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Abstract

Purpose of the article: The author’s interest focuses on human factor of brand managers,
as brands and their added value are considered to be among the most important sources of
competitive advantage for business in a competitive marketplace. There is no doubt that for
succeeding in their job role, brand managers must have knowledge, dispositional traits and
concomitant soft skills that arise from these traits. The purpose of the article is to provide the
insight into the offering of brand manager posts in the Czech Republic and in the U.S.A. and to
analyse the collected data with the special interest in finding the answer whether the employers
are searching the brand managers possessing personal dispositions and skills of knowledge
workers, and if there is no significant difference in the requirements between the Czech and
American recruitment advertisers.

Methodology/methods: For a successful empirical research, the content analysis method by
Berelson was used to study the texts in the advertisements-publicly available on career portals.
The statistical verifications of results were conducted using the chi-square test.

Scientific aim:The goal of the primary survey was to provide the answers to the research
questions that arise from the following research assumptions: (1) employers do not publish
different requirements for candidates for the job of Brand Manager in the U.S.A. and in the
Czech Republic, (2) the set of requirements for candidates for the job of Brand Manager in the
U.S.A. will confirm that a brand manager is one of the workers who has skills and personality
prerequisites expected-from knowledge workers.

Findings: The results of the actual research project confirmed the fundamental need for
excellent communication skills (69.0%) and presentation skills (65.5%). Unlike employers
in the Czech Republic, the American companies are more interested in people with a high
degree of responsibility (41.4%) that is the third highest relative frequency of identified traits.
About one third of American advertisements had requirements for the high degree of creativity,
conceptual thinking and analytical skills of candidates for the position of Brand Manager. During
the comparison of the data results gathered in both countries, there were recorded significant
differences practically in all analysed groups of personality traits, behavioural competencies
and so-called soft skills. Statistical verification confirmed the shift of requirements in the group
of performance prerequisites and abilities, as well as in the group of interpersonal skills and
abilities.

Conclusions: Comparison of frequencies of requirements placed on candidates for the
position of Brand Manager in the U.S.A. and in the Czech Republic indicated differences, but
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it does not mean that the US employers are less demanding. The differences in the employers’
expectations supported by a set of psychological requirements placed on candidates for the
position of Brand Manager inspire the discussion and are the reason for a deeper investigation
of the job roles in product management. The findings indicated that employers are looking for
employees possessing personal dispositions and skills of a knowledge worker nevertheless the
ability to innovate is not presented in the American job advertisements as often as in the Czech
Republic.

Keywords: abilities, brand manager, knowledge worker, personality traits, product
management, recruitment advertisement, skills

JEL Classification: D83, M12, M31, M51
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Introduction

Nowadays, brands belong to a pool of re-
sources that generate much of the company
market value. These are the brand managers
who are responsible for everyday tactical
manoeuvres in a number of organizations,
and in the overwhelming majority of com-
panies, they also manage the building of the
assigned brands on a strategic level. The so-
cial forces and trends that led to the transfor-
mation of most markets in the first decade of
the 21 century and which lead companies to
create new approaches and practices have a
significant impact on their current working
conditions. As nothing indicates that the
pace of change will slow down, according to
Kotler, Keller (2013), there is no doubt that
marketers will need to acquire new skills and
competences, but they leave it to the readers
to know what specific personal qualities they
can succeed in. In this situation, there is an
opportunity to find out in the form of empi-
rical research what requirements the compa-
nies, which face hard competition and have
to constantly transform their resources into
sustainable competitive advantages, place on
their brand managers.

Thanks to the repeatedly validated meth-
odology of analysing the content of recruit-
ment advertisements for the positions of
product managers and brand managers in
the Czech Republic, the data was collected
again from publicly available recruitment
ads and analysed by the Berelson method.
By choosing the US labour market, the au-
thor has pursued two goals, both to verify
the situation where brand management and
product management have their roots, and to
analyse the offer of vacancies in the country
where are brand owners at the highest rungs
of the ladder of the Interbrand “Best Global
Brands” ranking. In the current article, the
data obtained by US primary research will
be compared with already published results
gathered in the same year in the Czech Re-
public. The analysis will also be used to

complement the view of the brand manager
as a knowledge worker, as the author pursues
the secondary goal of inspiring the training
providers of talented young people and help
the talents orientate themselves in the offers
of the labour market where the knowledge
and ability to acquire, expand, and share
knowledge significantly influences the suc-
cess of the individual, the team and the entire
company.

1. Theoretical Background

The role of marketing is defined and charac-
terised by many authors (McDonald, Wilson,
2012; Kotler, Keller, 2013 and others). Kot-
ler, Keller (2013, p. 35) refered to the defini-
tion published on the website of the Ameri-
can Marketing Association which states that
“Marketing is the activity, the set of institu-
tions and processes for creating, communi-
cating, delivering, and exchanging offerings
that have value for customers, clients, part-
ners, and society at large.” Product manage-
ment is the part of marketing management
and includes the whole range of activities
concerning product development and brand
management in target markets.

Kapferer (1998, p. 189) makes the defini-
tion of “brand” referring to the fact that it is
widely known that, at the same time, a brand
is a symbol, a word, an object and a concept
and points out that a real brand management
begins with a strategy and a consistent, inte-
grated vision. Its central concept is the brand
identity (Kapferer, 1998). The second key
concept is the brand value, see Aaker (2003),
who included the relationship between the
value and brand loyalty. A strong brand iden-
tity has both functional and emotional cha-
racteristics and consists of three connecting
instruments: a clear differentiating brand
positioning, a distinct brand personality
that gives the brand a face, and a consistent
brand communication (Floor, 2006). Keller
(2013, p. 31) contrasts a product and a brand
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defining “a product is anything we can offer
to the market for attention” and explaining
“a brand is therefore more than a product
because it can have dimensions that diffe-
rentiate it in some way from other products
designed to satisfy the same need”. Internal
branding is at least as important to a compa-
ny as an external branding strategy. A deeper
understanding of a brand by all employees is
crucial, especially for companies that provi-
de services (Floor, 2006; Keller, 2008).

To derive requirements for brand man-
agers is to state their role in the process of
strategic brand management, where the stra-
tegic, tactical and operative tasks are as fo-
llows: (1) identifying and establishing brand
positioning, (2) planning and implementing
brand marketing programs, (3) measuring
and interpreting brand performance, and (4)
growing and sustaining brand equity (Keller,
2013, p. 58). According to the research on
the intellectual capital by Nguyen et al
(2015), brand managers should notably fo-
cus on promoting the concept of intellectual,
behavioural and sensorial experience of a
customer with the brands.

Brands are widely accepted as key intan-
gible assets, as stated by Abdolmohammadi
(2005 in Nguyen et al., 2015). The set of
intangible assets is the intellectual capital
which, for the purpose of this article, can be
defined, according to Subramaniam, Youndt
(2005), as the sum of all the knowledge avai-
lable to the organization and can be used to
achieve and maintain a competitive advan-
tage. Intellectual capital, which is usually
divided primarily into structural capital and
human capital, was incorporated by Ulrich
(1998 in Armstrong, 2012) into a list of com-
petitiveness problems. Ulrich explained that
the cause of this difficult issue is the fact
that it is difficult to ensure that companies
are able to find, adapt, reward and retain
human capital in the form of talented indivi-
duals whom they need and who can become
the engine of a global organization respon-
sive to both their customers as well as the

ever-expanding possibilities of technology.
According to Bontis (1999 in Armstrong,
2012), human capital is represented by the
skills, intelligence and experience of people,
which gives the organization its unique cha-
racter. Knowledge management and human
capital have a close relationship because
knowledge is one of the attributes of human
capital. High level of education and speciali-
zed skills combined with the ability to apply
skills to identify and solve problems are
distinguishing characteristics of knowledge
workers (Drucker, 1993). Knowledge wor-
kers are not a homogeneous group. In her
list of classifications, Mladkova (2008, p.
21) mentioned the original classification
KWP where the dimensions are value added
to performance by tacit knowledge and so-
-called golden skills required by the position
or necessary for work. She counted autono-
my which she interprets as willingness to
take the responsibility, creativity, and ability
to solve problems among the “golden skills”
of knowledge workers.

Personal determinants in close relation
with performance are dispositional traits
which determine how workers fulfil the giv-
en tasks (Stikar et al., 2003). Psychological
attributes of a personality are usually called
personality traits and they are smaller units
than competencies. There are many defini-
tions of competencies. Some of them put
more emphasis on attributes, some on be-
haviour. This paper is based on the approach
to competencies as “definitions of skills and
behaviours that organizations expect their
staff to practice in their work” (Rankin, 2002
in Armstrong, 2012). Noe and his colleges
define competencies as a set of skills, knowl-
edge, and abilities and personal characteris-
tics that enable employees to perform their
jobs (Noe et al., 2017, p. 701).

As it is mentioned by Noe et al. (2017),
knowledge workers are in demand because
the companies need their specialized skills
and the jobs requiring them are growing.
If referrals and internal talent banks do not
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offer suitable candidates, the external sourc-
es of candidates, such as recruitment agen-
cies, newspaper advertisements and online
recruitment, when the main types of online
recruitment websites are corporate websites,
agency websites and job sites, such as Mon-
ster.com and HotJobs.com, are used (Arm-
strong, 2012; Noe et al., 2017). Social net-
working websites are found by employers as
a source with a good reach, among which is
the largest career networking site LinkedIn
that is moving to the largest job board with
more than 300 million profiles, as it was re-
ported by Wroblowska (2016c). The grow-
ing use of iPods and iPads has also opened
up a new and rich avenue to get information
from employer to applicant (Armstrong,
2012; Noe et al., 2017).

2. Objectives and research
methodology

The aim of the paper is to present and dis-
cuss the partial results of the author’s empiri-
cal research project and to link them with the
knowledge base that concerns brand manage-
ment, human factor and knowledge manage-
ment. The empirical research is designed to
review the requirements which are faced by
candidates for brand manager positions at
the start-up phase of the recruitment process,
specifically at the time of the publication of
job vacancies. For the purposes of this pa-
per, the analysis is limited to sources of in-
formation about personal predispositions and
so-called soft skills which are based on the
characteristics and capabilities that arise from
these traits. The purpose of the analysis is to
compare the sets of requirements published
on job sites in the United States of America
and in the Czech Republic and to answer the
following research assumptions: (1) employ-
ers do not publish different requirements for
candidates for the job of brand manager in the
U.S.A. and in the Czech Republic, (2) and the
set of requirements for candidates for the job

of brand manager in the U.S.A. will confirm
that a brand manager is one of the workers
who has skills and personality prerequisites
expected from knowledge workers.

When resolving the issue, an interdisci-
plinary approach was applied as the under-
standing of both theoretical background and
analysis of the current situation regarding the
problem and the tendency of its development
required research in multiple professional
disciplines. When performing the empirical
research itself, the method of content analy-
sis according to Berelson (1952 in Gavora,
2000) was applied. The method is suitable
for collecting a lot of information from avai-
lable recruitment advertisements placed for
the candidates for vacant positions in mar-
keting. When researching the advertisements
for free vacancies in the three selected states
ofthe U.S.A. (Illinois, New York and Califor-
nia), the main selection criteria of the source
of information were its availability and abi-
lity to present requirements for candidates
and the information about the vacancy in the
broadest scope possible. In four weeks in Oc-
tober 2015, the advertisements for positions
entitled as “Brand Manager” were gathered
from publicly available advertisements on
the Monster.com job website. Thus were ga-
thered 60 advertisements. If the position had
a different title, such as “Senior Brand Man-
ager”, the advertisement was not included in
the set. After removing duplicates, the final
sample showed 58 advertisements. The data
segments were transferred into an electronic
form. The data processing was performed in
line with the procedure applied in the thesis
by Wroblowska (2011) and elaborated on
in other papers and the monograph of the
author (Wroblowska, 2016a, 2016b, 2016¢)
which allows for international comparison.
The data segments were transferred in an
electronic form. The work with the trans-
ferred texts was subjected to the so-called
manifest content analysis according to Plich-
tova (1996 in Miovsky, 2006) when only
the explicit content of the text is examined.
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There were analysed the requirements which
the frequency of occurrence exceeded 5% in
at least one of the compared data files. On
the significance level of 0.1%, 1%, and 5%,
it was tested whether the null hypothesis re-
garding the independence of the analysed
variable on the sign representing the coun-
try realizing the content analysis of adverti-
sements can or cannot be rejected. The test
criterion was Pearson chi-square test.

3. Results

This paper presents and discusses data and
results which are directly related to the pa-
per’s goal. Partial results related to require-
ments for knowledge, specialized skills and
transferable general competencies will be
presented in another paper that is now being
revised.

3.1 Secondary data applied in the
research project

When preparing the methodology of the in-
dependent research, no new information was
available from the empirical research which
meant to research the human factor of brand
managers apart from those which had been
published already, see Wroblowska (2011,
2016a, 2016b, 2016d). The career portal
Jobs.cz was the source of analysed recruit-
ment advertisements in the Czech Republic.

3.2 Content analysis of requirements
placed on brand managers

The sorted data segments from the resear-
ched advertisement texts are presented in the
form of frequency chart in Table 1. At the
same time, the table gives the information
about the results of the survey conducted by
Wroblowska (2016d) in the Czech Republic.
The sample of analysed Czech advertise-
ments consisted of 56 advertisements. In the
U.S.A., when applying the same selection
rules, the sample of single advertisements
reached the number of 58.

Without meaning to get ahead of the dis-
cussion, it is evident from Table 1 that the
advertisers used terms defining psycholog-
ical dispositions or traits, as well as terms
from the field of competencies (such as lead-
ership) and performance dimensions (such as
strong interpersonal skills). Comparison of
frequencies of requirements for candidates
for the position of “Brand Manager” in the
US and in the Czech Republic is illustrated
by Figure 1.

Table 2 signals that the representation of
individual characters differs in certain evalu-
ated groups of requirements.

The statistically significant difference in
the distribution of frequencies of analysed
requirements was confirmed for &=0.01 and
&=0.05 in all tested groups. The changes
in the representation of the requirements in
individual groups are statistically insignifi-
cant on the level of &=0.001 for the group
of “interpersonal skills and abilities” classi-
fied under letter “I”” and for performance pre-
requisites and abilities, which is the group
marked with letter “P”. On the significant
level of &=0.001 the null hypothesis was re-
jected while testing the third group marked
with “O” that join various traits connected to
motivation, self-control and other personal-
ity dispositions and traits.

Table 3 gives an idea of the procedure of
applying the independence test. The test cri-
terion was the Pearson chi-square test. On
the significance level of 0.1%, 1%, and 5%,
it was tested whether the null hypothesis re-
garding independence of the analysed vari-
ables on the sign representing the country
offering vacant positions can or cannot be
rejected. A statistically significant difference
in the distribution of frequencies of skills,
personal dispositions and qualities integrated
into groups of interpersonal skills and abili-
ties was confirmed for &=0.01 and &=0.05,
as it was proved by calculations in Table 3.

The representation of the individual char-
acters in all tested groups of requirements
differs, see Table 2.
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! | |
responsibility A
endurance/able to cope with stress
mature and open personality
flexibility
active
vital personality/dynamic personality
self-assertiveness/moving to goals
self-assertiveness/moving to goals OBM USA
able to learn/ willing to learn new things
@BM CZ
able to take iniciative/proactive approach
—

strong interpersonal skills

leadership abilities

presentation skills —
negotiation abilities/ability to convince

communication skills/ability to communicate
well

team player/team work ability

creativity/able to innovate

accurency/attention to detail/preciseness

analytic thinking/analytical skills

conteptual thinking

able to make quick decesions

logical thinking/reasoning ability

systematic approach ]

results orientation

able to work independently

coordination and organizational ability/able to
set priorities

0,0% 20,0% 40,0% 60,0% 80,0%

Figure 1. Comparison of relative frequency of dispositional traits and so-called soft skills applied to
candidates for the position of “Brand Manager” in the US and in the Czech Republic in 2015.

Source: Author’s own study.
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Table 1. Requirements applied to brand managers by advertisers in the US
and in the Czech Republic.

Group Brand Manager CZ | Brand Manager USA
. . . Abs. Relative Abs. Relative
Job Requirements Abilities and Skills frequency | frequency | frequency | frequency
P |performance prerequisites and abilities
1|coordination and organizational ability/able to set prioritie| 16 28,6% 13 22.4%
2 |able to work independently 20 35,7% 4 6,9%
3|goal orientation/results orientation 13 23.2% 10 17,2%
4 |systematic approach 3 5,4% 12 20,7%
5|logical thinking/reasoning ability 4 7,1% 6 10,3%
6 |able to make quick decisions 3 5,4% 2 3,4%
7 |conteptual thinking 6 10,7% 18 31,0%
8 |analytic thinking/analytical skills 24 42,9% 21 36,2%
9 |accurency, attention to detail, preciseness 5 8.9% 3 52%
10 |creativity/able to innovate 29 51,8% 18 31,0%
I [intepresonal skills and abilities
1|team player/team work ability 15 26,8% 15 25,9%
2 |communication skills/ability to communicate well 39 69,6% 40 69,0%
3 |negotiation abilities/ability to convince 8 14,3% 1 1,7%
4 |presentation skills 23 41,1% 38 65,5%
5|leadership abilities 3 5,4% 8 13,8%
6 |strong interpersonal skills 0 0,0% 6 10,3%
O |other psychological demands and requirements
traits and skills connected to motivation and self-control
1|able to take iniciative/proactive approach 21 37,5% 1 1,7%
2 |able to work enthusiastically 13 23.2% 0 0,0%
3|able to learn/willing to learn new things 3 5,4% 0 0,0%
4 [self-assertiveness 3 5,4% 2 3,4%
vital capacity and temperament
5 |vital personality/dynamic personality 7 12,5% 0 0,0%
6 |active 2 3,6% 3 5,2%
other psychological demands and requirements
7| flexibility 23 41,1% 3 5,2%
8| mature and open personality 4 7,1% 0 0,0%
9 |endurance/able to cope with stress 6 10,7% 2 3.4%
10 |responsibility 13 232% 24 41,4%
Source: Author’s own study.
Table 2. Overview of results of individual requirement groups testing.
Groups of tested requirements chi-square value | df [test result
P |performance prerequisites and abilities 25,653888 9 |Horejected
1 |interpersonal abilities and skills 15,539339 5 |Horejected
O |other psychological demands and requirements 48,977466 9 |Horejected

Source: Author’s own study.
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Table 3. Two-dimensional analysis for a group of interpersonal skills and abilities.

OVERALL CONCLUSION: At the significance levels of 1% and level
5% we reject the null hypothesis; the probability distribution of the
individual characters doesn’t differ in groups "USA” and "CZ". 0.1% 1% 5%
The hypothesis that the columns and rows are independent of cannot
refuse refuse
the level refuse
rows 6
TESTED DATA columns 2
Interpresonal abilities and skills test of independence
advertiser's requirements - group I BM CZ |BM USA chi-square [15,539339
Al A2 level 0,83%
team player/team work ability =11 15 15 30
ability to communicate well/comm. skills = 12 39 40 79
negotiation abilities/ability to convince = 13 8 1 9
presentation skills = 14 23 38 61
leadership abilities = 15 3 8 11
strong interpersonal skills =16 6 6
88 108 0 0 0| 196

A = position and country of data collection
signs of group I
11
12
13
14
15
16

signs of group I
11
12
13
14
15
16

signs of group I
11
12
13
14
15
16

signs of group I
11
12
13
14
15
16

expected frequency

Al A2
13,5 16,5
35,5 43,5

4,0 5,0
274 33,6

49 6,1

2,7 33

post hoc - chi-square

Al A2

0,2 0,1

0,4 0,3

3,9 32

0,7 0,6

0,8 0,6

2,7 2,2

adjusted residuals

Al A2

0,6105] -0,6105

1,0337] -1,0337

2,7164| -2,7164

-1,3609] 1,3609

-1,2097] 11,2097

-2,2457|  2,2457
sign test

Al A2

0 0
0 0
Sty -
0 0
0 0
- +

Source: Author s own study.
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Table 3 is processed for the group of inter-
personal skills and abilities that are classified
under letter “I”. Analysis of the results will
be addressed in the next chapter.

4. Discussion findings and
recommendations

In the main part of this chapter, the results
will be analysed and the degree of fulfil-
ment of the research assumptions and ob-
jectives will be evaluated and discussed.
The requirement for the candidate’s ability
to communicate well formulated as possess-
ing communication skills in some advertise-
ments reaches the highest frequency in both
countries. The Top requirement is followed
by the requirement for presentation skills
when the analysis shows that more than two
thirds of American employers are looking
for brand managers with this quality, while
in the Czech Republic it is a less important
requirement.

The requirement for the “ability to com-
municate well” is in line with business prac-
tices. In a company organization, marketing
specialists usually have the role of an in-
termediary with the task to understand the
customers’ needs and spread their voice into
other functional departments of the organi-
zation. Brand managers usually do not have
formal authority in the organization so they
have to make the full use of their behaviour-
al competency in fulfilling their work tasks.
Although they have the role of coordinators
as much as product managers, their tasks are
more diverse than expected, see, for exam-
ple, Keller (2013), and the implementation
role prevails over coordinating role in almost
all job tasks of a brand manager, which was
proved by Wroblowska (2011) for business
practices in the Czech Republic.

Now, the discussion will focus on confirm-
ing the first and the second research assump-
tion and on comparing the findings with the
published studies. At the beginning of the

discussion of the first assumption is the state-
ment that the differences were noted, see Ta-
ble 2. When testing group “I”, the Pearson
chi-square test confirmed the differences on
the level of 1% and 5%. However it has to be
pointed out that in almost 10% of the US ad-
vertisements, the presentation of the require-
ments for abilities and interpersonal skills
was simplified by the requirement of strong
interpersonal skills, which is the expression
of a concrete performance dimension. In the
Czech advertisements, the requirement with
this formulation did not exist at all. Adver-
tisers in the Czech Republic demanded spe-
cific skills and competencies, such as to be
able to persuade, to listen, etc. In addition,
the consistent approach to the methodology
described in Chapter 2 has contributed to the
rejection of the null hypothesis as the inves-
tigator cannot divide the published informa-
tion segment into partial characters in data
operations.

The visual comparison of the require-
ments, as you can see in Figure 1, showed
yet another difference between the findings
from the US and from the Czech Republic.
The statistical verification confirmed the dif-
ferences in the group of performance prereq-
uisites (“P”) and also in the group marked
with letter “O”, it means “other psycholog-
ical demands and requirements”. As we can
see in Figure 1, the requirement formulated
as “initiative or proactive personality of the
applicant” is far more often stated in adver-
tisements in Czech Republic, as compared
to the U.S.A. It is appropriate to cite Arm-
strong (2012), who warns that in stating
one’s personal traits, such as determination
and initiative, is important not to overdo it
in the advertisements, as the candidates may
not even be able to admit that they do not
possess them. On the other hand, the posses-
sion of qualities like proactive approach by
brand managers is beneficial for them in per-
forming their job roles, therefore focusing on
identifying these features is important. The
frequency of occurrence of the requirements
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for flexibility and responsibility in the com-
pared files is surprisingly different. The Czech
advertisers appeal primarily to the willingness
to adapt to the employer’s time requirements,
the American advertisers point to this type of
flexibility to a lesser extent. Table 1 also il-
lustrates that requirements of group “P” are
very important for employers. About 20%
of advertisements in both countries demon-
strate the importance of goal orientation. The
question is how ambitious the goals of brand
manager’s job are. Steenkamp (2017), who
has studied global brands for over 25 years
on six continents, points out that the stew-
ards of global brands have a set of skills and
knowledge that sets them apart from the typ-
ical corporate marketer. The position titled
“Global Brand Manager” has occurred only
once in the US advertisements, but some of
American advertisers are owners of strong
world-wide spread brands so we can make
assumption of challenging goals for their
brand stewards.

Mladkova (2008) in her formulation of so-
called golden skills of a knowledge worker
found the ability to work independently, a
problem-solving ability and creativity to be
essential basic prerequisites which are in-
dispensable, especially, in the jobs where
tacit knowledge is necessary for creating the
added value for customers. One may mistak-
enly think that a problem-solving ability did
not appear in the requirements, when study-
ing Table 1. While searching in primary data
files, it was found that the frequency of the
occurrence of this ability was lower than 5%.
However, it is obvious that the US advertisers
require the candidate to have qualities which
condition this key competency of knowl-
edge workers, such as conceptual think-
ing (31.0%) and analytic thinking (36.2%),
which was among the most frequent require-
ments for personality dispositions, traits, and
behavioural competencies of candidates.
Concerning the competency “creativity” the
US employers prefer the candidates with
creativity more often expressed as ability to

innovate (31.0%), nevertheless the ability to
innovate is not presented in the American
job advertisements as often as in the Czech
Republic, where creativity has the second
highest relative frequency (50.0%). These
findings support the fulfilment of the second
assumption: “the set of requirements for can-
didates for the position of Brand Manager in
the US will confirm that a brand manager is
one of the workers who have skills and per-
sonality prerequisites expected from knowl-
edge workers”.

5. Conclusion

This paper deals with the specific issues that
were examined by empirical research pro-
ject. Its long-term objective was to gather
and analyse information about the require-
ments that are imposed on candidates for the
positions of “Brand Manager” and “Product
Manager”, as brand managers, as well as
product managers, have an important role in
striving for competitiveness.

The purpose of this paper was to present
the partial results focused on the disposition-
al traits and concomitant soft skills of brand
managers. It represents sets of requirements
that are placed of them in the first phase of
acquiring potential job seekers in the USA
and in the Czech Republic, compares them
and discusses their consistency with infor-
mation which derives from the study of sec-
ondary sources. While addressing the issues,
an interdisciplinary approach was applied as
the knowledge of a theoretical background
and the analysis of the current state of issue
and the tendency of its development required
to conduct the research in the several fields
of study. In order to meet the scientific aim,
the content analysis by Berelson was used to
study the text in recruitment advertisements.

The results of the research project con-
firmed the fundamental need of outstand-
ing communication skills for the applicants
for the position titled “Brand Manager” in
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2015. The same requirement dominated in
advertisements in the USA (69.0%) and in
the Czech Republic (69.6%). The American
employers seek candidates with the analyti-
cal ability, with the ability to use creative and
logical thinking and possessing a high de-
gree of responsibility, nevertheless the abil-
ity to innovate is not presented in American
job advertisements as often as in the Czech
Republic. The research proved the expecta-
tion that a set of requirements for candidates
for the job of Brand Manager will confirm
that a brand manager is one of the workers
who possess skills and personality prerequi-
sites of a knowledge worker. The findings,
that were not expected, showed significant
differences in the analysed groups in the US
and Czech advertisements for the position of
Brand Manager, in all groups of personality
traits and so called soft skills.

The limitation is the fact that the presented
data are not organised according to the in-
dustry or field of advertisers. The research
was conducted only for four weeks in the
selected geographical regions of the USA
due to the fact that the author was mainly
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