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Background/Purpose: The research aims to identify marketing tools that promote the development of the knowl-
edge economy and to design a development model grounded in the research findings. This paper analyses the
theoretical aspects of non-profit, social, and political marketing, introduces the concept of self-segmentation, and
proposes a strategy to transform society’s readiness to foster the values of the knowledge economy.

Methods: The research was carried out in two successive stages. The first stage consisted of three separate
sub-studies: a case study, quantitative descriptive research, and qualitative exploratory research. The second stage
encompassed designing the model based on the findings.

Results: After conducting the case study, secondary impact factors of the tools were identified, influencing the
choice of tools or the formation of their set. Following the study of the survey results, groups of high-priority market-
ing tools were distinguished. Based on the results of the expert evaluation, a set of the most commonly proposed
marketing tools was compiled. As a result of the conducted research, a coherent five-stage model for promoting the
development of the knowledge economy was created.

Conclusion: The model reflects key ideas: the choice of marketing tools is determined by the readiness and open-
ness of the society to accept ideas; the success of dissemination is determined by inter-institutional cooperation;
effective dissemination requires identification of the target consumer audience; and a set of marketing tools is de-
signed on the basis of the results of continuous data analysis.
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preconditions characteristic of its emergence into a chain
and, following the principles of sequence and cyclicity,
creating an environment for its dissemination and perva-
siveness. Consequently, this paper addresses the problem
of selecting marketing tools for promoting the develop-
ment of the knowledge economy. Previous studies have
examined individual elements of the knowledge economy
or the aspects of the mechanisms of its functioning, for
example, Melnikas (2016) suggested the importance of in-

1 Introduction

The opportunities for the development of the knowl-
edge economy are relevant to almost all economies in the
world. However, it is likely that, particularly in the case
of Lithuania, insufficient attention is paid to the integrat-
ed coordination of actions among the participants of the
knowledge economy. This is highly evident at the institu-

tional level. The authors are convinced that the importance
of collective actions is reflected in the fundamental princi-
ples of the knowledge economy, where, as a phenomenon,
the knowledge economy consists of combining groups of
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tellectual potential in determining society’s ability to fos-
ter the values of the knowledge-based society; Mazur and
Malkowski (2021) developed this idea further by analysing
the country’s socio-economic policies and public mindset
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as key factors for progress. The individual elements of the
knowledge economy were examined more closely by Ad-
amczewski (2016), who presented in detail the challenges
and opportunities of information and communication tech-
nologies; Vovk and Braga, in their paper of 2017, argued
the advantages of fostering the values of the knowledge
economy; Tudzarovska-Gjorgjievska (2014) analysed the
challenges in adapting the values of the knowledge econ-
omy. A study on the individual elements of the knowledge
economy through the lens of marketing was conducted
by Bolisani and Scarso (2012), in which the researchers
presented their vision for interpreting the 4Ps marketing
mix in the context of the knowledge economy. Thus, while
there is no deficiency of research on the expression of the
knowledge economy, there is a noticeable lack of research
on examining the very development opportunities or pre-
senting the applied solutions for the implementation of
development; moreover, most of the research is limited to
the expression of one of the elements of the knowledge
economy when examining narrowly focused problems.
Consequently, the study has aimed to develop and propose
an instrument for the formation of knowledge economy
development strategies and to design a model of market-
ing tools to promote the development of the knowledge
economy.

2 Literature review

2.1 The importance of marketing in the
activities of non-profit organisations

Many non-profit organisations follow the approach of
entities that dedicate their entire activity to solving specific
societal problems or phenomena. The same applies to the
marketing of non-profit organisations and the marketing
solutions they use. The activities of non-profit organisa-
tions are often identified with brand promotion, and it is
believed that this merely reinforces a non-profit image in
the public eye. According to Andreasen (2012), non-profit
marketing does not include simple commercial marketing
concepts but rather more complex cases, with the conse-
quent statement that commercial marketing is a narrower
application of non-profit marketing.

Authors draw attention to the importance of the “ex-
change of offers” element in the marketing of a non-profit
organisation. The process is relatively simple in business:
an individual exchanges money for products or services
of perceived value. A balance of perceived values regu-
lates the process. Meanwhile, the services and products of
non-profit organisations are often more abstract, and their
values are much more challenging to perceive objectively.
Each transaction, therefore, brings a non-profit organisa-
tion closer to achieving its specific mission. At the same
time, participants can receive numerous benefits, such as
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a sense of security, community recognition, contributions
to society’s well-being, the creation of a sustainable envi-
ronment for future generations, and, in some cases, direct
material benefits.

Miller (2010) and Andreasen (2012) argue that often
non-profit activities are based on changing people’s be-
haviour for social good, or as Shah and George (2021, p.
572) put it, “the ultimate objective of an NPO is usually to
make a ‘positive difference” which often involves intan-
gible performance outcomes. It is not necessary to limit
oneself to behavioural changes; rather, one should evaluate
positive changes in well-being; therefore, the authors add
the dimensions of change: attitudinal and behavioural. To
clarify the distinction between the financial objectives of
marketing for profit organisations and the social welfare
objectives of marketing for non-profit organisations, the
concepts of social marketing and political marketing are
identified (Duralia, 2017; Stan & Epuran, 2019; Stefan et
al., 2020). Social marketing, as part of the marketing of
a non-profit organisation, makes sense when it is used to
persuade individuals or groups to change their behaviour
for personal and/or social benefits (Andreasen, 2012). The
result of a successful campaign is the solution to the pri-
mary objective (problem), preferably a positive behaviour
change. Meanwhile, when offering more traditional goods
and services, it is worth using the elements of political
marketing. Jha (2008) explains the need to distinguish
the political argument and highlights the responsibility of
political institutions to formulate sustainable policies for
social and economic change, as the pursuit of profit must
not motivate their activity. If this happens, the institution
is discredited, and the social interest is sabotaged. Hence,
the desired result here is the exchange of mutual benefits,
where a politician, their team, and the party, by proposing
and implementing the idea, gain the trust and support of
the voter (consumer) (e.g., victory in the next elections),
and fulfil their obligations expressed through a positive
change in the welfare of the individual and society.

The discussed expression of marketing for a non-profit
organisation through social and political marketing is re-
flected in the scheme (Figure 1) depicting the interaction
among the marketing elements of a non-profit organisa-
tion.

Figure 1 demonstrates that an organisation plays an
intermediate role, that of an enabler of products (or ser-
vices), by linking the available resources to the recipients
who need them. This scheme also reflects the operational
dimensions needed to organise activities:

1. Planning. The process needed to ensure a clear se-
quence of actions to achieve the strategic objectives.

2. Positioning. Non-profit organisations face the chal-
lenge of convincing consumers and other stakeholder
groups that the need for their products (or services) exists
in the first place.

3. Communication. It is divided into several directions,
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addressing the needs of stakeholder groups while consid-
ering each group’s role in the operational process.

4. Resources. Expressed in two values: funds—various
forms of tangible and intangible assets, and time—the ob-
ject of exchange among stakeholder groups such as volun-
teers, participants, and end consumers.

It should be noted that Figure 1 is a stylised reference
to commercial marketing to emphasise that this form of
marketing is the main supplier of the traditional market-
ing principles. In other words, all tools and solutions have
been and are adapted from the theory and practice of com-
mercial marketing. Figure 1 also reflects the principle of
marketing as a process: the process is carried out until the
objectives are achieved.

The foundation of activities of a non-profit organisa-
tion is built upon the needs of the stakeholder groups (their
needs may vary from group to group), the organisation’s
mission (the idea for which it exists), communication de-
cisions (consumers do not know what social benefits they
need), and the perception of value (only perceived bene-
fits are considered valuable). The process of accumulating
added value is cyclical and requires constant evaluation
and calibration, following the principle that the potential
value tends to become essential.

2.2 Solutions for developing instruments
for market segmentation

The segmentation process involves extracting a seg-
ment defined by available and interesting variables

(Vukasovi¢, 2020). Two groups of variables are usually
distinguished:

1. Descriptive variables: geographic, demographic, so-
cioeconomic, psychographic;

2. Behavioural variables: benefits sought, desired us-
age, purchasing patterns, loyalty, participation in the de-
cision-making and dissemination process, brand attitude,
sensitivity to marketing mix elements.

Daniel et al. (2015) present the following typical steps
in the process of market segmentation:

1. Establishing criteria (variables) for the division of
the overall market into homogeneous sub-markets;

2. Extracting data based on the established criteria;

3. Dividing the total market with the help of the data
obtained.

4. Selection of sub-markets for the segment-related ap-
plication of processes;

5. Performing segment-oriented marketing activities in
selected markets.

According to the researchers, the process is relatively
simple and easy to apply. However, Canhoto et al. (2013)
note that academic research often focuses on the ideal con-
ditions for segmentation (frequently referred to as labo-
ratory environments), whether it concerns the very base,
the model, or the method. Authors emphasise that seg-
mentation under real-world conditions is far from smooth
(this idea is supported by Scheuffelen et al., 2019). Hence,
practical guidelines for the segmentation process lack sol-
id empirical support. Similarly, although there are many
normative guidelines for segment selection, research on
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Figure I: The interaction of marketing elements of a non-profit organisation
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Source: prepared by the authors, based on research by Boyd et al. (2012)

how organisations actually select segments successfully is
still lacking.

Taking into account the challenges associated with the
application of the segmentation process—the volume of
segments, the set of criteria, the impact of the environ-
ment, the value relevance of segments, the relative benefits
of the proposal—the concept of segmentation proposed by
Boyd et al. (2012) has been used. This process is called the
“self-segmentation process”. The concept is based on re-
search that has found a tendency for people to interact with
those who are similar to themselves across various param-
eters or parameter sets. A similar idea was expressed by
Scheuffelen et al. (2019) in their research on the respons-
es of different market groups to various online marketing
tools, i.e., groups are formed based on their responses to
the marketing tool, not vice versa. From a philosophical
point of view, Madeira et al. (2015) consider that the effect
of the phenomenon of belonging to a group is the need
to belong, to be part of a group, of not being unique and
therefore isolated, i.e. the “unique individual” has to find
(and may naturally develop) common aspects with other
individuals in order to integrate, be part of a group. The
a priori or “common-sense” segmentation approach is
mentioned by Dolnicar and Leisch (2014), who recall that
some marketing managers used to choose a single mar-
ket segmentation criterion and then apply a complex set of
variables. The insights from the previously discussed au-
thors are combined into a conceptual segmentation model
(Figure 2).
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The proposed conceptual framework comprises a
three-stage process. In the first stage, information about
the essence of the product, service, or idea is provided to
the potential consumer population. The researchers believe
that the selected parameters should help identify the appro-
priate segments more accurately. The parameters for pre-
senting information include: variety (detailed or special-
ised), depth (abstract or complex), frequency (how often
the information is presented), and reach (in specific places
or at specific times). The parameters can both limit and
encourage consumer engagement. In this way, part of the
population influenced by the provided information is “pu-
rified”, meaning that a segment based on the parameters
closer to the study than the primary random population of
subjects is automatically distinguished. The second stage
is the traditional segmentation based on the selected de-
scriptive and behavioural variable sets. The final stage—
the assessment and selection of a target group—is advisory
in nature.

2.3 Transforming society’s readiness to
foster the values of the knowledge
economy

As early as 1996, the Organisation for Economic
Co-operation and Development (OECD) defined a knowl-
edge economy as ““... economies which are directly based
on the production, distribution and use of knowledge and
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information” (OECD, 1996, p. 7). This is reflected in
countries’ economies through rising investment in high
technology, high-tech industries, workforce qualifica-
tions, and related productivity. According to Mazur and
Malkowski (2021), the foundation of such an economy
is “the application of human know-how in all production
processes”’, with an emphasis on the visible and measura-
ble part of the process of the knowledge economy. An im-
portant concept is presented by Tudzarovska-Gjorgjievska
(2014), who recites the main idea of Romer and Gross-
man’s “theory of growth”, where researchers classified
education, skills training and knowledge as “non-rival”
goods which could “diffuse knowledge” through the econ-
omy, thereby enhancing competitive and entrepreneurial
incentives, which in turn could create new employment
opportunities in dynamic sectors and companies, as well
as increasing productivity and fostering economic growth.
However, the author (Tudzarovska-Gjorgjievska) empha-
sises that political and societal openness is essential for
successful transformation towards a knowledge economy.
Mazur and Malkowski (2021) support the idea, adding
that technological and organisational progress depends on
a country’s socio-economic policies and societal mindset
changes. The researcher’s insights suggest that knowledge
is a commodity of the knowledge economy, produced,
disseminated, and consumed within this environment. Its
leading enablers are the political system and society, and
its primary consumers are businesses and the same soci-
ety (Wierzbicka, 2018, expresses a similar idea). Hence,

forming the preconditions for developing the knowledge
economy requires a transformation of society to foster the
values of the knowledge society. The proposed concept of
the levels of readiness is presented in Figure 3.

The initial level of perception is limited to the dis-
semination of information about the values of knowledge;
it answers the question “What is it?”. The use of educa-
tional marketing solutions (e.g., speeches by authorities,
presentations, general information disseminated in media,
etc.). At the next level of projective perception, tools are
selected to reflect the necessity and benefits of implement-
ing the knowledge economy; they answer the question
“Who needs it?”. Values are expressed through tools that
reflect benefits (e.g., expert opinions and forecasts, media
coverage and debates, presentations of success stories,
thematic seminars, public conferences, etc.). The final lev-
el—the level of application—involves solutions to specific
proposals through active engagement, therefore, a mature,
prepared and informed society is needed to perceive their
value; this level answers the question “How to do it?” or
“What to do?”, accordingly, measures are selected that in-
volve the implementation itself (e.g. promotion of upskill-
ing / re-skilling courses, promotion of training, dissemi-
nation of initiatives for change in the education system,
penetration and development of information and commu-
nication technologies, etc.). The scheme implements the
approach of selecting marketing solutions that depend on
society’s readiness.
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readiness

Projective level of

perception and readiness

solutions

Benefit-reflecting
marketing solutions

Initial level of perception

and readiness
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Figure 3: Transforming societal readiness to foster the values of the knowledge economy

Source: own elaboration
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3 Methodology

Two research tasks have been set: to identify the ex-
pression of marketing tools in different environments of
the knowledge economy (stage one) and to systematise
marketing tools to promote the development of the knowl-
edge economy (stage two). The tasks are united by a re-
search purpose: designing a marketing tool model to pro-
mote the development of the knowledge economy (Figure
4).

The first stage involved preparing for the research stud-
ies, conducting them, organising the collected information,
analysing the data, assessing the implications of the pro-
posed hypotheses and defended statements, and generat-
ing summary conclusions. The second stage encompassed
designing the model based on the research findings from
the first stage.

The first sub-study. Case study:

The study aims to identify ,,good practice” marketing
tools used in the country to promote the development of
the knowledge economy.

Objectives of the study:

1. To identify selected country politicians, non-prof-
it organisations, and non-government organisations that
have contributed to developing the knowledge economy in
the chosen country;

2. To identify the marketing tools used by selected
country politicians, non-profit organisations, and non-gov-
ernment organisations to promote the values of the knowl-
edge economy;

3. Rank the identified tools, highlighting the predomi-
nant marketing solutions.

Type of research. Qualitative descriptive research.

Research method:

1. Search and selection of information available in the
public domain;
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2. Identification of measures to promote the knowl-
edge-based economy’s development through a ranking
method. The ranking is based on the frequency with which
the same tools are used in individual cases, thereby high-
lighting marketing solutions that have led to their devel-
opment.

Study parameters:

a) Justification of the country selection for the study.
The country selected for the study is the USA. The choice
has been based on: a high score in the development of
the knowledge economy (referring to the ranking results
in the Global Knowledge Index (GKI), the USA has been
among the leading countries for the past 5 years); among
the countries considered, the USA is distinguished by a
freer and more accessible data; English language is used
for information presentation and accumulation (English is
given priority over other languages to reduce the risk of
misinterpretation);

b) The tools used to search and select information:
Web browser Firefox, search engine Google; Web browser
Edge, search engine Bing; Artificial intelligence ChatGPT
(used to search for primary sources of information);

¢) The study’s time frame covers the period since the
active launch of knowledge economy programmes and
development objectives in the USA and the emergence of
active attempts to inform the public about the knowledge
economy’s elements, benefits, and prospects. Thus, the
study’s starting point is assumed to be the beginning of Al
Gore’s vice presidency in 1993.

The second sub-study. Survey:

The study aims to identify opportunities to promote the
development of Lithuania’s knowledge economy.

Objectives of the study:

1. To determine the Lithuanian population’s readiness
to foster the knowledge economy’s values;

2. To identify marketing tools to promote the develop-
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ment of the knowledge economy in Lithuania.

Type of research. Quantitative descriptive research;

Study method:

a) To present the characteristics of respondents’ an-
swers, a percentage analysis has been employed.

b) Cronbach‘s alpha coefficient was used to assess in-
ternal consistency;

b) To test the hypotheses, the X2 (Chi) test has been
used;

¢) The Spearman correlation calculation method was
used to determine the strength of statistically significant
correlations.

d) Methodology for determining the level of readiness
to foster knowledge economy values:

1) The questions have been grouped into clusters cor-
responding to the elements of the knowledge economy
(economic and social context; human resources, innova-
tion system; ICT; operational and environmental context).

2) Value units have been assigned to the answer choic-
es, where the lowest value is assigned to the low readiness
value and the highest value to the high readiness value (e.g.
in a question with three answer choices, the first choice is
assigned zero value units, the third choice is assigned two
value units, etc.);

3) results have been aggregated; mean and median val-
ues have been calculated; data have been normalised on a
scale from 0 to 6 value units;

4) The resulting data have been distributed across three
levels of public readiness, with the initial perception level
assigned data values ranging from 0 to 2.99 value units, the
projective perception levels assigned values ranging from
2.00 to 3.99 value units, and the applied perception level
assigned values ranging from 4.00 to 5.99 value units.

Study parameters:

a) The general population (statistical population) has
included the adult population of Lithuania (age group of
18 years and older): 2348613 (source: Lithuanian Official
Statistics Portal (accessed December 14, 2023));

b) The sampling method — simple random sampling;

¢) Method of information collection. Respondents
were asked to fill in a pre-prepared questionnaire. The
questionnaire was designed using the Qualtrics platform.

d) A sample representing the general population should
comprise at least 400 respondents, as calculated using the
Paniotto formula. More than 1000 questionnaires have
been received, of which 410 have met the eligibility cri-
teria (the most common reason for non-eligibility was in-
complete answers).

e) Survey data processing. The data, graphs, and tables
were processed and prepared in Microsoft Excel. Statisti-
cal indicators were prepared using the electronic platform
DATAtab. The descriptive part of the study was prepared
in Microsoft Word.

The third sub-study. Expert study:

The study aims to identify marketing tools to address

the problems of the knowledge economy development.

Objectives of the study:

1. To identify the problems and shortcomings of the
development of the knowledge economy in Lithuania.

2. To identify marketing solutions for the implementa-
tion of the knowledge economy development in Lithuania.
Type of research. Qualitative exploratory research;

Research method. The methodology of the expert
study was based on the Delphi method, in which a series
of steps summarising and synthesising were used to iden-
tify the dominant results most consistent with the views
of the whole group of experts. The Rain of Thoughts ap-
proach has been used to stimulate proposal generation for
marketing measures. The experts have been involved in a
multi-stage exploratory activity:

1. In the first stage of evaluation, the experts were giv-
en a questionnaire of questions relating to each aspect of
the knowledge economy.

2. The researchers summarised the results and com-
piled a summary of the prevailing opinions.

3. In a second reflective phase, the experts were pre-
sented with the summary drawn up in the first phase.

4. The researchers summarised the results of the ex-
perts® reflections and suggestions for marketing solutions
returned to them and compiled a summary of recommend-
ed marketing tools.

Study parameters:

a) Search for experts: Experts from institutions direct-
ly related to the development of the knowledge economy
in Lithuania have been invited to participate. The experts
might include: government representatives, representa-
tives of the education sector, representatives of scientific
research and experimental development activities, repre-
sentatives of institutions engaged in the development of
information and communication technologies, and repre-
sentatives of activities promoting the development of in-
novative business.

b) The method of selecting experts is random expert
selection. Randomness has been emphasised in the free-
dom of choice regarding participation, subject to the con-
dition of matching subject-matter competences.

c¢) Topic orientation — experts must be familiar, di-
rectly or indirectly through professional activity, with one
or more aspects of the knowledge creation process in the
knowledge economy;

d) Method of collecting information. Multi-stage dis-
cussion by means of a questionnaire with open-ended
questions and statements;

e) Processing of the survey data. The data, graphs, and
tables were processed and prepared in Microsoft Excel,
while the descriptive part of the study was prepared in Mi-
crosoft Word.

Model creation:

The study aims to structure the marketing tools and
create a model to promote the development of the knowl-
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edge economy.

Research method. The model is designed by synthe-
sising the results of the analysis from the previous stage:

1. The process of synthesising the results has been car-
ried out in five stages corresponding to the components of
the conceptual knowledge economy marketing complex.

2. Tools have been identified and included in relation
to the cause-and-effect sequence of actions accompanying
the logical implementation of the conceptual marketing
complex;

3. The sequence of implementation actions has been
expressed in the formulation of questions:

a) What is the object of development?

b) Who will disseminate the intended object?

¢) What is the development position of the dissemina-
tion object?

d) What measures could lead to a change of position?

¢) What selection decisions could contribute to the ef-
fectiveness of the measures?

f) What is the outcome of the model?

Criteria for the study:

a) The analysis is only carried out after all three
sub-studies planned in the previous stage of research are
completed;

b) The proposed development tools must be realistical-
ly implementable.

4 Results

4.1 The evaluation of the case study
results

The case study has assumed that by examining the de-
velopment practices of the knowledge economy already
implemented in other countries, it is possible to identify
the tools that have contributed to their success. Based on
this assumption, the task of this study has been to identify

the “best practices” of marketing tools applied in a country
to promote the development of the knowledge economy.

The ChatGPT instrument has been used to search for
US politicians who contributed to the spread of the idea
of the knowledge economy. The selection’s reliability was
72%; of the 18 candidates proposed for the research, 13
were confirmed to have contact with the knowledge econ-
omy. The proposals of the candidates who were not con-
firmed were largely wrong due to their active involvement
in climate change issues and/or support for changes to the
general U.S. economy. However, the content was not relat-
ed to the context of the knowledge economy. Consequent-
ly, 13 USA politicians who actively promoted the idea of
the knowledge economy were selected for further research.
Also, the ChatGPT instrument suggested US non-profit
and non-governmental organisations that have contributed
to the dissemination of the knowledge economy. The accu-
racy of the selection was 58%: almost every second can-
didate suggested was falsely associated with organisations
actively contributing to the dissemination of the knowl-
edge economy in the USA. Two factors of misattribution
can be identified: the pursuit of commercial activities as
the organisation’s main objective, or the exclusive genera-
tion of the resources needed to develop the elements of the
knowledge economy. Certainly, in a general sense, they all
impact the development of the elements of the knowledge
economy, but this does not mean they are associated with
disseminating the very idea of the knowledge economy;
therefore, they were not suitable for the study.

The analysis of the research results has enabled the
identification of the marketing tools most commonly used
by USA politicians, non-profits, and non-governmental or-
ganisations to spread the ideas of the knowledge economy
to their voters, consumers, and later, the public. The results
have been consolidated by identifying the secondary im-
pact factors applied in selecting tools (Figure 5) and com-
piling a summary of recommended tools (Table 1).

Secondary impact factors of tools

Reputation
Legitimacy and
validity of
information

Figure 5: Secondary impact factors of the selection of tools
Source: own elaboration
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Table I: Summary of recommended tools for disseminating the idea of the knowledge economy

A group of participants in
the dissemination of the
idea of the knowledge
economy

No. Secondary impact factors of tools

Priority content by
the knowledge econ-
omy element

Reputation

Accessibility

Identification

Dissemination tool

1 Politicians Internal media

External media

Personal webpage Human resources

2 NPO and NGO
Events

Social network
platforms

Organisation’s

Operational and en-
webpage

vironmental context

Source: own elaboration

Secondary impact factors are recommended when for-
mulating strategies for disseminating the idea of the knowl-
edge economy and selecting alternative sets of marketing
tools. That is, when selecting dissemination channels, the
optimal combination would be: a dissemination tool that
ensures the legitimacy and validity of information, in oth-
er words, reputation (thus making the content attractive to
large and respectable participants of information dissemi-
nation); a dissemination tool that guarantees accessibility
and popularity by orienting to larger masses of consumers;
a dissemination tool that plays the role of the carrier of the
main idea and defines the identity of the participant.

In Table 1, the recommended tools are grouped by the
secondary impact factors of the tool and by their attribution
to the dissemination participants group. It has been deter-
mined that the recommended set of tools for disseminating
the idea of the knowledge economy for politicians would
be the following: internal media—official government or
national media channels (government websites, etc., to
give reputational weight to the disseminated information
and attract the attention of the mainstream media); exter-
nal media—well-known and popular channels for mass
dissemination (usually broadcasting information of essen-
tial content to attract the attention of the broadest possi-
ble audience); a politician’s personal webpage—open,
accessible, reflecting specific activities and ideas, reliable,
informative, and revealing the politician’s main vision
(dissemination of information associated with the politi-
cian through easily accessible and targeted content). The
recommended set of tools for organisations would include:
events—public forums, happenings, conferences, fairs,
etc. that attract respectable participants in the dissemina-
tion of expert information (over time, reputational weight
is created as the international audience notes events);
social network platforms—for mass dissemination of in-
formation (there is no reason not to take advantage of the
dissemination opportunities offered by social networks at a
relatively low cost); the organisation’s webpage—the key

tool for identity-building for organisation, reflecting the
direction, goals, and objectives of the organisation (cur-
rently it is the most important information asset of an or-
ganisation). When forming the content of information, the
following prioritised elements of the knowledge economy
are distinguished: human resources, operational and envi-
ronmental context (although we claim that the knowledge
economy consists of five elements, the research neverthe-
less has shown that participants involved in idea dissem-
ination paid most attention to information covering the
development of human capital: education, self-education,
career opportunities, retraining, etc.), and the involvement
of business in the implementation of innovations in its ac-
tivities (availability of innovative solutions and ensuring a
favourable environment for their implementation).

It can also be argued that a case study based on the
principle of “best practice” can help objectively identify
the marketing tools that have contributed to the develop-
ment of the knowledge economy and prepare recommen-
dations for their application.

4.2 The evaluation of the survey results

Researchers (Chlivickas & Melnikas, 2016; Melnikas,
2014; Zelazny, 2015) have highlighted that society is both
the initiator and the main consumer of the knowledge
economy, but the process is active and productive only
if participants are aware of its importance and place in
their daily activities. Naturally, this statement raises re-
search-worthy questions: how does society perceive the
values of the knowledge economy, and are there unex-
plored opportunities to promote readiness to adapt to these
values? Based on the statement, the task of this study is
to identify opportunities to promote the development of
Lithuania’s knowledge economy.

Figure 6 shows the results of the evaluation of the Lith-
uanian population’s readiness to foster the values of the
knowledge economy.
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The readiness of the Lithuanian population to foster
the values of the knowledge economy has been assessed
by identifying levels of perception and recommending
appropriate marketing tools for each group of knowledge
economy elements and the overall environment. As can
be seen, the results lie between the hypothetical perfect
maximum and minimum. Moreover, this section is divided
into three levels of perception, corresponding to society’s
readiness. It should be noted that the mean value indicates
a more accurate position, while the median value more ac-
curately reflects the distribution of choices toward some
extreme level. Evaluating the results of questions in the
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economic and social context group, it can be seen that the
respondents’ views on economic issues were quite posi-
tive, closer to the level of applied perception. As a result,
their willingness to accept new ideas and challenges is cor-
respondingly more favourable. The results of the human
resources group are mixed. Respondents’ views on higher
education in Lithuania were rather negative, but they were
well aware of the purpose and benefits of lifelong learning.
The evaluation of answers about the group of innovations
system reveals that respondents demonstrated good aware-
ness about the importance of scientific research and the
consequences of an inappropriate development strategy.



Organizacija, Volume 59

Research Paper

Issue 1, February 2026

Answers to questions about the group of ICT demonstrate
that respondents’ involvement in electronic service solu-
tions was at a fairly high level, suggesting that a larger
proportion of respondents tend to foster the values of the
information society and are more open to innovations. The
results of the questions in the group of elements of the
operational and environmental context show that respond-
ents were well aware of the opportunities and prospects
for creating innovative businesses, but expressed a lack of
confidence in their ability to create new businesses. The
total score of the responses has revealed that the level of
perception of the knowledge economy was above average
and close to the upper limit of the applied perception level.
The purpose of the additional question was to determine
the respondents’ motivation for showing interest in the ide-
as of the knowledge economy. The results show that 59%
of respondents were inclined to learn the definition of the
knowledge economy. Consequently, using the concept of
self-segmentation, it can be argued that more than 50% of
target consumers are open to ideas and proposals of the
knowledge economy.

Based on the analysis of survey results, a summary of
the formation of marketing tools for decisions to develop
the knowledge economy has been compiled (Figure 7).

In the first stage of formation, the impact of targeted
tools is determined based on the target audience’s level
of readiness. The purpose of tools at the initial level of
perception is educational; the purpose of tools at the pro-
jective level of perception is to reflect benefits; and tools
at the applied level of perception are shaped as specific
propositional solutions. In the second stage, depending on
the target audience, the influencing factors are taken into
account, with different types of motivators and incentives
being more relevant to various consumer groups. In the
third stage, the justification for content formation to influ-
ence the target audience is determined, taking into account
the characteristics of the environment in which the impact
tools are implemented. In the fourth stage, the target au-
dience’s priority communication channels are identified
by answering the questions “How and what kind of infor-

mation will be disseminated?” “Which information search
channels do potential consumers use?”” and “What tools do
potential consumers use to exchange information?” Based
on the results of the previous stages, marketing tools meet-
ing the characteristics of the target audience are selected:
for information dissemination: passive engagement tools
(various forms of advertising) or active engagement tools
(events, personal conversation or email); form of informa-
tional impact: electronic tools (a webpage, social account,
e-mail) or contact tools (personal consultation, open day,
fair); tools for information exchange: traditional tools
(phone calls, e-mail and text messages) or modern tools
(social media, instant messaging, video chat). Consequent-
ly, given the target audience, the maximum possible set of
impact tools is selected.

During the survey, the following aspects limiting its
efficiency were identified: insufficient distribution of re-
spondents across age and income groups.

4.3 The evaluation of the expert study
results

As defined by the researchers (Jucevitien¢ & Sajeva,

economy is the process of acquiring, creating, and dissem-
inating knowledge, expressed through the development
and growth of the overall economy and the dissemination
of innovations. However, society is heterogeneous; thus,
such processes should be initiated by relevant institutions
and business entities. In this statement, research questions
can be noted: how do Lithuanian institutions participate
in disseminating the values of the knowledge economy in
society, what role does business play in supporting these
efforts, and what unexploited dissemination instruments
can promote the development of the knowledge economy.
These questions formed the basis for the formulation of the
task of this study: to identify the marketing tools to address
the problems of knowledge economy development.

Development Impact Purpose of
objectives purpose the tools
Idea Change in .

= . — . g — Educational tools

dissemination attitude

. Change in .
 Implementation — g — Tools to make decisions
behaviour

Figure 8: Summary of marketing tools for achieving knowledge economy development objectives

Source: own elaboration
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Figure 8 presents a summary of marketing tools com-
piled from the analysis of expert study results to achieve
the objectives of knowledge economy development.

A summary of the tools and solutions generated by
experts, taking into account the identified problems and
weaknesses of the knowledge economy, is provided.
Based on the results of the expert study, two objectives
are set for the development of the knowledge economy:
disseminating the idea of the knowledge economy and
implementing the knowledge economy. In the first case,
the activity is limited to the dissemination of information
about each element to familiarise the target consumer with
the benefits of the knowledge economy, thereby chang-
ing attitudes into ones more favourable to the develop-
ment and the readiness of society to accept the dissemi-
nated values. In the second case, the activity is organised
to encourage the target consumer to take action (change
behaviour and habits, undertake new activities and initi-
atives, engage in educational activities, etc.). It is worth
noting that experts were more inclined to recommend
educational tools to address the identified problems and
weaknesses of the knowledge economy; only in the hu-
man resources group was a higher proportion of the tools
solution-oriented suggestions. Experts believe that most of
the objectives of knowledge economy development can be
achieved through promotional campaigns that disseminate
examples of best practices. To encourage decision-making
that supports the values of the knowledge economy, ex-
perts suggested using training, seminars, and conferences
that combine educational and skill-development activities
with initiatives needed throughout the education chain
(learning programs, modules, studies, non-formal learn-
ing solutions, etc.). Events and various discussion tools
(discussion events among representatives of business,

government, and society, community meetings, alternative
electronic forms of collaboration, etc.) were proposed as
alternatives to educational activities, emphasising the ne-
cessity of collaboration. Alternative decision-making tools
included research, surveys, studies, and strategy formula-
tions - proposals that more closely reflect the importance
of planning the development of the knowledge economy,
which directly impacts all subsequent choices of tools.

In the course of the expert study, the following aspects
limiting the usefulness of the research results have been
identified:

1. Due to the small number of respondents, the research
results may lack the number of opinions that are necessary
to confirm objectivity. The recommended number of re-
spondents should be at least 10 experts.

2. Due to lower activity and productivity in the sec-
ond session, it is recommended that a revised survey be
designed that combines closed-ended questions with open-
text fields. The original survey included only open-text
fields.

4.4 The model of marketing tools to
promote the development of the
knowledge economy

Three sub-studies have been conducted to design a
model of marketing tools to promote the knowledge econ-
omy. Based on the results analysis of each sub-study, sum-
maries of the peculiarities of the establishment and selec-
tion of promotion tools identified in the respective studies
have been concluded. Their synthesis is expressed in the
designed model of marketing tools to promote the knowl-
edge economy. The model is presented in Figure 9.

Dissemination and

- VUL S 5 . . .
Idea Participants Value pervasiveness Promotion
.ﬂrl_,"urr]’ Profile of the fargel Form of Forrn af Secondary irnperec
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Change in P e Electronic
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knowledge sty ions g factors -
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Control channel
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Figure 9: The model of marketing tools to promote the development of the knowledge economy
Source: own elaboration
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The implementation of the marketing tools model
to promote the development of the knowledge economy
proceeds in five stages that correspond to the components
of the conceptual marketing mix of the knowledge econ-
omy. The conceptual nature of the proposed complex is
expressed as an adaptation required by the complexity
of applying the traditional complex in the context of the
knowledge economy, which encompasses the specificities
of quality and value interpretations, as well as the percep-
tion of the phenomenon. The fundamental change is the
replacement of the elements of product and price by the
elements of idea and value, in terms of their perception and
experience only in perspective, where the idea is a prop-
osition, as in this case the promotion of the values of the
knowledge economy (e.g. the idea of developing human
capital potential or the cultural transformation of society
through the implementation of the values of the knowledge
society), and the value is communicated as a promise or
an example (e.g. a change in the well-being of society, or
a case of a good experience). The remaining elements —
dissemination and diffusion, promotion and actors — are
closer to the context of the elements of a traditional mar-
keting mix, but taking into account the specificities of the
knowledge economy as a marketing object, i.e. the choice
of the channels of dissemination and diffusion, the tools of
promotion, and the actors who will disseminate the idea.

In the first stage, the idea of the knowledge economy is
identified. It may encompass the phenomenon as a whole
or a specific group of elements of the knowledge economy.
It is noted that the result of the identification of the idea
may be any objective corresponding to the expression of
the knowledge economy: an idea, decision, activity, vision,
product, service, promise, etc. Also, in this stage, through
exploratory research, the level (educational, projective, or
applied) of society’s readiness to accept the ideas of the
knowledge economy is determined. Depending on the pur-
sued strategic objectives, targeted exploratory research can
be conducted to assess the level of readiness for a particu-
lar idea, or the general level when an idea is at the concep-
tual stage of development.

In the second stage, the role of participants is deter-
mined. This can involve an individual politician, a group
of politicians, an organisation, or public authorities. The
model is a stylised representation of interactions among
participants, highlighting the need for cooperation. Politi-
cians, NPOs, and NGOs are involved in disseminating the
idea, while public authorities provide the necessary instru-
ments (various forms of funding, legislation, legislative
projects, institutional structures, etc.).

In the third stage, the society’s readiness level to fos-
ter the values of the knowledge economy is essential. The
impact depends directly on it. To change attitudes, the pro-
posed tools have an educational impact, while to influence
behaviour, the chosen tools encourage participants to take
action. At the same stage, the target consumer is identified

as a segmented group comprising individuals, communi-
ties, businesses, organisations, sectors, or combinations.
Based on the results of the exploratory research, the fac-
tors motivating the target group and the prioritised content
are identified, and a target consumer profile is created. It is
used in later stages. Thus, at this stage, taking into account
the identified level of society’s readiness and the consumer
profile, the projection of the idea’s value (perceived bene-
fit) is maximised.

In the fourth stage, a group of tools appropriate to the
idea, impact objective, and target consumer profile is se-
lected. By form of activity, tools can be: tools for passive
engagement (e.g., various forms of advertising), which
do not require the consumer’s direct involvement in the
process of information dissemination; and tools for active
engagement (e.g., training, personal conversation), which
require direct participation. The delivery tools can be elec-
tronic or remote (e.g., a web page, a social account), or
contact or physical (e.g., a personal consultation, an open
day). The grouping of the forms of activity and presenta-
tion in the model is based on the conducted research; how-
ever, there may be exceptions in individual cases.

In the fifth stage, the secondary impact factors—repu-
tation, accessibility, and identification—of tools are taken
into account. Although these impact factors are considered
in creating differentiated sets of tools, they should also be
taken into account when selecting individual tools for idea
dissemination — 1i.e., evaluating reputation (the ability to
attract public media), accessibility (to achieve mass dis-
semination), and identity (to substantiate the value of the
disseminated idea). This stage considers additional promo-
tional opportunities to ensure the idea reaches the target
consumer.

The model includes a control mechanism: periodic
activity is recommended. The development strategy of
the knowledge economy defines a monitoring strategy to
ensure the effectiveness of the tools. Exploratory research
enables the identification of high-priority communication
tools to help implement monitoring more effectively.

The marketing tools model to promote the development
of the knowledge economy ensures an effective selection
of marketing tools based on the needs and opportunities
of the target consumer. The model accounts for a dynam-
ic environment and rapidly changing consumer priorities,
thereby emphasising its universal applicability. It can be
argued that the successful development of the knowledge
economy is influenced by a data-driven, systematic pro-
cess for selecting marketing tools.

5 Discussion

While many forms and tools can be used to express the
idea of the knowledge economy and to disseminate it, in
planning its implementation, we recommend taking into
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account the principles of the cyclical nature of the knowl-
edge economy and the strict sequencing of the knowledge
creation chain. This helps avoid unexploited and neglect-
ed elements of the knowledge economy, thereby disrupt-
ing the development of the knowledge economy, which
requires consistency. By emphasising the importance of
inter-institutional cooperation, we recommend creating an
environment that fosters it by establishing dedicated units
to build and foster inter-institutional relations. To increase
business involvement, we recommend prioritising initi-
atives that promote co-creation. We found that the study
respondents had a fairly good understanding of the values
of the knowledge economy, but still had doubts about its
successful implementation. Therefore, solutions are need-
ed to shape new attitudes and raise awareness to influence
established norms, beliefs, prejudices, stereotypes, and a
lack of information. In the model, we note that the dis-
semination of any idea must begin with understanding
the target audience by identifying its needs, expectations,
readiness to learn, and openness to new suggestions. We
argue that only marketing tools selected based on contin-
uous data can be applied to strategic decisions to promote
the development of the knowledge economy.

In our study, we observed a lack of publicity among
Lithuanian politicians when they declared their ideas,
compared with the active involvement of US politicians.
We recommend that public figures in Lithuania use the
marketing tools highlighted in the study to disseminate
ideas, proposals, promises, initiatives, and other activities
aimed at influencing public opinion. It is also within the
will of politicians and political organisations to establish
and coordinate institutes for inter-institutional coopera-
tion. Businesses have the opportunity to engage in active
idea dissemination. We have identified effective cases of
cooperation; thus, politicians, political organisations, and
non-profit and non-governmental organisations could con-
tribute more significantly to developing ideas by using
businesses’ platforms, resources, and infrastructure. We
see a continuation of the present study in the form of a
national strategy for developing the knowledge economy,
i.e., guidelines for implementing the established precon-
ditions. We also recommend other possible directions for
research continuation: the applicability of the development
model in a commercial environment, the dissemination of
ideas through social and public projects, and the adapta-
tion of the model and concepts to objectives implemented
in international contexts.

However, we must emphasise that the research con-
ducted reflects the development opportunities in Lithua-
nia. Therefore, the presented concepts and findings should
be applied within the context of the target country’s ex-
isting conditions. These include the political regime, the
openness of society, the state of the education system, the
supportive environment for development, and the level of
technological development.
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6 Conclusions

Through a case study, we have identified the secondary
impacts of the tools on the choice of tools or the compo-
sition of their set: reputation, accessibility, and identifica-
tion. The tools most commonly used by US politicians are
internal media (reputation factor), external media (accessi-
bility factor), and personal websites (identification factor).
The tools used by NPOs and NGOs to disseminate their
ideas consisted of events (reputation factor), social me-
dia platforms (accessibility factor), and the organisation’s
webpage (identification factor). After analysing the sur-
vey results, we have identified the groups of high-priority
marketing tools: for passive engagement: various forms of
advertising; for active engagement: events, personal con-
versation, an e-mail; for electronic (remote) engagement:
a website, social account, an e-mail; contact engagement:
personal consultation, open day, fair; for traditional en-
gagement: phone calls, e-mails, text messages; modern
engagement: social media, instant messaging, video chat.
In the same study, we have confirmed that differentiation
of marketing tools according to demographic indicators of
gender, age, income, and education is not purposeful in
preparing the development strategy of the knowledge econ-
omy. Based on the results of the expert evaluation, we have
identified the most commonly proposed marketing tools:
educational and attitude-changing, advertising campaigns,
and dissemination of best practices; decision-making and
behaviour-changing: seminars, training, conferences, and
changes in the education system. In the same study, we
have confirmed that inter-institutional cooperation is key
to the successful development of the knowledge economy.

After synthesising the results of three sub-studies, we
have designed a five-stage marketing tool model to pro-
mote the development of the knowledge economy. The
process of idea dissemination begins with formulating the
idea and assessing public readiness to accept the knowl-
edge economy’s ideas. The role of participants involved in
the dissemination process is identified (politicians, NPOs,
and NGOs are engaged in the dissemination of the idea,
while government institutions initiate the necessary instru-
ments for this), and the possibilities for their cooperation
are determined. Depending on the level of public readiness,
the objective of the impact is chosen: to change attitudes or
behaviour towards the proposed idea. The target audience
is identified, and its profile is developed based on motivat-
ing factors and content justification. Combining the results
of the actions listed above, an appropriate set of tools is
selected (passive or active engagement and electronic (re-
mote) or contact (physical) forms of presentation). Final-
ly, the secondary impact factors of the tools (reputation,
accessibility, and identity) are taken into account to max-
imise the effectiveness of the set. We recommend imple-
menting a control mechanism to monitor the effectiveness
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of the tools and make timely corrections, using indicators
that correspond to the areas of impact of the disseminated
idea promoted by the selected marketing tools.
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Identifikacija marketinskih orodij za spodbujanje razvoja ekonomije znanja: primer Litve

Ozadje/Namen: Namen raziskave je identificirati marketinSka orodja, ki spodbujajo razvoj ekonomije znanja, ter
oblikovati razvojni model, utemeljen na empiricnih rezultatih. Prispevek analizira teoreti¢ne vidike neprofitnega, so-
cialnega in politicnega marketinga, uvaja koncept samo-segmentacije ter predlaga strategijo za krepitev druzbene
pripravljenosti na uveljavljanje vrednot ekonomije znanja.

Metode: Raziskava je bila izvedena v dveh zaporednih fazah. Prva faza je zajemala tri delne Studije: Studijo primera,
kvantitativno deskriptivno raziskavo in kvalitativho eksploratorno raziskavo. Druga faza je vklju€evala oblikovanje
razvojnega modela na podlagi ugotovitev iz prve faze.

Rezultati: Studija primera je omogogila identifikacijo sekundarnih dejavnikov vpliva, ki dologajo izbor posameznih
orodij ali oblikovanje njihovega celostnega nabora. Analiza anketnih podatkov je razkrila skupine najpomembnejSih
marketinskih orodij. Na podlagi ekspertnih ocen je bil oblikovan nabor najpogosteje predlaganih orodij. Celovita sin-
teza rezultatov je privedla do oblikovanja usklajenega petstopenjskega modela za spodbujanje razvoja ekonomije
znanja.

Zakljucéek: Predlagani model odraZa klju¢na spoznanja: izbira marketinskih orodij je pogojena s pripravljenostjo in
odprtostjo druzbe za sprejemanje novih idej; uspesnost diseminacije je odvisna od medinstitucionalnega sodelova-
nja; ucinkovita diseminacija zahteva jasno opredeljeno ciljno publiko; nabor marketindkih orodij pa mora temeljiti na
rezultatih nenehne analize podatkov.

Kljucne besede: Ekonomija znanja, Marketinska orodja, Razvojni model, DruZbena pripravljenost, Litva.
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