOann3anyje, cBaka 3eMJba, PETMOH U Tpaj
MOpajy Ce TaKMHUYUTH 32 YAEO y YKYIHOM Opojy CBETCKMX MOTpOIIada, TYPHUCTa,
MOCJIOBa, MHBECTHIM]jA U CTpy4dmaka. CTBapame OpeH/a U U3rpagma MOBOJGHOT MU
oznpeheHor rpaga Mory OMTH O U3Y3€THOI 3Hauaja y NpOLECY OCTBApHBAMA HETOBUX
EKOHOMCKHX, TOJMTHYKUX U Pa3BOJHHX LIMJbEBa, AU(EpeHIMpama y 0OJHOCY Ha KOH-
KYPEHTCKE IpajioBe, Kao M CTHLamba II00aHe KOHKYPEHTCKE IPEIHOCTH. Y pajy ce
HCTPaXKyje YTHIAj CTPaHMX IUPEKTHHX WHBECTHIMja M HMMHIIAa KOMIIaHWja Ha IIO-
GoJplllatbe MMULA Tpaja y KOME Ce MHBECTHIMje peausyjy. Pe3ynTatd eMmupujcKor
UCTpakKMBama KOje Ce OJJHOCH Ha MHBECTHIHjy MehyHapomHe kommanmje ,Dujar” y
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rpany Kparyjesuy ykasyjy Ha YMEEHHUILY Jla HHBECTHIIH]jE, IMHII M TIOCIOBAbE KOMIIA-

HHje yTH4y HO3UTHBHO Ha MMHII Ipajia, IPBEHCTBEHO KPO3 HbUXOB YTHIIAj HA €KOHOMCKE

1 HHQPACTPYKTYpHE acleKTe.

Kibyune peun: Openp rpana, nMuil rpaja, uMunl kommanuje, ®UJAT, crpane qupexktHe
WHBECTHIH]E.

INTRODUCTION

During the last few decades, the use of marketing and branding at the
level of states, regions and cities has an increasingly important role in
creating their attractiveness and competitiveness on the international market.
Globalization and pronounced mobility of the people, companies and capital
force cities to compete against each other for the conscience of the consumers
about them, international recognition and, at the bottom line — money. In
order to differentiate from other cities, marketers focus on observing the city
as a brand, acquiring marketing techniques so that they can differentiate the
city from the rival cities; identify rival cities and analyze the impact of the
image of the city on different stakeholders (Anholt, 2010). Branding the city
has to include and integrate interests of different groups of stakeholders, such
as city’s residents, potential residents, tourists, experts, companies, investors
and entrepreneurs.

The first step in creating a campaign of city branding is to determine
its image, i.e., to research impressions, beliefs and attitudes that people
have towards the city in question (Kotler, 1997, page 607). Certain groups
of stakeholders might have very diversified interests when it comes to the
city, and their perception might be accordingly different. Factors and
attributes that influence the creation of the image of the city are numerous,
and some of the most important ones are historical, socio-cultural, economic
and infrastructural aspects. Having in mind that reactions and behavior of
stakeholders are determined by their perception of the cities, managing the
image of the city is of essential importance.

Apart from the large number of studies about the image of cities,
which refer to researching the impact of the previously mentioned attributes
of the cities on the perception of residents, tourists and other stakeholders
of the cities, the main purpose of this paper is to explore the impact of
investments, operations and image of international companies on the image
of the city in which the investments were realized and in which the
company in question carries out its business activities. Therefore, the main
aim of the research is to determine whether the cities, by attracting foreign
direct investment, can achieve, among other positive effects, those related
to the improvement of its general image.
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THE SIGNIFICANCE OF MARKETING AND BRANDING
OF THE CITIES

Location marketing is a relatively new area of scientific research.
At the beginning of the new millennium, location branding, especially of
the cities, has become a very important area in the context of location
marketing, both in the scientific literature as well as in the economies of
many countries. Location implies all kinds of places, such as cities,
municipalities, regions and countries, and it is made of people, cultures,
historical legacy and material assets (Rakita & Sipragi¢, 2010). Kotler,
Asplund, Rein and Haider (1993, p. 18) point out that by using location
marketing, the value and image of a specific place can be promoted, so
that prospective customers can be familiar with its distinctive advantages.

A brand can be understood as a mental picture of a particular
object in the mind of the consumer, which represents a set of brand
associations, or knowledge of the brand. Having that in mind, location
branding aims to shape mental images and assessments that consumers
have about a specific location (Keller, 1993). Location branding is the
process of applying branding strategies and other marketing techniques in
the process of economic, political and cultural development of countries,
regions and cities (Ashworth & Kavaratzis, 2009).

An increasing number of cities, regions and countries invest in the
construction of branding campaigns, in order to establish a positive reputation
and gain a competitive advantage in the global market (Veljkovic, 2010, p.
409; Anholt, 2010). As a response to the challenges of the contemporary
global environment and an intense competition among cities, economic
policy makers can use branding as means to convey positive images and
create a favorable perception of the city in the minds of consumers (Braun,
2012). However, as Braun, Eshuis and Klijn (2014) point out, the creation
and implementation of branding campaigns are no longer common just for
the metropolis, state capitals and tourist destinations, but also for an
increasing number of smaller towns that are trying to build their brand and
position themselves in the international market.

Having in mind a complex nature of the notion of the city, there are
different definitions of the term city brand. A city brand represents a set of
the evaluations of the consumers and different stakeholders, expressed
through various dimensions (Kotler, Asplund, Rein & Haider, 1999, ctp. 35).
The basic idea is that when the name of a certain city is mentioned, a set of
related associations come to people’s mind, and these associations can be
managed, in the aim of making a better brand of a city in question
(Kavaratzis, 2004).
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THE IMPACT OF AN IMAGE OF A COMPANY ON THE IMAGE
OF THE CITY

The concept of image developed in the middle of 20th century, and
since then, it found its application in different spheres of marketing (Barich
& Kotler, 1991). The term image is used for representing a set of beliefs,
attitudes and perception that a person might have about a certain object.
That object can be a product, company, brand, place or person. For the
purpose of this research, the image of the company and image of the city
brand are of the greatest importance.

Corporate image or the image of the company refers to the way people
view the company as a whole. In fact, the largest number of authors define
the company's image as a set of perceptions, associations, impressions,
knowledge, attitudes and beliefs that different parts of the public have about
the company (Dowling, 1988; Barich & Kotler, 1991). Company image is the
mental picture that different stakeholders have, i.e. it represents the thing that
different people think about when they hear the name of the company or see
its logo (Gray & Balmer, 1998). Due to the fact that the image is formed
from the perspective of stakeholders, it is clear that different groups of
stakeholders form a different perception of the company (Gray & Smeltzer,
1985). Research suggests that building and maintaining a good image
positively influences the assessment of the quality of the company's products,
and it contributes to the creation of loyalty and customer satisfaction as well
(Souiden, Kassin & Hong, 2006).

Branding provides a starting point for marketing of the city as well
as a framework for building and managing the image of the city. In fact, the
first step in formulating a campaign for city branding is to determine its
image. With branding, positive associations towards a specific country or a
narrower geographic location are created and promoted. In this way, a
positive image of the location and destination is created, in order to attract
as many visitors and investors (Rakita & Mitic, 2011). The image of the
city affects the way in which its residents, visitors and companies form their
perceptions, attitudes, reactions and behavior in relation to it. Therefore,
managing the image of the city is of great importance (Kotler & Gertner,
2004). Having in mind the complexity of the city, Kavaratzis (2008, p. 41)
states that everything which exists in a city, all that is happening and is being
done in it - transmits messages about the image of the city.

Anholt (2010) points out that cities have image, in the same way
products and companies have image, and it has a significant part in
making decisions of the current and potential users* of the city.

Numerous studies focus on the image of the cities and destinations
(Baloglu & McCleary, 1999; Pike, 2002; Gallarza, Saura & Garcia, 2002). A
generally accepted definition of the image of a place or destination is that it
represents a set of beliefs, ideas and impressions that a person has of a
destination (Baloglu & McCleary, 1999). According to Echtner and Ritchie
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(2003) image of a certain place, destination or city can be defined as a set of
perceptions about its individual attributes and characteristics, but also as a
cholistic impression (i.e. mental image) about a place itself. Besides that, the
image of a destination includes functional characteristics, which represent its
tangible aspects as well as its psychological characteristics which refer to
intangible aspects. Embacher and Buttle (1989) point out that the image is
composed of the ideas and concepts about the observed destination, which
exist in the mind of an individual or in a collective mind, and it also contains
cognitive and evaluating component.

The quality of a certain city is conditioned by positioning that city in
the mind of the people, and perception of the city is shaped by perspectives
and interests of different groups of stakeholders (Merrilees, Miller &
Herington, 2012). Therefore, it can be concluded that certain groups of
stakeholders have different needs and requirements when it comes to the
city, and it has as a consequence the fact that they form perceptions in a
different way and evaluate its image. Although the groups of stakeholders
are different, certain factors, by which brand and image of the city are
evaluated, are repeated in scientific studies. According to the analysis of 39
studies from the area of brand and image of the city, published in the period
from 2001 to 2013, the most commonly analyzed attributes of the cities
which have an impact on the perceptions of stakeholders about the brand
and image of the city — are shown in table 1.

Table 1. Analysis of the frequency of factors used
in 39 studies about the image of the city

Factors used in analysis Frequency (in %)
History and historical heritage 53
Culture 47
Economy 47
Entertainment and night life 47
Infrastructure (roads, communication, transport etc. ) 35
Shopping centers 29
Environment (pollution, quality of the water etc.) 29
Recreational activities 29
Accommodation possibilities 24
Safety 18
Sport activities 18
Parks 18
Services 12
Access to highways 12
Medical objects 8
Restaurants 8
Green surfaces 8

Source: Gilboa, S., Jaffe, E., Vianelli, D., Pastore, A. & Herstein, R. (2015).
A summated rating scale for measuring city image. Cities, 44, 50-59.
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Results of the analysis given in the table 1 point out the fact that
economic aspects of the city are an important factor in creating its image.
Economic activities and business opportunities, presence of the big
companies and possibilities of employment and the quality of overall
business surroundings represent elements which are of great significance
for the residents of the city, potential residents and visitors, but also
business subjects as well.

THE IMPACT OF THE IMAGE OF FIAT COMPANY
ON THE IMAGE OF THE CITY OF KRAGUJEVAC

By opening the first and the only automotive factory in the Balkans-
Zastava, in Kragujevac in 1953, a development of automotive industry in
Serbia has started. Due to the production of more than four million cars,
export to the great number of world markets and more than half of century of
existence, Kragujevac acquired international recognition and a status of the
centre of automotive industry in former Yugoslavia. Zastava ceased to exist
in 2008, when factory’s name was changed into Fiat Automobili Srbija (Fiat
Automobiles Serbia - FAS), and when the production of Zastava cars was
ended.

One of the world's largest automotive companies, the Italian Fiat,
signed a contract in 2009 on the joint venture with the Republic of Serbia in
the Kragujevac factory "Zastava Automobiles”. The value of investment
was around 940 million euros (NALED, Baza investicija), and the contract
included the establishment of the joint venture company Fiat Automobiles
Serbia (FAS), which is owned by Fiat 67%, and owned by the Republic of
Serbia 33%. The company's name was changed in the meantime, into FCA
Serbia, due to the change of company's name into Fiat Group, FCA.
Together with partner companies, FCA Serbia employs over 3,000 workers
and has been the largest exporter in the Republic of Serbia in the last three
years. Due to the high brand recognition, in the paper, we used the name
FIAT for the company in Kragujevac, instead of the current name FCA
Serbia.

Owing to the establishment of the Fiat Company, opportunities for
other investments of international companies have been created in
Kragujevac, companies which are part of the supply chain of Fiat, of which
the most important ones are Magneti Marelli, Johnson Controls, Sigit and
PMC. In addition, a number of Serbian companies was hired as Fiat's
suppliers, which further stimulated economic activity of different
industries. With the arrival of the Italian company, the positive effects were
observed in the service sector as well, through the growth of activities in
the context of tourism, hotels, trading and banking sector, where the
cooperation of UniCredit Bank and the Fiat is particularly emphasized.
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The data on the operations of the company Fiat mentioned above
point out significant economic effects that are generated by the investment
of the Italian manufacturer, at the territory of the City of Kragujevac, but
also in the whole Serbia. In fact, there is an agreement in the literature that
foreign direct investments have numerous positive effects on the country
and on the city being invested in, such as fostering economic growth and
development, increasing exports, increasing employment, technology
transfer, and other (Stefanovi¢, 2008). Because of these effects, governments
and authorities at the level of cities are trying to attract foreign investors.
However, very little attention in literature is dedicated to the additional
effects which investments may have in the cities in which they are
implemented, such as improving the image of cities on domestic and
international level. With the research which is being conducted in this
paper, we seek to overcome this shortcoming, given the great importance
that the image of the cities has in today's business environment.

RESEARCH METHODOLOGY

Despite the obvious economic benefits of the investment of the
Fiat Company for the City of Kragujevac and the Serbian economy, it is
important to investigate whether the return of the status of the economic
center to the City of Kragujevac had a positive impact on its image
among the citizens of Serbia and Kragujevac. In accordance with that, the
subject of research in this paper is to analyze the impact of the investment
and image of the Fiat Company on the image of the City of Kragujevac,
as well as to analyze differences in the attitudes of inhabitants of several
districts of Central Serbia and residents of Kragujevac.

The main aim of the empirical research is to determine whether and
to what extent the investment by Fiat and its business had a positive impact
on the image of the City of Kragujevac. In addition, the goal of the research
is to examine whether the residents of the City of Kragujevac and residents
of other cities in Central Serbia evaluate in a different way image of the
City of Kragujevac after the investment of the Fiat Company, as well as to
test the statistical significance of these differences.

Based on the determined subjects and aims of the research objectives,
the following hypotheses can be proposed:

H1: Foreign direct investments have a positive impact on the
image of the city in which they were realized.

H2: There are statistically significant differences in the evaluation
of an improvement of an image of the city under the influence of foreign
direct investment, between the residents of the city in which the investment
was realized and residents of other cities.
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H3: There are statistically significant differences in the evaluation
of an improved image of the city under the influence of foreign direct
investment, among members of different age groups.

The testing of the first hypothesis was conducted by using a
regression analysis, i.e. by examining the impact of the investment and the
image of the Fiat Company itself on the image of the City of Kragujevac.
The second and third hypotheses were tested by using ANOVA test to test
statistically significant differences between different groups of respondents
within the sample.

The research was conducted on the sample of 2046 respondents, and a
survey was conducted in the City of Kragujevac and in several districts of
Central Serbia, in the period from the 20th of December 2015 until 25th of
January 2016. In the questionnaire that was used, the respondents evaluated
their agreement with the statements on the five-point Likert scale. Processing
and analysis of the collected data was performed by using the software for
statistical data processing SPSS (Statistical Package for the Social Sciences,
version 20.0).

The structure of the sample by socio-demographic characteristics is
shown in Table 2, while the structure of the sample according to the
representation of the districts is shown in Table 3 and Figure 1.

Table 2. Descriptive statistics for the respondents' characteristics

Data % of respondents
Sex Female 52,4
Male 47,5
18-24 26,7
25-31 15,1
Age 32-38 11,2
39-45 12,4
46-52 14,5
over 53 20,2
Student 26,6
Manager, entrepreneur 17,7
Professor, doctor, engineer 9,0
Employment status Office worker 14,1
Worker 23,9
Shop clerk 4,8
Retired 8,8
Other 5,7
Secondary education 56,3
Education College education 14,7

Higher education 28,8
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Table 3. The percentage of the representation of the respondents from
certain districts of Central Serbia

City/ District % of respondents
City of Kragujevac 36,1
Moravica District 13,9
Sumadija District 12,2
Rasina District 9,5
Raska District 9,4
Pomoravlje District 8,5
Branic¢evo District 2,6
Zlatibor District 2,5
Podunavlje District 1,4
Other cities 3,9

® City of Kragujevac

10,4 ® Moravica District

Sumadija District
» Rasina District
9.9 m Raska District
12,2 ® Pomoravlje District

Other districts

Figure 1. The representation of the respondents
from certain districts of Central Serbia in the sample (%)

The research on the impact of the investment of Fiat Company on
the improvement of the image of the City of Kragujevac has been carried
out in two stages. The first stage used descriptive statistics and reliability
analysis to analyze the scores of the respondents concerning the image of
the companies Zastava and Fiat, as well as the image of the City of
Kragujevac during the operating period of business of both companies.
Having in mind that Fiat Company was established after Zastava Company
had been shut down, the second stage of the research examined the impact of
the image of both companies on the image of the City of Kragujevac. By
measuring the impact of the image and business of both companies on the
image of the City of Kragujevac and by comparing the extent of the
impact, it can be determined whether the investment of Fiat Company has
improved the image of the City of Kragujevac.

When assessing the image of the companies Zastava and Fiat, factors
of image which are important from the perspective of the consumers were
used, and they were analyzed in relevant studies about the image of
companies. Factors of image which are important for the perceptions of the
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consumers concerning the image of the company primarily concern the value
which they get by purchasing products and services, then product quality,
performance and prices. In addition to that, for the evaluation of the overall
image of the company, the recognition and the reputation of the company in
the domestic and international market are also important (Barich & Kotler,
1991). The factors used in this research correspond to the research which
focuses on automotive industry and the analysis of dimensions of the image
of the company from the perspective of the consumers (Hsieh, 2002; Hsieh,
Pan & Setiono, 2004).

When analyzing the image of the City of Kragujevac, different factors
that impact the perceptions of the residents of this, but also of other cities in
Serbia were used, and they were analyzed in numerous studies about the
image of cities. However, having in mind that the purpose of the paper was to
measure the improvement of the image of the City of Kragujevac under the
influence of the investment by the international company Fiat, those factors
which could have been affected by that investment were primarily analyzed,
such as factors of economic and developmental nature, including the
infrastructure and layout of the city, employment possibilities and the
standard of living of the population (Merrilees, Miller, & Herington, 2009;
Zenker, Petersen, & Aholt, 2013; Zenker & Rutter, 2014), as well as the
economic development of the city, its recognition, prestige and position on
the international market (Anholt, 2006; Anholt, 2007; Larsen, 2015).

RESULTS AND DISCUSSION OF THE RESULTS
OF THE EMPIRICAL RESEARCH

In the analysis of the impact of the investment of Fiat Company on
the image of the City of Kragujevac, four groups of statements were used.
The first two groups of statements refer to the image of the companies
Zastava and Fiat, and the other two groups of questions refer to the image
of the City of Kragujevac during the operating period of Zastava Company
and during the operating period of Fiat Company. For comparison purposes,
the same questions were asked in both cases, and the results of the descriptive
statistics of the respondents’ answers are given in Table 4 and Table 5. In
addition to the values of the arithmetic means and standard deviations,
Cronbach's alpha coefficients are shown for all groups of statements,
which show the internal consistency of statements and which, in all four
cases, have the value above the recommended value of 0.7 (Nunnally,
1978, p. 245).
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Table 4. Descriptive statistics of the factors of image
of the companies Zastava and Fiat

The image of Zastava The image of Fiat
Company - Company -
Cronbach's alpha: 0,842 Cronbach's alpha: 0,811
Arithmetic ~ Standard ~ Arithmetic ~ Standard

mean deviation mean deviation
Prestige and reputation 3,91 1,052 4,01 0,909
of the company
Recognition 4,07 0,987 4,16 0,884
in the market
Product quality 3,43 1,098 3,76 0,881
and performance
Product 3,13 1,144 3,89 0,948
design
Product reliability 3,01 1,103 3,45 1,088
and safety
Value of the product 3,27 1,088 3,43 0,988

compared to its price

Source: Author's calculations

According to the values shown in Table 4, it can be seen that
according to all indicators, the image of Fiat Company was better scored
than the image of Zastava Company, which is evident from the higher
values of the arithmetic means, and it can also be seen that there are fewer
discrepancies in the respondents' answers, which is evident from the
lower values of the standard deviations. In the cases of both companies,
the highest score was given to the recognition of the companies and their
products on the market (4.16 for Fiat Company and 4.07 for Zastava
Company). In addition to recognition, the international prestige and the
reputation of Fiat Company have a high average score (4.01). On the
other hand, Fiat Company was given the lowest score in terms of value
that its products bring to consumers compared to their price (3.43), while
the respondents gave the lowest scores to the reliability and safety of
products from Zastava Company (3.01).

The arithmetic means and standard deviations of questions concerning
the image of the City of Kragujevac are shown in Table 5. These values point
out the fact that the image of the City of Kragujevac during the operating
period of Fiat Company was better scored from every aspect, compared to
the image of the City of Kragujevac during the operating period of Zastava
Company, as well as the fact that there are fewer discrepancies in the
respondents' answers. When it comes to the image of the City of Kragujevac
during the operating period of Fiat Company, it can be seen that the
investment of this company most influenced the attitudes of the consumers
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towards the standard of living (improvement from 3.50 to 4.36), then towards
the economic development of Kragujevac (improvement from 3.44 to 4.17),
as well as the attitudes towards infrastructure and layout of the city
(improvement from 3.65 to 4.37). At the same time these are the best scored
aspects of the image of the City of Kragujevac, whereas the investment of the
company least influenced the international prestige and position of the city on
the international market (improvement from 3.58 to 3.97).

Table 5. Descriptive statistics of factors of the image of the City of
Kragujevac during the operating period of the companies Zastava and Fiat

Image of the City of  Image of the City of
Kragujevac during the Kragujevac during the
operating period of  operating period of

Zastava Company - Fiat Company -
Cronbach's alpha: Cronbach's alpha:
0,883 0,918

Arithmetic Standard  Arithmetic Standard
mean  deviation mean  deviation

Economic development 3,44 1,041 4,17 0,923
of Kragujevac

International prestige 3,58 1,029 3,97 0,941
and position

Recognition of the city 3,56 1,037 4,14 0,936
on an international level

Infrastructure 3,65 1,045 4,37 0,827
and layout

Standard 3,50 1,045 4,36 0,803
of living

Employability 3,39 1,054 4,04 0,920
possibilities

Source: Author's calculations

For the purpose of assessing the impact of Fiat Company on the
image of the City of Kragujevac, regression analysis was used. By using
two simple linear regressions, the impact of the image and of the business
of the companies Zastava and Fiat on the image of the City of Kragujevac
was assessed. In Table 6, the results of the analysis of the impact of the
image of Zastava Company on the image of the City of Kragujevac are
shown, which suggest the fact that there was a statistically significant
impact of the image of Zastava on the image of Kragujevac, more
precisely, that 26.4% of variability in the image of Kragujevac could be
accounted for by the image of Zastava. Taking into account the long
tradition of Zastava Company and the given facts concerning its business,
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this result is not surprising, because Zastava Company was truly one of
the main aspects of the City of Kragujevac and its image.

Table 6. Results of the regression analysis of the impact of the image
of Zastava Company on the image of the City of Kragujevac

R Square F B B T
Image of Kragujevac during
the operating period of 0,264  744,342"" 0,433 0,514 27,283
Zastava Company

Note: Sig: p<0,01(" )
Source: Author's calculations

According to the results shown in Table 7, it can be noticed that the
image and business of Fiat Company have a statistically significant impact on
the image of the City of Kragujevac, but the percentage of the variability of
the image of the City of Kragujevac is, to a greater extent, explained by the
image and business of this company compared to Zastava, since that
percentage equals 38.6%. Taking into account the results of the regression
analysis and descriptive statistics, it can be concluded that the investment of
Fiat Company has a statistically significant impact on the image of the City
of Kragujevac, and that it has led to an improvement of the image of the City
of Kragujevac according to all analyzed questions, which confirms
Hypothesis 1 of this research.

Table 7. Results of the regression analysis of the impact of the image
of Fiat Company on the image of the City of Kragujevac

R Square F B B T

Image of Kragujevac
during the operating period 0,386 908,800 0,699 0,553 30,146
of Fiat Company

Note: Sig: p<0,01(" )
Source: Author's calculations

The results of the analysis of variance of different groups of samples
concerning the image of the City of Kragujevac during the operating period
of Fiat Company are given in Table 8. Namely, according to the results of the
ANOVA test of the significance of differences among groups of samples, it
can be seen that there are statistically significant differences in the scored
image of the City of Kragujevac during the operating period of Fiat Company
among the observed districts of Central Serbia (F(9, 2036)=5.74, p<0.01).
The Post-hoc analysis and Tukey HSD test showed that statistically
significant differences appear among the scores of the residents of the City of
Kragujevac (M=4.249, SD=0.683) and the residents of Moravica District
(M=4.085, SD=0.633) and the residents of Raska District (M=4.100,
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SD=0.634), while there are no statistically significant differences among the
other districts. Besides, it should also be pointed out that the average value
obtained in the City of Kragujevac (M=4.249) is also the biggest one in the
sample. The reason for this result could be the fact that the residents of the
City of Kragujevac can directly notice and experience the considerable
positive effects and changes in the city itself, which is why their perceptions
of the image of the city are more positive, compared to the other respondents.

Table 8. Results of the analysis of variance concerning the image
of the City of Kragujevac during the operating period of Fiat Company

Number of Average

Sum of degrees of squared F value Significance
squares "
freedom deviation
Districts 36,723 9 4,080 5744 0,000
Respondents' age 1,181 5 0,236 0,325 0,898

Source: Author's calculations

According to the criterion of the respondents’ age, groups of
respondents of different ages do not show any statistically significant
differences in the given score of the image of the City of Kragujevac during
the operating period of Fiat Company (F(5, 2040)=0.325, p=0.898).
Considering the results of the analysis of the variance, it can be concluded
that the second hypothesis of this research is confirmed, that is, it can be
said that there are statistically significant differences in the score of the image
of the city among the residents of the city in which the investment was made
and the residents of other cities. However, considering that the analysis of the
variance did not show any statistically significant differences in perceptions
among respondents of different age groups, the third hypothesis cannot be
confirmed.

IMPLICATIONS AND LIMITATIONS OF THE RESEARCH

Considering the results, the conducted research has certain
implications. Most importantly, this research has proven that attracting
foreign companies and their investments leads to improvement of the image
of the city in which the investment was realized. This fact can be of great
significance for the government representatives in cities which strive to create
a better image of the city, both on the domestic and international market.
With numerous economic effects that foreign investments can bring, it is
important to recognize the importance of investments for the improvement of
perceptions of and attitudes towards the image of a certain city.

The basic limitation of this research is the fact that it has been
carried out in the territory of the City of Kragujevac and nine districts of
Central Serbia, thereby excluding residents of other parts of Serbia and
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big cities such as Belgrade, Novi Sad and Ni§. The results of the research
would have been more complete if it had been carried out in the territory of
the whole Republic of Serbia. In addition, another limitation stems from the
fact that the research has been conducted from the perspective of only two
groups of stakeholders, and those are the residents of the City of Kragujevac
and other districts of Central Serbia, while in future research it would be
desirable to examine the attitudes of companies, experts, tourists and other
stakeholders, whose evaluations of image would contribute to the quality of
the research.

CONCLUSION

Evident competition among cities on an international level leads to
the necessity of a better positioning of the city in the minds of the residents,
tourists, companies, investors and the workforce. A trend which is seen
both in literature and practice is that an increasing number of cities is trying
to influence the perceptions and the behaviour of stakeholders through
branding activities, so as to influence the city's recognition and differentiation
compared to other cities. The perceptions and impressions of stakeholders of
certain cities represent their image, and it can be shaped under the influence
of different factors and attributes of the city. The attractiveness and the
competitive position of a city are greatly influenced by its image, which is
why it is important to strive towards its continuous improvement.

The purpose of the conducted research was to analyze the influence
of the investment of an international company on the image of the city in
which the investment was realized. The results of the research indicate that
the investment of an international company impacts the improvement of the
image of the city, primarily via factors of economic and infrastructural
nature. Having in mind the significance of economic factors in the creation
of the image of the city, it can be said that the presence and the business of
companies with a good image positively affect the opinion, attitudes and
impressions of the residents of the city in which these companies do
business, but also those of the residents of other cities. This impact is seen
through the improvement of certain functional, that is, visible aspects, such
as infrastructural aspects and the layout of the city, but also some less
visible aspects, such as the standard of living, the overall economic
conditions in the city itself and the international recognition of the city,
especially if the investments and business of internationally established
companies are in question.

Such results of the research contribute to the existing literature, and
practice as well, since they point out the fact that attracting foreign
investors and realizing the investments can lead to numerous positive
effects, including the improvement of the image of the city. This can be an
important signal to other investors and the other stakeholders of the city,
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which can lead to the realization of the economic, developmental and
political goals of the city in the long run.

The investment of the Italian company Fiat has brought about many
considerable positive effects, which are primarily seen in the recovery of
the automotive industry of Kragujevac and Serbia. However, additional
effects of this investment should also be pointed out, such as the arrival and
business of cooperating companies, the engagement of Serbian companies
as suppliers, but also a considerable development of the service sector,
especially tourism, hotel business, trade and banking in the City of
Kragujevac. The results of the research on the impact of investments on the
image of the city and the data concerning the economic effects of the
investment of Fiat Company in the City of Kragujevac indicate that foreign
direct investment have multiple positive effects, which may be quite
significant for the representatives of the local and national government in
the international competitive race with other cities, in the conditions of
growing globalization.
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YTULHAJ CTPAHUX JTUPEKTHUX HHBECTULIUJA HA
UMUII TPAJIA: TIPUMEP KOMITAHUJE ,, ®UJAT” U
I'PAJA KPAT'YJEBIA

Mmuanan Konuh, Cphan lllanuh, JoBana I'osio
VYuusepsureT y Kparyjesity, Exonomcku dakynrer, Kparyjesar, Cpouja

Pe3ume

TpeHa0BH U NPOMEHE Y CaBPEMEHOM MOCIOBHOM OKPYXKEHY, Kao IITO Cy rioba-
nHM3anmja, yKuaame Oaprjepa U cIo00HO KpeTame KamuTana, pode u pecypca usmehy
Zip>KaBa, TOBOJIE JI0 CBE U3pKEHH]jE KOHKYpeHIHje n3Mel)y okairja Ha Mel)yHapotHOM
U T100aTHOM HUBOY. Y GopOM 3a pecypce, pajHy CHary, HHBECTHIIHje, TYPUCTE U CTa-
HOBHHILTBO, HOCHOIM BJIACTH TEKe MPUMECHH MapKeTHHTa U MoceOHO OpeHanparba rpa-
JIOBa Kako OM WX YYUHWIJIM TIPENO3HATIFMBUM U jEIMHCTBEHHM Ha Mel)yHapOIHOM Tp-
xkumrty. C 003upoM Ha To Aa OpeH. MpeicTaBiba CKYIl acolyjalja y CBECTH JbYIH U
MEHTAJIHy NpeCTaBy o ozpeheHoM 00jekTy, KpenpameM OpeHza rpajia TexH ce o0Iu-
KOBamby OBHUX IPEJCTaBa M CTBAPAkbY MO3UTHBHUX MEPLENIHja O TPajy.

Beoma BaxkaH eJIeMEHT CTBapama OpeH/ia Ipaja jecte yTBphHBame HEeroBor HMHIJa.
Kaxo uMHII IpezicTaBiba CKYII CTABOBA M BEPOBarba KOjU OApel)eHU CTEjKXONAepH UMajy
0 rpajly, BHMXOBE aKTUBHOCTH U TIOHAILIAE CY Y BEIUKO] MEPU YCIOBIbEHH BUME. M3-
rpajiba MO3UTUBHOT MMHIJA TPaJia je OJ M3Y3eTHOT 3Hadaja yCJea YHI-CHHIIE Ja aTpa-
KTHBHOCT U KOHKYPEHTHOCT Ha MeljyHapOIHOM HHBOY y BEJIMKO] MEpH 3aBHCe 0] e(u-
KacHOT Je(uHUCaka, IPEHOIIeHha U yIpaBibamba UMULIOM. TTopen dakropa Koju yruay
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Ha Kpeupame MMHIJa IpajoBa, Kao MITO Cy KYIATYPOJONIKH, UCTOPHjCKH WM HH(pa-
CTPYKTYPHH, BEJVKH 3HAa4aj UMajy U (aKkTopH eKOHOMCKE IPHpOJe, T/e CHanajy >Ku-
BOTHH CTaHIap, MOTYRHOCT 3amociera, MOCIOBHE NMPUIMKE U LETOKYIHH MOCIOBHU
aMOHjeHT.

IIpemver mcTpakuBama y OBOM pajay je aHAIN3a YTHIAja CTPAHMX TUPEKTHHX
MHBECTHIMja ¥ UMHIJa KOMIIAaHH]ja HA MMHI TPajioBa y KOjiMa Ce MHBECTHILIHjE peaH-
3yjy. CXOHO ONpenesbeHOM NpeIMeTy, OCHOBHH IIMJb CTPaKUBamba OHO je YTBPIUTH
Ja JIM ce NPUBIAYCHEM CTPAaHUX MHBECTUTOpPA ca JAOOPUM MMHUIIOM M HUXOBHUX MHBE-
CTUIIMja yTHUYE Ha MOOOJBLIAKE UMUIIA TPafa y KOME ce OHe peanusyjy. Paau nonaxema
JI0 OBHX Ca3Hama CIPOBEICHO je eMITMPHjCKO MCTPAKHBAKkE KOje Ce OJHOCH Ha WHBE-
CTULMjy WTanujaHcke Kommnanuje ,,dujar” y rpany Kparyjesmy. Pesynraru ncrpakusa-
Ba yKa3ald Cy J1a je MHBECTUIIMja yTHIAa Ha TT000JbIIame EJIOKYITHOT MMHIIa rpajga
KparyjeBma, anu u aa mocroje CTaTHCTUYKU 3HAYajHE PA3NUKe Y OLEHU MOOOJbLIama
nvuya n3Mel)y craHoBHuKa rpana Kparyjesna u craHoBHHKa ApYrHX okpyra PemyOmimke
Cp6uje. MuBecTunmja komMnanuje ,,Oujar” HajBHIIE je yTHIAA HA CTABOBE O YXKHBOTHOM
CTaHAapAy, eKOHOMCKO] Pa3BHjEHOCTH Tpaja, ali U HHQPACTPYKTypu U ypeheHoctn
rpaja.

PesynraTn MCTpaXuBamba MpYyXajy 3Ha4ajaH JOMPHHOC KAaKO Y HAYYHOM IOTJIETY
TaKo WM y INOIJIefy NpakTHuHe npuMeHe. HamMe, yodaBa ce HemocTaTak CTyaWja Koje
UCTpaXKyjy yTHILAj CTPAaHUX TUPEKTHUX WHBECTHIMja HA UMHUII TPaioBa y KOjUMa ce OHe
peanmu3yjy, Hopea Ipyrux eKOHOMCKHX edekaTa Koju ce ocTBapyjy. Takohe, pesynratu
UCTpaXKHBama MPYKajy 3Ha4ajaH JONPHHOC y MOTJIEAY YHOTpeOe OX CTpaHe MpeacTa-
BHHKA BJIACTH T'PAJIOBa jep yKa3yjy Ha TO Jia ce IpHBIadeheM Mel)yHapoTHUX KOMITaHH-
ja W peaNu3aldjoM HHBECTHIMja MOXKE MOOOJBIIATH MMHII Ipaja, IITO MOXE OHTH
BaXHO y KOHKYPEHTCKOj O0pOH ca ApyruM rpagoBUMa, Ha HaIlMOHATHOM U Mel)yHapon-
HOM HHBOY.



