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Introduction 

The aim of the monograph is to apply the creative-marketing elements while creating 

a positive image image and the creativity of the school on the basis of the theoretical sources 

analysis in the chosen schools with the help of the research of the actual condition and to 

create a marketing strategy project of the school.  

 

A creative climate is creating of such a working environment in which new thoughts, 

ideas, freedom of expression and an escape from the everyday routine is preferred. This leads 

to a good social climate, psychological well-being and and it results into various inovative, 

prosperous ideas, forms of teaching and learning, as well as to the growth of the quality and 

skills of a teacher and student.  

 

Every time at the beginning of the school year, each school has to undergo the truth-test 

that clearly shows whether the school has been successful in sustaining the same number of 

the students as in the previous school year or not. The quality of the marketing as well as the 

image of the school in the given region, in the given place is shown clearly.  

 

Based on the fact that the oversized curriculum is high in schools and a new education 

reform aims to provide you accurate steps and innovation, a lot of time will pass until the 

views and appropriate methods apply and present benefits for our students. But before that 

happens, the education must move forward and adapt to the needs of life, practice of success 

in the labor market. And here the teacher appears – he must adapt to the needs of a fast 

developing market, while every effort is inserted into the most effective teaching. There is no 

sense in solving problems concerning the education, mentioning non-updated textbooks. We 

cannot close the school, stop teaching. To do this, the educational system needs a flexible 

teacher who can cope with the administrative practices in the school, but also with the rapid 

development of students, ICT and the market. First of all, the teacher makes his job easier by 

the motivation of the students, learning how students learn, openness and communication. 

Moreover, teaching students to communicate in an open way, to solve problems gradually, 

step by step, to motivate them to learn is certainly half the success. Referring to the European 

Year, the year 2009 has been declared by a decision of the European Parliament as the 

“European Year of Creativity and Innovation”. In that year, various reform processes in 

education were carried out in the Slovak Republic, and, at the same time, it was the support of 



6 

the image, creativity and innovation as the essential conditions for improving the quality of 

education. An actual school is facing to major dynamic changes, such as decreasing number 

of the students coming to scholo every year. Its main task is to capture this trend. The creative 

climate is the creation of such an environment in the work that prefers new ideas, freedom of 

expressing, escape from the casual routine that leads to a good social climate, psychical 

comfort and it results into many innovative, prospering ideas and thoughts, learning forms 

and education and the quality, as well as the abilities of the teacher and students grow.  

 

The monograph titled “Creativity and a positive image in educational institutions” aims at 

the issue of the creativity and image od the educational institutions in Slovak Republic. 

In the first part we will deal with the teoretical issue, the creativity and the image of the 

private, church and state schools. The second part will deal with the analysis of the creativity 

and image applying in the educational institutions.  

 

The empirical part consists of the research that comprises the research problem, aims, 

thesis as well as the hypothesis of the dissertation thesis and their interpretation to the practice 

with the creation of the marketing strategy of the private school. 

 

Based on our long-term experience in the area of education we have come to the opinion 

that the main distinguishing symbol of the school is the quality that plays an important role in 

the lives of all of us in the terms of education. This quality, unfortunately, is lacking. 

 

However, the knowledge gained has been applied continuously in the educational 

institutions founded by us. The summarized elements in the area given have been dealt with in 

this monograph. 
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1. CREATIVITY OF A POSITIVE IMAGE IN EDUCATIONAL 

INSTITUTIONS  

1.1. The meaning and characteristics of creativity 

The scientists started to deal seriously with the issue of creativity or psychology of creativity 

after World War II. The creative process is produced in the subconscious, which is very 

difficult to access by a scientific research. Due to a series of discussions there is no clear 

definition of creativity. In the most of the cases it is defined as the ability to overcome the 

conventional ways of thinking, behaviour, creating new useful things, despite not having any 

clear methods or solutions. Most authors agree that creativity is not identical with 

intelligence, but, what is proven, creativity cannot exist without intuition, imagination, and 

apperception. Imagination is defined as the creation of new ideas assembly. GN Volkov (12) 

defines intuition as an understanding of a whole without knowledge of each and every part. 

The innate and acquired subjective qualities and abilities of a creative entity, such as 

originality, flexibility, erudition, experience and more, are conditions for creativity. 

 

Creativity is an essential part of every human being, whether we want it or not, every 

person is creative, whether in a positive or negative way. The individual evolution comes to 

changes starting from the birth. A man is educated, directed, guided by somebody from 

his/her birth in period of 0–3 years. Except from the parent, it can be a worker in a nursery, or 

tutor in an orphanage. From 3 to 6 years starts… It is a known fact that every person is 

unique, but his/her creative thinking, behaviour, taste to do anything at all depends on the 

people who educate him/her (7). 

 

The creativity is a human characteristic that manifests itself in many fields and contexts, 

from art, design and craft works to scientific breakthroughs and entrepreneurship, including 

social entrepreneurship. The multidimensional character of creativity implies that 

a knowledge in a wide range of technical and non-technical areas can be the basis for 

creativity. A fundamental quality supporting a creative capacity is motivation and a sense of 

innovation. The creativity presents a significant share of the curriculum in early school years, 

but its share is drastically reduced during the pupils' further education. One of the main 

problems facing the education system is to find a way in the children and youth to keep the 
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spark of creativity, to support their talent, which means finding new ways of solving problems 

in different areas in the future (11). 

 

The growing pressure on developing creative and innovative, as well as critical skills, 

implies that traditional teaching approaches, based on direct instructions or lecturing, are no 

longer adequate. They are replaced by models more focused on pupils and students, the 

models based on the learner's active involvement in the process of reflection and 

interpretation of the educational content. The learning process happens together with other 

creatively changing social procedures and habits. An environment that supports the creativity 

is a vital condition for quality learning and development of innovation. The overall aim must 

be promoting the creativity for all people as a driving force of innovation, as a factor in the 

development of personal, occupational, entrepreneurial and social skills through lifelong 

learning (11). 

 

It concerns in particular: 1. Stimulating aesthetic sensitivity, emotional development and 

intuition and fostering creativity by all children from the earliest stages of their personality 

development, including pre-school education. 2. Raising awareness of the importance of 

creativity, innovation and the development of entrepreneurial skills for personal development, 

as well as for economic growth and employment, fostering entrepreneurial mindsets, 

particularly among young people. 3. Improving access and reducing differences in access to 

the various forms of self-realization of young people through formal education at an 

elementary, middle, high school. 4. Removing barriers of a personal development of the 

young especially in the age they are being formed in. 5. Developing creativity and innovative 

capacity through free-time activities of young people. 6. Developing creativity and innovative 

capacity in private and public organizations. 

 

Based on the various comparative analyses in this area, four basic groups of individuals 

have been chosen dealing with the relationship between creativity and intelligence: 

1. a high level of creativity and a high level of intelligence, 

2. a high level of creativity and a lower level of intelligence, 

3. a low level of creativity and a high level of intelligence, 

4. a low level of creativity and a low level of intelligence (21). 

The creativity is generally considered to be a character trait, ability, internal mental 

process, a lifestyle. It is described as something that can be found in all children, but only 
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a small group of adults, leading to scientific breakthroughs, performances of Fine Arts, or 

completely new ideas. 

 

The creativity is regarded to be an ability of creating something new, unusual and 

surprising. It is a highly flexible process, manifested analysis and focus on solving atypical 

associations and new combinations of data and information, as well as imaginary elements. 

Via communication and senses to capture what others can experience as meaningful or 

significant. The main factor determining the creativity is a whole human personality. Creative 

abilities are associated with curiosity, endurance, faith in success, activation, independence, 

autonomy, emotional stability and mental health, openness to survival, feelings, children 

emotions, illogical behavior, and others. The following characteristics of creative thinking can 

be considered as essential: independence, adaptability, sense for adventure, little tolerance of 

boredom, high tolerance of uncertainty and ambiguity, excellent memory, great sense for 

a detail, a wide knowledge of the environment, the need for recognition, high aesthetic values, 

good aesthetic estimate (10).  

 

The creativity is understood as an activity of each individual. Under the influence of this 

activity, it comes to significant personal transformation in humans. A result of the 

development of individual creative abilities the structure of personality is developed, changed 

or affected.  

 

The indicators of the creativity are analysed by the following factors: 

• fluency (continuity) – an ability to create promptly and easily as many different kinds 

of products in a limited time as possible, to invent and produce ideas or create 

possible solutions, 

• flexibility (vitality) – an ability to create flexibly a variety of solutions to problems, 

think of different approaches or strategies of solutions, 

• originality (novelty) – an ability to invent unusual possibilities drifting from the 

established way, 

• elaboration (development) – an ability to work out the details for the task, or add ideas 

or precision into proportions. (21) 

 

It is known that creative and talented children have a number of atypical ideas, they 

transcend the set boundaries, they are non-conforming and, therefore, a creative teaching is 
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also required from the teacher, as well as a lot of understanding and patience "(21). Such 

children are asking a lot, emphasizing their own initiative inquiry, observation, when 

providing the independence and responsibility, feeling, classifying situations, reasoning, 

communication, etc. The teacher must bear in mind that the problem raised as such is more 

important than its resolution. An error does not have a negative value, but a positive, 

instructive one. The teacher must not interfere in the creative process of the lesson, he/she 

only guides it. Originality, new ideas and atypicality have the highest rating is (21). 

 

 

1.2 The impact of creativity in education of students 

With applying of creative methods into the practice in the classroom, we can achieve that our 

schools will produce not only highly educated students, but mainly people prepared for 

changes in life, in practice, who are able to use their creative thinking in team work, to gain 

organizational and leadership skills, to motivate not only themselves, but also others, who can 

communicate and listen to thrive in their career, who are not afraid to express their opinions, 

but who will accept the opinions of others. 

 

However, the key competencies in education include cognitive competencies, which 

include a human capacity problem solving, critical thinking and creative thinking. Under the 

influence of a creative thinking of teachers, educators, trainers, whose preparation for 

teaching is more complex and requires more time, a student can understand easier and 

develop a knowledge, skills and abilities, here the old truth can be applied – it is better to see 

once than listen to for a hundred times. A new education reform opens the gates to creative 

teachers but it will take a lot of time until the uncreative generation of teachers is replaced by 

the creative ones.  

 

Whether we accept it or not, the creativity is one of the most important skills of our time 

and the extent of our creativity, if we become only those “waiting in the waiting room of life”, 

as stated in his book Creativity fifth dimension (39), or we will actively develop ourselves, is 

left in the hands of educators, parents and last, but not least, students. After all, we can be 

creative in every situation of our everyday life. Therefore, we must develop creativity in 

ourselves and teach the others to be creative. 
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Creative drama is learning to direct survival own experience at the hearing. Teacher 

evokes all sorts of situations, the learner learns to solve problems and conflicts, recognizes 

himself and other people (Geršičová 2007; Bekéniová, 2012; unpublished materials for 

creative drama) survival advantage over similar situations in real life is that: 

1. the game can be repeated, try to find other, better solutions, 

2. they can be inducing situations which are not available in real life (visit other 

planets, return to the past…). The teacher must have a clear goal and theme, which 

he wants to work with, and choose an appropriate method – depending on what he 

is feeling well, and are estimated to particular groups with which it works – about 

what they enjoy, suffer, interested, what you need to learn. 

Creativity Development Programme consists of three essential exercises: 

• Exercise for the development of fantasy and imagination, 

• Exercise for increasing the production quantity, diversity and originality, peculiarities 

of thoughts, ideas, solutions, 

• Exercise for solving problems, creative solutions of practice real problems of everyday 

life (39). 

 

The role of the education system in the field of education is to educate those students who 

can be flexible, original, able to create a number of thoughts and ideas, who can be sensitive 

and ready for life. 

 

M. Zelina in his book Alternative Education examines the advantages and disadvantages 

of traditional and alternative schools. On one hand, a traditional school offers good results, 

students learn a lot, have a lot of knowledge, are educated, but this happens at the cost of 

a forcing, well-organized system, and a process control. On the other hand, alternative schools 

offer a good atmosphere, climate, good interpersonal relationships, a lot of personal 

interaction between teachers and students, good development of creativity, motivation, 

cooperation, but the students do not achieve as good results as in the traditional schools. We 

know the theory, a lot of literature has been written on these topics. In the previous regime, 

we actually did not have a choice, the traditional education system was praised. When we 

consider the impact and evolution of the traditional school, we can conclude that this form 

gives us the quantity of an educational level, memorizing of encyclopaedic knowledge. But 
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when we look at it from another side, each type of a school has its advantages and 

disadvantages. The traditional schools acquire new dimensions step by step, as the evidence 

of the new education reform clearly shows. The creative and human education focused on the 

creativity of children and youth, lifelong learning, education of teachers comes to the 

foreground. The start of the new school reform has brought some changes in the school 

management, the teaching process, students' activities. And all of this is happening during the 

learning process, which requires flexible and adaptable teachers, the cooperation between 

parents and pupils. A creative educator is able to cope with changes and progresses easier and 

the teaching becomes even more interesting for the students (41).  

 

S. L. Hunsaker deals with the issue of the essence of the creativity and notes that the 

creativity research has been based up to now on four major sources. The first source includes 

learning about the characteristics of a creative personality and involves an understanding, 

attitudes, values and a behaviour. The second source is based on an examination of mental 

operations of a man, as reflected in the creation process. The third source is exploring the 

creativity as a product that must first of all express the originality directed to the utility. The 

last source is the research environment, or, the situations in which people are creative and 

how this environment affects their creativity. Considering that, we are talking about an 

environment which fosters the creativity, or barriers to the creativity. Starting from that point 

of view, we can cite the evaluation studies of the creativity from R. E. Mayer (36). The same 

author states the generally taken view that the creativity is associated with the creation of the 

original and useful products. However, there is no consensus on the fundamental standpoint 

of whether the creativity relates to a product, process, or a personality, whether the creativity 

is personal, social, whether it is common or unique, generally domain, or specific, whether 

quantitative or qualitative. 

 

1. Is the creativity a personal or social phenomenon? From the point of view of the 

personal creativity it involves something new and useful, which is related to the 

personality of the creator. Defenders of this approach consider a creative potential to 

be a fundamental property of human cognition. The social view evaluates producing of 

something new and useful regarding to the cultural environment which they approve 

or decide whether the creation can be included in certain domains. T. I. Lubart 

considers exactly this merger to be important for understanding the human creativity. 
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2. Is the creativity ordinary (common) or unique? Some of the creativity researchers 

consider the creative ideas to be a part of everyday learning, so all people, according 

to them, have a creative potential. The researches of this nature explore cognitive 

processes of the ordinary people, i. e. how they solve problems requiring the 

creativity. On the contrary, some researchers consider the creative ideas to be an 

extraordinary phenomenon that occurs only in exceptional (unique) people. The aim of 

this approach is to understand the characteristics of the creative personality and the 

conditions for their expression. The researches have shown that the differences 

between the creative and uncreative people actually exist. 

3. Is the creativity a general domain or specific domain? According to the general 

domain view, the creativity is a skill, trait or characteristic that may be reflected in the 

largest variety of situations (this view is typical for traditional psychometric 

approaches to the creativity). The specific domain view assumes that the creativity 

requires specific kinds of creative skills, which are necessary in the specific domains 

(e. g.the artistic creativity, scientific creativity, etc.). It seems (and this research 

suggests) that the specific domain view prevails. The investigations of this nature 

continue and produce contradictory findings. The research in the given area was 

carried out by e. g. Ch. Chen, A. Himself, Kasof J., E. and J. Greenberger Dimitrievo 

(34). The mentioned authors found that the data and factor analysis give the evidence 

of a general domain creativity.   

4. Is the creativity quantitative or qualitative? The quantitative view of the opinion is 

that the creativity consists of one or more factors, while people have different numbers 

of these factors. Psychometric tests of creativity are used for detecting factors of 

creativity. On the other hand, the qualitative approach notes that the creativity is 

always manifested in a unique way for each creative person in each and every creative 

situation. A quantitative perspective rather prevails in the research (7). 

 

R. E. Mayer (22) consequently contemplates how to explore the creativity in order to 

uncover and understand its essence. This is considered to be the most controversial issue. 

According to him, there are six basic methodological approaches to the research creativity: 

psychometric, experimental, biographical, biological, computing and contextual. Next, we 

present the evaluation of these approaches according to the author mentioned above. 
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The psychometric approaches to the creativity are those in which the creativity is 

understood as a mental property (characteristics) and can be quantified by appropriate 

measurement tools. The creativity can be understood the best as measurable human factors. 

The most important characteristic of this approach include: quantitative measurements (hence 

the creativity can be expressed in numbers), controlled environment (testing conducted in 

artificial conditions) and fundamental analysis skills (human creativity depends on the level of 

these skills). E. P. Torrance and J. P. Guilford were the first who started the psychometric 

measurement of the creativity. Their divergent thinking tests are used today. One of the main 

objectives in this approach is the development of the additional, new psychometric tools to 

measure the level of the creative ability. For this approach it is also typical that people with 

low and those with high levels of the creativity to each other are compared in additional 

capabilities or features. The research has shown that creative people differ in certain 

personality characteristics from uncreative people considerably. However, the relationship 

between the level of creativity and generic skills – intelligence is also examined. A high level 

of developing psychometric research methods investigating creativity can be considered as 

a benefit. From a negative point of view – a purely psychometric approach to the creativity is 

limited by a comprehensive understanding of the creativity. The critics of the approach argue 

that the tests of the divergent thinking are not real, respectively the predictors of the creative 

thinking. They consider them to be too specific and too little contributing to the cognitive 

theory and to the educational practice. 

 

The experimental approaches to the study of the creativity has focused on the cognitive 

processes that are involved in the creative problem solving. The creativity can be best 

understood by analyzing the cognitive processes of people: how they engage the creative 

thinking at the challenges given. Three important characteristics of the experimental 

approaches are: a control environment, in which the researcher presents creative challenges in 

an artificial context, a quantitative measurement and an analysis of cognitive tasks in which 

the researcher analyzes the different processes involved in the tasks requiring a creative 

thinking. The positive side of this approach is that these experiments provide an internal 

validity. The research process is well controlled, thus permitting valid conclusions. On the 

other hand, the experimental approach may lack an external validity, it means that the 

research results may not be generalized to the actual creative thinking. While this claim is 

inherent to all experimental researches, it is particularly striking in the creativity research. The 

creativity is often linked with the spontaneity. 
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Biographical approaches to the study of creativity is based on analyzing case histories of 

creative people. The basic view is creativity, like a life story. Creativity is best understood by 

examining the events in the life of a creative person, including detailed exploring creative 

episodes. For this approach is characteristic – unlike the others – the study of creativity in an 

authentic environment. The studies give detailed narrative descriptions of case histories of 

creative people. A certain inconsistency in this approach is that some authors consider 

a creative person to be unique and therefore its results for non-generalized cognition, while 

others find common characteristics, patterns of case studies of creative people. The point at 

issue is and whether it is necessary to be highly creative individual in childhood expression as 

luxuriously gifted or not. The research has shown that there is no clear relationship that would 

prove that the "child genius" shall automatically become a creative adult. The power of the 

biographical approach is based mainly on the richness and authenticity of the data collection 

and weakness in lack of control and representativeness. (11) 

 

Biological approaches to creativity attempt to determine the physiological correlates of 

creative solutions to the problem. Creativity is understood as measurable physiological 

characteristics and can be best understood in terms of physiological changes that transform 

a creative problem solving. The distinguishing feature of this approach is to focus on 

physiological parameters such as EEG, the rate of a cortical activation etc. Such designed 

studies compare a brain activity, among other things creative and uncreative people for 

a creative thinking. Strong genetic approach to creativity lies in the provision of evidence that 

could not be detected using other methodologies. The weakness of this approach lies in the 

disputed assumption about the possibility of a complete reduction of cognitive activities in 

physiological activities. A complete exposition of a brain activity in creative thinking does not 

allow to develop a comprehensive theory of creativity. The research of this nature rather 

extend only a certain sphere of knowledge about creativity. 

 

Computing (computer) approaches to creativity are based on the idea that a creative 

thinking person can be formalized as a computer program, using artificial intelligence 

techniques. According to this view, creativity is a mental calculation, it may be best 

represented as an executable computer program. The distinguishing feature of the approach is 

the focus on formal modeling, as M. Bodenová described. There are relatively few computer 

models of creativity. Some are based on a “combinatorial creativity”. A computing 

(computer) approach seeks to create a computer code that simulates a creative production. It 
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attempts to model a process of thinking of creative and uncreative people. The good thing 

about this approach is that it provides a certain degree of precision and provides objective 

testing theories of creativity based on a computer simulation. Its weakness is that it is based 

on the assumption of the possibility of a reducing cognition in mathematics. Another problem 

is the inability to include non-cognitivee factors in creativity (4). 

 

Contextual creative approaches focus on creativity in its social, cultural and evolutionary 

context. A basic view on creativity as context-based phenomenon lies in the fact that 

creativity can not be separated from its social, cultural and evolutionary context. A specific 

feature of this approach is that it focuses on the context that goes beyond the boundaries of 

a creative thinking individual. M. Csikszentmihalyi (6) mentions in this connection that 

creativity is a cultural, social and psychological event. It provides a systemic model of 

creativity, which consits of three main parts: a domain, field and person. The domain consists 

of a set of knowledge, symbolic rules and procedures. It is a part of the culture. Mathematics 

belongs to such domains. The field includes species which form a domain. Their mission is to 

decide which new idea or product may be included in the domain and that new ideas and 

products should be kept for future generations. The person using the symbols of the domain 

can form a new idea or a product, this field is simply selected in order to be included in the 

domain.  

 

S. Freud allocated psychoanalysis from the existing domain of neuropathology. His ideas 

impressed other professionals (the field), so the domain gradually developed and established 

itself in the culture. The system model is analogous to the model of evolution. The evolution 

occurs when the body produces an individual variation, selected by the environment and 

transferred to the next generation. Creativity can be understood in the sense of evolution as 

a special case. Another well-known model of creativity, which respects the contextual 

approach, was formulated by T. M.Amabile (1). 

 

The contextual approach allows comparisons of creativity understanding in various 

cultures. It focuses on overcoming the barriers to creativity in a social context, as well as on 

identifying the evolutionary processes that generate human creativity. The main advantage of 

this perspective is extending the research of creativity (on the contrary to narrow 

psychometric and experimental approaches). A weakness of this approach is the lack of 

precise data. 
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It seems that the future of the psychology of creativity will depend on the way in which 

the understanding (definition) of creativity with regard to the practical activities of people will 

be precised. A great benefit could be the link of the methodological approaches mentioned 

above to the study of creativity (22). 

 

Another important author in the field of the psychology of creativity F. Barron (5) 

mentions the following features of creative figures in the arts: 

� they are particularly observant and more than others appreciate close observation, 

� they often express thoughts that are only partly true, but they do it perfectly, in these 

thoughts there are in fact mostly elements that others are generally aware of or do not 

recognize, in their language it manifests itself in moving the emphasis and blatant 

proportions, 

� they look at the things in the same way as the others, but, at the same time, differently, 

� they are independent in knowing their own knowledge, they value relatively high for 

adequate reflection of the fact they are willing to bring considerable sacrifices,  

� they have the instinct of self-preservation, the good contained in human culture 

encourages them to appreciate and apply those strengths,  

� they have by nature more than average ability, they are better able to embrace many 

ideas at once and mutually compare more ideas, making the synthesis richer, 

�  independently from larger intellectual abilities, the nature gave them more strength 

and they have exceptional mental and physical reserves of energy, 

� their world is more complicated, they live in a more complicated way, searching for 

a tension in order to live a pleasant feeling of the relief, 

� their subconscious life is more intense than the life of the others – the world of 

imagination, fantasy, meditating, 

� they have an extremely large self-awareness.  

 

When characterizing a creative personality, R. J. Sternberg and T. Lubart (22) come out 

from the fact that creative people possess certain personality attributes. During a short-term 

period, it is likely that anyone can be creative without these qualities, but long-term creativity 

requires the following characteristics: tolerance for ambiguity, willingness to overcome 

obstacles and be persistent, willingness to self-development, willingness to take risks, have 

the courage of their own convictions. Tolerance for ambiguity is important because, in most 

creative endeavors, there is a time period when the person blunders. During this period the 
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individual is likely to feel stress because of the situation of the individual in shaping the 

formation of even more creative solutions. Creative individuals need to be tolerant of such 

ambiguity and wait until all of the creative situations do not get into place. Overcoming 

obstacles and perseverance are necessary for creative endeavors. Willingness to self-

development means that creativity requires a person to get beyond his/her old ideas and 

processes to the new one. Willingness to take risks means that creative individuals are doing 

exactly what the other lacks courage for. Courage to have one´s own beliefs and faith in 

oneself is important, because in the life of creative personalities there are periods when they 

begin to doubt their thoughts and themselves. Their work does not have to achieve 

recognition, while they do something different what others do not do and in this period they 

definitely need to believe themselves.  

 

The concept of creative personalities can be found to be dealt with, for example, in the 

works of one of our authors, M. Zelina (40). This author defines a creative personality as 

“a system regulating the relationship on the level man world so that the product is a valuable 

new creation” (Ibid, p. 9). The author suggests four horizons of a creative personality. The 

first horizon touches the source of a creative activity of a personality. A creative personality is 

characterized by internal (intrinsic) motivation, this personality considers himself/herself to be 

a producer of behavior, performance and achievement motivation prevails, as well as 

cognitive motives prevail in dealing with the relationship of man–world and efforts to meet 

particularly high requirements. The second horizon in the terms of creativity is a style of his/her 

own regulatory activities. A heuristic style of the regulation of activities, i. e. a creative problem 

solving, is typical for the creative personality. The third is the time horizon. The creative 

personality is more focused on the future, future plans, has high aspirations… 

 

M. Zelina claims that a creative personality has a creative self-regulation, which provides 

for autonomy, independence, autonomy, self-regulation and interiorizing values, creativity 

(40). 

 

E. P. Torrance is another author who deals with the issue of understanding creativity. He 

has designated four basic factors of creative thinking: fluency, flexibility, originality and 

elaboration. In addition, Torrance (13) theorizes that creativity is not just skills. In relation to 

the capabilities, the author assumes that we are born with the skills that lead to specific areas, 

so some people are more talented in the art, others in music, writing, or in many other creative 
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fields. He imagines creativity as a skill and states that can be developed. Another factor 

essential for a creative behavior is motivation. If children are not interested in the creative act, 

they cannot produce creative products. 

 

In this case, it is both a very common and widely understood creativity. One of the newer 

definitions of creativity comes from H. B. Parhursta, who defines it as “the ability or 

characteristic that is reflected in solving previously unsolved problems, in creating new 

solutions to problems that others have solved in another way, or in creating original and new 

products” (15). 

 

We could continue with other definitions and concepts that emphasize abilities in 

creativity. It seems, however, that defining creativity only through abilities does not exhaust 

the whole essence. Creativity is something much more than the sum of skills. On the other 

hand, skills are undoubtedly important for the process of creation and create something new 

and valuable. The contribution of J. P. Guilford and E. P. Torrance is particularly important 

because they have constructed psychological tests for measuring creativity. Identifying the 

extent of these abilities makes it possible to develop them and thus increasing the creative 

potential of personality. 

 

The act of forming does not occur in time, as a fixed point, but as a phased process, which 

is very different in its duration. In addition, the creative process varies greatly from an 

individual to an individual, from a region to a region. For example, creativity in science 

involves relatively controlled preparation and objectives. Scientific creativity leads to the 

problem solving and convergent thinking, in which the ideas are ultimatively controlled and 

confronted with the knowledge of the real world (44). 

 

Creativity in the arts presents a strong participation in our own lives. Artists do not need to 

solve technical problems, but they are looking for the right colour mixing, for example, the 

correct lights and shadows, correct article, their primary aim is a creative original work, which 

is an expression of what they see, feel or know (2). 

Already G. Wallas described creativity as a process in 1926 and distinguished 7 stages in it: 

1. meeting – this is the stage of identification of the problem or meeting with something 

that one extraordinary "appeals", interests, 

2. preparation – consists of collecting information and examining the issue, 
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3. concentration – advance efforts to solve a problem in advance, 

4. incubation– the creator seems to "have removed themselves" hoping that their solution 

comes to their mind (it is assumed that at this stage the brain processes are carried out 

unconsciously and that those processes can affect the solution of the problem; it is 

psychologically most interesting but also the most difficult auditable and explorable 

phase creative process), 

5. illumination (inspiration) – an idea or solution comes quickly, suddenly; one feels that 

their has discovered something important, special, fertile, 

6. verification – it is a stage of the suitability, accuracy of the solution, 

7. persuasion – this phase occurs when a person is trying to convince someone else that 

their product idea or solves a particular problem. 

Many other psychologists, who define cretaivity as a process, turned to this model during 

the creative act. Later, the described stages (handled sometimes from a different perspective) 

became the basis for various models of creative solutions of problems, such as Osborn´s 

model of a creative problem solving, or Gordon´s synectics, and so on. Later on, we mention 

some "process" definitions of creativity. 

 

Z. Pietrasinski (29) states that “creativity is an activity that brings a previously unknown 

and at the same time social value creations”. 

Aj E. P. Torrance (13) defines creativity as a process of forming ideas and hypotheses that 

are new, as a process of becoming sensitive to the problems, weaknesses, gaps in knowledge, 

the disharmony and so on. 

 

D. Y. Ford a J. J. Harris (16) propose to understand creativity as a modifiable process of 

thinking, which results in the creation of unique and useful products. 

 

The concept of creativity as a process is often associated with intuition. Explanations of 

intuition take different character. The creative process is considered by some authors as 

a greater satisfaction to the creative personality, like the actual final product. The process of 

creation brings the creators strong and pleasant emotional experience, strong motivation, 

movement in obscurity. If the product, or idea already appears that all is lost and the process 

of creation can start again. 
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Understanding creativity as exploring progressive products has, according to J. Hlavsa 

(13), relevance to the general theory of creativity, but this approach is not considered by the 

author to be sufficiently psychological. On the other hand, other authors think that in order to 

review creativity, we should focus on the product to be evaluated as a creative (2). 

 

But who can tell whether a product is creative or not – researchers, inventors, artists or 

members of cultural groups in general? What is the role in assessing the creative product of 

culture? Does it support or block a creative expression? These questions are asked by S. L. 

Hunsaker (2). We must say that in the present the theory of creativity, there are no clear 

answers. An ethnographic research aimed at exploring creative people from different cultural 

backgrounds can bring certain answers. There are some definitions of creativity below that 

can be considered to be connected to a “product”. 

 

L. Briskman (2) argues that it is impossible to determine whether a man or a creative 

process is creative, if there is not a creative product. The creative product, according to him, 

must meet the following criteria: 

• the product must be original, 

• the product must reflect originality leading to usefulness, 

• the product must be in conflict with the parts of its own context, it must express its 

partial modification, replace, improve the parts of its own context, 

• the product must meet certain standards that are a part of the environment. 

• T. M. Amabile (1) presents a definition of creativity, which incorporates two essential 

features: a product or replies can be considered creative if: 

a) both are new, appropriate, useful, correct or valuable to adequately solving the 
problem, 

b) the work is more heuristic than algorithmic. 

And M. Zelina (39) provides a definition of creativity, stressing the novelty and value of 

creations. Latest P. Zak (44) mentions criteria for creativity of the product: originality, 

accuracy, applicability and value – benefits. Even when continuing at a glance “product” 

definitions of creativity, we found that the most frequently issues reported are novelty, 

originality and usefulness of the product if it is to be understood as creative.  

J. G. Young (43) attempts to explain the listed attributes of the creative product. 

According to him, the new can be understood in several senses. 
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1. The novelty, as the original: it is about creating something that has not existed before, 

stressing that the creator must know what was before, must know the history, 

otherwise it may end up with inventing something already discovered; originality 

therefore depends on context – if we do not know it, we cannot assess its uniqueness; 

Originality also means to be first in something (the author gives the example of Elisha 

Grey, who also invented the telephone as Alexander Graham Bell, but Bell was in the 

patent office a few hours earlier, so Grey fell into oblivion.) 

2. The novelty, as statistically rare: psychologists evaluating the creative potential of 

children and adults seek a rare or unusual response to standard tests of creativity; 

Again, the context that determines untowardness is important. 

3. The novelty of such a change of habitual ways: creativity requires exceeding the 

present rules. 

4. The novelty of such a renewal, regeneration: the creation of something new is often 

necessarily based on the past – many scientists and artists return to the past for the 

inspiration (we can take into consideration examples sucha s Albert Einstein and his 

theory of relativity, the idea that we can already find by the philosopher Gottfried 

Leibnitz).  

5. The novelty of such uniqueness, personality expression: the novelty in this case can be 

understood as an effort to be himself. 

 

From these findings it is clear that the new does not necessarily have to be automatically 

considered creative. It should be noted that novelty can be evaluated purely in the terms of the 

individual´s themselves, who discoveres, finds something new, comes to what for them is 

unknown, although from a social point of view it appears to be already known and their 

discovery cannot be compared with the original contribution of a genius. In this case we are 

talking about a subjective creativity. An objective creativity is one that brings hitherto 

unknown, new, original, socially valuable ideas, products and so on. This division is a close 

understanding of creativity that was made by H. G. Gardner (6). The same author speaks of 

the so-called great and small creativity. Great creativity is associated with the formation of 

such people as Newton, Einstein, Picasso and so on. It is exceptional and rare. Small 

creativity relates to ordinary (less famous people), where innovation is only a little different 

from the everyday routine. In our psychological literature-depth analysis of small and great 

creativity has been presented by D. Kusá (20). The above mentioned concept of creativity 
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interests us because of our creativity researches that were oriented to pupils and students, by 

who, in most cases, we cannot expect fair creativity. 

 

Finally, a creative product must be more than just new, it must also be worth. Some 

products have value only to its creator. On the other hand, what can be of great value for the 

creator, it often has a little value to the others. Because of this, determination of the value of 

the creative product depends on the context. It can relate to its makers, in other cases to the 

group, the whole world, or even future generations. 

 

In the previous part of the work we have set out ideas and concepts that led us to shape the 

research objectives, in which we focused mainly on the exploring a creative student of 

a school. When analyzing the development of creativity in school, we will assume that there is 

only one pupil's personal development. The education of a creative personality is one of the 

basic tasks of school. The question is to what extent the educational process can meet this 

requirement. One of the ways how you can contribute to its fulfillment, is the deliberate 

development of creativity of students. 

 

According to L. Hound (9), developing creativity in school depends on four basic 

conditions. These are: the conditions relating to creative personalitiy of a student, conditions 

related to a creative personality of a teacher, conditions related to developing creativity and 

learning material conditions related to the creative environment.  

 

In the school conditions the issue of the extent to which creativity meets the requirements 

of objective creativity may be discussed. Everything suggests that subjective creativity of 

students is a potential value for possible emergence of objective creativity in the older age. In 

psychological literature, the questions of creative personalities have sufficiently been 

developed. The issue of a creative personality of students is analysed less. 

 

Some research findings related to the creative personality of a student is mentioned below. 

Perhaps the most important are researches of J. W. Getzels and P. Jackson, who also observe 

that high creative children prefer more unconventional jobs, such as an inventor, journalist, 

artist, disc jockey, on the other hand, highly intelligent children can choose traditional, 

conventional employment as a doctor, engineer, businessman and so on. To develop the 

creativity of students in terms of school, the teacher has a decisive influence. In this regard, L. 
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Hound (9) mentions that the fundamental requirement is that the teacher alone knows what 

creativity is. It is therefore important that teachers acquire basic knowledge about creativity, 

about the possibilities of a deliberate development in school, but also in school facilities. 

 

The researches carried out by our authors suggest that teachers do not always have 

sufficient knowledge about creativity and its development. One of the research made by M. 

Zelinová, M. Zelina in 1997 on a sample of 300 elementary school teachers showed that 73 % 

of teachers in the survey claimed that they taught creatively and led students to creativity, but 

only 40 % of them knew what creativity was. Similar results came even by M. Portík. 

Streamlining development of creativity in schools presupposes better knowledge of teachers 

about creativity, creativity include the issue of the training of future teachers.   

 

The success of development of creativity of students at the school also depends on the 

teacher's personality and his/ her creativity. Most authors note that cerative teachers have 

creative students. M. Zelina (42) reported differences between creative and less creative 

teachers in characteristics: perceptual abilities – higher sensibility, intellectual characteristics 

– high creativity, emotional characteristics – emotional maturity, motivational maturity – 

intrinsic motivation, performance motivation, achievement, socialization – communication 

skills, ability to collaborate, value maturity – the focus on the values of creativity, universal 

human morality and prosperity, lifestyle – heuristic method of self-realization.   

 

Some researches show, however, (9) the length of teaching experience as a teacher 

inhibited creativity, respectively to their need to create. One of the starting points would be 

given the option of practicing teachers attending courses aimed at developing creativity. In the 

undergraduate training of teachers the subject Psychology of Creativity should be part of 

curricula. 

 

R. Fisher (10) mentions procedures that the teacher should work with in a creative way: 

• In creative lessons, he/ she should support creative climate. 

• He/ she should use activating teaching methods. 

• To communicate and discuss more with students. 

• To support and develop their independence. 

• To lead the students to express their own ideas and opinions. 

• To react to students´ ideas and plans in a creative way. 
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• To require that the students think in a broader context. 

• To support divergent thinking of the students. 

• Do not make fun of unsual ideas of the students. 

 

When an psychology of creativity was born, it began to work deliberately and 

purposefully on the way how to compile teaching material so that the learner develop 

creativity. Adjustment and modification of classroom tasks by teachers themselves in order to 

take account of development of creativity of students, for example to transform convergent 

tasks to divergent ones. Convergent tasks are those that require only the correct solution. 

Especially developing memory, logical thinking, analysis, synthesis, induction and deduction 

processes. Divergent roles, that are generally considered to be creative, provide a variety of 

solutions, procedures, allow you to search and explore in different directions, invent 

hypotheses solutions form different logical alternative, elegant look for solutions. These tasks 

are to develop critical thinking and evaluation, fantasy, imagination, sensitivity to problems, 

i. e. sensitivity to external and internal human world, but especially basic skills (factors) of 

creative thinking – fluency, flexibility, originality and elaboration. It should be noted that 

teaching in schools cannot be realized without the convergence of tasks, even those that 

develop memory. Without them, it cannot develop and implement creative activities of 

students. Creativity in general, in any area of human life, is supported by a wealth of 

knowledge and information (eg.scientific, technical creativity, etc. (17). 

 

Creating a new creative role in particular divergent nature. M. Jurčová (15) defines 

a creative role as follows: "The creative task is characterized by the investigator for the new, 

the unknown, it contains elements of ambiguity, uncertainty, surprise, not all the conditions or 

tasks are given. From the point of view of the investigator, it requires: 

a) a creative process, search, exploration, experimentation, discovery. 

b) application of creative abilities of thought, inventiveness, ingenuity, 

resourcefulness. 

This may also include the role of convergence. It is a task of this nature that have one 

correct answer, but it has to be come to by divergent works. M. Zelina (38) connects it with 

e. g. discovering teaching in school. According to A. Dousková, production or discovery of 

new information is the basic principle of the work. 
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An inquiry activity is connected with the determination to certain conditions which must 

be action to prove or disprove. Children, students, according to the above mentioned authors, 

are learned with this method to observe, reflect assumptions, identify phenomena, measure, 

manipulate with instruments, evaluate their findings. Creative problem solving. There are 

various methods of creative problem solving. Examples include for example. brainstorming of 

A. F. Osborn, synectics of W. J.Gordon, Philips 66, HOBO method, heuristic methods of G. 

Poly, heuristic methods of Matrix exploration, heuristic IDEALS of G. Nadler, Inventics – 

Functional Analysis, and more. 

 

Asking questions emerging creativity. Creative questions should develop higher mental 

functions, be provocative, open-ended, requiring evaluation. As an example we could mention 

the question which we asked students about the subject of books and their meaning. What 

would happen if there were no books? Creative programs. Their brief characterization and 

assessment is specified elsewhere. Each learning requires certain environmental conditions. In 

the terms of development of creativity in school, creative atmosphere or climate is important. 

The creative climate is seen as a more stable characteristic. 

 

M. Jurčová (15) defines a creative climate in the classroom as "a summary of the quality 

of schools and the interaction between them, in which the process of teaching and learning is 

held." In the factors that shape the creative she includes climate system rules, the nature of 

teaching tasks, teaching methods, interaction teacher–pupil. The better creative climate in an 

environment where the student learns, the better the conditions for the development of 

creative abilities are. Creative atmosphere in the classroom, or the climate is determined 

primarily by the relationship between teachers and students. 

 

M. Zelina, Z. Buganová (39) sets out the following characteristics of creative atmosphere 

in the classroom: A high degree of diligence, activity, initiative. Mostly as separate search, 

discovery, experimentation and acquisition of knowledge and skills. Opportunity to express 

their thoughts and contradictory and dissenting opinions, there is room for debate, 

controversy, defending ideas, tolerance, recognition. High motivation to explore, to raise and 

solve problems, both practical (environmental) as well as theoretical. The high degree of 

democracy between teacher and student – teacher takes the role of stimulator, raises the issue 

employee plays a role in overcoming difficulties in finding information and solutions. 

Discipline is based on joint work, the working rules of finding answers, solving problems, 
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there is little coercion, authoritarianism. Teacher at creative teaching rather encourages and 

praises the students as if they admonished and trestal. Later on M. Jurčová (13) on the basis of 

knowledge of foreign and our author states the following principles creation of creative 

change. 

 

E. Kováčová also wishes to establish a creative atmosphere in school as a critical 

condition for the application of creativity. For pro-creative phenomena she consideres: open 

environment, freedom and respect for the views of others, wealth of ideas and discussion, 

support and empathy, trust in relationships, playfulness and humor, prone to risk-taking, few 

conflicts, un-overdoing criticism and evaluation, creation of space for inventiveness, 

developing ideas and solutions, stimulate curiosity and motivation to knowledge, 

a combination of teamwork and individual responsibility. Research and learning about 

creativity, among others there appeared the question to what extent the creative potential of 

personality can be developed and why it is desirable to develop creativity. 

 

M. Zelina (39) puts forward four axioms of creativity. In the first three he notes that 

creativity can be any person, creativity can manifest in every activity, creativity can be 

developed. Amount of researches that have been made in the field of psychology of creativity, 

indeed confirmed that creativity is possible and also can be developed. An essential way of 

developing creativity is considered in the creation of creative jobs. E. Szobiová (42) notes that 

there are two typical approaches to stimulate creativity. The first one focuses on creating the 

conditions for the application of creative abilities, while the other one features to develop 

creative skills and personality. The psychological as well as pedagogic literature is presented 

various methods of developing creativity. M. Zelina (37). 

 

One of the newer psychological term that is related to the development of creativity, is 

a successful intelligence (triarchic theory of intelligence). R. J. Sternberg (42) – From this 

concept it has been characterized in order to consist of analytical, practical and creative 

abilities. Analytical intelligence is manifested ability to solve problems by using strategies 

that manipulate the elements of the problem or the relationship between them. Creative 

intelligence requires thinking about problems in new aspects, direction, inventing, 

discovering. Practical intelligence is manifested by the ability to solve problems on the basis 

of knowledge of everyday life. R. J. Strenberg, introduced a teaching model based on the 
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theory of successful intelligence. It regards the development of analytical, creative and 

practical skills of the pupil. The model consists of four steps. 

 

The first step involves in itself a recollection on acquired knowledge. The second step 

consists of analyzing, of compared evaluation, assessment of acquired information on the 

basis of reflection. The third step is connected with the creation, inventing. The fourth step is 

the implementation of the acquired knowledge to real life. L. Kaliská states that this practice 

also creates conditions for in-depth approach to student learning. 

 

To conclude this section we would like to mention ideas of T. Amalileova (1) of 

promoting creativity in children. For parents and teachers, it should be seen as procedures. 

The first step should be to promote the autonomy of the child and avoid over-fussy control 

of children's activities. To create a loving relationship, but avoid "the cooking" of emotional 

proximity. Autonomy and independence can be supported in the process of socialization, 

rather than being promotion key values in behavior of such rules. A child should think about 

these values. To develop intrinsic motivation to action. In the process of teaching rather to 

emphasize teaching achievements, such as marks. In school for children, to emphasize the 

intrinsic joy of teaching children, to focus on developing their own skills and knowledge. To 

teach children that they can still improve their skills, as competence development is 

important, as a demonstration of what the children already know – that they are clever. To 

provide interesting creative work during the lessons. It is also important that students gain an 

extraordinary experience, for example, they become acquainted with people who are involved 

in different kinds of creative activity. Said author notes that at the end of that children / 

students should be encouraged by questioning and curiosity. 

 

The timeliness issue of creativity and its development is also evidenced by the fact that the 

European Parliament and the EU Council proclaimed 2009 as the European Year of Creativity 

and Innovation. The aim of the European Union countries is the development of a knowledge 

society, which is closely linked to the knowledge economy. Developing a knowledge society 

is not possible without the support of education, science and technology innovation. In this 

sense, the school education is irreplaceable. We stress that the cultivation of creativity in 

education must primarily be based on the students' knowledge of the subject-matter, 

respectively the field of study, while respecting the role and the issues that are close to 

particular life situations. Development of creativity in school will be successful if there is 
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a close cooperation between psychologists and teachers. Education to creativity is a teaching 

creative process. 

 

In terms conceived social-pedagogical training is therefore important to develop 

interactive teaching competence (the class teacher), to be an active presence contributes to 

a positive atmosphere class. As Hlásna notes (2013, p. 23), consistent with a number of 

foreign authors' ability and skill of the teacher induce a favorable climate is the most 

important part of his professional training ". It is also important to develop the competence of 

teachers to help students in the process of teaching and leisure-time activities to develop 

personal and interpersonal communication skills and the ability to creatively and critically to 

solve problems that are among the six key competencies of pupils according Millennium 

Project (2001, p.14–15). 

 

For teachers is a social-educational training experience form of acquaintance with some of 

the methods and techniques used in class and directed towards improving the social climate 

class, or work class teacher (e. g. Svetlíková, 2014; Fülöpová, 2014; Hlásna, 2011; Čepelová 

– Krásna, 2014). 

 

 

1.3 The importance and characteristics of the image of schools 

The image of the organization (image – the idea impression) is a comprehensive set of ideas, 

attitudes, beliefs and knowledge, impressions and expectations of people in relation to 

a specific object (e. g. educational institution, company, brand, personality, etc.). From an 

institutional point of view it reflects a summary of the ideas of organization which 

predominate in the relevant section of the public. Therefore it represents an overall picture, 

presentation, how surroundings perceive and evaluate a school as a whole. It is based not only 

on strategic vision and value system, but also on used emotive elements. The image is an 

important fact that, despite of having certain characters of stability and continuity, can be 

significantly influenced. The image of the organization is to some extent a reflection of its 

identity. Many organizations do not realize the impression created by their activities or do not 

perceive a conflict between the internal and external image (such as the organization of public 

perception).  
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The image created by the existence of institutions needs to be reviewed regularly on the 

basis of the output drive range of activities to enhance the reputation and prestige of the 

organization. It is therefore necessary to ensure that the actual and desired identity has 

appeared in harmony with each other. Image building is not possible without continuous 

comparison of the two categories. The image of the organization is conditioned mainly by 

managerial skills of its head and the overall management of the organization. (8) 

 

The image of the school is the sum of all ideas, knowledge and expectations associated 

with a given educational entity (and former teachers, pupils, students, parents, public school 

graduates and their application in practice). 

Essential components of the image are: 

1. Design of schools – in the form of external, perceptible visual artifacts embodiment of 

schools, this includes architecture and state buildings, including the adjacent areas of 

the school, its interior fittings (classes, teachers´ room, library, gymnasium, vocational 

classrooms, etc.), appearance of staff, orientation, and promotional materials (web 

site), and the school logo. 

2. Culture of school – it is a summary of ideas, attitudes and values in schools which are 

generally maintained for a relatively long time. Moreover, it is manifested in specific 

forms of communication, implementation of HR activities, the school management 

decision-making methods and the overall social climate of the school and its 

atmosphere, e. g. reputation of schools with ICT, languages and so on. 

3. Identity of schools – Reflecting schools to create their identical school for a typical 

picture compatible with the mission, objectives and targets of the school. It is 

a philosophy, the adoption of competencies and create awareness both within the 

school and in the mind of every worker and the public about to what the school aims, 

where it is going, what it wants to achieve and how it sees itself. Each school has its 

own identity, which consists of the common spirit, goals and values. The contribution 

consists of "visibility" tenders within the school. The essential functions of identity in 

the context of education met are: 

a) information and communication functionality – understood in two dimensions 

– as a mediator of information about the school and externally, i. e. to outside 

groups and inwards, i. e. towards employees, 

b) and other internal groups.  
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In the first case the aim is to introduce the public school in a positive light and the latter to 

create a “higher” motivation schools in terms of their identification with the term “we”, 

c) image jewel function – is connected with a communication function. 

Communication efforts focused on the creation and strengthening of the image 

of the school contributes to creating sympathy toward school and the stability 

of its relations with the public, especially parents, employers as well as the 

founder, 

d) the function of influencing relationships – consists of the beneficial effects of 

school identity on interpersonal relationships between school staff together and 

the relationship between the school and external groups, 

e) integration features – get into line marketing objectives and tools, saving 

resources and coordinate all marketing activities with respect to the targeted 

customers. 

4. Communication – has a key role in creating the identity of the school. In this respect 

the important role played by managerial communication skills of headmaster and 

methodology of managerial work (25). 

School image is formed on the basis of quality and i tis created by school itself. The 

quality of schools is a very broad term. Area school activities that affect the quality, the 

relevance to the objectives of the program and the school, school culture, its conditions 

(personnel, material and financial resources, school climate), the process of teaching, school 

management, fulfillment of objectives, results and external evaluation of schools. The quality 

of schools and creating a good image is based mainly on the achievement of its objectives, 

meeting the educational standards and demands of students and parents. 

 

The image of the school is a complex of various views on the quality of education in 

school, educational activities, job opportunities, leisure time activities outside the classroom, 

language learning, collaboration with institutions, presentations, competitions, technical 

equipment, build buildings etc. Each of these points will be more or less involved in the 

overall picture of the image of the school. 

 

A school with perfect technical equipment, but with poor levels of education and training 

cannot have a good image. But not vice versa – a school with educational process in quality 

sites, but crumbling building also does not improve its image. The term quality is often used 

in different contexts and meanings, so it is first necessary to define the content of school 
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services. A term customer shall mean anyone who submits the results of our work. Then the 

quality is what the customer/ customer service/ partner wishes. 

Quality is the degree of compliance with the requirements, expectations, satisfaction 

expressed or implied needs of customers and partners. Quality is desirable an optimal level of 

functioning or result of certain processes or institutions that can be objectively measured and 

assessed (27). The quality especially meets the following needs: 

• physiological, 

• needs of safety, security, order, 

• togetherness and love, 

• recognition, success, 

• needs of self-realization of a fully developed personality. 

 

The quality of the school is a process functioning optimally at schools, mainly a teaching 

process that satisfies the school partners, it is objectively measured and rated. Quality 

assessment of schools is not a simple task, when the conditions under which school found 

some results achieved must be taken into account (3). 

The quality is a measure of school: 

• satisfaction of partners – students, teachers, school board, other school staff (internal 

partner), parents, founder, future employers, educational institutions, school 

inspection, public and state authorities, sponsors, foundations, partner organizations 

(partners outside the school)  

• value – if the school program is in line with the objectives of fully developing 

student's personality, 

• usefulness – a school educational program is meaningful, usable in practice – for 

employment or further study. 

 

The quality of schools is influenced by several factors. Concepts and school culture, 

school climate, school level, school effectiveness and so on are closely connected with the 

quality of schools. In order to evaluate the quality of schools it is essential to know what we 

want to achieve. Any evaluation always refers to a target of a possible means to achieve it. 

 

Auto-evaluation (self) represents a planned, systematic examination of a value and 

effectiveness of a particular object or phenomenon by pre-accepted criteria and goals. Auto-

evaluation represents the achievement of objectives, contents, methods and forms of school 
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work with a view to ensuring the quality of education in the implementation of the training 

project (concept) school. (27).  

Teaching evaluation: In school the quality important for the teaching evaluation is 

demonstrated. Evaluation criteria and tools are mostly chosen by it. The school can only be 

developed if it knows its weaknesses and it is able to correct them in time. 

The role of school self-evaluation is to: 

• verify and improve the quality of schools, 

• evaluation of teachers' professional development and improvement of efficiency of 

educational work, 

• evaluating of educational criteria in key competencies of students,  

• school climate and its evaluation – the climate among employees,  

• the climate in classrooms, 

• guidance and support for students, 

• external relations of schools, 

• external evaluation, particularly inspection, supervisors, public, media. 

The evaluation is understood as a vital tool with that schools create conditions fot better 

understanding of the consequences of their decisions, actions and their results, comparing 

them to other results and aims. 

 

 

1.4 The image characteristics  

A set of dynamic views, ideas, feelings, attitudes, thoughts and judgments about certain 

objects (persons, institutions, factories, brand, politics, etc.), which is the result of intentional 

or unintentional action of the object of the individual and society (“public opinion”). On the 

basis of this complex a relationship between an individual or a company on this subject is 

formed and shaped and the current state of "image" is chosen from the other forms of action. 

It is a complex of positive or negative feelings, a symbolic image of the offered products, 

brands, services, enterprise etc. In the minds of the recipients it represents íthe contents of 

certain expectations. 

 

The concept of image was used in research sales and consumption in 1955 by S. Levy, 

from where it spread to many other areas, thus revived its use, but in a different application 

and meaning. The image can be any object, which we have to make judgments about, 
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feelings, opinions, and so on. It is usually a distinguished image of the brand or product 

company (institution) and recruitment image. The first two relate primarily to marketing, the 

other to public relations. When used in these areas it is necessary to distinguish between 

“image”, which intentionally forms the said object workers institutions and the contents of 

which largely coincides with the definition of H. E. Wolf (1969 – he sees the image as 

a picture that represents an object which exists independently of the things that occupy 

a position which is given in advance and it is indifferent to its personal reality) and the 

“image” that actually a concrete object individuals or society have. During the research and 

creation of the “image” there is devoted a lot of attention, especially its stability, intensity, 

clarity, rational and emotional component, scale, etc. In sales it can be an exaggeration to say 

that the consumer does not purchase the goods, but its image. Similarly, in the area of public 

relations. The image can be classified according to several criteria. Most often we can meet 

following classification of the picture: according to holders (internal or external) requirements 

(real, ideal image), scope (universal, specific images), operators (private, foreign image) and 

object (the company's image, products, services, people) (8). 

 

 

1.5 Creating of the image of an educational institution 

The basis for the continuous improvement of teachers' work culture change, which is the 

creative process. Applying creative methods into practice in teaching can achieve that our 

schools will leave not only highly educated students, but mainly people prepared for changes 

in life, in practice, who use their creative thinking in team work, gain organizational and 

leadership skills, who can motivate themselves and others, who are able to communicate and 

listen to thrive in their career, who will not be afraid to express their opinion, but will accept 

the opinions of others. 

 

Among the key competencies in education include cognitive competencies, which include 

the human capacity problem solving, critical thinking and creative thinking. The influence of 

creative thinking of teachers, educators, trainers, where the preparation for teaching is more 

complex and requires more time, a student easier to understand and develop knowledge, skills 

and abilities because not for nothing that says it is better to see once than to hear a hundred 

times. The new education reform opens the gates to creative teachers but can still take a lot of 

time until the uncreative generation of teachers is replaced by the creative ones. Creativity is 
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the most important factor in creating the image of the school and is in the hands of educators, 

parents, and not least the students. 

The role of education in the field of education is that we educate those students who can 

be flexible, original, able to create a number of thoughts and ideas, can be sensitive so that 

they can be prepared for life. A traditional school offers good results, students learn a lot, 

know a lot,they are educated but at the cost of coercion and well-organized system, and 

process control. Alternative schools, on the other hand, offer a good atmosphere, climate, 

good interpersonal relationships, a lot of personal interaction between teachers and students, 

good development of creativity, motivation, cooperation, but do not achieve the good results 

here as well as in traditional schools. We know the theory, a lot of literature has been written 

on these topics. In the previous regime, we actually did not have a choice but unequivocally 

embraced by the traditional education system. When one considers the impact and evolution 

of the traditional school, we can conclude that this form gives us the quantity of educational 

level, memorizing of encyclopaedic knowledge. But when we look at it from the other side, 

each type of school has its advantages and disadvantages. Traditional schools step by step 

enter into a new dimension as evidenced by the new education reform. To the fore creative 

and humane education focused on the creativity of children and youth, lifelong learning, 

education of teachers. Start of the new school reform, changes occurred in the management of 

schools, the teaching process, students' activities. And this is all happening during the learning 

process, which requires flexible and adaptable teachers, cooperation between parents and 

students (43). 

 

 

1.6 Positive image 

Socrates once said: “ To get a good reputation, try to be such you desire to look.”  

The image is an idea, overall presentation, the overall effect in the public, created by 

a comprehensive picture of many factors that represent a comprehensive summary of ideas, 

impressions and feelings that a person or group associate with a particular entity. This affects 

deeds, actions and reactions of customers and the public. Customers form the image 

regardless of whether they show it favour or not. 

The image is a mirror image of all the company's activities, particularly its marketing 

strategy, respectively, a feedback… It is a complex picture, the image of the public about the 

organization is that you create based on the characters that educational institutions 
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consciously or unconsciously conveys about themselves for a certain time. They are 

composed of communication elements: logo, representation objects, buildings, location and 

other. In the Slovak market it is a product of educational institutions of traditional education. 

The educational institution as any company operating in a market in order to fix a variety of 

different instruments and different products in the market place in general, and in particular 

the education market. Its existence and operation affect the general economic laws, especially 

the law of supply anddemand (24). 

 

The features of the image:  

� Orientation – providing of clear and evaluable information. 

� Decisions – image of the buying decision is easier and reduces uncertainty. 

� Influence – image as an information filter when receiving new information 

(elimination of contradictory receiving similar information). 

� Behavioural stabilization – steady image increases fidelity, for example to the 

location. 

� Minimising risks – the image conveys a sense of security, creates a more 

acceptable risk taken in choosing, e. g. buying place or business firm. 

 

Dimensional image:  

� Values  – cognitive dimension of attitudes (beliefs about the company – 

whether it is good at its work, quality products, etc.). 

� Feelings – emotional component of attitude (positive or negative). 

� Behaviour – whether the target group purchases the products involved, or 

wants to work in the company, etc. 

 

The image is compared with the norm or standard, the competition, with the past, or is 

determined as a standard for the future. At school it means: 

a) to know about it as much as possible – to arrange to know about it, 

b) to create a positive emotional relationship, 

c) to make parents enroll their children in the school and help it. 
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1.7 Image analysis 

During a SWOT analysis of the actors /e. g. school management, teachers, pupils, parents of 

pupils, students and the employers./, brainstorming assesses various factors and classifies 

them into different categories /SWOT/. 

While working with the SWOT analysis, it is appropriate to begin with strong sides and 

suggestions of the solvers can be, for example: strong management, good teachers' 

qualifications, school good location, well-equipped school library, support for parents in the 

school, a modern sports complex. 

 

The next step is the appointment of weaknesses, such as: poor social background, too old 

teaching staff, inconvenient location of the school, difficult transport links, inadequate 

number of qualified teachers. 

 

In the next phase it is necessary to appoint a possibility, the chance that the school could 

use and risks that could prevent the development of (23). 

 

By the image a self-reflection is crucial. The self-reflection is carried out by verification 

of feedback and analysis of the responses surroundings. It serves the psychological knowledge 

of the market which may be a subject to an effort to know your own image or to change it. 

Moreover, it plays a role of a mirror, it sees your product through the eyes of the public and 

consumers. It also checks information about the fact which factors play a dominant role in the 

assessment within the preferences and selection: representatives demeanor, the way of the 

negotiations, promotion and its style, print and audiovisual media, good references, positive 

information published in the media, public recognition, quality, timeliness, the veracity of the 

information provided, the atmosphere, the appearance of buildings, corporate password and 

slogan, logo, logistics, legal form, cooperation with others, place the institutions etc. 

 

Image analysis allows us to recognize the strengths and weaknesses of the entity and to 

take measures for a successful correction image, which is different from the mind of the 

consumer. It is a good idea to verify whether the image lags behind changes in consumer 

behaviour. The image analysis also serves to get to know the market positions of its internal 

participants. It is a comprehensive approach to measure the effectiveness of communication 

tools that have been used in the creation of a favorable image. 
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The aim of the image analysis is to identify the factors which may explain how it is 

possible to signal clearly to customers the advantages of a particular entity, to create the most 

positive image, correcting erroneous assessments and optimize market position (18). 

 

 

1.8 Types and classification of image 

F. Jefkins (19) describes the following types of image: 

1. Mirror image – the image of which you, leaders of the organization, or company think 

is the real-image, so it is usually a false idea of the image. 

2. Current image – a summary of knowledge, thoughts and feelings that different people 

have on a given subject real, it is often shocking for senior officials. 

3. Manifold image – a summary picture of the organization based on its perception of the 

different representatives. 

4. Desired image – an image supported by the new organization, which previously did 

not exist, cannot produce any image. 

5. Corporate image (picture of the firm / company) – an image perceived under different 

manifestations of the organization, can be mirrored or current. 

6. Image of the product – an product image, e. g. of advertising. 

7. Optimum image (optimum picture) – average and adequate understanding / knowledge 

of the organization as a specific measure of the effectiveness of PR. 

 

The image can be classified according to several criteria. Most often, we meet with the 

following classification: 

� by holders (internal, external); 

� the requirements (real, ideal); 

� according to scope (universal, specific); 

� by entities (private, foreign); 

� by the object (the company's image, product, service, people); 

� by the entity or the image wearer we can distinguish their own image (self 

image) and foreign (26). 
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However, one of the important factors that affect the process and application of each 

person in the organization, in society, in the family is the question whether the image is 

owned or private.¨ 

 

Everyone knows that the reputation has the price of gold. Although this may not seem so 

at the first glance, the image of the company has a huge influence on our decision. We all 

know it – we prefer purchasing goods rather in the company, the name of which is well-

known to us, we go the the hairdresser´s somebody has advised to us, we read the book, 

which we have heard about so much, and, last but not least, our children go to the “best 

school” that we know. The principle of trust works even when entering into business 

relationships or finding employment. People in search of employment are often oriented 

towards companies with good background and with a sonorous name, in which they see the 

possibility of their own success and professional satisfaction, similarly, parents are oriented in 

the respect of school. 

 

Building a positive image of the company is, unfortunately, not a question of a single ad 

campaign. More investment in advertising does not automatically mean a greater success. 

Creating a good name is a long process that takes time, patience, perseverance and 

commitment of employees of the company. 

 

The basis of every company and organization are correct business relations, thanks to 

which the company name spreads at the speed of light. The best indicator of the reputation of 

the company are satisfied customers who return frequently. 

 

It is important that in building a successful company image all parties are involved: from 

management to ordinary employees. If employees are happy and represent a constructive part 

of the whole, it strengthens the company's image as a successful employer inwards. 

Nowadays, it is increasingly being put emphasis on effective internal communication. Its 

crucial importance of achieving company goals, that cannot be done without motivated 

employees, has been pointed at. Openness in communication, a clear strategy and frequency 

of important information about what is happening in society is an important element in 

building the company's image as an attractive employer. There is nothing worse than the case 

in which there is a result of the unavailability of information to employees that creates a space 
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for speculation. Lack of information, especially in critical moments in the firms undermines 

the positive working atmosphere and discourages people. 

 

Therefore, the cornerstone of a positive image of the employee is the satisfaction. Here we 

achieve various social programs, education allowance or sports activities, provision for 

sufficient rest, a space for career growth of employees etc. The more opportunities the 

company offers to its employees, the more empowering a good employer is. 

 

It can be found very quickly what the reality is and what the effort to look and feel 

somehow, it is therefore necessary to make the utmost effort to the business changes, which in 

turn will have positive consequences. Positive image of the company and tool in crisis 

situations – protecting it from external negative influences, is a prerequisite for a successful 

activity, even in adverse circumstances recession, crises, disasters, etc. (19). 
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2. Marketing in educational institutions 

Marketing mainly involves assessing the target group they are destined, as the use of market 

research and other tools determine how to reach these groups best. The school as an 

educational institution is also located in a competitive environment where in a smaller district 

center there are more primary schools and also all secondary schools were that are nowadays 

able to compete not only concerning qualified teachers, but also the equipment in schools. 

There are a number of definitions of marketing, which, however, have several common 

characteristics and essentially express the same thing: marketing is a set of activities and 

processes that should serve to identify, or advanced customer's needs or wishes to develop the 

corresponding product, and to communicate and subsequent distribution of product to the 

customer, which results in the mutually advantageous exchange leading to long-term 

customer satisfaction, and therefore, ultimately, also to the satisfaction of organizations and 

companies. 

 

A key aspect of marketing is mainly the exchange, process of which comprises a further 

quantity of equally important activities, such as finding a buyer, identifying their needs, 

research and development in order to create a suitable design of the product, its promotion, 

pricing and distribution which together form the core of marketing activities; answereth to 

achieve the main objective and meaning of marketing, that is to satisfy customers. The 

essence of marketing concept is therefore necessary if the states are experiencing any 

shortage, and to the customer, that is, their individual desires. These together form the 

customer demand for the product, which is a reflection of their desire, surrounded by its 

capabilities. 

 

The role of marketing is to develop and, then, to offer the customer a product, or, rather, 

whatever his/ her needs and desires to please. If he/ she wins this match, there will be 

a monetary or non-monetary exchange at which the customer receives the desired object to 

the provision of consideration. It takes place in the market, which is a grouping of existing 

and potential purchasers of the product. It is important to appreciate that it satisfies the 

customer's needs which often do not offer him/ her the most affordable and the best quality 

product at the lowest price. For example, when buying a car type Porsche or wearing Versace 
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the customer receives only a car or an evening dress, buying along with them the image and 

that the price is so high, it provides them ownership and a certain social status, which is the 

reason why the customer is not interested in a lower price (25). 

 

Marketing is based on the assumption that more is better: higher consumption ensures 

higher production, higher employment and a higher welfare. 

Higher production is ultimately maximized, as well as customer´s satisfaction, the choice 

of what marketing improves the quality of our lives. On the other hand, increased 

consumption and therefore production brings with it a side effect in the form of accelerated 

resource depletion and environmental pollution. In adition, many experts raise the question 

whether the needs, that the marketing satisfies and develops, are not artificially created by 

itself. 

 

An economist John Gilbraith in this regard, said: “It is not necessary to say about a hungry 

person that what he/ she needs is food.” This can be understood that what we actually are is 

not recognized by ourselves and we often do not need to do marketing. It offers products, 

without which we would be in real life dispense. Equally inconsistent the argument would be 

that cigarette marketing conglomerates and its included promotion of cigarettes would cause 

long-term satisfaction of a customer (25). 

 

The word marketing has become an integral part of our lives, yet most of us do not even 

realize what it actually means. For a mere mortal, ignorant in managerial practice, the term 

marketing is represented as a 10-minute break, which breaks them away from the most intense 

scenes in the film, leaflets referred to clutter the mailbox every day, countless billboards that 

distract them from driving etc. Of course, this also means a marketing concept, but, as Philip 

Kotler said, marketing and advertising part is just the tip of the marketing iceberg. So if 

marketing is not just selling and advertising, then what is it? 

 

Marketing – this word is of English origin, and its basis is the market. The default 

password is professional marketing customer orientation and satisfaction of their needs. To 

the extent to which the company closer to its customers largely determines its market position 

and future rise or fall. Another equally important goal is the market economy, of course, 

making adequate profits, out of which the finance of further development of the company, or 

organization are made. 
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Marketing is applied in the business area, as well as in organizations not forming a profit, 

such as mainly cultural and educational establishments, charitable organizations and alike. 

Subject to the marketing of the product, which may be a product (food, cars, machinery), 

service (a hair operation, repair of household appliances, sewing of clothes), thought 

(practical application of the invention), the country, or other physical location (in order to 

promote tourism) and the person or institution. Trade policy and production policy based on 

market requirements aimed at achieving maximum economic effect of market relations. 

 

Marketing is a method that controls the process of implementation of planned ideas in the 

market. The ultimate judge who decides about the quality of the idea is the market. Gain on 

sale of a reward, but the main measure of business success. The emergence of conditional 

marketing efforts to minimize the risk that arises when entering the market and maximize 

profit for materialization of the idea. Marketing is part of the business enterprise. It is 

generally understood as a management method, it means enabling: 

- Realization of creative ideas to market more than satisfy the needs and desires of 

consumers through the exchange process. 

- Minimizing risk and failure, 

- Ensuring prosperity and success. 

 

In organizations of Central and Eastern Europe, the word marketing is hitherto underused. 

For some of these companies, marketing is still considered to be a tool used exclusively by 

commercial companies. In Central and Eastern Europe, the word “marketing” is often 

misunderstood by people. In fact, almost all the organizations in the everyday practice use 

marketing. This involves the use of marketing theory to realize themselves as yet not fully 

understand the definition of marketing. These organizations produce many valuable things – 

not only products and services but also new ideas and approaches that can improve the quality 

of life. It cannot be assumed that people who are destined, once fully realize their benefits. 

Therefore non-profit organizations must pay the same attention to their marketing activities as 

trading companies do. (25) 

 

Throughout the centuries rationale of school, we can be convinced of a certain 

dissatisfaction in respect of its activities and effectiveness. This has also been one of the 

reasons for several attempts to reform the education system that have taken place in recent 

decades. But their problem was in the fact that they came "from above" and wanted to 
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introduce them across the board, i. e., a single school system was preferred in a totalitarian 

state. If they tried to satisfy the conditions of schools, teaching staff, pupils and parents, they 

could be more successful. They could not be successful despite the fact that their 

implementation was usually preceded by a nationwide debate, because in every region, in 

every town, in every school the conditions are different. 

 

Adapting to local needs, personnel and material conditions, as well as to expectations of 

parents and students, each school can create its own school educational program that forms its 

own face. Most educators and institutions agree that changes are needed. But when indeed 

there is a change, people start to appeal, why it is so, if it has been good for decades, why it 

suddenly is not good, why to change sth. that has worked previously. 

 

The school itself elects its management. Therefore, a director is a crucial person. He/she 

should be well prepared, an experienced teacher, a manager who crucially determines the 

educational program, and thus the image of the school. He/she should have a good 

background, regarding his/her professional and business skills, he/she should maintain correct 

relations with the Department of Education and Ministry, parents and founder. His/her 

responsibilities include monitoring of educational activities, the selection of collaborators, i. e. 

recruitment of new teachers must therefore have the highest possible degree. The quality of 

schools is often judged by the teachers. 

 

Along with staff, students and parents are responsible for drawing up the training program 

and, therefore, a director must be tolerant, but at the same time strong and purposeful in 

making programs. He/she would be unable to take care of everything, so it is important to 

choose a good deputy, chairperson of the curriculum committee, classroom teachers', students' 

self-government etc. 

 

The existence of schools nowadays depends mainly on the number of students. Therefore, 

each one is trying to make the most of it to convince parents and students currently studying 

with them. It is a struggle for every student which causes that the majority of schools is not 

about the quality, but, unfortunately, the quantity of students. If they fail to provide 

a sufficient number, what follows is their elimination, at best merge with the nearest school. 
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School marketing is a process whose main aim is to meet the needs of its customers while 

meeting the objectives of the school. It is a social concept of marketing management, which 

involves meeting the needs and to increase the prosperity of society. 

 

Marketing of educational institutions consists of activities that aim to establish and 

maintain, or, if necessary, change attitudes and behaviour of the target audience for an 

educational institution. The educational establishment is to fulfill its basic tasks in the field of 

education, or in free-time activities, so it must be above all make market segmentation, 

education, choose your target market and create conditions for the determination of its market 

position. (29) The next step is to develop its market segment efficiently and an effective 

marketing program in the form of a balanced marketing mix, which is in this case intended to 

create the desired response in its target market in the form of a sufficient number of 

prospective students, plenty of students and their orientation in accordance with accredited 

study programs and finally the application (23). 

 

School marketing focuses on and should: 

� increase of the quality and variety of choice of education; 

� find out who the customers of the schools are; 

�  meet school customer´s needs; 

� schools´ visibility and positive image formation; 

� naming the real issues and the implementation of remedies. 

 

School marketing should respond to: 

� formation of favorable public opinion, not only communication policy, but 

especially the quality of education; 

� offer the public good reputation, the introduction of quality management 

system. 

 

It is creating the image of the school and its communication. The primary function of 

communication in educational institutions is communicating and informing the public about 

the existence of the education market. The target group must first of all know that the school 

in question exists and provides certain specific services on that basis and then derive other 

customer activity that is necessary to stimulate and encourages real interest and demand for 

the services provided. The aim of the communication is to provide the right information at the 
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right time, right place, addressed to the right people, in our case, the parents of children, their 

families, friends, school. 

 

Basic tools of marketing communication are: advertising, personal selling, sales 

promotion, public relations and direct marketing. The most suitable and most common tools 

of marketing communication educational institutions are relationships. Advertisement – can 

be used on TV, radio and regional newspapers, they are classified here even promotional 

material and various events. Advertising is used to create the image of schools, but might also 

take the form of information about the study program of the school, the deadline for entrance 

examinations, beginning of the course etc. Public relations – this is the tool by which we build 

a positive image of schools and subdue negative. It is a communication activity on the public, 

which creates and maintains a positive public attitudes to school. 

 

Media relations – relations with the media (publishing articles in the press, granting 

interviews to the media, school management). 

Event marketing – social events that favorably affect the image building of schools (open 

day, competitions, Olympics). 

Lobbismus – influencing city representatives of higher territorial units, state schools to 

promote the interests legally acquired. 

Crisis communication – communication of a school in times of crisis (bullying, 

salmonellosis, bribery,…). 

Corporate identity – identity building of schools, respectively a brand school (24). 

 

 

2.1 The marketing applications in the internal structure of the educational 

organization 

The concept of marketing is necessary in response to educational institutions emphasize some 

elements (34). 

Marketing is primarily a concept of precisely formulated programs, its center of gravity is 

not random or sporadic events and activities. The marketing process must be efficient and 

therefore seriously and systematically planned. 
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Marketing management organization performs selection of target markets, does not offer 

everything to everyone, in other words, it is a very professional distinction of market 

segments and selects differentiated, often very different approaches to them. 

Marketing helps the institution to survive and thrive by effectively meeting the needs of 

its target markets, and the effective management requires clear and properly declared 

objectives of the organization. 

Marketing concept includes and supports the entire management process and helps 

workers organization's decisions at times and situations where they are faced with specific 

practical problems in the market environment. 

The aim of marketing efforts in inducing voluntary exchange of values, marketers are 

looking for the other side formulating a response characterized summaries offer such 

performances, which are sufficiently attractive to the target market so that there was 

a voluntary exchange – e. g. seeking a private schol, students must be offered an attractive 

basic and optional training program, possible financial assistance, counseling and other 

benefits to those who choose to attend it. 

 

Marketing is based on the design and creation of a menu of the institution that corresponds 

to the needs and wants of its target markets, the opposite effort is always doomed to failure, 

because effective marketing must be oriented to the customer demand as the bearer and not 

the seller that offers the wearer. 

 

Marketing uses a toolkit called marketing mix, from classical sense four basic and well-

known tools that have undergone many variations and different conditions and have been 

extended by other instruments. Marketing mix of educational institutions must contain at least 

four other components (except of product and pricing policy, communication and 

distribution), as follows: P – publishing, namely target markets and the public (publics), P – 

personality that is key representatives of the institution (personalities), P – participatory 

activation, thus generating interest and involvement of all in the process of development and 

improvement of the organization (participation), P – material conditions (physical evidence). 

The process of applying marketing concepts as the organization aligns resources with 

market needs (26). 
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2.2 The marketing environment of the educational instituion  

For a proper understanding of the above mentioned principles and plotting situation it is 

necessary to define the marketing environment itself in an educational organization. The 

organization must be in search of opportunities and risks of future investigations are based on 

knowledge of the marketing environment, in which plans to enter respects the palce where it 

already exists. This environment consists of all the factors and influences that determine the 

ability of an effective exchange of the target market, in the case of private secondary schools, 

general public is defined by baseline characteristics – high school age, interest in education, 

ability and willingness to pay for education. Macroenvironment generally consists of 

economic, technical and technological, demographic, cultural and political factors and natural 

conditions. On the contrary, the internal component microenvironment consists of 

competitors, suppliers, customers, marketing agents. Each environment, in terms of marketing 

management organization, influences it in some way (positive or negative), and the acts affect 

its behaviour. If the company wants to be successful, it should analyze all these influences, 

indicates the direction of the engagement use of them, thus adjusts to their current behaviour 

as well as expected developments in the environment in which it operates. These impacts 

cannot usually directly control the organization. What may be of concern for one organization 

to another can represent a significant opportunity. 

 

• Marketing environment of educational institutions, secondary schools in the private 

sector, is made up of wide external environment that the critical factors for its 

existence can be defined in particular the following: 

• Political – defined by law in the country as well as a measure of the stability of the 

legislation in private education, 

• Economic – defined and limited social status in the country and household income, 

thus their capabilities in terms of financial security and financial support from their 

offspring, 

• Demographic – the area of secondary school age population in the country and birth 

rates to determine future development, 

• Cultural and social – clearly influenced by the mentality of the public and supporting 

formed subcultures, interest-eliminating. 

The external environment also includes a direct competitive environment consisting of 

direct and indirect acting competitive strength, depending on the type of educational 
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institution and its focus. Established state church and educational institutions, as well as non-

state educational associations active in the country providing training courses and reduced 

supplemental education, are becoming direct competition in the case of private secondary 

schools. Indirect competitors in this sense we understand a bit different secondary schools that 

can attract, convince a potential customer, so prospective students and their parents to the 

interest of the institution, respectively, or to the interest in this type of education. Defining 

potential customers is getting closer to characterize the environment of the institution and the 

public about the environment and the market environment (26). 

 

The environment is a broader public limited by specific market environment and we 

perceive it as diverse spectrum of potential customers and existing customers of the services 

of the educational institution. At the same time, however, we include here the mass media 

commission, municipal authorities, wider public, sponsors, promoters of the idea of a private 

school, marketing and information intermediaries and under. The closest neighborhood 

private school, which is of direct and immediate surroundings, is made up of internal staff, 

i. e. teachers, school management, administration. 

 

The result and the reason for defining and monitoring the marketing environment of the 

educational institution are carried out by marketing situational analysis, respectively to 

marketing audit. It is a critical, impartial, systematic and thorough analysis of the internal 

situation in the school with an emphasis on marketing activities and reviewing the position of 

schools in a given environment with joint focus on market analysis. The given analysis is 

performed in three basic time horizons, as part of the development so far, i. e. where the 

school was situated in the past, under the status quo, i. e., where the company is now and as 

part of the estimate of future possible developments, i. e. where they want the school, or 

organization in the future to come. 

 

Situation analysis is a tool which, based on an analytical assessment of past development 

and current status on a best estimate of the probable future development of the strategy period 

may help to shape the market position of the organization. It is obvious that the key attributes 

and mode of existence of organizations in market-oriented economies typical of democratic 

societies, represent a marketing management concept and set of activities that are known as 

marketing. Its present form represents the most modern way of management, entrepreneurial 

thinking and acting in a competitive environment. Marketing is undeniably the most 
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appropriate concept and management of all types of secondary schools that are in the market 

environment businesses providing education (26). 

 

 

2.3 Marketing research in educational institutions 

Nowadays, the school's marketing becomes very a very actual issue. It is the result of not only 

new legislative amendments, conditions for the establishment of schools, but also 

opportunities to study abroad and that causes more competition and pressure on students and 

parents. It often comes to funding opportunities, a struggle for each pupil arises, school 

management causes significant problems in the area of filling the school in the required state 

year, ensuring this way the effective functioning of educational institutions. We need to think 

about which way is possible, it is necessary to attract new customers, what the strengths and 

weaknesses of the educational institution are. In addition, we have to consider the question, 

what the competitiveness of educational institutions is in the region. 

 

Marketing of the school can be characterized as a process whose main aim is to meet the 

needs of customers, students and parents, and, at the same time, to fulfill the mission and 

objectives of the school. Education generally contributes to increasing overall educational 

level of the population, which creates the need to consider the needs of marketing activities. 

Marketing of educational institutions shall consist of activities that are aimed at establishing, 

maintaining, and, if necessary, changing attitudes and behavior. Marketing research is one of 

the essential elements of marketing. 

 

Education has become a product, and must also comply with the parameters in order to 

attract customers. If we view education as a product, we must also address issues of market 

research, its definition and implementation. The duties include ensuring marketing research 

perceptions of consumers and their preferences in behaviour. Then, the marketing research, 

can be maybe characterized as systematic planning, collecting and analyzing data and 

determining their importance for the specification of marketing situation (19). 

 

Marketing research should be seen as a sequence of follow-up activities, with the 

possibility of review and revision of the successive steps. Marketing research can be 
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incorporated into several stages. For an effective marketing research, it is recommended to 

include the types of activity: 

• defining the decision problem and research of objectives,  

• preparation of a research plan for gathering information, 

• determining the survey sample and contacting respondents, 

• data processing and analysis,interpretation of data and presentation of the final 

report. 

 

The school facilities do not meet with the function of marketing manager and marketing 

researcher. When creating training programs and upgrading curricula as well as teaching 

methods, educational institutions often extend to information that will facilitate the process of 

preparation and implementation of training so that they really provide desirable, interesting 

and quality education. One of the basic information is the graduates after graduation. The 

biggest success of the educational entity that forms the interest on the type of school and 

education is presented by graduates in the labor market and a higher percentage of type of 

education. The image of the educational mover decides on its long-term, trouble-free 

existence (16). 

 

 

2.4 The characteristics of the marketing environment of the school 

Marketing of school – it was not known phrase in Slovakia years ago. Nowadays, it is 

becoming a need. Financing of regional education depending on the number of students has 

created a competition between schools. It is more depened on the decreasing number of 

students due to declining demographic trends. The first swallows in the application of 

marketing principles are private schools, but, gradually, a few state are being added. The 

schools that will apply marketing mindset wil succeed, many others will disappear. In this 

area, however, there is not entirely fair competition between schools. By state schools, there 

are, unfortunately, often not very correct relations. The management of state schools and 

teachers are trying to persuade parents to keep their children away from private schools. There 

are more ways of preventing a healthy competition to grow. A parent is so often influenced 

and decides for a public school instead of a private one. By no means negligible amount of 

school budget. It is in the current system of financing also directly proportional to the number 

of students. The student becomes a customer of the school – like goods and similar customers 
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in the private sector. Smaller, but significant difference lies in the fact that the school is not 

chosen by the student himself/herself, but it is often decided by a parent. But the road to 

success leads through the needs and demands of students and parents. Here too it must be said 

that private schools are pulling the shorter end. 

 

Private school is based from the outset on a green field. In the new building, in the best 

case. Usually in rented premises either of the schools in the city and the cooperation of the 

teaching staff, which are ordinary employees of other schools. 

At the beginning, it is difficult to give birth to everything, although, the thought, effort, 

idea, goals, vision, dedications are large. It is still not enough. It costs a lot of energy, a lot of 

fight in every field, every step. Private school is not only pupils and students, it is not only 

teachers, it must be another, new, better thinking. And there is often a problem. Not in pupils 

and students, but in teachers themselves. The fact that the teacher has ten or twenty year 

experience does not mean that he/she is excellent. When there is not exactly the most flexible 

thinking, no appetite to work with passion, enthusiasm and love not only to children, so ther is 

no point in changing and transforming something. The new school, the private one, is not only 

about a higher salary, as often each teacher thinks. 

 

Private school is primarily intended to create something new, positive, better performing. 

But even thriving, emerging, changing. A smaller number of pupils and students in 

classrooms, teacher´s attempt to better access to the overall educational process. Thinking of 

each one of us hardly transforms and, especially, when we have been influenced negatively 

for several years. The advantage of private schools lies primarily in quicker communication 

with parents, quicker adaptation to market needs, as well as the merger with the school 

principal founder. A significant advantage of private schools is also in the fact that the 

number of pupils/students in grades is lower than in state schools and thus giving the 

possibility for better educational process (19). 

 

 

2.5 The setting of the marketing targets of schools 

Each organization is trying to fulfill the wishes of its customers through the so-called 

marketing mix, which implies a generally "4 P´s of marketing" that concern a product, 

marketing communications, point of sale, price. For the purposes of school, as an institution 
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that provides a specific service, the marketing mix can be adjusted accordingly. It should help 

the school to build the image, to acquire customers, retain customers and create with them 

a mutually beneficial relationship. (24) 

 

Marketing mix of a school as an institution that provides specific services can be created 
as follows: 

- School services (wider range of an educational program, fewer students in classes) 

- Communication between school, parents, sponsors, KSU, HTU, 

- Schools adapt the price of education to the needs of clients, gifted children free of 

fees. 

- Location and physical environment of the school to transport availability, 

environmental quality schools, 

- School staff, flexible choice of teachers, 

- School atmosphere, a pleasant environment. 

 

Every single element of the marketing mix can help schools to succeed in the education 

market, it can become a competitive advantage, the school may be distinguished from other 

schools and thus help it to success. School should be your potential customers, i. e. parents, 

families, it should reach specific range of services. The school should develop a range of 

services at several levels, respectively, broken down into services: 

- Training, 

- Education and interest /music, art, IT, foreign languages, school club/. 

- Complementary. 

 

Educational services include identification of: 

- Curriculum content, 

- Educational methods, 

- The quality of teachers, 

- Access of teachers to pupils, 

- Evaluation system and informing parents about the child's progress, 

- The objective of fulfillment through education the school declares, 

- other services related to education. 
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Additional services may include, for example: 

- School trips, 

- The possibility of interest education, 

- Existing pass-time acitivties in school, 

- Events for parents, 

- The possibility of participation of parents of pupils at the school management and 

similar. 

 

The requirements of target families can be detected by means of questionnaires, 

interviews with parents and many other forms. Respect is being paid yet to secure a group of 

families who want to be reached. If our goal is to reach a wide range of families, we should 

not use segmentation and our priority is to focus on the satisfaction of current students and 

their parents, we can use a questionnaire querying directly to the school. Education of every 

one of us is every year a significant factor to which we will have to get used to. Price of 

education seems to matter in terms of private schools. But this is not true. Millions are 

accrued annually to state education. We pay all it in the form of taxes, during purchases at the 

store or from our income (17). 

 

Quality of service provision in schools nowadays is generally limited amount of resources 

of individual schools, which of course lack. Schools are more or less successful in seeking 

increasing flows from the state budget. Other sources of funding in addition to funds from the 

state budget are defined in the financing the schools and school facilities. Further education 

costs of children have to pay their parents. This is manifested in the form of exercise books, 

school supplies, commuting, books. Private schools typically include the utility fees in 

education and they can be used more effectively. Changes must occur in every area of the 

marketing mix. If a parent has to pay fees to a private school and it costs more than the 

eductaion in a state one, it has to be reflected in the quality of teaching staff, equipment, 

school equipment, as well as the overall approach to students which depends on a lower 

number of students per class and the greater possibilities and interest in teaching of each 

student. The private school succeeds in teacher's individual approach – Student-Parent (17). 
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2.6 The characteristics and meaning of the educational institutions 

“The school is an institution in the public (government) or private property; children and 

young people are being educated in it, it is promoted by the systematic teaching of knowledge 

and skills that enable them to have a separate environmental activities within the state and 

social order. Schools provide the education within a certain limited time, they are 

independently substituted for pupils and teachers at the same place and oriented towards the 

appropriate standards of education and training. Strive for implementation of defined 

objectives of education and training are tzpical for them” (33). 

 

In ancient Greece, the school was seen as "free time" exemption from the duties of 

everyday life, time for freeman to complete independent study. In addition, the word 

SCHOOL – Scholé – labeled and philosophers debate with his students, meant to teach, to 

address someone or something. Understanding of school as a place or facility to teach outside 

the family persisted even at a later stage when education developed through various forms of 

monastic and urban schools. From the 17th century it began to be understood as a school 

place for learning and education of the people, when the issue of school rules and regulations 

were added on compulsory education. 

 

A major breakthrough occured in the 18th century, when the notion of school community 

was understood by the State and it was constituted as a special kind that was created for 

children, for the public, for all current teaching and general education. In the period of 

enlightened absolutism it became an institution of the state and there were stronger efforts to 

make school attended by all of the population. At the beginning of the 18th century, there 

were enlightened interests of strong reforms by the State, and important formulations 

contributed to the understanding of schools as institutions of the "State", as well as the 

rationale for its continued need. The school was defined as a public establishment of the state 

to ensure cultural cherished mediate knowledge and competence. The late 19th century 

increasingly emphasized the socializing function of school. It emphasized the necessity of 

social education in schools, placing an inmate in a community where one had to submit one’s 

will to a general company law. 

 

In the early 20th century a significant impact of a reform pedagogy influenced the school 

that was criticized to be far from reality and lives of children, unadapted to behaviour of the 
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children.. The school should be understood as a place at which they had personalities that 

create the co-determine their educational pathway. 

 

In the mid-20th century in our country a reform occured, which changed the structure of 

the school and handed down its understanding. The school became a place of socialist 

education. A significant change in Western European countries took place in the 60s, when 

they opened new perspectives for school-based thinking. Affects about school reform lead to 

the conflicting views about the meaning of existence, the school of its functions, the relations 

between the school and society. It began to develop the movement for alternative schools, 

creating a new school law school regulations. Great attention was paid to the examination and 

formulation of non-teaching, school functions, which were relegated to the background 

handed down to pedagogical function. After 70´s years, the scientific effort was focused on 

exploring schools in society-wide context. The most important approaches included the access 

of a German sociologist H. Fendi, which was based on a comprehensive analysis of the 

conditions, forms of expression and consequences of youth interaction that considered schools 

to be an institution with “socially organized and controlled socialization” (2). 

 

The latest trends and development forecasts of schools are suggested in particular 

international conferences documents of the International Bureau for Training and Education, 

UNESCO, OECD, the European Commission White Paper, Socrates. They are applied in the 

development concept of education – Millennium. On this basis, they regulate and govern the 

legal, pedagogical and organizational standards (26). 

 

A broad social nature, role and tasks of school are expressed in binding legal, educational 

and pedagogical and organizational standards: the Education Act specific implementing rules 

in the content of education, on the internal organization, management of personnel, economic, 

material-technical and security status of teachers as public officials. Details about the 

organization, status, internal organization management, the internal relations and relations 

with the public administration is defined by the statutes and the list of schools. Individual 

levels, kinds and types of schools is an organizational integrated school system. Schools in it 

are defined by a specific social status. Responsibility founders of schools (state, 

municipalities, autonomous regions, legal and natural persons) is to respect the binding legal 

and pedagogical standards. In the internal management of schools there are allowed various 
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education models. Monitor compliance with the teaching and pedagogical and organizational 

standards is carried out by the school inspectorate (26). 

 

In a democratic society everyone has the right to education. According to the Constitution 

1992, citizens have the right to free education at primary and secondary schools. School 

attendance is compulsory for a period to be determined by a law which also determines the 

conditions under which parents have the right to study in assistance from the state (45). 

 

Education is a fundamental concept of educational theory and practice, but still 

insufficiently discussed and clarified. It is possible to distinguish these meanings: 

 

Understanding based on personality – education is understood as a part of the socialization 

of individuals. Education is then a cognitive component of personality facilities (acquired 

knowledge, skills, attitudes, values, norms) that have been formed through educational 

processes. Education in this sense is clarified in cognitive psychology and cognitive concepts 

in psycholinguistics called cognitive structures, mental representations, cognitive maps. 

A concept close to the concept "being learnt". Thus interpreted education can be measured by 

achievement test or some research methods. 

 

Understanding based on content – education is a designed system of information and 

activities that are planned in the curriculum and various school subjects, and implemented in 

the doctrine. Collectively these data and activities are seen as a curriculum or as educational 

objectives. In this conception of education a curricular analysis can be accurately described. 

 

Understanding based on institution – education is socially organized activities provided by 

the institution of education, formal education, lifelong learning (education) and others. 

Education as an institution in society is differentiated via levels of education, degrees and 

kinds. Commonly this differentiation refers to primary education, secondary education, higher 

education. In the terms of our cultural education education is considered to be (in the terms of 

economic) public property, the state is responsible for providing it, it shall endeavor to ensure 

that based on public interest, unification leads is clear, moreover, the state itself wants to 

provide the dominant part of this offer. 
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Socio-economic approach, perspective, concept. Education is seen as one of the categories 

that characterize the population (population group). It is a characteristic of the population 

determined by social relations (social status) and economic factors (cost of education). In 

doing so, the quality of education affects the qualification structure of the population, and thus 

also the economic and cultural potential of the company. 

 

Understanding based on process – education, or, more precisely, a proces of education, is 

a process by which individual states and society are implemented in terms of access to 1st–4th 

(to educate, educational processes, teaching). (33) 

 

Educational institutions form the education system. The main function and content of their 

work is to provide education to certain groups of the population. Educational institutions can 

be founded by state, church, private legal entities, foundations, businesses, local communities 

(school education, school facilities, equipment constitutional and protective care). Education 

determines the relationship of an individual to the world, individual development process, 

which is performed by acquisition of knowledge, skills and abilities. It is the acquisition of 

knowledge, skills etc. which results in education. 

 

The educational institution is a part of the education system. Its main function and purpose 

of educational institutions is to provide training for certain groups of people. The most 

characteristic form of institutionalized education and training is school. It is an organized 

educational institution connected with the legal process of completing the consolidation and 

administrative. Considering the terminology and thesauri Organization and Management 

Education (26) school performs in three senses: 

 

Targeted statutory, state, church or private institution to ensure the education of children, 

youth and adults and their right to education. 

 

Name of the school: there also are some educational institutions outside the school system 

to be established in further education of its members (physical education, sports bodies and 

organizations, legal and natural persons). Name of school is referred to informal groups of 

fans, supporters and followers of eminent scientists, artists, scientific and technical experts, 

politicians, philosophers. 
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Specific characteristics of school facilities: 

- School is a function of society – it is established to organizational, legal and economic 

ensure of education and training; 

- The instrumentalization of schools – a tool traditions of culture and education; 

- Canonization in teaching – items are set by the state; 

- Autonomization schools; 

- Abolic school – compensation office; 

- Scientific functions of the school – the school as an object of science; 

- Justification school functions. 

 

Qualifying school function: to convey school competence, skills and knowledge necessary 

to manage the life, it has to prepare an individual for life in society and work. It mediates 

individual´s professional qualifications, namely basic cultural techniques – reading, writing, 

counting, functionalities skills, expertise and extra-functional qualifications (responsibility, 

willingness to work, endurance…). 

 

A selective function of school: school´s aim is to contribute to the distribution of social 

opportunity, it lies in the classification of students based on their school performance and it 

provides authorization (e. g. certificate, diploma) to a certain existence. 

 

A legitimizing function: education is a tool to legitimize various social inequalities and 

their further reproduction. Legitimizing function of school is that it helps especially as school 

life shapes desired relationship to the political system, which allows the reproduction of 

existing structural value of the company, and thus re-establish relations of ruling in the new 

generation. (45) 

 

In 1959 the United Nations adopted the Declaration on the Rights of the Child. Its 

importance lies primarily in the fact that for the first time it was recognized in it that children 

have special needs relating to the care and protection of children and they cannot just 

mechanically apply universal human rights. Its core consists of 10 principles that include such 

basic rights of the child such as: the right to love and understanding, adequate food and 

medical care, free education and play, to protection from abuse, exploitation and torture, the 

right to name and nationality, the specific care in the case of a child with disabilities, right to 

the opportunity to learn, to be a useful member of society and to develop individual skills, 



60 

education in the spirit of peace and universal brotherhood. The Slovak Constitution 

guarantees the citizens the right to education, determines their obligation of schooling, which 

is determined by law for 10 years (45). 

 

 

2.7  The specifications of the image in different type of schools 

Types of educational organizations. In Slovakia, the local school system is created by three 

basic school levels: primary, secondary and tertiary. The structure of the education system is 

determined by the laws and details of the operation of its various components that are 

regulated by Decree of the Ministry of Education of the Slovak Republic. The education 

system is the set of all educational institutions, their functioning and means (including 

legislative) that provide education in the country. The school system is a system of 

institutions of so called formal and informal education, which is managed and administered 

by the Ministry of Education. 

 

Primary schools provide basic education, ensuring the intellect, emotional and sensory-

motor development of pupils in the light of scientific knowledge and in line with the 

principles of patriotism, humanity and democracy. They provide ethical, aesthetic, labor, 

health, physical, ecological and religious education. Primary school is divided into two stages, 

the first is a four-year, the second one is five-year. After the fifth year, pupils can continue in 

attendance in higher grades of elementary school, or to apply for admission to the first year of 

eight-year grammar school. 

 

Secondary schools provide secondary vocational education, general secondary education 

and higher vocational education. They prepare students for the job in the national economy, 

administration, culture, arts and other areas of life (also for university studies). Secondary 

schools educate pupils with the principles of patriotism, humanity and democracy, and in the 

light of scientific knowledge. To prepare them for creative work and professional activity in 

the profession and provide ethical, aesthetic, health, physical, ecological, religious and ethical 

education. Secondary schools are divided into the following types:  

 

Grammar school is a general-education, internally differentiated school that prepares 

students primarily for university studies. It has four to eight years. The first to fourth year of 
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eight-year grammar schools may be established even in elementary school. The successful 

completion of the secondary school leaving exam completes full secondary education. 

 

Secondary vocational school prepares students primarily for performance of specialized 

activities, especially technical-economic, economic, pedagogical, medical, socio-legal, 

administrative, artistic and cultural activities. The study lasts four years. Secondary vocational 

education is completed by taking the school leaving examination. Secondary vocational 

school graduates may continue in higher education. Conservatoire is a specific type of 

secondary vocational school, which prepares students for the singing, music, dance or drama, 

and to study at university. 

 

Vocational school prepares students in two-year and three-year training branches and 

four-year study programs for blue-collar occupations and vocational activities. The study is 

completed with a final examination. In a four-year study program students are trained for the 

performance of some technical-economic activities of operational nature. The study provides 

a complete secondary education, and terminating the leaving examination. Secondary 

vocational school provides students theoretical teaching, practical teaching, resp. extra-

curricular education (30). 

 

In 2001, secondary schools started to be founded by the merger of secondary vocational 

schools and vocational schools with the same or similar curricula. They provide training in 

teaching vocational secondary vocational schools and vocational schools. Secondary schools 

organize post-secondary and post-secondary studies, which enhance learners qualified for the 

job and specialize in the performance of some technical-economic activities of operational 

nature. The study is ended by the school-leaving examination. 

 

Universities are supreme educational, scientific and artistic institutions that have the 

exclusive right to provide higher education. University course lasts 4–6 years, terminating the 

state final examination. Our graduates are accorded to degrees: bachelor degree study 

“Bachelor” (Bc.), The master level degree of “magister” (Mgr.), The engineering study in 

technical, agricultural and economic fields of study “engineer” (Ing.), the study of medicine 

“doctor of medicine” (MD.) and in the veterinary fields of study of “Doctor of Veterinary 

Medicine” (MVDr.).  
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School facilities. School facilities are part of education system, the scope of which is 

oriented mainly to the field of education and interest education. 

 

Unconventional schools are experimental schools. They do not follow the traditional 

school system signs such as a reproductive school with authoritarian position of the teacher, 

a relatively stable organization of lessons, fixed curriculum and curriculum, structure of the 

school year and the school management and educational process. They differ in any essential 

respects from traditional schools, indicate the need for change at the system level, its structure 

and dynamics. They have others: 

• aims, 

• contents, 

• approaches, methods, 

• organization and management of education system, 

• role of a pupil, student, teacher at school. 

 

Each experimental school places much higher demands on the teacher than in a traditional 

school and traditional teaching, for example, in more humane, more emphatic access in 

integrated knowledge, communication and coping with special educational practice. The 

personality of a student is mostly respected in the Montessori school, Waldorf, Rogers, but in 

all alternative places high emphasis is put on children's motivation and building positive 

relationships teacher–pupil (32). 
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3. RESEARCH PROJECT 

3.1 Research problem, research objectives 

The condition for the development of effective marketing strategy model of educational 

institutions is to analyze the image of secondary schools, as well as to compare the image of 

private, state and church schools. Knowing the current state of implementation of marketing 

elements in creating a positive image of schools. Empirical researches focused on the 

application of marketing components for primary and secondary schools. Application of 

elements of creativity, the image of pupils, teachers in schools. 

 

 

3.2 Research tasks and problems  

The role of research was to answer the basic research question: 

1. What is the current image of the educational institutions (notably secondary schools 

and grammar schools) in Slovakia? 

2. Are the elements of marketing in their activities applied more in public high schools or 

private schools? 

3. Do the ways of obtaining potential pupils / students and rules for admission to schools 

differ in different types of educational institutions? 

Based on the current knowledges and experiences we assume, that we have found a 

significant difference in the image (from the perspective of marketing communication) of 

church, private and state schools in Slovakia. 

 

 

3.3 Processing and methods  

1. Using the method of questionnaires for teachers, directors and in addition for 

students we have found out the current status of educational conditions particularly 

focusing on: 

* Qualifications, experience, professional competence of teachers * school programs and 

their creating,* focus of the school – conception, percentage of graduates * succes of 

graduates * School Results /monitoring, grading, etc./,* opportunities for spending the leisure 

time* cooperation of parents and school… 
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1. The method of questionnaire structured interviews with students and teachers  

a) questionnaire for teachers – 60 teachers, 

b) questionnaire for students – 120 students. 

 

 

3.4 Hypotheses 

After deep study of the basic literature we have adopted the following hyphoteses: 

• we assume the image of public schools to be at lower level, than in the private and 

church schools, 

• we assume the private and church schools to be more capable and flexible in adapting 

to the demand of the market.  

 

 

3.5 Sample 

The representative sample has been formed by 3 secondary schools, where 120 pupils have 

been divided into one public, one private and church school and 60 secondary school teachers.  

 

 

3.6 Results and interpretation 

Obtained quantitative data have been analysed statistically, qualitative data qualitatively. 

Consequently the results have been compared by different types of schools and eventually 

been read in accordance with recognized theories and own experiences. Knowledge of current 

requirements – a necessary condition for drawing up effective marketing strategies schools. 

Thanks to my managerial practices I have gained over the years while establishing private 

high school, grammar school, language school, I have realized how important phenomenon is 

to know the oppinion of students as well as parents. If the school wants to be successful, good 

teachers and school location are not enough. Name, brand and logo of schools are axiomatic 

and have to be a part of a school. The name of the founder – in other words school owner, his 

reputation, contacts are huge advantage in success of the school. And it is still not enough to 

be successful in this fierce competition we have. The public still hesitates whether to take the 

opportunity of private schooling or not to experiment and stick into the time-approved public 

schooling.  
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School manager, mostly director respectively owner of the school is to be successful when 

reminding his achievements – students – to the public on daily basis. Yeti t is still not enough. 

It is much easier for parents not to make up anything new and „put“ their child into the school 

they attended. If it was good for the parents themselves, it would be good enough for their 

offsprings. Over the years I have come to the conclusion, that there is one phenomenon in 

public, which has to be included into the overall image of a school and it is called envy, which 

is present and has to be faced up to by every director. Parent usually hold on to the principle, 

that a child attending a public school means less problems and guarantee of graduating. 

Church takes important part in this as it has a big influence on parents and on children 

respectively on schooling even at the expense of quality. There results are published on 

NUCEM.  

 

 

3.7 Conclusion 

After getting through all these steps we have made interpretations and conclusions, that are 

summarize in the third chapter and the conclusion of this work.  

 

 

3.8 Practice recommendations 

I have created a strategy for the educational institution, which includes elements of creativity 

and provides a positive image of the institution in the region. It is not easy to assess why 

parents are careful to make a clear choice and put their child in a private school, they rather 

prefer state schools. We must clearly realize that in small towns there is not such a great 

anonymity, such as in large ones and good, as well as negative publicity is more accessible. In 

state schools they do not pay fees, although the fees are often comparable. Regarding 

religious schools, although a national scale considering their educational and teaching results 

is below, the principles of Christian families are quite noticeable and so more parents 

succumb to the trend. It is seen mainly in villages where there are religious schools. 

The project for the educational institutions for several years has already be given birth to, 

even though it is a young school project, the results are tangible. 

Based on the analysis and evaluation carried out by educational research among school 

students and teachers, we do raise a good future for the level, quality and image of the school 

in particular: 
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To increase the level and quality of the teaching process considering the professional side 

(the training of teachers, enhancing their core competencies and capabilities), modernization 

of the educational process, effective use of illustrative teaching aids and the direct 

introduction of information and communication technologies in teaching, galvanizing and 

motivating students´ learning by developing their basic core competencies. 

To improve mutual relations and communication between students, teachers and parents, 

respect their opinions, early diagnosis and solve all problems openly communicate with them 

about everything what is their inherently touches, give them space to freely express their 

views. 

 

To increase the level and quality of the teaching process considering the professional side 

(training of teachers, enhancing their core competencies and capabilities), modernization of 

the educational process, effective use of illustrative teaching aids and the direct introduction 

of information and communication technologies in teaching, galvanizing and motivating 

students learning by doing to develop their basic core competencies. 

 

To improve mutual relations and communication between students, teachers and parents, 

respect their opinions, early diagnosis and solve all problems by an open communication with 

them about everything what inherently touches them, give them space to freely express their 

views without any bias to obtain them greater confidence and enhanced mutual cooperation, 

improve overall access to students and parents. 

 

To focus on improving care for students at a time outside of the classroom, raise level of 

free-time activities of students, if possible, to expand and diversify the offer free-time 

activities groups and give students space to address what they enjoy, organize classroom 

activities that help to improve relationships between students and teachers. 

 

Not to underestimate the importance of contact between school, parents, inform them in 

time of any educational results, achievements and school attendance, school activities and 

events, continue its efforts more involved in their school life. To ensure the most objective 

assessment of educational outcomes of students under applicable methodological guidelines 

for the assessment and classification of students, follow a coherent evaluation procedure aimed 

at developing basic core competencies of students in all regions of the state and school 
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education programs, to continue the reconstruction of the interior and improving schools to 

improve the general atmosphere in the schools.  

 

To expend efforts on presenting a positive public schools continue to participate in 

community life, the city and help to spread the reputation of the school in order to improve its 

present image. Presentation of the school in the media is an important factor influencing 

popularity of schools.  

 

Table Nr. 1 – The school is nice–ugly: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 10 / 50 0 / 0 2 / 10 
2 10 / 50 0 / 0 0 / 0 
3 0 / 0 4 / 20 4 / 20 

4 0 / 0 8 / 40 8 / 40 
5 0 / 0 4 / 20 3 / 15 

6 0 /0 4 / 20 3 / 15 
7 0 / 0 0 / 0 0 / 0 
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Graph 1: The school is nice–ugly 

 

Graph 1 shows that the school teachers from the private schools consider their school to 

be the most beautiful, as 50 % of the teachers asked gave the score one and a another 50 % 

rated it by 2, which are the best possible assessments for the school. The teachers from the 
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state and church schools rated their schools on average followingly: the public school teachers 

rated their school by the score about 3–6 and the church school teachers rated their school as 

well in the range of 3–6, while only 20 % of the teachers gave the church school 1. In their 

view, the state and church schools have an average appearance. The appearance of the private 

schools is assessed high due to the fact that private schools have their buildings often better 

maintained, or, the buildings are new. State schools already have their years, and as we know, 

state rarely invests in repair and reconstruction of these buildings. School buildings should be 

reconstructed, which is often beyond their financial capabilities. Church schools are doing, 

like public schools, or even worse, because although they have a seat in a school building, 

often, they are not the owners, so the reconstruction can not proceed. 

 

Table Nr. 2 – The school is nice–ugly: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 10 / 25 0 / 0 10 / 25 

2 8 / 20 0 / 0 0 / 0 

3 22 / 55 5 / 12,5 25 / 62,5 

4 0 / 0 23 / 57,5 0 / 0 

5 0 / 0 12 / 30 5 / 12,5 
6 0  /0 0 / 0 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 2: The school is nice–ugly 



69 

Graph 2 shows us that students from private schools see their school as the most beautiful, 

because 55 % of pupils in private schools judged the appearance of their school by3, another 

45 % by 1 and 2 pupils of state schools evaluated the appearance of their school rather as an 

average, as 57.5 % of its students its gave it 4 in its assessment. The pupils rated the church 

schools to be more nice, since 62.5 % of pupils enrolled this question by 3. 

 

Comparing the evaluation of teachers and students, we find that teachers and pupils of 

private schools agreed that the appearance of their school is the most beautiful. It also agreed 

the teachers and students of the state and church schools who rated their schools to be an 

average, evaluation, 3, 4 or 5. In conclusion, we can evaluate that teachers and pupils in the 

various types of schools agreed as well as in the matter of the evaluation of the appearance of 

their school. 

 

Table Nr. 3 – The study is difficult–easy at the school: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 5 / 25 0 / 0 5 / 25 

2 5 / 25 0 / 0 5 / 25 

3 10 / 50 0 / 0 5 / 25 

4 0 / 0 5 / 25 5 / 25 

5 0 / 0 15 / 75 0 / 0 

6 0 / 0 0 / 0 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 3: The study is difficult–easy at the school: Teachers 

 

Graph 3 shows that, according to the teachers of the private schools, a study at their 

school is more difficult, since 55 % of them said so, remaining 45 % chose the value of 1 and 

2 teachers of the state schools considered te study at their school to be more easy, which was 

evaluated by 75 %, marking the rating 5. The teachers of the church schools think that their 

studies at school is rather difficult. It was confirmed by 25 % of the teachers who chose the 

same score 1,2,3 and 4. 

 

Table Nr. 4: The study is difficult–easy at the school: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 0 / 0 0 / 0 0 / 0 
2 5 / 12,5 8 / 20 5 / 12,5 
3 10 / 25 10 / 25 12 / 30 

4 20 / 50 10 / 25 10 / 25 
5 5 / 12,5 10 / 25 13 / 32,5 

6 0 / 0 2 / 5 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 4: The study is difficult–easy at the school: Students 

 

Graph 4 shows us that students of the private schools, public schools, and religious 

schools consider studying at their schools on average in the same way – some of them 

consider it to be easy, some rather difficult. The students of all schools identified in their 

assessment a value of 2 to 5. Rating 4 as the middle value was chosen by the most students 

from the private schools – 50 %, on the other hand, 5 was chosen by students of the religious 

schools – 32.5 % of pupils and students of the state schools chose the same 3,4,5 and 

evaluation in 25 %. 

 

Question Nr. 3: The atmosphere is free–tensed at school 

Table Nr. 5: The atmosphere is free–tensed at school: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 3 / 15 0 / 0 3 / 15 

2 12 / 60 0 / 0 12 / 60 

3 5 / 25 12 / 60 3 / 15 

4 0 / 0 4 / 20 2 / 10 

5 0 / 0 3 / 15 0 / 0 

6 0 / 0 1 / 5 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 5: The atmosphere is free–tensed at school: Teachers 

 

Graph 5 shows that the most positive and free atmosphere at school is in the private and 

church schools, the teachers expressed as follows: 60 % of the teachers of the private schools 

as well as 60 % of the teachers of the religious schools assessed the atmosphere by the value 

of 2. 60 % of the teachers of the state schools chose the rating 3. Other teachers of the state 

schools reacted rather negatively. The atmosphere in the schools often reflects the overall 

functioning of education in Slovakia. If the teachers do not have the support of their superiors 

when faced daily with problems, whether material or spatial, all of this is then reflected in the 

mutual relations as well as on the overall atmosphere at school. 

 

Table Nr. 6: The atmosphere is free–tensed at school: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 20 / 50 0 / 0 20 / 50 

2 12 / 30 0 / 0 12 / 30 
3 6 / 15 20 / 50 0 / 0 

4 0 / 0 18 / 45 0 / 0 
5 2 / 5 2 / 5 8 / 20 
6 0 / 0 0 / 0 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 6: The atmosphere is free–tensed at school: Students 

 

From Graph 6 we can read that the most positive atmosphere, according to the pupils and 

students, is in the private and church schools. 50 % of the pupils in private schools and 50 % 

of the students of the religious schools evaluated the atmosphere in their school by 1. The 

pupils of the state schools gave 50 % rating by 3, which is also still a quite positive view. To 

conclude we assess that the pupils consider the atmosphere at their school highly positive and 

more positive. 

Compared with the teachers, te pupils consider the atmosphere in their schools to be more 

relaxed than their teachers. This assessment is due to the fact that teachers are often faced 

with difficult decisions, solutions of various problems and therefore also their evaluation 

especially with regard to teachers of the state schools differently from their students. 

Table Nr. 7: Educational program is of a good–bad quality: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 10 / 50 8 / 40 0 / 0 

2 8 / 40 4 / 20 10 / 50 

3 2 / 10 5 / 25 5 / 25 

4 0 / 0 3 / 15 2 / 10 

5 0 / 0 0 / 0 3 / 15 

6 0 / 0 0 / 0 0 / 0 
7 0 / 0 0 / 0 0 / 0 
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Graph 7: Educational program is of a good–bad quality: Teachers 

 

Graph 7 shows us how the teachers see and evaluate the education program in their 

school. The education program of the most positive and best quality was considered by the 

teachers from the private schools, where 50 % of the evaluation was noted 1, 40 %, and 10 % 

said 2 and 3. The church schools regarded their educational program to be more of a good 

quality than of the poor quality – 50 % selected rating 2. The teachers from the state schools 

in 40 % opted for trial 1, 20 2 % rating and 25 % rating 3. To conclude, based on our research 

we can note that the teachers consider their educational programs in their schools to be more 

good than poor. 

 

Table Nr. 8: Educational program is of a good–bad quality: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 2 / 5 0 / 0 0 / 0 

2 20 / 50 0 / 0 16 / 40 

3 14 / 35 10 / 25 10 / 25 

4 4 / 10 13 / 32,5 13 / 32,5 

5 0 / 0 12 / 30 0 / 0 

6 0 / 0 4 / 10 1 / 2,5 

7 0 / 0 1 / 2,5 0 / 0 
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Graph 8: Educational program is of a good–bad quality: Students 

 

Graph 8 shows us how the educational program is seen and evaluated in the individual 

schools by the pupils themselves. The best evaluation came from the students of the private 

schools – 50 % opted for 2, the least satisfied with the training program are the students of the 

state schools – they chose the score 3–7, with 32.5 % and 30 % of the students opted for 3, 4 

and 5. The students of the church schools with the educational programs are more satisfied 

than dissatisfied. 40 % of the surveyed students said they valued the quality of 2. 

 

When comparing different responses in individual schools we find that the teachers and 

the pupils of the private schools rarely agreed and designated an educational program of 

a good quality. Equally rare the teachers and students of the religious schools agreed, they 

rated the educational program at their school to be more good than poor. The pupils and 

teachers of the state schools have different opinions on the educational program. While the 

teachers consider it to be good, the pupils are more convinced that it is poor. 
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Table Nr. 9: The level of teaching staff high–low: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 10 / 50 0 / 0 10 / 50 
2 10 / 50 5 / 25 5 / 25 

3 0 / 0 10 / 50 5 / 25 
4 0 / 0 5 / 25 0 / 0 
5 0 / 0 0 / 0 0 / 0 

6 0 / 0 0 / 0 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 9: The level of teaching staff high–low: Teachers 

 

From Graph 9 it is clear that we value teacher´s quality of his/her teaching staff highly. 

50 % of the teachers of the private schools evaluated their teaching staff by 1 and 2. Similarly, 

a high value was added to the teaching of the teaching staff of the church schools – 50 % of 

the respondents identified the teachers by 1 and 25 % rated 2 and 3. The average values of the 

quality of the teaching staff was chosen by the teachers of the state schools – 50 % of the 

teachers chose 3. 
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Table Nr. 10: The level of teaching staff high–low: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 0 / 0 0 / 0 0 / 0 
2 14 / 35 5 / 12,5 4 / 10 

3 26 / 65 10 / 25 10 / 25 
4 0 / 0 15 / 37,5 10 / 25 
5 0 / 0 0 / 0 8 / 20 

6 0 / 0 8 / 20 8 / 20 

7 0 / 0 2 / 5 0 / 0 
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Graph 10: The level of teaching staff high–low: Students 

 

Graph 10 illustrates how the teachers and their pupils/students the quality of individual 

schools. Most of the teachers were appreciated by the students of private schools. The value 1 

was not given by any pupils, but 65 % of the students ofthe private schools rated them 3 and 

35 % chose 2. The students of the state schools are at least satisfied – 37.5 % of the students 

asked rated their teachers with 4. The students of the religious schools chose an average – 

opting score 2 to 6. It is a matter of course that the evaluation of the students is often 

influenced by the relationship of the individual pupil/student to the teacher. We assume that 

the students often did not assess the quality of their teachers, but their personal relations with 

the individual teachers. Comparing the responses of teachers and pupils, we see that the ones 

of the pupils and teachers of the private schools are closest in their responses. The students 
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and teachers of the state and church schools vary more now in their responses, which again 

reflects the interrelationships rather than an unbiased view of the quality of the teaching staff. 

 

Table Nr. 11: The school equipment is modern–old-fashioned: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 5 / 25 3 / 15 2 / 10 

2 5 / 25 5 / 25 3 / 15 

3 10 / 50 10 / 50 7 / 35 

4 0 / 0 0 / 0 5 / 25 

5 0 / 0 2 / 10 1 / 5 
6 0 / 0 0 / 0 2 / 10 

7 0 / 0 0 / 0 0 / 0 
 

0%

10%

20%

30%

40%

50%

60%

hodnotenie 1 hodnotenie 2 hodnotenie 3 hodnotenie 4 hodnotenie 5 hodnotenie 6 hodnotenie 7

private school state school clerical school

 

Graph 11: The school equipment is modern–old-fashioned: Teachers 

 

From Graph 11 we can conclude that mainly the teachers of private schools – 50 % 

evaluated by 3 – are very satisfied the school facilities and considered the modern school 

equipment especially for the and 25 % of selected rating 1 and 2. The state school teachers 

joined them, they evaluated it similarly: equipment – 50 % of the value of 3, 25 % of the 2 

and 15 % by 1. The church schools have less satisfied teachers who have used almost the full 

range of opinions. Most teachers tended to value 3, and 35 % of the teachers, the value 4 

followed, to the value of which 25 % of the teachers inclined. The expression of the teachers 
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is likely to be influenced by the subject that the teachers teach and what resources and 

opportunities they have in the education of students currently in their subject. They often do 

not see how the school is equipped as a whole. 

 

Table Nr. 12: The school equipment is modern–old-fashioned: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 15 / 37,5 10 / 25 0 / 0 

2 15 / 37,5 10 / 25 2 / 5 

3 10 / 25 3 / 7,5 0 / 0 

4 0 / 0 11 / 27,5 10 / 25 

5 0 / 0 4 / 10 24 / 60 

6 0 / 0 2 / 5 0 / 0 
7 0 / 0 0 / 0 4 / 10 
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Graph 12: The school equipment is modern–old-fashioned: Students 

 

Graph 12 shows how the equipment is seen by the pupils/students themselves. The most 

satisfied students were from the private and public schools. The students of the private 

schools expressed their satisfaction on the levels 1 to 3. The pupils of state schools considered 

equipping their schools rather by the quality – 27.5 % of the students chose 4 and 25 % of ther 

students chose the value 1 and 2. 60 % of the students of the religious schools evaluated their 
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school equipment by the value 5, which means that the students are more dissatisfied than 

satisfied. 

When comparing the opinions of the students and teachers, we can say that the private 

schools are the best in amenities. The teachers and students of the religious schools also 

agreed that their schools have insufficient equipment. 

 

Table Nr. 12: School management is effective–ineffective: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 2 / 10 0 / 0 0 / 0 

2 11 / 55 5 / 25 5 / 25 

3 7 / 35 5 / 25 5 / 25 

4 0 / 0 3 / 15 10 / 50 

5 0 / 0 7 / 35 0 / 0 

6 0 / 0 0 / 0 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 13: School management is effective–ineffective: Teachers 

 

Graph 13 shows us what is accepted by teachers in their management, in their activities 

and presence in school. The teachers from the private schools assessed it as a high-

performance management. 55 % of the teachers assigned the management evaluation by 2 and 

the remaining 35 % and 10 % chose 1 to 3. The average was considered by the teachers of the 
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religious schools, who they attributed it as follows: 2–25 %, 3–25 % and 4–50 %. The state 

schools and teachers considered the quality of its management as an average. Unlike the other 

teachers, the most of the teachers tended to 5–50 % in the evaluation. The views of the 

teachers about the school management is often influenced by their personal experiences with 

the school and the teachers are often blinded by their own problems and everyday school 

duties and yet are not able to see what all the school administration must be done, and what 

they all have in charge. 

 

Table Nr. 13: School management is effective–ineffective: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 10 / 25 0 / 0 8 / 20 
2 11 / 27,5 1 / 2,5 10 / 25 
3 10 / 25 10 / 25 11 / 27,5 

4 9 / 22,5 4 / 10 0 / 0 
5 0 / 0 13/32,5 10 / 25 

6 0 / 0 6 / 15 1 / 2,5 

7 0 / 0 6 / 15 0 / 0 
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Graph 14: School management is effective–ineffective: Students 
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Graph 14 evaluates what view of school management students of various types of schools 

have. As the graph shows, students and their views on management are very different and are 

scattered throughout the area of the graph. The students of the private schools allocate their 

assessments about the same score between 1 and 4. The majority, 27.5 % of the students, 

opted for 2. The students of the state schools divided their assessment between 2 and 7. Most 

agreed on the evaluation 5 which was inclined by 32.5 % of the students. The students of the 

church schools are well dispersed throughout the table, in denominations of 1 to 6. Most 

students opted for 3, namely 27.5 % of students. If we compare the values of the teachers and 

students and their views, we need to evaluate that their opinions and views on management 

are different, because the teachers know what to expect from the school management, what it 

should do. 

 

Table Nr. 14: Success of the graduates great–small: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 7 / 35 0 / 0 0 / 0 
2 7 / 35 0 / 0 0 / 0 

3 6 / 30 5 / 25 5 / 25 
4 0 / 0 6 / 30 6 / 30 
5 0 / 0 3 / 15 0 / 0 

6 0 / 0 0 / 0 7 / 35 
7 0 / 0 6 / 30 2 / 10 
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Graph 15: Success of the graduates great–small: Teachers 
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Graph 15 shows us the views pf the teachers about it, what the success of the graduates of 

their schools is. The teachers of the private schools are considered their graduates to be the 

most successful, and assigned them by 35 % of 1 and 2 and 30 % with the value of 3. The 

teachers of the state schools considered their graduates to be more unsuccessful than 

successful. 30 % of them allocated 4, and 7, thereby reducing the value of their graduates. The 

teachers of the church schools also evaluated the success of their graduates as poor. They 

chose a value of 6 in 35 %. 

 

Table Nr. 15: Success of the graduates great–small: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 9/22,5 0/0 0/0 
2 10/25 10/25 10/25 
3 11/27,5 11/27,5 5/12,5 

4 10/25 13/32,5 0/0 
5 0/0 6/15 8/20 

6 0/0 0/0 12/30 

7 0/0 0/0 5/12,5 
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Graph 16: Success of the graduates great–small: Students 

 

Graph 16 evaluates the opinions of the students about their success after graduation. The 

students of the private schools were evaluated the best, namely, they were evaluated with 
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27.5 % in the value of 3, 25 % of the 2, 4 and 22.5 % in value to 1. The average success was 

seen by the students of the state schools because their assessment of the value placed on 2 to 

5. Most students, 32.5 % of its added value for the number 4 and 27.5 % to the value of 3 and 

25 % to the value of the second lowest success of the graduates of the religious schools was 

seen by the students who were divided between their assessment of the value 2–7. Most 

students opted for the value of 7–30 %. The students of the church schools considered their 

options after the graduation of the lowest. 

 

The teachers and students see the possibilities of the graduates about the same. Based on 

the present evaluations the students majoring in private schools are considered the most 

successful. They are followed by the graduates of the public schools and the least successful 

are the graduates of the religious schools in our small research. 

 

Table Nr. 16: Students´ behavior is suitable–unsuitable: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 8 / 40 2 / 10 3 / 15 

2 5 / 25 0 / 0 0 / 0 

3 7 / 35 5 / 25 5 / 25 

4 0 / 0 3 / 15 2 / 10 

5 0 / 0 5 / 25 7 / 35 

6 0 / 0 5 / 25 0 / 0 

7 0 / 0 0 / 0 3 / 15 
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Graph 17: Students´ behavior is suitable–unsuitable: Teachers 

 

Graph 17 showed that the behavior of the students is really different, and everything 

depends on how teachers can deal with students´ behavior and how they can properly regulate 

them. The teachers considered the most appropriate behavior by students of the private 

schools. Its assessment of the value placed on the 1 to 3. 40 % of the teachers chose 1, and 

35 % of teachers chose 3. Other teachers – the public and private schools to their evaluation is 

spread across an area of the graph. The teachers chose the most often the public schools 

scored 3 and 5 to 25 %. Most teachers of the religious schools chose a value of 5 to 35 % to 

evaluate the behavior of their students to be inappropriate. 

 

Table Nr. 17: Students´ behavior is suitable–unsuitable: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 15 / 37,5 10 / 25 10 / 25 

2 20 / 50 11 / 27,5 10 / 25 

3 5 / 12,5 10 / 25 12 / 30 

4 0 / 0 9 / 22,5 5 / 12,5 

5 0 / 0 0 / 0 3 / 7,5 

6 0 / 0 0 / 0 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 18: Students´ behavior is suitable–unsuitable: Students 

 

We can see from Graph 18 that the students of the schools see their behavior rather 

positively and more appropriate than inappropriate. It is difficult to evaluate objectively their 

behavior and their results by the students. Despite of this fact we let the students to express 

the behavior and responses and we evaluated it. All of the students agreed and considered 

their behavior as appropriate, as follows: the students of the private schools in 50 % evaluatde 

their behavior with the value of 2, the students of the state schools divided their answers 

between two values  – 27.5 % and value of 1 and 3 in 25 %. The students of the church 

schools evaluated their behavior mostly with the ratings between 3 in 30 % and evaluation 1 

and 2 in 25 %. 

Comparing the expression of the teachers and students about the behavior of the students, 

we find that the teachers anstudents have different views on behavior. Only the students and 

teachers of the private schools met the same rating in the views on the behavior of students. 

The teachers of the state schools and church schools have a little sharper views about the 

students and consider them to be an average, the behavior of the students of these schools is 

considered as entirely appropriate. 
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Table Nr. 18: Free-time activities wide–narrow: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 10 / 50 6 / 30 5 / 25 
2 7 / 35 4 / 20 3 / 15 

3 3 / 15 3 / 15 6 / 30 
4 0 / 0 4 / 20 4 / 20 
5 0 / 0 1 / 5 1 / 5 

6 0 / 0 2 / 10 1 / 5 

7 0 / 0 0 / 0 0 / 0 
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Graf 19: Free-time activities wide–narrow: Teachers 

 

From Graph 19 we can find out what kind of free-time activities are in different types of 

schools. The teachers of the private schools think that free-time activities that the school 

provides for its students are wide and in 50 % the teachers chose 1, 35 % of the teachers chose 

rating 2. It has been similar by the teachers of the church and state schools, who have 

considered free-time activities as an average since its assessment has been placed on rating 

category 1 to 6. 

The most of the teachers of the state schools opted for a value of 1 to 30 % and 20 % 

choosing an evaluation of 2 and 4. The teachers of the church schools used in most cases 3 in 

30 % and 1 in 25 %. 
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Table Nr. 19: Free-time activities wide–narrow: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 0 / 0 0 / 0 0 / 0 
2 10 / 25 7 / 17,5 5 / 12,5 

3 17 / 42,5 10 / 25 10 / 25 
4 10 / 25 10 / 25 10 / 25 
5 3 / 7,5 7 / 17,5 0 / 0 

6 0 / 0 6 / 15 5 / 12,5 

7 0 / 0 0 / 0 10 / 25 
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Graph 20: Free-time activities wide–narrow: Students 

 

Graph 20 illustrates how their free-time activities see the students themselves. The 

students of the private schools chose most often thre rating from 3 to 42.5 %. We therefore 

can evaluate in terms of free-time activities of the students than the average. The students of 

the state schools see their free-time activities as an average because of the assessment review 

chose 3 and 4 to 25 %. The students of the church schools see their free-time opportunities 

similarly and students who have decided in the same way and have chosen 3 and 4 in 25 %. 

The graph clearly shows that the students saw their possibilities of free-time activities almost 

the same. 

The teachers and students have slightly different opinions of free-time activities. While 

the private schools teachers think that their opportunities for free-time activities are already 
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exhausted for their students, the students think that each school still has a lot to offer in this 

area. 

 

Table Nr. 20: Cooperation of parents with school activ–passiv: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 5 / 25 0 / 0 0 / 0 

2 3 / 15 0 / 0 0 / 0 

3 0 / 0 2 / 10 0 / 0 

4 8 / 40 8 / 40 0 / 0 

5 0 / 0 7 / 35 7 / 35 
6 0 / 0 3 / 15 9 / 45 

7 4 / 20 0 / 0 4 / 20 
 

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

hodnotenie 1 hodnotenie 2 hodnotenie 3 hodnotenie 4 hodnotenie 5 hodnotenie 6 hodnotenie 7

private school state school clerical school

 

Graph 21: Cooperation of parents with school activ–passiv: Teachers 

 

Graph 21 shows us the cooperation of parents with the school. The private schools think 

that the cooperation is average. 40 % of the teachers chose rating of 4, which is the middle 

option. The high variance is probably due to the fact that each class in the school has 

a different work with the parents and if this situation is averaged, the teachers can choose the 

center. The teachers of the state schools see the collaboration with parents as an average. Most 

chose rating of 4, in 40 %. Other teachers have chosen score 5 or 6, and in 35 % and 15 %. 
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The worst cooperation is in the church schools. The teachers chose rating 6, it has made 45 % 

of teachers. Rating 5 has been chosen by 35 % of surveyed teachers of the church schools. 

 

Table Nr. 22: Presentation of school in public is good–bad: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 7 / 35 3 / 15 5 / 25 

2 0 / 0 5 / 25 5 / 25 

3 9 / 45 6 / 30 5 / 25 

4 0 / 0 5 / 25 5 / 25 

5 4 / 20 1 / 5 0 / 0 
6 0 / 0 0 / 0 0 / 0 

7 0 / 0 0 / 0 0 / 0 
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Graph 22: Presentation of school in public is good–bad: Teachers 

 

Graph 22 shows us how the teachers see the presentation of their school. As our graph 

shows, all teachers, whether from the private, state or church schools see their presentation to 

the public on average. The presentation is not the worst but not the best. All are aware of the 

fact that each school has often presented certain provisions to the public that are required. The 

private schools have been rated in presenting by a top value of 3, in 45 %. The state schools 

have also been rated similarly – by the value of 3, 30 %. The church schools rarely agreed, 
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and chose a score 1–4 in the value of 25 %. The graph shows that each school needs to 

improve and increase credit to its position before the public.  

 

Table Nr. 23: Presentation of school in public is good–bad: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 17 / 42,5 5 / 12,5 5 / 12,5 

2 13 / 32,5 2 / 5 0 / 0 

3 10 / 25 11 / 27,5 10 / 25 

4 0 / 0 12 / 30 12 / 30 

5 0 / 0 10 / 25 3 / 7,5 
6 0 / 0 0 / 0 10 / 25 

7 0 / 0 0/0 0 / 0 
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Graf 23: Presentation of school in public is good–bad: Students 

 

The view of the students at the presentation in the state schools is already partially worse. 

It is shown to us in Graph 23 Only the students from the private schools are satisfied with the 

presentation of their schol, who consider the presentation of their school as very good, as the 

graph points. Rating 1 was chosen by 42.5 % of the respondents rating 2 students and chose 

32.5 % of the students. An average presentation was chosen by the state school students who 

opted for rating 4 in 30 % and the evaluation 2 was chosen in 27.5 %. The students of the 

church schools thought the presentation of their school is the worst. The students of these 
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schools chosen most often score 4–30 % and evaluation of 3 and 6 in 25 % of the students of 

the church schools. 

 

For comparison, the views of the teachers and students to present their school to the 

public, students at their school are more strict and adopted by presenting to a greater extent. 

But the improvement is expected mainly by the school management and the teachers. They do 

not know that this presentation could also be taken into their own hands and thus to increase 

their credit to the state schools. 

 

Table Nr. 24: Cooperation with local authorities is stable–variable: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 5 / 25 3 / 15 2 / 10 
2 10 / 50 10 / 50 1 / 5 

3 5 / 25 3 / 15 2 / 10 
4 0 / 0 4 / 20 1 / 5 

5 0 / 0 0 / 0 5 / 10 
6 0 / 0 0 / 0 3 / 15 

7 0 / 0 0 / 0 7 / 35 
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Graph 24: Cooperation with local authorities is stable–variable: Teachers 
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Cooperation with local authorities is, according to the private schools, permanent and 

regular. I tis shown in the Graph 24. 50 % of surveyed teachers of the private schools have 

expressed their opinion by a value 2 and 25 % by rating 1 and 3. From this we can evaluate 

that the teachers see the cooperation as of very good quality and stable. Similarly, this 

cooperation is perceived by the teachers and state schools who are in the 50 % decided 2. The 

teachers of the church schools see cooperation as variable, with an evaluation of 7 in 35 %. 

 

Table Nr. 25: Cooperation with local authorities is stable–variable: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 5 / 12,5 0 / 0 0 / 0 

2 7 / 17,5 9 / 22,5 0 / 0 

3 10 / 25 7 / 17,5 5 / 12,5 

4 12 / 30 14 / 35 11 / 27,5 

5 6 / 15 5 / 12,5 15 / 37,5 

6 0 / 0 5 / 12,5 9 / 22,5 

7 0 / 0 0 / 0 0 / 0 
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Graf 25: Cooperation with local authorities is stable–variable: Students 

 

On the question of cooperation with the local authorities the students of particular schools 

have expressed their opinions. It is shown in the Graph 25. In the graph it is significant that 

the students did not manage to express their opinions uniformly and probably just argued and 
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determined their evaluation. The students of the church schools expressed their opinion very 

strongly, with an evaluation of 5 in 37.5 %. The students of the state schools opted for a rating 

of 4, the average, in 35 %. The students of the private schools scattered their answers in the 

evaluations of 1 to 5. Most opted for assessment 4–30 %. However, the students could not 

express properly on a given issue, since this issue does not fall within their centers of interest. 

The replies of the teachers and students to this question is, again, different. The teachers have 

a better view in this area and students are oriented in this area only very marginally, so the 

answers of the students should be taken with a large margin. 

 

Table Nr. 26: Partner and international relations are strong–weak: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 3 / 15 1 / 5 1 / 5 
2 7 / 35 7 / 35 1 / 5 

3 5 / 25 2 / 10 5 / 25 
4 0 / 0 4 / 20 4 / 20 

5 5 / 25 3 / 15 2 / 10 
6 0 / 0 3 / 15 1 / 5 

7 0 / 0 0 / 0 6 / 30 
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Graph 26: Partner and international relations are strong–weak: Teachers 
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Graph 26 shows us that the views of the international relations from the perspective of 

school teachers are very scattered and indecisive. While some teachers think they are strong, 

other teachers tend to believe that they are very weak. The most skeptical are the church 

school teachers, who evaluated their opinion with the evaluation of 7 in 30 %. On the 

contrary, 25 % of the teachers of the same school decided for the assessment 3. The private 

and state schools are doing better in the partnership and international relations, because their 

teachers chose for the evaluation and assessment 2 identically in 35 %. Other teachers chose 

assessment 3, 4, 5. 

 

Table Nr. 27: Partner and international relations are strong–weak: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 0 / 0 0 / 0 0 / 0 
2 1 / 2,5 10 / 25 10 / 25 

3 7 / 17,5 7 / 17,5 0 / 0 
4 17 / 42,5 10 / 25 10 / 25 

5 3 / 7,5 0 / 0 10 / 25 
6 5 / 12,5 5 / 12,5 5 / 12,5 

7 7 / 17,5 8 / 20 5 / 12,5 
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Graph 27: Partner and international relations are strong–weak: Students 
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The students have in this area, partly different views than their teachers. Graph 27 shows 

it. The students think that partnership and international relations are on average strong to 

weak. Most private school students are decisive, in 42.5 % they agreed in evaluation 4. The 

students ofthe state schools divide their views in score 2 and 4, in 25 %. The students of the 

church schools chose evaluations 2.4 and 5 identically (in 25 %). 

 

Table Nr. 28: Innovation of educational program is fast–slow: Teachers 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1  3 / 15 1 / 5 1 / 5 

2 0 / 0 0 / 0 0 / 0 

3 7 / 35 4 / 20 4 / 20 

4 10 / 50 5 / 25 5 / 25 

5 0 / 0 6 / 30 6 / 30 

6 0 / 0 4 / 20 4 / 20 

7 0 / 0 0 / 0 0 / 0 
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Graph 28: Innovation of educational program is fast–slow: Teachers 

 

Graph 28 shows how the teachers view innovation of educational program. According to 

the teachers of the private schools is innovation average – 50 % of the teachers chose rating of 

4 and 35 % of the teachers chose rating 3. Labeled innovation as slow, the teachers of the 

church schools chose rating 4, 5, 6,  namely: evaluation of 5–30 %, evaluation of 4–25 % and 
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6–20 %. The teachers of the state schools think that innovation of educational program is 

rather average than slow. The teachers chose 5 in 30 % and rating of 4 in 25 %. Overall, we 

assess that the teachers consider innovation of educational program rather slow and would 

adopt improving of its speed and quality. 

 

Table Nr. 29: Innovation of educational program is fast–slow: Students 

 Private schools 
number / % 

State schools 
number / % 

Church schools 
number / % 

1 7 / 17,5 0 / 0 0 / 0 

2 13 / 32,5 5 / 12,5 7 / 17,5 

3 10 / 25 12 / 30 12 / 30 

4 10 / 25 7 / 17,5 5 / 12,5 

5 0 / 0 7 / 17,5 9 / 22,5 

6 0 / 0 9 / 22,5 5 / 12,5 

7 0 / 0 0 / 0 2 / 5 
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Graph 29: Innovation of educational program is fast–slow: Students 

 

Graph 29 evaluated the views of the students on innovation of educational program. The 

answers of the students are scattered over the entire surface of the graph. From their 

responses, it is clear that they have an overview of the educational program and its innovation. 

The students of the private schools have said that innovation takes place quickly, which was 

confirmed in 32.5 %, by the evaluation 2 in 25 %, in ratings between 3 and 4 in 17.5 %, there 
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was evaluation 1. In this section, the students of the private schools were most optimistic. The 

students of the state schools were more cautious in their statements and elected 3 and 6, as 

follows: 30 % opted for 3 and 22.5 % 6. The students of the church schools opted for 

assessment 3, it represented 30% of the students. The assessment 5–22 was chosen by 5 % of 

the students surveyed. 

The teachers and students had approximately the same opinion on the issue of innovation 

of the educational program. Innovation takes place, according to their average opinion, 

slowly. The teachers would certainly welcome more flexible innovation. The students are 

often very anaware of that part of education, because they rely on their teachers, who, they 

thought, would be decided on the educational process. 

 

 

3.9 The analysis of the current state and application of the creativity in 

educational institutions in selected schools  

A very important and crucial factor is the fact that there are not enough books at schools at the 

beginning of the school year, which adversely affects the teaching and learning process. 

Teachers need to devote a lot of time copying of textbooks and the quality is surely not added. 

If we take occupancy in comparison with the salaries, and the quality of the educational 

process, it is low. To be a good manager, it means to pay teachers sufficiently, and learn from 

textbooks that are not there, it is often a miracle in practice, impossible to dream about. 

 

Table Nr. 30: Steps of the decision-making process and specific examples 

Identification and specification of the 
problem 

Poor location in the annual publication of qualitative 
alignment schools of SK. 

Determination of all  
alternative solutions 

Adoption of new teachers. 
Increasing expectations of students in the admission 
procedure. 
Recasting evaluation system. 
Increase the intensity of high-quality activities. 

Reassessment of potential risk factors Unnecessary costs without results. 
Overloading staff. 
The decline of interest in school because of heightened 
expectations. 
The funds collected from other projects. 

Evaluation of alternative solutions Consideration of persons of new teachers. 
Preliminary draft new rules of entrance examinations. 
An attempt to recast valuation based on experiences of 
the teachers. 
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Selection of appropriate alternatives Adoption of new teachers. 
Increase the intensity of performance quality. 

Implementation of the decision Contacting and adoption of teachers whose experience, 
education and experience appropriate to the nature of 
the school. 
Adoption of ideas, contacting partners and ensure 
funds for the expansion of quality activities. 

Monitoring and evaluation Continuous monitoring of the quality of teaching. 
Evaluation of the results of qualitative sorting nearest 
schools in Slovakia. 

 

The objective of the empirical research about creativity is necessary to assess the degree 

of knowledge of students and teachers on the development of creativity, their attitudes to 

creativity and perception of barriers in the implementation of creativity in teaching and 

learning processes for those grammar schools and secondary schools in the district of Levice. 

 

 

3.10 The problems and tasks of the research creativity 

To identify, describe and interpret the subjective importance of creativity for the individual in 

such way that student and teacher has a subjective meaning. To find out whether the teachers 

as well as students would participate in research training, or training in creativity. To identify 

barriers of creativity among students and teachers. The questionnaire was distributed at the 

two high schools and two grammar schools in the district of Levice. 185 students of third and 

fourth grades of the schools participated in the research, namely, 100 students from secondary 

schools and 85 students from secondary schools and 35 teachers including 16 teachers from 

grammar schools and 19 from secondary schools. 

 

 

3.11 The partial objectives and hypotheses 

Students: 

PO1 To find out if boys know more about creativity compared to girls. 

PO2 To find out whether grammar schools in the development of creativity devote more time 

than in secondary schools. 

PO3 To find out whether the students from the grammar schools will have (significantly) 

a higher number of correct answers in the research compared with the students of the 

secondary vocational schools. 
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PO4. To find out whether the students from the grammar schools are more interested in 

creativity as the students from the secondary vocational schools. 

 

Teachers: 

PO5. To find out whether there is a statistical correlation between attributing importance of 

creativity in school and participate in the training of creativity. 

PO6. To find out whether there is a statistical correlation between feelings of being creative in 

everyday activities and being creative personalities. 

PO7. To find out whether there is a statistical relationship between assessing whether you are 

creative personalities and creative participation in the training. 

 

Students: 

H1 We assume that boys know more about creativity compared to girls. 

H2. We assume that at grammar schools there is a higher devotion to the development of 

creativity than in secondary schools. 

H3. Students of grammar schools will have (significantly) a higher number of correct answers 

in research compared with students of secondary vocational schools. 

H4. We assume that the students of grammar schools are more interested in creativity as the 

students from secondary vocational schools. 

 

Teachers: 

H1. We assume that there is a statistical relationship between attributing importance 

ofcreativity in school and participate in the training of creativity. 

H2. We assume that there is a statistical correlation between feelings of being creative in 

everyday activities and being creative personalities. 

H3. We assume that there is a statistical relationship between the assessment of whether you 

are creative personalities and creative participation in the training. 

 

 

3.12 The methodology of the research 

a) The sample of the schools: 

Businnes Academy Ul. Kálmána Kittenbergera 2, Levice. 

SPŠ Levice F. Herdu 25. 
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Andrej-Vrábel-Grammar school, Mierová 5, Levice. 

Private grammar school T.Smaragd, Perecká 40, Levice. 

 

b) Methods: 

In our research, we decided to use the questionnaire method. Since this is a guideline 

to students and teachers on creativity, it is an appropriate questionnaire research tool. The 

questionnaire consists of questions with a dichotomous answer yes / no, agree / disagree… 

 

c) Procedure: 

I gave out questionnaires to the teachers and students who responded to twenty-nine 

questions. Not all the questionnaires were returned completed. Some of the questions in 

the questionnaire were also blank. Replies to the questionnaire were processed into tables 

and graphs. Return of the relevant questionnaires was 92 %, namely, 35 teachers and 185 

secondary school students. 

 

 

3.13 The interferential statistics  

Basic information 

• Inferential statistics allows us to verify the relationships defined in the hypothesis 

based on statistical coefficients and indicators. V prvom rade pre existenciu 

štatistického vzťahu sme použili hodnotu chi-kvadrát.  

• Firstly, for the existence of a statistical relationship, we used chi-square value. If the 

value of by us calculated chi square is higher than the critical value of statistical tables 

to look up depending on the degree of freedom then there is a statistical dependence. 

However, this figure does not indicate the mutual strength between variables. 

• The second step is finding strength of interdependence. This force will be 

acknowledged by a contingency factor. If the coefficient of contingency takes the 

value 0-0, 299, the power is weak, the value of 0.300 to 0.499 is interpreted as 

moderately strong dependence and higher value of 0,500 is interpreted as a strong 

statistical dependence. 

• The third step is the value of significance, the ideal value is 0.000, for critical 

significance 0.5 it is 0.005. 
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Table Nr. 31: Gender versus – Creative idea is each new and unusual one: students 

 Creative idea is each new and unusual one Total 

I disagree I agree 

gender 
a girl 51 36 87 

a boy 0 98 98 

Total 51 134 185 

 

 

Graph 30: Gender versus – Creative idea is each new and unusual one 

 

Table Nr. 32: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 79,313a 1 0,000   

Continuity Correctionb 76,404 1 0,000   

Contingency 

Coefficient 
0,548   

  

Fisher's Exact Test    0,004 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated chi square value is 79, 313, the critical value depending on df = 1 was 

3.84, which means that there is a statistical significance. 

• Contingency coefficient takes the value of 0.548, which is interpreted as a strong 

degree of statistical dependence. 
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• The significance is 0.000 which means that our findings apply 95% probability, which 

means that is the significance level of 0.5.  

• In addition, we underwent further analysis appropriate in this case Fišer´s test that 

confirmed its value statistical dependence. 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that each new creative, unusual idea. Answer 

is evident that boys increasingly acknowledging the unusual new idea as creative than 

girls. 

 

Table Nr. 33: Gender versus – Creative idea is each applicable one 

 Creative idea is each applicable one Total 

I disagree I agree 

gender 
a girl 20 67 87 

a boy 0 98 98 

Total 20 165 185 

 

 

Graph 31: Gender versus – Creative idea is each applicable one 
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Table Nr. 34: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 25,259a 1 0,000   

Continuity Correctionb 22,932 1 0,000   

Contingency 

Coefficient 
0,347   

  

Fisher's Exact Test    0,000 0,000 
N of Valid Cases 0,185     

 

Interpretation: 

• The calculated chi square value is 25, the critical value of 259 based on df = 1 was 

3.84, which means that there is a statistical significance.  

• Koefient contingency takes the value of 0.347, which is interpreted as a strong degree 

of statistical dependence. 

• The significance is 0.000 which means that our findings apply 95% probability, that is 

the significance level of 0.5.  

• In addition, we underwent further analysis appropriate in this case Fišer´s test that 

confirmed its value statistical dependence. 

•  

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that each new creative, unusual idea. In the 

answer it is evident that boys increasingly acknowledge the unusual new idea as 

creative more often than girls. 

 

Table Nr. 35: Gender versus – Creative is each idea from which there is a benefit 

 Creative is each idea from which there is a 

benefit 

Total 

I disagree I agree 

gender 
a girl 1 86 87 

a boy  0 98 98 

Total 1 184 185 
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Graph 32: Gender versus – Creative is each idea from which there is a benefit 

 

Table Nr. 36: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 1,133a 1 0,287   

Continuity Correctionb 0,004 1 0,952   

Contingency 

Coefficient 
0,078   

  

Fisher's Exact Test    0,470 0,470 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 1.113, the critical value depending on df = 1 is 

3.84, which means that there is no statistical dependence  

• Contingency coefficient takes the value of 0.078, which is interpreted as a weak 

degree of statistical dependence 

• The significance is 0.078, which means that our findings apply of 95% probability, 

which means the level of significance is 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is no statistically significant 

correlation between gender and the idea that creative idea is such of which there is 

a benefit. It is evident from the answer that the boys and girls in the same proportion 

agree with the postulates that the creative idea is the idea of which there is 

a benefit. 

 

Table Nr. 37: Gender versus – The idea is creative only if it is new, applicable and useful  

 The idea is creative only if it is new, applicable 
and useful 

 

Total 

I disagree I agree 

gender 
a girl 31 56 87 

a boy 0 98 98 

Total 31 154 185 

 

 

Graph 33: Gender versus – The idea is creative only if it is new, applicable and useful 
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Table Nr. 38: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 41,949a 1 0,000   

Continuity Correctionb 39,433 1 0,000   

Contingency 

Coefficient 
0,430   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated chi square value is 41,949, the critical values depending on df = 1 was 

3.84, which means that there is a statistical significance 

• Contingency coefficient takes the value of 0.430, which is interpreted as a moderate 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, which 

means that the level of significance is 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that creative is the idea of which there is 

a benefit. It is evident from the answer that boys statistically significantly agree with 

the hypothesis that creative is the idea that is new and useful, helpful 

 

Table Nr. 39: Gender versus – Creativity can be found in each human being 

 Creativity can be found in each human being 

 
Total 

I disagree I agree 

Gender 
a girl 62 25 87 

a boy 0 98 98 

Total 62 123 185 
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Graf 34: Gender versus – Creativity can be found in each human being 

 

Table Nr. 40: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 105,043a 1 0,000   

Continuity Correctionb 101,869 1 0,000   

Contingency 

Coefficient 
0,602   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-squared is 105, 043 critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.602, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, which 

means that the level of significance is 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that creativity can be found in every person. 

Answer is evident that the boys and girls in the same proportion agree with the 

hypothesis that creativity can be found in every person 

 

Table Nr. 41: Gender versus – Ordinary people can rarely be creative 

 Ordinary people can rarely be creative Total 

I disagree I agree 

Gender 
a girl 74 13 87 

a boy 0 98 98 

Total 74 111 185 

 

 

Graph 35: Gender versus – Ordinary people can rarely be creative 

 

Table Nr. 42: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 138,927a 1 0,000   

Continuity Correctionb 135,406 1 0,000   

Contingency 

Coefficient 
0,655   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     
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Interpretation: 

• The calculated value of chi-squared is 138, 927 critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.655, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that ordinary people can be rarely creative. 

From the answer it is evident that the boys and girls in the same proportion agree with 

the hypothesis that ordinary people can rarely be creative 

 

Table Nr. 43: Gender versus – Creativity can be found in only a small group of 

outstanding people 

 Creativity can be found in only a small group of 

outstanding people 

Total 

I disagree I agree 

gender 
a girl 62 25 87 

a boy 0 98 98 

Total 62 123 185 
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Graph 36: Gender versus – Creativity can be found in only a small group of outstanding 

people 

 

Table Nr. 44: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 105,043a 1 ,000   

Continuity Correctionb 101,869 1 ,000   

Contingency 

Coefficient 
,602   

  

Fisher's Exact Test    ,000 ,000 

N of Valid Cases 185     

 

Interpretation: 

• The calculated value of chi-squared is 105, 043 critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.602, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that ordinary people can be rarely creative. 

Answer is evident that the boys and girls in the same proportion agree with the 

hypothesis that ordinary people can rarely be creative 

 

Table Nr. 45: Gender versus – Creativity is reserved only for people with above-average 

skills 

 Creativity is reserved only for people with above-

average skills 

Total 

I disagree I agree 

Gender 
a girl 9 78 87 

a boy 0 98 98 

Total 9 176 185 

 

 

Graph 37: Gender versus – Creativity is reserved only for people with above-average 

skills 
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Table Nr. 46: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 10,656a 1 0,001   

Continuity Correctionb 8,538 1 0,003   

Contingency 

Coefficient 
0,233   

  

Fisher's Exact Test    0,001 0,001 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-squared is 10, 656 critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.233, which is interpreted as a weak 

degree of statistical dependence 

• Significancy is 0.001 which means that our findings apply 95% probability, that is, the 

level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is no statistically significant 

correlation between gender and the idea that creativity is reserved only for people with 

above-average skills. Answer is evident that the boys and girls in the same proportion 

agree with the hypothesis that creativity is reserved only for people with above-

average skills. 

 

Table Nr. 47: Gender versus – Majority of people have creative ides, almost every day  

 Majority of people have creative ides, almost 

every day 

Total 

I disagree I agree 

gender 
a girl 76 11 87 

a boy 0 98 98 

Total 76 109 185 
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Graph 38: Majority of people have creative ides, almost every day 

 

Table Nr. 48: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 145,300a 1 0,000   

Continuity Correctionb 141,713 1 0,000   

Contingency 

Coefficient 
0,663   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 145.300, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.663, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is no statistically significant 

correlation between gender and the idea that creative ideas most people have almost 

every day. Answer is evident that the boys and girls in the same proportion agree with 

the hypothesis that creative ideas most people have almost every day 

 

Table Nr. 49: Gender versus – Only talented people can be creative, talented and 

ingenious 

 Only talented people can be creative, talented and 

ingenious 

Total 

I disagree I agree 

gender 
a girl 87 0 87 

a boy 0 98 98 

Total 87 98 185 

 

 

Graph 39: Gender versus – Only talented people can be creative, talented and ingenious 
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Table Nr. 50: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 185,000a 1 0,000   

Continuity Correctionb 181,008 1 0,000   

Contingency 

Coefficient 
0,707   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-squared is 185,000, a critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.707, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that only talented people can be creative, 

talented and brilliant. Answer is evident that the boys and girls in the same proportion 

agree with the hypothesis that only talented people can be creative, talented and 

ingenious. 

 

Table Nr. 51: Gender versus – Children can be creative too 

 Children can be creative too Total 

I disagree I agree 

gender 
a girl 62 25 87 

a boy 0 98 98 

Total 62 123 185 
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Graph 40: Gender versus – Children can be creative too 

 

Table Nr. 52: Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 105,043a 1 0,000   

Continuity 

Correctionb 
101,869 1 0,000 

  

Contingency 

Coefficient 
0,602   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 105.043, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.602, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that children can be creative too. From the 

answer it is evident that the boys and girls in the same proportion agree with the 

hypothesis that children can be creative too. 

 

Table Nr. 53: Gender versus – Fools can be creative too 

 Fools can be creative too Total 

I disagree I agree 

gender 
a girl 87 0 87 

a boy 85 13 98 

Total 172 13 185 

 

 

Graf 41: Gender versus – Fools can be creative too 
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Table Nr. 54: Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 12,413a 1 0,000   

Continuity 

Correctionb 
10,466 1 0,001 

  

Contingency 

Coefficient 
0,251   

  

Fisher's Exact Test    0,400 0,000 
N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 12,413, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.251, which is interpreted as a weak 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is no statistically significant 

correlation between gender and the idea that fools are creative too. From the answer it 

is evident that the boys and girls in the same proportion agree with the hypothesis that 

fools can be creative and for questionable statistical values it would be appropriate to 

subject this relationship for further analysis.  

 

Table Nr. 55: Gender versus – Less intelligent student cannot be creative 

 Less intelligent student cannot be creative Total 

I disagree I agree 

gender 
a girl 87 0 87 

a boy 82 16 98 

Total 169 16 185 
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Graph 42: Gender versus – Less intelligent student cannot be creative 

 

Table Nr. 56: Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 15,549a 1 0,000   

Continuity 

Correctionb 
13,551 1 0,000 

  

Contingency 

Coefficient 
0,278   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 15,549, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.278, which is interpreted as a weak 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that a less intelligent can not be creative. 

From the answer it is evident that the boys and girls in the same proportion agree with 

the postulate that a less intelligent can not be creative to questionable statistical values 

it would be appropriate to subject this relationship further analyzes 

 

Table Nr. 57: Gender versus – Creativity is applicable only in the arts 

 Creativity is applicable only in the arts 
 

Total 

I disagree I agree 

gender 
a girl 87 0 87 

a boy 66 32 98 

Total 153 32 185 

 

 

Graph 43: Gender versus – Creativity is applicable only in the arts 
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Table Nr. 58: Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 34,350a 1 0,000   

Continuity 

Correctionb 
32,105 1 0,000 

  

Contingency 

Coefficient 
0,396   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 34,350, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.396, which is interpreted as the average 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that creativity is applied only in the arts. From 

the answer it is evident that the boys and girls in the same proportion agree with the 

hypothesis that creativity is applied only in the arts. 

 

Table Nr. 59: Gender versus – Creativity is applicable only in science, technology 

 Creativity is applicable only in science, 

technology 

Total 

I disagree I agree 

gender 
a girl 87 0 87 

a boy 55 43 98 

Total 142 43 185 
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Graph 44: Gender versus – Creativity is applicable only in science, technology 

 

Table Nr. 60: Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 49,733a 1 0,000   

Continuity 

Correctionb 
47,304 1 0,000 

  

Contingency 

Coefficient 
0,460   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 49,733, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.460, which is interpreted as the average 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that creativity is applied only in science, 

technology. Answer is evident that the boys and girls in the same proportion agree 

with the hypothesis that creativity is applied only in science, technology.  

 

Table Nr. 61: Gender versus – Creativity can be applied everywhere, normally in 

everyday life and in every work 

 Creativity can be applied everywhere, normally in 

everyday life and in every work 

Total 

I disagree I agree 

gender 
a girl 31 56 87 

a boy 0 98 98 

Total 31 154 185 

 

 

Graph 45: Gender versus – Creativity can be applied everywhere, normally in everyday 

life and in every work 
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Table Nr. 62: Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 41,949a 1 0,000   

Continuity 

Correctionb 
39,433 1 0,000 

  

Contingency 

Coefficient 
0,430   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 41,949, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.430, which is interpreted as the average 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that creativity can be applied everywhere, 

normally in everyday life and in every job. Answer is evident that the boys and girls in 

the same proportion agree with the hypothesis that creativity can be applied 

everywhere, normally in everyday life and in every job.  
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Table Nr. 63: Gender versus We can be creative only once in a while, rather rarely, only 

when we have an inspiration 

 We can be creative only once in a while, rather 

rarely, only when we have an inspiration 

Total 

I disagree I agree 

gender 
a girl 87 0 87 

a boy 0 98 98 

Total 87 98 185 

 

 

Graph 46: Gender versus We can be creative only once in a while, rather rarely, only 

when we have an inspiration 

 

Table Nr. 64: Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 185,000a 1 0000   

Continuity 

Correctionb 
181,008 1 0,000 

  

Contingency 

Coefficient 
0,707   

  

Fisher's Exact Test    0,000 0,000 
N of Valid Cases 0,185     
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Interpretation: 

• The calculated value of chi-squared is 185,000, a critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.707, which is interpreted as the average 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that we can be creative only once in a while, 

rather rarely, only when we have an inspiration. From the answer it is evident that the 

boys and girls in the same proportion agree with the hypothesis that we can be creative 

only once in a while, more rarely, only when we have an inspiration. 

 

Table Nr. 65: Gender versus – Creativity can be trained, enhanced 

 Creativity can be trained, enhanced Total 

I disagree I agree 

gender 
a girl 87 0 87 

a boy 11 87 98 

Total 98 87 185 
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Graph 47: Gender versus – Creativity can be trained, enhanced 

 

Table Nr. 66: Chi-Square Tests 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 145,800a 1 0,000   

Continuity 

Correctionb 
142,258 1 0,000 

  

Contingency 

Coefficient 
0,664   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-squared is 145,800, a critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.664, which is interpreted as the average 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that creativity can be trained, enhanced. 

Answer is evident that the boys and girls in the same proportion agree with the 

hypothesis that creativity that creativity can be trained, enhanced. 

 

Table Nr. 67: Gender versus – Creativity has value even if one creates for himself 

 Creativity has value even if one creates for 

himself 

Total 

I disagree I agree 

gender 
a girl 62 25 87 

a boy 0 98 98 

Total 62 123 185 

 

 

Graph 48: Gender versus – Creativity has value even if one creates for himself 
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Table Nr. 68: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 105,043a 1 0,000   

Continuity Correctionb 101,869 1 0,000   

Contingency 

Coefficient 
0,602   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 105.043, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.602, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that creativity has value even if one creates 

for himself. Answer is evident that the boys and girls in the same proportion agree 

with the hypothesis that creativity has value even if one creates for himself. 

 

Table Nr. 69: Gender versus – Creativity has value only when it is of benefit to society, 

of others 

 Creativity has value only when it is of benefit to 

society, others 

Total 

I disagree I agree 

gender 
a girl 87 0 87 

a boy 22 76 98 

Total 109 76 185 
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Graph 49: Gender versus – Creativity has value only when it is of benefit to society, 

others 

 

Table Nr. 70: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 114,512a 1 0,000   

Continuity Correctionb 111,331 1 0,000   

Contingency 

Coefficient 
0,618   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 114.512, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.618, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

 



132 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that creativity has value only when it is of 

benefi for the company of others. It is evident from the answer that the boys and girls 

in the same proportion agree with the hypothesis that creativity has value only when it 

is of benefit for the company, others 

 

Table Nr. 71: Gender versus – According to your assessment, you are creative 

personality 

 According to your assessment, you are creative 

personality 

Total 

yes no 

gender 
a girl 0 87 87 

a boy 32 66 98 

Total 32 153 185 

 

 

Graph 50: Gender versus – According to your assessment, you are creative personality 
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Table Nr. 72: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 34,350a 1 0,000   

Continuity Correctionb 32,105 1 0,000   

Contingency 

Coefficient 
0,396   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 34,350, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.396, which is interpreted as a moderate 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that according to its assessment, you are 

creative personality. From the answer it is evident that the boys and girls in the same 

proportion agree with the postulate that, under its sole discretion, you are creative 

personality. 

 

Table Nr. 73: Gender versus – What significance you add to creativity in school, society 

 What significance you add to creativity in school, society Total 

rather small very high high none 

gender 
a girl 62 0 22 3 87 

a boy 0 66 32 0 98 

Total 62 66 54 3 185 
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Graph 51: Gender versus – What significance you add to creativity in school, society 

 

Table Nr. 74: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 132,667a 3 0,000 

Contingency Coefficient 0,646   

N of Valid Cases 0,185   

 

Interpretation: 

• The calculated value of chi-square is 132.667, critical value depending on df = 3 is 

7.815, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.646, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea what importance you add to creativity in 

school, society. Answer is evident that the boys and girls in the same proportion agree 

with the hypothesis what importance you add to creativity in school, society. 
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Table Nr. 75: Gender versus – What importance creativity has for you personally 

 What importance creativity has for you personally Total 

rather small very high high none 

gender 
a girl 44 0 0 43 87 

a boy 10 43 45 0 98 

Total 54 43 45 43 185 

 

 

Graf 52: Gender versus – What importance creativity has for you personally 

 

Table Nr. 76: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 152,292a 3 0,000 

Contingency Coefficient 0,672   

N of Valid Cases 0,185   

 

Interpretation: 

• The calculated value of chi-square is 152.292, critical value depending on df = 3 is 

7.815, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.672, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that according to your assessment, you are 

creative personality. It is evident from the answer that the boys and girls in the same 

proportion agree with the postulate that, under its sole discretion, you are creative 

personality 

 

Table Nr. 77: Gender versus – Do you feel creative in everyday activity  

 Do you feel creative in everyday activity Total 

no almost always always rarely 

gender 
a girl 0 21 23 43 87 

a boy 76 0 0 22 98 

Total 76 21 23 65 185 

 

 

Graph 53: Gender versus – Do you feel creative in everyday activity 

 

Table Nr. 78: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 126,578a 3 0,000 

Contingency Coefficient 0,637   

N of Valid Cases 0,185   
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Interpretation: 

• The calculated value of chi-squared is 126,578, a critical value depending on df = 3 is 

7.815, which means that there is a statistical dependence 

• Contingency coefficient takes the value of 0.637, which is interpreted as a strong 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between gender and the idea that you feel creative in everyday activities. 

I tis evident from the answer is evident that the boys and girls in the same proportion 

agree with the postulate that you feel creative in daily activities.  

 

Table Nr. 79: Student G/VS versus – Creative idea is idea that is usable 

 Creative idea is idea that is usable Total 

I disagree I agree 

t/s 
students/G 0 100 100 

students/VS 20 65 85 

Total 20 165 185 

 

 

Graph 54: Student G/VS versus –Creative idea is idea that is usable 
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Table Nr. 80: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 26,381a 1 0,000   

Continuity Correctionb 23,998 1 0000   

Contingency 

Coefficient 
0,353   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 26,381, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.353 which is interpreted as a moderate 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between students gymnasium / vocational school and the idea that creative 

thought is that which is useful, from the answer it is evident that the boys and girls in 

the same proportion agree with postulates that creative is the idea which is applicable. 

 

Table Nr. 81: Student G/VO versus Creative is the idea of which there is a benefit 

 Creative is the idea of which there is a benefit Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/OŠ 1 84 85 

Total 1 184 185 
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Graph 55: Student G/VO versus Creative is the idea of which there is a benefit 

 

Table Nr. 82: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 1,183a 1 0,277   

Continuity Correctionb 0,007 1 0,935   

Contingency 

Coefficient 
0,080   

  

Fisher's Exact Test    0,459 0,459 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 1.183, the critical value depending on df = 1 is 

3.84, which means that there is no statistical dependence 

• Contingency coefficient takes the value 0.080 which is interpreted as a weak degree of 

statistical dependence 

• The significance is 0.459 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is no statistically significant 

relationship between students gymnasium/vocational school and the idea that creative 

is the idea, the idea of which is a benefit. From the answer it is evident that the boys 

and girls in the same proportion agree with the postulates that's the creative idea is the 

idea of which there is a benefit. 

 

Table Nr. 83: Student G/VS versus – Creative is the very idea that is new and useful, 

helpful 

 Creative is the very idea that is new and useful, 

helpful 

Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/VS 31 54 85 

Total 31 154 185 

 

 

Graph 56: Student G/VS versus – Creative is the very idea that is new and useful, 

helpful 
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Table Nr. 84: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 43,812a 1 0,000   

Continuity Correctionb 41,236 1 0,000   

Contingency 

Coefficient 
0,438   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 43,812, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.438 which is interpreted as a moderate 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between students gymnasium/vocational school and the idea that it is only 

the creative idea that is new and useful, helpful. From the answer it is evident that the 

boys and girls in the same proportion agree with the hypothesis that the creative idea 

is only such that is new and useful, helpful. 

 

Table Nr. 85: Student G/VS versus – Creativity can be found in every person 

 Creativity can be found in every person Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/VS 62 23 85 

Total 62 123 185 
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Graph 57: Student G/VS versus – Creativity can be found in every person 

 

Table Nr. 86: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 109,708a 1 0,000   

Continuity Correctionb 106,459 1 0,000   

Contingency 

Coefficient 
0,610   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation 

• The calculated value of chi-square is 109.708, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.610 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between students gymnasium/vocational school and the idea that 

creativity can be found in every person. From the answer it is evident that the boys 

and girls in the same proportion agree with the hypothesis that creativity can be found 

in every person. 

 

Table Nr. 87: Student G/VS versus Ordinary people can rarely be creative 

 Ordinary people can rarely be creative Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/OŠ 74 11 85 

Total 74 111 185 

 

 

Graph 58: Student G/VS versus Ordinary people can rarely be creative 
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Table Nr. 88: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 145,098a 1 0000   

Continuity Correctionb 141,493 1 0,000   

Contingency 

Coefficient 
0,663   

  

Fisher's Exact Test    0,000 0,000 
N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 145.098, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.663 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between students gymnasium/vocational school and the idea that ordinary 

people can rarely be creative. From the answer it is evident that the boys and girls in 

the same proportion agree with the hypothesis that ordinary people can rarely be 

creative. 

 

Table Nr. 89: Student G/VS versus Creativity can be found in only a small group of 

outstanding people 

 Creativity can be found in only a small group of 

outstanding people 

Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/VS 62 23 85 

Total 62 123 185 
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Graph 59: Student G/VS versus Creativity can be found in only a small group of 

outstanding people 

 

Table Nr. 90: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 109,708a 1 0,000   

Continuity Correctionb 106,459 1 0,000   

Contingency 

Coefficient 
0,610   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 109.708, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.610 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between students gymnasium/vocational school and the idea that 

creativity can be found in only a small group of outstanding people. From the answer 

it is evident that the boys and girls in the same proportion agree with the hypothesis 

that creativity can be found in only a small group of outstanding people. 

 

Table Nr. 91: Student G/VS versus – Creativity is reserved only for people with above-

average skills 

 Creativity is reserved only for people with above-

average skills 

Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/VS 9 76 85 

Total 9 176 185 

 

 

Graph 60: Student G/VS versus – Creativity is reserved only for people with above-

average skills 
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Table Nr. 92: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 11,130a 1 0,001   

Continuity Correctionb 8,959 1 0,003   

Contingency 

Coefficient 
0,238   

  

Fisher's Exact Test    0,001 0,001 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 11,130, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.238 which is interpreted as a weak degree of 

statistical dependence 

• The significance is 0.001 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• Calculated values, remind us that it is clearly incorrect to verify statistically significant 

relationship between students gymnasium/vocational school and the idea that 

creativity is reserved only for people with above-average skills. Answer is evident that 

the calculations are not clear and require further analysis. 

 

Table Nr. 93: Student G/VS versus Most people have creative ideas almost every day  

 Most people have creative ideas almost every day Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/VS 76 9 85 

Total 76 109 185 
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Graph 61: Student G/VS versus Most people have creative ideas almost every day 

 

Table Nr. 92: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 151,754a 1 0,000   

Continuity Correctionb 148,082 1 0,000   

Contingency 

Coefficient 
0,671   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-squared is 151, 754, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.671 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational schools and the idea 

that most people have creative ideas almost every day. From the answer it is evident 

that the boys and girls in the same proportion agree with the hypothesis that most 

people have creative ideas almost every day. 

 

Table Nr. 95: Student G/VS versus Only talented and ingenious people can be creative 

 Only talented and ingenious people can be creative Total 

I disagree I agree 

t/s 
student/G 2 98 100 

student/VS 85 0 85 

Total 87 98 185 

 

 

Graph 62: Student G/VS versus – Only talented and ingenious people can be creative 
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Table Nr. 96: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 177,132a 1 0,000   

Continuity Correctionb 173,220 1 0,000   

Contingency 

Coefficient 
,699   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 185     

 

Interpretation: 

• The calculated value of chi-square is 177.132, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.699 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational school and the idea 

that only talented and ingenious people can be creative. From the answer it is evident 

that the boys and girls in the same proportion agree with the hypothesis that creative 

only talented and ingenious people can be creative. 

 

Table Nr. 97: Student G/VS versus Children can be creative too 

 Children can be creative too Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/VS 62 23 85 

Total 62 123 185 
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Graph 63: Student G/VS verus Children can be creative too 

 

Table Nr. 98: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 109,708a 1 0,000   

Continuity Correctionb 106,459 1 0,000   

Contingency 

Coefficient 
0,610   

  

Fisher's Exact Test    0,000 0,000 
N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 109.708, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.610 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational schools and the idea 

that children can be creative too. From the answer it is evident that the boys and girls 

in the same proportion agree with the hypothesis that children can be creative too. 

 

Table Nr. 99: Student G/VS versus Fools are creative too  

 Fools are creative too Total 

I disagree I agree 

t/s 
student/G 87 13 100 

students/VS 85 0 85 

Total 172 13 185 

 

 

Graph 64: Student G/VS versus Fools are creative too 

 

Table Nr. 100: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 11,885a 1 0,001   

Continuity Correctionb 9,979 1 0,002   

Contingency 

Coefficient 
0,246   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     
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Interpretation 

• The calculated value of chi-square is 11,885, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.246 which is interpreted as a weak degree of 

statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• Calculated values, remind us that it is clearly incorrect to verify statistically significant 

relationship between the students of grammar schools/vocational school and the idea 

that fools can be creative too. From the answer it is evident that the calculations are 

not clear and require further analysis. 

 

Table Nr. 101: Student G/VS versus Less intelligent student can not be creative 

 Less intelligent student can not be creative Total 

I disagree I agree 

t/s 
student/G 84 16 100 

student/OŠ 85 0 85 

Total 169 16 185 
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Graph 65: Student G/VS versus Less intelligent student can not be creative 

 

Table Nr. 102: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 14,888a 1 0,000   

Continuity Correctionb 12,931 1 0,000   

Contingency 

Coefficient 
0,273   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 14,888, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.273 which is interpreted as a weak degree of 

statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• Calculated values, remind us that it is clearly incorrect to verify statistically significant 

relationship between the students of grammar schools/vocational school and the idea 

that a less inteligent student can not be creative. From the answer it is evident that the 

calculations are not clear and require further analysis. 

 

Table Nr. 103: Student G/VS versus Creativity is applicable only in the arts 

 Creativity is applicable only in the arts Total 

I disagree I agree 

t/s 
student/G 68 32 100 

student/VS 85 0 85 

Total 153 32 185 

 

 

Graph 66: Student G/VS versus Creativity is applicable only in the arts 

 

Table Nr. 104: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 32,889a 1 0,000   

Continuity Correctionb 30,690 1 0,000   

Contingency 

Coefficient 
0,389   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     
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Interpretation: 

• The calculated value of chi-square is 32,889, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.389 which is interpreted as a moderate 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational school and the idea 

that creativity is applicable only in the arts. From the answer it is evident that the boys 

and girls in the same proportion agree with the hypothesis that creativity is applicable 

only in the arts. 

 

Table Nr. 105: Student G/VS versus Creativity is applicable only in science and 

technology 

 Creativity is applicable only in science and 

technology 

Total 

I disagree I agree 

ut/s 
student/G 57 43 100 

student/VS 85 0 85 

Total 142 43 185 
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Graph 67: Student G/VS versus Creativity is applicable only in science and technology 

 

Table Nr. 106: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 47,618a 1 ,000   

Continuity Correctionb 45,238 1 ,000   

Contingency 

Coefficient 
,452   

  

Fisher's Exact Test    ,000 ,000 

N of Valid Cases 185     

 

Interpretation: 

• The calculated value of chi-square is 47,618, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.452 which is interpreted as a moderate 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational schools and the idea 

that creativity is applied only in science, technology. From the answer it is evident that 

the boys and girls in the same proportion agree with the hypothesis that creativity is 

applied only in science, technology. 

 

Table Nr. 107: Student G/VS versus Creativity can be applied everywhere, normally in 

everyday life and in every work 

 Creativity can be applied everywhere, normally in 

everyday life and in every work 

Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/OŠ 31 54 85 

Total 31 154 185 

 

 

Graph 68: Student G/VS versus Creativity can be applied everywhere, normally in 

everyday life and in every work 
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Table Nr. 108: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 43,812a 1 0,000   

Continuity Correctionb 41,236 1 0,000   

Contingency 

Coefficient 
0,438   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 43,812, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence, 

• Contingency coefficient takes the value 0.438 which is interpreted as a moderate 

degree of statistical dependence, 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5, 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence. 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammart schools/vocational school and the idea 

that creativity can be applied everywhere, normally in everyday life and in every job. 

From the answer it is evident that the boys and girls in the same proportion agree with 

the hypothesis that creativity can be applied everywhere, normally in everyday life and 

in every job.. 
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Table Nr. 109: Student G/VS versus We can be creative only once in a while, rather 

rarely, only when we have an inspiration 

 We can be creative only once in a while, rather 

rarely, only when we have an inspiration 

Total 

I disagree I agree 

t/s 
student/G 2 98 100 

student /OŠ 85 0 85 

Total 87 98 185 

 

 

Graph 69: Student G/VS versus We can be creative only once in a while, rather rarely, 

only when we have an inspiration 

 

Table Nr. 110: Chi-Square Tests 

 Value Df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 177,132a 1 0,000   

Continuity Correctionb 173,220 1 0,000   

Contingency 

Coefficient 
0,699   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 177.132, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 
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• Contingency coefficient takes the value 0.699 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational schools and opinion, 

we can be creative only once in a while, more rarely, only when we have an 

inspiration. From the answer it is evident that the boys and girls in the same proportion 

agree with the hypothesis that we can be creative only once in a while, more rarely, 

only when we have an inspiration. 

 

Table Nr. 111: Student G/VS versus Creativity can be trained, enhanced 

 Creativity can be trained, enhanced Total 

I disagree I agree 

t/s 
student/G 13 87 100 

student/VS 85 0 85 

Total 98 87 185 

 

 

Graph 70: Student G/VS versus Creativity can be trained, enhanced 
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Table Nr. 112: Chi-Square Tests 

 Value Df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 139,599a 1 0,000   

Continuity Correctionb 136,129 1 0,000   

Contingency 

Coefficient 
0,656   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 139.599, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.656 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between students of grammar schools/vocational schools and the idea that 

creativity can be trained, enhanced. From the answer it is evident that the boys and 

girls in the same proportion agree with the hypothesis that creativity can be trained, 

enhanced. 

 

Table Nr. 113: Student G/VS versus Creativity has value even if one creates for himself 

 Creativity has value even if one creates for himself 

 
Total 

I disagree I agree 

t/s 
student/G 0 100 100 

student/VS 62 23 85 

Total 62 123 185 
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Graph 71: Student G/VS versus Creativity has value even if one creates for himself 

 

Table Nr. 114: Chi-Square Tests 

 Value Df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 109,708a 1 0,000   

Continuity Correctionb 106,459 1 0,000   

Contingency 

Coefficient 
0,610   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 109.708, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.656 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational schools and the idea 

that creativity has value even if one creates for himself. From the answer it is evident 

that the boys and girls in the same proportion agree with the hypothesis that creativity 

has value even if one creates for himself. 

 

Table Nr. 115: Student G/VS versus Creativity has value only when it is of benefit to 

society, others 

 Creativity has value only when it is of benefit to 

society, others 

Total 

I disagree I agree 

t/s 
student/G 24 76 100 

student/VS 85 0 85 

Total 109 76 185 

 

 

Graph 72: Student G/VS versus Creativity has value only when it is of benefit to society, 

others 
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Table Nr. 116: Chi-Square Tests 

 Value Df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 109,642a 1 0,000   

Continuity Correctionb 106,525 1 0,000   

Contingency 

Coefficient 
0,610   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 109.642, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.610 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational schools and view 

creativity has value only when it is of benefit to the company, to others. From the 

answer it is evident that the boys and girls in the same proportion agree with the 

hypothesis that creativity has value only when it is of benefit to the company, to others 

 

Table Nr. 117: Student G/VS versus According to your own assessment, you are creative 

personalities 

 According to your own assessment, you are creative 

personalities 

Total 

yes no 

t/s 
student/G 32 68 100 

student/VS 0 85 85 

Total 32 153 185 
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Graph 73: Student G/VS versus According to your own assessment, you are creative 

personalities 

 

Table Nr. 118: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 32,889a 1 0,000   

Continuity Correctionb 30,690 1 0,000   

Contingency 

Coefficient 
0,389   

  

Fisher's Exact Test    0,000 0,000 

N of Valid Cases 0,185     

 

Interpretation: 

• The calculated value of chi-square is 32,889, critical value depending on df = 1 is 

3.84, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.389 which is interpreted as a moderate 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

• In addition, we made a further analysis, in this case we used a suitable Fišer´s test that 

did not confirm by its value the statistical dependence 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of the grammar schools/vocational schools and 

according to your own assessment, you are creative personalities. From the answer it 

is evident that the boys and girls in the same proportion agree with the postulate that 

according to your own assessment, you are creative personalities. 

 

Table Nr. 119: Student G/VS versus How important creativity is for you personally 

 How important creativity is for you personally Total 

rather small very high high nona 

t/s 
student/G 12 43 45 0 100 

student/VS 42 0 0 43 85 

Total 54 43 45 43 185 

 

 

Graph 74: Student G/VS versus How important creativity is for you personally 

 

Table Nr. 120: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 147,420a 3 0,000 

Contingency Coefficient 0,666   

N of Valid Cases 0,185   
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Interpretation: 

• The calculated value of chi-square is 147.420, critical value depending on df = 3 is 

7.815, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.666 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational schools and view 

how important creativity is for you personally. From the answer is evident that the 

boys and girls in the same proportion agree with the postulate of how important 

creativity is for you personally. 

 

Table Nr. 121: Student G/VS versus Do you feel creative in everyday activities 

 Do you feel creative in everyday activities Total 

no almost always always rarely 

t/s 
student/G 76 0 0 24 100 

student/VS 0 21 23 41 85 

Total 76 21 23 65 185 
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Graph 75: Student G/VS versus Do you feel creative in everyday activities 

 

Table Nr. 122: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 124,045a 3 0,000 

Contingency Coefficient 0,634   

N of Valid Cases 0,185   

 

Interpretation: 

• The calculated value of chi-square is 124.045, critical value depending on df = 3 is 

7.815, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.634 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational schools and view if 

they feel creative in everyday activities. From the answer it is evident that the boys 

and girls in the same proportion agree with the postulates that they feel creative in 

everyday activities. 

 



170 

Table Nr. 123: Student G/VS versus Would you attend creativity lessons/training 

 Would you attend creativity lessons/training Total 

yes yes, I would 

like to very 

much 

probably not no 

t/s 
student/G 13 87 0 0 100 

student/VS 0 0 55 30 85 

Total 13 87 55 30 185 

 

 

Graph 76: Student G/VS versus Would you attend creativity lessons/training 

 

Table Nr. 124: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 185,000a 3 0,000 

Contingency Coefficient 0,707   

N of Valid Cases 0,185   

 

Interpretation: 

• The calculated value of chi-squared is 185,000, a critical value depending on df = 3 is 

7.815, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.707 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 
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Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

relationship between the students of grammar schools/vocational school and their 

opinion about the question if they would attend creativity lessons/training. From the 

answer it is evident that the boys and girls in the same proportion agree with the 

postulate if they would attend creativity lessons/training. 

 

TEACHERS 

 

Table Nr. 125: What significance do you attach to creativity in school, society versus 

would you participate on creativity lessons/training 

 Would you participate on creativity 

lessons/training 

Total 

yes yes, I would like 

to very much 

What significance do you 

attach to creativity in school, 

society 

rather small 2 0 2 

rather high 0 21 21 

high 3 9 12 

Total 5 30 35 

 

 

Graph 77: What significance do you attach to creativity in school, society versus would 

you participate on creativity lessons/training 
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Table Nr. 126: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 16,625a 2 ,000 

Contingency Coefficient ,567 2 ,000 
N of Valid Cases 35   

 

Interpretation: 

• The calculated value of chi-square is 16,625, critical value depending on df = 2 is 

5.991, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.567 which is interpreted as a strong degree 

of statistical dependence 

The significance is 0.000 which means that our findings apply 95% probability, that is, the 

level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between what significance is attached to creativity in school, society and 

whether you would attend lessons/training. 

 

Table Nr. 127: What significance do you attach to creativity in school, society versus 

Would you like to be a creative personality 

 Would you like to be a creative 

personality 

Total 

yes yes, very 

much 

probably not 

What significance do you 

attach to creativity in school, 

society 

rather small 1 0 1 2 

very high 0 21 0 21 

high 12 0 0 12 

Total 13 21 1 35 
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Graph 78: What significance do you attach to creativity in school, society versus Would 

you like to be a creative personality 

 

Table Nr. 128: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 51,154a 4 0,000 

Contingency Coefficient 0,771 4 0,000 

N of Valid Cases 35   

 

Interpretation: 

• The calculated value of chi-square is 51,154, critical value depending on df = 4 is 

9.488, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.771 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between what significance is attached to creativity in school, society and if 

you would like to be creative personalities. 
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Table Nr. 129: Do you feel creative in everyday activities versus would you participate 

on creativity lessons/training 

 Would you participate on creativity 

lessons/training 

Total 

yes yes, I would like 

to very much 

Do you feel creative in 

everyday activities 

no 0 11 11 

almost 

always 
2 8 10 

always 3 0 3 

rarely 0 11 11 

Total 5 30 35 

 

 

Graph 79: Do you feel creative in everyday activities versus would you participate on 

creativity lessons/training 

Table Nr. 130: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 21,933a 3 0,000 

Contingency Coefficient 0,621 3 0,000 

N of Valid Cases 35   

 

Interpretation: 

• The calculated value of chi-square is 21,933, critical value depending on df = 3 is 

7.815, which means that there is a statistical dependence 
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• Contingency coefficient takes the value 0.621 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between feeling of being creative in everyday activities and if you should 

participate on creativity traning/lessons. 

 

Table Nr. 131: Do you feel creative in everyday activities versus creative Would you like 

to be creative personality 

 Would you like to be creative personality Total 

yes yes, very 

much 

probably not 

Do you feel creative in 

everyday activities 

no 0 11 0 11 

almost 

always 
10 0 0 10 

always 2 0 1 3 

rarely 1 10 0 11 

Total 13 21 1 35 

 

 

Graph 80: Do you feel creative in everyday activities versus creative Would you like to 

be creative personality 
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Table Nr. 132: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 40,909a 6 0,000 

Contingency Coefficient 0,734 6 0,000 

N of Valid Cases 35   

 

Interpretation: 

• The calculated value of chi-square is 40909, the critical value depending on df = 6 is 

12,592, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.734 which is interpreted as a strong degree 

of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between feeling creative in daily activities versus Would you like to be 

creative personality. 

 

Table Nr. 133: According to your own assessment, you are creative personalities versus 

Would you like to attend creativity lessons/training 

 Would you like to attend creativity 
lessons/training 

Total 

yes yes, very much 

According to your own 

assessment, you are creative 

personalities 

yes 0 21 21 

no 5 9 14 

Total 5 30 35 
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Graph 81: According to your own assessment, you are creative personalities versus 

Would you like to attend creativity lessons/training 

 

Table Nr. 134: Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 
Exact Sig. (1-

sided) 

Pearson Chi-Square 8,750a 1 0,003  0,000

Continuity Correctionb 6,076 1 0,014   

Contingency 

Coefficient 
0,447 1 0,001 

  

N of Valid Cases 35     

 

Interpretation: 

• The calculated value of chi-square is 8.750, the critical value depending on df = 1 is 

3.841, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.447 which is interpreted as a moderate 

degree of statistical dependence 

• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between based on your own assessment, whether you are creative 

personality and if you would like to participate on creative lessons/training. 
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Table Nr. 135: According to your own assessment, you are creative personalities versus 

Would you be creative personality 

 Would you be creative personality Total 

yes yes, very 

much 

probably not 

According to your own 

assessment, you are creative 

personalities 

yes 0 21 0 21 

no 13 0 1 14 

Total 13 21 1 35 

 

 

Graph 82: According to your own assessment, you are creative personalities versus 

Would you be creative personality 

 

Table Nr. 136: Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 35,000a 2 0,000 

Contingency Coefficient 0,707 2 0,000 

N of Valid Cases 35   

 

Interpretation: 

• The calculated value of chi-square is 35,000, critical value depending on df = 2 is 

5.991, which means that there is a statistical dependence 

• Contingency coefficient takes the value 0.707 which is interpreted as a strong degree 

of statistical dependence 
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• The significance is 0.000 which means that our findings apply 95% probability, that is, 

the level of significance 0.5 

 

Conclusion: 

• The calculated values allow us to assert that there is a statistically significant 

correlation between, based on your own assessment, whether you are creative 

personalities and if you would like to be creative personalities. 

 

 

3.14 The recommendations for the practice 

Our research has brought several results from which some particular recommendations can be 

identified and used in the education practice.  

1. It is expected from a teacher that he/she will identify with the students that he/she will 

master the art of dialogue and debate in the group. A teacher of creative personalities 

expected student curiosity, independence, strong motivation, but also boldness, 

courage in thought, liberation from selfishness, from conflicts and stress, because 

creativity requires freedom.  

2. In the imagination of many teachers there is an idea of applying creativity linked with 

the feeling that they have no talent for creativity and they think that even do not have 

the ability. Also, the problem is that they do not have enough time on the lessons and, 

in many cases, fatigue and exhaustion prevents teachers' creativity.  

3. The teacher may with his/her personality, creative abilities and attitudes to change the 

traditional teaching approach to teaching creative, imaginative, relaxed atmosphere, 

friendly relations and active cooperations. 

4. The level of knowledge of teachers of creative activity depends on the personality of 

the teacher himself, recognition of the fact that creativity can be developed under 

pressure, but good access to information, very good material basis, the creative climate 

in the classroom and good social relations. 

5. Students would like more creative teaching, they want their role to motivate and create 

an environment in which they would use elements of the evaluation and creative 

thinking, such tasks, allowing them to freely deal with acquiring knowledge, they 

want to use them in new contexts and at addressing the new challenges.  
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6. Students appreciate, apart from traits and teacher´s expertise, mainly the ways of 

teaching, how the teacher attracts their attention, they want to develop the motivation 

and creativity to use more creative tasks with the possibility of making greater use of 

ICT, and can stimulate their curiosity and develop their motivation and creativity. 
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4. RESUMÉ  

In its theoretical part the dissertation project was aimed at the issue of the creativity and 

positive image of educational institutions at the chosen state, private or church primary and 

secondary schools. 

The theoretical part dealt with the history, creativity and positive image 

characteristics, intelligence, talent and educational institutions. Particular educational 

institutions are characterized.  

The analytical part of the project focused on the applying of the actual state of the 

creativity and image in the educational institutions, namely secondary state, private and 

church schools. 

The majority of the educational institutions is still indecisive in using modern 

marketing thoughts. The reasons that lead the educational institutions to the marketing usage 

depend generally on the depth and amount of the problems they have to face to. Its obvious 

that the educational institutions are more and more aware of the existence, usage and aptness 

of the marketing especially in the situations in which there are negative changes in the 

organisation itself or in its near environment. The marketing conception becomes attractive 

for the organisation in the moment of the departure of the students, teachers or the decrease of 

the interest or budget. Many organisations do not pursue marketing orientation despite of the 

fact they use some marketing tools. The public education in in all types of the schools noticed 

such a change together with the entry of the private as well as the church segment to the 

education area. In this moment the endeavor of the private education to adapt to the real 

market situation in education appears. The mission of the educational institution – of the 

school is to provide the students and their parents with the modern way of education to the 

smart, good and happy children, to prepare them for a real life – not only the work-related 

one, but also a private one as well as to teach them to solve the problems the life brings with 

itself actively. Another aim of the educational institution is to humanize the education and to 

help to develop its professionalization and conducting. This is the task not only for the 

directory of the given educational institution, but also for all of the teachers, students, parents 

and supporters. 

Logically, the output of the dissertation thesis was to create a model marketing 

strategy of the educational institution that has to involve creative elements to ensure a positive 

image of the institution. The model was made on the basis of the theoretical analysis of the 
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relevant sources, recognising of the actual state and our own expreriences with the 

introducing a new educational institution to the market, its several years lasting forming and 

leading. 

The questions for the teachers as well as the research itself were a bit difficult because 

not all the teachers were willing to answer particular questions in the anonymous 

questionnaire truly. Although we tried to gain as objective answers as possible, the teachers 

were a bit careful. They had to answer the questions about the creativity used while teaching 

and a teacher-student relationship. The obvious fact is that we have many teachers who are 

open to new ideas, new forms in the education. They are in the most cases young teachers 

who want to teach in a new way. ICT is used by the teachers with practice quite rarely. They 

claim that they do not have enough time to use it while introducing new facts to their students. 

Younger teachers are open to this thought. 

When dealing with the question of the image and creativity, sixty percent of the 

teachers use the creativity, thirty percent do not and ten percent cannot say. As many as 

eighty-seven percent of the teachers try to have a friendly atmosphere and free 

communication in the lessons, thirteen percent prefer discipline and order. Seventy-five 

percent prefer a communication, discussion and doing various tasks – it is a well-known fact 

that a good choice of a teaching method is important. It is obvious that paying attention is 

a needed fact while explaining – that was admitted by twenty-five percent of the teachers, but 

the feedback should not be forgotten. The research did not show a single teacher who did not 

like the questions from the students. We have the teachers who like changes, adapt to it and 

use new teaching methods. They know how to use it in their practice. However, we found 

twelve teachers who use „old“ methods and strictly follow the thesis.  

As we have already mentioned, ICT is an important part of our lives whether we 

accept it or not. The teacher should know how to use it. The research showed that thirteen 

percent do not use ICT. Fourty-four percent of the teachers asked do use it and fourty-three 

only sometimes. More than a half of the asked, to be more precise, sixty-three percent, is 

interested in the development of the students‘ creativity, only six percent have not enough 

knowledge about it. Thirty-one percent, namely 12 teachers out of 40 try to use heuristic 

methods. The teacher knows the style of his teaching and attitude to his students. As many as 

eighty-eight percent of the teachers asked agreed that a democratic style is typical for them. 

Twelve percent said they preferred an authoritative style. The school is a public service and it 

has to identify its own partners and their inquiries (33). Together with the development of the 

society the inquiries for the school quality change as well. Nowadays, inquiries sufficient 
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a decade ago become insufficient and it surely will be the same in the near future. The 

situation in the regional education becomes similar to the private sector. The right way to the 

success is focusing on the customer and his needs.  

In our thesis we focused on our “customers” – the students and their parents. We 

realized a pedagogical research that is a feedback of the perception of our primary school by 

the students and their parents, the extent of their satisfaction related to the services offered by 

our school.  

The thesis serves as an autoevaluational tool of the school and it will be a basis for 

other constructive solutions aimed at the improving of the satisfaction of the students and 

their parents. We believe that it will positively support the overall progress of the school and 

that it will strenghten the spreading of its good name and image.  

We have tried to create an educational institution strategy that comprises elements of 

the creativity and ensures a positive image of the institution in the given region. It is not easy 

to judge the reasons why the parents are so hesitate about placing their children into the 

private schools and thus prefer the state schools, not the private ones. We have to bear in our 

minds that in smaller towns there is not such an anonymity as in the cities and the good as 

well as the bad publicity is more available. Although the school fees are not paid in the state 

school, the overall fees the parents have to pay are in many cases similar. Mentioning the 

church schools, the educational results are lower from the general point of view, but the 

church traditions are very strong in Slovak families and therefore the parents follow the trend. 

It can be seen mostly in the villages, where many church schools are places. The project of the 

educational institution exists for som years. Despite the fact that this is a young school 

project, the results are visible. 
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Annex Nr. 1: (The questionnaire for finding information about image of 
school)  

(Chrástek 1993, Pelikán 1999) 

 

INSTRUCTION : Circle on a scale evaluation of each item of questionnaire. 

1. The school 
is 
beautiful 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
ugly 

 
2. The study 

at the schol 
is 
difficult 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
easy 

 
3. The 

atmosphere 
at schol is 
free 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
tense 

 
4. Education 

program is 
of  
good 
quality  

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
bad quality 

 
5. The level 

of peg. 
staff is 
high 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
low 

 
6. The schol 

equipment 
modern 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
old-
fashioned 

 
7. The schol 

management 
is 
effective 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
ineffective 

 
8. The 

successfullness 
of the 
graduates is 
high 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
 
small 

 
 



 

9. The 
behaviour of 
the students 
appropriate 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
inappro-
priate 

 
10. Free-time 

activities are 
wide 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
narrow 

 
11. Cooperation 

parent-
school is 
activ 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
passiv 

 
12. Presentation 

of the school 
in public is 
good 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
 
bad 

 
13. Coop. with 

local 
authorities 
is 
stable 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
changable 

 
14. Partner and 

internat. 
relations are  
strong 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
 
weak 

 
15. Innovation 

of 
educational 
program is 
fast 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

 
 
 
slow 

 

 

 

 

 



 

Annex Nr. 2: (Questionnaire IPOT to determine creativity) 

 

QUESTIONANIRE IPOT 

Miron Zelina 

Name, or code of an answering person: 

Date: 

Place:  

Age: 

Education:  a) primary, pupil, student  b) high school  c) university 

Gender: a) man  b) wife 

Occupation: a) pupil, student  b) teacher  c) other:………………………….…………… 

 

Instruction: 

The questionnaire identifies your view on creativity. Please, mark always one answer that 

suits you the best on a scale and one that best describes your opinion, impression for which 

we ask the question. Here there are no correct and incorrect answers, the questionnaire will 

determine your personal opinion and your opinion is true. Do not miss a question. Do not 

think long, usually the first impression is closest to your opinion. Answer by circling your 

response. 

1. Creative is every new, unusual idea a) I agree   b) I disagree. 

2. Creative is the idea that is usable a) I agree   b) I disagree. 

3. Creative is the idea, of which there is a benefit a) I agree   b) I disagree. 

4. Creative is the very idea that is new, useful, helpful a) I agree   b) I disagree. 

5. Creativity can be found in every person a) I agree   b) I disagree. 

6. Ordinary people can rarely be creative a) I agree   b) I disagree. 

7. Creativity can be found in only a small group of outstanding people a) I agree    

b) I disagree. 

8. Creativity is reserved for people with above-average skills a) I agree   b) I disagree. 

9. Most people have creative ideas, almost every day a) I agree   b) I disagree. 

10. Creative can only be talented and ingenious people a) I agree   b) I disagree. 

11. Children may also be creative a) I agree   b) I disagree. 

12. Fools are creative too   a) I agree   b) I disagree. 

13. Less intelligent student cannot be creative a) I agree   b) I disagree. 



 

14. Creativity is applicable only in art a) I agree   b) I disagree. 

15. Creativity is applicable only in science, technology a) I agree   b) I disagree.. 

16. Creativity can be applied everywhere, normally in everyday life and in every work  

a) I agree   b) I disagree. 

17. The creative can be only once in a while, more rarely, only when we have an 

inspiration a) I agree   b) I disagree. 

18.  Creativity can be trained, enhanced a) I agree   b) I disagree. 

19. Creativity has value even if one creates for himself a) I agree   b) I disagree. 

20. Creativity has value only when it is of benefit to society, other a) I agree    

b) I disagree. 

21. According to its own assessment, are you creative personality?   a) I agree    

b) I disagree. 

22. What significance do you attach to creativity in school, society? 

a) Very high   b) high   c) rather small   d) none 

23.  How important is creativity for you personally? 

a) Very high   b) high  c) rather small   d) none 

24. Do you feel creative in every day activities ? 

a) No   b) rarely    c) almost always   d) always 

25. Do you think that in your work creativity can be applied? 

a) Yes, I think it can not be enforced b) can be applied, but only a few c) can be 

applied a lot and d) creativity is part of my daily activities, work. 

26. Do you think that for your activity, work, learning is creative? 

a) high importance b) rather little significance c) is irrelevant. 

27. Would you like to be creative personality? a) yes, very much b) yes c) probably not  

d) no. 

28. Would you participate in the lessons, creativity training? a) yes, very much b) yes  

c) probably not d) no. 

29. What is the biggest barrier that interferes in how to be creative? (underline even more 

options, put them in the order in which number one is the biggest obstacle). 

a) I think I do not have abilities for it. 

b) Laziness prevents me from doing it. 

c) I do not have time for it. 

d) Fatigue, exhaustion prevents me from doing it. 

e) I have opportunities to work, to exercise creativity in learning. 



 

f) The creativity of a man is punished. 

g) I have no talent for creativity 

h) My work, activity is of such a nature that creativity cannot be applied there. 

i) Other – write what prevents you from being creative.  

Thank you for completing this questionnaire! 

EVALUATION: For the correct answer one point is given. 

The key: 1b)  2b)  3b)  4a)  5a)  6b)  7b)  8b)  9a)  10b)  11a)  12b)  13b)  14b)  15b)  16a)  

17b)  18a)  19a)  20b). 

From 21 issues, including the question no. 28 is assessed response rate (absolute, percentage) 

for each alternative separately, for example. Question no. 21: for example, the answer is yes. 

10 and 8 students answered no and calculate percentages. The same procedure on all other 

issues except the question no. 29, where the order has made barriers to creativity in the file. 

This is a primary, fundamental evaluation of the responses to the questionnaire. Secondary, 

the second evaluation can be put into a table where at individual replies also looks at other 

variables such. sex, age, the benefit of students and others, according to the purpose, objective 

work. 
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